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This thesis is aiming to understand the process of online customer experience and which actions 

are required in order to develop online customer experience in the B2C industry. This thesis is 

conducted as qualitative research where semi-structured interviews were chosen for the data 

collection method. Abductive methods were utilized in this study since the process model for 

this study was presented before receiving the results. The aim was to specify what phases the 

process includes and how companies can improve their online customer experience in the B2C 

sector. The world is full of data, thus being capable of effectively improve online customer 

experience, the company isn’t recommended to gather all data types, which are available. The 

empirical research shows that behavioral data have a central role in terms of the development 

process. Whereas the theoretical part emphasized the role of attitudinal data, which refers to 

open feedback. Empirical research didn’t recognize it to provide additional value for the 

company’s processes. Both existing literature and empirical research agree that key actions to 

maintain continues development process in terms of online customer experience are small 

developments, capitalize gained information on a fast pace and remove intuition from the 

decision-making process. In addition, before implementing new procedures, the company has 

to ensure their actions are answering to customers’ problems. The results show that being 

capable of developing online customer experience it requires fully knowing and understanding 

customers’ needs.  
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Tämä tutkimus tavoittelee ymmärtävänsä digitaalisen asiakaskokemuksen kehitysprosessia ja 

mitä toimenpiteitä prosessin vaiheet pitävät sisällään. Tutkimus on muodostettu laadullisena 

tutkimuksena ja teemahaastattelu on valittu datakeräys metodiksi. Työssä on hyödynnetty 

abduktiivisen tutkimuksen metodeja, sillä tutkimuksen prosessi on esitetty ennen kuin tulokset 

on saatu. Tutkimuksen tavoite on selventää mitä vaiheita prosessi sisältää ja kuinka yritykset 

pystyvät kehittämään heidän digitaalista asiakaskokemustaan B2C-sektorilla. Dataa on 

kaikkialla, siksi pystyäkseen tehokkaasti kehittämään digitaalista asiakaskokemusta yrityksiä 

ei suositella keräämään kaikenlaista dataa, johon heillä on mahdollisuus. Työn empiirinen 

tutkimus osoittaa, että käyttäytymisdatalla on keskeinen rooli digitaalisen asiakaskokemuksen 

kehittämisessä. Kun taas teoria painottaa asennedatan roolia, joka viittaa avoimeen 

palautteeseen. Empiirinen tutkimus ei tunnista sen tuovan lisäarvoa yrityksen 

kehitysprosessille. Molemmat teoria sekä empiirinen tutkimus ovat yksimielisiä siitä, että 

toimenpiteet, joilla ylläpidetään jatkuvaa kehitysprosessia ovat jatkuvat pienet muutokset, datan 

hyödyntäminen nopealla tahdilla ja intuition poistaminen päätöksentekoprosessista. Ennen 

uusien toimenpiteiden implementointia yritysten täytyy varmistaa, että heidän toimintansa 

vastaa asiakkaidensa ongelmiin. Tulokset osoittavat, että pystyäkseen kehittämään digitaalista 

asiakaskokemusta yrityksen täytyy perin pohjin tuntea ja ymmärtää asiakkaidensa tarpeet.  
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1 INTRODUCTION 

 

The shift from offline to online customer experience is a result from the changing nature of e-

commerce sites, which have used to be static and rigid but nowadays they have an interactive 

and dynamic nature, which offers a create platform for business to use. The rise of technological 

development has expanded the opportunities for interactions between customer and the 

organization. (Klaus 2013: Rose, Hair & Clark, 2011) The world-wide usage of the Internet has 

remarkably changed nowadays’ business world (Filenius 2015). According to McLean & 

Wilson (2016) before the Internet was considered to be a mean to deliver services with a low 

cost, also it was seen to be a convenient channel for the communication between the company 

and the customers. Along the developed technology its role has only managed to grow in the 

business world. The new technology enables customers to obtain accurate information from 

various sources and make purchases more effectively than ever before.  

 

Thus, nowadays the Internet is the central channel for the service delivery and fundamental part 

of our day-to-day business. That being said the Internet has created various opportunities for 

companies to conduct in online environment and it has become a powerful channel for social 

interaction, exchange of goods and to access information. (McLean & Wilson 2016; Klaus 

2014) Digitalization has led to a great competition in the field of technology and new 

competitors are entering the market constantly, thus companies are continuously seeking ways 

to develop their actions to provide better experiences to customers. Outstanding online 

experience will favor the business, as it will positively impact on the customer’s online 

behavior. (Klaus 2013; Shobeiri, Mazaheri & Laroche 2018.)  

 

Today’s customers have lot of requirements, no obligations to remain loyal to a specific brand, 

as the Internet is full of options. Every company is excited of online customer experience and 

dreaming of making that as their competitive advantage. Different studies have pointed out 

different qualities for a successful online customer experience such as friendly service, 

convince, efficiency, professional service, modern technology but at the end it all comes down 

with people’s needs and understanding customers’ preferences. (Filenius 2015; Lemon & 

Verhoef 2016)   
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1.1. Literature review 

 

The key concepts of this study are online customer experience and data-driven decisions. Both 

terms are popular in a nowadays business life and emerging trends in the academic world as 

well. (Gentile, Spiller & Noci 2007; Troisi, Maione, Grimaldi & Loia 2020) Data-driven 

decision making has included in the literature review, as it plays a key role in this thesis, as the 

focus is to develop activities in the online environment. Data is based on numbers, statistics, 

information of the company’s actions etc. and with help of that knowledge, the company can 

make informed decisions, finding solutions, reasoning the decisions and keeping track on their 

activities. All in all, it will support the company to achieve their business goals (Troisi et al. 

2020).   

 

It goes without saying, that the Internet has been the central channel for doing business for 

years, as it can reach the largest audience: the whole world (Rowley 2004, 233). Customers 

have unlimited number of options available on the Internet, which have changed the roles 

between the company and customer. A few clicks away customers have wide selection of 

competitors’ options available. That is why, it is crucial for the company to concentrate on 

creating pleasant and coherent experiences on its platform.  Bhattacharya, Srivastava & Verma 

(2019) state, that delivering great online customer experiences has the power of becoming 

differentiator and competitive advantage for the company. In addition, offering quality 

experiences has the capability to drive company’s growth and profit margins (Witell, 

Kowalkowski, Perks, Raddats, Schwabe, Benedettini & Burton 2020). The literature review has 

divided into three sub paragraphs to handle all the main concepts of this study, within each 

paragraph there will be a justification for research gaps and as well for the research questions. 

First there will be a brief introduction to the term customer experience and then describing the 

main difference between it and online customer experience. Lastly the term data-driven 

decision is introduced and how it has been researched in the academic literature.  

 

1.1.1 Customer experience 

 

Customer experience is a popular buzzword in a nowadays business and one of the key concepts 

in marketing. It has been recognized in the business for years and after 2000 it has started to 

emerge in the literature. Gentile et al. (2007) predicted that the literature of the subject will 
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grow rapidly, and they were right, as it has been emerging trend in business as well as in 

academic world. The Marketing Science Institute (2016) estimated that customer experience 

will be one of the most prominent research challenges for the next years, as its meaning for the 

business just keeps growing. Customer experience is an individual experience, which is 

composed of encounters and feelings between the customer and the company. There are no 

guidelines, how to create a quality customer experience since it cannot be copied from other 

businesses. Developing customer experience requires a customer-centric mindset from the 

company and finding the best practices to suit with their goals.  (Löytänä & Korkiakoski 

2014) Customer experience is the sum of interpretations. Especially in the B2C sector it is not 

a rational decision, rather an experience, which is influenced by feelings and subconscious 

interpretations. (Berry & Carbone 2007) 

 

Customer experience has been part of the academic literature for ages, since 1998 when Pine 

and Gilmore (1998) introduced the term experience economy. After 2000 century the 

phenomena has been widely studied from different aspects: structural model for customer 

experience were built by Novak, Hoffman & Yung (2000). Whereas Meyer and Schwager 

(2007) focused on researching customer experience management, which have gained lot of 

interest after that (Grewal, Levy & Kumar 2009; Löytänä & Kortesuo 2011; Löytänä & 

Korkiakoski 2014) and the role of emotional and rational feelings in terms of providing 

customer experience was discussed by Berry & Carbone (2007).  Verhoef, Lemon, 

Parasuraman, Roggeveen, Tsiros, and Schlesinger (2009) researched customer experience 

creation from a holistic aspect across various marketing channels. More lately McColl-

Kennedy, Gustafsson, Jaakkola, Klaus, Radnor, Perks & Friman (2015) stated that customer 

experience has a holistic and dynamic nature and Lemon and Verhoef (2016) studied customer 

experience from touchpoints and multiple channels point of view.  Research agree that customer 

experience is critical in terms of satisfying customers and creating long term relationships 

(Verhoef et al. 2009; McColl-Kennedy, Zaki, Lemon, Urmetzer & Neely 2019) Löytänä & 

Kortesuo (2011) argued that due the individuality of customer experience companies have 

limited possibilities to effect on the experience, which the customer is creating.  

 

Online customer experience is composed from multiple interactions, which are relevant to the 

core offering. It can be said to integrate several “moments of truth”, which have influenced on 

the customer’s final opinion. (Voorhees, Fombelle, Gregoire, Bone, Gustafsson, Sousa & 
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Walkowiak 2017; Bolton, McColl-Kennedy, Cheung, Gallan, Orsingher, Witell & Zaki 

2018) Companies are aware that the business is shifting from brick and mortal stores to online 

world. This means, the company should learn new ways to provide great customer experiences, 

as personal customer service and possibility to test products aren’t possible to experience 

through a device. The aspect of online customer experience was chosen to this study, as there 

isn’t much knowledge of phenomena and what influences on the online customer experience. 

Researchers have recognized that the behavior on online is more complex than in stores, which 

makes it much harder to define customers’ needs. (Klaus 2013) Also, the author finds the online 

aspect more interesting. In addition, McColl-Kennedy et al. (2019) stated that there is a gap in 

knowledge what are the key pain points from the customer’s aspect. Finding out those the 

company is able to learn and improve its online customer experience. Thus, this thesis is 

focusing on finding out key activities how the company can provide better customer 

experiences on the online environment. 

 

1.1.2 Online customer experience  

 

Online and offline experiences differ in terms of the personal contact, information availability, 

brand presentation and the time of the interaction (Rose et al.2011). Role of personal contact is 

highlighted in stores, as employees offer personalized services more, this doesn’t happen in 

online context. In online environment customers are able to access on varied information in 

different formats, which offline stores can provide in a limited form. In addition, in online 

environment the stores are available around the clock and gives the brand to present their 

offerings in a new way, for example in a video format. These different characteristics influence 

on customers’ behaviors and attitudes, which from customers form their experiences. Thus, to 

get loyal customers in online environment companies need to concentrate on building trust, 

quality, customer satisfaction and the perceived value. (Rose et al. 2011; Silva & Goncalves 

2016) Shankar, Smith & Rangaswamy (2003) states, that higher level of satisfaction is easier 

to acquire in online contexts due the multiple opportunities for personalized and interactive 

marketing. Years later Silva & Goncalves (2016) has achieved similar kind of results in their 

study.  
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Online customer experience has started to emerge to the literature after Rose et al. (2011) 

introduced the term, when they researched the consequences and antecedents of online 

customer experience. After that the subject was researched from different aspects: exploratory 

study was created by Trevinal and Stenger (2014) to conceptualize online shopping experience, 

which were popular subject to study at the time (Gehrt, Rajan, Shainesh, Czerwinski & O'Brien 

2012; Trevinal & Strenger 2014; Martin, Mortimer & Andrews 2015.). Whereas Bilgihan, 

Kandampully, & Zhang (2016) introduced a model for a unified online customer experience, it 

generalized the usage of the term online customer experience. After that studies concerning the 

subject increased for example the relationship between social interaction and online customer 

experience were studied by McLean and Wilson (2016), also Bleier, Harmeling & Palmatier 

(2019) investigated that delivering effective online customer experience by studying design 

elements and different dimensions of customer experience. Also, research on a customer 

experience management has been increasing constantly (Gefen et al. 2003; Lemon & Verhoef 

2016; Bolton 2018), as managing online customer experience has been recognized to be one of 

the key activities for being able to provide superior experiences (McColl-Kennedy et al. 2019) 

To point out, online customer experience is commonly studied from different industry point of 

views such as travel industry (Silva & Goncalves 2016), banking (Klaus et al. 2013) or modern 

retail (Roset et al. 2011; Rose et al. 2012). However, there is a gap in research, as studies 

concerning online customer experience without specific industry context with focus on 

development process is hard to find  

 

There isn’t much knowledge of factors and variables which effects on online customer 

experience creation, that is why developing online customer experience has been recognized to 

be challenging. (McLean & Wilson 2016; McLean 2017; Mengoni, Frontoni, Giraldi, Ceccacci, 

Pierdicca & Paolanti. 2017; Bhattacharya, Srivastava & Verma 2019) Prior research regarding 

online customer experience has mainly concentrated on factors drawn from the existing 

literature, nevertheless their relevance for companies can be unclear (Martin et al. 2015). Thus, 

this thesis aims to fill this gap and provide qualitive insights, which are relevant for companies 

who are aiming to focus on developing online customer experience. It has stated that online 

customer experience is more complicated than offline experiences, as there is lack of knowledge 

how people are behaving in online (Klaus 2013). Methods of collecting data has developed in 

recent years, thus research concerning measuring online customer experience have increased as 

well (Dumitrescu, Orzan & Fuciu 2015; Wedel &Kannan 2016). The main research gap of this 
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thesis is presented by McLean & Wilson (2016), who highlighted the service providers 

continues challenge, which appears, when aiming to provide meaningful online customer 

experience. Modern technology has enabled to create new tools to measure and monitor these 

experiences, but still there is lack of knowledge which characteristics effect on the online 

customer experience and how customer data can be utilized to develop processes. Customers 

have become more demanding through the digitalization, so the expectations towards 

companies are higher than ever. (McLean & Wilson 2016; Löytänä & Korkiakoski 2014, 114). 

Researchers agree that collecting and measuring customer data would be the key to find out 

customers’ needs.  Common challenges, which various researchers pointed out were concerning 

the process of improving online customer experiences, since the basis knowledge of the 

phenomena was limited (Troisi et al. 2020; Holmlund, Van Vaerenbergh, Ciuchita, Ravald, 

Sarantopoulos, Ordenes & Zaki 2020). In addition,there isn’t much knowledge available how 

to harness collected customer data insights in practice (Troisi et al. 2020), thus there is a need 

for a further research to study what are the main phases in order to develop online customer 

experience. 

 

1.1.3 Data-driven decisions 

 

Data is everywhere and nowadays data’s role in organizations have increased rapidly. Data is 

being collected in order to make decisions based on a real knowledge rather than an experience 

or an intuition. Nowadays there are lot of discussion about data-driven companies, which are 

generally connected to successful companies who are effectively combining data research and 

analysis for planning their future moves. (Troisi et al. 2020) Wiedenhof & Plomp (2017) 

clarifies this by pointing out that the data itself doesn’t provide additional value to the company, 

it is the informed and developed decision-making process which creates the value. By analyzing 

data, the company can provide new insights and information. (Chatfield, Reddick & Al-Zubaidi 

2015; Wiedenhof & Plomp 2017) There is no research available, which kind of methods and 

metrics should be used or data to be collected in terms of developing customer experience, 

rather is depending on the company’s own goals. (Marketing Science Institute 2016). Generally, 

data collecting is linked to computer systems, as they provide the data, but Seddon, 

Constantinidis, Tamm & Dod (2016) argued that decision making process should be a human 

activity. Due the rapid technology developments industries are changing continuously, which 

creates expectation towards companies to develop along the change. (Seddon et al. 2016; 
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Wiedenhof & Plomp 2017) Customer data has a central role in this study, as it is stated to be 

the key of changing the company’s actions. In marketing context, data usage is often connected 

to decision making process. Nowadays the importance of data collecting has been highlighted 

because company’s performance is expected to improve, when making data-driven decisions. 

In addition, data driven actions are seen to be the company’s key in terms of the competitive 

advantage. (Troisi et al. 2020) Data-driven decision making has been studied from different 

point views: Troisi et al. (2020) researched growth hacking, Wedel and Kannan (2016) studied 

marketing analytics and Wiedenhof and Plomp (2017) examined the role of personality and 

cognitive style when making data-driven decisions. Often studies around the subject have 

focused on company’s perspective instead of researching the customer’s perspective. (McColl-

Kennedy et al. 2019) There isn’t much research available, which would have combined 

customer experience and data-driven decision making, expect Spiess et al. (2014), who studied 

utilizing big data in order to improve customer experience. There is a gap in research, since 

there isn’t a study, which would have explored the role of customer data in order to develop 

online customer experience or the role of data-driven decisions to create better online customer 

experiences.  

 

Companies are utilizing multiple tools to create superior online customer experience such as 

analyzing systems, website, social media, and applications. Researchers have come up to a 

conclusion that the complexity of these technologies is the reason for the data explosion. Since 

the environment is online every action can be transferred into data. (McColl-Kennedy et al. 

2015; Lemon & Verhoef 2016) This is why the amount of data are massive and the usage of 

data has increased a lot along the sift from offline to online stores (Kumar 2015; Järvinen 2016). 

It has been researched that companies are investing a lot in data capture and storage, but they 

neglect analytics. Also, it has stated there isn’t enough knowledge to implement right skills and 

processes to compete in a data-rich environment. (Wedel & Kannan 2016) Researchers are 

agreeing that new technologies require lot of resources from the company such as time and 

money to make them effective. Data collecting and data decision making are still a quite newish 

way of doing business, so companies may not have required skills to utilize them successfully. 

(Brynjolfsson & McElheran 2016; Järvinen 2016) This have led to the fact organizations are 

missing valuable resources and capabilities, as they are not able to utilize their assets. 
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Multiple studies have pointed out the challenge due the information overload, which is beyond 

company’s capacity to understand or trying to transform into significant insights (Day 2011; 

Mächler, Neher & Park 2016), but only a few are addressing how to overcome these challenges 

(McColl-Kennedy et al. 2019; Holmlund et al. 2020). Research concerning this topic is still in 

an early phase. That is why there is a need for further research how companies can identify 

critical data sources from the massive data, analyze and implement their findings into practice. 

As an addition, combining the data and organizational capabilities for constantly improving 

online customer experience is a subject, which is lacking research.  (Holmlund et al. 2020) All 

in all, the challenges related to data-driven decisions are according to several studies concerning 

the high volume of data and lack of knowledge (Day 2011; Järvinen 2016; Stieglitz, Mirbabaie, 

Ross, & Neuberger 2018). There is too much data available for companies to collect, thus they 

are facing issues in terms of finding time- and cost-effective practices to make sense of it and 

transform the data into value-adding decisions. In addition, companies are using resources to 

collect data, which isn’t necessary for the business. (Bosch & Olsson 2018; Katal, Wazid & 

Goudar 2013) Research is having a gap in terms of addressing these challenges. Therefore, this 

study focusses on researching more closely on customer data; what would be beneficial to 

collect in terms of development and how the company can effectively utilize gathered data in 

the decision-making process. 

 

1.1.4. Summarizing the literature review 

 

To conclude from the literature review, the main topics which increased from the existing 

literature was creating online customer experience, managing, and measuring online customer 

experience, the role of customer data in this context and how to utilize data insights in the 

decision-making process. Thus, around these topics the theoretical framework will be 

composed of, which is presented in the figure 1. The background and the aim of the process is 

described in more detail in the chapter 1.3. 
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Figure 1. Preliminary theoretical framework 

 

1.2. Research questions 

 

The aim of this study is to understand how a B2C company can collect beneficial customer data 

and harness it in practice to develop online customer experience. Therefore, the research 

questions are built around those subjects. Nowadays companies are collecting countless amount 

of customer data, which causes challenges such as mass of data, fragmented data and challenges 

related to implementing the outcomes of customer data in practice. (Bolton et al. 2018; Troisi 

et al. 2020) Companies are excited about big data and how they are utilizing it, but in reality, 

most companies are lacking knowledge how they can transform the collected customer data to 

readable form and include it on their decision-making process. (Katal et al. 2013; Horst & 

Duboff 2015; Bosch & Olsson 2018) These all are part of the reason why developing online 

customer experience is found as a complicated phenomenon and this study is covering these 

subjects in the research questions aiming to find out the key activities for developing online 

customer experience.  

 

The problem usually occurs, when the company realize their old habits and procedures requires 

changing to create better experiences (Lemon 2016). According to Troisi et al. (2020) in terms 

of development process the first step is to collect data from activities and the second step is to 

measure and analyze the data and make changes based on facts rather than an intuition. 

Companies, who are operating in online environment can collect and examine data of every 

actions on their platform. On the other hand, it wouldn’t be rational due the limitations of 

Implementing 
online customer 

experience

Collecting 
customer data

Measuring 
online customer 

experience

Managing 
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experience
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driven decisions
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analytical methods, since the volume of the data is generally huge, as mentioned before (Bolton 

et al. 2018; Järvinen 2016; Mirbabaie, Ross & Neuberger. 2018). The challenge is to realize 

what are the turning points for customers; where their expectations are high and where they 

have an emotional engagement? If the company is not aware of these points during the customer 

journey, they can easily fail to meet those expectations. (Pennington 2016) Therefore, it is 

necessary to understand, which kind of customer data is beneficial to collect in terms of 

developing online customer experience. Instead of burdening the database with useless 

information and complicating the search process of finding useful insights from the mass of 

data, the company would be able to focus answering on the right things in the development 

process.  

 

Related to the previous reasoning and being able to achieve the goal, the main research question 

of this study is: 

 

“How the B2C-company can develop its online customer experience?” 

 

With help of the sub-questions the main research question will be answered: 

 

“What kind of customer data is necessary for developing online customer experience?” 

 

“How insights from customer data can be implemented in practice?” 

 

By answering these sub-questions, the main research question will be answered. Finding out 

what kind of customer data the company needs to collect in order to develop online customer 

experience is central and necessary (McColl-Kennedy et al. 2019; Holmlund et al. 2020). As 

stated before, many companies have realized that they have unused potential in terms of online 

customer experience, but they don’t have the knowledge, skills, or the will to make data-driven 

decisions and change their behavior based on facts (Wedel & Kannan 2016). After sub-

questions are answered, they provide relevant information, which supports the author for giving 

a comprehensive answer for the main research question. 
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1.3. Preliminary theoretical framework 

 

The purpose of theoretical framework is to illustrate the researched variables and their 

relationships with each other (Pihlaja 2001). In this study the framework is combining the main 

concepts of this study as a process model as can be seen in the figure 1. The main characteristics 

of this study are online customer experience, customer data (Holmlund et al. 2020) and data-

driven decisions (Troisi et al. 2020), which around the process is built. Collecting data from the 

company’s activities has recognized to be the answer to find out customers’ needs (Holmlund 

et al. 2020; Troisi et al. 2020). As an addition for integrating the main variables of this study, 

the process also includes phases called measuring (Wedel & Kannan 2016) and managing 

(Lemon & Verhoef 2016; McColl-Kennedy et al. 2019) since they have been identified central 

phases when desiring to develop online customer experience. Also, they help to understand 

what kind of customer data should be used to compose actionable online customer experience 

insights.  

 

 

 

Figure 1. Preliminary theoretical framework 

 

The author conducted a general process model to examine how data insights can be utilized 

with the purpose of continuously developing the online customer experience. The framework 

presents a process, which includes five stages aiming to illustrate what developing online 

customer experience requires. . The shape of circle describes their connection with each other’s, 

and the arrow illustrates the continues of this process. The process starts from customers’ visit 
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on the company’s platform; they behave how they like, perhaps they log in, they may finish the 

purchase journey or not. From their actions the customer data is collected and after that, it will 

be measured and analyzed for aiming to help the company to improve its procedures to better. 

Analyzing helps the company realize where they have succeeded and what variables or factors 

need improvements in terms of online customer experience. Managing the online customer 

experience refers to ensuring that the company’s procedures are leading to the right direction. 

Then the company is able to make data-driven decisions, which are based on facts rather than 

a gut feeling. (Troisi et al. 2020; Holmlund et al. 2020) This process is helping to achieve the 

goal, which is to harness insights from the customer data to provide better online customer 

experience. Developing customer experience is a continues process, which the arrow under the 

boxes is representing. Therefore, all the time the company is required to collect, measure and 

manage the customer data for being able to make real-time decisions, continuous improvements 

and innovations. In the next chapter the concepts presented in the frameworks are explained. 

 

1.4. Key concepts 

 

This section addresses the main concepts of this study and their definitions. The concepts are 

explained, as they have a significant role in the academic literature, which covers the researched 

subject and are generally used in discussion in terms of the phenomenon.   

 

Customer experience 

Customer experience is the output of the interaction between the company and the customer 

during their relationship (Becker & Jaakola 2020). Meyer and Schwager (2007) has conducted 

a definition, which has commonly accepted. According to them the concept customer 

experience refers to “customer’s internal and subjective response to any direct or indirect 

contact with a company”.  Purchases, uses and services are part of direct contact, which are 

generally initiated by the customer. Indirect contacts are usually unplanned encounters with a 

company’s products, brands or services, which takes the form of advertising, reviews, word-of-

mouth criticisms or recommendations. (Meyer & Schwager 2007) 
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Online customer experience 

The concept online customer experience is the product of all online interactions. The revolution 

of internet has generated multiple options for online customer-company interactions. Cognitive, 

affective and personal impressions have a strong influence on online customer experience, 

which has developed from all online interactions, which customer has with fellow consumers, 

companies, online services and - environment. (Klaus 2013; Rose et al. 2011) 

 

Data-driven decision making 

Data driven decision making refers to an ideology of making decisions based on data, rather 

than on experience or intuition. Therefore, the data can be seen as strategic resource, which 

collection requires an active role of management. (Troisi et al. 2020). It is argued, that moving 

towards data-driven decision making would increase the company’s performance. Brynjolfsson 

& McElheran (2016) is agreeing with that by stating “better data creates opportunities to make 

better decisions.” 

 

Customer data 

Customer data refers to data which are collected from customers and their actions with the 

company’s services to better understand, engage, and communicate with customer. It can be 

divided to personal, engagement, attitudinal and behavioral data. (Freedman 2020) 

 

B2C 

The letters B2C refers to words business to customer, which means that the company’s direct 

customers are consumers rather than other companies. As a B2C psychological and emotional 

factors have more influence on the customer’s purchase decision and the process can be much 

quicker than in B2B sector.  Companies who are operating in B2C business are providing 

different consumer products or services in their online or brick and mortal stores. (Puusa, 

Reijonen, Juuti & Laukkanen 2015, 171) This thesis is focusing on these online stores.  
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1.5. Delimitations 

 

This study is focusing on researching the online environment and more specifically only the 

B2C companies. B2C context is chosen due personal interest and there is more literature 

available on the chosen context. The aim of this study is to develop the customer experience in 

online context; thus, the study is limited to research only the online customer experience aspect 

and its development. The term digital customer experience is also used widely in the academic 

literature, but as this thesis focus mostly on the web-context, the author finds the term online 

customer experience more suitable. This thesis is focusing on studying which kind of customer 

data companies are collecting and how they are leveraging it in terms of online customer 

experience. Therefore, other data forms are not researched, as this thesis focuses only 

researching different customer data types. 

 

1.6. Research methodology 

 

This thesis is a qualitive study, since the topic is complex and requires profound information 

from the topic. Also, as Merriam (1995) stated qualitive methods is possible to use also for 

subject, which is already researched and familiar but would need a new aspect for examining 

the phenomenon. This applies on this context. The empirical part of this study is generated as 

interviews, which were held with professionals of the researched subject. The data collection 

method was chosen to be interviews, since they allow flexible data collection and will form a 

comprehensive data, which will be analyzed. In a qualitive research, interviews, academic 

literature, articles and results of this study should eventually form a coherent entirety after 

analyzing the gathered data, here expectations are discounted. (Puusa et al. 2015, 85)   The 

phenomenon under research is unmeasurable, which includes people’s motivations, values, and 

intentions. Thus, the aim is to understand what people means by answering questions “why?”, 

“what kind?” and “how?” The qualitive research is based on two stages: the reduction of 

findings and the solutions of the problem, these stages are used to understand and solve this 

study’s research questions. (Alasuutari 1999)  

 

This thesis is utilizing the principles and techniques of an abductive analysis, which is referring 

to theory driven content analysis. The method was chosen since the theoretical framework is 

presented as a process model, which sets the basis for theoretical chapters as well defined the 
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topics for the interviews. In theory-based analysis the researcher combines data and theoretical 

models in the analysis. (Tuomi & Sarajärvi 2009) According to Coffey & Atkinson (1996) the 

discussion between theories and data should be continues and versatile in a qualitive study. The 

researcher should be able to form new ideas and build them on existing theories. Abductive 

methods enable empirical section to have more central role in the study and provide stronger 

connection between theory and data collection. (Coffey & Atkinson 1996) Abductive analysis 

was chosen to this study, as the main characteristics were presented in the theoretical 

framework, but as an addition the author finds adductive reasoning and its analysis methods to 

match well with her way of thinking. These five categories presented in the process have 

defined the themes for theoretical chapters and data from interviews will be analyzed according 

to the process model. 

 

1.7. Structure of thesis 

 

The introduction chapter outlines the reasons why businesses have moved operating from 

offline to online environment and why the customer experience is an important subject to 

research. In addition, the subsections present the research questions, delimitations and the first 

version of the theoretical framework. The introduction also examines the literature of the topic 

of this study, justifies the research gaps and research method and defines the most important 

concepts. The second and third chapters examines the theories presented in the framework. The 

fourth chapter describes more detail the research methodology and interviews. Fifth chapter 

analyze and discuss the results of the interviews and based on them examines the development 

of online customer experience. The final section presents the discussion and conclusions 

summarizing the results obtained in the study and answers the research questions. 
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2 ONLINE CUSTOMER EXPERIENCE 

 

Online customer experience is defined by Hair, Rose & Clark (2009) as customers’ affective 

and cognitive impressions, which are composed in online environment from customer-company 

interactions. By interactions they are referring to multiple activities, which takes place on the 

company’s platform such as searching for product information, subscribing letters, using online 

services or purchasing products. These activities are part of forming the final perception, which 

leads to creating the overall online customer experience. (Hair et al. 2009; Klaus 2013; Rose et 

al. 2011) Rose et al. (2011) argued in their article, that three critical factors regarding online 

customer experience are website quality, online customer behavior and online service 

experience. According to Klaus (2014) online customer experience depends on the context and 

it isn’t possible to create generally applicable rules for all companies and industries.  

 

Originally customer experience was related to post-purchase engagements and seen to be the 

cost of doing business. Nowadays providing a superior customer experience is the center of the 

business and includes the whole customer journey, instead of an individual purchase moment. 

The rival between nowadays businesses have become more and more challenging. Therefore, 

companies have started to focus on creating and acquiring long-lasting competitive advantages, 

as it has found to be beneficial for businesses. (Meyer & Schwager 2007; Witell et al. 2020) 

Mindset, where the company is focusing on customers, has recognized to have a central role in 

terms of building a successful business. Online platforms, mobile and social media have 

emerged as critical new channels, which have established ongoing and interactive experiences 

as part of customers daily life. (Kaplan 2012; Lee 2016) Therefore customers can encounter 

with multiple companies on a daily basis and will experience different kind of online customer 

experiences. Thus, according to the Kandampully & Zang (2016) the company should be able 

to provide coherent experiences through different channels for being memorable. This 

emphasizes the fact, that creating quality experiences for customers in online can be a game 

changer. As stated, before the rival in online is intense, meaning it requires only one unpleasant 

experience with the company and the customer will leave straight to the competitor’s website. 

(McLean & Wilson 2016) 
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Rose, Clark, Samouel & Hair (2012) stated that online customer experience is a psychological 

statement to the company’s website. They also highlighted the importance of identifying the 

antecedents, consequences and final outcome in terms of providng superior online experiences. 

(Rose et al. 2012) Chaffey & Ellis-Chadwick (2016) are agreeing by defining the quality of 

online experiences as combination of emotional and rational feelings, which are formed during 

using company’s websites and online services. All in all, customers, who are operating in the 

online environment are encountering multiple components, which influences on their final 

experience (McLean 2017). Thus, it is challenging for the companies to find out the critical 

touchpoints, which are affecting the most on the customer’s purchase decisions. McColl-

Kennedy et al. (2015) agrees by stating that online customer experience is formed by elements, 

which the company cannot control, for example the other customers’ influence. Controllable 

elements are price, atmosphere, service interface and selection. Online customer experience 

cannot be designed, rather it is co-created with service element through customer interactions. 

Businesses can be designed for the online customer experiences, but the company is not able to 

design online customer experiences. (Patricio 2011)  

 

When considering brick-and-mortal-stores customers are experiencing variable dimensions 

during their experience, such as, cognitive, affective, sensory, social and physical (Lemon & 

Verhoef 2016). In the online environment context customers evaluate the products through 

webpage’s visual and verbal stimulus’, which are known also as design elements. Multiple 

researchers have recognized multiple dimensions in offline context, but when researching 

online experiences, the treatment has been far more simplistic, as they have only managed to 

identify cognitive and affective dimensions (Hair et al.2009; Klaus 2013; McLean 2017; 

Chaffey & Ellis-Chadwick 2016). According to Bleier et al. (2019) the lack of research is 

reasoning of limited knowledge. As we can justify from this, there are different perceptions of 

the subject, but this thesis is basing the theory on Bleier et al. (2019) article, where research 

stated that online experiences are going beyond cognitive and affective dimensions (McColl-

Kennedy et al. 2015 & Bleier et al. 2019). In addition, the authors have identified social and 

sensory dimensions which haven’t been before associated with online customer experience.   
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2.1. Online customer experience dimensions 

 

Bleier et al. (2019) have made a breakthrough in marketing research, when they identified four 

dimensions instead of the known cognitive and affective dimensions of online customer 

experience. They have managed to go on a concrete level and provide practical 

recommendations, which is why the author will refer to this article, when discussing about 

online experience’s dimensions. The recognized dimensions are informativeness, 

entertainment, social presence and social appeal. The informativeness is usually referred as a 

fact-based dimension, as it is the cognitive dimension of the experience. The dimension is 

consisted of thinking, conscious mental processing and usually solving problems, which are 

parts of the process of making a purchase decision (Gentile et. al 2007). Informativeness is 

typically impersonal, result oriented and objective, thus it includes the customer experience’s 

functional aspects and values (Verhoef et al. 2009). This dimension also includes the 

information after the web-page interactions, which can enhance customer’s perceptions of the 

platform. (Hsieh et al. 2014; Bleier et. al 2019) Design elements, which should be utilized in 

the informativeness dimension are descriptive details, bulleted features and comparison matrix, 

which compares the product’s key attributes to competitors (Bleier et al 2019). These elements 

include the most informative content and are beneficial when the goal is to provide fact-based 

data.  

 

In terms of online customer experience affective aspect can be equally or even more important 

than cognitive dimension, as customers may find enjoyment interacting with products without 

thinking of functional considerations. Customers are usually talking of the experience’s 

immediate pleasure after purchasing, this is referring to an entertainment, which is more 

commonly known as an affective dimension. This is considered to be the online customer 

experience’s key dimension, but still Bleier et al. (2019) didn’t find any specific design 

elements, which would have a strong effect on these types of experiences. (Bleier et al.  2019) 

Entertainment is the appreciation towards the experience on the webpage, including the fun of 

scrolling webpages, therefore it recognizes more than just outcome-oriented purchase 

possibilities (Mathwick, Malhotra, and Rigdon 2001). This dimension is able to arouse interest 

in the platform visitors and even raise the likelihood to finish the purchasing process (Hsieh et 

al. 2014).  
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Even though nowadays business life has shifted into a digital form, customers are still looking 

for personalized, warm and touch of a human contact through the webpage (Gefen and Straub 

2003). After all humans are social creatures, who want to interact with people rather than 

automated robots with standardized answers. Social presence can be easily associated to social 

media based on the name, but no, it has nothing to do with that. Rather it has identified to be a 

critical dimension in terms of pursuing tangibility and feeling mental closeness to a product 

(Darke et. al. 2016). Examples of utilizing a social presence in webpage are self-reflective 

questions, utilizing lot of adjectives and pronouns “you, your” in the text and using pictures, 

which in the product can be seen in action. Benefits of feeling social presence through the 

webpage are raising purchase intentions and brand loyalty, also it increases pleasure and interest 

during scrolling. Companies, which are selling experience products, should especially focus on 

this dimension. (Bleier et al.  2019)  

 

The final dimension is a sensory component, which analyzes aspects that simulate sounds, 

smell, sight, taste or touch (Gentile et al. 2007). In the online world sensory appeal includes its 

environment’s richness, which the company has managed to be composed with its formal 

features or the way the senses can be stimulated from the webpage (Steuer 1992). Aesthetically 

pleasing design and perception of beauty are components of sensory appeal. Therefore, imagery 

like images and videos are tools for evoking sensations and experiences on a webpage (Elder 

et al. 2017). These videos should utilize both intensive visuals and audio to introduce the 

product. Also, highlighting the key attributes in the video by zooming is a way of evoking 

sensory experiences. Sensory appeal can influence customers’ observations of product 

performance and purchase plans. This dimension is also necessary to master, when the company 

is producing experience products. (Bleier et al.  2019) 

 

According to Bleier et al. (2019) the four dimensions doesn’t have equal influence on purchases. 

In their study entertainment dimension had overwhelmingly the biggest impact on customers 

purchase intentions. Social presence and informativeness took the second place, therefore 

sensory appeal has the lowest impact on the purchases. To justify from this, companies need to 

take care of making their webpage and platform entertaining, because customers find that as 

the most important aspect, when visiting in multiple platforms.  In addition, realizing that social 

presence has ranked as important as informativeness is critical to notice, thus companies cannot 

underestimate the importance of social presence tools such as chatbots. (Bleier et al. 2019) 
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Utilizing all of these dimensions in company’s platform, might be a challenging and give a 

negative impression, if everything has been just crowded in a one website seeking to raise the 

number of purchases. Thus, the challenge is to find the balance between these to be able to 

provide great experiences. 

 

Bleier et al. (2019) pointed out, that there are two design elements, which have a strong impact 

on all four dimensions: customer ratings and picture size. In other words, if the company’s 

platform is concentrating on selling physical products, the pictures are playing a central role. 

Also, including customer ratings on the website is recommended, as customers tend to believe 

more on other consumers experiences than the company’s attempts to charm the buyer. As 

mentioned before entertainment was the most important dimension in terms of influencing on 

purchasing intentions. In addition to customer ratings and picture size, the authors found out, 

that the magnitude of listing product features and comparison matrix in entertainment 

dimension is high. Therefore, if the company wants to take all the pleasure out of this 

dimension, they should include all of these elements on their website. Although, Bleier et al. 

(2019) pointed out, that every design element which can be found from the company’s digital 

inventory isn’t recommended to utilize on their webpage. In this context the phrase “more is 

better” does not apply, because specific design elements can generate unfavorable customer 

experience for certain brands and products. Therefore, it is essential to find out the most 

appropriate design elements, but also as critical part is to determine elements, what not to use 

on the webpage. (Bleier et al 2019) 

 

As we know, when the business has taken place on the online environment, customers cannot 

test, touch or see the product which they have found interesting. This leads to the known 

downside of online businesses; the feeling of uncertainty, as it might be a challenging to 

convince the customer via online for making the purchasing decision. Customers can also have 

doubts towards the company’s truthfulness and accuracy, which according to multiple 

researchers affects heavily on customers’ purchase intentions and makes the process much 

longer. Webpage design has been associated for strengthening the trustworthiness of the brand, 

which indicates that trust can be achieved through quality web design or creating content based 

on the customers’ preferences. (Gefen, Karahanna, Straub 2003; Urban Amyx & Lorenzon 

2009; Bleier et al. 2019) Also, entertainment and social dimensions have an enhancing effect, 

when it comes to earning trustworthiness through a webpage (Bleier et al. 2019)- 



 

 

21 

 

According to Bleier et al. (2019) brand trustworthiness and type of the product influence on the 

impact, which customers receives from each of the experience dimensions. Meaning that 

companies should strategically utilize design elements to arouse certain types of experiences 

for various brands and products. Thus, it has been researched that utilizing multidimensional 

approach rather than utilizing only cognitive and affective dimension, will help to assess the 

most efficient way of using design elements on the company’s platform. In addition, the 

researchers pointed out, that trusted and known brands profit the most from informative 

dimension, whereas less trustworthy and unknown brands benefit more from entertainment 

dimension (Bleier et. al 2019). This indicates that, customer’s feelings towards the company 

may influence the willingness to process certain types of information from the company’s 

webpage (Simonson & Rosen 2014). 

 

As stated before, online customer experience is impacted by variable components, which the 

customer encounters when operating in the platform, for example engagement, information 

quality, ease of use, customization, website design, interactivity and flow (Rose et al. 2012, 

Martin et al. 2015; McLean & Wilson 2016; McLean 2017). Because there are vast of options 

for B2C customers, therefore investing these variables becomes even more important when 

considering providing online customer experience. (Meyer & Schwager 2007; McLean 2017) 

Analyzing and optimizing the online customer experience requires utilizing multiple tools and 

methods in the decision-making process. By these tools and methods Filenius (2015) is 

referring to web analytics, leveraging customer feedback and observing customer experiences 

in a real time. (Filenius 2015) These subjects will be covered more specifically in the chapter 

3.2. 

 

2.2. Managing online customer experience 

 

Even though companies are not able to create the online customer experience, they are capable 

of designing, monitoring and managing vast of stimuli, which influence such experiences. 

(Becker & Jaakola 2020) The aim of customer experience management (CXM) is to provide 

experiences and value to customers and at the same time creates value for the company as well. 

CXM is therefore a matter of purposefully developing the online customer experience in such 

way that the improvements benefit the business. (Verhoef et al. 2009) On the concreate level 
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CXM seeks to create experiences that reach or even exceeds customers’ expectations. (Fisher 

& Vainio 2014) As the nature of online customer experience is dynamic and the surroundings 

are continuously changing CXM needs continues effort and investments to maintain and 

develop experiences. (Verhoef et al. 2009) To avoid unwanted and unpleasant experiences, the 

company should concentrate to manage online customer experience rather than making empty 

promises (Vesterinen 2014). 

 

In the recent years, companies have shifted their attention from managing singular customer 

journey touchpoints to managing the whole journey (Lemon & Verhoef 2016; Homburg et al. 

2017). Effectively managing online customer experience the company needs to manage several 

touchpoints at the same time and discover critical encounters, which are influencing on the 

online customer experience (Vorhees et al.2017). It is essential to be aware that variables 

effecting on online customer experience extends far beyond the touchpoints of the customer 

journey, which are controlled and designed by the company (Kandampully, Zhang & Jaakkola 

2018).  CXM requires understanding of the big picture: what customers think about the 

ecosystem around the company and about the company itself (Meyer & Schwager 2007). Shaw, 

Dibeehi and Walden (2010) adds to that CXM is about viewing the world through customers 

eyes, feeling what they feel and thinking how they think.  

 

Thus, the company is required to gather data beyond their own touchpoints, meaning customer-

owned, partner-owned and external touchpoints in the social and digital realms aiming to 

achieve better customer loyalty and growth in the longer term. (Lemon & Verhoef 2016; Bolton 

et al. 2018). CXM is usually confused to customer relationships management (CRM), as both 

are utilizing the market data, but the latter one is aiming to maximize the customer retention 

and profit by monitoring and implementing customer relationships. CXM seeks continually 

developing starting online customer experience at a touchpoint level. (Homburg et al. 2020) 

CXM differences between companies, since every company needs to find the right method, 

which suits well together with their business goals, vision and mission. When the environment 

is online the competition is rough, thus offering products and services is not enough acquiring 

customers or differentiate from competitors. Therefore, companies are aiming to harness CXM 

as their competitive advantage. Spiess et al. (2014) have conducted a framework, which 

illustrates how companies can utilize CXM for creating sustainable competitive advantage. The 
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author has combined different research to describe the figure 2 to apply better on the online 

context. 

  

 

 

Figure 2. Online customer experience management’s role 

 

The first step is to remove customer pain, which refers to customers problems or solving 

customers’ needs. This can be done with direct contact or preferably being proactive and predict 

the customers’ future needs before they even realize them (Holmlund et al 2020). The second 

step is about building trust, which means eliminating potential sources of customer 

dissatisfaction. The trust can be earned with time and through constant developments, which 

happens by measuring customers’ actions (Troisi et al. 2020). This subject will be handled more 

closely on the chapter 3.2. The third and last step is aiming to create long lasting customers by 

recognizing factors which are motivating the customer. This is required to create enjoyment, 

memories and in the best scenario generate advocators. (Spiess et al. 2014) That would require 

implementing superior customer experiences, so customers can voluntarily share and talk about 

these experiences with their network.  

 

2.3. Implementing superior online customer experience 

 

As stated before nowadays customers have lot of requirements, no obligations to remain loyal 

to a specific brand, as the Internet is full of options. Every company is interested of online 

customer experience and dreaming of making that as their competitive advantage. Different 

studies have pointed out different qualities for a successful customer experience such as friendly 

service, convince, efficiency, professional service, modern technology but at the end it all 

comes down with people’s needs. (Filenius 2015; Lemon & Verhoef 2016) Filenius (2015) has 
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argued that successful online customer experience is created when the customer’s need is 

wholly understood, processes are supporting its execution, systems are supporting processes 

and the online services’ usability represents the perception of customer behavior. Being able to 

provide commonly satisfying online customer experience, the company needs to have a 

customer-centric mindset and have a deep understanding of the customer’s perspective. Every 

employee of the company must have a clear picture of their strategy and be committed to make 

their services easier, faster, and more personalized. (Gibbons 2017) 

 

Generally, people are always busy and impatient, that is why efficiency is a central quality for 

customers. Therefore, if the company is able to transform something complex to being more 

convenient it has a huge potential for being successful. Managing to save customers time and 

eliminating inconveniences increases customers’ efficiency. (McGrath & MacMillan 2005) 

Nowadays customers appreciate simplicity, that is why decreasing the complexity is one of the 

most beneficial ways to attract the customer. Offerings with too many features, options or 

functionalities makes it seem like extremely complex and the customer can find it unpleasant. 

That is why the company needs to have a clear picture of their customers and their needs and 

eliminate everything additional, which doesn’t apply with their needs. (McGrath & MacMillan 

2005 & Filenius 2015) 

 

When the company is working on online environment, they have possibilities to become an 

international company, as the Internet doesn’t follow the country borders. Nowadays companies 

can rarely differentiate with its traditional products or services, as competitors are providing 

the same offerings around the world. There isn’t much of companies available whose products 

and services cannot be copied. That is why personalization, effectiveness, the speed of 

decisions, constant development, importance of customer service and investing on long 

customer relationships have achieved such a central role in the company’s actions. All of those 

variables can be included under online customer experience and regardless of the industry 

customer experience is highly important for the company’s business. (Lemon & Verhoef 2016; 

Bleier et al. 2019) 

 

When operating on online there is always challenges in terms of the data network. If the network 

doesn’t function correctly or it is slow, the customer cannot utilize the online services as they 

are supposed to.  Also, despite of the source of the problem customers tend to blame the 
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company. Thus, Filenius (2015) proposed that the company needs to provide their services on 

a platform, which are professionally designed and able to overcome and avoid failures. In 

addition, it is necessary to consider customers, who are using a slow Internet connection, as the 

functioning may depend on variables such as operator, area or number of users. (Filenius 2015) 

Especially companies, who are operating internationally needs to design websites to work even 

though the customer wouldn’t have high quality network available.  

 

Being able to create efficient and superior online customer experience the company is 

recommended to utilize the modern technology and data gathering methods. As this thesis have 

stated before, making decisions based on facts rather than on intuitions is one of the first steps 

becoming successful company. (Troisi et al. 2020) Generally the issue isn’t getting the data, 

most of the companies are gathering mountains of data. The challenge is related sharing, 

analyzing and working with the data findings. As Harvard Business Review (2016) stated 

“creating and improving online customer experience is the end game but getting there requires 

more than data”. Finding out, where to find out the right data to give a comprehensive picture 

of the customer journey is the real challenge for the company.  

 

Companies who are considered to be the most successful at delivering online customer 

experience have been able to recognize organizational silos. Silos are referring to problems 

which are heavily affecting to develop their total online customer experience. They avoid the 

company to understand customers’ expectations, moving towards customer centric approach 

and makes it tough to cooperate with customers for solving their problems.. Therefore, the top 

of the class companies has identified how analytics and measurement have improved their 

online customer experience. On the longer term it becomes easier to recognize patterns of 

visitors’ preferences and behavior and make improvements to provide better online customer 

experience. (Harvard Business Review 2016) When the goal is to make data-driven decisions 

one of the key actions is prioritizing. The company might have multiple data analytics goals in 

mind, but the company is able only support effectively a couple of priorities. Lack of alignment 

lead to problems related to resource allocation and prioritizing. Clear alignments between 

customer experience and business goals make easier to the employees to support and understand 

the holistic picture and being able to examine the results in order to create superior online 

customer experience. (Google 2017) 
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3 COLLECTING AND MEASURING CUSTOMER DATA 

All companies want to be “data-driven”, but it is a goal, which depends on many variables. In 

the leading companies’ data isn’t itself a goal, rather it is part of their culture. (Google 2017) 

The purpose of using data nowadays is to see customers as individuals because we know 

consumers have nowadays more places to purchases items than ever, this have led to a shorter 

concentration ability. Therefore, if the company wants to keep the customer in their platform, 

they need to attract their attention quickly and make the visiting experience easy and pleasant. 

(McGrath & MacMillan 2005; Lotame 2020) To make this happen, companies need to leverage 

and collect data and generate strategies based on facts rather than a gut feeling (Troisi et al. 

2020). By utilizing the customer data, the company is able to learn more about their customers, 

how they feel and experience the brand and what improvements the company needs to make in 

terms of making the brand even more compelling.  For understanding your customers better 

and their experiences on the platform, the company needs to utilize data-analytics and modern 

technology. It provides the company a clearer picture how they are doing in terms of 

implementing online customer experiences (Holmlund et al. 2020). According to McAfee & 

Brynjolfsson (2012) companies who are leveraging data from customer feedback are generally 

6% more productive and 5% more effective compared to their competitors.  

 

Digitalization and modern technology have broadened the selection of channels which from to 

collect customer data and more specifically customer feedback. Witell et. al. 2011 adds to that 

feedback collected through interviews via e-mail, social media or telephone have provided more 

comprehensive answers and customers have been able to describe their feelings more freely 

than in quantitative surveys. On the other hand, analyzing unstructured feedback requires a lot 

more resources from the company, but also, they would provide a better picture of the critical 

factors for the online customer experience (Ordenes., Theodoulidis, Burton, Gruber & Zaki 

2014). The aim of these feedback surveys is to measure customers’ satisfaction level and 

estimate the future performance of the company. Zaki & Neely (2019) pointed out, that these 

methods are used after they have purchased from the company and experienced the customer 

journey. Moreover, data from surveys is not able to provide real time responses, as the company 

may need information of critical touchpoints and where changes are needed on a fast pace. 

Therefore, the company needs to create other data sources, which can offer real-time data, like 

social media. (Zaki & Neely 2019) 
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Gathering data is also the tool for making more personalized experiences for various customers 

preferences and being able to respond more quickly. As stated, several times customers’ ability 

to wait have considerably decreased, as today’s digital world has made it possible to always 

have multiple options available. (Lotame 2020) There are multiple different ways how to 

implement data insights into the company’s strategy. Gathering and leveraging data isn’t an 

easy way to success, because the company cannot copy these methods from another business, 

as every company needs to find the right method for their goals and actions. (Järvinen 2016) 

 

Data-driven decisions help the company organize, analyze and collect information of the 

customer experiences. According to the Lotame (2020) the first step is to have a clear picture 

of the company’s current customers and how they are interacting. All information of the 

company’s customers is useful: demographics, interest, preferences, values, online behaviors 

or purchasing habits etc. Finding out why, when, and how they interact with the brand and 

which channels they are using are extremely beneficial information. Customer data can be 

collected from the company’s website, email subscription lists, social media, apps, customer 

support logs, survey responses and point of sale systems. The gathered data may include errors, 

issues or duplicates, but the higher the quality the more useful the data insights will be, therefore 

cleaning the data is necessary to make the most out of the data. When the company has a clear 

picture who their customers are they can start to collect data in order to improve online customer 

experiences. Easily accessible surveys with a little reward can be one method for this. Different 

customer segments prefer different approaches; thus, the company have to determine the right 

methods for their customers. After gathering the data, the company can start analyzing and 

mapping the data. (Lotame 2020) 

 

It is widely known that the data and technology development are the keys for continuous 

business success. Pennington (2016) pointed out that companies are constantly colleting big 

data, but have they actually improved their procedures or has the data brought any changes to 

the company? Gathering data requires big investments (Järvinen 2016) and too often these 

investments have become annual spending without thinking twice are they actually developing 

the company’s operations. Pennington (2016) stated, that before the company starts actively 

gathering data for improving the customer experience, they need to ask themselves how they 

will leverage the information what they find for providing positive improvements or changing 

the company’s procedures.  
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Too often these findings are something else that the marketing team has anticipated. This can 

lead to unwillingness to utilize their findings or they are lacking knowledge for implementing 

the gained information into a practical level (Pennington 2016). The challenge is to realize what 

the turning points for customers are; where their expectations are high and where they have an 

emotional engagement? If the company is not aware of these points during the customer 

journey, they can easily fail meeting those expectations. (Pennington 2016) On other words 

understanding the customer journey and experience over time is a common challenge for 

companies, because customers are interacting with the company through countless touchpoints 

(Lemon & Verhoef 2016). 

 

3.1. Different types of customer data 

 

Data is gathered nowadays more than ever, as every action that people conduct in the web can 

be translated into data. With processing and analyzing the data is able to provide meaningful 

insights for the company. This has changed companies’ methods to identify their target 

audience and founding out their customers’ needs. Gathering and analyzing the customer data 

will help to develop the marketing campaigns and as well as product recommendations, 

communication and it can even increase the loyalty between the customer and the company. 

(An, Kwak, Jung, Salminen & Jansen 2018) The customer data types are divided into four 

categories: personal data, engagement data, behavioral data, and attitudinal data, which are 

presented in the figure 3 (Freedman 2020). These data types are described in this chapter, as 

they will be discussed in the interviews as well. 

 

 

Figure 3. Customer data types 
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Personal data includes all the basic information, which are personally identifiable, such as 

name, gender, social security number, age, contact information etc. This data group helps the 

company to identify their target group, and providing a clearer picture of the people, who are 

interested of the company’s supply. Demographical data can be collected for example when the 

customer makes an account in the company’s website or make a purchase. Customer 

relationship management-tool is considered to be very useful organizing this kind of 

information, since it stores the data in one place. There the company can divide different 

customer segments and provide more personalized customer experiences to each segment by 

providing targeted content and advertising. (Morey, Forbath & Schoop 2015; Freedman 2020) 

 

Engagement data refers to a deeper knowledge of customers, such as information how they 

interact with the company and its different channels like the website, social media pages, mobile 

apps, ads, customer service and emails. On other words this type of data describes the 

customer’s journey. This type of data discovers information of channels, which are attracting 

in terms of delivering lots of conversions. Knowing this helps the company realize which 

activities customers find appealing and centralize their marketing costs where their input is 

most effective. (An, Kwak, Jung, Salminen & Jansen 2018) Behavioral data includes 

information of customer’s patterns, which refers to their browsing habits, purchase history, 

online activity and product or service usage information, which means repeated actions. 

(Freedman 2020).  After the company is aware of their customer segments and their behavior, 

they can start to collect attitudinal data, which refers to customers motivation, opinion and 

customer satisfaction. This knowledge summarizes, that how customers have experienced the 

brand. This type of data is usually collected through reviews and surveys.  (Freedman 2020) 

Existing literature doesn’t take a stand, if some data type would be more beneficial in terms of 

development, but in the findings chapter this subject will be covered.  

 

Holmlund et al. (2020) divides the different customer experience data to solicited and 

unsolicited data. The solicited-structured data refers to company’s active attempt to collect 

feedback from customers for finding out their satisfaction level, for example with NPS. This 

type of data has lower potential for online customer experience management, because of the 

complexity of the phenomenon, it is challenging to capture it in few numbers (McColl-Kennedy 

et.al. 2019). Solicited-unstructured, which means open-ended surveys, this has higher potential 

for improving online customer experience as it is more versatile. On the other hand, it requires 
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active participation from customers and needs deeper analyzing. (Holmlund et al. 2020) 

Unsolicited data means data, which have formed through customers own initiative and 

behavior, such as sending feedback and visiting the company’s website, which from the 

company is collecting data. Unsolicited-structured data includes information from Google 

Analytics, Website cookies, which are tracking the traffic on the website and visitor’s behavior 

on there. (Wedel & Kannan 2016; Holmlund et al. 2020) Unsolicited-unstructured data refers 

to customer’s own action such as sending emails, contacting customer help, posting on social 

media etc. This type of data is according to (Holmlund et al. 2020) a the most beneficial data 

in terms of managing online customer experience, as it brings up the customer’s real feelings. 

It doesn’t require much effort from the customers, but from the company capturing, organizing 

and analyzing unsolicited-unstructured data demands quite high costs. Moreover, capturing this 

type of data and utilizing it on company’s actions has also other challenges, such as problems 

concerning privacy and legal regulations. (Holmlund et al. 2020) 

 

3.2. Measuring online customer experience 

 

Measuring online customer experience is an essential part of managing and improving online 

customer experience. The main goal of delivering meaningful experiences is to acquire better 

profits, thus it is critical to measure online customer experience to understand are the provided 

experiences taking the company to the desired direction. (Löytänä & Korkiakoski 2014, 133) 

Measuring helps the company to see, which factors contribute the most for providing positive 

experiences (Palmer 2010). However, from business perspective measuring doesn’t provide any 

additional value, rather it is a tool for developing the company’s procedures in the future. With 

help of the measuring, they get a better understanding of the current situation. This knowledge 

should be utilized when improvements are desired. (Löytänä & Korkiakoski 2014, 138)  

 

There are available a vast selection of different types of measuring methods, therefore each 

company needs carefully consider, which methods and tools would provide the most usable 

information when concerning their individual goals. If the company wants to collect and 

analyze information of past, present or potential patterns, they all require different approach 

and method type. Generally, companies have focus on past patterns, since the data is gathered 

from various touchpoints. When analyzing present patterns, it is usually conducted with a broad 

range of questions concerning the whole lifecycle of the relationship. The questions can be 



 

 

31 

related for inquiring customers’ willingness to switch for competitor’s brand and what kind of 

changes or improvements customer would like to have into the current product or service. When 

monitoring potential patterns, the company desires to find out new possibilities for their 

relationship with customer. This can be done through surveys or through customer 

observations. Like choosing the method, the decision of what pattern the company should use 

depends on the goals. (Meyer & Schwager 2007)  

 

Choosing the correct methods allows the company to reveal the most efficient factors in terms 

of online customer experience, which have a significant influence on for example retaining 

customers. To conclude, one of the most central goal of measuring online customer experience 

is to acquire reliable information. (Palmer 2010; Löytänä & Korkiakoski 2014, 140) It is crucial 

to analyze, measure and model the current experiences in terms of development process. 

Measuring customer experiences is extremely sensitive for changes, which indicates that 

measurement from yesterday may differ for the measurements done by today (Palmer 2010). 

When understanding customers’ opinions, the company has better possibilities to meet the 

customers’ desires and needs and in the longer-term increase profits (Vesterinen 2014). 

According to Alfaro (2012) choosing the right methods and measuring customer experience is 

a huge challenge for companies. Online customer experience is considered to be even more 

complex phenomenon than “offline” customer experience, therefore measuring it, is more likely 

even bigger challenge for the company.  

 

Companies are generally more interested to measure present and future patterns, rather than 

past patterns. This indicates that companies are actively trying to develop the state of online 

customer experience, which they are providing. Creating the right type of questionnaire of 

feedback format requires understanding of the company’s target audience. (Meyer & Schwager 

2007; Vesterinen 2014) According to Löytänä & Kortesuo (2011, 94) customers should receive 

something back from the company if answering their questionnaires, it would also motivate 

them to be more active giving feedback. Also, customers should be fully aware how the 

collected data are used, as it may help the customer to realize the importance of the information 

and increase their motivation to participate. 

 

As mentioned before creating and choosing the most efficient measurement methods is 

challenging. Another problem is the nature of online customer experience, as it is non-linear. It 
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is challenging to measure different experiences, compare them to each other and examine were 

they different after all. (Palmer 2010) According to Holbrook (2006) generally experiences’ 

value can only be quantified as the probability of an event. Moreover, finding the optimal level 

of online customer experience is highly challenging. In the following chapter the author will 

describe some measuring methods more closely, as they are central part of measuring online 

customer experience, also NPS and data-analytics were mentioned several times in the 

interviews. 

 

3.2.1 NPS 

 

NPS refers to words Net Promoter Score and it has become a common and more valued way to 

measure customer experience. Since 2003, it has been a central part of companies measuring 

actions and still it is widely utilized as many of the interviewees mentioned it importance for 

their company. Moreover, the meter has gained interest in the academic world as well, thus it 

will be presented more closely in this study. In addition, NPS is referred as a single customer 

metric, that the company needs. It is calculated from one simple question about customers’ 

loyalty towards the company. (Fisher & Kordupleski 2019) The most usually form of NPS is 

present a question for the customers regarding how likely they would recommend the company 

to their network on a scale 0-10? The number 0 represents the lowest likelihood for 

recommendation and 10 refers to the biggest probability for recommendation. NPS divides 

customers into three different groups based on their answering numbers. These groups are 

promoters, passives and detractors. Promoters represent the most dedicated and satisfied 

customers, as they give 9 or 10. Customers, who gives 7-8 are categorized as passives. 

Detractors are rest of the customers, who are answering 6 or lower. (Löytänä & Kortesuo 2011, 

203; Riveral 2013) 

 

There is no clear view what a good value of NPS is. Of course, the goal is to get positive NPS 

value, which means that the number of promoters is bigger than decorators. According to 

Löytänä & Kortesuo (2011, 203) NPS score is highly industry dependent, for example in luxury 

hotels NPS can be about 80-90, as their high priority is offer quality customer experiences. 

Whereas industries, like airline companies, which is affected by multiple external variables and 

factors such as the weather, NPS can be about 0-20. Two centuries ago, it has stated, that NPS 

is the most reliable metrics compared to other loyalty meters, like customer satisfaction and 
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customer retention in terms of company’s growth. It also provides a great way for the company 

to benchmark their actions. As most of the companies are using NPS the company is able to 

compare the scores to another region, branch or representative. (Reichheld 2006) Nowadays 

the NPS has been criticized due its simplicity, as it cannot provide any actual data regarding 

what to improve or do different. NPS can find out are the customers loyal or not, it is nice to 

know, but it doesn’t help the company to achieve their future goals. Thus, the concept Net 

Promoter Score is renewed for Net Promoter System, which is based on follow-up questions. If 

the customer doesn’t want to recommend the company, it asks follow-up questions and finds 

out why she/he feels like that. Originally NPS was represented as a simple “all the company 

needs to know is the answer to this one question”. Nowadays it doesn’t provide any additional 

information for the company without the follow-up question. (Löytänä & Korkiakoski 2014, 

59)  

 

Moreover, NPS only concentrates maintaining current customers not acquiring new ones and it 

isn’t able to provide competitive data. NPS can be also highly misleading, as the score increases 

when there are more promoters than detractors. What if the company loses all the other 

customers expect the promoters and NPS will just improve, as there are no customers to survey? 

(Fisher & Kordupleski 2019) NPS is a good addition for the company’s measurement system, 

but solely it is not an enough metric. NPS is able to research very limited information related 

to the online customer experience, when combined to other collected data it can provide 

additional and useful information. (Löytänä & Korkiakoski 2014, 140) 

 

3.2.2. Data analytics 

 

Data is referred as the oil of the businesses. Therefore, bigdata is overhyped and companies 

have generally invested too much capturing and storaging, but not enough in data analytics. 

(Wedel & Kannan 2016) As this thesis is focusing on online environment it is obvious that 

customer experience will be measured, and customer behavior will be analyzed through a web 

analytics. The company’s website alone has multiple measuring options, which should be 

utilized for measuring the performance of online customer experience (Borowski 2015). Web 

analytics’ power comes from collecting data. It doesn’t need any additional questionnaires or 

big investments; all the web analytics need is the customer to spend time on the website. The 

data can be gathered from several activities, if the customer accept the web cookies. From 
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example the data from the visitor’s arrival waypoint to the website, bounce rate, the visit’s 

length, time spent on a specific page can be collected or has the visitor seen ads from the brand. 

All this information is possible to gain from web analytics, but they may require different 

actions, such as linking cookies between various services. (Google 2017)  

 

According to the Harvard Business Review (2016) companies are struggling between different 

channels to provide holistic customer experience, because they don’t have knowledge to 

integrate customer data into channels. Other challenge pointed out by Wedel &Kannan (2016) 

is the lack of knowledge of which types of analytics works on which kind of data and problems. 

When gathering new type of data what new methods are required for analyzing it and how 

company’s management can improve and implement skills and process for being able to 

compete in the online environment is a common challenge amongst companies. (Wedel & 

Kannan 2016)  

 

According to the Borowski (2015) web analytics are considered to be cold metrics, since they 

are not able by themselves provide answers of experiences. Rather, they require extensive 

framework for measuring. Web data is most useful illustrating the behavioral data, as it can 

follow the customer’s behavior on the website and it can be connected to multiple other metrics, 

which are used for online customer experience. (Borowski 2015) In addition to previous listing 

web analytics is able to develop online marketing strategies, find the most suitable marketing 

techniques, evaluate the change, which is made based on the data and it is able to optimize the 

search engine optimization (SEO). Web analytics enables companies to optimize their online 

marketing campaigns. Google provides a tool for forming a customer tracking code, which 

helps the company to measure the campaign’s performance and which customers have found 

the most appealing. Data-driven decisions are made based on these web analytics aiming to 

have higher return on investment (ROI). This helps the company to realize what works and 

concentrate on them rather than investing time on ineffective strategies. When managing online 

customer experience the key is to know your customers and their needs, thus by analyzing the 

web analytics the company is able to identify its customers and monitor their behavior.  

 

Data analytics can be categorized into four different groups: descriptive, inquisitive, predictive, 

and prescriptive (Wedel & Kannan 2016) Descriptive data answers the question “What 

happened?” and it combines methods and tools to help describing the situation. Online customer 
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experience data is usually illustrated through charts, numerical summaries, graphs, or clustering 

techniques. This type data provides insight of the company customer experience status-quo. 

Inquisitive data finds answer for “Why did things happen?”. Using different methods, the 

inquisitive data validates or rejects different hypotheses, specifies causation, and aims to 

identify variables, which can be adapted to achieve a positive change. This kind of data provides 

diagnostics of the online customer experience with help of experimental design and analysis of 

variance. (Holmlund et al. 2020) 

 

Predictive data provides answer to “What could happen?” and by utilizing different methods 

predicting future possibilities and trends. Forecasting models and classification models are 

examples of illustrating this kind of data, they provide an indication for the company what is 

more likely to happen with customer experience. Lastly, prescriptive data concentrated 

answering “What should happen or what is the best outcome?” It is utilizing methods, which is 

able to provide quantifiable answers to solve problems. Prescriptive data helps the company to 

centralize its resources to enhance customer experience with help of mathematical 

programming, event simulations and frontier methods. (Holmlund et al. 2020) 

 

 

Figure 4. Guide for utilizing data-analytics 
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The figure 4 is made to summarize everything that has stated regarding the data-driven decision-

making process. The figure is based on Holmlund et al. (2020) article and modified to apply on 

this context. It reminds a bit of the theoretical framework of this study, so this can be thought 

as the follow up version of that, since after researching the subject in question, the author was 

able to conduct more detailed process of the usage of data-analytics.  It presents a step-by-step 

guide how to utilize data-analytics in order to develop online customer experience. The process 

starts by strategizing: what online customer experience actions the company desires to achieve 

in the short and long term. Shorter term goals, which indicates to operational goals could be 

measuring current touchpoints performing or how to target resources between touchpoints. 

Examples of strategic also known as longer-term goals could be making improvements on the 

customer journey or manage potential touchpoints (Mächler et al. 2016). The second step is to 

assess online customer experience data types (personal data, engagement data, behavioral data, 

and attitudinal data) to support the determined goals and the customer experience analytics 

(descriptive, inquisitive, predictive and prescriptive) for generating those customer experience 

insights. (Holmlund et al. 2020) 

 

Based on the goals and resources, the company must examine, which insights are needed and 

what kind of data (solicited or unsolicited and structured-unstructured) it requires for the 

analytics. The company needs to investigate is the required data available in the digital 

touchpoints and is there any legal or privacy concerns when acquiring new customer data? After 

this the company has to decide the main data goal; is it capturing new customer data or investing 

on new data analytics. Also calculating the total costs of this, such as human resources, software 

etc. compared to benefits of each approach in operational and strategical level. The fourth step: 

decide is about determining will the process be achievable with the existing resources and will 

the implementation be profitable and worth of executing. After these decisions have been made, 

the company can move to the implementation level. This step is about realizing which factors 

are involved in the implementation, how the implementation can be integrated with other 

company’s actions, how to launch the pilot version and lastly how to monitor the implemented 

customer experience action. The aim is to find the parameters for creating a dynamic, seamless, 

and flexible customer experience solution. (Holmlund et al. 2020) 
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The final step is learning, which job is to make sure that there are places to give feedback, so 

the company is able to learn from the implementation. Whether there have been significant 

changes after the implementation, have they been negative or positive? Did the technology work 

properly, or were there bottlenecks, which should be avoided in the future? Lastly and maybe 

the most important aspect: has the company been able to measure impact of the new 

implementation based on customers behavior on the website? It could be seen in a customer 

satisfaction rate, revenue streams, productivity, or efficiency. (Holmlund et al. 2020) The idea 

of the figure 4 is to present how the company can combine customer data, online customer 

experience analytics and different data types in order to make new improvements. The arrows 

represent the continues of the process. This means that having online customer experience as 

the company’s competitive advantage requires incessant desire for being better. 
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4  METHODOLOGY 

 

This chapter presents the research methodology of this study. The author will describe more 

closely the chosen research method of this study. Moreover, the chapter called data collection 

will go more detail about the interviews: who were interviewed, how they were chosen, and all 

other details of the interviews is described in that chapter.  

 

4.1. Research design 

 

There are two types of research; quantitative and qualitive, but this thesis is the latter one. The 

particular method was chosen because of the difficultness of the researched phenomenon since 

qualitative methods are used to examine complex subjects. The aim of the qualitive research is 

to examine the meanings of participants and their relationships with each other (Saunders, 

Lewis & Thornhill 2016) and to improve the understanding about the researched phenomenon. 

The quantitative method is generally focusing on statistics and the goal is to reveal correlations 

and causalities. The qualitive research is based on two stages: the reduction of findings and the 

solutions of the problem, these stages are used to understand and solve this study’s research 

questions (Alasuutari 1999).  This thesis uses a qualitive research, applying abductive methods 

and multiple-case research approach aiming to close the presented gaps in the literature review. 

 

The goal of the qualitive research is to combine data from people’s opinions, attitudes, beliefs 

and ideas of the chosen topic, in other words people are the information sources. This type of 

research forms solutions based on a smaller group of people. Thus, the investigation methods 

of the qualitive study are interviews and focus groups. The research design can be said to be 

exploratory, since its purpose is to find out what is happening and to obtain information of the 

specific topic. (Saunders, Lewis & Thornhill 2016) The qualitive research method was chosen 

for this thesis, as it can study areas, where quantitative study isn’t capable of. Such as studying 

and understanding human behavior, which plays a central role when the goal is to understand 

customers and improve their experiences. Moreover, the nature of online customer experience 

is situation-specific and multidimensional, thus the qualitive study is preferably in this context. 

More specifically this thesis is utilizing the qualities of an abductive analysis, where the aim is 

to create new findings based on the gathered and analyzed data. This thesis is not focusing on 

a certain company’s actions; therefore, the aim is to interview several B2C-companies to 
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provide a general insight of the matter. The data is focusing on finding how interviewees 

thought about the topic, which in this case is the online customer experience. t. (Streubert-

Speziale & Carpenter 2003; Boodhoo & Purmessur 2009) 

  

As mentioned before, the author of this thesis will interview people from different companies 

to give broader picture of the subject. From some companies the author may interview more 

than one people, if that gives an additional value for the findings, for example if the company 

is particularly good on practicing the subject in question. On the other hand, also companies 

who are desiring for becoming better making data-driven decision in terms of customer 

experience may richen the findings and provide essential point of views. Therefore, these types 

of companies are justifiable to interview more closely and broadly, since they provide additional 

value. The data collection method of this study was chosen to be interviews, since they allow 

flexible data collection, which will eventually be formed as a comprehensive data. The question 

framework was formed beforehand, but the structure of the question can be changed during the 

interviews. Thus, a semi-structured interview was chosen for this thesis, because the free-form 

questions are expected to gain more information and opinions from the interviewees regarding 

on the research topic. (Hirsjärvi & Hurme 2015) The main focus is on interviewees answers 

and opinions, which will be analyzed and form the findings chapter.   

    

4.2. Data collection 

 

This study utilizes interviews as a data collection method. There are different types of 

interviews, such as group interviews, couple interviews and individual interviews. The latter 

one is according to Hirsjärvi (2007) the most general research method, which is also used in 

this thesis as well. The individual interviews were chosen for this thesis, since the interviewees 

are from different companies and due to their schedules, it is more practical to interview them 

individually. Moreover, the author believes, that she is able to acquire more different aspects 

and getting deeper answers. Also, the author can adapt the interview style based on the 

interviewee, as she is able to give her full attention on the individual interviewee.  

 

The chosen interviewees are recommended to have knowledge and experience concerning the 

challenge, which is under research. Thus, the interviewees should be decided with a careful 

consideration. Tuomi and Sarajärvi (2009) introduced a term called elite sample, which refers 
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to people, who have relevant information concerning the research topic and are selected to be 

participants of the thesis. This method is utilized in this thesis, because the interviewed people 

are from different companies and from each company the idea is to interview the person, who 

have closely worked with online customer experience. People, who don’t have working 

experience of the topic, wouldn’t be rational choice for the interviews. It is expected that the 

results’ variance is high, as people tend to have different understanding and experiences 

regarding researcher topic. This expectation is made, because even the existing literature of the 

online customer experience have different definitions for the subject.  

 

The interviews are conducted online through Teams because of the global pandemic, which is 

why the author and the interviewees cannot meet in person. Also, regarding the schedules of 

the interviewees the online meeting is preferable.  E-mail interviews were another option, but 

the author decided rather to arrange online meetings, as people are more willing to give boarder 

answers by talking than answering in writing. Five of the interviewees were found through the 

author’s network, and three of them were connected and approached in LinkedIn. The interview 

language was Finnish, even though the questions were written in English, but they were 

translated for the interview. The question framework included 14 questions, and additional 

questions were asked if needed. The question framework can be found in the appendix 1.  

 

The questions were formed in line with the theoretical framework, as it has set the basis for this 

thesis. The aim of these interviews is to refine the activities in the particular stages from 

companies’ point of view. Most of the time the author followed the question framework, but in 

some cases follow-up questions were presented. In one of the interviews the author and the 

interviewee noticed that some of the questions didn’t suite on that context, so couple of 

questions were override. All of the questions were understood by interviewees and most of them 

answered with broad answers but couple of them answered briefly but with quality. Originally 

the question framework included 11 questions, but after four interviews the author added couple 

questions more to gain better information from interviewees. The author noticed that the 

original questions repeated themselves and couple of them were too vague, which is why the 

answers were very close to each other. With these question additions, the author is expecting to 

achieve more specific answers and reduce the similarity of the interview questions. 
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The Teams interviews were recorded, since the author will transcript the interviews afterwards 

for being able to analyze the gathered data more deeply. There was total 8 interviews, which 

gave different perspectives and expanded the author’s knowledge of the subject. The author 

found that 8 interviews were enough, as the last interviews didn’t give much of additional 

information when compared to the previous ones. It could be said that the saturation was 

reached. Fusch & Ness (2015) supports this statement by noting that the number of samples 

don’t correlate with the data saturation, which means sample size cannot be determined 

beforehand to fit a specific research. In terms of this thesis the data was gathered until the 

interviews didn’t provide answers or additional information for being able to achieve the aim 

of this study.   

 

Table 1. Interviewees 

 

Two of the interviewees were women and rest of them were men. Interviewees were 

approximately between ages 30-50 and most of them were in managing positions. Usually, the 

author booked an hour per interview, so there would be no hurry answering the questions.  

Couple of times due the strict schedule of the interviewee the author booked 30min timeslot for 

the interview, which in these cases were enough. At the end the interviews took approximately 

40 minutes. The interviews situation was informal, and the atmosphere was casual. The titles 

of interviewees can be found in the table 1, as well as the interviewees “names”, which the 

author will refer when talking about the interviewees or making references of their sayings. As 

the author and all 8 participants were Finnish the interviews were held in Finnish, this way the 

interviewees could answer the most effortless way. Also, by interviewing Finnish the author 

prevented possible misunderstandings between the questions and answers.  All of the 

Interviewees Title 

Interviewee A Chief executtive officer (CEO) 

Interviewee B Chief executtive officer (CEO) 

Interviewee C Digital & customer experience manager 

Interviewee D User experience desginer 

Interviewee E Marketing planner 

Interviewee F Customer experience development manager 

Interviewee G Head of design & Customer experience 

Interviwee H Head of marketing operations 
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interviewees have been working with online customer experience and they were selected due 

their expertise. In addition, all of them were from different companies in order to give a wide 

scale of aspects regarding the subject. All of them had good knowledge of their company’s 

online customer experience policy and data collection methods, so the author didn’t see a reason 

to interview other people within the same company.  

 

Almost all of the interviewees were from different industries, as they were from retail, clothing, 

banking, service business, fast food and housing accommodation industries. In all of these 

industries online customer experience has a big part, and these particular companies are very 

good or even professionals practicing it. That is why interviewees were selected rather from 

different industries instead of interviewing people from same industry. Now the author is able 

to analyze and form the findings chapter based on different perspectives and form a coherent 

understanding of the subject. The requirements for choosing the interviewees were set by the 

author. The interviewed company had to be B2C, they had to have an online store or a website 

which from they collect customer data. The interviewee works or has worked directly with 

online customer experience and possibly has experience of managing online customer 

experience. Thus, the author can be sure, that the interviewee is able to answer the questions 

and provide important insights for the findings chapter.  

 

4.3. Data analysis  

 

The empirical research was conducted by theme interviews, which were recorded with a 

permission and afterwards transcripted into texts. The recordings enable trustworthy and easier 

transcription process, also it made possible for the interviewer to concentrate more to the 

conversation. The author utilized word’s own dictate-system to help the process and followed 

the generated text at the same time to make sure the system recognizes words properly and 

made corrections if needed. There was total 60 pages transcripted texts and after transcription 

the text was read, and meaningful parts were highlighted to ease the analysis phase. Finally, 

when analyzing the interviews, the whole text was divided into six parts to make the analysis 

phase easier. The dividing was made based on the themes of the question, which helped to form 

the structure for findings chapter as well. During interviews cameras were on, which enables 

analysis to observe facial expressions, but also words and the tone of the interviewees were 

taken into consideration. 
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5 FINDINGS 

 

This chapter is focusing on analyzing the conducted interviews. The goal of this chapter is to 

compose an empirical view of the interviewed companies’ actions related to online customer 

experience, data gathering and data-driven decision making. These subcategories are parts of 

the theoretical frameworks process of the thesis and at the same time they are illustrating 

essential stages in terms of developing online customer experience. Thus, it was reasonable to 

divide the chapters according to the process phases: implementing online customer experience, 

collecting customer data, managing and measuring online customer experience and making 

data-driven decisions. As mentioned before, there were total eight interviews and when 

analyzing these findings, the interviewees are referred as interviewee A-H. Quotation marks 

illustrates straight quoting’s from the interviewees. Interviews were conducted in Finnish; 

therefore, the quotations are translated from Finnish to English by the author and the quoted 

interviewee is presented along the quote.  

 

5.1. Implementing online customer experience 

 

The role of online stores has grown over time and especially now, when living in the global 

pandemic the market share of online stores has grown rapidly according to interviewees C, D 

and G. Regardless of the industry, the online customer experience was identified extremely 

important in all the companies. When covering the topic about the importance of online 

customer experience, one thing rose up constantly in every conversation:  the intense 

competition between companies. Most of the companies were operating in addition to Finnish 

market also in international markets and when we add the online environment into the equation, 

the number of competitors is limitless. However, the offered products and services are 

remaining the same, as the interviewees A and D pointed out, even though new rivals are 

entering the market continuously.  Therefore, differing with online customer experience is said 

to be the key to their businesses. 

 

“The idea of online customer experience is that the customer is able to find us, because 

everyone is offering these same products in online, differing is the key for being top of the 

customer’s mind.” - Interviewee A and D 

 



 

 

44 

Within a few clicks, customers have countless number of different options available, therefore 

it is central to be top of the customer’s minds, when they are looking similar products than the 

company is offering. Being part of the selection criteria is one of our goals, stated interviewee 

A. Interviewee B argued, that online customer experience has the power of being the main 

reason, why the customer is entering to the online store. Many of the interviewees said that 

delivering meaningful online customer experience is a tool for creating long term, loyal, regular 

customers and emphasizing the relationship between the brand and the customer. Interviewee 

A pointed out that generally in their industry 70% of brick and mortal stores’ customers are 

regular customers, which indicates that in the online stores most of the customers are regular as 

well. Many of the interviewees mentioned that customer acquisition is highly expensive and by 

concentrating on creating long term and regular customers. With help of loyal customers, the 

company is able to design, plan the future selection and modify the customer journey better, 

when the customer visits over and over again on the website. Interview A and D emphasized 

that the first purchase in online is rarely profitable for the company. That is why the experience 

has to be memorable, that the customer visits and purchases again and eventually the 

relationship with the customer becomes profitable.  

 

Other characteristics that interviewees connected to good online customer experience were 

personalization, convenience, speediness, essentialness, being head of time, coherent entirety 

between different channels and building relationship between the brand and the company.  

Interviewee D also mentioned the meaning of price and brand in this context, as generally 

customers are looking the lowest price. In addition, if the brand has a good reputation, it is 

easier to build online customer experience around that trust and familiarity. Interviewee E raised 

and interesting point, when talking about the effect how the company can present their message 

to customers on their website or on any other touchpoints. Instead of taking the company’s 

point of view on their messages, for example “we (the company) are providing you these 

services”. Rather, they should take the customer centric point of view and change to pronoun 

“we” to “you”, with this the company can better answer to the customer and highlight how they 

are addressing the customer’s needs. Especially big organizations should utilize this method 

more to emphasize their customer-oriented approach, as customers can sometimes feel 

suffocated by the bureaucracy.  
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As stated, before in this thesis online customer experience is the sum of multiple encounters. 

Many of the interviewees pointed out the importance of brand image, as that is usually the first 

encounter, which the customer has with the company. On other words the first touchpoints are 

generated even before the relationship between the company and the customer has begun. Most 

of the interviewees could not identify encounter which would more important than other. Even 

if they highlighted the criticality of the customers’ image, which they have created of the brand. 

These visions can be formed according to the interviewee G from anything and everywhere: at 

the mailbox with the neighbor, seeing an ad on the newspaper, visiting on the company’s 

webpage or on their mobile app. Online customer experience is a result from numerous 

encounters, and all of them the company is not able to control. Therefore, interviewees F, G 

and H emphasized the role of the first impression, as it set ups the bar for the expected value 

towards the company’s online customer experience. Aiming to give good impressions require 

investments from employees, company culture, customer service etc.  Every encounter such as 

employer’s social media post, chatting with customer via chatbot or an automated marketing 

message it should be done with quality and respect the company, as interviewee G stated. 

Interviewee E summarize this well by stating “There is no encounter, which would be more 

important, than other. It is about prioritizing and recognizing the main goal of the business 

strategy and based on that start to examine encounters and eliminate silos.” 

 

“The goal is to solve customers’ needs or problems in a way that is pleasing the customer. 

Then we are creating customer experience, which are in line with our goals.” 

- Interviewee G 

 

The author discussed with the interviewees what kind of online experience they are aiming to 

create. Their goals were quite similar, which were mentioned on the previous paragraph, but 

the answers considering how they are doing it, differs from each other’s. Interviewees A and H 

mentioned the importance of personalization and active marketing communications. By sending 

relevant marketing messages the company is able to stay top of the mind of the customer. 

Interviewees B and D pointed out the silos and disruptors of the customer journey. To get rid 

of them the company needs to understand the customer journey more deeply: what happens to 

the customer and what triggers their actions, how we can satisfy their needs and what makes 

them to finalize the journey? Interviewees E and A emphasized the importance of customer 

service in online, as there should be help available to finish the customer journey and by doing 
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that well, it can even become one of the differing factors. Interviewee G has approached this by 

focusing on finding out the customers’ motivations: are they emotional, functional or financial, 

as it influences highly on the experience. Interviewee F said their goal to be the beloved brand, 

meaning that customers would have an emotional bond with them. They are aiming to achieve 

this by making services and products easily available and providing relevant information easily 

and fast.  

 

5.1.1 Challenges of online customer experience 

 

The interviewees were asked about their strengths concerning the online customer experience. 

The answers were interesting as they differ from each other, which may be due the different 

business goals in different industries. Interviewee F raised up the fact that they are an 

international organization, so they can learn from different business units, as they are doing 

actively cooperation with each other’s. Since they are a big company, they also have lot of 

resources, which interviewee F mentioned as a strength, because they have a generous budget 

for developing and the company’s support for pursuing to become better. Interviewee G brought 

up the communality, wide service selection to solve customers’ problems and being hard to 

copy. Interviewee H pointed out their skill to be providing meaningful content, as it has 

fascinated people, which can be justified from the high conversion rate. 

 

After discussing their strengths, the discussion moved addressing their challenges in terms of 

online customer experience. Many of the interviewees mentioned writing on their strategy for 

being the best at creating online customer experience. However, like interviewee G pointed out 

that in reality it is challenging being able to determine what it requires and how the online 

customer experience is formed. There is lack of knowledge how to create meaningful online 

customer experience. This observation has also appeared in the academic literature several 

times. According to the interviewees companies are struggling with similar kind of challenges 

even though they are operating entirely different industries. The author discovered that the 

biggest and common challenge was the mass of people, which leads to lack of personalization. 

Other common challenge was lack of understanding of the customer needs and the customer 

journey. Also, problems concerning the speed, differing and technology were mentioned 

several times. Interviewee B stated that few companies truly understand customers’ needs or 

their baseline, this leads to answer on wrong questions and leaves the right questions 
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unanswered. From this can be concluded that these companies are lacking knowledge to analyze 

gathered customer data, or their organizational structure is too complex. Interviewee D adds 

that too often companies are more interested about the sales than the journey. Rather they should 

concentrate on the customer’s journey and identify the silos and find out why customers are 

leaving middle of the journey, instead of staring the sales numbers, interviewee D argued.   

 

“Our digital services aren’t genuinely built around customers’ needs” – Interviewee G 

 

Interviewee G revealed interesting point by telling they have recently discovered that their 

operations haven’t been build up around customers’ needs rather around modern technology. 

Interviewee D supports this observation by stating that too often companies have a mindset 

“design first, customers second”. On other words the company can utilize modern technology, 

provide quality design and utilize artificial intelligence to speed up their internal efficiency. 

After all, customers haven’t appreciated these changes, as they were made from the company’s 

aspect instead of customers. These changes have confused customers as the company’s 

customer service is crowded and plugged, and customers are leaving them because they don’t 

get the needed help. Against expectations by utilizing modern technology and developing the 

company’s internal efficiency they have deteriorated customers’ online experiences. Related to 

that, interviewee A reminds that doing proactive developments in terms of online customer 

experience is significantly hard, as people’s behavior on internet is more versatile and complex 

than in a brick-and-mortal store. In online it is much harder to guide and help the customer to 

finish their purchase journey than in stores. 

 

The struggle concerning the mass of people were mentioned almost in every interview. As 

interviewee F stated customers are highly different, which makes it difficult to achieve the goal 

to provide quality online customer experience to all of them. Finding out the golden mean is 

almost impossible in online environment as everyone’s knowledge and skills differs. That is 

why the role of personal service has been emphasized also in online context, but organizing it 

being effective is another challenge. Nowadays most of the companies are utilizing chatbots, 

which can answer the basic questions or direct the customer on the right site, but they are not 

able to give personalized service, as interviewee F pointed out. Several interviewees noted that 

companies don’t have resources to provide private service to customers quickly. To give more 

personalized view and experiences companies are utilizing marketing automation tools to form 
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segments of this customer mass. As interviewee H pointed out if the segments are limited to be 

too small, it may include customers who has potential to be interested towards other content as 

well. However, they never encounter that content because the company has decided on their 

behalf, which content they are able to see. 

 

As stated, before in this thesis, along the digitalization people’s ability to concentrate has 

significantly decreased. Interviewee A confirms this by stating that they are struggling to keep 

the customer on their site, exploring their selection and maybe even register. He is talking about 

the challenge of the first contact. The Internet is full of competitors, why the visitor should stay 

in their website? Interviewee A adds that they have invested a lot on network speediness to 

avoid losing customers because of the slow download speed. Apparently in Finland websites 

work on a standard speed, but to optimate the global sites they had to make technical changes 

to make sure the website operates in all its glory, even with a bad network connection. This 

mostly refers to the pictures of the website and as stated before in this thesis, they have a critical 

role of keeping the visitor on the website. When the business is happening on online 

environment, it is likely that in some point the company is struggling with technical issues, 

since many of the interviewees listed that one of the challenges.  

 

Common challenge, which were pointed out several times by big organizations were integrating 

different channels. On the customer journey the customer can be guided to go through multiple 

different portals to get what they need. Creating coherent service view is important in terms of 

online customer experience, so the customer doesn’t have to travel between several channels, 

rather everything should be able to handle in one place. Utilizing different portals or external 

services can affect negatively on the online customer experience, but it also complicates the 

company’s development and managing processes, as interviewee F mentioned.  

 

5.2. Collecting customer data 

 

As all the interactions is happening on the online environment the possibilities to gather data is 

limitless, which means companies have access to lots of data if they decide so. According to 

the interviewees, they gave an impression to the author that in terms of developing online 

customer experience they were mostly interested about analyzing demographical data to get to 

know their customers and behavioral data to follow customers’ interactions. Interviewee A told 
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that they are especially interested to know their customer, as it helps them to design their future 

selection. Demographical data can also be used for location-based marketing, where companies 

are utilizing information of customers email-addresses. The website recognizes their locations 

and based on that the website is able to make decisions and guide them towards specific content. 

In addition, if the customer has accepted the cookies on their website the system is able to 

monitor customers browsing history, which based on they are making product 

recommendations and personalized content. Google analytics were mentioned several times by 

many interviewees, as it provides easily readable analysis of the actions on their website. In 

terms of online customer experience, it is able to recognize how the website is working, what 

customers have found hard or easy. Then the company can utilize that information and examine 

the silos, as interviewees C and E mentioned.   

 

“Everyone is talking about personalization, but in reality, few are only doing it” 

-Interviewee D 

 

Companies were also interested about the online store’s purchase information, and especially 

companies, who have a membership system for the customers can easily utilize their purchase 

information and send personalized content or even sales coupons to stay on top of the mind. As 

interviewee C mentioned with help of the membership program the company is capable of 

richen their customer knowledge and be more relevant for them by personalizing the website. 

The optimal situation would be according to interviewee D, that wherever the customer interacts 

with the company, the company would have all the information available of the customer from 

all its different channels. This would require strong communication between the company’s 

channels and knowledge to combine the information. The problem with personalization content 

is that the company has decided behalf of the customer what they are allowed to see. As the 

customer mass in online is huge the company cannot provide individual content for everyone, 

rather they have to divide customer into different segments.  Usually, the segmentation has done 

based on customers’ demographical information, but as interviewee D adds to that in the longer 

term the company can also utilize behavior data and purchase history to categorize customers. 

The more information the company has on the customer, the more accurate the personalization 

will be.  
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Companies, who are utilizing membership system, or the customer is able to identify on the 

website helps the company to do much deeper analysis of customers’ actions when browsing 

on the website. Related to that, interviewee G mentioned that, as their services are always used 

as logged in, they have been able to generate a motivation-based segmentation, which isn’t 

based on demographical factors, rather based on the customer’s interests. They have based that 

segmentation method over two things: knowledge and the level of forerunner, as they determine 

how much support the customer is expecting from the company. By modeling their entire 

customer base according on their motivations, they have been able to understand their 

customers’ actions better. He pointed out that being able to do this kind of segmentation requires 

specific kind of customer data, which only few companies have. 

 

According to the interviewees collecting and analyzing behavior data has a central role in terms 

of measuring online customer experience, as they find it to be more reliable than customer 

feedback. Interviewee C pointed out that customers’ preferences should be analyzed through 

behavior data and thereby take ideas into the product development, instead of focusing on 

individual feedbacks. Interviewee D highlighted that generally customers aren’t capable of 

innovating new ideas about a subject that they are not familiar with, or which are outside of 

their comfort zone. He added that they have noticed customers to respond on feedback how 

they feel they are expected to answer, which doesn’t give any additional value for the company.  

Thus, interviewees C, D, E and G agreed that customer feedback isn’t reliable or provide value, 

rather monitoring purchase decisions or behavior on the website tell more about customers’ 

values. Neither of them isn’t the truth, but they express better customers’ needs, than customers 

can themselves express, interviewee D concluded. 

 

“Like Tom Ford said, if we would have asked people what they want, they would have desired 

faster horses. They couldn’t have imagined cars, which goes much faster.” 

-Interviewee D 

 

Customer feedback awaked different feelings in the interviewees, as some of them had no trust 

towards open feedback and one of them identified that as one the most important source in 

terms of developing online customer experience. The author thinks that the attitude is company 

or even industry-based matter, as interviewee F who represent an industry, which provides 

products and services, that are big part of everyone’s life, stated that customers are very active 
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giving honest feedback, which is a central part of their development process. He describes the 

open feedback and especially verbal feedback as the most quality data as there can be because 

it helps the company to identify the silos and improve their processes. Interviewee E pointed 

out that open feedback should be collected around the year to keep up the continuous 

development process, but also due the seasons. By this she is referring the fact that it does 

matter is it summer or winter because it influences highly on customers’ needs.  Collecting data 

consistently they can reflect the outcomes on the last year’s results and see if they have been 

able to make changes. Whereas industries’, which services don’t play as big part of people lives, 

are in situation where customers don’t find giving feedback as necessary. On the other hand, 

these kinds of companies don’t find written feedback as valuable either, according to these 

interviews.  

 

Interviewee D emphasized the importance of collecting data through the whole customer 

journey and monitoring does the customer finish the journey. If he/she doesn’t finish, what is 

the reason for that and how the company could help to finish the journey. This customer data 

type is referring to interaction data, which were presented in the chapter 3.1. Interviewee E 

mentioned that they are monitoring how much customers are contacting customer service about 

different issues through the journey. She mentioned that this is one of their ways to develop the 

online customer experience. If lot of people are contacting the company concerning the same 

thing, it could indicate that it is poorly explained on the website or hardly to be found, which 

requires actions from the company to decrease the amount contact request. Like interviewee F 

stated every time someone contacts to the customer service it causes costs for the company, as 

the service requires employee’s effort. Therefore, the website should be designed as user-

friendly as possible: information to be easily to find and on a plain language and the purchase 

process is easy to finalize, so the customer wouldn’t get a need to contact the customer service. 

 

If considering is there a specific data type, which would be more useful source than others in 

terms of developing online customer experience. Like interviewee E pointed out, it is entirely 

depending on the phase, which the company is trying to develop. She stated especially when 

the company is unknown for consumers the behavior data plays a central role: how they act on 

the website, how they got there, and on which touchpoint they leave the page. Moreover, it is 

important to follow engagement data, meaning monitoring customers’ movements between 

touchpoints to find out are they moving as expected or in some other way, and make required 
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changes on the journey, like interviewee F said. Interviewee G added, when aiming to develop 

current or create new services the behavior data has a critical role, as it expresses the truthful 

needs of the customers. Demographical data comes in the picture, when customers are 

categorized into different segments to provide more personalized content, but as mentioned 

everyone isn’t utilizing demographical data for that. To conclude, all of the interviewees came 

to conclusion that the best customer data sources in terms of improving online customer 

experience is to combine and analyze all as a whole, but some of them may have a bigger role 

than others in terms of supporting the development process.  

 

5.3. Measuring online customer experience 

 

Online customer experience is relatively easy to measure, as everything is digital and there is 

available a wide selection of metrics where from to choose, but still it is considered to be one 

of the toughest choices in terms of online customer experience. The author finds it interesting, 

that we are living in the modern and digital world where companies have different tools 

available. Regardless, most of the interviewees raised up the NPS as one of the most essential 

metrics for the online customer experience. All the interviewees, who are using the NPS in their 

actions are aware of its downsides, which were described in the chapter 3.2.1. Interviewee D 

mentioned it is just a number, which isn’t able to provide justifications why the company’s NPS 

rate dropped on last week and raised on this week. They can only make assumptions based on 

that, but the company cannot start development process, as the NPS is not capable of providing 

information what to improve. Interviewee A justified using NPS by stating that it is comparable, 

as competitors is using it as well. Interviewee D added to that it is retrospective in time, meaning 

if the company does a development activity and the NPS changes the company can assume that 

the activity caused the change.  

 

“NPS is a tool for reporting, it is not capable to support the development process” 

-Interviewee D 

 

Even though most companies are associating NPS as an online customer experience indicator, 

still many companies are sending their NPS surveys weeks after the purchase. That means, the 

NPS is illustrating rather a product experience than the customer experience, as interviewee D 

pointed out. Related to that, interviewee G mentioned interesting dilemma concerning the 
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difference between the customer experience and transaction experience, as customers can easily 

confuse them and combine them as a same thing. Some of the interviewees mentioned 

separating these two experiences whereas couple of the interviewees stated that product 

experience is part of the online customer experience and couple interviewees argued that they 

should be measured separately. Interviewee G emphasized that transaction experience is 

referring to single encounters and customer experience is a wider entirety.  

 

Google analytics was another measurement system, which were mentioned multiple times and 

it was said to give an easy and good method to measure online customer experience. It provides 

for example the information how customers have found the company’s website, which 

campaigns and ads are working in terms of converting people and how many visitors have 

looked up the website. Google analytics also collects business data, which is referring to 

information how the website/-store is functioning, what is the average purchase and how the 

sales are going. According to the interviewee C these numbers are also good indicators to 

monitor the success of the online customer experience. Related to that interviewee D and G 

added that sales and purchases numbers should also be part of the measurements of online 

customer experience. Since the fundamental reason to provide quality experiences is to acquire 

better profits. Therefore, in the future they are aiming to link business indicators to online 

customer experience to examine how development activities has impact on the sales and have 

they achieved their goals.  

 

“The problem with measuring customer experience is that its nature is reactive, meaning it 

doesn’t describe the meaning of things, rather it illustrates the current trends. -Interviewee D 

 

When other online customer measuring methods are used in addition, the company needs to 

have a good tracking system. Like interviewee D emphasized the nature of customer experience 

is sensitive and the company has to be aware what has happened and what are causing these 

outcomes for being able to react to them. Measuring open feedback is one way to measure 

customers’ insights and receive development ideas, as the interviewee E and H pointed out. If 

the customer is leaving the company, it is important to ask why they are leaving and what the 

company could have done better to avoid losing the customer. As mentioned in the chapter 5.2 

companies’ attitude towards open feedback varies a lot, as couple of the interviewees were 
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highly skeptical and didn’t think customer are capable of formulating their own experience into 

words.  

 

Interviewees G and H highlighted measuring the customer journey, and its challenges as the 

journey is an individual experience, therefore difficult to determine in advance. Thus, their 

companies have included different indicators along the journey to measure the quality of 

fluency and examine did the customer find out everything they needed. As interviewee G 

pointed out there is no need to lose any customers because of hard and complex customer 

journey. Couple of the interviewees were asked how they would like to improve their current 

measurement system. The answers were surprisingly similar, all of the interviewees, with whom 

the subject was discussed dreamed of identifying couple indicators, which would be the most 

relevant for their businesses and would provide quality data. Other development vision was to 

integrate the data, since at the moment everyone was struggling with fragmented data, as it 

comes from multiple different channels and indicators, which makes it challenging to analyze. 

Interviewees’ vision was to harness new measurement system, which provides comparable data, 

data finding process would be logical, and it supports company’s development processes.  

 

5.4. Managing online customer experience 

 

When covering the subject how these companies are managing online customer experience, the 

author could notice, that the subject was difficult for many of the interviewees. This could 

indicate that all companies don’t have clear managing policies for online customer experience, 

even though it is crucial part of their businesses. Companies’ priorities for the managing differs, 

as interviewees A and D mentioned they concentrate managing their online customer 

experience by following behavior data, as they are more interested about their customers than 

products. By knowing and segmenting customers, the company can estimate better their future 

purchases, which is necessary knowledge in every industry. Interviewee D agreed with them 

and added a comment about better understanding of the customer journey. This means realizing 

what phases the customer is experiencing on the journey: what are the triggers, when they leave 

and what is their main need. Understanding the customer’s need on every step of the journey is 

the goal, as then the company is able to provide right answers and convince the customer to 

stay.  
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“Customer retention rate is the indicator for online customer experience management”- 

Interviewee D 

 

Interviewees C and D pointed out that through technical developments they are ensuring, that 

the company is doing things, which makes online customer experiences better. By technical 

problems interviewees are referring among other things to information, which is not up to date 

on the website, or the website experience is bad, or the site doesn’t function properly with 

different devices. Interviewee C emphasized also concentrating on big lines rather than paying 

attention on individual comments. With help of the data analysis the company is identifying the 

most important matters, where to concentrate. Interviewee E mentioned that their marketing 

department is managing the customer experience, but she emphasized the importance of 

collaborating between different departments, as it may provide additional information and bring 

out silos, which weren’t recognized by the marketing. Nowadays managing is more and more 

utilizing data in the decision-making process and less making decisions based on a gut feeling, 

as interviewees E and F stated.  

 

Depending on the size of the organization the interviewees feelings towards many customer 

experience teams varied. Interviewee C told that they have many teams, who are working with 

different aspects of the online customer experience, but she is responsible of managing the 

entirety and they have made it to work successfully. Whereas interviewee G is working on 

much bigger organization and they also have different customer experience teams, where they 

examine and develop on different touchpoints. As the entirety in their case is huge and they 

haven’t defined a team, who would be responsible of examining these teams’ actions as a whole. 

This have led to the fact, that the teams have made conflicting decisions, which has made it 

more difficult to provide quality customer experience. Every touchpoint has built as an 

individual factor, instead of taking the customer journey point of view. 

 

These teams are making excellent puzzle pieces, but according to customers’ responses they 

don’t belong on the same puzzle.” -Interviewee G 
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5.5. Making data-driven decisions 

 

The aim of this thesis is to research how companies are able to develop their online customer 

experience. After collecting and analyzing the customer data the problem usually occurs: how 

companies are harnessing the results into action or are they going do that at all? Many 

interviewees pointed out, that this is a common problem even though companies are praising 

for making data-driven decisions, but in reality, only few companies have systematic methods 

to harness data outcomes into a practical level, as interviewee D pointed out. This issue could 

be noticed through some of the interviewee’s answers, as they addressed the topic by giving 

very general answers. Interviewee G mentioned that their goal is to bring the data-driven 

decisions part of their development management. Interviewee D added that usually the process 

includes reading reports and wondering what may cause these outcomes. He brought interesting 

point by saying that the presentation of the results has critical role when considering making 

data-driven decisions. Meaning these analytical reports needs to be in a readable form, which 

isn’t self-evidence for all companies and data tools. Reports are most likely to be shared 

between different teams and all of them don’t have analytical reading skills, which can decrease 

the usage of the results, as interviewee D noted.   

 

“Continuous small developments are the key for successful online customer experience” -

Interviewee A 

 

Companies, who have a low organizational structure praised its positive sides in terms of 

development process. Interviewee A stated that their organizational structure has made 

possible, that their development processes are fast, and they are able to do small developments 

continuously. He mentioned that information expires fast, which means if they want to utilize 

the gained outcomes it has to make on a quick schedule, because after a few months it can be 

an irrelevant change. That is why he pointed out that he doesn’t believe on big changes and 

developments, rather utilizing current outcomes and make small data-driven decisions, as in 

their industry the business renews all the time. Interviewees C and D emphasized the same 

aspect, that small changes and prioritization is the key to maintain the continuous development 

model. Interviewees C and F told that they are on a monthly level going through possible 

development ideas and chosen ideas will be transferred to the production department. Like 

interviewee A, also interviewee B highlighted the benefits of low organizational structure, as 
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ideas don’t get buried under the bureaucracy, instead the data is actually utilized. Interviewee 

F also highlighted the importance of good management, as they have set clear goals for 

development in terms of customer experience.  

 

“Intuition is the worst enemy of customer experience designer” -Interviewee D 

 

According to interviewee D customer data is utilized for three things in terms of online 

customer experience. The first thing is to work as a base for decision making: what things the 

company should do. The second thing is to use the data in the way that it is able to control 

specific operations, like personalization, which he mentioned has surprisingly limited 

possibilities. Last and apparently the most used purpose is to utilize the data for validation, 

which means it can summarize how did the company’s procedures perform and based on that 

make required changes. He also pointed out the fact, that there are still organizations who work 

on online environment trying to compete with customer experience. The oddity is, that they 

don’t utilize data for measuring or monitoring it and they don’t even want to learn to harness 

data into decision making process. He assumed it was due to unwillingness to accept the results. 

Analytics can be harsh but truthful, and something else than expected, but it has the power of 

leading the company towards the right direction. Interviewee D mentioned that the worst enemy 

of developing process is people’s intuition, as people have hard times of letting that go and 

accept the facts from the data. It challenges the process to utilize these results in their actions 

instead of making intuition-based decisions.  

 

5.6. Summary of the findings 

 

The theoretical framework illustrated a process, which goal is to present the key phases for 

developing the online customer experience. Below can be find the figure 5. which presents the 

steps of the framework: implementing online customer experience, collecting customer data, 

measuring, managing online customer experience and making data-driven decisions Also, it 

summarizes the central findings from the interviews, which are included into these five phases 

of the process. Interviews provided valuable information to the framework, which will be 

utilized and combined with the theoretical research in the conclusion chapter in order to present 

the outcomes of this thesis. 
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Figure 5. Process model 

  

Implementing 
online customer 

experience

▪Intense competition has increased the role of online customer experience

▪Customer experience is a result from numerous encounters → the first impression is 
the critical one

▪ Common challenges concerning:  determining how online customer experience is 
created, mass of people, lack of understanding of the customers’ needs

Collecting customer 
data

▪ Behavioral data are considered to be the most valuable data type in terms of 
developing online customer experience

▪Personal data is neccessary for knowing the company's customers

▪Attitudinal data such as open feedback isn’t considered to be reliable

▪ Engagement data was found beneficial in terms of monitoring customers' interactions

▪Companies who have  a “log in” system is capable of doing deeper analysis of the 
customer → more personalized view/service/recommendations

Measuring online 
customet 

experience

▪NPS is a popular metric even though it is not capable of supporting development 
process

▪Google Analytics is a practical way to measure and present results of the actions

▪Sales margins should be included for measuring the success of online customer 
experience

▪The dream measurement system would provide quality, comparable data and supports 
company’s development system

Managing online 
customer 

experience

▪Companies are lacking clear managing policies for online customer experience

▪Ensuring the company's actions are leading on the right direction

▪Concentrating on the big picture instead of individual comments

▪Organizations with high structure found the online customer experience management 
challenging due its complexity

Making data-driven 
decisions

▪Lack of knowledge how to harness data results into action

▪How analytical outcomes are presented have a big effect on how they will be utilized

▪Small improvements are the key to maintain the continues development process

▪Intuition has to be cut out from the decision-making process

▪Small organizations have leverage to develop their actions → no bureaucracy, clear 
picture of the entirety, easier to manage and able to react data findings on a fast pace
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6 DISCUSSION AND CONCLUSIONS 

 

The aim of this study was to examine online customer experience process in order to find out 

how companies can develop their online customer experience. Moreover, this thesis aims to 

research customer data and harnessing insights from data in practice, which helps to achieve 

the main goal. This chapter will go through the research questions, which were presented in the 

chapter 1.2.  Here the author answers them by combining the results from theoretical part and 

empirical research together for being able to discover the theoretical contributions of this thesis. 

After that managerial implications will be presented to guide managers by addressing the results 

in practice. At the end limitations of this study and as well as proposal for future research around 

this promising research phenomena are presented.  

 

6.1. Theoretical contributions 

 

This chapter will cover the findings from theoretical and empirical part by first answering the 

sub-questions and lastly, the main research question will be answered. The process which 

around this thesis was built on is presented in the figure 1, theories related to subject were 

addressed on chapters 2-3 and chapter 5 includes the empirical part, which refers to discussion 

with the interviewees.  

 

“What kind of customer data is necessary for developing online customer experience?” 

 

The customer data types are presented in the chapter 3.1.: personal, engagement, behavioral 

and attitudinal data (Freedman 2020). Existing literature is also discussing about customer data 

with different terms such as solicited and unsolicited data (Homlund 2020 et al.) The literature 

is highlighting the role of unsolicited data, meaning open feedback through a survey or an email, 

which is referring to attitudinal data (Holmlund et al. 2020). Also, it points, that analyzing 

unsolicited data requires a lot of resources from the company, but on the other hand it helps to 

recognize silos and critical factors which are influencing on the online customer experience 

(Ordenes et al. 2014). Most importantly, it brings up customers’ perspectives and attitudes 

towards the company and in terms of developing online customer experience, thus literature 

argues it to be the most beneficial data type (Witell et al. 2011; Holmlund et al. 2020). As an 

addition the opportunity to describe their feelings more freely is emphasized (Witell et al. 2011).  
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Empirical research doesn’t support this statement, since through the interviewees’ experience, 

they have noticed that customers generally answer on the open feedback as they are expected 

to, or they aren’t capable of transferring their experiences into words. At the end, empirical 

research argue that attitudinal data generally doesn’t provide any additional information to the 

company in terms of developing, since it delivers nice to know information but doesn’t support 

the development process. The empirical research stated people aren’t capable of innovating or 

developing ideas, which are out of their own comfort zone.  

 

Thus, instead of emphasizing the role of attitudinal data empirical research found behavioral 

data more relevant in terms of developing online customer experience. Also, personal data was 

found to be essential, since it provides information about the customers: who are they, what is 

their life situation, what may they need now and what are their future needs. Knowing the 

company’s customers will assist them to estimate their future needs and take the development 

process to the right direction. Also, based on the personal data customers are generally 

categorized into different segments, which based on they are meeting specific content on the 

website or receiving “personalized” ads. The role of behavioral data was emphasized in the 

empirical research, as the results indicate it is capable of expressing the truthful needs of the 

customer. In addition, it is capable of providing more reliable information than customer 

feedback could, because behaving data cannot be distorted. Also, engagement data was 

mentioned by both empirical and theoretical research and exploring how customers interact 

with different touchpoints: how they move between them and are they movements similar than 

expected was recognized to be useful information (Mächler et al. 2016).  

 

Even though the empirical part and literature have disagreements what is considered to be the 

most beneficial data type in terms of development. All in all, both parts agree that the company 

can achieve best results by analyzing all of them as whole, but some of them may have bigger 

role than others. Both agree that the collected customer data has to provide real-time responses 

in order to support the development process (Zaki & Neely 2019; Holmlund et al. 2020), since 

online customer experience nature is dynamic and is constantly changing. Thus, it requires real-

time data to be improved (Verhoef et al 2009). To justify from the results the company has to 

examine, which insights from the customer data is needed and what kind of customer data is 

required to achieve their individual business goals. 
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“How insights from customer data can be implemented in practice?” 

 

The existing literature states that collecting and harnessing data isn’t an easy way to success, 

because these methods cannot be copied from other business, rather everyone needs to find 

suitable methods in terms of their goals and actions (Järvinen 2016). Moreover, the theoretical 

part emphasizes that too often the development process is started, data is gathered, analytical 

methods are utilized, but then the process stops. At the end, insights from data aren’t used due 

unwillingness, lack of knowledge or something else, instead the actions of the process have 

become annual spending without providing any value for the company, as the findings are 

leaved unused. To avoid situation like this, business goals need to be determined and employees 

have to have clear vision what these insights are aiming to develop. (Pennington 2016; Järvinen 

2016) Other obstacle for companies is to realize these findings could be something else than 

expected, and this can lead to unwillingness to implement these findings in practice (Pennington 

2016), this statement was supported by empirical part as well. Figure 4 was created to 

understand what the process of using data-analytics includes and what decision it requires from 

the company to achieve its goals (Holmlund et al. 2020). Existing literature was lacking 

research of this subject, as usually they discussed the topic on a theoretical level and wasn’t 

able to go on concreate, thus the answer to this research question is mostly composed from the 

results of empirical research.  

 

The results present that in order to make data-driven decision the company has to maintain the 

continuous development process and make small improvements as soon as the insights from 

data has arrived. This is how the company is able to maintain the development spiral and react 

to new changes in real time. Other interesting founding was the role of presenting the data 

results, since the results are reviewed throughout the organization and everyone doesn’t have 

analytical reading skills. This indicates that the results should be presented simple as possible, 

because readable form ensures that the findings can be understood, and every department has a 

possibility to utilize them. Complex analytical report will decrease the usage of the findings 

and leads the company back to square one if the report is unreadable. Common obstacle for 

being able to utilize customer data findings is intuition, this argument was supported by 

academic literature as well (Troisi et al. 2020). Intuition can imperceptibly lead the company 

to wrong direction; thus, the results emphasize intuition has to be cut out from the decision-

making process in order to make effective decisions. 
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According to the empirical research big organizations found it more challenging to implement 

data insights in practice. They have a complex structure, high bureaucracy to overcome and 

many teams working with similar task, which can eventually cause an incoherent outcome and 

affect negatively to customer experience. Whereas small organizations generally have simples 

process, which allows them to make improvements on a fast pace and to utilize real time data 

more effectively. The empirical research highlighted the role of prioritization and suggested it 

to be the key to harness meaningful data insights into practice, as it assists the company to keep 

clear mind and focus on the entirety instead of individual comments.  

 

How the B2C-company can develop its online customer experience? 

 

This research is composed as an abductive study, as the process of developing online customer 

experience was presented in figure 1 before findings were even received. The following chapter 

will focus more closely on the phases of this process and describe actions, which are required 

to do and focus on in terms of developing online customer experience.  

 

Figure 6. Implementing online customer experience 

 

The first phase is implementing online customer experience and both empirical and theoretical 

parts agree that online customer experience is composed of multiple different encounters and 

elements, and all of them the company cannot control. (McColl-Kennedy et al. 2015; McLean 

2017) Empirical research emphasizes the role of the first impression, as it determines if the 

customer wants to interact with the company and set ups the bar for expected value in terms of 

online customer experience. The results show that the first encounter can be anywhere, thus the 

company is required to provide quality service, content and behavior through every channel, 

since any of them can be the first touch for the customer.  

 

The existing literature note that in terms of online environment design element such as visual 

and verbal stimulus of the webpage have a significant influence on online customer experience 

(Klaus 2013; McLean 2017; Bleier et al. 2019). Four dimensions were recognized to influence 
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on online customer experience; informativeness, entertainment, social presence and social 

appeal. Entertainment was identified to be the most important dimension especially in B2C-

sector, as it concentrates on creating entertaining and pleasant content. Informativeness split 

the second place with social presence, which were interesting founding, as it refers customers 

consider human touch via online as important as finding the needed information. (Bleier et al. 

2019) Both empirical and theoretical research point out the advantages of using pronouns “you, 

your” instead of “we, our” in the company’s messages. Literature says it will increase social 

presence via webpage and awake sensations in customers (Bleier et al. 2019), whereas empirical 

states it endorses the customer centric mindset and gives the impression that the company is 

addressing customers’ personal needs. Customers are expecting personalization and personal 

service even in online environment and it happens with means like that and utilizing collected 

customer data to offer personalized view and ads (Darke et al. 2016; Bleier et al. 2019).  

 

Figure 7. Collecting customer data 

 

The second phase of the process is collecting customer data. By gathering customer data, the 

company can learn more about their customers and their feelings toward the company. It can 

help the company to understand what is needed to make the brand even more compelling from 

the customer’s point of view. (Holmlund et al. 2020) The results show that the company can 

easily be buried under mass of data (Troisi et al. 2020), thus they need to recognize necessary 

customer data types in order to achieve the determined business goals. The conflict between 

literature and empirical research concerning data types were presented when addressing the first 

sub question. As a recap empirical research found behavioral data as the most useful in terms 

of developing online customer experience, in addition demographical data and engagement data 

was endorsed to study customers, touchpoints and possible silos. Existing literature emphasized 

the importance attitudinal data and more specifically open feedback (Holmlund et al. 2020), 

whereas most of the interviewees despised its role, since they haven’t noticed it to provide any 

additional value for the development process.  

 

The results could indicate that the attitude toward open feedback is industry-based questions. 

According to the empirical research, people are more willing to participate if the business in 

Implementing online 
customer experience

Collecting 
customer data

Measuring 
online customer 

experience

Managing 
online customer 

experience

Making data 
driven decisions



 

 

64 

question has part of customers daily life. Whereas company, which hasn’t remarkably role in 

customers life the barrier to focus and give time may be too high, which leads to poor feedback, 

which doesn’t bring any value for the company. That is why, the existing literature suggest easy 

accessing surveys with little reward to increase the number of responders (Lotame 2020). 

According to the empirical research, customers preferences as well as needs changes during the 

years, which mean in order to monitor the development process data should be collect around 

the year and reflect the data findings to last year. Findings should be compared to data, which 

were collected around the same time in order to get a real picture of the development. In 

addition, the results show that companies are encouraged to build a log in or a membership 

system in order to get access to more detailed customer data.  

 

Figure 8. Measuring online customer experience 

 

Naturally, after collecting data the following step will be measuring and analyzing the data 

according to the process. The importance of measuring customer data is highly supported by 

both empirical and theoretical research in order to get the company toward the desired 

directions, which in this case is developing online customer experience. Existing literature 

highlight the role of measuring, even though it is not capable of providing value for current 

processes, rather it is used to develop the company’s procedures in the future. (Löytänä 

&Korkiakoski 2014) The results show that choosing the right measuring method for the 

company is challenging and needs to be done with careful consideration in order to achieve the 

business goals (Alfaro 2012). Deciding if the company desires to measure information from 

past, presence or potential patterns require all different methods and approach types. Literature 

states that generally companies concentrate on analyzing present and future procedures, as the 

aim is to improve current process, thus measuring old actions wouldn’t make sense as the 

information is out of date and isn’t capable of providing any additional value future (Meyer & 

Schwager 2007). Both empirical and theoretical research noted that the nature of online 

customer experience is sensitive for changes, which means the measurement from yesterday 

may differ from the measurement done by today (Palmer 2010).  Thus, it would be critical to 

utilize the gained information on a fast pace, as stated several times.  
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The results show that NPS is the most used metric in terms of online customer experience, even 

though it is widely criticized due its lacking capability to support development. Existing 

literature is criticizing the usage of NPS, as it can be misleading and one number isn’t capable 

of providing useful information for the company, rather it should include additional questions 

where the responder can justify the given number (Fisher & Kordupleski 2019; Löytänä & 

Korkiakoski 2014). Empirical research support this finding by stating NPS isn’t tool for 

development rather it is only capable of reporting current situation and provide “nice to know”-

information. Hence, the results show that NPS is used because its simplicity and all competitors 

are using it as well, so it is comparable metric to competitors and to the company’s actions as 

well since it can be reflected for previous years’ outcomes. In terms of online customer 

experience analytics are critical, since it is capable of offering information about the customers’ 

actions on the website (Borowski 2015). The presentation of the results was discussed before.  

Empirical research supports that because without analytics there would be no need to collect 

customer data. Empirical research raised an interesting point out by arguing that sales and 

purchase margins should be a part of measuring online customer experience. They would 

demonstrate how well development actions are influencing on the profit margins, as after all 

the end game of developing online customer experience is to gain better profits. 

 

Figure 9. Managing online customer experience 

 

Managing is the fourth phase and according to the results its job is to understand the big picture 

and make sure the company is going to the desired directions with its procedures (Meyer 

&Schwager 2007).  Even though companies are not able to create the online customer 

experience, they are capable of designing, monitoring, and managing vast of stimuli, which 

influence such experiences. (Becker & Jaakola 2020) Empirical research endorses this, as it 

stated to focus on entirety instead of individual comments. Existing literature describes 

managing online customer experience is about viewing the world through customers eyes to 

find out their current and future needs (Shaw et al. 2010) The results show customers are 

desiring to receive personal service and touch of a human, even though the interaction is 

happening on online environment (Darke et al. 2016; Bleier et al. 2019). The role of online 

Implementing  online 
customer experience

Collecting 
customer data

Measuring 
online customer 

experience

Managing 
online customer 

experience

Making data 
driven decisions



 

 

66 

customer experience management is to remove pain points, build trust and create loyalty with 

its way of acting (Spiess et al. 2014).  

 

According to the results prioritizing is one of the management’s key actions, as the company is 

able to effectively support only couple of priorities at the same time instead addressing them 

all at once (Google 2017). When the goal is to develop online customer experience the 

management has to ensure that the taken actions are done by customer’s point of view. Also, 

when improving company’s internal processes, it has to be examined how the change effect on 

customers. Empirical research points out that sometimes changes are made to enhance 

processes but after all they may worsen the current customer experiences if the entirety isn’t 

managed properly. It was noted if the company has divided the development process to different 

teams the entirety is significantly challenging to manage. In addition, the outcome can be 

something else than expected or the puzzle pieces from different teams don’t suit well together, 

which will negatively influence on the customers’ experience, as the entirety isn’t coherent or 

well designed.  

 

Figure 10. Making data-driven decisions 

 

Final phase is to utilize the gained information and make decision based on facts rather than an 

intuition, which were support by both empirical and theoretical research (Troisi et al. 2020). 

Intuition slows down the data-driven processes, as people have hard time to accept if the 

insights from the data are disagreeing with their gut feeling. In the worst case, it can even lead 

to unwillingness for accepting and capitalizing the data findings. Results show companies who 

are leveraging insights from data are according to studies more productive and effective than 

companies who don’t (Brynjolfsson 2012; Troisi et al. 2020). Competition is intense in the 

business world; thus companies are rarely able to differ with its products or services since 

competitors are providing similar selection. Thus, making data-driven decision ensures the 

company is going on the right direction, also they support constant developments, effectiveness, 

and speed of decisions, which are recognized to have central role in the company’s business. 

(Lemon & Verhoef 2016; Bleier et al. 2019)  
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In order to make data-driven decisions the data findings should be presented on a readable form, 

since more likely different teams around the organization desire to utilize them and all of them 

cannot have analytical reading skills. Information expiries fast, which are supported by 

empirical and theoretical research (Zaki & Neely 2019), therefore data-driven decision should 

be done on a fast pace with a low barrier to test new ideas and monitor how they are performing. 

The empirical research note that big organizations are challenged by bureaucracy and slow 

processes, which makes it hard for them to use the data insights on a real time, as mentioned 

before. Other interesting observation, that empirical research pointed out was that big 

organizations generally have more resources to spend on development, but always these 

improvements aren’t positively influencing on customers’ experiences. When changes are made 

from the company’s point of view the outcomes can be surprising, as the company itself and 

customers don’t necessarily appreciate the same things. The beauty of data-driven decisions is 

that they are based on data, which are collected from customers actions, thus they are 

undeniably answering on customers’ needs, which is the key in terms of developing online 

customer experience (Wiedenhof & Plomp 2017; Troisi et al. 2020). 

 

The key terms of this thesis are online customer experience, customer data and data-driven 

decisions and with help of them the aim was to research the development process in terms of 

online customer experience. To conclude from all above that has stated the main findings of 

this thesis is summarized in the figure 11. 

 

 

Figure 11. Summarizing the main findings 
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6.2. Managerial implications 

 

This thesis offers the management potential ideas and new point of views concerning what it is 

required from the company when desiring to improve online customer experience. This thesis 

determines that online customer experience consists many kinds of customer encounter, 

reaction, and responses, which can change in strength and nature. Therefore, companies should 

define their desired online customer experience with exquisite nuances instead of   just creating 

satisfying online customer experience. This is how they can evaluate which customer reactions 

and responses they aim to trigger.   

 

In addition, this thesis argues that customers are expected to receive personal service, feel of 

control and personalization, and if the environment cannot provide this, the website is most 

likely abandoned. Thus, it cannot be highlighted enough that creating meaningful and pleasant 

online customer experience is critical. This is referring to simple usability and providing factors 

of entertainment to arouse the interest. Information expires fast, therefore what was found 

entertaining month ago can be old news today, this is way constant developments are required. 

According to this study companies should not desire to capture all types of data, rather they 

should identify their goals and which customer data types are capable of addressing their current 

problems: personal, behavioral, engagement or attitudinal data? As stated in the figure 4: 

strategize, assess, examine, decide, implement, and learn are phases, which are expected from 

the management in order to prioritize and determine the most essential subjects to develop, 

since the company is not capable of effectively improve all factors at the same time (Holmlund 

et al. 2020).  

 

In terms of developing online customer experience the management has to ensure all actions 

such as external as well internal are at the end focusing on improving customer satisfaction and 

making their role easier. Management may have temptation to harness new modern 

technologies such as artificial intelligence to company’s processes, but first need to be 

considered and examined how it influences on customers. The company should start from the 

customers aspect when desiring to improve processes (McColl-Kennedy et al. 2019). 
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6.3. Limitations and future research 

 

To conclude this thesis provides a general understanding how companies can develop customer 

experience in the online environment, but it has its limitations. First, this thesis had a narrowed 

focus since it was concentrating only developing customer experience in websites instead of 

focusing all possible channels, which companies have in use. In addition, this research had 

focused only on B2C-industry, which varies a lot from B2B in terms of customer behavior, 

sales process, product portfolio, purchasing process and decision-making process etc. Also, this 

thesis concentrated to study phases of online customer experience on a general level, thus this 

study couldn’t provide in-depth information about any specific phase.  

 

Therefore, new insights can be gathered to expand the field to both B2B and B2B industries or 

examine the phenomena only from B2B aspect. They could be compared in order to determine 

differences and recognize key success factories in terms of online customer experience. This 

study was capable of giving very generalized results, as this wasn’t focused any specific 

industry or specific size of an organization, rather it covered the process of online customer 

experience generally. In addition, researching and focusing on specific industry and conducting 

a quantitative study of the subject would provide more detailed insights and the number of 

participants would be much larger than in a qualitive study. For the future research, companies 

would benefit of a research which would address customer interactions in omnichannel 

environment and exploring creating coherent entirety with various channels. Other interesting 

research idea would be to examine the artificial intelligence’s role in terms of delivering online 

customer experience.  
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APPENDIX 

 

Appendix 1. Interview questions 

1. What is your job description and your role in the company?  

2. What does online customer experience mean in the industry that you are representing? 

Why it is important/not important?  

3. On which encounters does customer experience form in the company you are 

representing? What you think are the most important ones? 

4. How does customer experience affect the financial results of the company? 

5. What kind of online customer experience you are aiming to create in the company where 

you are working, how and why?  

6. How is your company measuring online customer experience?  

7. How would you like to improve the measurement system of online customer 

experience? 

8. How is your company managing online customer experience?  

9. What are the strengths of your company regarding online customer experience? 

10. What are the biggest challenges for your company in terms of online customer 

experience?  

11. When considering managing online customer experience, what kind of data is your 

company collecting from your customers and their activity? (e.g., personal data, 

engagement data, behavioral data, attitudinal data)  

12. From which sources your company is collecting this customer data?  

13. Have you recognized that some of these data sources provide more useful information 

than others when considering managing online customer experience?  

14. How are you leveraging the collected and analyzed customer data to make data-driven 

decision in terms of online customer experience?  
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