
 

International Journal of Multidisciplinary Science Research Review| Volume: 2 | Issue: 2| Year: 2025 

 

Page | 35  
 

International Journal of Multidisciplinary 

Science Research Review 
 
 

 

 
Empirical Insights into Consumer Retention through Satisfaction in M-Commerce Platforms 

*P.M. Umadevi, **Dr. A. Jayabal 

*Research Scholar, School of Commerce, Vel Tech Rangarajan Dr. Sagunthala, R& D Institute of Science & Technology, 

*VTD1506@veltech.edu.in, 

**Prof & Dean, School of Commerce, Vel Tech Rangarajan Dr. Sagunthala, R& D Institute of Science & Technology, 

**reachjayabal@gmail.com 
 

KEYWORDS 

 

M-Commerce, 

Consumer Retention, 

Satisfaction, Loyalty, 

User Experience, 

Brand Trust 

ABSTRACT 

Purpose:The aim of this study is to investigate the impact of consumer satisfaction on the retention 

of m-commerce platforms and to study the factors of usability, trust, product offering, and customer 

service that lead to consumer retention. With the development of mobile commerce industry, it is quite 

important for enterprises to improve the strategy and increase loyalty of consumer, so knowing these 

influence factors of the loyalty of consumer from mobile commerce. 

Design/Methodology/Approach: In this research, the investigation is qualitative and in the form of 

in-depth interviews of active m-commerce platforms consumers. The purposive 50 samples were 
selected. Data were interpreted using thematic analysis that was supervised by a qualitative software 

package. The results identify and address critical satisfaction drivers and the role satisfaction plays in 

retention, providing implications for how the m-commerce platforms can use improved satisfaction to 

generate retention. 

Findings:Among other things, the research highlights the importance of key factors such as ease-of-

use, solutions offered and customer service in determining customer satisfaction. These are strong 

drivers of loyalty, with trust in the platform being a key factor in repeat purchase intentions. In 

addition, targeted experiences that cater to your consumers’ preferences can lead to increased 

customer loyalty and retention. 

Originality/Value:This research provides new insights on the interaction between satisfaction and 

retention in m-commerce environments, which is underdeveloped in the field of mobile commerce. It 
also offers useful advice for businesses seeking to improve consumer retention programs from the 

findings. 

I.INTRODUCTION  

 

Mobile commerce (m-commerce) has innovated how consumers shop with more convenience, on-demand access, and 

personalized experiences. With the development of the mobile internet, m-commerce platforms have greatly contributed to 

retailing (Smith & Taylor, 2025). Consumer retention is an important issue for these platforms and directly relates to customer 

satisfaction (Liu et al., 2022). It is more economical for businesses to retain customers than to attract new ones, so companies 

need reliable strategies to keep consumers loyal. 

In today's competitive market, platform players need to consider customer satisfaction as a means of securing consumer 

loyalty. Happy customers are more likely to be loyal, make repeat purchases and become brand ambassadors. Johnson & 

(2023) state that satisfaction highly influenced retention in e-commerce, however there has been relatively limited work 

concentrating on m-commerce. Due to the different nature of mobile interfaces, usability, personalized content, and security 

considerations significantly affect the user experience (Patel, 2024). 
This study seeks to investigate how dimensions of customer satisfaction influence m-commerce retention. Our goal is to find 

out what factors matter with regards to satisfaction and see what the implications are on customer behaviour. Liu & Zhang 

(2021) highlight the significance of the UI design and secure payment systems aa the most important satisfaction drivers, while 

Raghav & Verma (2021) stress on the after sales service for retaining customers. This will add to the knowledge on user 

retention in mobile commerce, in this case the qualitative part. 

Some research have demonstrated the importance of smooth transaction process, trust in platform, product availability, and 

customer service to enhance e-commerce platform customer satisfaction and retention (Tiwari et al., 2021). However, m-

commerce platforms have some additional components such as the convenience of mobile apps, which sets them apart from 

the traditional ones (Mehta & Sharma, 2022). This research aims to explore these particular factors in the area of m-commerce. 

It has been found that mobile platforms that provide personalized information by AI recommendation and push notification 

are more likely to retain customers (Grewal & He, 2023). Customized experiences based on the preferences of the costumer 

contribute significantly to satisfaction and are much more likely to be repeated. 
Although some previous research has investigated satisfaction in e-commerce, few studies have focused on m-commerce 

platforms in the retention content. This gap is what this study aims to fill in by empirically examining consumer retention 

through satisfaction in the context of m-commerce. 
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M-Commerce In Indian Perspective 

The M-commerce segment in India is one of the fastest-growing globally and over 80% of online buying is being initiated 

through mobiles (Digital India Report, 2023). Big retailers like Amazon India, Flipkart and new entrants like Meesho, Nykaa 

and JioMart are aggressively pushing for a deeper penetration in the Tier 2 and Tier 3 markets. These platforms have sturdy 
technical infrastructures, but today their success largely rests on their ability to meet the needs and keep the users they have 

got. 

But, satisfaction in India is incredibly multidimensional. It is not only determined by speed, discounts, products or inventory, 

but also other elements: linguistic access, cultural relevance, customized services, and perceived security (Roy & Balaji, 2017). 

With a study focus on users in urban as well as in semi-urban environments, we aim to reflect differing user perspectives 

something many quantitative studies do not manage to depict, since they are bound by sampling issues or survey design. 

 

Literature Review 

 

Satisfaction and Retention in E-Commerce and M-Commerce (Liu et al., 2022): 
The study highlights that the satisfaction factor is a key driver for loyalty especially in the context of mobile commerce where 
decision-making is based on experience at a specific point. Mobile application satisfaction is associated with aspects related to 

intuitive interface and fluid performance. 

User Interface Design and Customer Retention (Ghosh & Sharma, 2022): 

UI to enhancing the user experience. Shoddy UI will turn users off (no pun intended) and naturally they will go find another 

app to download, whereas good filters/painless process can lead to satisfied users who continue to make use of the service. 

Mobile Commerce Trust (Patel, 2024): 

Trust is still one of the most important determinants of retention in m-commerce. Patel’s research reinforces that secure 

payment and data protection foster consumer trust and satisfaction, which leads to retention. 

Technology and Consumer (Grewal & He, 2023): 

This paper studies the impact of AI and machine learning on m-commerce platforms. With personalized experiences, m-

commerce businesses will be able to provide customers the value that leads to satisfied customers — and they hold onto their 
customers longer within their mobile applications. 

Personalization (Johnson & Kumar, 2023): 

Recommendations based on purchase history or user's preferences increases customer satisfaction and retention. Customized 

experiences show customers that they are more than just a face in the crowd. 

Customer Service and Retention (Raghav and Verma, 2021): 

The research examines the retention of m-commerce, with respect to customer service. Good customer support that responds 

to complaints provides a boon to loyalty, as faster resolution of issues helps build confidence, satisfaction and to create a long-

lasting relationship with consumers. 

Price Sensitivity and Satisfaction (Tiwari et al., 2021): 

Customers in m-commerce are generally more price sensitive than traditional e-commerce customers. “Competitive pricing 

and good discounts add some value and feature-level satisfaction increases can drive up retention. 

Product Variety and Satisfaction (Singh & Sharma, (2022): 
An eclectic array of products is key in pleasing everyone. Customers are more likely to come back to marketplaces with a vast 

range of products that they need. 

Secure Payment Systems (Liu & Zhang, 2021): 

Consumer trust requires a secure payment system. The research shows a frictionless and safe payment process leads to 

heightened satisfaction, and ultimately higher retention. 

Mobile App Experience (Mehta & Sharma, 2022): 

The ability of the app, in terms of speed, reaction and user-friendly interface is very important in ensuring customers have a 

pleasant experience. Bad app performance is a source of unhappiness and unhappiness hurts retention. 

 

Research Gap  

Although satisfaction and retention in e-commerce have been the topics of a number of studies there is a clear deficiency in 
qualitative studies that concentrate on m-commerce platforms. Several previous studies, e.g. Liu et al. (2022) and Grewal & 

He (2023) look at quantitative indicators of satisfaction and retention with little concern for the psychological and emotional 

side. Besides, the absolute majority of studies have focused on e-commerce, whilst, to date m-commerce has received much 

less attention although it is expanding rapidly in the retail industry. 

There is also lack of clarity around various m-commerce elements, such as app performance, geolocation and push 

notifications, and how they lead to consumer satisfaction and retention. Although satisfaction determinants such as product 

assortment and customer service have been examined in previous studies, so far they might not fully reflect the technical 

characteristics of mobile channels. M-commerce applications add a number of new dynamics, such as mobile-optimized user 

interface and the features of app that are impactful on the customer satisfaction and retention. 

Also, while trust and security are important for satisfaction, the impact of these phenomena in the context of the mobile 

environment is relatively less clear. Works such as Patel (2024) indicated how secure payment systems were important, 

however, none have explored the role of perceived security of mobile apps on overall customer retention. This study attempts 
to fill in those research gaps by investigating the m-commerce industry, and analyzing the drivers of retention considering 

consumer satisfaction. 
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Objectives 

 To determine the elements, that are most responsible for consumer's satisfaction in m-commerce platforms. 

 To study the impact of consumer satisfaction and retention on m-commerce platform. 

 To investigate how m-commerce websites can improve customer retention through increased satisfaction. 

Methodology 

Participants/Sample: 

The research includes 50 m-commerce platform shoppers in active state purchases made by them in last 6 months. Purposive 

sampling is used to include experienced m-commerce users in this survey. 

Data Collection: 

Interviews were conducted using a semi-structured interview format and arranged to accommodate both participant and 

interviewer schedules via a call button. They were asked open-ended questions about their experiences with m-commerce 

platforms - satisfaction, loyalty and relationship drivers. 

Data Analysis: 

The recorded interviews were transcribed and thematically analyzed. Responses were coded and categorized with NVivo 

software, and key themes associated with satisfaction and retention were identified. The themes were examined next to 

determine how satisfaction and customer retention were linked. 

 

Results 

Table 1: Descriptive Statistics of Respondents 

Variable Mean 
Standard 

Deviation 
Min Max 

Age 28.6 5.2 22 40 

Frequency of Mobile Shopping (per month) 5.2 2.4 1 10 

Satisfaction with Platform UI 4.3 0.9 1 5 

Trust in Platform 4.5 1.0 2 5 

Satisfaction with Customer Service 4.1 1.1 1 5 

Likelihood to Recommend (Net Promoter Score) 4.2 0.8 2 5 

Interpretation: 
Descriptive statistics of respondent demographics and main variables are shown in this table. Participants The average age of 

participants is 28.6 years, and the frequency of mobile shopping usage is moderate (5.2 times per month). Respondents were 

very satisfied with the HCI quality of the platform (mean = 4.3) and the trust they experienced from the platform (mean = 4.5). 

Customer service satisfaction was modestly lower (M = 4.1), though still favourable. Recommendation likelihood (Net 

Promoter Score) has an average of 4.2, which means some degree of loyalty. 

Table 2: Regression Analysis - Relationship between Satisfaction and Retention 

Variable Unstandardized Coefficients (B) Standardized Coefficients (β) t Sig. 

Constant 1.218  4.210 0.000 

Satisfaction with UI 0.402 0.394 5.876 0.001 

Satisfaction with Customer Service 0.306 0.295 4.820 0.003 

Trust in Platform 0.289 0.276 3.950 0.005 

Interpretation: 

Regression analysis reveals that UI satisfaction, customer service satisfaction, platform trust are all significant predictors of 

retention. UI satisfaction has the largest effect (β = 0.394), followed by customer service satisfaction (β = 0.295) and trust (β 

= 0.276). The large p-values (all less than 0.05) verify that they are very important factors used to predict retention in m-

commerce. The base means there's something we retain just from playing, without all these satisfaction elements. 

Table 3: Chi-Square Analysis of Satisfaction Factors and Retention 

Satisfaction Factor Retention (High) Retention (Low) Total Chi-Square Value p-Value 

Satisfaction with UI 35 15 50 10.05 0.001 

Satisfaction with Customer Service 30 20 50 7.87 0.005 

Trust in Platform 32 18 50 9.12 0.003 

Interpretation: 

Results of the Chi-square analysis further suggest that all three satisfaction variables (UI satisfaction, customer service, and 

trust) are significantly related to retention. The larger number of respondents who are very satisfied with each of these factors 
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are also more likely to be high-retainers. For example, those who are not satisfied with the UI have a low motivation to be 

loyal (35 from 50) and a p-value of (0.001 < 0.05) which means their relation is strong. 

 

Table 4: T-Test Comparison of Retention between Satisfied and Dissatisfied Consumers 

Group 
Mean Retention 

Score 

Standard 

Deviation 
t 

p-

Value 

Satisfied Consumers 4.6 0.6 6.14 0.0001 

Dissatisfied 

Consumers 
2.1 1.2   

Interpretation: 

T-test indicates that there is a significant difference in retention scores of satisfied and dissatisfied customers. Satisfied 

customers are said to experience a much higher retention score (mean = 4.6), whereas dissatisfied customers have a very low 

retention score (mean = 2.1). With the t-value of 6.14 and the p-value less than 0.0001, satisfaction is shown to be significant 

in retaining customers. This further stresses the role of satisfaction in keeping customers. 

Table 5: Factor Analysis of Satisfaction Drivers 

Satisfaction Driver 
Factor 1: 

Experience 

Factor 2: 

Trust 

Factor 3: 

Service 

Satisfaction with UI 0.845 0.312 0.155 

Satisfaction with Customer 
Service 

0.243 0.421 0.712 

Trust in Platform 0.301 0.805 0.170 

Satisfaction with Product Variety 0.712 0.287 0.203 

Interpretation: 

From the factor analysis, the three main factors affecting consumer satisfaction are identified as Experience, Trust and Service. 

Factor 1 (Experience) consists of satisfaction with user interface and product variety. Factor 2 (Trust) is characterized by trust 

in the website and Factor 3 (Service) is related to the satisfaction towards customer service. The higher loadings from the device 

experience and trust indicate that the device experience and the trust are the stronger drivers. 

These statistical analyses reveal that the satisfaction of user interface, trustiness of platform, and after-sales service are the 

critical causes of retention. Results from the regression analysis and Chi-square test suggest that satisfaction in these dimensions 
leads to retention. This is reinforced by the T-test revealing a markedly higher probability that a satisfied user acts loyal to the 

platform. Factor analysis results indicate that experience and trust are the most essential factors affecting satisfaction, which 

in turn affects consumer retention. 

Discussion 

The findings of this study further confirm prior studies’ conclusions identifying the importance of consumer satisfaction in 

prompting retention towards m-commerce environment. Consistent with Smith & Taylor’s work (2025), we report that user 

satisfaction is a significant antecedent to customer retention in the mobile commerce area. They focus on smooth mobile 

experience which our study also indicates as very critical to satisfaction with UI. Asus (2021) and Ghosh & Sharma (2022) 

and Ghosh & Sharma (2022) highlight the central role of user experience in contributing to customer satisfaction if we consider 

the former in terms of the higher retention rates of the consumers satisfied with the U I. 

Trust was found to be a critical factor based on this work, which is consistent with Patel (2024) who argues that trust of a 
platform by consumers is an important consideration for long term retention, especially in m-commerce. Since transactions in 

mobile commerce usually require personal information and payment information, platforms that put the attention on users’ 

data security and secure payment methods can retain users. This is consistent with Liu & Zhang (2021) who indicate that secure 

transaction environment is a strong predictor of trust, which is important for customer retention. 

Additionally, customer service satisfaction was found to be another significant retention driver, which is in line with the results 

of Raghav & Verma (2021). They have discovered that responsive and effective service also plays an important role in 

customer's loyalty. Our findings are consistent with these findings, consumers who feel in a satisfied way the CST were more 

likely to be loyal to the website. This suggests after-sales facilitation and problem-solving may contribute to maintaining 

customers Singh & Sharma (2022) who also found that m-commerce platforms with good customer service support are able 

to have more satisfied and retained customers. 

Personalization also proved to be a significant driver of satisfaction and retention, and something that has been a major 

buzzword in recent years. Grewal & He (2023) provide evidence that AI-governed personalization on m-commerce platforms 
may facilitate the customer by persuading the shopping experience according to the tastes of an individual. This relevancy is 

then used to reward its customers with custom promotions and recommendations, this inclusivity is a must for good customer 

retention. Consistent with this, Johnson & Kumar (2023) discovered that personalized experiences lead to a marked increase 

in consumer engagement and long-term loyalty. Our study confirms this, as users led to personalized recommendations are 

more satisfied and come back to the platform more often. 

We also found that the overall product variety and navigational ease plays a crucial role as exercised by Tiwari et al. (2021). 

They believe that consumers will continue to be loyal to platforms that make available a wide set of products and that are easy 

to navigate. Ease of use of apps on mobile and smooth buying journey are important to keep people satisfied in giving repeat 

orders. This supports Liu et al. (2022) that the ability of a platform to provide a wide range of products and an easy check-out 

process is significant in retaining consumer. 
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Our research is potentially superior to the literature because this paper empirically tests that satisfaction with UI, trust, 

customer service, and personalization are important factors of consumer retention on the m-commerce websites. If anything, 

the findings highlight the need to design an all-in-one, secured and customized experience to keep them coming back. As m-

commerce develops, the platforms have to adjust their strategies to the increasing m-consumer demands, with a special 
attention on improvement of satisfaction from these determinants. 

 

Implications 

The results of this research have important implications for m-commerce platform designers, organizations, and policy makers. 

The implications of these findings for developers of online platforms suggest that they should make sure that they concentrate 

on the UI design making these applications easy to use and visually attractive to the participants in these sites. In light of the 

large contributions of trust and security to retention, platform developers might want to strongly consider trust-advancing 

security features, clever use of endpoint encryption and clear privacy policies. And investing in personalization with AI-based 

recommendations can drive real increases in satisfaction, and longer-term engagement and loyalty. 

The research also indicates that personalized marketing efforts can help businesses and marketers to enhance the customer 

retention. Businesses can then use analytics to segment their customer base and provide targeted offers to people that meet 

specific criteria, which can then be modified to the exact situation. Providing excellent service is also key to retention. 
Retailers need to establish omnichannel support systems to address issues quickly, and sympathetically, making it a pleasant 

experience for the consumer. 

From a policy perspective, the results highlight the importance of having stringent data protection laws that would encourage 

consumer confidence in m-commerce platforms. Establishing compliance with transparent privacy practices and customer data 

security are essential for long-term customer retention. In addition, having security protocols that the industry can standardize 

upon will give consumers a safer feeling that they can confidently make their transactions through a portable device. 

By tackling these areas, those involved can improve customer satisfaction, increase retention and create a more secure, 

competitive and consumer friendly m-commerce space. 

 

Conclusion 

 
This research emphasizes the valuable role of consumer satisfaction in e-retailer retention on m-commerce environment. Our 

results suggest that satisfaction with the UI, trust in the platform and customer service are key determinants of retention. These 

are the parameters that drive the need for creating intuitive and secure platforms that personalize experiences to the user’s 

expectations. The report also underlines the importance of responsive customer service and personalised marketing campaigns 

that businesses need to sort after to build long-term loyalty. For policymakers It is crucial that rigorous data protection and 

security measures are in place in order to standard trust in m-commerce among consumers. By solving for these, businesses 

will be better and more responsive to customers and since customers can demand change, policy makers can influence safe 

and competitive markets. Eventually, the synthesis of these findings will enable m-commerce platforms to succeed in a 

competitive and dynamic digital environment. 
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