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[bookmark: _Toc224417454]1.1. Background
Digital retail in India is gradually becoming a mobile story. From a Data Reportal (2025) report, there are 1.1 billion active mobile connections, which is around 3 quarters of population to specify broader device access. According to a PIB (2025), around 85.5% of Indian households currently own at least one smartphone, which increases the target audience of fashion applications. Other than device access, the number of people who shops online is high and still increasing. Sheth et al. (2025) indicated in 2024 that about 270 million Indians were online shoppers, which justify large e-retail market. Simultaneously, the online fashion e-commerce market alone in India is growing rapidly with $21.6 billion in 2025, with market forecasts showing an increase in the market in next few years by 24.2% (Shevgan, 2025). Thus, consumers will use mobile applications as a primary channel where they learn, compare, and purchase fashion. Moreover, these trends imply that minor changes to design of apps, their functionality, or level of engagement may scale into large effects on platform outcomes.
[bookmark: _Toc224417455]1.2. Problem statement
Despite wider device access and larger base of online shoppers, there are two viable challenges that fashion applications struggle with jeopardising long-term value. At first, user retention on shopping apps is low, as the e-commerce apps typically lose most users within days of install (Bhattacharyya, 2025). Second, fashion is a visual category that relies on constant interaction. Thus, the particular app features that lead to repeat behaviour, like recommendation quality, notifications, and speed of checkout need visible indicators of Indian fashion market (Singh, 2025). Thus, it is not clear which aspects of mobile usability will positively influence customer satisfaction and transform short-term customers into loyal customers of fashion platforms in India. 
[bookmark: _Toc224417456]1.3. Aim
The research aim is to analyse the role of mobile app usability in shaping customer loyalty in fashion E-Commerce platforms in India.
[bookmark: _Toc224417457]1.4. Objectives
· [bookmark: _Toc224417458]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
1.5. 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, personalized 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?
1.6 Hypothesis
H1: The usability of mobile apps positively influences the customer loyalty within E-commerce fashion platforms.
H2: The challenges with mobile app usability affect customer loyalty towards the fashion e-commerce brands.
[bookmark: _Toc224417459]2. Literature Review
[bookmark: _Toc224417460]2.1. Growth of fashion E-Commerce in India
The rapid development of digital commerce has brought significant transformations to the retail sector in India. According to Grębowiec and Pietrzak (2023), online platforms have emerged as significant means of buying fashion products including clothes, shoes, and accessories. This has been facilitated by increased internet penetration, growing use of smartphones and adopting digital payment systems. From the report of IBEF (2024), the Indian e-commerce sector was valued at $125 billion in 2024, and it is expected to increase to $345 billion by 2030, with a CAGR of 15%. Thus, digital retail is emerging as the most significant industries in Indian economy. Further, emerging affordability of smartphones and better logistics chains have promoted shopping habits of consumers online. Thus, digital payment systems, like UPI have simplified effective online purchasing process. 
[bookmark: _Toc224417461]2.2. Mobile app usability in online fashion retail
The use of mobile commerce has become a significant catalyst of digital retailing. Smartphones also offer convenience to the online shopping platform to consumers whenever the consumers want it. According to Snyder (2024), 91% of customers use e-commerce using smartphones. Alzahrani, Gay and Alturki (2022) opined that mobile app usability is the ease with which consumer can use application to perform various tasks, such as accessing products, order placement, and payments. Studies indicate that a bad site usability can have some adverse impact on online shopping behaviour. The Baymard Institute (2024) stated that 70% of online shopping carts are abandoned due to problems related to complex checkout processes and slow apps. However, the important aspects of usability are simplicity of interface, effectiveness of search operations, high loading speed, and easy checkout in the system. Further, large e-commerce firms have invested resources in increasing their mobile applications. One such instance is that Amazon and Flipkart have set up key features like personalised recommendations, integrated digital payment options and voice search as well. 
The usability of mobile apps is mainly crucial in fashion industry, as consumers frequently use visual exploration and quick browsing during purchasing the clothing products. Kang et al. (2022) stated that mobile apps enable retailers to design interactive displays of products, which increase consumer decision-making. Besides, the mobile interfaces are becoming more popular on fashion websites, which provide features like 3600 products, zoom, and video demonstrations that allows consumers to decide quality of products. Further, mobile apps facilitate customised shopping experience through purchase and browsing history analysis. For example, Myntra use recommendation algorithms that propose the products based on searches and preferences of the past (Mallik, Thakur and Chowdhury, 2025). Equally, Ajio integrates edited fashion assortments and trend-based recommendations in its app. In case, the flash sales and limited time offers are frequent marketing techniques of fashion retail that are easily available through mobile applications. The aspect of mobile usability that influences the customer loyalty in fashion e-commerce applications is simplified interface, individualised recommendations, push notifications and convenient payment systems. These characteristics increase user interaction and develop mobile application to be used repeatedly.
[bookmark: _Toc224417462]2.3. Customer loyalty in fashion E-Commerce platforms
According to Singh et al. (2023), Customer loyalty is the long-term faithfulness of consumers to a specific brand or platform. It is found that loyal customers make repeat purchases and recommend a platform to other customers. Research shows that positive online experience helps to make consumers reuse the same platform. Further, customer loyalty increases the chances of customers relying on platform, along with repeat purchasing behaviour. For example, Myntra offers customised suggestions, promotional offers and rewards to motivate its customers to be long-term users (Kaavya, Paramasivan and Ravichandiran, 2025). According to PwC (2022), 73% of the customers believe that digital experience is a key factor that affects their purchasing decisions. Thus, companies need to ensure that online systems can offer effective and credible services. Along with service quality, digital interface is also a key feature in influencing customer perceptions.
[bookmark: _Toc224417463]2.4. Theoretical framework
[image: Factors of the Technology Acceptance Model for Construction IT]
Figure 1: Technology Acceptance Model
(Source: Park and Park, 2020)
Musa et al. (2024) opined that Technology Acceptance Model defines how users are adopting new technologies depending on two significant variables that are perceived usefulness and perceived ease of use. Here, consumers will tend to utilise websites and mobile applications that are easy and effective. The other significant theory is Stimulus Organism Response Model, which describes the external factors that have an effect on consumer responses (Cuong, 2024). The external variables in SOR model are environmental stimuli that make a difference in consumer behaviour. Mobile apps characteristics like the interface design, ease of navigation, personalised recommendations and notifications should be considered as the stimuli in context of mobile commerce that shape user perception and satisfaction to determine customer loyalty behaviour. However, the Mobile app usability, like simple interface, loading speed, recommendation system, and push notifications act as stimuli that influence effect of user loyalty and continued app usage. 
[bookmark: _Toc224417464]2.5. Literature gap
Although past research studies analyse digital consumer behaviour, there are still limitations in literature. Numerous research activities are based on general e-commerce platforms instead of fashion specific mobile applications. Andronie et al. (2021) opined that the mobile app usability is significant in influencing consumer decision-making considering, which fashion retail is characterised by visual product exploration and personalised browsing. However, limited research has examined the relationship between certain features of mobile apps like interface design, personalised recommendations, notifications, and convenience of payment and customer loyalty in fashion e-commerce platforms (Ofori, 2024). Besides, the majority of literature examines customer satisfaction but not long-term loyalty behaviour, mainly in Indian digital retail environment (Singh et al. 2023). Thus, additional studies are needed to address the role of usability of mobile apps in customer loyalty in fashion e-commerce websites in India.
[bookmark: _Toc224417466]3. Methodology
[bookmark: _Toc224417467]3.1. Research Philosophy
The research philosophy will be positivism, as the study will be measuring relationship of mobile app usability and customer loyalty with fashion E-commerce platform. Positivism is suitable, as the research will be based on measurable facts that will be collected among respondents through an online survey (Ali, 2024). Within this philosophy, the consumer perceptions in terms of mobile app usability will be assessed using structured questionnaire items. These items will evaluate variables like interface, ease of navigation, interface simplicity, personalised suggestions, usefulness of notifications, and payment convenience. Moreover, the responses will enable to examine the patterns in consumer behaviour and identify statistical associations between usability factors and customer loyalty.
[bookmark: _Toc224417468]3.2. Research Approach
The research will follow a deductive approach. In this method, the research will start with the well-known theories like TAM and SOR Model, which describe the impact of usability of digital platforms on the user behaviour. From these theoretical views, the research will formulate hypotheses in defining relationship between mobile application usability and customer loyalty. However, these hypotheses will be tested by the deductive approach by using survey data collected from users of fashion e-commerce mobile applications (Hall et al., 2022).
[bookmark: _Toc224417469]3.3. Research Design
A quantitative research method will be used, which is suitable to investigate the relationships between variables that are clearly defined. These variables consist of usability features of mobile apps, and customer loyalty. The design will include collecting structured data from respondents using fashion e-commerce mobile applications. The responses will be counted in terms of Likert scale questions, so that researcher can quantify user perceptions towards app usability and loyalty behaviour. The statistical analysis of the collected data will be possible using quantitative design (Kotronoulas, 2023). This will enable the researcher to find patterns and establish whether the usability of mobile app can have any significant impact on customer loyalty among fashion e-commerce users in India.
[bookmark: _Toc224417470]3.4. Research Method
The research instrument will be done using the online survey questionnaire. This approach will enable to collect responses from individuals who use fashion e-commerce mobile applications like Myntra, Ajio, and other platforms. The questionnaires will include structured questions that will be categorised in few sections. The first part will involve the demographic data, including age, gender, and number of online fashion purchases. The next part will be used to assess the elements of mobile app usability such as simplicity of interface, navigation efficiency, recommendations accuracy, usefulness of notifications and payment convenience. The final section will measure customer loyalty like repeat purchasing intentions, desire to recommend the platform and future usage of mobile application. 
[bookmark: _Toc224417471]3.5. Data collection Procedure
The data collection process will be conducted using an online survey through digital platforms. The survey will be developed using Google Forms. Besides, the questionnaire link will be distributed via social media, online fashion community and social messaging platforms to attract people that are frequent users of fashion e-commerce mobile applications. Firstly, a screening question will be asked to the participants by inquiring whether they have used a fashion e-commerce mobile application in the last six months. Only respondents that fulfil this criterion will proceed for the survey. 
[bookmark: _Toc224417472]3.6. Sampling and Sample size
A convenience sampling method will be used, as the study targets people that are readily available and frequent users of fashion e-commerce applications (Stratton, 2021). The target population will comprise individuals in India who are online fashion shoppers and use mobile applications to make purchases of clothes or fashion accessories. The sample size would be around 100 participants, who would be the local customers that purchase from fashion e-commerce sites in India. 
[bookmark: _Toc224417473]3.7. Data an	alysis
The data collected will be analysed via statistical analysis, while the responses will be first organised and coded using the spreadsheet software. The demographics and usage behaviour of the respondents will be summarised using descriptive statistics. Further, the correlation and regression analysis will be performed to investigate relationships among mobile app usability, and customer loyalty. These methods will enable the researcher to test the hypotheses and determine whether the mobile app usability have a significant effect on customer loyalty on fashion e-commerce sites.
[bookmark: _Toc224417474]3.8. Ethical considerations
The participation of survey will be done voluntary, while participants will be informed about the purpose of the research, before completing the questionnaire. No personal information will be taken, and all the answers will be anonymous and confidential. The information collected will be used only for academic purpose. Moreover, the respondents will be allowed to pull out of the survey at any point, in case they do not wish to participate.
[bookmark: _Toc224417475]4. Expected Findings
The research is expected to analyse that mobile app usability is an important factor to decide customer loyalty in fashion e-commerce websites in India. It is believed that usability problems like easy interface design, easy navigation, personalised recommendations, and easy payment systems would affect the customer loyalty among mobile app users. The mobile apps that offer timely push notifications, customised product recommendations, and quick checkout will encourage consumers to continue using the platform to make further purchases. Consequently, customer loyalty is likely to be a significant driver for increasing customer loyalty. The findings revealed that users having positive experiences with interactive mobile apps will feel obliged to make repeat purchases and refer others to the platform.
[bookmark: _Toc224417476]5. Limitations
The research will adopt an online survey, so that the findings will rely on perception and integrity of respondents. The experience participants might differ with their actual behaviour in using fashion e-commerce mobile applications. Besides, the research will use convenience sampling, which analyses that the sample will primarily include easily accessible respondent. Thus, the findings might not be the sole representatives of all fashion e-commerce users in India. Moreover, the research will be narrowed down to mobile app factors of usability, including interface design, navigation, recommendations, and notifications.  
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Table 1: Timeline of research
(Source: Self-created)
[bookmark: _Toc224417478]7. Conclusion
The fashion e-commerce shopping has become central towards mobile applications. The customers mainly rely on mobile platforms for exploring products, complete purchases and receive suggestions. Further, this study will examine how customer loyalty influences mobile app usability in fashion e-commerce platforms in India. The research will compare the impact of usability characteristics including ease of navigation, recommendations, notifications and convenience of payment on repeat purchases through survey responses of mobile shoppers. Moreover, the findings will be used to describe the role of mobile app design in creating long-term customer loyalty. This would offer viable guidance to fashion retailers for increasing mobile user experience and customer retention.
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