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Abstract
The purpose of the research was to influence the usability of mobile app on customer loyalty in Indian fashion e-commerce industry. The research was influenced by the increasing trend of mobile commerce in India, while the need for fashion retailers to develop customer retention in a highly competitive digital environment. Further, the usability elements like interface design, navigation, personalisation and payment convenience are associated to customer behaviour, while usability issues can negatively affect customer engagement and loyalty. The research was based on Technology Acceptance Model (TAM) and Stimulus Organism Response (SOR) Model, which account for how perceptions of usability affect the behavioural outcomes. The methodology used was quantitative research, positivist philosophy and deductive approach. A questionnaire was developed while primary data was collected from 108 respondents who have experience of using Flipkart mobile app for buying fashion items. The data obtained were analysed with descriptive statistics, correlation analysis and regression analysis using SPSS. The Cronbach's Alpha value of the questionnaire was 0.921, which is excellent reliability. The findings showed that mobile app usability was positively correlated with the customer loyalty (r = 0.569, p = 0.000), while problems with usability negatively affected customer loyalty. Thus, the findings recommended that customer loyalty is a significant mediator to link usability with long-term retention and repeat purchase intention. From the research, it is recommended that fashion e-commerce firms need to optimise their navigation structure, develop personalised navigation features, make customer support more accessible, and constantly check usability performance by forming customer feedback systems. It is concluded that usability of mobile application is considered as a strategic one that affects customer loyalty and retention. 
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AI: Artificial Intelligence
TAM: Technology Acceptance Model
SOR: Stimulus Organism Response
SPSS: Statistical Package for the Social Sciences
UI: User Interface
UX: User Experience


Glossary
Mobile App Usability: Extent to which users can effectively use a mobile application to achieve specific tasks
Customer Loyalty: A customer's promise to keep using, buying and promoting a specific platform or brand
Customer Retention: A measure of a company's capacity to retain its customers
Personalisation: Act of adapting the content, recommendations or services based on the user preferences and behaviour
Customer Experience: Overall impression and feeling that customers have from their experience with a platform or service
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[bookmark: _Toc231823895]Chapter 1: Introduction
[bookmark: _Toc231823896]1.1. Research Background
The Indian retail market has also experienced a significant change due to the rapid development of digital commerce and mobile technologies. According to IBEF, the Indian e-commerce market is valued at $125 billion in 2024, and it is predicted to exceed $145 billion in 2025, with projections reaching to $345 billion by 2030 (IBEF, 2025b). This expansion is largely enabled by rising internet penetration, a growing number of smartphone users, and the growth of digital payment systems. Further, India has emerged as one of the largest digital consumer markets, with over 270 million online shoppers, which underlines the scale and significance of the sector (IBEF, 2025b).
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[bookmark: _Toc231470685]Figure 1: Indian fashion e-commerce market
(Source: Shevgan, 2025)
The fashion e-commerce segment is among the fastest-growing industries within this broader industry. The Indian fashion e-commerce market is estimated at around $21.6 billion and it is projected to increase at an average annual rate of 24.2% annual rate to reach $98 billion by 2032 (Shevgan, 2025). Besides, the apparel industry is estimated to reach around $120 billion by 2025 due to changing customer preferences and the rising popularity of branded products (Unicommerce, 2025). Thus, fashion e-commerce shows a competitive and dynamic industry, where digital platforms play a key role. 
Mobile commerce has gained a leading platform for online shopping. Mobile applications offer higher conversion and engagement rates in contrast to traditional web platforms, as they offer a convenient and personalised shopping experience (Srivastva, 2024). This trend is pronounced in India, where the ‘digital economy is mobile first’. It is reported that there are approximately 800 million smartphone users in the country, where mobile-led digital activity is one of the driving economic agents (Times of India, 2025). Further, mobile commerce pays a major share of e-commerce transactions and technologies like the UPI, which has enabled 20 billion transactions in 2025 (IBEF, 2025a). Thus, mobile applications have been the main point of interaction between consumers and fashion brands.
Despite this rapid growth, the industry faces a major challenge in customer retention and engagement. E-commerce platforms exist in a competitive market where players like Myntra, Flipkart and Amazon always compete for market share (Wadhwa, 2024). Although these platforms are attractive to many users, it is hard to retain them. This is primarily due to the presence of substitutes and low switching costs for consumers. Thus, even minor usability issues may lead to customer dissatisfaction and switching platforms. Further, the mobile app usability has become a key determinant of customer behaviour. Usability can be defined as the ease of navigation, search and completion of transactions by the users within an application (Hamid et al. 2022). In fashion e-commerce, it becomes imperative, as purchasing decisions include product comparison, personalised references and visual exploration (Marwan, Harkim and Sugiharto, 2024). Moreover, many applications continue to be challenged by problems like low loading speed, complex navigation, and unstable operation across devices. 
Moreover, the significance of the problem is rising due to the evolving consumer demands. The number of e-commerce users is likely to be around 400-450 million in India by 2027, which means that the future market will be highly competitive (Sheth et al. 2022). In case, younger consumers who constitute a significant segment of the population relish smooth and customised digital experiences. Thus, it is important that companies should not just aim to acquire users but also retain them by improving their usability. Despite the significance of usability, there is still no such clarity in the direct and indirect influence of usability on customer loyalty, mainly in the Indian fashion e-commerce scenario. The majority of existing research is on general e-commerce platforms or other industries, but limited research examines fashion applications where interaction among users is complex and visually driven. Thus, the research analyses the impact of mobile app usability on determining customer loyalty in Indian fashion e-commerce platforms. It addresses a critical gap by linking usability, customer experience and loyalty within a developing market context.
[bookmark: _Toc231823897]1.2. Research Rationale
[bookmark: _Toc231823898]1.2.1. Theoretical Justification
The existing literature offers a strong theoretical framework for understanding the relationship between mobile application usability and customer loyalty. One of the widely applied frameworks is the Technology Acceptance Model (TAM), which explains user behaviour in terms of perceived usefulness and ease of use (Musa et al. 2024). These constructs make a huge difference in user engagement and continued usage behaviour, which forms the foundation of customer loyalty in mobile environments (Malik, Abdullah and Fakhrorazi, 2025). The research findings validated that the perceived usefulness and ease of use have a major effect on behavioural intention and loyalty outcomes, which shows that usability is a key factor of customer retention. Further, the research on mobile applications revealed that usability is not just a matter of technical efficiency, but also of psychological and experience aspects like user satisfaction and interaction quality (Lu, Qu and Chen, 2025). Besides, the Stimulus Organism Response (SOR) model offers a balancing view that interprets how external stimuli like app design, navigation and system performance affect internal states like satisfaction and emotions, which in turn lead to behavioural responses like loyalty. Apart from that, customer loyalty is closely linked with loyalty outcomes in digital service environments (Ho et al. 2025). Moreover, usability is a key factor in customer experience and purchase intention, while there is a high correlation between usability and behavioural results (r = 0.68 experience, and r = 0.62 purchase intention) in retail and mobile commerce settings (Swati and Tiwari, 2025). Thus, it is clearly defined that customer loyalty is formed by usability, satisfaction, and perceived value and it is well supported by theoretical models, such as TAM and SOR.
Despite these theoretical developments, certain aspects remain unclear that need to be explored further. At first, most of the literature focuses primarily on technology adoption, instead of long-term loyalty. Although TAM analyses initial acceptance, it does not address sustained engagement and repeat behaviour. Previous studies on mobile services have focused on adoption behaviour, with limited emphasis on post-adoption behaviour like loyalty and retention (Ho et al. 2025). Besides, the conceptualisation and measurement of usability of mobile apps are inconsistent. Usability is a multi-dimensional concept, which includes interface design, efficiency, cognitive load, and system performance, but these dimensions are usually researched instead of an integrated framework (Weichbroth, 2025a). Besides, the empirical findings across certain contexts are not always reliable. In particular, it is evidenced that usability is directly related to loyalty, whereas others believe that this is mediated by satisfaction, trust, and engagement. Factors like trust and perceived security are important in the relationship between loyalty and usability, which implies that the usability factor may not explain the customer behaviour (Bajwa et al. 2025). In addition, the majority of studies have been done in areas like mobile banking, fintech, and payment systems, which are not similar to fashion e-commerce. Fashion websites include visual exploration, hedonic shopping, and customised browsing that need an alternative theoretical approach (Boardman and McCormick, 2021). Unlike geographic limitations, there are also limitations in that most studies are related to a single country context or developed markets, which limits the applicability to emerging economies, such as India. 
From the discussion, a clear research gap can be identified. Although prior studies have validated that usability, satisfaction and trust affect customer loyalty, there is limited understanding of how variables interact with the particular context of Indian fashion e-commerce mobile apps. The existing models, such as TAM and SOR models, explain the adoption and behavioural responses, but do not capture the complexity of multi-dimensional usability features and their combined effect on long-term loyalty. Further, the lack of integrated frameworks that link usability, customer experience, and contextual factors limits theoretical development. The existing usability studies are still fragmented and need additional empirical validation to develop logical models (Weichbroth, 2025b). Besides, it can be underlined that the need to shift from initial usage to retention and long-term involvement, especially in highly competitive digital markets where switching behaviour is high (Malik, Abdullah and Fakhrorazi, 2025). Further, there is limited research in the Indian context, despite rapid digital growth and unique consumer behaviour patterns. This lack of contextual evidence limits the generalisation of existing theories and limits their applicability. Thus, the gap identified lies in the combination of the usability factors, mediating aspects of customer experience, and contextual factors in a single framework, i.e., Indian fashion e-commerce platforms.
[bookmark: _Toc231823899]1.2.2. Practical Justification
This research is significant in terms of practical and managerial aspects, particularly in the fast-changing Indian digital commerce environment. The current market is highly competitive and technology-driven, where customer experience is a major source of competitive advantage to organisations. From a McKinsey report, India’s e-commerce share in total retail is projected to increase from 6-11% by 2030, which shows a shift towards digital channels (McKinsey, 2026). This growth creates intense competition between platforms, as companies should distinguish themselves not just using pricing and products but through digital experience and usability. Further, mobile applications have become key to business strategy. It is further identified that mobile applications are currently determining the customer interaction and operational efficiencies and companies can no longer afford to view creation of apps solely as a technical process (Dhruv and Pawar, 2026). Rather, usability has to be correlated with business objectives, customer expectations, and long-term retention strategies. This highlights a key managerial challenge, as firms invest a lot of money in acquiring users on board but fail to retain them due to poor app experience. 
However, the scale of mobile usage exacerbates this issue. The global mobile app downloads will exceed 300 billion in 2025, with rising markets like India offering a significant portion of this growth (Singh, 2025). Further, increased downloads do not ensure customer loyalty. Most users abandon apps soon after installing, which creates a major gap between acquisition and retention. Thus, companies face a critical issue of high customer churn and low lifetime value. Even shifting consumer expectations adds extra pressure to managers. It states that organisations should remove friction in the customer journey and offer seamless digital experiences to influence the purchase decisions (Schweide et al. 2022). This shows that even with insignificant usability issues, like slow loading or complex navigation, it can negatively affect customer loyalty and result in switching behaviour.
However, the cost of poor usability is high. Companies that do not maximise user experience can lose market share, lose customer interaction and miss long-term revenue growth. Meanwhile, firms that have invested in personalisation and usability-driven approaches have a higher chance of increasing retention and sustainable growth. Hence, the research offers practical relevance, as it addresses managerial issues that lack understanding of how the usability of mobile apps affects customer loyalty. 
[bookmark: _Toc231823900]1.3. Research Contribution and Motivation
The rationale behind this research is the need to develop a holistic and contextual understanding of customer loyalty in mobile commerce, mainly in the Indian fashion e-commerce industry. From a theoretical aspect, this research refines the application of existing frameworks by linking experiential and behavioural aspects clearly. Although theories such as TAM explain user acceptance and SOR explain behavioural responses, they tend to be used independently. Mobile environments are complex, where the usability features interact with psychological and contextual factors simultaneously. Mobile apps require integrated usability and customised experience design to influence the loyalty outcomes (Lu, Quand Chen, 2025). Thus, the research contributes by linking the usability dimensions with behavioural outcomes using a structured framework and developing the explanatory power of existing theories without replicating conceptual discussions. 
Further, the research offers an empirical contribution by focusing on actual user behaviour and measurable outcomes, instead of theoretical assumptions. The existing literature analyses that customer loyalty in mobile commerce is dependent on several interacting variables that include satisfaction, perceptions of risk, and perceived usefulness (Saibaba, 2025). However, most research examines these factors individually or within limited contexts. Consequently, the research examines combined effects within a specific setting, which can help to understand the user response to the mobile app environment effectively. Further, around 80% of users drop apps in 90 days after installation, which underlines the need to examine real behavioural results, rather than relying on intentions (Londoño-Giraldo, López-Ramírez and Vargas-Piedrahita, 2024). Hence, the research contributes to retention behaviour and user continuity that remains underexplored. 
From a practical contribution, this research offers clear recommendations on improving the performance and retention strategies of mobile apps. Managers often face uncertainty in identifying usability factors that influence loyalty. Although the influence of convenience, security, and trust on user behaviour is not a new concept, it is not always apparent how they affect each other (Bajwa et al. 2025). Thus, the research offers insights that can support decision-making in areas like interface design, navigation efficiency, and personalised engagement strategies. This is critical in competitive markets where small usability developments can affect customer retention.
Moreover, the research offers originality, as it integrates mobile app usability, customer experience, and loyalty in an industry-specific and geographically focused study. Although prior studies have addressed these constructs individually, there is limited integration in the Indian fashion e-commerce environment. Thus, this research contributes by addressing a major gap, and offers a structured analysis that links theory with practical application. 
[bookmark: _Toc231823901]1.4. Research Aim, Objectives, and Questions
Aim:
The research aim is to analyse the role of mobile app usability in shaping customer loyalty in fashion e-Commerce platforms in India.
Objectives:
· To investigate effects the mobile app usability that affects customer loyalty in fashion E-commerce platforms in India
· To identify the challenges faced by customers towards mobile app usability in shaping customer loyalty in fashion e-commerce platforms
· To establish whether customer loyalty will mediate the relation between app usability and the customer loyalty 
· To provide evidence-based recommendations for app design and engagement tactics to boost retention and loyalty for Indian fashion apps
Research Questions:
1. What is the relationship between mobile app usability and customer loyalty with fashion e-commerce sites in India?
2. How do mobile app features such as interface design, notifications, personalised recommendations, and payment convenience drives customer loyalty on fashion e‑commerce apps in India?
3. What usability challenges are faced by customers while using fashion e-commerce mobile apps in India that impact their loyalty?

[bookmark: _Toc231823902]1.6. Dissertation Structure
Chapter 1 includes the introduction part of the research, which includes the research background, motivation, aims, and objectives of the research. This is followed by chapter 2, which includes a literature review, where concepts such as mobile app usability, customer experience, and customer loyalty and theoretical frameworks are defined. Besides, chapter 3 describes research methodology, i.e., research design, data collection and methods of analysis, while chapter 4 provides results and the data analysis, and chapter 5 provides a discussion of the findings, which are organised based on the research objectives and conceptual framework. The conclusion and recommendations are offered in chapter 6, where major findings are summarised, and implications are discussed. 

[bookmark: _Toc231823903]Chapter 2: Literature Review
[bookmark: _Toc231823904]2.1. Introduction
This literature discusses the major concepts around the issue of mobile app usability and customer loyalty in fashion e-commerce sites. The key purpose of this section is to review existing literature and identify how usability drives customer behaviour. It is found that usability, customer loyalty, and perceived usefulness have a close relationship with loyalty results (Saibaba, 2025). Hence, the review is focused on significant relations. At first, the concept of mobile app usability through interface design, navigation, speed, and personalisation has been reviewed. These factors matter, as they influence how effectively users interact with applications. Further, the review will examine how these usability features affect customer loyalty, such as repeat purchase behaviour and long-term engagement. However, the literature will examine the challenges faced by users, including technical and data security risks, and a lack of user experience, which may reduce the level of retention (Kumari and Das, 2025). Moreover, the role of customer experience between usability and loyalty will be studied. However, the literature will include theoretical frameworks, like TAM and SOR, to explain user behaviour. Thus, the section offers an organised insight into existing research, and identifies certain areas for further investigation.  
[bookmark: _Toc231823905]2.2. Thematic overview of Literature
[bookmark: _Toc231823906]2.2.1. Mobile app usability and customer loyalty
Mobile app usability is the ease with which users can interact with an application to achieve tasks like browsing products, item selection, and making a payment. Usability includes the ease of navigation, interface clarity, responsiveness, and efficiency (Alzahrani and Alzahrani, 2025). These elements are effective, as they have a direct impact on user experience. In addition, usability is not just a technical attribute but also a key factor of customer behaviour in a digital context (Abbas et al., 2024). This is because usability directly shapes how easily users interact with a system, which influences their experience, satisfaction, and decision-making behaviour in digital environments. 
However, certain studies confirm that usability has a positive relation with customer loyalty. For instance, user experience (UX) and user interface (UI) elements have a positive impact on user loyalty (Talmera, Wardhana and Ratnasari, 2025). Likewise, customised suggestions and user-friendly navigation would develop user engagement towards subsequent purchases (Cen and Zhao, 2024). Furthermore, Indian fashion e-commerce sites have better usability features that may retain customers for a longer time (Murthy et al., 2025). This is because better usability features like intuitive navigation, faster performance, and personalised recommendations improve user experience, which makes shopping easier and engaging, which encourages repeat usage and long-term retention. On the other hand, mobile shopping applications have experienced significant growth and it is found that customer loyalty in the fashion e-commerce market is considerably shaped by perceived usefulness, trust and attitude (Saibaba, 2026). It is also examined that repeat purchase behaviour, customer retention, engagement frequency and advocacy are considered key indicators of loyalty. It is further studied that Indian customers in e-commerce fashion consider easy navigation, visual appeal, user-friendly functionalities and clear layout while making online purchases (Murthy et al. 2025). This allows them to easily make decisions, which enhances their online shopping experience, enabling them to become loyal to the brand. Brands must understand the needs of customers to stimulate them to use mobile shopping applications. However, it is understood that behaviour loyalty of customers can be measured through repeat purchase intention and actual buying frequency. In addition, attitudinal loyalty, comprising resistance to switching alternatives and preferences, can measure behavioural loyalty of customers. 
Further, usability also affects trust and perceived value, which are key drivers of loyalty. In a recent e-commerce study, trust and loyalty are found to be key factors that play a significant role in purchase behaviour and repeat behaviour (Anora, Muchayatin and Ginting, 2025). This implies that a user will be willing to trust the platform when they find an app reliable. Besides, mobile services found that perceived ease of use and usefulness are important factors in customer loyalty (Malik, Abdullah and Fakhrorazi, 2025). Thus, usability helps in building an emotional and functional link with users, which can help in retaining customers. It is also studied that customer retention, reflected in the intention for continuing to utilise the same app, is an essential dimension of loyalty in competitive e-commerce markets. However, usability also reduces user effort and develops efficiency. Higher usability reduces errors and search time, which allows users to find products and complete the transactions (Guo, Zhang and Xia, 2023). This efficiency develops loyalty and facilitates users to revisit the platform. 
Besides, usability is essential in the fashion e-commerce sector because it includes interactive and visual decision-making. In addition, user engagement in mobile commerce settings, like time spent exploring products and frequency of app visits, can be considered as a strong predictor of loyalty. Before purchasing products, users need to navigate several choices, compare styles, and view images. Thus, the presence of Zoom, filter options, and personalised recommendations contributes to the shopping experience. Interactive and visualised interfaces also help to facilitate user engagement and decision-making (Alrefaei et al., 2023). This is because usability improves ease of interaction, but customer loyalty depends on multiple additional factors like trust, emotional link, perceived value, and competitive alternatives, which show that usability alone cannot fully ensure repeat behaviour. In contrast, it is found that usability could have a direct impact, such as mobile app usability and customer loyalty and an indirect impact on loyalty, which can be shown in terms of trust and data privacy (Bahar et al. 2024). This is because mobile app usability improves ease of use while data privacy builds trust. They directly influence loyalty by strengthening it indirectly through user confidence and commitment to the brand. Thus, usability should be considered with other variables to analyse the customer behaviour. 
[bookmark: _Toc231823907]2.2.2 Different Mobile App Usability Features Affecting Loyalty
Usability defines how users interact with applications and determines if they can continue using the platform over time. At first, the interface design plays a key role in usability. The interface is clearly displayed and easy to understand for the user on how the app is structured. User experience design is a key factor in mobile applications, which increases loyalty and user engagement (Lu, Qu and Chen, 2025). The interface design is even more important in fashion e-commerce, where visual appeal holds importance. Further, the usability features include navigation and search functionality. The users expect to find the products without any kind of confusion. The research on mobile applications has revealed that ease of navigation is a strong predictor of customer retention, as it reduces customer effort and increases efficiency (Winata and Arma, 2025). Further, the products can be navigated with ease via powerful filters, categories, and search bars. 
Further, there should be performance speed and responsiveness. Users may be irritated with sluggish loading applications that lead to abandonment. The mobile commerce research pointed out that the performance of apps has a major influence on users and spending behaviour (Al-Shamaileh and Sutcliffe, 2023). Hence, quick loading speed and fast transition increase customer loyalty and promote repeat usage. Even personalisation has been a key feature in modern e-commerce applications. The engagement and relevance are developed by offering personalised recommendations based on user behaviour. Personalised services could be used in creating closer relationships with customers, which increases loyalty (Ramesh and Padmaja, 2025). In fashion apps, personalised suggestions in terms of preferences and past searches make shopping enjoyable and convenient. However, the ease of navigation and the speed of performance are key predictors of customer retention (Huma et al., 2024). It analysed that easy navigation reduces search time and user effort, whereas fast performance ensures uninterrupted transactions that develop user loyalty and facilitate continued app usage. 
However, usability and loyalty are also affected by security and privacy capabilities. It is found that the users are likely to trust apps that protect financial and personal data. Usability and data privacy are key factors that influence brand loyalty and customer retention when combined with one another (Bahar et al. 2024). Hence, it could be said that secure payment systems and data protection policies develop customer trust. Other than this, updates and feature improvements are imperative in developing usability. Applications that continuously update their operations align with user feedback and are likely to help in retaining customers.  Sustained usability improvements would underline the level of user engagement and long-term loyalty (Ramesh and Padmaja, 2025). Customer loyalty in digital platforms is based on a set of usability, engagement approaches, and technological innovation (Pereira et al., 2025). Customer loyalty develops from continuous interaction and value creation, where usability ensures ease of use, while engagement builds emotional and behavioural connection. Besides, technological innovation improves personalisation and experience, which develops long-term relationships with users. Thus, usability features should be integrated to develop a smooth user experience. The authors also revealed that interface design, navigation, speed, personalisation, and security are the key features of usability that determine customer loyalty. These characteristics increase user experience, reduce effort and develop loyalty. It is considered crucial for business organisations to ensure that usability features are well integrated in order to engage customers with the brand, thereby gaining a loyal customer base. 
[bookmark: _Toc231823908]2.2.3. Challenges in Mobile App Usability
As mobile app usability has been rated as a major consideration that contributes to customer loyalty, the concept of usability remains highly volatile and context-dependent in emerging markets like India. This is especially applicable to the Indian situation since the usability of mobile apps depends on the presence of varied user factors like varying levels of digital literacy, quality of devices and network infrastructure (Agrawal, Kumar and Singh, 2021). The Indian market also has a large number of users who do not have a history of using desktop systems and directly embrace smartphones, which makes the usability of a simple app design important. Further, the large difference in the devices and online connectivity offers a divergent user experience in different regions. However, usability issues appear at several levels, like design, system performance, and user cognition. Besides, interface design and information architecture have been the critical usability challenges. Poor content structuring and ineffective interface design can significantly reduce the usability rate because users cannot understand the flow of applications and their navigation (Weichbroth, 2025b). Further, it is relevant in fashion e-Commerce, where users interact with large product collections. For instance, when categories, filters, and layouts are not logically arranged, it leads to confusion for users, which increases the drop-off rates. Thus, the usability issues are not merely practical but cognitive because they raise mental efforts.
Further, the performance-related issues have been a key barrier to effective usability. Efficiency and system responsiveness are among the key usability factors that determine user perception (Li et al. 2022). Besides, most applications do not perform steadily because of excessive functionality, such as high-resolution pictures and recommendations. Based on mobile usability models’ performance, delays have a direct impact on perceived ease of use and efficiency of tasks (Wu, Xu and Abdinnour, 2021). As the small delays disrupt user experience during the checkout process, it negatively affects loyalty and conversion. Further, infrastructure and device-related challenges are significant in the Indian context. The differences in device quality, network conditions, and operating systems influence the process of mobile usability. It has been found that usability problems may be caused by hardware constraints like screen size, processing speed and memory capacity (Weichbroth, 2025b). Moreover, mobile spaces have smaller screens and interaction spaces that limit usability and information display. Thus, an app that performs well on high-end devices may not offer the same experience on low-cost smartphones, which leads to unequal usability experiences. 
The other critical issue is the lack of continuous usability testing and adaptation. Despite the existence of usability testing frameworks, not all firms update their applications on a regular basis, depending on the feedback provided by the user. The existing research on usability is fragmented, and practice is frequently limited (Weichbroth, 2025b). This brings a divergence between theoretical usability principles and real-world application performance. However, it should be mentioned that these issues are unified, instead of being secluded. For instance, poor interface design leads to a higher cognitive load, while performance problems lead to user frustration (Faudzi et al. 2024). Thus, usability should be viewed as a system-level construct, instead of individual features. Thus, the literature points out that mobile apps' usability issues are multi-dimensional and include design complexity, performance limitations, device heterogeneity, and cognitive overload. 
[bookmark: _Toc231823909]2.2.4. Mediating role of Customer experience and loyalty
Mobile app usability and customer loyalty do not have a direct relationship. Rather, the existing literature reveals the fact that customer experience and customer loyalty act as mediating variables. This shows that usability affects customer perceptions and emotion, which defines loyalty. Certain studies affirm that perceived ease of use and usefulness have a significant effect on customer loyalty. Mobile commerce research showed that the usability aspects of the system, efficiency and ease of navigation are statistically associated with user loyalty levels (Mangune, 2024). This confirms the fact that when a user finds an app simple and effective, they get to build positive experiences. 
Moreover, there is a significant correlation between the usage of mobile apps and customer loyalty, which in turn affects repeat usage behaviour (Kamalia and Gomathi, 2025). It means that a user who likes the experience of using the app will use the platform more to make purchases. Hence, usability creates a foundation for loyalty. Further, this relationship is improved by the aspect of personalisation and engagement. The research by Siyal et al. (2024) indicated that customised features such as personalised recommendations are important in increasing behavioural intention and continued use of apps. Moreover, the loyalty program revealed that users who interact with personalised rewards and app features achieve higher retention and long-term loyalty (GSPANN, 2025). Thus, the improved user experience with personalisation leads to increased loyalty.
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[bookmark: _Toc231470686]Figure 2: Mobile has been the default for global commerce
(Source: Puczyk, 2026)
It is found that mobile commerce is growing very fast, which supports the relevance of experience as a mediating variable. Mobile devices are the source of almost 80% of retail site visits and 66% of global orders (Puczyk, 2026). For instance, the mobile becomes the default for global commerce, from 43% to 63% of the online retail, which drives the market to reach $7.9 trillion by 2028.  It shows that most users interact with brands through mobile apps. Thus, their experience in interactions becomes an important determinant of loyalty. When the experience is interesting, the users will be more likely to return. However, poor experiences may result in switching behaviour very easily. Other studies also believe that customer experience may not be enough to assure long-term loyalty. Determinants of mobile commerce loyalty, several factors including trust, engagement and perceived value play a role in determining loyalty (Saibaba, 2025). This shows that loyalty is not only important but it also interacts with other psychological factors in influencing the behaviour.
From the theoretical perspective, this mediating relationship could be described in terms of the Stimulus Organism Response (SOR) model (Hanafiah, Aminuddin and Mahdzar, 2023). Here, mobile app usability features serve as stimuli, customer experience and satisfaction as the organism and loyalty behaviour as the response. Thus, usability influences the perception of internal users, which leads to behavioural consequences. Overall, it is evident that customer experience and customer loyalty play a mediating role in the usability of mobile apps. Moreover, usability develops user perceptions, which leads to loyalty, while it ultimately drives repeat purchase and long-term involvement.
[bookmark: _Toc231823910]2.3. Theoretical foundation and Contribution
[image: The Technology Acceptance Model | Smart Insights]
[bookmark: _Toc231470687]Figure 3: Technology Acceptance Model
(Source: Allen, 2020)
The literature has been based on two significant theoretical models, i.e., the Technology Acceptance Model (TAM) and the Stimulus Organism Response (SOR) Model. The theories are useful in explaining the impact of mobile app usability on customer loyalty in e-commerce platforms operating in the fashion industry. At first, the Technology Acceptance Model (TAM) is a popular model that can be developed to understand how users adopt and use digital technologies. TAM is one of the proven models that have been developed in technology studies, which has two central constructs, that is perceived usefulness and perceived ease of use (Musa et al., 2024). Besides, perceived usefulness is the degree to which a user feels that the application increases their performance, whereas perceived ease of use is the extent to which the system is easy and simple to operate (Anaam et al.2023).
Moreover, there is empirical evidence in favour of TAM in mobile settings. Perceived usefulness and ease of use had a significant impact on user intention and engagement with a p-value of 0.001 to 0.049, which is significant (Bahaj, 2025). Furthermore, mobile applications indicated that convenience and usability attributes have a direct effect on trust and loyalty, which highlights that user-friendly design is vital (Bajwa et al., 2025). Thus, TAM identifies the impact of usability characteristics, including navigation, interface design, and payment convenience, on user acceptance and continued usage (Musa et al., 2024). However, TAM primarily deals with initial adoption and offers no inclusive data regarding emotional or behavioural responses, including loyalty. Thus, there is a need to have a theoretical underpinning to understand the long-term customer behaviour.
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[bookmark: _Toc231470688]Figure 4: Stimulus Organism Response (SOR) Model
(Source: De Villiers, 2018)
Secondly, the Stimulus Organism Response (SOR) Model is a more detailed account of user behaviour. The external environmental stimuli (stimuli) affect internal psychological conditions (organism), which in turn result in behavioural outcomes (response) (Hanafiah, Aminuddin and Mahdzar, 2023). The interface design, loading speed, and personalisation are certain usability features that serve as stimuli in case of mobile application. These characteristics affect user perceptions, emotions, and loyalty, which act as organism. Finally, the repeat purchase and continued use of the apps are behavioural patterns that reflect the response. Further, the most recent research supports mediating nature of internal factors in this context. On mobile services indicates that customer loyalty has a positive relation with loyalty outcomes, while the relationship is influenced by the individual user characteristics (Ho et al., 2025). It means that usability is not enough and it works via psychological variables like loyalty and trust.
Moreover, certain studies also indicated that TAM might be expanded by integrating other factors, such as trust, perceived quality, and user experience. TAM models integrate such aspects like self-efficacy and trust, which improve user behaviour prediction in digital environments (Tian and Chan, 2024). Thus, the integration of TAM and SOR offers an inclusive insight into functional and emotional levels of user behaviour. However, it is mentioned that the two theories have certain limitations. TAM fails to capture contextual factors including cultural differences, whereas SOR tends to simplify complex decision-making process (Yaqub et al., 2024). Thus, TAM describes the role of usability in user adoption and perceived value, whereas SOR describes conversion of these perceptions into customer loyalty.
[bookmark: _Toc231823911]2.4. Conceptual Framework
The conceptual framework integrates key concepts that were identified in the literature, which includes mobile app usability, customer experience, and customer loyalty. This framework explains how usability devises loyalty through mediated factors. Usability is not a direct cause of loyalty, but it operates via loyalty and trust processes (Mofokeng, 2025). Thus, this framework offers a systematic model on which the research is guided by linking the variables and explaining their relations. 
Considering the components of the conceptual framework, the first element is mobile app usability that is independent variable. It includes factors such as navigation, interface design, performance, and personalisation. Features decide how easily users interact with the mobile apps (Alzahrani and Alzahrani, 2025). Further, it also indicates how usability increases efficiency and user effort that directly affects user perceptions. The second element is the customer experience and loyalty that is regarded as a mediating variable. Customer experience is the perception that is created upon interaction with the app, whereas loyalty reflects level of fulfilment (Guntur and Martini, 2025). Customer loyalty has a positive relation with the loyalty outcomes in mobile services (Ho et al. 2025). Thus, this aspect describes psychological process that takes place internally.
However, trust and perceived value are mentioned as supporting factors. These factors reinforce the link between loyalty and usability. It is found that security, privacy, and perceived usefulness have a direct and indirect effect on loyalty due to satisfaction (Mofokeng, 2025). Thus, they facilitate the effectiveness of usability features. The final element is the customer loyalty, which is the dependent variable. It has measures like repeat purchases, retention and continued use of apps. Hence, this represents the final behavioural outcome. Further, the Indian fashion e-commerce environment is taken as the contextual factor. It matters since the behaviour of users change depending on market conditions, digital adoption, and cultural conditions.
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[bookmark: _Toc231470689]Figure 5: Conceptual Framework
(Source: Self-created)
The conceptual framework offers a clear outline of the research analysis. It helps in investigating the impact of usability of mobile apps on customer experience and loyalty. Besides, it enables the research to examine the effect of these factors on customer loyalty results, such as retention and repeat purchases. Besides, the framework will facilitate the data analysis in the findings section by categorising variables into independent, mediating and dependent categories. Further, it will also facilitate cross-case comparison in the conclusions section by identifying the key relationships and patterns. Moreover, it should be noted that the framework is not rigid. It can be refined using empirical findings during the research process. Hence, the framework also serves as a guiding model, which bridges the gap between theory and practical analysis.
[bookmark: _Toc231823912]2.5 Research Hypothesis
H1: Mobile app usability has a positive effect on customer loyalty in fashion e-commerce platforms in India.
H2: The challenges faced by customers while using Fashion E-Commerce mobile apps have a negative impact on the customer loyalty in India.
[bookmark: _Toc231823913]2.6. Conclusion
Although the research on mobile commerce has been researched extensively, there are still significant gaps in literature. At first, the majority of the literature is dedicated to general mobile apps or industries, including Fintech and banking, while only a small number of studies specifically characterise fashion e-commerce platforms, which imply visual and interactive decision-making. In case, the existing research examines direct relationships between usability and customer loyalty, whereas few researches inspect the mediating processes between usability, experience, and loyalty. For instance, customer loyalty is a mediator between service quality and customer loyalty, while it remains underdeveloped in mobile commerce settings (Zariman, Humaidi and Abd Rashid, 2022). Thus, this study fills the gaps by focusing on Indian fashion e-commerce applications.
It could be summarised from the literature that usability of mobile applications plays an important role on customer loyalty, which is attributed towards customer experience and customers’ buying behaviour. However, there are gaps in terms of specific fashion studies, Indian context and integrated framework. Thus, the research contributes to the fact that it helps to fill these gaps and offer a detailed relationship between usability and loyalty in e-commerce fashion platforms.


[bookmark: _Toc226582905][bookmark: _Toc231823914]Chapter 3: Methodology
[bookmark: _Toc226582906][bookmark: _Toc231823915]3.1. Introduction
This chapter tends to outline and justify the methodological aspects, which are adopted for addressing the research aim and questions from initial chapter. The research focuses in analysing the role of mobile app usability in shaping customer loyalty in fashion e-commerce platforms in India using an online survey design. Research methodology initiates a coherent plan, which aligns with philosophical assumptions, data collection methods, and the research approaches for ensuring consistency in addressing the research problems (Dissanayake, 2023). However, this chapter discusses the research strategy, philosophy, data collection, approach, and key analysis techniques. Further, it also offers a clear justification of the selection of methodological choice for ensuring academic credibility, rigour and transparency. 
[bookmark: _Toc226582907][bookmark: _Toc231823916]3.2. Research Philosophy, Approach, and Design
[bookmark: _Toc226582908][bookmark: _Toc231823917]3.2.1. Research Philosophy
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[bookmark: _Toc231470690]Figure 6: Research Onion
(Source: Saunders, Lewis and Thornhill, 2019)
From an ontological perspective, the research analysed that customer decisions are influenced by identifiable and real factors such as trust, environmental awareness and price that exist independently of the individual clarification. In terms of epistemological aspect, knowledge is created using statistical analysis and empirical observation that ensures objectivity and reduces researcher bias (Sol and Heng, 2022). Besides, the research has adopted a positivist philosophy, which aimed to identify the relation between mobile app usability and customer loyalty. Positivism is based on the assumption, where it is said that reality is observable, independent, and objective, which could be analysed using scientific methods (Ali, 2024). However, this aligned with the present research, where customer loyalty is defined as a phenomenon, which could be quantified using structured survey data. Hence, positivism is effectively related with the hypothesis testing and quantitative research, where the variables are well defined and relationships are maintained systematically (Gamage, 2025). Moreover, the philosophy proves to be effective in analysing the cause-effect relations in customer loyalty through a structured research design. 
[bookmark: _Toc226582909][bookmark: _Toc231823918]3.2.2. Research Approach
This research adopted a deductive approach, which aligned with positivist philosophy. The deductive approach begins with an existing theory and develops the specific relations or expectations, which are being tested using the empirical data (Hall, Hall and Shaw, 2022). However, the conceptual framework that is initiated in literature, based on the Technology Acceptance Model and Stimulus Organism Response (SOR) Model, along with the conceptual framework that has been developed in literature. However, the research has tested these relationships by collecting quantitative data on key variables, such as trust, loyalty, perceived value, mobile app usability, and repeat purchases. This helps to examine, if mobile app usability can influence customer loyalty in Indian context across the fashion e-commerce sites. Eventually, the deductive approach also helps in statistical testing and structured analysis, which tend to increase replicability and objectivity (Fife and Gossner, 2024). Moreover, the approach also intends that findings have been logically derived from the theory, which is supported by empirical data.
[bookmark: _Toc226582910][bookmark: _Toc231823919]3.2.3. Research Strategy
In this research, the use of a quantitative strategy has been applied that is effective in examining customer loyalty for a defined sample. It is evident that a survey strategy enables in effective collection of standardised data, which allows in comparison of the responses and identification of clear patterns. Based on the positivist philosophy, the quantitative surveys are effective, as they generate statistical and measurable data to support the objective conclusions (Park, Konge and Artino, 2020). In case, the structured questionnaires with the help of Likert scale responses are being used in measuring the key constructs of mobile app usability, like performance, personalisation, navigation and design, while customer loyalty aspects like retention and repeat purchases. Thus, the survey strategy also allows in effective data collection from a considerably large pool of respondents to develop reliability of key findings. Eventually, the strategy proves effective with the research objectives in testing the ideal relations between variables in a data-driven manner. 
[bookmark: _Toc226582911][bookmark: _Toc231823920]3.3. Justification for Research Methodology
The selection of survey-based methodology aligns with the research aim, which focuses in investigating the impact of usability of mobile apps on customer experience and loyalty. As the research investigates on perception-based variables like awareness, personalisation, and repeat purchases, it needs direct input from customers, which cannot be appropriately fulfilled by secondary data. The primary data collection allows the researcher to collect the contextual and current data that directly captures current consumer loyalty and experience (Ganesha and Aithal, 2022). However, it is analysed that the survey technique is suitable, which enables in acquisition of the standardised and measurable data from a defined sample. Further, the use of structured questionnaires with Likert scale responses allows in a comparative and statistical analysis, which supports positivist and deductive nature of the research. Besides, there are some limitations including bias in responses and possibility that stated customer loyalty might differ from actual experience. For addressing this, the questionnaire is formatted using neutral and objective questions, which assures reliability and reduces the measurement error. 
[bookmark: _Toc226582912][bookmark: _Toc231823921]3.4. Sampling Strategy and Respondent Selection
[bookmark: _Toc226582913][bookmark: _Toc231823922]3.4.1. Sampling Technique
In this research, the use of a convenience sampling technique has been utilised, which aligned with the data collection approach. The convenience sampling is a strategy that helps in selecting respondents, in terms of ease of access and willingness for participation, instead of just random selection (Golzar, Noor and Tajik, 2022). For this research, the respondents are recruited through online platforms, i.e. using email or whatsapp that proves effective in finding higher response rate from the social media communities, as fashion e-commerce customers from India are available readily. It is evident that the approach is suitable, since the research focuses on actual individuals that are aware of the mobile app usability features such as navigation, browsing, user design, high performance and accessibility. The convenience sampling facilitates in effective data collection within limited time and resource limitations that is essential for the survey design (Ahmed, 2024). In case, the method could set up the selection bias, as the sample might not fully represent the broader population. Hence, the findings have been interpreted within the chosen participants by acknowledging limitations in generalisability. 
[bookmark: _Toc226582914][bookmark: _Toc231823923]3.4.2. Sample Size and Respondent Profile
The research has collected responses from 108 respondents, which is sufficient in determining the significant behavioural trends of Indian fashion e-commerce platforms. The sample size is suitable to offer statistics analysis, while remaining is manageable within resource and time limitations. However, the respondents are the customers who are aware and have experiences of Flipkart mobile app usability and are familiar with fashion e-commerce sites in India. Thus, the participants have been recruited via online platforms such as social media networks and referrals. This assures that the respondents are not just available, but also relevant to research topic on mobile app features to drive customer loyalty. 
[bookmark: _Toc226582915][bookmark: _Toc231823924]3.4.3. Justification of Sampling
The sampling procedure is selected based on the practical feasibility and relevance of the research context within a limited timeframe (Cash et al., 2022). It allowed the researcher to access respondents who are active participants of using mobile apps for varied purposes. Besides, this method is consistent with the nature of research to investigate behavioural tendencies in a specific group of consumers, instead of generalising entire population. Thus, it ensures that information collected is relevant, focused, and aligned with the research scope. 
[bookmark: _Toc226582916][bookmark: _Toc231823925]3.5 Data Collection Methods
[bookmark: _Toc226582917][bookmark: _Toc231823926]3.5.1. Data Type
The study uses primary data, which has been collected with the help of an online questionnaire that helps in measuring the consumer loyalty and experience. The data is especially crucial in consumer behaviour research, where their personal attitudes and decision-making patterns should be captured in a systematic manner. The primary data collected via surveys enables researchers to analyse consumer loyalty and behavioural patterns of using mobile apps with quantifiable indicators (Mishra et al. 2023). Thus, the findings have been based on up-to-date and respondent-driven insights, instead of secondary interpretations. On the other hand, Flipkart app has been taken into consideration based on which participants will be asked close-ended questions. This app has been selected because it is one of the largest e-commerce platforms in India and it provides rich consumer interaction with fashion products. Moreover, the app includes features like personalised recommendations, customer reviews and ratings, easy navigation and search filters and secure checkout and payment integration. 
[bookmark: _Toc226582918][bookmark: _Toc231823927]3.5.2. Questionnaire Design
The questionnaire is created using Google Forms, which ensures effective distribution and systematic data recording. It is comprised of 21close-ended questions that are backed by a 5-point Likert scale with strongly disagree to strongly agree. The Likert scale is popular in consumer research, as it enables measurement of attitudes, perceptions and behaviour in a measurable format (South et al. 2022). The research questions are well formulated as per the research objectives. However, Google Forms were used to design the questionnaire, which will have 20 close-ended questions that were based on a 5-point Likert scale, which includes options between strongly disagree and strongly agree. Q1-Q5 gathered demographic and frequency of shopping information of respondents. Besides, the mobile app usability included navigation, performance, convenience of payment, personalisation and customer support from Q6 to Q11. The Questions 12-15 explored customer difficulties during their mobile app usage at Flipkart, such as navigation problems, technical troubles, ineffective product information, and issues with order tracking. Moreover, Q16-Q21 was used to measure customer loyalty variables: retention intention, repeated behaviour, recommendation intention, repeat purchases, and frequency of use. Moreover, pilot test was carried out with 15-20 respondents to clarify the questions, remove ambiguity and develop reliability. The pilot participants were selected from target population of mobile app users in fashion e-commerce. Moreover, the feedback was gathered regarding clarity of question to analyse ease of understanding and clarity. 
[bookmark: _Toc226582919][bookmark: _Toc231823928]3.5.3. Data Collection Process
The data collection procedure follows a fully online distribution procedure, which aligned with the ethics form. The questionnaire is distributed via email mainly, which allowed in targeting the respondents that are active in e-commerce environment. Besides, the research has been well informed by providing the participants with a brief introduction of what is going to take place. The survey has been done for 2 weeks, which is effective to receive responses. Besides, all the responses were automatically saved in the platform and stored safely. This developed in efficiency, reduced manual errors, and maintained accuracy in handling data.
[bookmark: _Toc226582920][bookmark: _Toc231823929]3.6. Data Analysis Approach
[bookmark: _Toc226582921][bookmark: _Toc231823930]3.6.1. Analytical Method
The research used descriptive and inferential statistical analysis to test the relationships between mobile app usability and customer loyalty with the help of SPSS software. Besides, the structured methods, such as frequency distribution and percentage analysis were used in organising and analysing survey responses (Arundel, 2023). Further, this allows in identification of trends in trust, loyalty, and usability. However, Likert scale data has been used to quantitatively assess responsiveness and performance, which can be compared with other respondents in a systematised manner. 
[bookmark: _Toc226582922][bookmark: _Toc231823931]3.6.2. Interpretation
The conceptual framework created in literature helps to interpret findings. The findings are compared to test the research objectives, whether Mobile app usability has a significant effect on customer loyalty in fashion e-commerce platforms in India, as from hypothesis. Moreover, the focus is laid on determining the customer loyalty and service gap, which was highlighted in the literature. Hence, the interpretation offers link with empirical findings with theoretical constructs to ensure that conclusions are data-driven and conceptually grounded.
[bookmark: _Toc226582923][bookmark: _Toc231823932]3.6.3. Reliability
A standardised questionnaire is used and data analysis procedures are consistent to achieve reliability. All the respondents were asked the same questions, which reduced variation in data collection. Thus, careful data coding and checking were applied to reduce errors and improve consistency in results.
[bookmark: _Toc226582924][bookmark: _Toc231823933]3.7. Research Quality and Rigour
The research achieves rigour based on maintaining criteria of validity and reliability. Construct validity is ensured by aligning the survey questions on research objectives and conceptual variables. Besides, the internal validity is sustained by systematic analysis, which links the data with conclusions. Research validity is improved by devising clear analytical procedures and reasoning (Yazan and Vasconcelos, 2016). Further, the external validity is addressed by selecting a relative sample of customers from India, which allows in limited generalisation within similar research context. This can be developed by clear recording of the procedures so that the research could be replicated.
[bookmark: _Toc226582925][bookmark: _Toc231823934]3.8. Ethical Considerations
The research follows ethical standards as per approved ethics form. The respondents have been informed regarding the purpose of research, while the participation has been voluntary. However, no identifiable or personal information is collected and thus anonymity and confidentiality is ensured. They also offer their participants the right to withdraw at any point before submission. Further, any data obtained is stored in a secure manner with password-protected systems. The research also provides proper representation of the responses and does not involve any data manipulation. Hence, the ethical integrity is ensured during the research process.
[bookmark: _Toc226582926][bookmark: _Toc231823935]3.9. Chapter Summary
This chapter has described the research methodology, such as data collection, data analysis and ethical considerations. There has been a systematic and organised method to develop reliability and validity. The research objectives align with the methodology, which helps to conduct an empirical investigation. The next chapter will introduce and discuss the results based on the data collected.


[bookmark: _Toc231823936]Chapter 4: Results and Data Analysis
[bookmark: _Toc231823937]4.1 Introduction
This chapter evaluates the survey responses and analyses customers’ responses regarding the usability aspects of Flipkart and how much they can rely on this app to explore products. Moreover, here, through questions, customer loyalty needs to be analysed and examined how customers’ loyalty plays a role in enhancing their shopping experience. 
[bookmark: _Toc231823938]4.2 Demographic analysis
The qualitative aspect of demographic segment analysis carried out in this research indicates that the major respondents were young adults who are active online shoppers. In the age category, the largest number of persons (around 41%) belonged to the category of 31-40 years, while around 28% belonged to the age group 21-30. This suggests that respondents aged 31–40 years were more represented in the sample. The largest proportion of females in the study was around 61%, and the males were around 31%. This means that female respondents constituted the majority of the sample and may provide valuable insights into fashion shopping app usage patterns. As far as educational background is concerned, the majority were postgraduates (57%), and the second was undergraduates (24%). This indicates that a substantial proportion of respondents possessed higher educational qualifications, which may influence their familiarity with mobile shopping applications and usability aspects. In regard to monthly income, the group with INR income between 40,001 and 60,000 is the majority (37%) and that with monthly income less than INR 20,000 is the second largest group (27%). Based on the frequency of Internet fashion purchases, a total of 35% purchased fashion products 2-3 times over a 6-month period, and around 31% purchased fashion products on a monthly basis. This indicates that the respondents had prior experience with fashion e-commerce platforms, making them suitable for providing perceptions regarding customer loyalty and mobile app usability.

[bookmark: _Toc231823939]4.3 Analysis
[bookmark: _Toc231823940]4.3.1 Mobile App Usability and Customer Loyalty
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[bookmark: _Toc231470691]Figure 7: Visually appealing interface 
(Source: Self-created)
According to the results of Question 6, the majority of the users generally had a positive perception of the usability of the Flipkart app. 44% agreed that the interface of the app is attractive and easy to navigate and 16% strongly agreed. This is further supported by SPSS analysis data, which reveals a mean score of 3.33, a mode score of 4 and a standard deviation of 1.318, suggests that respondents generally viewed the app interface favourably, although opinions varied among participants. The results are broadly consistent with the research of Talmera, Wardhana and Ratnasari (2025), who found that UI and UX elements have a positive influence on users' loyalty when accessing mobile commerce applications.
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[bookmark: _Toc231470692]Figure 8: App loads and delay 
(Source: Self-created)
For Question 7, the results show that the importance of speed of app performance results in customer loyalty. The participants felt that the app loaded efficiently without significant lag or delays, with approximately 42% agreeing with the statement. The proportion of people who strongly disagreed with the statement was just 9%. The same result is seen with the SPSS analysis, which returned a mean value of 3.53, a mode of 4 and an SD of 1.218, suggesting that respondents generally held favourable views regarding the speed and responsiveness of the app, although some variation in opinions existed. The results support the findings of Felix and Rembulan (2023), who found that responsiveness and performance of a mobile commerce platform highly affect the engagement and loyalty of customers.
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[bookmark: _Toc231470693]Figure 9: Product search 
(Source: Self-created)
The result of the question is that on their website, Flipkart users feel that product search and filter are positively affecting their loyalty. About 48% respondents agreed search and filtering options are effective and 21% strongly agreed. This is backed up by the SPSS results, which agree, with a mean score of 3.63, a mode at 4 and a standard deviation of 1.171 suggesting that respondents generally held positive views regarding the app's ability to help them locate products efficiently. This suggests that effective search and filtering functionality may reduce customer effort and contribute to a more convenient shopping experience. The results are similar to findings of Isen et al. (2026), that easy navigation and efficient search function are good predictors of customer retention and repeat usage in mobile commerce platforms.
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[bookmark: _Toc231470694]Figure 10: Checkout and payment process 
(Source: Self-created)
The results obtained for Question 9 suggest a positive effect on customer loyalty due to its focus on checkout ease and payment convenience in Flipkart. It has been seen that, around 42% of respondents who agreed, 27% are strongly agreed, said the checkout/payment process was simple and secure. This is further corroborated by the SPSS analysis, which shows a mean of 3.67, a mode of 4 and a standard deviation of 1.236, suggesting that respondents generally held positive opinions regarding payment usability, although some variation in responses existed. The findings align with the statement of Ting and Ahn (2023), which showed that customer convenience in payment, coupled with trust levels have a positive impact on customer loyalty in e-commerce platforms.
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[bookmark: _Toc231470695]Figure 11: Personalised recommendations 
(Source: Self-created)
In terms of the results of the question 10, around 43% of the respondents confirmed Flipkart makes personalised recommendations as per their preferences, and 23% strongly agreed. This is also backed up by the mean score being 3.63, mode scoring 4, and the large volume of standard deviation being 1.155, which suggests that respondents generally viewed the personalisation features of the app favourably. This means customised suggestions results in better customer engagement, better shopping convenience, and increased intention to repurchase, leading to increased customer loyalty. The same findings were reported by Oualid, Selma and Soufyane (2024), who discovered that personalised services may enhance customer engagement and contribute to customer retention in mobile commerce.



[bookmark: _Toc231823941]4.3.2 Customer Challenges in App Usability
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[bookmark: _Toc231470696]Figure 12: Navigation issues
(Source: Self-created)
As per the graph, 37% stated that they face clear navigation difficulties while shopping on Flipkart, whereas a 63% majority did not encounter these roadblocks. The statistical analysis yields a mean score of 1.6296, a dominant mode of 2.00, and a standard deviation of 0.48516. The high modal concentration at 2.00 indicates that the user pathways remain generally functional for the baseline tier of customers. This internal tension reflects macro e-commerce challenges. In support of this, Acosta-Vargas et al. (2022) noted that 54.4% of the analysed ecommerce websites have problems that detract from the usability of the websites, namely the contrast problems related to the layout of the perceptual and visual aspect of the navigation in the websites. 
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[bookmark: _Toc231470697]Figure 13: Technical glitches
(Source: Self-created)
As per the graph, a moderate percentage of 54.6% agreed that technical glitches such as errors, application crashes, or payment failures actively reduce their willingness to use Flipkart (35.2% agree, 19.4% strongly agree). Meanwhile, a minor 24.1% expressed open disagreement. However, the mode of 4.00 highlights that software instability is a primary driver of customer churn. This localised behaviour is like a global checkout trend that shows sudden application performance issues and runtime bugs make up to 17% of shopping cart abandonment on digital platforms (Domadenik, Koman and Redek, 2018).
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[bookmark: _Toc231470698]Figure 14: Issues in product information
(Source: Self-created)
It has been found that 65% (44% agree, 21% strongly agree) of buyers responded that the lack of comprehensive product details (such as sizing charts, material definitions, and authentic user reviews) directly alters their final purchasing choice. Conversely, 19% disagreed. However, the solid mode of 4.00 highlights that information completeness dictates checkout conversion. This dependency is supported by the study by Kaur Chatrath, Batra and Chaba (2022), who found that external consumer insights confirm that 47% of today's online shoppers feel it is essential to have comprehensive and high-quality product information if they want to finalise their brand selections. 
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[bookmark: _Toc231470699]Figure 15: Tracking order issues 
(Source: Self-created)
According to the graph, 38% of the respondents verified that monitoring their active order status and delivery checkpoints through Flipkart is challenging, while 62% completed their transactions without visibility struggles. The statistical framework shows a mean of 1.6204, a mode of 2.00, and a standard deviation of 0.48756. Though the mode confirms a baseline functional tracking layer for the majority, the 38% customer friction cluster exposes delivery updates' opacity. According to GlobeNewswire (2024), 67% of online shoppers faced delivery issues like delayed deliveries, lack of delivery updates, or delivery failure. 
[bookmark: _Toc231823942]4.3.3 Mediating Role of Customer Loyalty
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[bookmark: _Toc231470700]Figure 16: Preference of Mobile App
(Source: Self-created)
Most respondents, with 43% agreed and 20 strongly agreed, give an indication of high customer satisfaction and loyalty towards the Flipkart app. While it is not a comprehensive review, the respondents seem happy about the platform's UI, pricing, ease of use, and shopping experience, which further diminishes the chances of exiting to other applications. The SPSS analysis for the particular point highlights a mean score of 3.5463 and a mode of 4.00. The key takeaway from this finding is that Flipkart has been able to maintain customer satisfaction by building a sense of trust and convenience in their shopping experience and continuing to deliver a high level of service (Rather, Hollebeek and Rasoolimanesh, 2021). A high level of loyalty is able to give the business a big edge over the competition when it comes to online fashion retailing.
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[bookmark: _Toc231470701]Figure 17: Preference of Flipkart App
(Source: Self-created)
The statements were generally positive in terms of purchasing behaviour with 25 respondents agreeing with the statement 25% and 33% strongly agreeing. This indicates that the people are indeed utilising the application for fashion-related buys. The SPSS analysis for the particular point highlights a mean score of 3.6204 and a mode of 5.00. The most important implication is that Flipkart's fashion product can successfully drive purchase decisions for consumers via the product variety, promotions available, price competitiveness, and ease of use (Dhiman, Chand and Gupta, 2018). The high frequency of buying also suggests that they feel that the platform is dependable and effective in satisfying their fashion requirements. This regular buying behaviour can lead to better revenue for the business and improved market standing for the organisation.
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[bookmark: _Toc231470702]Figure 18: Promotion of New discounts and recommendations
(Source: Self-created)
A high proportion of respondents gave "agree" 30% and "strongly agree" 28% in favour of 18 indicates that the customers are very active in the application. The SPSS analysis for the particular point highlights a mean score of 3.5463 and a mode of 4.00. Flipkart's marketing efforts, such as personalised recommendations, notifications, and discount campaigns, seem to be working well in keeping customers engaged and active on the platform (Singh and Srivastava, 2018). The conclusion of this finding is that ongoing customer interaction will boost the chance of impulse buying and long-term customer retention. It also can help build customer relationships and brand awareness in a saturated e-commerce space.

[bookmark: _Toc231823943]4.3.4 App Design and Customer Retention Strategies
[image: ]
[bookmark: _Toc231470703]Figure 19: Flipkart’s customer support is easy to access
(Source: Self-created)
From question 11, it has been evaluated from the above graph that customers are happy to easily access Flipkart’s customer support features. Moreover, around 46% customers agreed with this fact that they found Flipkart’s customer service app, which is easily accessible. Additionally, the same result reflects on SPSS analysis, here ‘mode’, which is 4.00, appropriate for descriptive reporting and analyse customer’s opinion to the specific context. Customers raised complaints on ‘Flipkart help centre page’ and the executives resolved the issue to get better customer service experience (Flipkart-Customer Service, 2023).
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[bookmark: _Toc231470704]Figure 20: Customers recommend Flipkart to use 
(Source: Self-created)
It has been evaluated from question 19 that customers are recommending the app Flipkart to their friends, colleagues, and relatives for getting shopping experience. In relevance, based on the usability, customers are suggested to use Flipkart to have hassle-free experience. Around 40% agreed and 30% a moderate percentage agreed with this fact. Flipkart offers 75-80% discounts on products to increase their sales in summer (Flipkart-Summer sale, 2026). SPSS analysis highlights that mean value is 3.8056 of this particular question and this value is appropriate for the analysis.
[image: ]
[bookmark: _Toc231470705]Figure 21: Customer’s interest to purchase products again from Flipkart
(Source: Self-created)
Survey question no.20 evaluates customer’s interest and likeliness to purchase products from this app again in the future. Hence, it has been obtained that around 40% customers are agreed and 32% of customers agreed to the responses for this question. Kannan (2026) stated that this is reflected that Flipkart’s sales reached to 83,000 crore in 2026 after March. It is relevant because SPSS analysis reflects that the mean value is 3.90, supports the fact that there is a positive relation where customers suggest the brand to others. 
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[bookmark: _Toc231470706]Figure 22: Customers spend time on Flipkart to explore products
(Source: Self-created)
For question no. 21, it can be stated that around 36% customers gave a moderate agreement to this question. Kannan (2026) suggested that this states that customers are considered Flipkart is a useful app where they spend time to explore their new arrivals and get the offers available on the wide range of products. The mean value is 3.72 suggests that there is a synchronisation between the data and the survey question. This reflects that data justifies the context of this question. 
[bookmark: _Toc231823944]4.4 Statistical analysis
[bookmark: _Toc231823945]4.3.1 Correlation analysis
The correlation analysis establishes that the mobile app usability, usability challenges, and customer loyalty are moderately correlated among Flipkart users. 
Mobile App Usability and Customer Loyalty
For the first analysis, the Pearson correlation coefficient is 0.569, suggesting that there is a moderate positive correlation between mobile app usability and customer loyalty. According to LinkedIn (2023), Google found that for every 1-second delay in mobile page load time, the likelihood of bounce rises by 32%, and having a faster and smoother mobile experience greatly enhances repeat customer engagement. This is in line with the correlation results that find r = 0.569, indicating that the usability of the web service is likely to show positive correlation with the level of customer loyalty. The significance value is 0.000, which further indicates that the results are reliable and the relationship between the variables is statistically associated at the 0.01 level. (Shown in Appendix 3)
Challenges in Mobile App Usability and Customer Loyalty
Likewise, the second analysis shows that challenges in usability and customer loyalty are correlated at 0.408. This means that there is a moderate correlation between usability problems and customer loyalty, meaning that usability issues like navigation problems, app crashes, and confusion about information will result in lower customer loyalty. (Shown in Appendix 3)
[bookmark: _Toc231823946]4.3.2 Hypothesis testing (using Regression Analysis)
H1: Mobile app usability has a positive effect on customer loyalty in fashion e-commerce platforms in India.
The hypothesis testing using regression analysis suggests that mobile app usability has a moderate influence on customer loyalty of fashion e-commerce sites in India. The R-value of the regression model obtained is 0.569, and the R² is 0.324, which indicates that 32.4% of the variation in customer loyalty is explained. The value of the ANOVA (0.000) suggesting that it is an important factor but not the sole determinant of loyalty. Thus, H1 is accepted. (Shown in Appendix 4)
H2: The challenges faced by customers while using Fashion E-Commerce mobile apps have a negative impact on the customer loyalty in India.
The regression analysis for H2 has an R-value of 0.408 and an R² value of 0.166, which means that usability problems account for 16.6% of the variance in customer loyalty. The 0.000 significance indicates that the relationship is statistically significant. The beta score is 0.408, indicating that there are usability issues, which have a negative impact on customer loyalty. Therefore, H2 is also supported, as usability problems have a negative effect on customer satisfaction and repeat purchase intention. (Shown in Appendix 4)
According to the Baymard Institute (2025), the average shopping cart abandonment rate is 70.22%, and one of the most common causes of this is that the checkout usability is complicated. Besides, 18% of users turn away from purchases if checkout is too cumbersome or lengthy. This is in line with H2 results that indicated that usability problems have adverse effects on loyalty and purchase intention.
[bookmark: _Toc231823947]4.5 Summary
Customer engagement and loyalty are significantly impacted by a mobile commerce platform's responsiveness and performance. The majority of users had faith in the app's capacity to locate what they were looking for. This implies that customers may buy more easily and with less effort thanks to search and filtering features. 





[bookmark: _Toc231823948]Chapter 5: Discussion and Analysis
[bookmark: _Toc231823949]5.1. Purpose
This chapter critically discusses and interprets the findings from the previous chapter in relation to the research aim, objectives, and questions. The chapter does not restate statistical results, but explains them in the context of Indian fashion e-commerce applications. However, the research assesses the impact of mobile app usability on customer loyalty and explores the significance of usability elements such as navigation, interface design, personalisation, and convenient payment methods. Further, it investigates the challenges faced by users and explores the mediating role of customer experience in strengthening the loyalty outcomes. The findings are analysed through theoretical frameworks, i.e., the Technology Acceptance Model (TAM) and the Stimulus Organism Response (SOR) Model. Hence, this chapter links empirical evidence with the theory and contributes to understanding customer behaviour in the mobile commerce environment.
[bookmark: _Toc231823950]5.2. Discussion with literature
[bookmark: _Toc231823951]5.2.1. Mobile App Usability and Customer Loyalty
Mobile shopping applications have seen tremendous growth, especially in the fashion e-commerce industry. Studies have shown that factors such as perceived usefulness, trust, and user attitudes towards the application are key drivers of customer retention in this area. In this context, Hanafiah, Aminuddin and Mahdzar (2023) stated that the Stimulus Organism Response (SOR) model evaluates the behavioural outcomes that come from environmental stimuli and their response. Hence, customers’ loyalty is seen not just in the length of usage, but also in repeat buying, customer retention, frequent engagement, and brand evangelism. For brands, understanding the needs of their customers is crucial to ensure that mobile shopping platforms are used for a longer period. It is considering the usability of mobile apps, their role in improving ease of use and user experience is paramount, and robust data privacy protection fosters consumer trust. These factors help foster customer loyalty, instilling trust and reinforcing their loyalty to the brand, which can have a positive indirect effect on their long-term loyalty (Ho et al., 2025). In terms of analysing consumer behaviour in mobile commerce, therefore, usability is not considered on its own, but together with other influencing variables. 
Further, customer loyalty may be measured by observing customer behaviour, including the intention to buy products again and the frequency of purchases. Furthermore, Anaam et al. (2023) suggested that customer loyalty in the mobile shopping context could be measured by attitudinal loyalty, based on resisting the temptation to switch to alternative platforms, and by brand loyalty, manifested in the consistent choice of a particular brand. According to the results of Question 6, the majority of the users generally had a positive perception of the usability of the Flipkart app. For question 7, suggest that respondents generally viewed the app's speed and responsiveness favourably, which may be associated with customer loyalty. Findings revealed that personalised services enhance customer engagement and retention in mobile commerce (Bahaj, 2025). Based on the results from Question 9, respondents generally viewed the checkout process and payment options favourably, suggesting that these features may contribute to customer loyalty by providing greater convenience and ease of use.
[bookmark: _Toc231823952]5.2.2. Customer Challenges in App Usability
Based on the survey results, usability issues are still a concern when it comes to customer perception and loyalty in fashion eCommerce applications. While the majority of respondents offered positive feedback, there were some issues in terms of usability. For example, 37% responded that they were having trouble in navigating during a shopping experience with the mobile app, while statistical analysis showed a mean score of 1.63 and a SD of 0.49. The findings indicated that the relationship between usability issues and customer loyalty is weak, but exists. The correlation, r = 0.408, suggested that navigation difficulties, technical glitches, and information-related problems can explain the reduction in customer loyalty, but not all. This partially links with the literature of Weichbroth (2025b) and Li et al. (2022), which indicated that other variables like trust, perceived value, and product quality might affect customers' loyalty choices. Further, the findings analysed that product categories, filters, or search functions that are not instinctive lead to less satisfaction. The survey results are supported by Acosta Vargas et al. (2022), who found that 54.4% of websites analysed in e-commerce had usability problems that negatively affected the quality of navigation.
Further, the statistical results confirm the adverse effects of usability problems on customer loyalty. The correlation analysis showed a moderate relationship, with an R-value of 0.408, between problems with the usability and loyalty outcomes. Moreover, the R-value of the regression analysis is 0.408, while the R² value is 0.166, which indicates that the usability problems account for 16.6% of the variance in customer loyalty. Thus, when customers face issues with the app, they are unlikely to maintain loyalty or make purchases via the app. Moreover, these results align with prior research, which shows that performance limitations, device variations, and cognitive overload have a detrimental impact on mobile usability and engagement. This is because delays, technical disruptions, and lack of responsiveness in the system reduce the perceived ease of use and diminish customer commitment (Li et al. 2022). Hence, the findings validate Hypothesis 2, which states that customer challenges in app usability have a significant negative effect on customer loyalty and long-term retention of Indian fashion e-commerce platforms.
[bookmark: _Toc231823953]5.2.3. Mediating Role of Customer Loyalty
The findings analysed that customer loyalty is a significant mechanism through which mobile app usability influences long-term customer retention. The survey results revealed that overall responses to variables related to loyalty intention were positive for the fashion e-commerce applications. Besides, most respondents said that they would rather stick with the same app than move to other competing platforms. Further, the correlation analysis showed that there was a moderately positive correlation between mobile app usability and customer loyalty (r = 0.569). The regression analysis showed an R2 value of 0.324, where usability explains 32.4% of the variation in customer loyalty. Thus, improving usability is expected to increase the customers' intention to repurchase and continued app usage. Although descriptive results revealed that respondents reported positive usability experiences with favourable loyalty intentions, the research did not conduct a formal mediation analysis. Thus, the findings offered direct support to the effects of the mediators as previously reported in the literature. The findings are similar to the literature of Mangune (2024) and Kamalia and Gomathi (2025), but the evidence needs to be analysed with caution, as the relationship was merely inferred from respondents' perceptions instead of being directly tested using mediation modelling.
Moreover, the findings also align with the SOR Model. According to Hanafiah, Aminuddin, and Mahdzar (2023), the usability features serve as stimuli, whereas loyalty and customer perceptions are internal responses that affect customers' future behaviour. Likewise, TAM proposed that perceived usefulness and perceived ease of use have a positive impact on intention for continued use (Musa et al., 2024). Hence, the present results have validated that usability does not have a direct influence on customer behaviour but also increases loyalty through positive customer experiences and perceptions.
[bookmark: _Toc231823954]5.2.4. App Design and Customer Retention Strategies
The findings analysed that app design is a significant factor in retaining customers in Indian fashion e-commerce. While the previous discussion is on usability and loyalty, this section focuses on how certain design elements encourage customers to use the application over time. A positive response was obtained from the survey results in terms of the design of the apps. For instance, Flipkart's customer care features, such as chat and helpdesk, received a mean score of 1.39, while 67% of the respondents agreed that these were easily accessible. Further, the SD of 0.49 is relatively low, which indicates that customer opinions were similar. These results aligned with the idea that improving support functions can build customer trust and reduce shopping friction. From the literature, Qu and Chen (2025) stated that UX design is crucial for increasing customer engagement, as it allows users to interact with applications efficiently. Likewise, Winata and Arma (2025) stated that well-structured navigation systems contribute to retention by supporting users to complete tasks easily. The positive responses revealed that customers value applications that offer a fast response time and easy interaction.
Further, the statistical data also indicated the strategic nature of app design. The correlation coefficient, r = 0.56, is positive, which indicates that higher usability and design performance are linked with higher levels of retention and repeat engagement. However, the results align with the literature, which emphasised the importance of ongoing improvement as a retention method. Ramesh and Padmaja (2025) argued that companies that continuously update their apps and remain responsive to users' expectations are likely to be successfully engaged in the long term. Similarly, literature by Pereira et al. (2025) highlighted the importance of combining usability, technological innovation and engagement strategies for customer retention. Thus, the findings identified that fashion e-commerce companies should focus on developing responsive support systems, intuitive design structures, and steady improvements in usability to improve customer retention and reduce switching behaviour in a highly competitive digital market.
[bookmark: _Toc231823955]5.3. Integration with theoretical framework
The findings offer significant support to the theory from the literature in Chapter 2 and confirm expected relationships within the conceptual model. The research revealed that Mobile app usability is a key driver of customer loyalty, while customer experience and loyalty perceptions act as intervening mechanisms influencing long-term customer retention. These empirical results support this proposition, as the correlation showed that there is a positive relationship between mobile app usability and customer loyalty (r = 0.569), while the regression model produced R² = 0.324 and p = 0.000. The results revealed that usability is a significant predictor of loyalty behaviour in Indian fashion e-commerce apps.
The findings also align with the Technology Acceptance Model (TAM), where Musa et al. (2024) stated that perceived usefulness and perceived ease of use drive behavioural intentions and continued use of the system. Likewise, Anaam et al. (2023) argued that users are likely to engage with technologies that are easy to operate and develop task performance. However, the positive relationship found in this study analysed that if customers perceive the fashion shopping applications as easy to navigate and efficient, they are likely to develop a favourable attitude towards using these applications, which supports theoretical assumptions of the TAM. Further, the findings support the Stimulus Organism Response (SOR) Model. Hanafiah, Aminuddin and Mahdzar (2023) stated that usability factors like interface design, navigation, and performance are external stimuli that trigger internal psychological responses before behavioural responses are produced. The survey results revealed that 63% agreed that they would prefer to stay with the same application, as opposed to switching to other apps. This reflects that positive app experiences lead to loyalty intentions. This aligns with the literature by Ho et al. (2025), who argued that loyalty outcomes emerge from internal evaluations, rather than direct technical interactions.
However, the findings also showed a slight refinement of the original framework. The conceptual model showed that customer experience is the focal point between usability and loyalty. As the results support the pathway, it was found that customer loyalty itself operates as a bridging mechanism between usability and retention outcomes. This finding aligns with Kamalia and Gomathi (2025), who reasoned that positive user experiences developed loyalty, which drives the repeat usage behaviour. Thus, the revised conceptual pathway has been Mobile App Usability → Customer Experience → Customer Loyalty → Customer Retention.
[bookmark: _Toc231823956]5.4. Robustness Considerations
The findings are reasonably strong, as primary relationships were statistically strong across the analysis. The regression model for usability and loyalty was significant (R2 = 0.324 and p = 0.000), while the regression model for challenge was significant (R2 = 0.166). Besides, the internal consistency of the questionnaire was also excellent with a Cronbach's Alpha of 0.921. However, these findings identified that the responses were consistent with the overall conclusion. It is asserted that retention is not only determined by usability, because trust, perceived value, and satisfaction will influence the retention. Saibaba (2025) and Bajwa et al. (2025) found that customers are willing to continue using an app if they trust the brand or perceive low risk, when usability is not perfect. This means that loyalty in the survey reflects brand strength, rather than design quality.
Further, the responses from self-reported survey data are from one fashion app context, which may reflect the platform experience of the Flipkart users rather than the wider Indian fashion e-commerce market. As argued by Weichbroth (2025b), usability perceptions are dependent on the context and can change depending on device quality, the user's ability, and familiarity with the interface. Thus, the research is credible, but the findings are treated as evidence, rather than a universal rule.
[bookmark: _Toc231823957]5.5. Practical Synthesis
The discussion stated 3 practical lessons, which are useful for managers. First, when it comes to retention, effort is removed with app design. The literature revealed that ease of navigation, performance speed, and clear layout influenced customer behaviour, while Winata and Arma (2025) argued that reduced search effort and smoother transactions contribute towards retention. This is supported by the survey because the core usability model was significant, which means that design changes can influence loyalty in measurable terms.
However, the support access should be integrated into the retention strategy. The literature correlated customer loyalty with perceived usefulness, trust, and service quality. Hence, chat, helpdesk, and order support should not be considered as secondary responsibilities. They should be accessible quickly at checkout or after delivery. This aligns with the findings of Lu, Qu and Chen (2025), who argued that engagement and innovation work to maintain customer loyalty. Moreover, personalisation should be used carefully and consistently. From the literature, personalisation and trust are effective for continued use, while they feel relevant rather than intrusive. Thus, strong loyalty responses indicated that customers are receptive to an app that is relevant and convenient.
[bookmark: _Toc231823958]5.4. Summary
The responsiveness and performance of a mobile commerce platform have a big impact on customer engagement and loyalty. The majority of respondents had positive judgments on the usability of payments, and customer loyalty in e-commerce platforms was positively impacted by both customer convenience and trust levels. This suggests that search and filtering capabilities may make purchases easier and less labour-intensive for consumers. 


[bookmark: _Toc231823959]Chapter 6: Conclusions
[bookmark: _Toc231823960]6.1. Summary of key findings
The research focused on the role of mobile app usability on customer loyalty in the Indian fashion e-commerce sites in India. The findings have shown that usability has remained a major factor in customer behaviour and loyalty. Besides, the statistical analysis indicated a correlation between mobile app usability and customer loyalty (r = 0.569), while the regression model was able to explain 32.4% of the variance in customer loyalty. These findings mean that customers will be loyal when applications are efficient, convenient, and user-friendly. The findings align with the literature of Talmera, Wardhana and Ratnasari (2025), and Malik, Abdullah and Fakhrorazi (2025), which indicated that the usability dimensions positively affect customer engagement, continued use, and loyalty behaviour. The research revealed that the usability issues remain a problem in customer perception and retention. The survey results identified that 37% of respondents faced difficulties in the navigation process, while the regression results indicated that usability problems had a significant impact on the results of loyalty, with R² = 0.166. The findings align with the literature of Weichbroth (2025b), who recommended that a lack of information architecture and complexity of interfaces contribute to higher cognitive effort and lower usability. Li et al. (2022) stated that responsiveness of the system and its efficiency are vital factors in positive user experiences.
Further, the results showed that customer loyalty is an important mechanism between usability and long-term retention. The survey revealed that 43% agreed and 20% strongly agreed that they would stick with the current application, rather than change to others. Similarly, 70% agreed that they would recommend the application to others, showing strong loyalty intentions. This links with the literature by Mangune (2024), and Kamalia and Gomathi (2025), who stated that positive experiences with a mobile app strengthen repeat usage behaviour and long-term loyalty. Moreover, the results support the theoretical assumptions of TAM and the SOR Model. It is analysed by Musa et al. (2024) and Hanafiah, Aminuddin and Mahdzar (2023) that usability affects behavioural outcomes by perceived usefulness, ease of use, and internal customer evaluations. Hence, the research concluded that the factors of mobile app usability, customer experience, and customer loyalty exert an impact on customer retention in the Indian fashion e-commerce platforms.
[bookmark: _Toc231823961]6.2. Linking with Objectives
The first objective was to explore the impact of Mobile App Usability on Customer Loyalty in Indian Fashion e-Commerce. The results indicate that this objective has been met. The results obtained in findings indicated that Mobile Apps' perceptions of usability were generally positive, particularly regarding navigability, personalisation, and payment. Further, a moderate positive correlation between mobile app usability and customer loyalty was found in the statistical analysis, with r = 0.569. The regression analysis also showed that the proportion of variance in customer loyalty was explained by the usability, with R² = 0.324, which indicated that there was a significant relationship between them.
The second objective was to recognise the challenges that customers are facing with mobile app usability to influence customer loyalty. This objective was met through survey findings. From chapter 4, 37% of respondents agreed that they had problems finding their way through the application, while a few respondents offered occasional issues relating to usability. The regression results showed that factor usability challenges significantly had an impact on customer loyalty, with an R² of 0.166 and a p-value of 0.000. This shows that there are still barriers to usability that impact customer experiences and the formation of customer loyalty.
The third objective was to determine if customer loyalty is a mediating factor between app usability and retention-related outcomes. The survey findings supported this objective. It is found that 63% agreed that they preferred to stay with the same app in contrast to switching to competitors. Moreover, 70% agreed that they would recommend the application to others. These are behavioural indicators that positive usability experiences are transformed into intentions for loyalty, which lead to continued engagement and retention.
The fourth objective was to offer evidence-based recommendations for app design and engagement strategies to increase retention and loyalty. The findings offered a strong foundation for the objective. For instance, 67% agreed that it was easy to access customer support features, and favourable responses were seen on measures related to app design. These results recommend that improvements in usability, support accessibility, and customer engagement can support retention results. Thus, all the objectives were accomplished while insights were gained through evidence derived from the research to develop customer loyalty in Indian fashion e-commerce applications.
[bookmark: _Toc231823962]6.3. Recommendations
The findings revealed certain gaps in areas of usability that can reduce customer retention. Thus, the recommendations are directly linked to the survey results and are based on the survey results.
Recommendation 1: Develop Navigation Simplicity and Product Discovery
A major gap identified was that a significant number of respondents who were having problems while navigating the application showed that some users faced challenges regarding search and browse problems. Hence, fashion e-Commerce stores have to have simple menu structures, better search filters, and develop category organisation. Lu et al. (2025) argued that intuitive navigation and user interaction are critical aspects of the user experience in mobile apps. It is also found that intuitive navigation develops engagement and facilitates continued app usage. Thus, reducing the customer effort during browsing can build long-term loyalty.
Recommendation 2: Expand Personalisation Capabilities
The survey outcomes indicated that although people mostly liked the recommendation feature, there is scope for improving personalised shopping experiences. Thus, companies should utilise browsing history, buying behaviour, and preference information to offer relevant product recommendations. Moreover, there is growing consumer demand for personalised experiences and rewards across mobile platforms, while personalisation improves engagement and loyalty.
Recommendation 3: Improve security and privacy measures to build trust.
Another gap is the need to develop customer confidence, as loyalty develops through trust and perceived value. The respondents showed positive loyalty intentions, while sustained data protection and transaction security should be continually repeated. Mofokeng (2025) stated that perceived ease of use, privacy, and security have a direct and indirect effect on e-loyalty. Hence, the fashion retailers should develop transparency about data usage, develop a payment protection mechanism, and communicate about security updates.
[bookmark: _Toc231823963]6.4. Theoretical and Managerial Implications
This research offered notable theoretical implications for the literature on mobile commerce, usability, and customer loyalty. First, the results extended existing knowledge by analysing that mobile app usability is not just an adoption factor, but also a post-adoption behavioural factor. The current research showed that the relevance of usability in influencing the long-term customer outcomes, like loyalty and retention, is significant. However, this contributes to the ongoing shift from technology adoption to sustained engagement and loyalty building. For instance, in the mobile context, customer loyalty is no longer just a function of initial acceptance of the service, but an ongoing experience and satisfaction. Further, the research validated the Technology Acceptance Model and Stimulus Organism Response Model. These results recommend that usability-related factors affect customers' behaviour by means of internal evaluations and loyalty creation, rather than direct technological interaction. Hence, the research validates a holistic view of digital consumer behaviour, in which functional and psychological aspects act together.
From a managerial perspective, the findings revealed that organisations should view usability as a strategic business resource, instead of a technical design problem. The statistical results showed that relations between variables of usability and loyalty were significant, which means that it is likely to invest in user experience quality to increase customer loyalty. For managers, performance should not be measured in terms of downloads or user acquisition, but through repeat visits, recommendation behaviour, and retention. Moreover, the study emphasised the need to adopt a customer-centred design approach. Hence, it is important for Indian fashion e-Commerce companies to keep a regular check on usability performance, customer feedback, and behavioural analytics. Further, the mechanisms of customer care, customisation, and trust creation should be included in the overall retention strategy.
[bookmark: _Toc231823964]6.5. Limitations
While the research fulfilled its objectives, some practical limitations were noted. The analysis was performed with data collected from users of a single fashion e-commerce platform. Thus, the findings might not capture usability experience on other platforms like Myntra, Ajio, or new fashion apps that have different interface layouts and engagement approaches. Further, the research assessed customer perception at a single time and was not able to explore variations in customer loyalty, considering updates to the app, promotions, or technology developments. Moreover, there was no behavioural data available on metrics like actual purchase frequency, session duration, and retention. Thus, the conclusions are based primarily on perceived rather than observed customer behaviour.
[bookmark: _Toc231823965]6.6. Directions for Future research
Future research should stop relying on perception-focused surveys and integrate the results with real-life indicators of behaviour, including repeat purchases, shopping cart abandonment rates, browsing habits, and customer lifetime value. Further, a comparison between several fashion e-commerce platforms would offer insight into platform-specific characteristics that can affect loyalty. The research can explore the impact of AI-driven recommendation systems, virtual try-on features, live commerce capabilities, and social shopping on customer retention within the Indian market. Thus, future research could investigate variations among diverse age groups, income levels, and digital literacy to create specific strategies for increasing customer loyalty and engagement. 
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Demographic analysis
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Figure 17: Demographic analysis results
(Source: Self-created)
1. Age
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2. Gender
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3. Education Level
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4. Monthly Income (INR)
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5. Frequency of Online Fashion Purchases
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Figure 18: All demographic data statistical SPSS analysis results
(Source: Self-created)
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Mobile App Usability and Customer Loyalty
6. Flipkart app interface is visually appealing and easy to navigate.
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7. The app loads quickly and responds without any delays.
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8. Product search and filtering options are effective in Flipkart
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9. Checkout and payment processes are simple and secure in Flipkart
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10. Flipkart provides personalized recommendations that match my preferences.
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Figure 19: Mobile App Usability and Customer Loyalty
(Source: Self-created)

Customer Challenges in App Usability
12. Difficulties with Flipkart’s navigation during shopping.
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13. Technical glitches such as errors, crashes, payment failures may reduce my willingness to use Flipkart
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14. Lack of clear product information such as size, material, and reviews affects my purchase decisions.
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15. Challenging to track orders and delivery status through Flipkart
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Figure 20: Customer Challenges in App Usability
(Source: Self-Created)

Mediating Role of Customer Loyalty
16. I prefer to stay with this mobile app instead of switching to other fashion shopping apps.
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17. I frequently purchase fashion products from Flipkart app.
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18. I check Flipkart regularly for new products, discounts, or recommendations.
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Figure 21: Mediating Role of Customer Loyalty
(Source: Self-Created)
App Design and Customer Retention Strategies
11. I find the Flipkart’s customer support features (chat/helpdesk) easy to access.
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19. I recommend Flipkart with strong usability to my friends/family.
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20. I am likely to purchase again from this mobile app in the future.
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21. I spend considerable time exploring products and offers on this mobile app.
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Figure 22: App Design and Customer Retention Strategies
(Source: Self-Created)
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Mobile App Usability and Customer Loyalty
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Challenges in Mobile App Usability and Customer Loyalty
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[bookmark: _Toc231823971]Appendix 4 Hypothesis Testing (using Regression Analysis)
H1: Mobile app usability has a positive effect on customer loyalty in fashion e-commerce platforms in India.
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H2: The challenges faced by customers while using Fashion E-Commerce mobile apps have a
negative impact on the customer loyalty in India.
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[bookmark: _Toc231823972]Appendix 5: Survey Questionnaire
1. Age
☐ 18-20
☐ 21–30
☐ 31–40
☐ 41 and above
2. Gender
☐ Male
☐ Female
☐ Prefer not to say
3. Education Level
☐ High School
☐ Undergraduate
☐ Postgraduate
☐ Other
4. Monthly Income (INR)
☐ Less than 20,000
☐ 20,001–40,000
☐ 40,001–60,000
☐ Above 60,000
5. Frequency of Online Fashion Purchases
☐Once in 6 months
☐ 2-3 times in 6 months
☐Monthly
☐Weekly
This questionnaire is to understand your experience on mobile app usability with Flipkart app.
6. Flipkart app interface is visually appealing and easy to navigate.
☐ Strongly Disagree 
☐ Disagree 
☐ Neutral 
☐ Agree 
☐ Strongly Agree
7. The app loads quickly and responds without any delays.
☐ Strongly Disagree 
☐ Disagree 
☐ Neutral 
☐ Agree 
☐ Strongly Agree
8. Product search and filtering options are effective in Flipkart
☐ Strongly Disagree 
☐ Disagree 
☐ Neutral 
☐ Agree 
☐ Strongly Agree
9. Checkout and payment processes are simple and secure in Flipkart
☐ Strongly Disagree 
☐ Disagree 
☐ Neutral 
☐ Agree 
☐ Strongly Agree
10. Flipkartprovides personalized recommendations that match my preferences.
☐ Strongly Disagree 
☐ Disagree 
☐ Neutral 
☐ Agree 
☐ Strongly Agree
11. I find the Flipkart’s customer support features (chat/helpdesk) easy to access.
☐ Strongly Disagree 
☐ Disagree 
☐ Neutral 
☐ Agree 
☐ Strongly Agree
12. I face difficulties with Flipkart’s navigation during shopping.
☐ Yes 
☐ No
13. Technical glitches such as errors, crashes, payment failures may reduce my willingness to use Flipkart
☐ Strongly Disagree 
☐ Disagree 
☐ Neutral 
☐ Agree 
☐ Strongly Agree
14. Lack of clear product information such as size, material, and reviews affects my purchase decisions.
☐ Strongly Disagree 
☐ Disagree 
☐ Neutral 
☐ Agree 
☐ Strongly Agree
15. I find it challenging to track orders and delivery status through Flipkart
☐ Yes 
☐ No
Section D
16. I prefer to stay with this mobile app instead of switching to other fashion shopping apps.
☐ Strongly Disagree 
☐ Disagree 
☐ Neutral 
☐ Agree 
☐ Strongly Agree
17. I frequently purchase fashion products from Flipkart app
☐ Strongly Disagree 
☐ Disagree 
☐ Neutral 
☐ Agree 
☐ Strongly Agree
18. I check Flipkart regularly for new products, discounts, or recommendations.
☐ Strongly Disagree 
☐ Disagree 
☐ Neutral 
☐ Agree 
☐ Strongly Agree
19. I recommend Flipkart with strong usability to my friends/family.
☐ Strongly Disagree 
☐ Disagree 
☐ Neutral 
☐ Agree 
☐ Strongly Agree
20. I am likely to purchase again from this mobile app in the future.
☐ Strongly Disagree 
☐ Disagree 
☐ Neutral 
☐ Agree 
☐ Strongly Agree
21. I spend considerable time exploring products and offers on this mobile app.
☐ Strongly Disagree 
☐ Disagree 
☐ Neutral 
☐ Agree 
☐ Strongly Agree



18-20	21-30	31-40	41 and above	23	28	41	8	



Male	Female	Prefer not to say	32	61	7	



High School	Undergraduate	Postgraduate	Other	17	24	57	2	



Less than 20000	20,001–40,000	40,001–60,000	Above 60,000	28	22	37	13	



Once in 6 months	2-3 times in 6 months	Monthly	Weekly	26	35	31	8	



Strongly Disagree	Disagree	Neutral	Agree	Strongly Agree	17	9	14	44	16	



Strongly Disagree	Disagree	Neutral	Agree	Strongly Agree	9	12	16	42	21	



Strongly Disagree	Disagree	Neutral	Agree	Strongly Agree	8	10	12	48	21	



Strongly Disagree	Disagree	Neutral	Agree	Strongly Agree	10	7	14	42	27	



Strongly Disagree	Disagree	Neutral	Agree	Strongly Agree	7	12	16	43	23	



Yes	No	37	63	



Strongly Disagree	Disagree	Neutral	Agree	Strongly Agree	13	11	21	35	19	



Strongly Disagree	Disagree	Neutral	Agree	Strongly Agree	12	7	16	44	21	



Yes	No	38	62	
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