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Background and Purpose. In today’s retail sector, AI chatbots have played a crucial role by 

providing 24/7 customer service assistance, boosting sales through prompt and accurate 

responses to customers’ questions, and offering personalized product recommendations based on 

customers’ preferences (Ashfaq et al., 2020). According to Marketsandmarkets.com, the global 

chatbot market size is expected to increase from $5.4 billion in 2023 to $15.5 billion in 2028. 

Despite the significant impact of AI chatbot technology on the retail industry, the lack of studies 

has impeded our understanding of consumers’ antecedents (reasons for and reasons against 

factors) and consequences (willingness to buy and eWOM) regarding attitudes toward using AI 

chatbots, particularly in the context of apparel retail. To address this gap, this study aims to 

develop and test a conceptual model of the potential antecedents and consequences of 

consumers’ attitudes toward using AI chatbots. 

Conceptual Framework and Hypotheses. This study integrated Westaby's Behavioral 

Reasoning Theory (BRT) (2005) by incorporating three factors of service quality 

(responsiveness, reliability, and assurance), along with five barriers from the Innovative 

Resistance Theory (IRT) (Ram & Sheth, 1989) (usage, risk, value, image, and tradition barriers) 

to develop a conceptual framework to understand apparel consumers’ AI chatbot usage 

behaviors. Hypotheses were formulated regarding the impact of reasons for factors (a) 

responsiveness, (b) reliability, and (c) assurance, as well as reasons against factors (a) usage 

barrier, (b) risk barrier, (c) value barrier, (d) image barrier, and (e) tradition barrier on 

consumers’ attitudes toward using AI chatbot services. These attitudes, in turn, were 

hypothesized to influence their willingness to purchase apparel with the assistance of AI chatbots 

and electronic word-of-mouth (eWOM). Additionally, this study hypothesized whether 

technology familiarity moderates the relationships between all three reasons for factors, all five 

reasons against factors, and attitudes toward using AI chatbots. 

Methodology and Data Analysis. Data were collected from approximately 700 participants 

through Amazon Mechanical Turk (MTurk), an online panel. After careful screening, a total of 

632 participants were deemed eligible for statistical analysis. Among the participants, 65% were 

male, with the majority (32.1%) aged between 26 and 30. A total of 58 measurement items were 

adapted from previous studies (e.g., Chaoualia & Souiden, 2019; Leong et al., 2020; Olya et al., 

2021) and were assessed using a 5-point Likert-type scale. Anderson and Gerbing’s (1988) two-

step approach was employed using Mplus version 8 to establish both measurement and structural 

models. Confirmatory factor analysis (CFA) was first employed to validate the measurement 

model. Subsequently, path analysis was performed to test all hypothesized relationships. The 

hypothesized relationships were tested based on two separate structural models: one focusing on 

the main effects and the other on the moderating effects. 
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Results and Discussion. The results indicated that all reasons for factors, namely responsiveness 

(γ = 0.64***), reliability (γ = 0.89***), and assurance (γ = 0.63***), had a positive influence on 

attitudes toward using AI chatbots. Conversely, there were no significant positive or negative 

relationships between most reasons against factors, such as usage barrier (γ = 0.02, p > .05), risk 

barrier (γ = 0.12, p > .05), value barrier (γ = 0.16, p > .05), image barrier (γ = -0.04, p > .05), and 

attitudes toward using AI chatbots. While this study identified a significant positive relationship 

between only the tradition barrier (γ = 0.26*) and attitudes toward using AI chatbots, this result 

did not align with the proposed hypothesis. The study highlights that responsiveness, reliability, 

and assurance are important factors influencing consumers' attitudes toward using AI chatbots. In 

contrast, the study suggests that all five barriers, namely usage barrier, risk barrier, value barrier, 

image barrier, and tradition barrier, may not be important factors that influence their attitudes 

toward using AI chatbots for apparel shopping. Furthermore, the results revealed that attitudes 

toward using AI chatbots positively influenced both willingness to buy apparel with the help of 

AI chatbots (β = 0.65***) and eWOM (β = 0.55***). Thus, the study suggests that consumers 

with positive perceptions of AI chatbots are more likely to use them and share their favorable 

reviews and comments about AI chatbots offered by apparel companies on social media and 

other online platforms. Moreover, the findings indicated that the moderating effect of technology 

familiarity on the relationships between responsiveness (γ = -0.01, p > .05), assurance (γ = 0.27, 

p > .05), and attitudes toward using AI chatbots was not significant. Nevertheless, the result 

showed a positive moderating effect of technology familiarity on the relationship between 

reliability and attitudes toward using AI chatbots (γ = 0.70***). Thus, this study suggests that 

when consumers possess prior knowledge and experience with technology, they are more likely 

to trust the capabilities of AI chatbots and are more inclined to use them. Additionally, findings 

showed no significant moderating effect of technology familiarity on the relationships between 

usage barrier (γ = 0.10, p > .05), risk barrier (γ = -0.22, p > .05), value barrier (γ = -0.08, p > 

.05), image barrier (γ = 0.11, p > .05), and attitudes toward using AI chatbots. However, the 

result revealed that the moderating effect of technology familiarity on the relationship between 

the tradition barrier and attitudes toward using AI chatbots was negatively significant (γ = -

0.43*). Thus, customers' higher levels of technology familiarity may enhance negative 

perceptions (i.e., concerns about usability and miscommunication), ultimately reducing their 

attitudes toward adopting AI chatbots for apparel shopping. 

Implications and Future Research Directions. This study provides significant contributions to 

the literature by developing and testing a research model that investigates the antecedents and 

consequences of attitudes toward using AI chatbots for apparel shopping. Also, the findings 

provide empirical evidence for the moderating role of technology familiarity on the relationships 

between reasons for and reasons against factors on attitudes toward using AI chatbots. The 

results also indicate that apparel retailers and marketers should focus on factors that encourage or 
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discourage consumers from using AI chatbots for apparel shopping. They should pay more 

attention to utilizing high-quality chatbots capable of clearly understanding and promptly 

responding to consumers’ questions, providing accurate apparel product information, and 

facilitating correct navigation to access the company’s website. This study has some limitations. 

First, the generalizability of this study would be limited since it focused solely on U.S. 

consumers. Future research should involve consumers from other countries. Second, this study 

focused on consumers with prior experience using AI chatbots. There may be differences in the 

characteristics and perceptions of consumers with and without prior experience using AI 

chatbots. Therefore, future research could be more insightful by comparing these different 

samples. 
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