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Abstract—Urban consumers are increasingly seeking 

immediate solutions to their needs, including fashion. 

This case study explores the design of a hyperlocal 

fashion delivery service that promises style at users' 

fingertips—within just 10 minutes. Drawing on user 

experience (UX) research and interaction design 

methods, we address how to balance the demand for 

speed, trust, personalisation, and fashion curation in a 

fast-paced urban environment. Through generative and 

evaluative research, persona development, user journey 

mapping, and low-fidelity prototyping, this project 

highlights the unique UX challenges of designing for 

instant gratification in fashion. The study emphasises the 

importance of emotion-driven design and seamless flow 

in satisfying impulse fashion needs without 

overwhelming the user. We reflect on the evolving role of 

UX design in facilitating trust and decision-making in 

time-sensitive services. 

 
Index Terms—Instant Gratification, UX Design, Fast 

Fashion, Hyperlocal Delivery, Urban Consumers, 10-

Minute Delivery, User Journey 

 
I INTRODUCTION 

 

In today’s urban ecosystems, consumer expectations 

are evolving toward on-demand experiences that 

prioritise speed and convenience. While sectors such 

as food, grocery, and mobility have rapidly adapted to 

instant delivery models, the fashion industry remains 

relatively unexplored in this domain. However, with 

growing cultural emphasis on individuality, trend 

responsiveness, and fast-paced lifestyles, the appetite 

for instant fashion gratification is intensifying—

especially among young professionals in metro cities. 

This paper presents a UX design case study of a mobile 

application that delivers curated fashion items to users 

in under ten minutes. We investigate how such a 

service can be designed to support impulse-driven 

purchasing decisions while maintaining user trust and 

ensuring satisfaction with the received product. We 

specifically focus on the intersection of interaction 

design, emotional gratification, and decision 

architecture for an experience that enables fast yet 

confident fashion choices. Drawing inspiration from 

hyperlocal delivery systems and the behavioural 

science behind instant gratification, this study explores 

the UX strategies necessary to serve consumers with 

urgent yet aesthetic fashion needs. 

The goal is not just to enable faster deliveries but to 

design an emotionally resonant, efficient, and 

frictionless experience that mirrors the psychological 

satisfaction users expect from instant gratification in 

fashion. The findings contribute to ongoing 

discussions around human-centred design in the 

context of real-time retail environments and offer 

insights for practitioners aiming to bridge desire, 

design, and delivery in meaningful ways. 

 

II LITERATURE REVIEW 

 

Instant Gratification in Digital Consumerism 

The concept of instant gratification, historically linked 

with impulsive behaviour, has taken new forms in the 

digital age. Today’s mobile-first consumers expect 

products and services to be delivered not just rapidly, 

but intuitively and on demand. Studies in behavioural 

economics (Loewenstein, 1996) and digital retail 

(Katz & Aspden, 1997) suggest that the gratification 

cycle is shrinking—especially in urban environments 

where mobile accessibility and speed define 

satisfaction. 

Fashion, often associated with self-expression and 

mood, is particularly susceptible to impulse-driven 

decisions. Existing fast fashion platforms, such as 

Myntra and Zara, cater to style responsiveness, but fail 

to offer immediate physical ownership, creating a gap 

in the gratification loop. This study seeks to address 

that gap by embedding ultra-fast delivery capabilities 

into the fashion decision-making experience. 

 

Hyperlocal and On-Demand Logistics 

The rise of hyperlocal delivery models—popularised 

by platforms like Blinkit and Dunzo—demonstrates 

how real-time logistics can redefine urban 

convenience. Prior research (Raj & Singh, 2021) notes 

the importance of trust, transparency, and spatial 

optimisation in making hyperlocal systems successful. 

However, most of these studies focus on perishables 

(groceries, food), with limited literature addressing the 
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application of such models to non-essential, style-

driven products like fashion. 

This paper explores how hyperlocal logistics 

principles can be adapted to meet the needs of 

emotionally driven fashion shoppers. The research 

draws parallels with behavioural data from e-

commerce, where the friction of decision-making can 

either enhance or hinder conversions based on timing 

and interface design. 

 

UX DESIGN FOR IMPULSE AND SPEED 

Designing for immediacy involves more than reducing 

load times or delivery durations. Research in UX 

psychology (Norman, 2004; Hassenzahl, 2010) 

emphasises that immediate responses must also be 

emotionally satisfying, predictable, and confidence-

inducing. Fast interfaces that fail to build trust or 

clarity may deter users despite their speed. 

Hence, our UX approach considers both emotional and 

functional needs, merging aesthetics with cognitive 

simplicity. It also explores how micro-interactions, 

guided discovery, and minimal cognitive friction play 

critical roles in designing experiences for instant 

decision-making. 

 

III CASE STUDY OVERVIEW 

 

Design Concept: Flash Fit – 10-Minute Fashion 

Delivery 

Flash Fit is a conceptual hyperlocal mobile app 

designed to deliver curated fashion items to users in 

metro cities within ten minutes. The idea stems from a 

cultural insight: urban users, often attending last-

minute events, dates, or meetings, frequently need 

quick fashion solutions but lack the time or patience to 

shop physically or wait days for online delivery. 

The service aims to provide limited but well-curated 

style options based on the user's occasion, mood, 

weather, and skin tone—optimised through a seamless 

interface and hyper-efficient logistics model. 

 

Project Objectives 

• To identify the UX requirements of urban users 

seeking instant fashion gratification. 

• To design a simple, emotionally engaging, and 

intuitive app flow that reduces cognitive effort in 

decision-making. 

• To integrate real-time availability, trust indicators 

(like quality scores and ratings), and location-

based delivery into the interface. 

 

Stakeholders 

• Primary Users: Urban millennials and Gen Z 

professionals (aged 22–35). 

• Delivery Partners: Trained riders operating within 

a 3km radius. 

• Fashion Vendors: Local fashion brands and 

micro-warehouses with curated inventory. 

• Business Operators: Service managers, UX 

designers, and brand curators. 

 

IV RESEARCH METHODOLOGY 

 

To explore how a 10-minute fashion delivery service 

could meet user needs, we adopted a mixed-method 

approach integrating both generative and evaluative 

research methods commonly used in UX design 

practice. The research was conducted over three weeks 

in a metropolitan Indian context (e.g., Hyderabad), 

where quick commerce is already reshaping food and 

grocery consumption. 

 

Generative Research 

Our initial inquiry was exploratory. Semi-structured 

interviews were conducted with 12 participants aged 

22–35, all of whom identified as fashion-conscious 

and frequently used delivery apps like Swiggy, Blink 

it, or Amazon Prime. Interviews focused on their last-

minute fashion experiences, emotional triggers, online 

shopping behaviours, and expectations for speed, trust, 

and product assurance. 

In parallel, we analysed four leading fast fashion and 

delivery platforms (Zara, H&M, Blinkit, and Myntra) 

to extract best practices and UX patterns relevant to 

impulsive yet informed decision-making. 

 

Evaluative Research 

Following concept ideation, we developed low-

fidelity wireframes and interactive prototypes. 

Usability testing was conducted with 6 participants to 

evaluate navigational clarity, emotional resonance, 

and decision confidence. Think-aloud protocol and 

scenario-based tasks (e.g., “You need a new outfit for 

a party in 2 hours”) were used to simulate urgency. 

 

Qualitative Research Methods 

User Interviews: Conduct one-on-one interviews with 

potential customers to gather in-depth insights into 

their expectations for fast fashion delivery, pain points, 

and preferences. 

Focus Groups: Organise focus groups with target 

customers to discuss their shopping habits, 

experiences with delivery services, and opinions on 

fashion trends. This can facilitate group discussions 

that reveal collective insights. 

Contextual Inquiry: Observe customers in their natural 

shopping environment to understand how they make 

decisions about fashion purchases and what delivery 

options they prefer. 
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Ethnographic Studies: Spend time with users in their 

daily lives to observe how fashion fits into their 

routines and the role of delivery in their shopping 

experience. 

 

Quantitative Research Methods 

Surveys: Create and distribute surveys to gather data 

on customer preferences, desired delivery speeds, and 

satisfaction levels with existing services. Use tools 

like Google Forms or SurveyMonkey for this. 

A/B Testing: Implement A/B testing for different 

marketing messages or delivery options to see which 

ones resonate more with your audience. 

Website Analytics: Analyse data from your website or 

app to understand user behaviour, such as click-

through rates, abandonment rates, and time spent on 

pages related to fashion delivery. 

Customer Feedback Forms: Collect feedback from 

customers after using the service to identify areas for 

improvement and gauge overall satisfaction. 

Market Analysis: Conduct secondary research on 

market trends, competitor offerings, and consumer 

behaviour in the fast fashion and delivery sectors to 

identify gaps and opportunities 

 

MIXED METHODS 

Customer Journey Mapping: Combine qualitative 

insights from interviews or focus groups with 

quantitative data from surveys to create 

comprehensive customer journey maps that highlight 

key touchpoints and pain points in the delivery process. 

 

SYNTHESIS TOOLS 

Collected data was analysed using thematic coding in 

Miro and Figma. User journeys were mapped to 

identify friction points in the traditional fashion 

shopping flow. These were further distilled into two 

distinct personas and service blueprints to inform the 

design strategy. 

 

USER PERSONAS 

Based on patterns observed in our qualitative research, 

two core personas were developed to capture the 

attitudes, motivations, and pain points of prospective 

users of a 10-minute fashion delivery service. 

These personas informed the design tone, decision 

simplicity, and the need for micro-feedback 

mechanisms to support impulsive but emotionally 

grounded decisions. 

Using databases like Statista, Euromonitor, or 

McKinsey Fashion Insights, researchers can perform 

descriptive and inferential statistical analysis of 

market size, growth rates, and behavioral trends. This 

helps quantify competitive benchmarks and identify 

underserved segments for hyperlocal delivery in the 

fashion sector. 

USER JOURNEY MAPS 

To better understand the emotional landscape and 

behavioural triggers of our target users, journey maps 

were constructed for both personas, focusing on the 

critical stages leading up to and following a fashion 

purchase. Each journey highlighted emotional states, 

touchpoints, and design opportunities. 

 

     Persona 1: Riya – The Time-Pressed Fashion 

Seeker 

• Age: 27 

• Occupation: Marketing Manager 

• Location: Bangalore 

• Lifestyle: Busy weekdays, social weekends 

• Pain Point: “By the time I reach the store, my size 

is gone.” 

• Goal: Wants quick, stylish outfits that suit her 

vibe and skin tone, especially for impromptu 

events. 

• Behaviour: Prefers curated choices; avoids 

endless scrolling. Shops mostly from mobile apps. 

Quote: 

“I do not want one hundred options. I want five good 

ones that look like me and come right now.” 

     Persona 2: Ankit – The Instant Gratification 

Enthusiast 

• Age: 24 

• Occupation: UI Designer 

• Location: Hyderabad 

• Lifestyle: Impulsive, trend-aware, tech-savvy 

• Pain Point: Gets bored waiting for deliveries, 

dislikes returning wrong fits. 

• Goal: Wants instant, well-fitted fashion that 

boosts confidence. 

• Behaviour: Influenced by Instagram and Reels. 

Values speed and packaging aesthetics. 

Quote: 

“If Blinkit can bring ice cream in 8 minutes, why not 

a T-shirt that fits me? 

 

J Journey 1: Riya’s “Event Mode” Experience 

Scenario: Riya has just received an impromptu invite 

to a networking dinner. 
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Journey 2: Ankit’s “Outfit Craving” Experience 

 

Scenario: Ankit sees a new streetwear look on 

Instagram and wants it now. 

 
These journey maps reinforced the idea that instant 

fashion gratification is deeply emotional. The desire to 

look good quickly is not just about speed, but about 

reassurance, delight, and seamlessness. 

 

DESIGN PROCESS 

The design phase followed a lean, iterative structure 

with clear stages of ideation, wireframing, prototyping, 

and user testing. At each step, insights from the 

research phase were integrated to ensure relevance and 

resonance with user behaviour. During the ideation 

phase, brainstorming sessions were conducted to 

generate creative solutions addressing user pain points 

identified through surveys and analytics. Key ideas 

included real-time delivery countdowns, instant size 

availability, and personalized fashion suggestions. 

Stakeholders from marketing, logistics, and design 

collaborated using digital whiteboards (e.g., Miro or 

Fig Jam) to ensure cross-functional alignment. Low-

fidelity wireframes were created using tools like 

Figma to outline core user flows—browsing, selecting, 

and checking out within minimal taps. Special 

attention was paid to prioritizing urgency and 

convenience on screen real estate, such as integrating 

visible delivery timers, “Fastest Option” labels, and 

one-click reordering features. 

 

1. Information Architecture Simplification

 
 

We reduced the number of screens needed for 

decision-making from 6 (on comparable fashion apps) 

to just 3: 

• Discover 

• Preview 

• Order 

This reduction helped minimize decision fatigue while 

maintaining engagement through visual storytelling 

(outfits styled on real people, not mannequins). 

 

2. Key UX Principles Applied 

• Progressive Disclosure: Users see only a few 

high-quality items relevant to their current context. 
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• Visual Feedback: Real-time delivery countdown, 

haptic confirmation, and delivery tracking 

enhance trust. 

• Emotional Mapping: Interface language and color 

choices (e.g., energetic oranges, deep browns) 

align with urgency and confidence. 

 

3. Wireframing & Iteration 

Low-fidelity wireframes were first sketched and then 

digitally mapped using Figma. The UI emphasized: 

• Large product visuals 

• One-tap checkout 

• “Try on virtually” toggle (future feature) 

Users responded positively to the limited choice model, 

noting that it helped “skip the endless scrolling” 

common in mainstream shopping apps. 

 

4. Service Blueprint 

A service blueprint was created to map out the 

frontstage (user interface interactions) and backstage 

(inventory checks, delivery partner allocation, live 

ETA) processes. This clarified touchpoints between 

UX, operations, and logistics, enabling smoother 

design-to-development handoff. 

 

The Triangular Delivery System Was Successful 

Compared to A Blockchain Delivery System in 

Certain Contexts Due to the Following Reasons: 

1. Efficiency in Routing and Coordination: 

Triangular Delivery System: This system often 

focuses on optimising the delivery path by creating a 

triangular route. A delivery person might pick up 

multiple packages at once and drop them off at 

different locations, forming a triangular or looped path. 

This approach allows for faster deliveries because it 

minimises the distance travelled, making the system 

more efficient and time effective. 

 

Blockchain Delivery System: While blockchain offers 

high security, transparency, and trust, it is not 

inherently designed to optimize delivery routes. 

Blockchain excels in secure record-keeping, contract 

management, and decentralised tracking, but the 

actual logistics of physical delivery may not be 

optimised as efficiently as a triangular system. 

 

2. Simplicity: 

Triangular Delivery System: The triangular system is 

simpler and easier to implement, especially for local 

deliveries or smaller-scale operations. It focuses on 

direct routing, which requires fewer resources in terms 

of technology and coordination. 

 

Blockchain Delivery System: Blockchain introduces 

complexity due to its decentralised nature. While great 

for tracking, authenticity, and preventing fraud, its 

overhead can slow down processes if not implemented 

efficiently for real-world delivery scenarios. The 

distributed ledger requires constant updating, which 

may not be necessary for simple delivery tasks.  

 
 

3. Cost-Effectiveness: 

Triangular Delivery System: Since triangular routing 

optimises delivery paths, it reduces fuel and labour 

costs. Companies using this system can often deliver 

packages faster with fewer resources, leading to lower 

operational costs. 

 

Blockchain Delivery System: While blockchain can 

reduce certain types of costs (e.g., eliminating 

intermediaries in payment processing), the 

technological infrastructure required for a fully 

functional blockchain system can be expensive. The 

high computational power and energy costs may not 

provide enough return on investment for basic delivery 

services.  

 

4. Speed and Scalability: 

Triangular Delivery System: This system is highly 

scalable for deliveries over short distances or within 

urban environments. Delivery personnel can 

efficiently manage several deliveries in a short 

timeframe without the need for complex data handling. 
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Blockchain Delivery System: Blockchain can be 

slower in processing due to the time required to update 

the distributed ledger, verify transactions, and manage 

decentralised tracking. For large-scale or fast-moving 

deliveries, this added complexity can slow down 

operations.  

 

5. Use Case Flexibility: 

Triangular Delivery System: This system is highly 

flexible for real-time delivery adjustments, especially 

in areas with high traffic. The simplicity of the routing 

makes it adaptable to changes like new orders or road 

conditions. 

 

Blockchain Delivery System: Blockchain excels in 

specific use cases like ensuring secure transactions, 

tracking supply chain authenticity, or validating 

product origins. However, in daily delivery tasks, its 

advantages may not outweigh the need for a simpler 

and faster system like the triangular modelScreen 

Interface Design 

 

The screen interface was conceptualized to support 

fast decision-making while reinforcing emotional 

satisfaction and trust. Building on the simplified user 

flows and journey insights, we designed an intuitive, 

minimalistic, and visually rich experience that 

mirrored the immediacy promised by the brand. 

User Flows Identified 

Three primary flows were constructed and tested: 

1. Instant Discover – View curated outfits based on 

time of day, weather, and style profile. 

2. Quick Preview & Fit Check – Single tap to view 

real-person mock-ups and size recommendations. 

3. Lightning Checkout – One-click purchase with 

estimated delivery countdown shown post-

confirmation. 

 

Key Screen Highlights  

  Discover Screen 

• Limited set of 3–5 outfit suggestions (based on 

persona moodboards). 

• Each card showed model photo, estimated 

delivery time (e.g., “9 mins to your door”), and 

trust badge (e.g., “Top Rated”). 

  Product Detail Page 

• Displayed real-time stock availability. 

• Smart size predictor (preset by user profile or last 

order). 

• Emo-touch phrases like “You’ll look    in this.” 

• “Quick Fit Preview” allowed toggling between 

skin tones to check visual harmony. 

  Checkout & Confirmation 

• One-click Apple Pay/GPay integration. 

• Immediate visual feedback (animated delivery 

truck, live countdown timer). 

• Option to “Share your look” post-delivery. 

Screens were designed with rounded corners, high-

contrast elements for accessibility, and subtle motion 

UI to reinforce speed and polish. 

 

USER TESTING 

Usability testing was conducted with 6 participants (3 

from each persona group) using Figma interactive 

prototypes in mobile view. The test simulated high-

pressure use cases (e.g., “Find a top for a last-minute 

party in 10 minutes”) using task-based and think-aloud 

protocols. 

 

KEY OBSERVATIONS 

• Decision Comfort: 5 out of 6 users preferred the 

app’s limited choice interface over traditional e-

commerce, describing it as “calming” and “to-the-

point.” 

• Trust Cues: Visual indicators like delivery ETA, 

real photos, and badges increased confidence. 

• Flow Completion Rate: All users completed the 

discovery-to-checkout task in under 1 minute. 

• Emotional Language: Phrases like “We got your 

back!” and “Your fit is flying to you” resonated 

well, adding personality to the interaction. 

 

Feedback Themes 
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These insights informed micro-level refinements for 

future iterations and validated the service's core UX 

proposition: fast, curated fashion made simple and 

joyful. 

 

V DISCUSSION 

 

Designing a user experience for instant fashion 

gratification presented a unique blend of emotional, 

behavioural, and logistical challenges. Unlike other 

hyperlocal delivery services where speed is often the 

primary success metric, fashion adds layers of 

personal expression, confidence, and fit—making trust 

and decision assurance just as critical as delivery time. 

Our study revealed that users seeking fast fashion 

options are not just looking for immediacy, but also for 

emotional validation and confidence in curation. The 

preference for limited, context-driven choices 

validated earlier behavioural research suggesting that 

too many options can lead to paralysis, especially 

under time pressure. 

 

Additionally, the use of visual feedback (like 

countdowns and real-life model images) helped reduce 

cognitive friction and build a sense of reliability. This 

mirrors existing literature on UX trust factors in high-

speed commerce environments. The journey from 

impulse to delight was not just about interface 

usability but about how the system emotionally 

supported users through a fast but meaningful 

purchase experience. 

 

Another significant insight was the importance of 

invisible infrastructure—users needed to trust that the 

promised 10-minute delivery would materialize. 

Service blueprinting played a key role in aligning UI 

expectations with backend capabilities, ensuring that 

logistics, inventory systems, and interface promises 

worked together seamlessly. 

 

Implications for Practice 

This case study surfaces three key takeaways for UX 

designers, product managers, and service strategists 

working in high-urgency, style-oriented digital 

experiences: 

1. Design for Decision Lightness, Not Just Speed 

Prioritize reducing cognitive overload through 

curated suggestions and progressive flows. The 

fastest UX is not the one with the least clicks—

it’s the one with the least doubt. 

2. Emotion-Led Micro interactions Matter Visuals, 

phrases, and tiny touchpoints—like a delivery 

countdown or “You got this!” message—can 

convert routine interactions into moments of joy 

and trust, especially in fashion. 

3. Align Frontstage and Backstage Use tools like 

service blueprints to tightly integrate UI design 

with inventory, delivery, and logistics systems. 

Mismatched promises break trust faster than poor 

design. 

 

VI CONCLUSION & FUTURE WORK 

 

This research presented the development process of a 

user-centered mobile application designed to address 

the needs of modern users in the domain of 10-minute 

fashion delivery. By applying UX design principles, 

conducting both qualitative and quantitative research, 

and adopting agile methodologies, the app bridges the 

gap between user expectations and fast-paced digital 

solutions. Prototype testing revealed high user 

engagement, satisfaction with the app’s simplicity and 

speed, and improved efficiency in browsing and 

ordering fashion items. 

 

Looking ahead, future work could involve developing 

a scalable, full-featured version of the app with 

expanded capabilities, including AI-driven 

personalization and real-time inventory systems. 

Further research may also explore how such instant-

delivery experiences perform across different cultural 

contexts, how speed can align with sustainability, and 

how inclusive UX design can make fashion delivery 

accessible to diverse user groups. These directions will 

ensure the app continues to evolve with user needs and 

emerging technological possibilities. 
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