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1. [bookmark: _Toc213353193]INTRODUCTION
1.1 [bookmark: _Toc213353194]BACKGROUND OF THE STUDY
The UK’s e-commerce sector is now among the most advanced globally. In 2025, around 30.7% of total UK retail sales are expected to take place online (Perkins, 2025). Furthermore, industry estimates suggest the UK e-commerce market will reach about USD 265.14 billion in 2025 (Mordor intelligence, 2025). Within this digital retail space, fashion and apparel remain dominant: the category accounted for roughly 29% of online revenues in 2024 (Mordor intelligence, 2025). 
For a digital-native fashion retailer such as ASOS plc, operating in a highly competitive environment means that more than product and price matter. The online customer experience (OCE) including website usability, delivery reliability, customer-service responsiveness and perceived security are increasingly determines whether shoppers remain loyal or switch to competitors. Research shows that elements of the OCE shape customer satisfaction (CS), trust and ultimately brand loyalty (BL) (Pires et al., 2024; Iqbal et al., 2023).
Despite this, gaps remain in how these factors collectively drive BL in the UK fashion-e-commerce context. Many existing investigations focus on emerging markets or single dimensions of OCE, rather than an integrated model of usability, delivery, service and security linking to satisfaction and BL. This leaves retailers like ASOS without full clarity on which elements to prioritise. At the same time, consumer expectations are rising, for example, more than 50% of UK shoppers in 2025 expect same-day or next-day delivery (Starsup, 2025). This study examines how OCE influences BL in UK fashion e‑commerce using ASOS as a case study. It evaluates multiple experience dimensions together, the mediating role of CS, and resulting BL outcomes.
1.2 [bookmark: _Toc213353195]PROBLEM STATEMENT
There is inadequate integrated evidence regarding the impact of major OCE dimensions (website usability, delivery performance, customer service quality, and perceived security) on BL among UK fashion e-commerce buyers, and the degree to which CS mediates these effects. Current research frequently focusses on singular dimensions, non-fashion industries, or markets outside the UK, resulting in a lack of definitive direction for retailers such as ASOS regarding the experience factors that most effectively foster customer loyalty. Rising expectations for fast, accurate delivery and seamless, secure journeys intensify this knowledge gap.
1.3 [bookmark: _Toc213353196]RESEARCH AIMAND OBJECTIVES 
The study aims to investigate the influence of different dimensions of OCE on BL among ASOS customers in the UK, utilising CS as a mediating variable. The study's specific objectives are as follows: 
· To assess how website usability, delivery performance, customer service quality and perceived security influence CS.
· To test the mediating role of CS between OCE and BL.
· To determine which dimensions of OCE most strongly predict BL.
1.4 [bookmark: _Toc213353197]RESEARCH QUESTIONS
The study therefore endeavours to answer the following research questions; 
· To what extent do website usability, delivery performance, customer service quality, and perceived security influence CS among ASOS customers in the UK?
· Does CS mediate the relationship between OCE dimensions and BL?
· Which OCE dimensions most strongly predict BL for ASOS customers in the UK?
[bookmark: _Toc213353198]1.5 RATIONALE OF THE STUDY
The study have will contribute the to the existing literature and also has academic and managerial value. The study contributes UK-based evidence to an integrated model founded on Expectation–Confirmation Theory (Oliver, 1980) and the Technology Acceptance Model (Davis, 1989), elucidating both direct and mediated pathways from OCE to BL through CS. The ASOS example offers practical guidance for managers on prioritising investments in interface design, delivery operations, customer support, and security features to enhance happiness and loyalty in a competitive, price-sensitive market.
[bookmark: _Toc213353199]2. LITERATURE REVIEW
[bookmark: _Toc213353200]2.1 ONLINE CUSTOMER EXPERIENCE AND BRAND LOYALTY
The OCE is emerging as a source of competitive advantage in e commerce. It is a measure of the total perception of an internet site by customers, which includes website and service quality as well as delivery reliability and perceived safety. Pires et al. (2024) explicate OCE as a multiform construct in which usability, service quality, security and satisfaction all together influence long-term BL through trust and the perception of value. A good OCE increases engagement while lowering perceived risk, BL driving repeat purchase and advocacy.
In the UK, Zhang (2022) discovered that the loyalty of ASOS customers is significantly influenced by ongoing happiness and perceived value, bolstered by ease, competitive pricing, and efficient after-sales service. Susilawati et al. (2024) demonstrated that intuitive navigation, appealing interfaces, and emotionally resonant digital touchpoints enhance brand perception and BL. Conversely, Sang and Cuong (2025) emphasised the significance of experience-driven brand trust in maintaining BL within e-commerce. In these studies, CS repeatedly emerges as the primary link between OCE and BL (Iqbal et al., 2023; Maharani et al., 2025).
[bookmark: _Toc213353201]2.2 EMPIRICAL INVESTIGATION
Empirical research widely supports website usability, delivery performance, customer service quality and perceived security as core dimensions of OCE.
Website usability relates to how clear, fast and intuitive a site is to use. Pires et al. (2024) and Susilawati et al. (2024) found that intuitive layouts, clear information and smooth navigation raise satisfaction and purchase intention. For fashion retailers like ASOS, this means intuitive navigation and filtering, high quality product imagery and a seamless checkout process.
Delivery performance is a second important consideration. Tamim et al. (2025) demonstrated that the speed of delivery, the accuracy of delivery and the handling of returns are significant predictors of BL, with accuracy as their most important predicator. Dependable delivery cuts down on post-purchase apprehension and cements brand trust.
Customer service quality has an impact on perceived reliability and emotional response towards the retailer. Iqbal et al. (2023) found responsiveness, empathy and continuous problem solving as factors that influence satisfaction level besides brand trust. Even in online-only contexts, the quality of communication and support remains a major driver of BL. 
Perceived security, including ease of payment (system trust), privacy protection and data handling influence on customers’ willingness to purchase. Pathak and Bharti (2023) proved that high perceived security leads to low perceived risk, which enhances purchase intention, whereas Maharani et al. (2025) determined that satisfaction is reinforced with high security; however, a complex process may lower ease of use. This indicates that security and usability must be balanced.
Several prior studies found that CS mediates the relationship between OCE and BL (Iqbal et al., 2023; Maharani et al., 2025 and Pereira et al., 2025). Maharani et al. (2025) further stated that, both service quality and OCE impact BL most significantly through satisfaction and trust, which is another reason to consider the inclusion of CS as a mediating variable in this study.
[bookmark: _Toc213353202]2.3 RESEARCH GAP
Although many studies have examined OCE and BL, several gaps remain. Most empirical work focuses on developing economies or sectors such as banking and mobile services (Maharani et al., 2025; Susilawati et al., 2024), rather than fashion e-commerce in mature markets like the UK. Few studies test a single model that combines website usability, delivery performance, customer service quality and perceived security, linked to BL through CS.
In the ASOS context, Zhang (2022) evaluated loyalty programmes but did not examine how the wider OCE drives satisfaction and loyalty outcomes. This study addresses these gaps by applying an integrated quantitative model to ASOS customers in the UK, assessing how distinct OCE dimensions jointly influence CS and BL in a fashion e-commerce setting.
[bookmark: _Toc213353203]2.4 THEORETICAL AND CONCEPTUAL FRAMEWORK
This research utilises Expectation–Confirmation Theory (ECT) and the Technology Acceptance Model (TAM) to explain the influence of OCE on CS and BL.
ECT by Oliver (1980) suggests that CS is a product of the comparison between expectations and perceived performance. In e-commerce, customers developed pre-purchase expectations about usability, service and delivery. If the real online experience satisfies these expectations, then satisfaction is improved and loyalty strengthened. Recent researches have indicated that the relationship between perceived service (or system) quality and loyalty is meditated through CS, in line with ECT (Maharani et al., 2025; Pires et al., 2024).
TAM (Davis, 1989) emphasises perceived usefulness and perceived ease of use as determinants of technology adoption. In this study, website usability and perceived security reflect these ideas. Clear, easy-to-use interfaces and trusted payment and security features encourage continued use and positive attitudes towards the brand (Pathak and Bharti, 2023; Susilawati et al., 2024).
Based on these theories and the empirical literature, the conceptual framework positions website usability, delivery performance, customer service quality and perceived security as predictors of CS, which in turn influences BL. Direct paths from the OCE dimensions to BL are also tested, since earlier research indicates that some aspects of OCE may affect BL both directly and through satisfaction (Iqbal et al., 2023; Pires et al., 2024; Pereira et al., 2025).
[image: ]
FIGURE 1: CONCEPTUAL FRAMEWORK
(SOURCE: SELF-CREATED)
[bookmark: _Toc213353204]3. METHODOLOGY
This study follows the Research Onion framework (Saunders et al., 2019) to structure decisions around philosophy, approach, strategy, data collection and analysis.
[image: ]
FIGURE 2: RESEARCH ONION
(Source: Saunders et al. 2019)
[bookmark: _Toc213353205]3.1 RESEARCH PHILOSOPHY AND APPROACH
The study takes a positivist philosophy as it is examining relationships between variables that can be measured from real world phenomena using empirical data and statistical analysis (Saunders et al., 2019). The objective is to investigate the influence mechanism of OCE dimensions on BL under the mediation of CS.
A deductive approach is employed as the model and hypotheses are derived from known theories like TAM (Davis, 1989) and ECT (Oliver, 1980) and later examined with quantitative data. This is typical in the context of marketing research that tries to validate conceptual frameworks in design of e-commerce environments (Pires et al., 2024; Iqbal et al., 2023).
[bookmark: _Toc213353206]3.2 RESEARCH STRATEGY AND DESIGN
Primary data will be collected among ASOS customers in the UK using a quantitative approach. A cross-sectional approach is adopted in the present study, and data were gathered at one time point to measure individuals' perceptions of OCE, CS, and BL. This design is commonly employed by e-commerce research that investigates behaviour, as well as OCE and BL relationships (Tamim et al., 2025; Susilawati et al., 2024).
[bookmark: _Toc213353207]3.3 DATA COLLECTION AND SAMPLING
The data will be collected with an online structured survey questionnaire distributed via social media and distributed via. The desired sample is 150–200 active ASOS individuals in the UK, who have made a purchase within the last three months. Convenience sampling is chosen for practical and timely purpose, which accords with other studies of digital services delivery (Maharani et al., 2025).
The questionnaire would include demographic questions and 5-point Likert-scale responses (1= strongly disagree, 5= strongly agree). Website usability, delivery punctuality, customer services quality and perceived security will be based on items drawn from Pires et al., (2024) and Pathak and Bharti (2023). The scales measuring CS and BL will be adopted From Iqbal et al., (2023) and Pereira et al., (2025).
[bookmark: _Toc213353208]3.4 DATA ANALYSIS
Data will be analysed using SPSS. Descriptive statistics will summarise the sample profile. Cronbach’s alpha will assess internal reliability of the scales. Correlation and multiple regression analyses will test the relationships between OCE dimensions, CS and BL. Mediation will be examined using the PROCESS macro in SPSS to assess whether CS significantly mediates the link between OCE and BL. This approach is consistent with previous behavioural marketing and e-commerce research that tests causal paths within conceptual models (Pires et al., 2024; Pereira et al., 2025).
[bookmark: _Toc213353209]3.5 ETHICAL CONSIDERATIONS
The research will comply with the University of Wales Trinity Saint David’s ethical guidelines. Participants will be informed about the study’s purpose, and participation will be voluntary with the option to withdraw at any stage. Consent will be sought prior to data collection and participation will be kept anonymous and strictly confidential, with no identifying information collected. Data will be kept confidential and used for academic purposes only.
[bookmark: _Toc213353210]4. EXPECTED FINDINGS
This study is expected to find positive and significant relationships between the dimensions of OCE and CS. Website usability, delivery performance, customer service quality, and perceived security are likely to show meaningful effects on how ASOS customers evaluate their overall OCE. CS is expected to mediate the relationship between these OCE factors and BL, so that better experiences lead to higher loyalty mainly through improved satisfaction.
It is anticipated that website usability and customer service quality will emerge as the strongest predictors of CS and BL, as they shape both the ease and emotional tone of the interaction. Delivery performance and perceived security are also expected to contribute, but possibly with slightly weaker effects. Practically, the findings should indicate that ASOS can strengthen BL by investing in interface design, efficient and transparent delivery processes, responsive customer support, and personalised online journeys that reinforce trust.
[bookmark: _Toc213353211]5. LIMITATIONS
This study has several limitations. The sample consists only of ASOS customers in the UK, which restricts its relevance to other e-commerce platforms or international contexts. Bias could be introduced through convenience sampling and self-selection as more engaged or satisfied participants are likely to have responded. In addition, self‐reported data are prone to common method bias and social desirability bias.
Moreover, there are only four dimensions of OCE covered and there might be other significant influences, e.g. price perceptions, personalisation, or social influence are not considered in this research. The cross-sectional nature precludes strong causal inferences. Those issues will be mitigated through explicit instructions, anonymity, and established measurement scales combined with critical comparison to prior empirical literature. 
[bookmark: _Toc213353212]6. TIMEFRAME
[image: ]
[bookmark: _Toc213353213]7. CONCLUSION
This study aims to investigate the effects of various OCE dimensions on BL in the UK ASOSs consumers, with CS as a mediator. In a competitive and mature market, understanding these interactions are key to creating sustainable loyalty over price or promotions.
The study aims to enhance both theoretical and practical understanding by evaluating the propose conceptual mode (Figure 1) that correlates website usability, delivery performance, customer service quality, and perceived security with customer happiness and loyalty. The results should help ASOS figure out its digital interface, service steps and trust process. In a more general sense, the study will provide UK-based evidence to emerging literature concerning OCE and BL in the context of fashion E-commerce.
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