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Abstract : The paper attempts to analyze the factors that influence the Consumer Behavior to purchase apparel through the
internet. The intentions to buy apparels online were based on in terms of user style, orientation, size and reputation of the
merchant, social influence, perceived information utility, perceived ease of use, perceived pleasure and attractiveness and
perceived trust and risk. The basic framework used was Technology acceptance model to explain apparels acceptance. A
survey was conducted to gather the data from 200 people. The measures and hypotheses were analyzed using Correlation
testing and would be further validated by the Structural Equation Modelling. The implications of the findings for theory and
practice could be used by marketers of online apparel websites. Based on the values obtained, we can conclude that the factors
such as social influence, Perceived information utility, attractiveness and trust influence the decision for a user to buy apparels
online. The major factors which are found to influence an online apparel buying decision are ease of use, attractiveness that a
website can offer and the trust factor which a user shares with the website.
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