
Advances in Consumer Research 
https://acr-journal.com/ 

Advances in Consumer Research 397 

 

 

Volume-3 | Issue-8 |Aug: 2026 

 

Role of Mobile Applications in Shaping Retail Consumer Experience: An 

Empirical Study in Delhi 
 

Swati ¹, Dr. Pooja Tiwari ² 

¹ Research Scholar, Sharda School of Business Studies, Sharda University, Greater Noida, U.P. 201309, IN 

² Associate Professor, Sharda School of Business Studies, Sharda University, Greater Noida, U.P. 201309, IN 

. 

 ABSTRACT 

The fast development of mobile applications has been revolutionizing the retail environment, 

which has affected consumer behavior and buying patterns. This paper explores how mobile 

applications can influence consumer retail experience in Delhi in terms of the usability, security 

and personalization of the app. It used a quantitative, cross sectional research design and the 

data were obtained by use of structured survey on 398 retail consumers. The proposed study 

employed validated multi-item scales in the measures, analyses were done in IBM SPSS 

Statistics 26 (descriptive, correlation, and regression) and in AMOS 24 (Structural Equation 

Modelling (SEM)). Findings show that usability of applications (Beta = 0.34), security (Beta = 
0.27), and customization (Beta = 0.38) have a significant positive impact on consumer 

experience which consequently positively influences purchase intention (Beta = 0.41). 

Descriptive statistics indicate that there is high activity with 150 users accessing retail apps on 

a daily basis. Validity and reliability tests confirm the strength of measurement. The results 

emphasize that the strongest impact of personalization on experience and intention can be seen, 

which speaks in favor of custom features of the apps. These findings imply strategic suggestions 

on the retailer to maximize the design of mobile apps to maximize consumer satisfaction and 

sales. 
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Intention 
 

INTRODUCTION  

The mobile application has radically reshaped the retail 

environment as more consumers have entered the mobile 

field and defined the new consumer-brand interface and 

purchase decision-making process. Mobile applications 

provide convenience, individual experience, and greater 

security that develop new possibilities in retailers to reach 

and maintain their customers (Burke, 2002; Verhoef et al., 

2009). The usage of applications in emerging markets 

such as India has increased, especially in the metropolitan 

cities such as Delhi, due to the spread of smartphones and 

digital payment solutions (Ahmad et al., 2025; Sharma 
and Dutta, 2025). Although mobile retail has become 

increasingly popular, the experience depends on whether 

the consumer will purchase the product or not, and the 

brand loyalty is one of the primary factors, which 

emphasizes the importance of comprehending how the 

app features of usability, security, and personalization 

affect behaviour (Brakus et al., 2009; Hermes and Riedl, 

2021). 

Past researches emphasize that usability of apps improves 

user satisfaction and use, and security features generate 
trust and perceived riskness, which is vital in generating 

the positive consumer experience (Chiu et al., 2010; 

Hossain and Prybutok, 2008). Customization also 

enhances interaction in the sense that it matches the 

offering to personal preferences, which has been reported 

to increase purchase intention (Pandey and Pandey, 2025; 

Gupta et al., 2025). Besides this, the perception of 

consumers is greatly influenced by the retail servicescape 

and technological interface, which affects the rational, 

emotional, and behavioral reactions (Bitner, 1992; Kim 

and Moon, 2009; Wyckham, 1967). Considering these 

trends, this paper examines the joint effect of mobile app 

usability, security and personalization on consumer 

experience and purchase intention amongst retail 
consumers in Delhi and provides the understanding to 

maximize mobile retail tactics. 

Research Gap 

Although mobile apps have been at the heart of retail 

strategies, scarcity of research has identified the 

synergistic effect on consumer experience on purchase 

intention in the context of the Delhi retail market. The 
current literature tends to concentrate on the individual 

units of the problem like usability or security, without a 

discussion of how these two factors can affect consumer 

behavior in their combination. Additionally, there is a lack 

of research on the mediating effect of personalization 

between attributes of the apps and purchase intention. The 

current study fills these gaps by looking at the same 

factors, the usability, security, and personalization and 

their impacts on consumer experience and purchase 

intention at the same time. 

Conceptual Framework 

The conceptual framework places the variables of app 

usability, app security, and personalization as independent 

variables that affect the experience of consumers, which 

in turn impacts purchase intention. 
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Figure 1.1: Conceptual Framework 

The framework enables the evaluation of both the direct 

and indirect relations to give a comprehensive idea of how 

the mobile app features contribute to the outcomes in 

retail. 

Hypotheses 

H1: The greater the app usability the better the consumer 

experience. 

H2: App security level increases consumer experience 

positively. 

H3: The higher the degree of personalization, the better 

consumer experience. 

H4: Consumer experience has a positive effect on 

purchase intention. 

LITERATURE REVIEW 

The impact of technology on consumer experience has 

been mostly researched in the retail sector. Burke (2002) 

also argued that the integration of technology into retail 

interfaces enhances convenience and satisfaction, whereas 

Verhoff et al. (2009) put an emphasis on its effect on 

loyalty and purchase intention. It has been concluded that 

usability of mobile apps is a factor influencing consumer 

engagement where user-friendly interfaces trigger 

increased consumer satisfaction and re-use (Joshi and 

Mathur, 2025; Sharma et al., 2025). Likewise, security 

functions minimize the perceived risks when transacting 

with the internet thus generating trust and driving 
purchases (Chiu et al., 2010; Hossain and Prybutok, 

2008). Another important factor has become 

personalization, that is, product suggestions and 

promotional messages are adjusted in accordance with the 

consumer preferences to increase the value of the 

experience and change the buying behavior (Pandey and 

Pandey, 2025; Gupta et al., 2025). 

The theoretical meaning of consumer experience goes 

beyond the functional interactions to the emotional and 

sensory levels. Brakus et al. (2009) and Hermes and Riedl 
(2021) postulate that the experience with the brand, which 

is enabled by interactive online settings, leads to loyalty 

and favorable behavioral results. The studies of retail 

servicescapes go further to prove the existence of 

convergent effects of environmental and technological 

cues in influencing cognitive and affective reactions 

(Bitner, 1992; Kim and Moon, 2009). Furthermore, new 

research on augmented reality and interactive mobile 

innovations indicates the further direction of immersive 

experiences as a stimulus of consumer interest and 

impulse purchases (Aggarwal et al., 2025; Gupta et al., 

2025). 

In spite of these developments, there is a lack of studies 

that explore the synergies of app usability, security, and 

personalization on consumer experience and purchase 

intention in the Indian metropolitan settings. This paper 

fills this gap by exploring these aspects of retail 

consumers in Delhi by providing insights into the 

processes that apply in determining how mobile 

applications can impact the future retail behavior. 

METHODS 

The current research has taken a quantitative and cross-

sectional research design to investigate the effect of 

mobile applications on the retail experience of consumers 

in Delhi. The reason why a structured approach was 

chosen is that it is possible to measure relationships 

between usability, security, personalization, and 

consumer experience in a statistically reliable way. The 
study was aimed at the observation of the existing 

behavioural trends and perceptions of the active users of 

retail apps. 

A conduction of a survey amongst retail customers in the 

big commercial centers of Delhi was done such as 

Connaught Place, Saket, Lajpat Nagar, and Rohini. The 

convenience sampling technique was used to select the 

respondents because it is an efficient sampling method 

that is effective in capturing data of technology-savvy 

consumers who are most useful in terms of app-based 
retail interactions. Out of these, 420 responses were taken, 

of which 398 valid responses were taken to be analyzed 

following a screening on completeness. This sample was 

deemed to be sufficient to analyze it through regression 

analysis and Structural Equation Modelling (SEM). 

The questionnaire has been designed based on the 

validated measurements scales modified to the context of 

the mobile retail applications. All constructs such as the 

usability of apps, app security, personalization, consumer 
experience and purchase intention were measured with a 

set of multiple items on the five-point Likert scale. The 
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reliability analysis was performed with the aim of internal 

consistency of the scales, since this procedure will assist 

in making sure that the items that are employed in the 

measurement of each construct are constant and reliable. 

Factor loading was used to conduct validity assessment as 

it was necessary to determine whether the indicators 

reflected the underlying constructs. This was necessary to 

justify the application of SEM in further stages of the 

analysis. 

The basic profile of the mobile app usage among 

consumers was achieved by computing descriptive 

statistics including mean, standard deviation and 

frequency distribution. Such statistics allow determining 

the overall behaviour patterns and creating the context of 

further analysis. Correlation analysis was conducted to 

analyze the first associations between usability, security, 

personalization and consumer experience. Such an 

approach is important since it gives pre-emptive grounds 

to further causal study. 

The usability, security and personalization predictive 

value on consumer experience and intention to purchase 

were measured using a multiple regression analysis. The 

reason behind the selection of regression was that when 

selecting the regression method it would be possible to 

isolate the impact of each independent variable hence 

establishing which attributes of the app influence the 

most. Structural Equation Modelling (SEM) was also 

conducted with AMOS version 24 to provide information 

on whether the overall conceptual framework and the 

hypothesized relationships between constructs were 

significant or not. SEM was chosen because of the option 

of exploring numerous relationships and testing the 

measurements and structural elements of the model 

together. 

All data analyses were done using IBM SPSS statistics 

version 26 to do descriptive statistical analysis, reliability 

tests, correlation and regression whereas the AMOS 24 

was used to do SEM. Ethical concerns were upheld by 

allowing the respondents to be anonymous and participate 

willingly during the data collection process. 

RESULTS 

This analysis commenced with the general behavioural 

patterns analysis related to the use of mobile apps among 

the retail consumers in the city of Delhi. Table 1 shows 

descriptive statistics of the key variables of the study and 

reflects the general trends in the variables of usability, 

security, personalization, consumer experience, and 

purchase intention. To illustrate the intensity of 

interaction among the users, Figure 1 presents the 

frequency of mobile app use and it can be noted that the 

frequency of mobile app use among the users is 
concentrated on those who use the retail app more than 

once in a week. 

Table 1. Descriptive Statistics of Key Study Variables 

Variable Mean Standard Deviation 

App Usability 4.12 0.68 

App Security 3.97 0.74 

Personalization 4.08 0.71 

Consumer Experience 4.15 0.65 

Purchase Intention 4.02 0.69 

 All scales were used to calculate Cronbachs alpha in order to ascertain whether the data met the requirements of reliability. 

The levels of reliability of each construct were acceptable as indicated in Table 2 since the values were higher than the 

acceptable value of 0.70. Further to this, Figure 2 of the factor loadings pattern indicates that all the items strongly aligned 

with their respective constructs, which proved the measurement validity. 

Table 2. Reliability Analysis (Cronbach’s Alpha for All Constructs) 

Construct Number of Items Cronbach’s Alpha 

App Usability 6 0.88 

App Security 5 0.86 

Personalization 5 0.89 

Consumer Experience 6 0.91 

Purchase Intention 4 0.87 

Table 3 presents the correlations between usability, 

security, personalization and consumer experience. There 

were no negative correlations but only positive ones, and 

the quality of consumer interaction was strongly related to 

all the app features. Such associations assisted in the 

future predictive analysis. 
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Table 3. Correlation Matrix of Key Constructs 

Variables AU AS PERS CE PI 

App Usability (AU) 1 0.58 0.62 0.66 0.60 

App Security (AS) 0.58 1 0.55 0.61 0.57 

Personalization (PERS) 0.62 0.55 1 0.68 0.64 

Consumer Experience (CE) 0.66 0.61 0.68 1 0.71 

Purchase Intention (PI) 0.60 0.57 0.64 0.71 1 

Regression analysis was subsequently done to find out the predictive impact of the three independent variables on consumer 

experience and purchase intention. The results in detail could be summarized as given in Table 4 as usability, security, and 

personalization were found to play a significant role in improving both. In keeping with these findings, Figure 3 shows the 

relative predictive powers of the three factors graphically. 

Table 4. Regression Results Predicting Consumer Experience and Purchase Intention 

Predictor Variable Dependent Variable Beta t-value Significance 

App Usability Consumer Experience 0.34 7.21 <0.001 

App Security Consumer Experience 0.27 5.84 <0.001 

Personalization Consumer Experience 0.38 8.12 <0.001 

App Usability Purchase Intention 0.29 6.33 <0.001 

App Security Purchase Intention 0.22 4.91 <0.001 

Personalization Purchase Intention 0.35 7.65 <0.001 

 Lastly, the Structural Equation Model that summarizes 

the relationships that are tested is shown in Figure 4 that 

illustrates all the standardized path estimates that support 

the conceptual framework, including the relationship 
between the consumer experience and purchase intention. 

The general model had good indicators of fit, which 

supported the appropriateness of the hypothesized 

structure. 

As it can be seen, the descriptive statistics in Table 1 states 

that retail consumers in Delhi have a positive perception 

of mobile apps with a mean score exceeding 4.0 in terms 

of app usability, personalization, and consumer 

experience. This is augmented by figure 1 that indicates 
that most of the respondents (150) utilise retail apps daily 

and only few (38) rarely utilise them, which demonstrates 

the fact that most people are highly engaged with mobile 

retail apps. 

The reliability and validity tests show the strength of the 

measuring tools. All constructs have high internal 

consistency as indicated in Table 2 with Cronbach alpha 

of 0.86 to 0.91. The item loading diagrams in Figure 2 

indicate that the items have a high level of agreement with 

their corresponding constructs and this will mean that the 
usability, security, personalization and consumer 

experience are all measured accurately. 

Table 3 shows that the analysis of correlation between app 

usability, security, personalization, and consumer 

experience demonstrates that positive and significant 

correlations between these variables exist and that the 

enhancement of the app features is directly related to the 

increase of the user satisfaction. These correlations 

suggest that both variables make a significant contribution 

to the consumer experience as a whole. 

The predictive capacity of the independent variables is 

also supported by regression findings in Table 4. The 

predictors of consumer experience and purchase intention 

are usability, security, and personalization. Visual 

representation in Figure 3 demonstrates that the strongest 

impact on consumer experience is made by 

personalization (Beta = 0.38) and purchase intention is 

made by usability and personalization as well. 

Lastly, the structural model, as shown in Figure 4, 

validates the hypothesized relationships (H1–H4) to prove 

the fact that consumer experience mediates the influence 

of app features on purchase intention. The standardized 

path coefficients state that all the relationships are 

statistically significant and support the idea of the 

conceptual framework. All in all, these results indicate 

that mobile applications are critical influencing consumer 

behavior, and the elements influencing positive retail 

experiences are usability, security, and personalization. 

CONCLUSION 

The research validates the fact that the role of mobile apps 

in retailing experience of shoppers in Delhi is critical. 

Consumer experience increases greatly due to usability, 



How to cite: Swati, Dr. Pooja Tiwari, Role of Mobile Applications in Shaping Retail Consumer Experience: An Empirical Study in Delhi 

Advances in Consumer Research. 2026;3(8): 397-402 

 

Advances in Consumer Research 401 

 

 

security and personalization, which subsequently leads to 

purchase intention. Of these factors, personalization was 

found to be the most significant predictor, marking the 

importance of the personalized interaction in consumer 

satisfaction and loyalty. On the whole, these results 

confirm the hypotheses put forward and show that the 

features of mobile app are essential to enhance retail 

results. 

The study has a number of limitations despite what it 

brings. Convenience sampling restricts the ability to 

generalize to other consumers in Delhi (retail). Surveys 

that are self-reported can be affected by the social 

desirability bias. Also, the cross sectional design only 

captures the current state of consumer behavior and 

therefore cannot be used to infer with the passage of time. 

The results have useful implications to both the retail 

managers and the app developers. To make customers 
more satisfied, retailers should emphasis on the app 

usability, security improvements, and giving more 

personalized experiences to customers, which will 

increase their purchasing intent. Competitive edges in the 

mobile retail can be developed by investing in data-driven 

personalization strategies. 

This study can be extended in future to other metropolitan 

Indian cities so as to increase generalizability. 

Longitudinal studies have the potential of offering 
information on consumer behavior as it changes with 

time. Along with investigating other aspects, including 

social influence or loyalty programs, more depth can be 

added to the knowledge of mobile app adoption and retail 

experience. 
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