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This thesis focuses on optimising e-commerce operations and developing customer journey
and consumer experience for a brand that offers high-value and premium-priced products.
The research is inspired by the growth of online shopping and the increasing need for com-
panies to optimise website performance to stand out. It aims to address the research gap in
literature considering premium brand operations and online sales of premium-priced prod-
ucts. The thesis discusses the optimisation of marketing elements and website testing to bet-
ter communicate premium product value and encourage purchase decision. It also highlights
the importance of global scaling when targeting international markets. The objective of this
mixed-method research is to analyse the current customer experience and purchasing behav-
iour of the case company while indicating development areas based on the findings.

The theoretical part of the thesis consists of three topics including customer experience in
the online store environment, measurement and optimisation of customer journey, and global
scaling of operations. The data consists of online customer survey and website A/B test re-
sults. The empirical part presents the survey results analysed according to the themes based
of different elements influencing the online customer journey, such as website design, cus-
tomer support and brand reputation.

The findings of the thesis suggest that premium brands need to focus on the relations and
optimisation of website usability and design, content clarity, high-quality visuals, pricing
strategies and transparent value communication when developing the customer experience
and the best performing website version. To scale results globally, cultural preferences, con-
sumer behaviour and economic conditions of local cultures need to be considered.
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Tassa tutkielmassa keskitytddn niin verkkokaupan toimintojen optimointiin kuin asiakaspo-
lun ja kuluttajakokemuksen kehittamiseen brandille, joka tarjoama koostuu korkealaatuisista
ja premium-hintaisista tuotteista. Tutkimuksen inspiraationa toimii verkkokaupan yleistymi-
nen ja yritysten kasvava tarve optimoida verkkosivujen toimintaa erottuakseen massasta.
Tavoitteena on myos tayttaa kirjallisuudessa oleva aukko koskien premium-bréndien toimin-
taa ja premium-hintaisten tuotteiden verkkomyyntia. Tutkielmassa késitelladn markkinoin-
titekijoiden ja verkkosivuston testauksen optimointia, jotta premium-tuotteen arvosta voi-
daan viestid paremmin ja kannustaa ostopéaatokseen. Liséksi korostetaan globaalin skaalaa-
misen merkitystd, kun kohteena ovat kansainvaliset markkinat. Tdman monimenetelmallisen
tutkimuksen tavoitteena on analysoida case-yrityksen nykyista asiakaskokemusta ja asiak-
kaiden ostokayttaytymista sekd osoittaa kehityskohteita tulosten perusteella.

Tutkielman teoreettinen osa koostuu kolmesta aihepiiristd, joita ovat asiakaskokemus verk-
kokauppaympaéristossa, asiakaspolun mittaaminen ja optimointi sek& toiminnan maailman-
laajuinen skaalaaminen. Aineisto koostuu s&hkoisen asiakaskyselyn ja verkkosivuston A/B-
testien tuloksista. Empiirisessé osassa esitellaan teemoittain analysoidut tutkimustulokset,
jotka perustuvat verkkokaupan asiakaspolkuun vaikuttaviin tekijoihin, kuten verkkosivuston
ulkoasuun, asiakaspalveluun ja brandin maineeseen.

Tutkielman tulosten mukaan premium-brandien on keskityttavd verkkosivuston kaytetta-
vyyden ja ulkoasun, siséllon selkeyden, visuaalisen ilmeen, hinnoittelustrategioiden ja 1&-
pindkyvén arvoviestinndn optimointiin kehittdessédén asiakaskokemusta ja parhaiten toimi-
vaa verkkosivustoa. Jotta tulokset voidaan skaalata maailmanlaajuisesti, on otettava huomi-
oon paikallisten kulttuuriset mieltymykset, kuluttajakéyttdytyminen ja elinolosuhteet.
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1 Introduction

The development and increased use of technology, widespread of smartphones and reassur-
ing consumer benefits have all contributed to the growth of online shopping as e-commerce
has rapidly become a new standard in both local and global trade (Al-Adwan, Al-Debei &
Dwivedi 2022; Di, Sundaresan, Piramuthu & Bhardwaj 2014; Dima, Radu, Dobrota, Otoiu
& Saracu 2023; Gawor & Hoberg 2019; Solomon & Russell 2023, 250). Online retailing is
growing faster than ever before (Heinemann 2023), including the monetary value, which is
increasing at a steady rate every year as online spending grows globally. This highlights the
need for companies to digitise their operations and adopt new business models to keep up
with both industry trends and consumer expectations (Tudor 2022). The internet has trans-
formed retailing significantly in recent decades, allowing businesses to communicate better
and offer improved services, and customers to get more accurate information and shop more
efficiently (Grewal & Levy 2009). This has led to an increased competition in online retail-
ing. The competition has prompted many companies to continuously seek ways to improve
the online shopping experience for their customers (Shobeiri, Mazaheri & Laroche 2018).

Website visitor traffic has been the main metric used to measure the success of e-commerce
and online websites since the early days of electronic commerce (Moe & Fader 2004). Con-
version rate optimisation, also known as CRO, has gained recognition in the academic field
over the years particularly within e-commerce and digital marketing disciplines, and the ad-
vantages seem to be evident (Purnomo 2023; Soonsawad 2013). Although CRO is one of the
most debated topics in the e-commerce industry (Ayanso & Yoogalingam 2009), it is still an
emerging field in academic literature and the amount of scientific research on the topic has
increased considerably in the recent years (Di Fatta, Patton & Viglia 2018; Zimmermann &
Auinger 2023). It is therefore justified to study the relatively new topic in academic literature
in different contexts and environments, in an attempt to determine the real benefits of CRO
in a contextualised way. This thesis aims to add value to previous research by providing
insight into conversion optimisation among small and medium-sized enterprises (SME’s)
that operate under a direct-to-consumer (D2C) sales model, selling their products directly to
customers without intermediaries in e-commerce environment. The study aims to address

and explore the specific factors in the marketing and sales of premium-priced products. The
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geographical focus in the data collection phase is on the market of the United States, later
also referred as the US. However, the study aims to investigate the international differences
in the ways website conversion optimisation is implemented, while taking into account

global factors to consider when scaling up and localising business to other markets.

The US market area can be seen as a promising target market for many companies looking
to internationalise their business both due to the market size and its relevancy. In addition,
more than three quarters of the consumers in US have made purchases online to date (Statista
Research Department 2024). As the share of ordering products from online stores grows, the
importance and share of digital marketing and sales increases too. It is vital especially for
the companies that generate most of their sales online through direct and digital marketing.
The thesis is commissioned by a Finnish sports company that is operating under a D2C busi-
ness model and focuses on sales of premium-priced sports equipment almost exclusively

through an e-commerce environment.

The thesis aims to provide valuable knowledge on online customer journey development by
utilising conversion rate optimisation in the context of premium branding and premium pric-
ing. This is done by discussing relevant findings and creating suggestions that allow similar
companies to effectively manage and develop the factors that increase the sales value of their
websites. The topic will be approached from the customer’s perspective, looking at what is
perceived important from their point of view and finding out possible factors that affect cus-
tomers to choose the company's product over those of competitors. This study will be con-
ducted through a data-driven analysis of customer behaviour by using data collected from
AJ/B tests on a research company's webstore, as well as broad customer survey to understand
consumer perceptions and thoughts. The purpose is to find relevant information about the
factors that influence turning site visitors into customers in an online store environment
while increasing sales efficiency. The creation of a brand identity will play an important role
as the research progresses, as the focus is on the marketing of higher quality, premium-priced
products rather than lower price point products.

In summary, this thesis addresses an increasingly important area of e-commerce with a par-
ticular focus on CRO. Due to the rapid digital transformation, understanding and optimising
the customer journey in e-commerce has become paramount, hence the primary objective of
this research is to understand the complex processes that drive customer interactions and

conversions in an online environment. This thesis aims to improve the basis of online
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consumer engagement and customer satisfaction by addressing the research problem. The
research questions will guide the study from website testing to broader aspects of scalability
in global markets. These research questions also aim to enrich the customer experience along
the way. Although this thesis focuses mainly on the US market, the aim is to draw observa-
tions and conclusions that can be applied to different international audiences.

1.1 Background

Digital marketing is the fastest growing form of marketing in the modern world. The wide-
spread use of smartphones has contributed significantly to expanding online retailing (Al-
Adwan et al. 2022). People are using more time on their digital devices offering sellers a
direct channel to market products and services in an efficient manner. In the age of “Internet
of Things” (IoT), people connect with information, brands, and each other digitally almost
any time and anywhere (Armstrong, Kotler & Opresnik 2020, 463-464). From all US adults
more than 88 percent use the internet, and among these internet users the average time spent
consuming digital media in a day is almost six hours. This has resulted to regular online
shopping for more than half of all US households, and this is expected to continue to grow

significantly in the coming years. (Armstrong et al. 2020, 465)

The growth trend of e-commerce as a share of total retail sales is evident, reaching almost
19 percent of total global retail sales in 2022 (Coppola 2024). The growing share of online
shopping can also be observed in a shift in consumer behaviour, as old shopping habits are
increasingly often replaced by more efficient and easy ones. The projected 39 percent mon-
etary growth in retail sales by 2027 further underlines the relevancy of e-commerce and
places even greater pressure on businesses to succeed in the market (Chevalier 2024). E-
commerce platforms have become a key channel for many businesses to sell their products
and services online, making it essential to improve digital marketing techniques to drive
traffic, increase engagement and ultimately increase sales conversions. Continuous innova-
tion, data collection and analysis, and learning through iterative processes are essential prac-

tices to maximise sales in e-commerce. (Purnomo 2023)

Understanding and identifying ways to boost the e-commerce through website conversion
rate optimisation has been widely recognised as both an important and profitable factor for

sales and marketing. Enhancing the conversion rate is especially crucial for small and
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medium-sized enterprises (SMEs), which often struggle to compete with larger companies
due to the high costs of developing websites and traditionally lower monetary returns on
online sales. (Di Fatta et al. 2018) In addition, optimising a website also improves the cus-

tomer experience and enhances the brand-customer relationship (Ghose 2002).

1.2 Literature review

Online marketplaces and their number have grown significantly over the last decade, ena-
bling both local and global e-commerce (Di et al. 2014). The increasing number of e-retailers
has drawn attention to the importance of a deep understanding of online purchasing behav-
iour (Al-Adwan et al. 2022). Online buying behaviour consists of viewing and browsing
websites, evaluating options, buying, and repeating these actions in the future (Vasic,
Kilibarda & Kaurin 2019). Thus, it is crucial to identify the motivations and possible chal-
lenges customers face when shopping online. Through this understanding, insights can be
translated into active marketing strategies and plans that influence online purchasing and

repurchasing intentions. (Al-Adwan et al. 2022)

Customers are seen as the most important part of business operations (Pandita & Mehta
2019). Positive customer experiences lead to satisfaction, trust, intent to revisit and repur-
chase, and loyalty towards the company. Consequently, research highlights the significance
of exploring the customer experience (Badgett, Boyce & Kleinberger 2007; Verhoef,
Lemon, Parasuraman, Roggeveen, Tsiros & Schlesinger 2009) and how it is the leading
management objective nowadays (Lemon & Verhoef 2016). Practitioners are increasingly
recognising customer experience management (CEM) as a vital marketing strategy to ad-
dress modern consumer market challenges, although more research is needed to clearly de-
fine and generalise this concept (Homburg, Jozi¢ & Kuehnl 2017). According to Homburg
et al. (2017), key cultural mindsets in CEM include experiential response orientation, touch-

point journey orientation, and alliance orientation.

Previous research has suggested that customer experience (CE) includes cognitive, social,
affective and physical dimensions (Lusch, Vargo & O’Brien 2007). The studies provide in-
sights into the key drivers of the online customer experience (OCE). Central for this research
is the extensive literature on website quality, including the creation of measurement tools.

This work highlights the various factors that influence effective website performance and
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develops metrics and scales of operation to assist e-marketers. (Rose, Hair & Clark 2011)
Many interactive marketing and e-commerce researchers have argued that the online envi-
ronment, such as website layout, images, colours and product visuals, can strongly affect
consumers’ choices and customer experience (Griffith 2005; Malthouse & Shankar 2009;
Mandel & Johnson 2002).

Hoffman and Novak (2009) initially looked at the online customer experience as a cognitive
perspective of online interaction. Previously, OCE was defined as a cognitive state experi-
enced during navigation (Novak, Hoffman & Yung 2000). Nonetheless, many studies have
found the importance of customers' emotions experienced during an OCE. Rose, Clark,
Samouel and Hair (2012) claim that emotions have an important role in the creation of an
online experience, while Flavian-Blanco, Gurrea-Sarasa and Orus-Sanclemente (2011) find
that emotions are widely experienced before, during, and after online searching, frequently

causing users to abandon their tasks.

Creating customer value has been recognised as a key concept in marketing and the basis of
all marketing activities for a long time (Smith & Colgate 2007). From the customer's per-
spective customer value is what customers get from buying and using a product, such as
benefits, quality and value, versus what they give up in order to get it, such as price and
sacrifices. This simplified perspective results in a specific attitude or emotional attachment
to the product on the part of the customer. (Zeithaml 1988) Value creation for customers is
crucial for all companies to boost customer satisfaction with the product and the business
(Pandita & Mehta 2019). One of the crucial elements of customer value research is the design
of frameworks that help companies better understand customer value creation (Smith & Col-
gate 2007).

Customer loyalty is considered one of the most critical aspects of retail marketing and one
of the primary objectives for the business (Reichheld, Markey & Hopton 2000). The viability
and sustainability of a business depends on its customers (Pandita & Mehta 2019). When
aiming to increase sales and succeed in the competitive market, the importance of under-
standing consumer behaviour becomes increasingly apparent (Aminu & Ahmad 2018). At-
tracting potential customers and retaining existing ones becomes a very important practice
for companies since the customers are the ones to create the demand of the products or ser-
vices in the market (Pandita & Mehta 2019).
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Companies attach great importance to understanding and predicting online purchasing be-
haviour due to the low conversion rate of visits leading to purchases. Even small changes in
conversion have the potential to significantly increase a company's sales revenue, which in
itself increases the need for continuous development and analysis of consumer behaviours.
(Sismeiro & Bucklin 2004) These conversion rate optimisation actions have been considered
from different specific perspectives in academic literature. However, there is still little re-
search on understanding and analysing the conversion rate despite its importance for sales
revenues (Ayanso & Yoogalingam 2009). A study by Ludwig, de Ruyter, Friedman, Brig-
gen, Wetzels and Pfann (2013) examined the impact of the content relevance and style char-
acteristics of online reviews on conversion rates. Sismeiro and Bucklin's (2004) study aimed
to construct a predictive model of online shopping behaviour of commercial website visitors.
Their results show that longer time and more effort on a website influences the likelihood
that visitors will end up purchasing from the website. Moreover, Ayanso and Yoogalingam
(2009) found that a large number of additional features on a website, such as daily offers or
news, extended product views and keyword searches, are associated with a high number of
website visitors but do not directly correlate with a high conversion rate. On the other hand,
Gudigantala, Bicen and Eom (2016) found that e-commerce businesses with high website
satisfaction and buying intentions scores were positively correlated with businesses with
higher conversion rates. Thus, the results suggest that both buying intentions and satisfaction

with the website have a positive effect on conversion rates.

There is not many previous research available focusing specifically on developing conver-
sion rate optimisation frameworks. As of today, the only direct frameworks published in a
scientific paper found by the author of this thesis are the conversion rate optimisation frame-
work for digital retailers presented by Zimmermann and Auinger (2023) and the five stage
CRO framework for companies and website developers to help with idea generation by
Soonsawad (2013). The models focus on digital retails and presents the important elements,
touchpoints and steps within the customer journey or customer decision process that need to
be addressed in order to achieve marketing activities that are likely to increase the conversion
rate. Conversion rate improvements are especially relevant for SMEs, which have histori-
cally fallen behind bigger companies due to the difficulty of justifying major investments in
website development, as well as lacking the knowledge required to make full use of them
(Di Fatta et al. 2018). Research analysing various success factors shows that customer-cen-

tric, service-driven and knowledge-based online stores generate higher conversion rates and
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revenues. In addition, the use of discount codes, product reviews, customer personalisation
and the recommendation of alternative products contribute to substantially higher conversion
rates. (Zumstein & Kotowski 2020)

1.3 Research questions and objectives

In the digital marketing and sales environment, D2C brands face an ongoing challenge that
is not only to attract but to maintain and enhance customer relationships in the online store
to enable the development of site conversion and sales growth. At the forefront of this chal-
lenge is the customer e-commerce journey, a key element that requires continuous evaluation
and improvement in order to stay in position or better, to evolve in a competitive environ-
ment. There are two reasons for choosing the main research question. First, it reflects the
urgent need for premium brands to refine their e-commerce strategies to meet consumer
needs in a market that is increasingly complex. Second, it emphasises the importance of a
dynamic, measurable, data-based approach to understand and improve the customer journey,

which is essential to boosting growth in the online environment.
The main research question formed based on the research aims is as follows:

How can a D2C company with a premium brand continuously measure and improve the

performance of the e-commerce customer journey?

The sub-questions serve as secondary questions in the thesis, linked to the main research
question, and are used to specify and further explore a particular aspect of the main question.
They help to clarify the main question, gather more in-depth information on the topic, and
provide a more precise direction for the research. In addition, the sub-questions aim to fulfil
the objective of the thesis, which is to increase sales in an e-commerce environment and

develop the customer journey through conversion optimisation.
The first sub-question of the thesis is:

How can the marketing elements of a premium-priced brand’s website be collectively opti-

mised to underscore the product value and encourage preference over competitors?

In this sub-question, the theoretical background is supported with data from a comprehensive

customer survey that is to be sent to case company’s customers that represent the family
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customer segment. Analysing for example website design and visual elements include but
are not limited to website features such as product descriptions and information, videos and
photos on product cards and landing pages that showcase the product in use or its details,
customer testimonials and reviews and the user experience, such as easiness of placing an

order.
The second sub-question of the thesis is:

In what ways can the conversion rates of a premium brand’s website be tested and opti-

mised?

The main source of data for sub-question 2 in the empirical phase of the thesis is the analysis
of the results of the A/B tests and other data-based tasting and their observations, as well as
the analysis of whether or not the hypotheses are fulfilled. The question is therefore answered
mainly through the results of the A/B tests carried out in the data collection phase of the
thesis. This question functions as a part of the quantitative side of the mixed method research,
as data is collected directly through the tests conducted in the online store, in order to under-
stand consumer behaviour and preferences from a more data-driven perspective. The pre-
sented theory of A/B testing will be applied in the analysis of the results of this research

question.
The third and the last sub-question of the thesis is:

What needs to be considered when scaling performance improvements globally to opera-

tions in different markets?

The last sub-question aims to find the key matters that need consideration before scaling
performance improvements in international marketplaces. This question is mostly investiga-
tive and is not directly related to the creation of the process and the main research question
other than answering how conversion optimisation can improve sales and customer journey
across different markets. The aim is to list the main factors that have an influence when

considering the differences between the markets.

The sub-questions of the thesis aim to find answers and insights to the main research ques-
tion, firstly through a more data-driven approach, i.e. A/B tests, and secondly by focusing
on the significant factors visible to customers in the sale of premium brand products by ex-

amining qualitative data from customer surveys, and finally, the last sub-question will
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explore, consider and incorporate the application of the model to a more international envi-
ronment and explore scaling up to online stores in different countries. Through these find-
ings, a broader understanding of how the customer journey could be developed in order to

achieve the company's main objective of acquiring new customers will be developed.

1.4 Theoretical framework

The theoretical framework of this thesis builds on the customer journey theories that are to
be presented in more detail in later sections. The objective is to exploit the theories and issues
that affect the different stages of the customer journey and to apply insights from previous
theories and research with the aim of continuously improving the performance of e-com-
merce sales and the online customer journey. The online customer journey is described based
on Chaffey and Chadwick’s (2022) RACE model, and Lahtinen, Pulkka, Karjaluoto and
Mero’s (2022) MRACE model, with the focus on the act, convert and measure phases. This
delimitation is chosen in order to measure the customer journey from the point when the
website is entered, to the point when the purchase process is completed. The study thus ex-
cludes the reach and engage phases from the previously mentioned models to focus more on
the most critical part of turning website visitors into paying customers. The theoretical
framework presented in Figure 1 aims to consider all relevant theories and their role in im-
proving the online customer journey and sales performance, which act also as the overall

aim of the thesis.
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Figure 1. Theoretical Framework

The core of the theoretical framework lies in the online customer journey, and the added
theories describe the steps in the process. The framework aims to increase the number of
consumers who enter the online store as site visitors and leave the store as company custom-
ers. The theories that are presented as key influencers behind the whole customer journey
are branding, including premium branding strategies and building brand equity. In addition,
digital marketing strategies that businesses create to operate in the online environment, for
example, to increase sales at low cost or to increase customer traffic on their website, are

seen as an underlying concept that is present throughout the development process.

The limited customer journey starts from the “website entry” which describes the moment a
potential customer enters the website through the home page or any other landing page. The
post-website entry phase is called the "act" phase and consists of fast interactions to attract
subscribers and customers while engaging the audience with the content. This phase includes
customer acquisition activities such as reviewing media effectiveness and landing pages,
with a special focus on the online customer experience and pricing strategies used on the
website. This phase intends to impact the customers’ actions on the website and focuses
more specifically on premium and value-based pricing-related strategies, as well as online
customer experience, which is covered with storytelling and visual design elements. These

specific focus areas were selected based on the scope of the thesis, which seeks to understand
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the customer journey in a premium pricing environment while evaluating the impact of web-

site content and design on customer experience and satisfaction.

The “convert” phase following the act phase includes diving into the conversion rate opti-
misation topics, containing measurements such as webpage A/B testing, with the goal to
achieve more online sales or other chosen performance targets of the company. Another
performance objective could be, for example, gaining new subscribers to the company’s
newsletter. Finally, after having analysed the core of the theoretical framework at the differ-
ent stages of the customer journey or after operational development in a single online store
page or section, the “measurement” phase will follow, making the framework a process-like
model that enables the continuous development of the company's activities. The measure-
ment phase divides into two directions, “global scaling” and “OCE improvement”. The OCE
improvement section refers to the findings of the measurement and the subsequent improve-
ments that are made to improve the online customer experience. The global scaling section
refers to a situation where an existing online store has been measured, and the findings are
used to scale up to another geographical location or culture. Global scaling-related factors
will be considered to support the goals of localising and developing the findings.

1.5 Definitions and key concepts

This subsection discusses and defines the key concepts used in the thesis, with the aim of
providing a clear understanding of the terminology used. The key concepts also provide the
reader with an initial idea of the content of the work.

Online Customer Journey, or the online buying process, includes stages such as prepur-
chase, including problem identification, information search and evaluation, purchase, which
consists of decision making, sale action and payment, and finally post purchase, containing
usage, engagement and service requests (Lemon & Verhoef 2016). The online environment
has changed buying behaviour in a way that the process often starts with a generic search,
compressed with visits to comparison sites (Purnomo 2023). The role of recommendations
and reviews from other customers has had a significant impact on conversion rates (Lemon
& Verhoef 2016).
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Online Customer Experience, also known as OCE, is shaped by the emotional, rational
and social reactions that consumers have when interacting with a company in any way, which
influence their perception of the brand. It is based on meeting customer expectations, which
nowadays include competitive pricing and convenience, as well as service efficiency and
website performance. In today's mobile-centric world, the accessibility and user-friendliness
of mobile-responsive websites are crucial for a positive customer experience. (Chaffey &
Ellis-Chadwick 2012, 370-371; Chaffey & Smith 2023, 84-85) Enhancing the customer jour-
ney is believed to drive profitability with higher conversion rates, increased loyalty, and

positive word-of-mouth (Lemon & Verhoef 2016).

Conversion Rate Optimisation, also known as CRO, is a systematic process that aims to
increase the percentage of website visitors who perform a specific desired action, such as
making a purchase, time spent on the website, or signing up for a newsletter subscription
list. This optimisation can be achieved by making repetitive changes to the website, conduct-
ing A/B tests to compare page performance, and utilising analytics software to determine
which options lead to better conversion rates. (Di Fatta et al. 2018; Miikkulainen et al. 2017;
Siroker & Koomen 2013, 32)

Premium Pricing is a pricing strategy that leads to high prices relative to both competitors'
price levels and customers' assessment of the value of the product (Hinterhuber & Liozu
2018). In this thesis, premium pricing is defined as a high price point selling that significantly
differs from the average price level in the industry. However, there may be several premium
brands in the same industry that apply this type of pricing strategy. Businesses that set their
product prices to a level where customers start considering the brand as premium or luxuri-
ous in the field are defined as brands that follow premium pricing strategy in this thesis.
(Huang, Dawes, Lockshin & Greenacre 2017; Kapferer, Klippert & Leproux 2014; Sjostrom,
Corsi & Lockshin 2016)

Premium Brand: Premium brand is defined in this thesis as a brand that offers high-quality
products at a higher cost compared to average price level. Premium brands are characterised
by excellent quality, good reputation, unique and innovative features, and high prices.
(Huang et al. 2017; Kapferer et al. 2014, Kapferer & Valette-Florence 2021) The role of
price in premium branding is highlighted as the consumer perception changes from an aver-
age product to a premium product at certain price points (Kapferer et al. 2014; Sjostrom et
al. 2016).
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1.6 Delimitations

This thesis has a few delimitations that should be taken into account when exploring and
analysing the findings of this study. First of all, the study only focuses on the online customer
journey in an e-commerce environment, and thus fully excludes the analysis of traditional
marketing practices. The focus area is also on the website and online store context of digital

marketing objectives, and no deeper focus is put on social media marketing.

Among the pricing strategies, this thesis focuses on premium and value-based pricing mod-
els. This delimitation is crucial as it excludes other pricing models, such as cost-based or
competitive pricing, which do not correspond to the premium market positioning that is the
central focus of this study. This exclusion recognises that different pricing strategies could
significantly affect the customer path, the conversion rate optimisation techniques applied,
and the data collected.

Another delimitation is the geographical focus of the study. The data collection and empiri-
cal findings are limited to the US market; however, the aspects of global scaling are to be
addressed. Nevertheless, it is important to note that consumer behaviour, culture and con-
sumer expectations are different in markets outside the US, which is likely to affect the ap-
plicability of the results, especially as the study will consider customer experiences, effects
of storytelling and website visual design.

Company size is also a limitation of this thesis, as this research is tailored to the experiences
and strategies of SMEs and does not extend to large multinational corporations, where mar-
keting strategies and customer experiences may differ due to scale, resources and interna-
tional presence. The thesis also discusses the D2C business model, which can be applied to
companies in a B2C environment, especially in case direct sales are also a part of the busi-
ness model, however, the results of this thesis are not applicable to companies in the B2B

sector.

1.7 Research methodology and data collection plan

As the aim of the thesis is to find out in which ways premium brand companies can develop

and measure online sales and customer journey performance in an e-commerce environment,
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the research methodology and data collection are designed to collect the most valuable in-
sights that companies, including the case company, can use to improve their online sales
process and e-commerce customer journeys. The use of multiple methods of data collection
tends to provide a more comprehensive body of evidence for research, often allowing issues
raised by the use of one method to be addressed with data collected by a different method
(Sieber 1973). Many sources have concluded that a single method is simply not enough to
solve complex problems, leading to a move towards using mixed method research to gather
data (Axinn & Pearce 2006, 2; Mertens 2023, 10). Versatile data can help mapping the sev-
eral aspects of a phenomenon and creating a basis for developing solutions that have real
potential to deliver the necessary change (Ostlund, Kidd, Wengstrom & Rowa-Dewar 2011).

The primary data collection of the study will be conducted by both experimental research
and survey research. A survey collects primary data directly from individuals to understand
their behaviour, knowledge and attitudes, while an experimental online survey examines
various methods on selected groups to identify differences in responses (Armstrong et al.
2020, 134). The data collection of this thesis starts by developing A/B tests on specific pages
on the research company’s webstore. While the tests are collecting enough data to be as
accurate as possible, earlier findings, academic literature and empirical knowledge are used
to create a relevant questionnaire for the case company's customers in the region of United
States of America. Both main data collection methods are supporting each other to make the

thesis as relevant and comprehensive as possible.

A semi-structured email survey is used as the main source of empirical data, consisting both
of Likert scale questions as well as open-ended questions, aiming to provide a comprehen-
sive and in-depth insight into customers' experiences, desires, satisfaction and expectations
regarding the brand. By mixing and comparing the quantitative, behavioural data from A/B
tests with customer-oriented Likert and open-ended questionnaire answers, the aim is to sim-
ultaneously analyse the data both quantitatively and qualitatively to obtain a comprehensive
insight of customer journey development areas. The questionnaires are constructed by using

the SurveyMonkey online survey software.

Although the case company delivers its products globally, the focus area and highest cus-
tomer activity is tracked on the US webstore. Based on the case company insights, it is be-
lieved that the most useful and relevant data will be collected in that market area in question,

given the scale of the case company's operations and active customer base in the region. The
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survey will be sent as an email interview based on limited segmentation of customers, fo-
cusing on family segment of case company customers and newsletter subscribers. The sur-
vey is produced anonymously, and it will be targeted to both customers that have already
purchased from the company, as well as customers that have only subscribed to the newslet-
ter, which could indicate interest and some level of hesitation towards purchasing a product
from the company. The end of the survey will differ partially if the customer has not yet
bought any products from the company. Only former customers are believed to be able to
respond and give more legitimate answers for questions related to purchase experience and

product satisfaction.

1.8 Structure of thesis

This thesis consists of two main parts: a theoretical and an empirical part. More specifically,
the structure of the thesis consists of an introduction, a theoretical part, a description of the
research methods and the conduct of the research, an empirical analysis and review of the
research findings, and a discussion and conclusions. The introduction chapter presents the
objectives of the study, the preliminary literature review, the research questions, the theoret-
ical framework, the research delimitation, the methodology of the thesis and the data collec-

tion plan. In addition, the introduction views the key concepts relevant to the study.

The theoretical part of the study consists of three parts: the first part discusses the theory
related to conversion rate optimisation in online stores, the second part interprets the theory
related to designing e-commerce environment to match with customer experience, and the
third part explains the scaling of the model to an international context and aspect to be con-
sidered. The research methodology and implementation section consist of a review of the
mixed method research methodology, and data collection and analysis. The research findings
section reviews the findings relevant to the research and seeks to find plausible answers to
the research questions posed in the introduction, in addition to describing the findings and
phenomena that emerged. The conclusions and summary summarise the findings of the study

and consider the reliability of the work and possible areas for further research.
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2 Online store environment

Highly competitive e-commerce marketplace where a competitor is only one click away de-
mands business offering for customers to be special and provide them with an experience
that is both unique and compelling. E-commerce companies today have to compete in dif-
ferent online channels, such as e-commerce websites, mobile commerce, and social media
(Bilgihan, Kandampully & Zhang 2016). Customers interact with a brand in a number of
different touchpoints, such as brand-specific social media, apps on their smartphones, and

the website to give a wholesome online experience (Murtagh 2014; Nam & Kannan 2020).

The changing landscape of e-business are dominated by digital mobility and connectivity.
Since consumers browse and purchase items through more than one device, companies must
design social networking pages and websites in a user-friendly and appealing way to make
the most of customer emotions and expectations. Both the functional and hedonic aspects of
user experience are essential. For example, website features have a positive impact on user
value, satisfaction and engagement. (Kim, Kim & Wachter 2013) In addition, personalisa-
tion, or the tailoring of information to the user's individual needs, has a major impact on the

positive experience of online interactions (Bilgihan et al. 2016).

This research focuses on sales in e-commerce webstore environment, including device users
of all types, such as mobile users, who represent a crucial share of today's online shoppers.
The purpose is to understand how customer experience can be improved at different stages
of online customer journey and how the functionalities of online store environment can in-

crease user satisfaction, engagement, and ultimately enhance e-commerce and sales.

2.1 Digital marketing

Digital marketing focuses on the use of internet and various digital tools to achieve market-
ing objectives. It is a complex practice that involves managing and maintaining a brand's
online identity, such as company’s official websites and social media profiles, which also
act as information channels and promoters of the company's products. Digital marketing
includes social media marketing, digital advertising, improving visibility through search en-

gine optimisation, email marketing, mobile application marketing and advertising, and
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collaboration with other websites or entities such as influencers. (Chaffey & Chadwick 2022,
5-6; Lahtinen et al. 2022, 17; Armstrong et al. 2020, 50) Despite the broad concept of digital
marketing this thesis mainly focuses on digital marketing on the case company’s website,

alongside developing the online presence and customer buying process of the website.

Online marketing strategies are essential not only to attract new customers but also to main-
tain and improve relationships with existing customers (Chaffey & Chadwick 2022, 5-6;
Lahtinen et al. 2022, 17; Armstrong et al. 2020, 50). Previous research has provided various
marketing strategies that aim to fulfil the initial communication goals of company’s digital
marketing. Even to this date, many companies lack a well-built digital marketing strategy
and implementation plan to systematically and measurably improve their marketing and
sales. (Chaffey 2024; Lahtinen et al. 2022, 123) In response, a RACE framework was created
to highlight the digital marketing activities that are important to the business and that can
help drive digital marketing results at a lower cost (Figure 2). It is a strategic tool designed
to streamline the setting of digital marketing objectives, performance measurement, and en-
hancement of activities to boost commercial value across the entire customer lifecycle, from

acquisition to retention.
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Figure 2. The RACE Framework (Based on Chaffey & Chadwick 2022, 10)

The comprehensive RACE model structures the customer journey through four key stages
of digital marketing: Reach, Act, Convert and Engage. The “Reach” phase aims to create
awareness and direct potential customers to digital touchpoints. Moving to the “Act” phase,

the focus shifts to engaging the audience and creating interaction. In the “Convert” phase,
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these interactions are converted into sales, a critical stage for companies seeking to improve
their conversion rates through strategic initiatives. Finally, the “Engage” phase focuses on
building lasting customer relationships and fostering customer retention through ongoing
dialogue and personalised experiences. (Chaffey & Patron 2012; Chaffey & Chadwick 2022,
10; Chaffey 2024) Applied to digital marketing research, the RACE framework provides a
structured method for analysing each stage of the customer's online experience with a brand
(Chaffey & Chadwick 2022, 10).

The RACE framework, one of the most used digital marketing models, was further devel-
oped into the MRACE model (Figure 3), by making “Measure” its own specific component
of the model. This was done with the aim of making the former digital marketing model
more effective by guiding the continuous improvement of digital marketing through testing
and development. The “Measure” phase will allow digital marketing to adapt to an ever-
changing environment, including shifts in customer behaviour, technology and channels.
(Lahtinen et al. 2022, 120-124)

JHNSYIN
JHNSYIN

CONVERT

Figure 3. The MRACE model (Based on Lahtinen et al. 2022, 122)
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All stages of the model are important descriptors of the journey, however, in this thesis the
focus area is in particular on the "Act", "Convert" and “Measure” stages in order to address
areas for development, firstly, when the customer arrives at the online store but does not yet
make a direct purchase decision, secondly, when the consumer is already interested in the
company's product but should be convinced to buy from the company’s online store instead
of competitors, and lastly, how the activity in each stage can be measured to enable market-

ing development.

2.1.1 E-commerce and direct-to-consumer sales

E-commerce or electronic commerce refers to online shopping transactions and electroni-
cally communicated business activities between the organisation and consumers (Chaffey &
Smith 2023; Purnomo 2023). It covers all types of transactions and business processes, such
as buying and selling goods, that are conducted electronically and where the parties interact
electronically rather than through direct physical contact or exchange (Heinemann 2023).
With the growth and establishment of the domination of Internet technology, shopping
worldwide has transformed from an offline medium to an online one (Li & Zhang 2021). In
digitalisation, e-commerce sites have provided an excellent support system for exchanging
products, services, or information between businesses and their customers (Aisyah,
Suryaningsih & Putri 2023). Traditional trade involves such offline methods as phone calls,
mail, and face-to-face meetings when carrying out transactions between people or busi-
nesses. Compared to e-commerce, traditional trading is disadvantaged for a variety of rea-
sons, including a relatively long transaction cycle, insufficient information, higher costs,
material resources, and a limited scope of publicity. The most appealing feature of e-com-
merce is that it is not limited in time or geography. Therefore, many businesses gradually

transform from the traditional sales to e-commerce. (Li & Zhang 2021)

The advantages of e-commerce are diverse as it delivers accessibility and convenience,
global market reach, efficient price comparison, insightful data analytics and decreased op-
erational costs. However, it also faces challenges such as security risks and fierce market
competition, which is why putting security measures and customer service at the forefront
of online trading is a key element of success. (Purnomo 2023) The e-commerce environment

enables many brands to sell their products directly to their customers through e-commerce
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sales, rather than using intermediaries. This activity is referred as D2C communications and
sales. (Chaffey & Chadwick 2022, 12)

The main e-commerce models are known as business-to-business (B2B) and business-to-
consumer (B2C), and each serve their own transactional dynamics, ranging from direct con-
sumer purchases to complex supply chain interactions. One way to perform B2C sales is
D2C sales, which is based on selling directly to the customer without any intermediaries.
D2C can be described as a way to implement B2C sales, but these sales methods have some
key characteristics that differ from one another. (Bei & Gielens 2023) In recent years, D2C
operations have often appeared as brands own webstores that compete with digital multi-
brand retailers. The benefits of D2C in this competition setting is the opportunity to be able
to connect and nurture relationships with their customers directly, while collecting direct
preference data and financial transactions. (Kalayci, Becker & Barrot 2024) There is also
commonly less pressure in competitive sales strategies for D2C brands, as there is no need
for aggressive price competition with other retailers who have set the same products with
their own retail-prices, control their own stock of products and make their own decisions on
product distribution (Wichmann, Wiegand & Reinartz 2022). On the other hand, when deal-
ing with multi-brand retailers and consumers in the early need recognition stages of customer
journey, it is far more common to consumers rely on multi-brand retailers before the brand
selection. In the US market, 50 % of all primary product searches start from the online store
Amazon alone. (Bei & Gielens 2023) The situation is not as drastic for D2C brands when
moving forward to the second phase of trading process, the search phase, where more and

more buyers prefer the brand's own webstore (Kalayci et al. 2024).

Cross-border e-commerce is an important part of e-commerce, and in a broad sense it oper-
ates on the same principle as in foreign trade e-commerce (Li & Zhang 2021). It applies the
internet to conduct online communication, electronic payment, and other digital means han-
dling product display, price negotiation, and transaction. The entire process, from order to
payment, is electronically conducted while the goods are transported via cross-border logis-
tics to complete the transaction. (Wang, Cavusoglu & Deng 2016) The spread of e-commerce
has removed constraints both in terms of geography and time and has empowered consumers
through increased retail options, wider product ranges and new service features (Day 2011).

Similarly, online retailers have profited from the expansion of the Internet, in terms of lower
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start-up costs and market expansion, among other benefits (Labrecque, vor dem Esche,
Mathwick, Novak & Hofacker 2013).

2.1.2 Online customer journey

Nowadays, customers engage with businesses through multiple points of contact across dif-
ferent channels, making the customer journey more complex than ever. As media and chan-
nels continue to diversify, managing the omnichannel experiences has become standard
practice for companies. (Lemon & Verhoef 2016) Empirical evidence on the effects of using
and switching between touchpoints in the customer journey is mainly located in the multi-
channel, online, and service marketing literature. Multichannel research has been focused on
how changing between channels (e.g., from offline to online) impacts individual purchasing
behaviours. (Ansari, Mela & Neslin 2008; Gensler et al. 2012; Wang, Malthouse & Krish-
namurthi 2015) These studies suggest that customers interact with multiple touchpoints dur-
ing their journey, and these interactions influence each other. However, most of the research
focus on sales and conversion rates from these touchpoints, rather than the overall customer
experience in different stages of the journey (Lemon & Verhoef 2016). In addition, earlier
research suggests that delivering an outstanding online experience positively impacts cus-
tomer behaviour (Shobeiri et al. 2018).

Easy access to products, a simplified purchasing process, freedom from social pressures and
the lack of effort required for delivery have made online shoppers more subject to impulse
buying compared to offline shoppers (Jeffrey & Hodge 2007). Due to the easiness of online
purchasing online shoppers are more likely to act impulsively. Verhagen van Dolen (2011)
found that around 40 % of all online spending involves impulsive buying. However, cus-
tomer journey in an online environment does not come without its own challenges, as the
risk consumers experience may be increased by uncertainty about whether they have chosen
the right product, brand, seller or purchase method (Flanagin, Metzger, Pure, Markov &
Hartsell 2014). This is crucial in e-commerce as consumers do not have the opportunity to
interact physically with products in an online platform before making a purchase decision,
which negatively affects consumers' attitudes towards online shopping (Al-Adwan et al.
2022). In addition, online consumers raise concerns about information asymmetries between

buyers and sellers, security weaknesses in systems, privacy concerns, fraud, poor
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infrastructure investments and the inability to properly inspect products before purchase
(Miyazaki & Fernandez 2001). Such risks require consumers participating in e-commerce to
assess the credibility of the information provided online and the reliability of e-commerce

platforms (Flanagin et al. 2014).

2.2 Online customer experience

As companies are aware of the critical importance of online engagement, they strive to build
competitive advantage and promote customer loyalty by creating positive customer experi-
ences (Badgett et al. 2007). Retailers realise that a better understanding of their customers
can improve customer satisfaction and retail efficiency (Puccinelli, Goodstein, Grewal,
Price, Raghubir & Stewart 2009). Online customer experience (OCE) describes the rational
and emotional feelings that are evoked when consumers access a company's website, thereby
influencing the consumer's overall perception of the brand. The delivery of promised OCE
includes many practical factors to consider, such as emotional connection, online experience,
responsive service nature, and fulfilling the customers’ expectations. (Chaffey & Ellis-Chad-
wick 2012, 370-371; Lemon & Verhoef 2016) Most of the hedonic literature on customer
experience (CE) and OCE has focused on the online shopping environment. However, online
customers are not only buyers, but they are also searchers of information and technology
users. This complexity shows that the OCE is more than just the online shopping experience.
(McLean & Wilson 2016)

When comparing online and offline customer experiences, several main differences are re-
vealed, the most significant of which is the degree of personal contact, which is intensive
offline but almost non-existent online. There are also differences in the provision of infor-
mation with a wide range of comprehensive information available online while face-to-face
interactions rely, for example, on sales representatives. (Brynjolfsson, Hu, & Simester 2011)
In addition, online shopping can be done anytime and anywhere, while face-to-face shopping
is limited by the opening hours and location of the organisation (Day 2011). Finally, the way
the brand is presented is also different as online it is mainly audio-visual, while offline it

includes tangible elements such as staff and facilities (Rose et al. 2011).

The online environment has raised customer expectations leading to higher standards in all

processes, including not only competitive prices and convenience, but the speed of
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operations such as service, delivery and page loading (Chaffey & Smith 2023, 84). The per-
ception of a site's ease of use is closely tied to a positive online experience. Thus, it is essen-
tial to ensure a good user experience on an e-commerce platform. If the customer’s expecta-
tions are not met, online customers tend to feel annoyed, disappointed, or even angry, leading
them to stop the buying process. (Chen & Dubinsky 2003) Consumers' purchase intentions
are especially influenced by customer service, website design, purchase outcomes and de-
livery, the buying process, and the products offered (Cho & Park 2001). Despite this, the
understanding of the necessity for online customer support in enhancing the OCE remains
limited (McLean & Wilson 2016). However, to create a favourable shopping experience, a
website must ensure its users with feel in control, being engaged, curious, and genuinely
interested. This involves providing easy access to valuable information and streamlining the

ordering process for maximum convenience. (Chen & Dubinsky 2003)

Customer experience management (CEM) is a process in which a company seeks to improve
the quality of its engagement with consumers through consistent and efficient encounters
(Joshi 2014). The customer experience consists of individual interactions between the cus-
tomer and the company at different points along the entire customer journey, also known as
touchpoints (Benzarti & Mili 2017; Homburg et al. 2015; Puccinelli et al. 2009). One of the
key metrics of CEM is customer satisfaction, being the outcome of a congruent and good
experience (Joshi 2014). Chaffey and Smith (2023) outlined three stages for managing,
meeting, and exceeding customer expectations. First, understanding expectations involves
using standard frameworks to identify and prioritise gaps between customer expectations
and actual delivery, addressing the most significant shortcomings. Second is the setting and
communication of the service promise, which involves the management of the promises
through informal or formal agreements, such as a customer service guarantee or promise,
ensuring it is better to under-promise than over-promise. Thirdly, service promise delivery
through promises to offer on-site service, employee support, and physical fulfilment. A fail-
ure to deliver the promises can lead to damage the online credibility and result in customers
not wanting to return for repurchases. Key components of digital marketing excellence in-
clude ensuring information accuracy, such as product specifications, price, availability, and
delivery times, prompt email and social media responses, guarantees in security, delivery

and return, and price promises (Chaffey & Smith 2023).
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Most importantly, it should be easy to navigate through the website and fast to access with
responsiveness on all devices. An easy interface and good search functionalities provide site
visitors with accessible product discovery features. (Purnomo 2023) Also, a secure and effi-
cient, fast payment process is essential for high conversion rates (Rembulan, Tannady, Had-
dar, Ausat & Pratiwi 2023). The concept that enhancing customer experiences throughout
their journey leads to better business outcomes, like increased conversion rates and improved

loyalty, is widely embraced (Lemon & Verhoef 2016).

As people use more mobile devices for online access these days, there is a growing need for
mobile-friendly websites, as they substantially improve experiences especially if the site de-
sign is simple and enjoyable to use (Chaffey & Smith 2023, 84-85). E-commerce businesses
should focus on mobile and ensure that their sites are mobile-friendly, as more consumers
take up mobile shopping. It is their responsibility to provide seamless, responsive mobile
experiences to meet the demands from these users. (Ylilehto, Komulainen & Ulkuniemi
2021) If acompany manages to build customer relationships by creating value for customers,
this value can be in return captured from the customers for creating profits and customer
equity (Armstrong et al. 2020, 32; Kotler & Armstrong 2018).

2.2.1 Consumer power

Businesses have less influence on customer experiences in these days. With the increasing
number of customer journey touchpoints and less control over each one of them, companies
need to create unique customer experiences and bring together different departments, such
as IT, logistics and marketing, to manage, control, create and maintain positive customer
experiences. (Edelman & Singer 2015; Lemon & Verhoef 2016) This complexity makes it
challenging for companies to effectively monitor and manage each individual customer jour-
ney (Lemon & Verhoef 2016). Given the challenges of digitalisation, which has made the
consumer markets more transparent, empowered, and collaborative, an increasing sugges-
tion by scholars is that some of the central marketing practices and the current marketing
paradigm need re-evaluation (Day 2011; Achrol & Kotler 2012; Webster & Lusch 2013;
Chandler & Lusch 2015). Accordingly, business representatives and marketers are gradually

coming to realise that the management of customer experience is an integral marketing
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domain, and it should be included in the way markets change by addressing new needs
(Homburg et al. 2017).

The easy access to product reviews, performance data, comparative product specifications,
and prices allow consumers to make more informed decisions and reduce the information
gap between marketers and consumers (Labrecque et al. 2013). The amount of knowledge
available leads to better-educated and more sophisticated consumers who are more demand-
ing and exhibit different shopping behaviours compared to offline shoppers (Brynjolfsson et
al. 2011). Capturing consumers’ attention iS becoming more challenging for marketers as
the increased availability of information scatters consumer awareness across multiple op-
tions, in turn increasing consumer power. Profiling individual consumers on the basis of
their search history and purchase and consumption cycles may have undermined some of the
advantages that consumers have achieved over the past decade in terms of improving access

to and control of information. (Labrecque et al. 2013)

2.2.2 Engagement from elements of marketing

This subsection focuses on the key marketing elements that are relevant for this research
topic. Storytelling, reviews, visual content such as images and videos, product specifications
and instructions, and site design all play a significant role in the digital marketing of many
online stores. Together they create a package that enables the brand to influence the cus-
tomer, both emotionally and by providing accurate information about the product and its
performance. However, not all marketing elements are produced by the brand. Some of the
shared content can be enabled by the company in its online store by involving its customers

for example through publishing product reviews.

Storytelling

Storytelling is proving to be a powerful marketing tool that can deepen the consumer-brand
relationship, enrich the customer experience and strengthen a company's strategic position
(Garczarek-Bak, Szymkowiak, Jaks & Jansto 2024; Hall, Harrison & Obilo 2023). Storytell-
ing in business environment is increasing its importance as making connections and having

positive impact on people is desirable (Hall et al. 2023). Consumers are not simply
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purchasing a product or service; they are buying a story. Creating a meaning might have
more to do with how consumers engage with the brand than what the brand communicates
through its colour, packaging or design. (Solomon & Russell 2023, 101) Pera and Viglia’s
(2016) study highlights how storytelling within peer-to-peer communities not only engages
members both rationally and emotionally but also inspires action, with video storytelling
proving particular potential in transforming individual customer experiences into a collective
phenomenon through empathy and imagery, simultaneously fostering a deeper, more emo-
tional connection with brands. By promoting consumer-created videos and including them
in a wide range of online and social media channels, the power of stories is further enhanced
(Pera & Vilgia 2016).

Reviews

The growth of internet usage has given consumers access to information produced by both
businesses and consumers. Previously this kind of extensive knowledge was either unavail-
able or very difficult to obtain. Professional product or service reviews by independent sup-
pliers or rating agencies and consumer product reviews, also known as electronic word of
mouth (eWOM), are examples of consumption-related information (Hennig-Thurau, Gwin-
ner, Walsh & Gremler 2004; Labrecque et al. 2013). EWOM makes it possible for consumers
to share praise, compliments, criticisms and complaints online (Grégoire, Laufer & Tripp
2010; Hennig-Thurau et al. 2004; Ward & Ostrom 2006). Consumers heavily rely on infor-
mation from reviews while assessing the credibility of e-commerce operator (Flanagin et al.
2014). Research has found that positive reviews lead to an increase of relative sales while
negative eWOM discouraged purchase, and that the effect of negative reviews is larger than
the effect of positive ones (Chevalier & Mayzlin 2006; Flanagin et al. 2014; Ludwig et al.
2013).

The application of user-generated content (UGC) in various forms, including for instance
blogs, reviews, and videos, is becoming increasingly common within the marketing commu-
nications mix (Y1, Jiang, Li & Lu 2019). Product reviews are the most commonly seen for-
mat of UGC, and they are generally considered significant and reliable sources of infor-
mation for consumers (Flanagin et al. 2014; Jabr & Zheng 2014). The influence of UGC

goes beyond the digital context and sometimes even outperforms traditional forms of
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marketing (Labrecque et al. 2013). Thus, online reviews play a crucial role in shaping con-
sumers' buying decisions (Zhang, Khan & Shih 2015). For instance, eWOM may provoke
stronger reactions and sustain its impact much longer than traditional marketing communi-
cations. Hence, it can be said that eWOM is a promotional "gift that keeps on giving".
(Trusov, Bucklin & Pauwels 2009)

Incorporating customer reviews directly on the landing page of online store serves as a per-
suasive element that offers social proof which can influence decision-making and enhance
the page's credibility (Meslem & Abbaci 2022). In certain platforms the comments or re-
views can be restricted by their type or amount, which can disrupt the communication be-
tween people. According to media richness theory, the richer the message, the better it is
understood by the receiver. The first empirical results support this theory for different types
of online media. (Labrecque et al. 2013) As an example, Lin, Lu and Wu (2012) found that
product reviews with visual elements are more preferred by consumers compared to reviews
without any visual content, positively affecting consumers' perceptions of the credibility of

the message.

Visual content

Visual content, such as images and videos, has become the key to effective marketing and a
way to connect with the audience more emotionally, as well as share the brand story with
the consumers sufficiently. As physical examination of goods is unfeasible in e-commerce,
it increases the importance of product descriptions, images and other visual content, and the
reputation of the brand. Visual images are a powerful way to transmit important information
to e-customers and affect their decisions and perceptions. (Di et al. 2014; Moraes, Yang,
Zhang & Murdock 2020) Website images can attract the attention and interest of consumers
and even inspire them to desired action (Lin & Huang 2006). Research has shown positive
proof that images boost e-shopper's attention, trust and ultimately online store conversion
rates (Di et al. 2014).

Visual design has a major impact on how users perceive information, learn, assess reliability
and usability, and eventually give value to the goods (David & Glore 2010). Every single
product purchase requires a better understanding of the product. Product images and videos

can fortunately provide a unique but insightful channel to deliver visual information to the
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customer, while allowing them to view and examine the product before deciding to put con-
siderable amounts of money on the line. Adding a larger number of images to the product
page is an efficient way to improve sales, and it provides a more complete visual online
presentation of the product. Image quality is an important factor, especially for products
where appearance is the key. (Di et al. 2014)

Product descriptions and specifications

Product or service descriptions, specifications and instructions from manufacturer or retailer
websites and advertisements are a type of consumption information available online (Hen-
nig-Thurau et al. 2004). Consumers increasingly rely on online commercial information as
part of e-commerce activities (Flanagin et al. 2014). Easily accessible product specifications
provide a better probability of a match between the customer preferences and the product.
High-quality product information can help reducing the number of purchases that do not
meet customer expectations. In addition, it can promote better communication between the
brand and the customer. (Labrecque et al. 2013) When operating in an environment with
other general and established sources of information, consumers need to evaluate the com-
parative trustworthiness of online commercial information sources compared to more tradi-

tional offline alternatives (Flanagin et al. 2014).

The quality of online product information is a key factor in engaging consumers with digital
channels. Attracting and meeting e-commerce consumers' interest in product information is
a key element of an advertising strategy (Trzebinski & Marciniak 2023). According to re-
search, the first step in achieving sales is making consumers select an online channel to look
for product information. Comprehensive product information, a wide product range, prod-
ucts that are easy to find, organised websites, and other online store performance features
improve consumers' perceptions of comparative advantage and decrease beliefs regarding
risk. (Liu, Forsythe & Black 2011)

Site design

Landing pages are crucial for converting web traffic into leads and sales, and their effective-

ness depends on clear, visible call-to-action buttons and a design that provides a seamless
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user experience that encourages visitor engagement and minimises website abandonment.
Optimised landing page design and content are essential for high conversion rates of desired
actions, such as purchases. (Meslem & Abbaci 2022) To further elaborate, Silvennoinen and
Jokinen (2016) found in their research that people appreciate user interfaces that convey
content in a fluent visual format that is easy to understand. Among the ways to guide online
interaction, especially clarity, readability, overall impression and comprehensibility were
considered the most crucial factors in promoting communicativeness and visual usability
(Silvennoinen & Jokinen 2016). When considering site colours, web design instructions of-
ten recommend appropriate colour combinations that consists of high contrast between the
text and the background for clarity and readability. Aesthetic, stimulating and visually pleas-
ing colours are important drivers of a positive customer experience for e-commerce stores,
making the usage of chromatic colours in text-background combinations recommended and
can lead to higher buying intentions for the featured product. (Hall & Hanna 2004) In what
comes to landing pages, according to the results of research by Meslem and Abbaci (2022)
a straightforward, well-structured site design, coupled with a strategically positioned and
crafted title can significantly improve visitor engagement and conversion rates. Fogg,
Soohoo, Danielson, Marable, Stanford and Tauber (2003) discovered that more than 45 %
of consumers rate the credibility of a website based on its design, such as layout, font, im-

ages, colour palette, and other similar factors.

2.3 Premium branding

Instead of being only names and symbols, brands are key elements in the relationships be-
tween a company and its consumers, representing their emotions and perceptions of the prod-
uct. Brand managers seek to shape and influence consumers' perceptions of their brand by
carefully selecting the words, stories, images and the look and feel of the brand's website.
(Solomon & Russell 2023, 100) Brand equity, the impact that brand recognition has on cus-
tomer reactions and the ability of brands to achieve consumer loyalty and preferences, is
essential when building a strong brand (Kotler & Armstrong 2018, 264). According to Aaker
(1991, 15), brand equity consists of a set of assets and liabilities associated with the brand,
its name, and the symbol that add or detract from the value the brand provides to the business
or its customers. In turn, Keller's (2013, 132) customer-based brand equity model (Figure

4), which was first presented in the 1993’s, suggests that creating a strong brand consists of
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four steps: establishing an appropriate brand identity, creating the right brand meaning
through imagery and performance, obtaining brand responses through judgements and feel-

ings, and building high-quality relationships between the brand and its loyal customers.

4. Relationships

+ What about you and me?

3. Response

« What about you?

2. Meaning

« What are you?

1. Identity

+ Who are you?

Figure 4. Customer-Based Brand Equity model (Based on Keller 2013, 132)

Brand also has an important role in the MRACE model described before. A powerful brand
differentiates a company from its competitors, creates interest towards the company, builds
trust, and appeals to the company's target audiences and buyer personas. By the time a cus-
tomer makes the final purchase decision, the importance of a strong brand has already had a
positive impact on the customer. (Lahtinen et al. 2022, 130-139) A strong brand identity not
only helps build customer loyalty and seal purchase decisions but also enhances the per-
ceived value of products, leading to sustainable revenue growth over time. For instance,
Keller and Swaminathan (2019) highlight that a well-established brand can command higher
prices, foster customer loyalty, and create significant competitive advantages, ultimately

driving long-term revenue growth.

2.4 Pricing and value creation

Price is a highly relevant and crucial consideration in consumer decision-making process

(Monroe 2003). Premium pricing strategies, which hinge on the value perceived by
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customers, are evolving in response to competitive markets and advances in technology and
analytics. Hinterhuber and Liozu (2018) outline five key trends influencing the ability of
firms to capture price premiums: the need for robust price justification, technology's role in
enabling dynamic premium pricing, the integration of customer experience into pricing strat-
egies, the requirement for sales teams to understand and communicate value, and the antici-
pated use of artificial intelligence (Al) in managing pricing strategies. These trends under-
score the necessity for firms to adapt their pricing capabilities and technology to meet mod-
ern market demands (Hinterhuber & Liozu 2018). In addition, awareness of the disposable
income level of the target consumer group may assist in tailoring pricing strategies and pro-
motional actions to match the audience purchasing power (Ariyanti & Dewi 2024).

Pricing strategies are the key to creating and capturing customer value and building customer
relationships. Value-added pricing, one of the many existing pricing strategies, refers to a
pricing policy that, instead of just meeting the competition or charging according to custom-
ers' preferences, adds quality, services and other value-adding features to differentiate the
offering and support the higher pricing decision. (Kotler & Armstrong 2018, 309-311) The
value pricing strategy is at its best in situations where there are few competitors, entry bar-
riers are comparatively high, and potential customers value the benefits of the product. Under
the value-based pricing strategy, products are priced slightly lower than premium-priced

products as they face moderate competition in the market. (Roach & Milhollin 2021)

@ PREMIUM PRICING

Low price, high value High price, high value

Price in relation to
customer value

Low price High price, low value

LOow

Price in relation
Low ............ e e
to competition IEI

Figure 5. The definition of premium pricing (Based on Hinterhuber & Liozu 2018)
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In premium pricing strategy (Figure 5), on the other hand, companies tend to set their pricing
even above their closest high-priced competitors (Kotler & Armstrong 2018, 330; Roach &
Milhollin 2021). According to Roach and Milhollin (2021), premium pricing is employed
for products with unique features that stand out from the competition and justify a higher
price. For premium brands, market research typically plays an important role, product qual-
ity is a key differentiator from competitors, price is a function of value, promotional activi-
ties aim to generate sales, distribution is extensive, and supply exceeds demand (Hinterhuber
& Liozu 2018). A price premium is one of the characteristics of high-quality products and
is considered to be a key factor for the success of companies in competitive markets
(Sjostrom et al. 2016). When the price of a product is high, consumers assume that its quality
is also high (Lee & Chen-Yu 2018).

Premium value starts from the price and quality, and includes intangibles such as style,
uniqueness, customer experience and certain events (Allsop 2004). Various products and
services, such as home electronics, clothing and restaurants have a high perception of value
for consumers, however, some goods have no added value. From a marketing perspective,
this means that consumers are willing to pay more for some products but not for others. This
requires the marketer to create a brand equity or value that consumers are willing to pay
extra for. (Yeoman & McMahon-Beattie 2006) Premium value is the main differentiator of
a product category from the marketers' perspective and is considered a key driver of con-
sumer preference and consumption (Vigneron & Johnson 2004). In order to understand pre-
mium value, it is important for marketers or people responsible for pricing to identify the
key drivers from the consumer's perspective at different stages of the customer journey ('Yeo-
man & McMahon-Beattie 2006).

Price increases for high-priced brands reduce demand while price cuts increase demand,
however, it seems that brands in the premium price category are less price elastic. This im-
plies that temporary price reductions are unlikely to lead to large sales increases for these
brands compared to price reductions for slightly lower priced brands. (Huang et al. 2017)
Price reductions can have a significant impact on consumers' perceptions of the quality and
value of the product (Lee & Chen-Yu 2018). For example, consumers are likely to perceive
highly discounted products to have a worse quality although they provide a greater financial
benefit for the consumer (Zeithaml 1988). In general, price discounting is a common mar-

keting strategy used to attract consumers with an incentive that motivates them to
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immediately buy the advertised product while it is discounted. In addition, various e-com-
merce incentives such as free shipping, rewards for repeat purchases, as well as promotional
campaigns and discounts can improve awareness of the benefits of using online sales chan-
nels. (Liu et al. 2011) Research found that among low-cost products, price reductions led to
more frequent impulse buying compared to bonus packages, i.e. offering a free product in
addition to the purchased product. In contrast, bonus packages were a more effective sales
promotion than price reductions for premium priced products. (Xu & Huang 2014) If this
finding holds true, it may provide useful insights for the promotional efforts of the case
company. However, it is important to acknowledge that some online consumers favour price
reductions over bonus packages as they might have some constraints in the budget which
makes it more favourable to buy the desired product with a cheaper price compared to buying
more products with the original price (Jeffrey & Hodge 2007). Cheaper purchases ease
budget constraints and reduce the perceived risk for the consumer (McDowell, Wilson &
Kile 2016).
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3 Customer journey measurement and optimisation

The measurement of customer journey has for the most part focused on measuring customer
perceptions regarding certain moments of truth or general evaluations of their experiences.
For all the importance of those measures, broad, universally applicable metrics capturing the
complete customer experience at all stages have not been applied in marketing practice for
most likely two reasons: Either this is a recent development, or it involves developing diffi-
cult-to-develop universal measures. Typically, firms measure certain facets of the customer
experience, including perceptions at a point in time or for a specific transaction or as an
overall attitude. Customer satisfaction has been the most dominant measure of feedback,
with many studies on its antecedents, its measurement, as well as on behavioural and finan-
cial consequences (Bolton & Drew 1991). Taking a customer journey perspective requires
that the effects of multiple touchpoints encountered during a specific journey on the final
purchase outcome are considered (Lemon & Verhoef 2016). In addition, Gensler, Leeflang
and Skiera (2012) argue that when designing a channel strategy for online behaviour, both
the impact on customer revenues and costs needs to be considered. It is concluded that online
engagement increases customer revenues and reduces service costs on average (Ansari, Mela
& Neslin 2008; Gensler et al. 2012; Wang, Malthouse & Krishnamurthi 2015).

Industry research often considers the amount of time customers spend on a website as an
indicator of its success. However, McLean and Wilson (2016) caution against this bench-
mark, especially for business support websites. Their findings indicate that individuals with
specific goals are time-conscious, and prolonged searches can lead to negative experiences
and unsuccessful outcomes. Therefore, it is essential for managers to design websites that
enable customers to complete their tasks efficiently. The research also emphasises that un-
like offline environments, online platforms lack direct social interaction with customer rep-
resentatives. However, advancements in technology, such as live chat and online helpdesks,
now allow for real-time support. The study found that customers who spend more time than
expected on a business support website often seek online customer support, indicating dis-
satisfaction and frustration. While this highlights a negative online experience, offering
timely support through live chat or helpdesks can recover service and improve customer
satisfaction. Just as with business support websites, the thesis case company's website must

facilitate efficient and goal-directed navigation to ensure a positive customer experience.
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Customers visiting the case company's site likely have specific objectives, such as finding
detailed product information, examining high-quality product images, or completing a pur-

chase. Prolonged or difficult navigation can lead to frustration and potential loss of sales.

3.1 Conversion rate optimisation

The existence of digital sales channels and the rapid growth of the internet has given busi-
nesses new ways not only to market, but also to measure and analyse the customer journey.
Digital marketing strategies have been shown to have a positive impact on brand awareness,
sales growth and customer loyalty. Digital platforms and tools allow companies to precisely
target customers and offer personalised content and interactive features that can extend brand
influence and capture consumer attention while also leading to higher purchase rates and
customer loyalty. (Wan 2023) The convenience to visit a large and growing number of web-
sites with low effort and no costs makes visiting websites and comparing what different
companies have to offer without making a purchase easier for consumers. From a company
perspective this makes it even harder to convert site visitors into buying customers. (Moe &
Fader 2004) When looking at the ways to boost sales in online store, research finds that
customer testimonials and reviews notably influence the conversion rates on e-commerce
platforms (Chaffey & Smith 2023, 102). The negative content of a review is more damaging
to the conversion rate than the impact of the equivalent amount of positive content (Ludwig
et al 2013). To briefly look at the use of social media to increase sales, key findings by
Dolega, Rowe and Branaga (2021) show that while social media marketing increases online
traffic for businesses, it does not significantly increase product orders and sales revenue in

direct but requires larger social media campaigns to boost them.

Conversion rate is a valuable metric that is helpful when measuring website performance. It
can be used to calculate the share of active visitors to a website performing the desired action
as a percentage of passive visitors. The desired actions can vary from accepting website
cookies to signing up for a newsletter, however, it is most commonly focused in product or
service purchase actions. (Di Fatta et al. 2018) Conversion rate optimisation (CRO) is the
strategic process of enhancing web interfaces to increase the percentage of visitors who per-
form a desired action, such as registration or purchase, thereby improving the conversion
rate of the website (Di Fatta et al. 2018; Miikkulainen et al. 2017; Qiu & Miikkulainen 2018).
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Conversion rate is defined in this thesis as the percentage of visitors who make a purchase
directly on the website as a percentage of all visitors (Ayanso & Yoogalingam 2009;
McDowell et al. 2016). To calculate conversion rate, a company only needs to know two
different figures, first the number of conversions, for example the number of orders placed,
and then the total number of visitors to the site. Once these two figures have been determined,
the conversions are divided by the total number of site visitors, and the result is the percent-
age ratio or in this case the conversion rate. (Figure 6) For instance, if 4 out of 100 visitors
to a company website make a purchase, the formula gives a result of 0.04 and when this is
multiplied by a 100 % to get the conversion rate percentage the result for website conversion
rate is 4 %.

) Conversions
Conversion rate (%) = —— X 100 %
Number of site visitors

Figure 6. Mathematical formula for calculating conversion rate

Research finds that typical conversion rates are rarely more than 5 percent (Brynjolfsson &
Smith 2000; Moe & Fader 2004). The study by Ayanso and Yoogalingam (2009) finds that
the typical conversion rate for e-commerce and retail websites is between 0.5 % and 8 %,
depending on the target market, the sector, and the quality of the site and offer. Customer
acquisition costs are rather high in online retail as nearly 96 % of site visits are completed

without a purchase (McDowell et al. 2016).

Conversion rate optimisation is a set of procedures which can be used to enhance conversion
rates for any metric. It is an informed decision-making process containing different practices
and knowledge-based methods that can be used to improve any website, app or even an
advertisement to extend usability, increase sales and revenue, or boost engagement (Saleem,
Uddin, Habib-ur-Rehman, Saleem & Aslam 2019). The ultimate goal is to grow the share of
active visitors to the website measured by conversion rate (Gudigantala et al. 2016). Unlike
other marketing approaches, CRO is not focused on increasing website traffic, but on adding
value to the existing one. The conflict of managing conversion rates lies in the fact that
driving high traffic to a website can be pointless and costly if the visitors do not engage or

proceed with a purchase. (Ayanso & Yoogalingam 2009) To understand complex patterns



45

of purchasing behaviour, it may also be particularly useful to use advanced tools such as
heatmaps, real-time user session views and other visitor tracking measures (Hernandez, Al-
varez, Fabra & Ezpeleta 2017).

In online CRO, conversion goals vary from increasing sales to lead generation or click-
throughs. The conversion rate optimisation process involves implementing a change on a
webpage, testing the new version against the original design, tracking conversion outcomes
with a specialised software, and adopting the version with better performance before moving
on to the next test (Rabhan 2013). This kind of website interface design and optimisation
can be done manually by experimenting one change at a time with A/B testing, which is
discussed in more detail in a later section of this thesis. Miikkulainen et al. (2017) explore
and present one option for how this measurement could be further enhanced by the auto-
mated conversion optimisation "Ascend" evolutionary computation system, the first auto-
mated system that aims to replace A/B testing with Al. However, it is important to note that
AJ/B testing allows the use of human knowledge to test the effectiveness of conversion opti-
misation of a domain and design, and the large number of conversion optimisation tools
available makes it easy to create designs and measure the significance of the results (Miik-
kulainen et al. 2017). In evolutionary CRO, there are still several open issues, such as the
high cost of evaluating candidate models and the fact that traffic is often wasted on poor
models (Qiu & Miikkulainen 2018). CRO primarily focuses on optimising individual pages
in isolation, a process where a page is improved and then the focus shifts to the next without
further considering the broader marketing context. It is therefore a partially constrained op-
timisation approach, as all elements of a process have an impact on one or another. Holistic
conversion rate optimisation (HCRO) expands on this by considering the entire marketing
ecosystem, integrating the optimisation of the whole customer journey, including the traffic
sources before website arrival and the follow-up actions after they leave. (Rabhan 2023)

3.1.1 A/B testing

When evaluating the effectiveness of a website, one way to find out the best performing
design or option is by creating controlled experimental tests to analyse the best results. A/B
testing is one of these ways to improve the performance of a website. (Chaffey & Smith
2023, 416: Siroken & Koomen 2013, 8) In simple terms, A/B testing is presenting different
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versions of a website or a page to different visitors and measuring these versions to find out
the best performing variation to convert visitors into customers (Gui, Xu, Bhasin & Han
2015; Siroken & Koomen 2013, 8). Optimisation using A/B testing is a method used as part
of conversion rate optimisation to determine the elements and variations of a page that are
essential for conversion growth (Chaffey & Smith 2023, 416). In simple terms, A/B testing
is the testing of two different versions of a web page, or the testing of different versions of
webpage elements, such as a picture, button or heading, in a way in which the visitors of the
page are randomly distributed between the two versions of the page. Testing involves provid-
ing different content to some groups of users compared to a control group, so it does not
typically constitute personalisation based on the data collected. It can be used at two different
levels to determine the best placement, format and delivery of content. (Chaffey & Ellis-
Chadwick 2012, 569; Chaffey & Smith 2023, 416-417)

Increasing or making a page or website more efficient against key performance indicators
(KPI’s) is the core aim of the testing. Bounce rate, average order value and conversion rate
are examples of KPI’s. For e-commerce websites, the pages with the most visit traffic will
reach statistical significance for A/B tests the fastest. To succeed in A/B testing, actions
should not be made too early especially if the variations between test results are small and
thus misleading. For the past years, several tools for making online testing and optimisation
easier and faster have emerged to the market. (Siroken & Koomen 2013, 8) The specific
platforms for A/B testing, such as “Convert” which is also used in this thesis for A/B testing,
are helpful as they will do the reporting of statistical significance automatically for instance
by reporting the better page version at a certain confidence level. In addition, there should
be a hypothesis for each test, based on the assumption that action “X” is likely to improve
variable “Y”, and in many cases this equation involves conversion rates (Chaffey & Smith
2023, 417-418).
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4 Scaling to a global environment

In this section, a general overview on the effects of different cultures on consumer behaviour
is explored. The aim is to address the topic and the main cultural factors that will have an
impact if the theory or findings are to be applied to other countries or continents where cul-
tural factors differ from the setting of this thesis. Moreover, the objective is to clarify the
main factors and considerations behind the localisation of business operations, as well as
further elaborating on the cultural dimensions that have the strongest influence in the pre-

mium pricing e-commerce environment of this thesis.

4.1 Cultural differences of consumer behaviour

Former studies highlight cultural differences being in a crucial role in shaping attitudes, val-
ues, behaviours, and lifestyles (Cleveland & Laroche 2007; Tse, Lee, Vertinsky & Wehrung
1988). Today, globalisation has created a more connected world by blurring the lines be-
tween national cultures and identities. Technological advances and affordable international
travel have made it easier for people to explore different cultures and countries. Additionally,
global telecommunications enable media content and marketing messages to reach audiences
worldwide and promote a shared cultural experience. As a result, consumers are increasingly
exposed to diverse cultural influences without the need to leave their home countries. (Cleve-
land 2018)

Understanding international consumer behaviour requires considering cultural values as an
essential part of the consumer's identity rather than as an environmental factor. Cultural val-
ues shape the identity and personality of consumers and influence how people think, learn,
understand and process information, as well as how they interact with others, including mo-
tivations and emotions. (Cleveland & Laroche 2007; De Mooij & Cheng 2014, 127-128) In
individualistic countries people are seen as independent entities, however, in collectivistic
societies the self is hard to separate from other individuals, in other words the self is part of
the surrounding social environment and relationships (De Mooij & Hofstede 2011). All types
of behaviour processes impact communication styles and advertising effectiveness across

cultures. While economic or institutional factors can explain some differences in consumer
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behaviour, cultural factors are crucial when aiming to understand consumer preferences, at-
titudes, and communication styles. (De Mooij & Cheng 2014, 127-128)

Hofstede (2010) introduced six dimensions in which the differences among national cultures
can be explained: individualism - collectivism, long-term - short-term orientation, uncer-
tainty avoidance, power distance, masculinity - femininity, and indulgence - restraint.
Engelen and Brettel (2011) reported that 60% of cross-cultural marketing studies published
in leading business and marketing journals between 1990 and 2008 utilised at least one of
the cultural dimensions of Hofstede in their research. Therefore, it seems reasonable to
briefly view relevant Hofstede’s dimensions in this research environment to better under-
stand the cultural dimensions of consumer behaviour, especially when localising the e-com-
merce business in different countries in the field of premium-priced sports goods. The most
relevant Hofstede’s dimensions for this study topic are uncertainty avoidance, individualism,

and indulgence. For the reason, these dimensions are described in more detail in this chapter.

There are inherently more uncertainties associated with online purchases than with purchases
from a brick-and-mortar store (Lim, Leung, Sia & Lee 2004). The purchase intention of new
products differs significantly based on consumers’ uncertainty avoidance degree. Consumers
tend to be more tolerant of uncertainty and innovation in cultures where uncertainty avoid-
ance is low (Sohaib, Miliszewska & Kang 2019). In contrast, consumers in a high uncertainty
avoidance culture avoid risky and uncertain conditions in addition to unknown and unclear
contexts (Hofstede 1991). People in high uncertainty avoidance cultures rather take well-
considered actions and decisions (Al-Omoush, Ancillo & Gavrila 2022), and are more re-
luctant to engage in e-commerce as they assume that online transactions may lead to unde-
sirable consequences (Yoon 2009). As a result, the adoption rate of online shopping is typi-
cally higher in low uncertainty avoidance cultures than in high uncertainty avoidance cul-
tures (Lim et al. 2004). Yoon (2009) also supports the finding by stating that low uncertainty
avoidance cultures are generally more eager to rely on online shopping compared to cultures
with high uncertainty avoidance. Forming trust in cultures of high level of uncertainty avoid-
ance is thus of great importance in order to avoid uncertainties and risks linked to e-com-
merce (Xu & Cheng 2021).

Examined in more detail, the visual appearance of a website, such as colour and images, has
been found to be more important for consumers in the high uncertainty avoidance culture

than for consumers in the low uncertainty avoidance culture (Ganguly, Dash, Cyr & Head
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2010). Online shoppers in the high uncertainty avoidance cultures require enhanced e-com-
merce website usability to prevent them from leaving the website prematurely (Singh, Ku-
mar & Baack 2005). An e-commerce website's page layout, navigation and ease of use
should be designed with a full cultural awareness of the target consumer group. This is par-
ticularly relevant in cultures with high uncertainty avoidance scores, as consumers on aver-
age consider website navigation design as an important aspect of their purchasing intentions.
(Cyr 2008) Based on these details, it can be presumed that a premium-priced company op-
erating in an online environment would be better off expanding into a low uncertainty avoid-

ance culture rather than a high uncertainty one.

According to research, individualism has a strong positive impact on B2C e-commerce
worldwide (Xu & Cheng 2021). Individualism has been found to have particularly moderate
influence on the uptake of e-commerce (Zhang, Zhu & Liu 2012). For countries where un-
certainty avoidance is low, consumers from individualistic cultures make more online pur-
chases than from collectivistic cultures. When comparing individualistic and collectivistic
cultures, online shopping tends to be more appealing to individuals as forming trust towards
formerly unknown parties tends to be easier for them. This applies to countries with low
levels of uncertainty avoidance, as high uncertainty avoidance outperforms the differences
between individualism and collectivism. (Lim et al. 2004) Research has also found that cul-
tures with high individualism score usually adopt and exploit e-commerce well, while low
individualism cultures (i.e., collectivist cultures) are more reluctant to use e-commerce be-
cause of cultural characteristic (Xu & Cheng 2021). Social touchpoints are most important
for collectivist cultures making it advisable for companies to invest more in influencer mar-
keting, social media listening and social media marketing (Nam & Kannan 2020). As e-
commerce is a relatively new form of purchasing around the world, the lack of prior experi-
ence makes it difficult to build up early trust among individual customers, thereby slowing
down the implementation of e-commerce in collectivist countries (Xu & Cheng 2021). As
the case company operates fully online, considering individualism level of the country be-
comes pivotal when aiming to expand into new markets. A tendency to prejudice against
online platforms makes it uncomplicatedly more difficult for consumers to adopt e-com-

merce.

The dimension of indulgence refers to the extent to which a society allows relatively free
gratification of basic and natural human desires related to enjoying life, as introduced by
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Hofstede (2011). In contrast, restraint is characterised by the belief that such gratification
needs to be regulated and controlled by stringent social norms (Hofstede, Hofstede &
Minkov 2010). As such, individuals from high indulgence cultures tend to place significant
importance on leisure, having fun with friends, spending money, consumption, and socialis-
ing (Hofstede 2011). By contrast, high-restraint societies are less likely to emphasise such
aspects. For instance, on the indulgence dimension, China scores very low, whereas North
America scores very high, meaning a relevant cultural difference in how to enjoy life. (Hof-
stede et al. 2010) Great indulgence in North American societies results in high emphasis on
activities that promote enjoyment and social bonding, such as trying out sports equipment
with friends and family. Thus, it can be evaluated that cultural leanings towards the enjoy-
ment of leisure, pleasure time, and social activities among human beings resonate very
strongly in driving consumer behaviour (Shobeiri et al. 2018). Overall awareness of cultural
dimensions can be very important for businesses to be able to modify their product and mar-
keting strategies to match with the special desires of their target groups, and to influence the

markets to which they should expand their internationalisation ambitions.

4.2 International aspects

The widespread use of the internet around the world makes online shopping possible in a
large range of locations and cultures. However, there are significant differences in the de-
velopment of digital organisational structures, the use of customer technology and the online
customer journeys in different markets around the world (Nam & Kannan 2020). Studies
have shown that companies must adapt their communication styles to better suit different
cultural contexts (Albers-Miller & Gelb 1996; Mortimer & Grierson 2010). Cultural diver-
sity between groups of online consumers can also lead to differences in the needs that are
sought to be fulfilled through consumption (Roth 1995). For instance, the desire and interest
for experiential aspects is most common in wealthy and post-materialistic societies, while
countries scoring low on the indulgence dimension might be more concerned with the brand
equity's functional dimensions (Broyles, Thomas, Forman & Leingpibul 2009; Lorentzen
2009). Two basic elements of the experience economy are firstly economic growth and in-
creasing levels of disposable income, that increases the amount of consumers’ aspirations
and allow individual consumers to spend more money on their free time, luxury and experi-

ential consumption (Lorentzen 2009; Yeoman & McMahon-Beattie 2006). The second
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element is the sociological trend in postmodern societies for people to plan their future lives
at an individual level, which encourages consumers to make experiential purchases as a
means of expressing their identity (Lorentzen 2009). In addition, disposable income has been
found to enable consumers with greater economic resources to fulfil their purchase intentions
(Ariyanti & Dewi 2024).

The social and economic factors can also drive the premium brand phenomenon in certain
markets. Research of a phenomenon in the US middle market presents that a middle-income
consumer is willing to pay premium prices for goods and services in terms of their higher
quality, style and appeal compared to other goods in the same category. (Silverstein, Fiske
& Butman 2005; Warrington 2004) Overall, income can either encourage or discourage
online shopping. Higher incomes lead consumers to perceive fewer indirect risks when shop-
ping online, while low incomes on average discourage purchasing online. Perceptions of the
benefits of e-commerce should improve as income increases, as potential financial losses
can be tolerated. (Hernandez, Jimenez & Jose Martin 2011) Therefore, it is worth consider-
ing overall wage levels and living standards when localising premium-priced products and

expanding business operations into new markets.

Website localisation is known as the process of customising an existing website for another
country, and it includes the degree to which local consumer conditions and preferences are
taken into account when localising e-commerce businesses in a global market. This extent
of website design localisation varies between companies and countries as less localised web-
sites might only be translated into the local language, while websites that are highly localised
are often fully customised both in terms of content and layout elements, in line with the
familiar designs and common preferences of the country. (Wu, Peng, Sia & Lu 2024) Re-
search has shown that these kinds of culture-sensitive website localisation actions enhance
the implementation of desired consumer behaviours, such as making purchases, thus con-
tributing to the online sales of the website (Singh & Baack 2004). Many studies have exam-
ined the key role of website design elements such as people portraits and peer customers
across diverse cultures and found that they affect trust differently depending on the culture
(Cheng, Wu & Leiner 2019; Cyr, Head, Larios & Pan 2009). Therefore, if a company oper-
ating in a global market wants to better succeed and optimise conversion rates it should
consider localising its website to the local culture, as research shows that this is an effective

way to increase consumer trust in the company and boost website performance.
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5 Data and methodology

This chapter will present the research hypotheses and data collection results from the primary
data collection in more detail. The hypotheses are experimental statements about the rela-
tionship between two or more variables, that are presented in the customer survey conducted
as a part of this thesis. In later chapters of this thesis, the hypotheses will be tested and proved
right or wrong. The data collected as a part of the customer survey, through which this thesis

Is aiming to answer the hypotheses, will also be explained in this chapter.

5.1 Research methodology

Mixed methods research is the integration of different data and methods, typically combin-
ing both quantitative and qualitative data either in a single study or in a series of studies
(Grgnmo 2024, 50; Mertens 2023, 2; Ostlund et al. 2011). It exploits the strengths of quan-
titative and qualitative methods to mitigate their individual weaknesses, thus improving the
overall reliability of the results (Tuomi & Sarajarvi 2018). When combining quantitative and
qualitative methodologies in the same research, one method generally takes precedence over
another (Ostlund et al. 2011). The approach also aims to create in-depth empirical record,
minimise errors and facilitate the generation and testing of hypotheses through a variety of
data collection strategies (Axinn & Pearce 2006, 2). Thus, this master’s thesis research is
carried out using a mixed method approach, done by collecting customer online survey re-
sponses with both quantitative and qualitative questions. These survey results are comple-
mented in a more data-driven way by producing A/B tests directly on the case company’s

website, analysing the numeric results from the tests.

In addition to the collection and analysis of quantitative and qualitative data, mixed methods
research also consists of combining or integrating the two datasets into a specific model or
methodology (Creswell 2022, 6). This thesis will follow one of the main mixed method re-
search designs presented by Creswell (2022, 7) called a convergent design (Figure 7). Con-
vergent design involves collecting both quantitative and qualitative data, analysing both sep-
arately and then comparing the results by combining databases or setting them side by side

to see how the results confirm perceptions or show differences in findings. Using both forms
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of data in convergent design offers different insights and combining them helps to see the
problem from multiple perspectives. Quantitative results often provide the necessary general
trends and relationships between variables, while qualitative results enrich findings with the
insightful perspectives of individuals. Mixed method requires the ability to combine differ-
ent datasets, such as textual data such as open-ended responses and numerical data such as
Likert scale responses, which are not normally combined in a research paper and may thus
seem conflicting. During the process knowledge of procedures for creating joint displays or

conducting side-by-side comparisons is required. (Creswell 2022, 51-53)

Quantitative data Phase 1 Qualitative data
collection and analysis collection and analysis

Comparison

Interpretation

Figure 7. Convergent mixed methods design (Based on Creswell 2022, 54)

Apart from the fact that comparing qualitative and quantitative results helps to better under-
stand the phenomenon, there are other justified reasons for the use of a convergent design.
It is particularly useful when there is limited time available for data collection, when both
types of data need to be collected at the same time, and when the study requires both quan-
titative and qualitative data from each participant. (Creswell & Plano Clark 2018, 68-69) A
customer questionnaire is prepared to collect both quantitative and qualitative data allowing
both types of information to be collected simultaneously. The quantitative data in this thesis
consists of Likert scale questions in a survey to provide measurable data that can be used to
highlight broader phenomena related to the customer journey of a case company using sta-
tistical methods. The qualitative part of the survey consists of open-ended questions, which

are practically implemented in the form of text box responses that allow the respondent to
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provide unique answers to the questions rather than having to select predetermined answers
from a list. This method was chosen as it enables significant insights and deeper understand-
ing of topics that are not easily measurable. Such hard-to-measure topics can include con-
sumer experiences, feelings, opinions and attitudes towards a brand and its products.
(Grgnmo 2024, 209-301) The analysis of the qualitative data will be based on a thematic
approach to structuring the data. Thematic analysis is the process of locating themes in the
data that are relevant to the research problem (Eskola & Suoranta 2008, 174-180). It is one
of the analytical methods used in qualitative research and can be considered a form of content
analysis (Tuomi & Sarajérvi 2018). This qualitative method provides detailed insights that
cannot be obtained through quantitative measures alone. By approaching the subject from
two different data types it is possible to achieve a deeper analysis that combines the views

expressed by individuals with more general observations.

isti Reject or
Existing Formulate
theory’ | 5| hypothesis | L) | Collectdata | D) | Analyse data | [ hypothesis

Figure 8. Deductive reasoning (Based on Streefkerk 2023)

The chosen research approach used in the thesis will be deductive reasoning (Figure 8),
which aims to formulate hypotheses based on existing theory. It is a logical approach starting
from general objectives and moving to concrete conclusions (Streefkerk 2023). The former
research and existing theory work as the base line for the current research approach. After
the hypotheses have been created, the data will be collected and analysed accordingly. At
the end, the hypotheses made based on assumptions of consumer behaviour and thoughts,

will either be rejected or approved based on research results and data analysis.

In this thesis, OpenAl language model ChatGPT is used to support brainstorming, such as
hypothesis creation and research question formation. In addition, Code Copilot tool in
ChatGPT is used to double-check codes used in Environment R to reduce human errors and
to support the analysis. For grammar purposes, DeepL (DeepL Translate: The world's most
accurate translator) is used to ensure the accuracy of linguistic expression. Usage is occa-

sional throughout the thesis.
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5.2 Research hypotheses

The following research hypotheses are created based on the Likert-scaled research questions
presented to the case company’s customers through an online survey. These hypotheses will
be used in later parts of this thesis to analyse, evaluate, and explain results and answers to
the research questions. The aim is to generate results especially to the first two sub questions
of this thesis, with emphasis on the first sub question. The findings from the survey will be
further evaluated by reflecting the results to the actual customer behaviour tracked from the
A/B tests conducted on the case company’s website, and the analysis will be deepened by
comparing and supplementing the results with qualitative open-ended survey answers from

customers.

The first hypothesis is divided into four parts (a, b, ¢ and d) and aims to answer the first sub
research question that focuses on how critical marketing elements such as the design of the
website, ease of navigation, product descriptions, and visual content (i.e. images and videos)
would affect customer perceptions on the value of the product. A research study by Kim and
Niehm (2009) found that website quality, including ease of use and entertainment, has a
significant impact on perceived value, notably when shopping for clothing online. On the
other hand, Lee (2018) studied how certain web design factors, such as product placement
and page layout, affect consumers' perceived value of products in online stores, supporting
the idea that effective website design can improve the perceived value of a product. If cus-
tomers find the website visually appealing and easy to navigate, they may be more likely to
perceive the product valuable, which could differentiate it from competitors. The first two

parts of the first hypothesis are:

H1a: The visual appeal of the case company's website has a positive influence on the per-

ceived value of its premium-priced products.

H1b: The ease of navigation on the case company's website has a positive influence on the

perceived value of its premium-priced products.

These hypotheses will be tested using the research questionnaire data where customers rate
the visual appeal of the case company’s website, as well as its easiness of navigation, and

these ratings will be correlated with their perceived value of the products.
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The third and fourth part of the first hypothesis supports the first and second sub-research
questions by stating that improving the content of the website with detailed descriptions and
adding high-quality images and videos increases perceived value of product quality. This
can create a better likeliness towards choosing products from the case company instead of
its competitors. High-quality images and detailed product descriptions are crucial for online
shopping, as they help consumers to assess product quality and make informed purchasing
decisions, especially for products that cannot be physically inspected (Di et al. 2014; Moraes
et al. 2020). This is particularly true for the case study company, which operates in several
international markets and has a physical business in only one Finnish city, leaving a very
large number of customers to rely on information, images and videos from the online store.
A study by Chen-Yu, Kincade and Rhee (2022) further confirmed that detailed product de-
scriptions, large images, products pictured from many angles, and high-quality pictures pos-
itively affect impulse online shopping by helping customers to better understand and connect
with the product. The third and fourth parts of the first hypothesis that has been split into

four parts to clarify the results are:

H1c: Enhanced product descriptions on the case company's website have a positive influ-

ence on the perceived value of its premium-priced products.

H1d: Helpful images and videos on the case company's website have a positive influence on
the perceived value of its premium-priced products.

The third and fourth part of the first hypothesis will be executed by gathering data on how
informative and helpful customers find the product descriptions, images, and videos, and
finding out how much do the perception of image and video quality influence their percep-
tions of product value. When customers are provided with comprehensive and visually ap-
pealing information, they feel more trust towards the product quality and purchase decision.
According to Ganguly et al. (2010), trust in online transactions is one of the most important
factors in the willingness to shop online. Thus, in an ideal situation trust can lead to higher

conversion rates and sales.

The second hypothesis supports the first sub-research question by examining the role of
brand reputation in establishing customer preferences. A strong brand reputation can ease
concerns about premium pricing by strengthening trust and perceived value. Good reputation

also has a positive impact on customer experience (Joshi 2014). In examining the drivers of
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brand equity and their effects on consumer behaviour, it is evident that brand loyalty plays
a crucial role. According to Aminu and Ahmad (2018), brand loyalty is a key driver of brand
equity, significantly influencing consumers' readiness to pay higher prices for products. This
relationship underscores the importance of brand equity in creating additional value for
firms. (Aminu & Ahmad 2018) Company reputation enhances customer trust and identifica-
tion, which subsequently influences the commitment to purchase intentions and willingness
to pay a premium price (Keh & Xie 2009). This willingness to pay a premium price is rooted
in strong customer-company relationships. The study by Keh and Xie (2009) found that cus-
tomer trust has a more significant impact on purchase intentions than on willingness to pay
a price premium. On the other hand, a close bond between customers and companies has a
greater influence on the willingness to pay a premium price than customer trust. The second

hypothesis is:

H2: The case company's strong brand reputation has a positive influence on customers' re-

peat purchase decisions.

The analysis for the second hypothesis will be conducted by examining the relationship be-
tween brand reputation importance and repeat purchase likeliness. In more detail, the hy-
pothesis seeks to determine whether the importance a customer places on brand reputation
has an impact on the likelihood of their willingness to repurchase the company's products in

the future.

The third hypothesis is divided into two parts, and it is related to both first and second sub-
research questions of the thesis, as it explores how customer service elements can improve
customer retention, willingness to recommend the product and conversion rates. Providing
excellent customer support can clarify questions and uncertainties for customers and reas-
sure them during valuable purchases, which in turn can increase satisfaction and brand loy-
alty. Easy and quick access to customer service can be particularly important in making a
purchase decision. The study by Chang, Wang and Yang (2009) shows that the essence of
e-service is to satisfy and establish connections with customers. The results demonstrate that
high e-service quality leads to positive customer satisfaction, thus creating customer loyalty.
The study further reveals the partial effect of perception on customer satisfaction and loyalty.
The central findings of the study by Chang et al. (2009) are particularly important when it
comes to thinking about how customer service influences purchasing and loyalty. Good cus-

tomer service made up of high-quality e-services, accurate information and secure
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transactions boosts customer satisfaction. When satisfaction links with high perceived value,
it also builds loyalty and decreases the chances of customers switching from the company to
another or becoming more sensitive to price changes. Mei-Hui, Kune-Muh, Ying-Chiech
and Kuan-Yin (2013) also found that the quality of e-service, which encompasses interac-
tion, environmental, and outcome aspects, has a significant impact on customers' perceived

value and loyalty online. The third hypotheses are:

H3a: High-quality customer support during the online shopping experience has a positive

influence on repeat purchase decisions.

H3b: High-quality customer support during the online shopping experience has a positive

influence on the likelihood to recommend the brand.

The positive impact of high-quality customer support on purchase decisions and loyalty in
the third hypothesis will be tested by collecting data on the perceived importance of customer
support. The relationship between this data is then examined in relation to repeat purchase
decisions and the likelihood of recommending the brand.

The fourth hypothesis is especially relevant to the second thesis sub-research question that
concerns how conversion rates of premium priced products may be affected by UGC on the
webstore. A recently conducted study by Power Reviews (2023) found that out of more than
8000 shoppers in the US 90 % take customer ratings and reviews into account when making
a purchasing decision, and 73 % consider photos and videos of products taken by actual
consumers who have used the products to be important factors in their buying process. Cus-
tomer reviews and ratings serve as social proof, which can reduce perceived risk and encour-
age high-priced purchase decisions. Product quality is a key differentiator for premium
brands, and price is related to the value (Hinterhuber & Liozu 2018). When a product is
premium priced, it is also assumed to be premium quality (Lee & Chen-Yu 2018). The fourth
hypothesis is thus:

H4: The perceived importance of customer reviews on the case company’s website has a
positive impact on perceived quality of premium priced products compared to lower-priced

products.

The fourth hypothesis concerns the perceived importance of customer reviews and their re-
lationship with the perceived product quality of premium priced products compared to
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lower-priced products. The results aim to identify the importance of customer reviews as a

transmitter of product quality perception.

The fifth hypothesis is related to both the first and second research questions, as it deals with
the role of durability and quality perception in increasing customer loyalty and achieving
consumer satisfaction towards the purchase. Product quality refers to how well the product
meets customer expectations (Alex & Thomas 2011), and what is the perceived ability of
the product to deliver satisfaction in terms of both overall quality and superiority in its in-
tended use relative to available alternatives (Aaker 1991, 87). The fifth hypothesis aims to
find out whether the purchase satisfaction of a product is affected if the customer attaches
high importance to the quality and durability of the product before making a purchase deci-

sion. The fifth hypothesis is:

H5: Perceived importance of product quality and durability has a positive impact on the

satisfaction of the purchased product.

The fifth hypothesis measures the importance of product quality and durability and its effect
on satisfaction with the purchased product while attempting to determine whether there is a

relationship between these variables.

Research shows that product quality, alongside service quality and contextual experience,
has a significant impact on the value experienced by customers, which in turn influences
their future purchase intentions (Alex & Thomas 2011). Emotional connection and commit-
ment to the product and the brand are examined to be essential elements in customer loyalty,
which affects both the likelihood for a customer to recommend the product to other consum-
ers and their possibility of repurchasing from the same brand product (Pandita & Mehta
2019). By analysing responses related to product value and quality and combining them with
measures of customer loyalty, this hypothesis can be used to test the impact of perceived

value on long-term customer behaviour.

H6a: Positive perceived overall value of the case company’s premium-priced products has
a positive influence on the likelihood to recommend the brand.

H6b: Positive perceived overall value of the case company’s premium-priced products has

a positive influence on customers' repeat purchase decisions.
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The sixth hypothesis analyses the correlation between value perception and the likelihood of
recommending a brand and the willingness to repurchase from the brand by collecting data
on the value ratings given by customers to the case company's products in relation to their
price and examining this relationship with repurchase and willingness to recommend. By
analysing the results and making observations based on the findings, the thesis aims to find
broad but limited and somewhat generalisable results to the research questions of the thesis

by means of these six hypotheses along with other measurement methods.

5.3 Data collection

All the data and research materials used in the main data sources in this thesis are primary
resources collected by the author of the study with the support of the case company. Second-
ary resources, in other words materials collected by other individuals or groups for other
purposes, were not used as the main research data in this thesis. However, the A/B tests that
are used to evaluate the performance of different versions of the webpages and that aim to
find out more genuine insights on how genuine consumer behaviour meets theory, are cre-
ated as secondary data in collaboration with the case company employees. The motivation
behind the tests was more business-oriented than theory-oriented, but the choice of test top-
ics was made considering the usability of the results in the empirical phase of the thesis. In
addition, the thesis was adopted with the support of the company especially in the data col-

lection phase, along with the brainstorming phase prior to the data collection.

The primary research data consists of 154 respondent’s answers to an online questionnaire.
The respondents represent family segment customers and newsletter subscribers of the case
company and are pre-selected from all customers of the company. The family segment was
selected to obtain new insights from family consumers and their preferences regarding the
customer journey. The survey consists of seventeen Likert scale questions from a scale of
one to five that are analysed quantitatively, and ten open-ended questions that are researched
qualitatively. The respondents are located in the United States of America and represent the
customer profile of families. The case company’s email subscription listings were used to
contact possible survey respondents. The questionnaire was sent to a total of 63 841 news-
letter subscribers, which means that majority of the recipients chose not to take part in the

survey. The response rate to the survey was therefore 0.24 % of all potential respondents.
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Although the potential response rate could therefore have been much higher, a reasonable
number of responses were received overall. As the response rate was low, reasons for this
may be considered, such as whether the incentive of responding was too small, or the timing
of sending the questionnaire was wrong. To protect anonymity, the study has been carried
out in a way where the survey participants cannot be identified or traced. The names of the
customers will not be linked to the responses and all identifiable information will be
changed. (Ruusuvuori & Tiittula 2005, 17) In this thesis, the survey responses will be treated
as disconnected observations and the company that commissioned the thesis will be referred

to as the "case company".

Online surveys are a powerful way to collect large amounts of data quickly at low cost,
allowing respondents to give more truthful and independent answers compared to being in-
terviewed by an external interviewer. In addition, an online questionnaire can be flexibly
constructed with a variety of question types, is easy to distribute to customers, and respond-
ents can answer it at a time that suits them. (Wesley, Fifilia, Catrine, Antony & Estefan 2022)
Online surveys are also often viewed more engaging, easier to complete and less intrusive.
The disadvantages of email surveys are their structural rigidity, as each respondent answers
the questions in the same order, and the fact that it is more difficult to ask additional ques-

tions to responses that might require clarification. (Armstrong et al. 2020, 135-141)

The survey consists of six sections and 29 questions in total (Appendix 1). Out of the ques-
tions ten were open-ended, 17 were Likert scale questions ranging from one to five, and two
questions had a deviating structure. However, not all questions were presented to every par-
ticipant as some of the questions were asked only from customers who have purchased from
the case company before. For the consumers who have not yet purchased the case company's
products, the survey is shorter with only 22 questions included. Out of 144 respondents, 106
consumers had previously bought products from the case company, while 38 people had not
made a purchase to that date. The vast majority out of the 154 respondents made it to the end
of the survey, with a total of ten respondents dropping out in the middle of the survey. The
first six questions were answered by all participants, but for the first open-ended question,
question 7 of the survey, eight respondents permanently dropped out of the survey followed
later with two other dropouts. This phenomenon happened although the open-ended ques-
tions were not compulsory to answer to prevent frustration and resulting dropouts (Wesley
et al. 2022).
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When the survey was being conducted, it was assumed that some respondents would drop
out before completing the survey, so this observation did not surprise the author of the thesis.
However, what was surprising was that less than ten percent of all respondents dropped out,
reaching a completion rate of over 90 %. However, this is not the completion rate for all
questions, as some respondents chose not to answer all open-ended questions. An external
survey tool, SurveyMonkey, was used to collect the questionnaire answers in a user-friendly
manner. In order to motivate survey recipients to answer the questionnaire, a prize draw was
held for a gift card on the case company's website. All answers to the questionnaire were
collected during the month of August 2024 over an eleven-day period. The summer season
is the peak period for the case company's sales activities, which contributed to the high level

of activity and motivation in terms of customer survey responses.

Two different A/B tests were conducted on the case company’s website. The test results are
analysed by investigating test data and trends and putting the findings and knowledge into
perspective with the online survey results. The creation of the A/B tests relied strongly on
the knowledge of the company's personnel and the tests were created with the help of that
expertise. Eventually the A/B tests in this thesis described relatively small steps towards
improved website functionality and getting a better image of customer behaviour across dif-
ferent pages of the website. The tests themselves are not therefore very broad indicators of
what changes should be made to better meet the customer visitors’ needs. However, the ex-
tensive and detailed responses to the questionnaire and the specific results of the A/B tests
can provide a broad analysis of the relationship between consumer perception and actual

behaviour.

5.3.1 Study variables

The study uses a set of 13 variables derived from the questionnaire to explore the relation-
ships between different phenomena, such as online customer journey, brand reputation and
value creation. The variables were selected also based on their significance in understanding
customer experience and purchase journey in an online environment and proposing results
based on these findings. The table below (Table 1) contains the variables of this study as

well as the questions on which they are based on.
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Table 1. Study variables

Research question Variable name

8. How would you rate the overall value of *case company *products com- overall_value
pared to their price?

1. How visually appealing do you find the *case company website website_appeal

2. How easy is it to navigate the *case company website? easy_nhavigate
6. How helpful are the images and videos in understanding the product? image_video_influence
5. How informative do you find the product descriptions on the *case com- informative_descriptions

pany website?

10. How important is the brand's reputation in your decision to purchase a pre- brand_reputation
mium priced *product?

18. How important is customer support in your decision to purchase a pre- support_importance
mium priced product from *case company?

11. How do you perceive the quality of *case company *product compared quality_compared
lower priced *products?

15. How important are customer reviews and ratings in your decision to pur- reviews_importance
chase from *case company?

24. How satisfied are you with the quality of the product you purchased? quality_satisfaction
14. How important are product quality and durability in your decision to pur- quality_importance
chase from *case company?

28. How likely are you to recommend *case company to others? likely_recommend

25. How likely are you to purchase again from *case company? likely_repurchase

*|dentifiers, such as company name and specific product category, have been replaced by generic terms to

protect case company anonymity.

The variables include website usability, quality of product information, brand reputation,
review importance, customer support and post-purchase satisfaction among other variables.
By analysing these variables, this study aims to identify the main determinants and influenc-

ers of areas such as customer satisfaction, purchase decision and brand loyalty.

5.4 Data analysis

The survey result analysis is divided into two different parts based on the characteristics of
the data. Likert scale questions and responses are analysed using quantitative methods, while
responses to open-ended questions are interpreted using qualitative methods, as if they were

answers to interview questions. A total of six hypotheses was created around specific
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research themes for the quantitative analysis, and qualitative responses around the same
themes were also be explored, so that the results of both methods can eventually be examined
and compared. Hypotheses seek to explore the relationships between different variables and
how they affect each other. A correlation matrix of the variables used in the thesis was cre-
ated to provide a first impression of the relationships that can be expected to be found be-

tween the different variables.

Once the hypotheses for the quantitative analysis of the thesis had been finalised and the
variable relationship overlook was performed in a correlation matrix, the tests on the data
were carried in R-studio program using the R programming language. The aim of the hy-
potheses was to investigate the relationships between different variables, so the tests chosen
ended up being Spearman's correlation analysis and linear regression analysis. The tests were
carried out in one session using the hypotheses and the variables defined. The analysis began
with a preliminary examination of the dataset to understand its structure and content. The
data was loaded into R-studio as an Excel file to be processed into a suitable format for the
tests. Multiple initial steps were performed, starting with a generation of data summary sta-
tistics to obtain an overview of the variable distributions. Following, the dataset structure
was inspected to validate variable types and ensure compliance with analysis. The variables
were renamed to improve readability, and missing values were identified to assess the com-
pleteness of dataset. Moving on to the testing phase itself, the Spearman’s correlation method
was chosen due to the ordinal nature of many survey responses. In addition, many linear
regression analyses were conducted to assess more detailed relationships between the varia-
bles. This systematic approach to data analysis provided valuable insights into customer per-
ceptions and buying behaviour. The study identified key factors that influence customers'

decision making and satisfaction using correlation analysis and regression modelling.

After the quantitative tests had been completed the thesis moved on to analyse the qualitative
responses from the questionnaire, i.e. the open-ended questions. Once the open-ended survey
answers were received, the author of the thesis went through the questions in depth and ex-
amined the questions in the light of the hypotheses formulated. The responses also made it
possible to narrow down the questions that did not bring additional value to the analysis
because of the low number of responses or the otherwise minimal feedback. Such questions
that were decided to be excluded in the later analysis phase included questions related to the

final steps of the company's buying process, such as satisfaction with the check-out process
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and payment options, and related suggestions for improvement. In addition, general cus-
tomer feedback on the shopping experience was collected and found to be strongly favoura-
ble. The comments included compliments on the smoothness of the online shopping experi-
ence with no unusual or extremely negative feedback arising. In conclusion, the study fo-
cused on the essential findings and dismissed repetitive responses that do not add value to

the thesis questions.

Once the questions to be analysed were narrowed down and selected, they were grouped
with the quantitative questions according to the same themes. Through this grouping it was
possible to determine which open-ended question would be mirrored with which quantitative
test, and how many themes would be included in the empirical part of the thesis. The empir-
ical part of the thesis was thus structured through theming. The questions that were included
in the study were then examined and the answers were organised into general themes by
highlighting them with colour-coding the same themes under the same colour. The colouring

made it easier to perceive consistent themes and structure the empirical part of the thesis.

5.5 Validity and reliability

Common measures of trustworthiness of scientific research are reliability, in other words the
stability of the results, and validity, known as following the agreed study and topics (Ka-
nanen 2017, 175). High-quality data is essential for the results of the study to be both reliable
and useful (Grgnmo 2024, 273). Reliability aims to minimise bias and error in research, and
in practice this means that if another researcher were to carry out the certain study again with
the same methods and design, they would arrive at the same results and conclusions (Yin
2003, 37). Reliability is at a high level if the survey design and the data collected provide
accurate information. Validity, on the other hand, indicates the sufficiency or relevance of
the data in relation to the phenomena and research questions under investigation. Validity is
at a satisfactory degree if data collection and design of the study produce data relevant to the
research objectives. (Grgnmo 2024, 276). All mixed-methods research should consider the
challenges of inconsistency between qualitative and quantitative approaches, and the com-
bination of such sources should be based on these considerations (Grgnmo 2024, 13).

In this study, reliability and validity are ensured by using mixed methodology, a combination

of quantitative and qualitative methods, with the aim of increasing the confidence and
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diversity of the results in the analysis. The questionnaire provides a consistent structure for
data collection, and the combination of open-ended and Likert scale questions ensures a rich
data set for the survey. The data collected through the survey ensures a broad and compre-
hensive data set, which allows for a better sampling of the total consumer group. In addition,
AJ/B tests can be used to either confirm or question the findings of the survey results by
providing information on genuine customer online behaviour. The validity of the results will
be improved by relying on a convergent mixed methods design, which supports the combi-
nation and comparison of different data types and the benefits it brings. The large sample of
the case company's customers in the US family segment ensures a diverse respondent base,
increasing the transferability of the survey to different markets. A challenge in terms of re-
liability is that no detailed demographic data were collected on the survey participants, which
limits the ability to generalise and compare results within and across categories of demo-
graphic factors. Altogether, the methods and structure of the research have been designed to
provide reliable and competent overview of the research phenomena, while offering a com-

prehensive and applicable understanding of the subject.
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6 Empirical findings and analysis

This section discusses the empirical results of the thesis based on the analysis of the data
collected for the study. The results are divided into themes and subcategories and are dis-
cussed in chapters according to the information obtained from the survey questions. The data
used to construct the findings of the thesis is drawn from consumers' perceptions and feelings
about different parts of the online customer journey and how the A/B tests conducted on the
website compare with these survey responses. The outcomes of the research are composed

of both qualitative and quantitative data sources.

6.1 Case company introduction

The case company operates in the industry of sports and in more detail sports equipment.
The industry is influenced by fitness trends, safety factors, innovation and the spread of
home-based leisure activities. The sector experiences seasonal fluctuations in demand espe-
cially in areas with varying climates, and the busiest season is during the summer as most of
the company's products are used outdoors. The main competitors are large multinational
sports brands and manufacturers specialising in a similar limited range of products to the
case company. The case company has a significant position in international markets espe-
cially in North America. As a multinational company, managing logistics and distribution in
several global markets illustrates one of the challenges in the market, especially when it

comes to a large product with high delivery costs in most cases.

The case company is a Finnish manufacturer specialising in outdoor sports equipment and
related products for home use for families and professionals. It is known for its innovative-
ness, premium product quality, focus on durability and safety, product longevity and wide
range of spare parts and accessories. The company also has a strong presence and community
on social media channels like Instagram. The company sells directly to customers through
its online store, which has several local versions in different markets. Brand building is
largely done through sports sponsorship, influencer marketing and a presence on social me-
dia and digital platforms. The company competes with other high-quality product providers
in the field.
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Within the case company's industry, individual purchases play a significant role compared
to repurchases due to the long lifetime of the products. In addition, the initial investment in
the product is usually larger than subsequent purchases. Among other reasons, this may re-
sult from the availability of spare parts and add-on products, meaning that the initially pur-
chased product of higher value can be supplemented or repaired by additional orders, which
might be a less costly single purchase than the purchase of an entire product package. Given
the evolving nature of the specific sector of the case company, there are both opportunities
and challenges in expanding the product range and improving the customer experience. By
analysing and measuring strategies, customer engagement efforts, and performance charac-
teristics, this study aims to provide insights into how similar multinational SMEs can sustain

growth and build lasting brand loyalty, particularly in the US market.

6.1 Website performance evaluation and optimisation

To assess the impact of different website design elements and pricing communication strat-
egies on customer behaviour, two A/B tests were conducted on the case company's website.
One of the tests aimed to optimise the layout of the product detail page (PDP), while the
other evaluated the effectiveness of price communication in driving purchase decisions.
Controlled A/B testing allowed direct comparison of different page layouts against the orig-
inal layout to determine which kind of formatting and design improved user engagement and
increased conversion rates. These experiments aim to provide data-driven insights into how
website design and pricing affect customer engagement and sales performance by analysing
user interactions between different variations. Moreover, efforts to find out which variation
of the page performs best will be made, and reasons for the performance will be considered.

The following sections present the experimental design and key findings.

The first A/B test done in the case company website is about restructuring content on PDP
to balance the main shopping view (Table 2). This implies placing buttons, badges and prod-
uct information in different locations compared to previous page designs to find out the stra-
tegically best placement for the features. The test included two different variations that were
compared against the original product page and its performance as a baseline for the test.
The audience for the test was formed from an untargeted group of all website visitors, and

the number of tested users was 4 484 total visitors. The distribution of visitors between the
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different page options was as follows: the original page had 1511 visitors, variation 1 had
1487 visitors and variation 2 had 1486 visitors. The test was running for 20 days and the
total number of conversions among the users was 153. When counting the conversion rate
percentage using the mathematical formula presented earlier, the result is a conversion rate
of 3.41 %. This result aligns with previous research stating that the conversion rate is usually
less than 5 percent or something between 0.8 and 8 percent (Ayanso & Yoogalingam 2009;
Brynjolfsson & Smith 2000; Moe & Fader 2004). The results of the tests were found in an
experiment report from the Convert A/B testing tool provided by the case company and are
presented in Table 2 for the use of this thesis. The best-performing page variation is high-

lighted with green colour, while the worst-performing page variation is highlighted in red.

Table 2. Overview of restructure PDP content to balance the main shopping view A/B test

Decrease Increase Scroll conver-
Variations Revenue goal bounce rate engagement sion rate Add to cart
Original page ‘
Variation 1 ‘ +11.28 % +2.70% +2.28 % +4.98 % +33.92%

Variation 2 ‘ -19.47 % +4.11% +1.17% +4.91 % +28.88 %

The most significant differences between the different page variations were related to the
page layout and positioning of elements, especially in terms of discount badges, additional
information fields (such as "view dimensions" and "what’s included") and calls to action. In
the original page, all the mentioned elements were presented packed into a small area of the
product page, making the initial appearance information-filled and potentially confusing.
The page variation used a static sticky bar to guide buying behaviour, communicating the
price of the product and allowing an easy way to add the product to the shopping cart with a
call-to-action phrase “shop now”. A sticky bar is a horizontal bar that can be stuck for ex-
ample at the bottom of a webpage, as was done on the case company's website. It is one kind
of website conversion tool that ensures that the message is always visible to the consumer
without being intrusive. (Gardner & Salehi 2024) The previously mentioned discount badge
elements, as well as product and dimension information were in turn decentralised to a larger
area of the product page in variation 1, adding the discount badge on top of the product image
and additional product details in a sub-menu of the product page among other additional
information. Variation 1 also featured a sticky bar element to assist in completing the
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purchase path to the desired outcome. Variation 2 was otherwise identical to variation 1, but

this variation excluded the sticky bar element that guided the purchase behaviour.

The test aimed to improve the clarity of the shopping view of a single product and thereby
enhance the page performance. The perceived problem with the site was that the shopping
view contained too much content and additional information buttons in one view, making it
unclear and too informative to navigate. The test was designed to examine whether moving
these elements would make the site clearer and more user-friendly. The points of measure-
ment were revenue goal, decreased bounce rate, increased engagement, scroll conversion
rate and add to cart, and all measurements were examined in the context of conversion rate.
In table 2 we can see a quick overview of the results of the A/B test in relation to the original
page. When the results are briefly analysed, it can be concluded that variation 1 performs

best out of the page options as it gets the best scores in four out of five categories.

The second A/B test focused on testing sticky bar price communication strategies on the
product page level of the case company’s website (Table 3). More specifically, the test meas-
ured how different price communication in the sticky bar on the company's website affected
customers' purchasing behaviour and thus the conversion rate. Table 3 presents a summary
of the results of the second A/B test. Price communication in the sticky bar of the original
page was done by indicating the partial monthly payment price of the product, which formed
a lower cost than the total price of the product. Variation 1, on the other hand, communicated
the price as the full price of the product, which in turn represented a higher one-time pay-
ment. The original page performed significantly better than variation 1, which may be due

to the illusion of a lower price when the part payment price was introduced.

Table 3. Sticky bar price communication A/B test

Decrease Increase Scroll conver-
Variations Revenue goal bounce rate engagement sion rate Add to cart
Original page - - - - -
Variation 1 -0.41% -6.93 % -11.29 % -43.49 % -14.59 %

The test ran for six days, after which it was stopped due to clear and concerning results. The
total number of tested visitors was 896, of which 465 landed on the original page, and 431

on the variation page. A total of 25 conversions were achieved during the test. Using the
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same formula as before to calculate the conversion rate percentage, the result turns out to be
2.79 %. The test aimed to identify the most effective form of price reporting and ultimately

produced clear results on the most viable means of price communication.

In addition to A/B testing, a correlation matrix was carried out to get an early insight into
the relationships between the variables to be considered. Assessing the relationships between
the variables is essential to better understand consumer behaviour and decision-making. The
correlation matrix provides useful and summarised information on how different factors in-
teract with each other and can be used to assess whether changes in one variable are associ-
ated with changes in another. This chapter therefore presents a correlation matrix (Figure 9)

that visually shows the strength and direction of relationships between variables.
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Figure 9. Correlation matrix of the variables

A blue colour in the correlation matrix indicates a positive relationship between variables
from 0 to 1, while a red colour indicates a negative relationship between variables. A first
glance at the correlation matrix reveals that most of the relationships between the variables
are positive, although not particularly strong. A positive correlation indicates that when one

variable increases, the other increases. There are also different levels of correlation strength.
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The closer the degree of correlation is to one or minus one, the stronger the correlation be-
tween the variables. A correlation between 0-0.19 is considered very weak, from 0.2 to 0.39
weak, from 0.40 to 0.59 moderate, from 0.6 to 0.79 strong and between 0.8-1 very strong.
In the correlation matrix above, we can see that most of the values fall between 0 and 0.19,
indicating that there’s no correlation between the variables, or the correlation is very weak.
However, many values fall into the weak correlation category and a reasonable number of
values on the scale that indicate moderate correlation. The three highest values are between
0.6 and 0.79, meaning that these values reach a strong correlation. The strongest correlations
are between overall value and likelihood to repurchase, satisfaction with product quality and
likelihood to recommend the brand, and finally satisfaction with product quality and likeli-
hood to repurchase. All the relationships between variables that are strongly correlated ap-

pear to be reasonable, and thus there is no need to question the results at this point.

6.2 Value and encouragement through website design

The main objective of this thesis was to find solutions to the ongoing challenges faced by
D2C brands in the digital marketing and sales environment to attract new customers, main-
tain and improve customer relationships in e-commerce, and drive website conversion and
sales growth. The key challenge is the customers online shopping journey, which requires
continuous evaluation and improvement to evolve in a competitive landscape. Premium
brands need to refine their e-commerce strategies and the design of their websites and re-
spond better to consumers' needs and expectations in the online environment. Website ele-
ments such as colour choices and page layout are important factors in attracting customer
interest and brand loyalty. Easy navigation and product findability, as well as image quality,
informativeness and reliability of the website are key factors influencing consumers' pur-
chasing decisions and ensuring a seamless online shopping experience. The first theme of
the thesis is therefore creating value and relationships and encouraging a purchase decision
through website design. These design-related factors have to do with the first part of the
theoretical framework called the website entry. Website entry refers to the situation where a

potential customer enters a website via a front page or some other landing page.

The first open-ended question Q3 in the survey sought to identify customers' first impres-

sions of visiting the case company's website, and whether there were any particular features
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of the website that stood out to them in one way or another. The easiness of navigating and
using the website to find what is looked for was mentioned as positive feedback in up to 36
responses from the customers which means it was a very popular answer to the question.
Although one respondent did mention having a hard time finding something, “casy to navi-

gate” or “easy to use” were repeated one answer after another.

’

“I liked how easy it was to look around and navigate on the page.’
“I was very impressed with the easy access to find what | was searching for.”

“It’s clean and simple with an easily viewed and navigated menu - | appreciate that. ”

Another extremely popular comment was related to the design and layout of the website. As
many as 67 respondents commented in some way on the website layout, and almost all the
comments were positive compliments on the appearance. Many customers perceived the
website as visually appealing and well-structured. Eye-appealing layout, modern, detailed
information, nice colour scheme and high-quality interface stood out in many of the answers.
Users also mentioned that the website layout matched their perception of the premium qual-
ity products of the case company, and some mentioned that the website design made them
believe in high-quality products and a unique presence in the field. The appearance of a
website can also have a big impact on reliability, in addition to quality. According to one
consumer, the website was convincing enough to prove that the case company could be
trusted despite a lack of previous experience.

“It's visually appealing and looks modern. It's eye-catching with the different sections to tap
for more information on each topic.”

“Credible. As a first-time purchaser at your store, my first instinct is to check whether you're
a legitimate and trustworthy company before entering my financial information. Your web-
site convinced me.”

However, not all the comments on the look and feel of the website and its content praised
the website but also raised some concerns or points for improvement. For example, some
users were not happy with the black-and-white colour combination and would have preferred
amore diverse colour palette for the website while others preferred a simple and eye-friendly
colour scheme. Others found the website either unappealing or so basic that nothing in par-
ticular stood out for them. Some consumers wanted more content, such as pictures, product
comparisons or reviews, while others found the pages too long or the content too large and

space-consuming.
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“Using mobile, too much content on your landing page. Not likely to scroll all the way
through it all.”

2

“Need better explanations of difference between products.

Photos and videos were also mentioned multiple times throughout the answers to the ques-
tion. Eventually, a total of 33 people mentioned them in their responses. Most of the com-
ments on the visual content were positive, indicating satisfaction with the content. The smil-
ing people in the pictures and the accurate images of the products and their details attracted
people's attention. Especially videos of people using the products turned out to have helped
some consumers to make their purchase decision based on their needs. However, there were
also some who found the large number of images and videos good but confusing for their

decision-making.

“Great images and videos so that you know exactly what you'll be getting!”

“That ya’ll carry high quality products. The pictures and detailed descriptions are good.
When looking on the site you get a sense of a company that actually cares about the products
and their customers.”

Another open-ended question related to the same theme and topic was question number 7:
“What changes or additional information would you like to see in the product descriptions,
product images and website videos?”. This question sought answers on specific suggestions
for improvement and areas for development around the theme. A very large number of re-
spondents, almost half, said that they could not think of anything to change on the website
or that everything is exactly as it should be. This may be a reality but, in some cases, it may
be related to laziness in coming up with some ideas for improvements to the functionality or
layout.

“I think what you currently have is perfect. I can’t think of any changes that I would suggest
making.”

However, the survey did provide a lot of great and valuable suggestions for improvement,
including pictures and videos, assembly instructions, additional product information and re-
views. A consumer highlighted that product reviews are as important as videos showcasing
the usage of the product, while another consumer hoped for more clear product description
with bullet points. A respondent mentioned that having specs to measure is helpful in decid-
ing since when ordering something online it is important to be sure of ordering the right one,

but in addition to this, one customer recommended to describe the sizes of the products more
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through pictures for example of them alongside people, and another requested some price
history information.
“Possibly more photos or videos of the products in a real environment. It never hurts to have

real user videos as part of the product demo. This culture relies on honest reviews and video
reviews are wonderful.”

“A video of each product utilized. It’s one thing to see a picture and read a description, but
it comes alive when there’s a video.”

Many respondents identified the need for more detailed descriptions, for example on weight
limits, product weight and size comparisons. Although the case company website contains
most of this information for each product card, this may indicate that the information is not
being found easily. Returning to the importance of assembly videos and precise instructions,
many customers seemed to have difficulties in setting up and assembling the products, which
highlights the importance of good instructions. Feedback highlighted the need and desire for
step-by-step installation videos.

“I found myself looking for videos during certain parts of assembly that were difficult to

understand from images and written instructions. Website videos for assembly would be
amazing.”

“It would be nice if the weight limit was quicker to find, more highlighted. An approximate
amount of time for assembly would be great too. Any info about how they hold up in the
snow and elements. How do they fair set up year-round once assembled? Otherwise looks
good!”

Having examined the qualitative open-ended responses, the quantitative results on the same
theme are analysed through hypotheses and tests conducted in the R-studio application. This
theme will answer hypotheses Hla-H1d. At the start, Spearman’s correlation test will be
performed individually for each hypothesis. The first correlation test showcases the relation-
ship between website appeal and the overall perceived value of the premium-priced products
of the case company. The Spearman’s rho (p) = 0.3228 suggests a weak to moderate positive
correlation between variables website_appeal and overall_value. This means that when the
visual appeal of a website increases, the perceived value of products tends to grow as well.
The p-value = 7.077e-05 is highly significant (p < 0.001) indicating that the correlation is
statistically significant and unlikely to have arisen by chance. The null hypothesis HO: no
correlation is rejected. Since a statistically significant positive correlation exists, hypothesis
H1a is supported by the test result. However, as the correlation is not very strong, several
factors such as brand reputation, pricing and customer ratings are likely to influence per-

ceived value.
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The second Spearman’s correlation test for H1b examines the relationship between ease of
navigation (easy_navigate) and perceived value (overall_value) of premium-priced prod-
ucts. Spearman's rho (p) = 0.2788 indicates that there is a weak to moderate positive corre-
lation between the variables. Although the relationship is not strong, in indicates that when
the ease of navigation increases, the perceived value also increases. The p-value of this test
= 0.000657 is highly significant (p < 0.001). Thus, the null hypothesis (HO) can be rejected
and the alternative hypothesis H1b accepted. This supports the claim that ease of navigation
affects perceived value. Companies can experiment different website navigation structures

using A/B tests to see which design has the greatest impact on customer perception.

To get more detailed quantitative results a linear regression analysis for Hla and H1b is
performed. The linear regression model assesses how visual website appeal and ease of nav-
igation influence the perceived overall value of the case company’s premium-priced prod-
ucts (Table 4). The main findings indicate that the model is statistically significant as the p-
value < 0.05. The statistical significance suggests that at least one of the independent varia-
bles (website_appeal and easy_navigate) have a considerable effect on the dependent varia-
ble (overall_value). The Multiple R-squared of the model explains approximately 13.8 % of
the variance in perceived overall value. As the results is not very high, it can be assumed
that there are other factors that are likely to have more impact on the dependent variable,

such as branding, trust or pricing.

Table 4. Linear regression model for H1a and H1b

Variable Estimate Std. Error t-value p-value Significance
Intercept 1.7944 0.4593 3.907 0.000144 *** (n < 0.001)
website_appeal 0.2876 0.1025 2.807 0.005699 ** (p<0.01)
easy_havigate 0.2359 0.1104 2.137 0.034294 *(p <0.05)

MODEL FIT METRICS

Metric Value

Residual Standard Error 0.8306

Multiple R-squared 0.1379 (13.79%)
Adjusted R-squared 0.1259 (12.59%)
F-statistic 11.44

Model p-value 2.461e-05 (Highly significant)
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The linear regression model presented addresses that both predictor variables positively im-
pact perceived overall value, the website appeal being more statistically significant than the

ease of navigation.

Next analysis of hypotheses H1c and H1d will be carried out through Spearman’s correlation
analysis for each independent variable alone and a linear regression model for both variables
together. The third Spearman correlation test examines the relationship between improved
product descriptions on the case company’s website and the perceived overall value of its
premium-priced products. The test assesses the unilateral relationship between two variables
without assuming a linear relationship between them. Spearman's rho (p) correlation coeffi-
cient was observed to be 0.2594, indicating a weak positive relationship between informative
descriptions and the overall value. The p-value = 0.001566 meaning that it is statistically
significant (p < 0.05) which indicates that the observed correlation is accurate and not pure
coincidence. Compared to previous tests of website appeal rho (p) = 0.2876 and ease of
navigation rho (p) = 0.2787, informative descriptions appear to have a slightly weaker cor-

relation with perceived overall value.

Despite the positive correlation, the impact is so small that it suggests that while improved
product descriptions contribute to the perceived value of premium-priced products, it is not
the main determinant of it. However, the test result still supports hypothesis H1c and the null
hypothesis HO can be thus rejected. This supports the belief that consumers are looking for
clarity and detailed information before buying high-priced products online, but that other
factors may have a greater significance in determining their perception of quality. The cor-
relation results imply that product descriptions increase consumer confidence, especially in
online purchases where physical product evaluation is not possible. The existence of clear,
transparent and informative descriptions can help to reduce the perceived risk of online pur-
chases, which in turn can lead to a higher perceived overall value and thus possibly to a

higher willingness to make a purchase.

Finally, the fourth part of the first hypothesis, H1d, will be analysed with Spearman’s corre-
lation analysis. The Spearman’s rho (p) = 0.1823, indicating a weak positive correlation be-
tween helpful images and videos on the case company website and the perceived overall
value of its premium-priced products. When compared to previous results on website attrac-
tiveness (p = 0.2876), ease of navigation (p = 0.2787) and informative descriptions (p =

0.2594), helpful images and videos have a weaker impact on perceived value. The



78

statistically significant p-value = 0.02768 (p < 0.05) of the fourth correlation test again sug-
gests that the relationship is unlikely to occur by random chance. The H1d hypothesis can
be thus supported again, and the HO hypothesis will be rejected. Based on the test result, it
can be concluded that useful images and videos on a company's website moderately increase
the perceived value of premium-priced products, but a low correlation indicates that stronger
predictors exist. High-quality images and videos can increase consumer confidence and re-
duce uncertainty, which can further improve the overall shopping experience. This is partic-
ularly important for premium-priced products, where consumers expect clear and detailed

visuals to justify the higher price of the product.

The purpose of the next regression analysis is to measure the impact of informative product
descriptions (H1c) and helpful images and videos (H1d) on the perceived value of a product
on the case company's website (Table 5). The dependent variable of the test is the overall
value, and the independent variables are image_video_influence and informative_descrip-
tions. For image_video_influence, the estimate and p-value indicate that useful images and
videos have a positive influence on perceived value, although with a moderate effect. This
is in line with the results of Spearman's correlation test and again suggests that visual ele-
ments help consumers in their decision-making but are not the strongest driver of perceived
product value. Informative_descriptions, on the other hand, show that detailed and informa-
tive descriptions have a slightly stronger effect on perceived product value than pictures and
videos, implying that clear textual product information plays a more prominent role in the
relationships. The Multiple R-squared suggests that the model explains only a small propor-
tion of the variance in perceived value, and the F-statistic and p-value confirm that the model
is statistically significant overall and that at least one of the predictors affects perceived value

significantly. The residual standard error indicates that the predictions of the model vary

moderately.
Table 5. Linear regression model for H1c and H1d
Variable Estimate Std. Error t-value p-value Significance
Intercept 2.33563 0.43712 5.343 3.52e-07 *** (p <0.001)
image_video_influence 0.16985 0.07400 2.295 0.0232 *(p <0.05)
informative_description 0.22398 0.08732 2.565 0.0114 * (p <0.05)
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MODEL FIT METRICS

Metric Value

Residual Standard Error | 0.854

Multiple R-squared 0.08872 (8.87%)

Adjusted R-squared 0.07598 (7.60%)

F-statistic 6.961

Model p-value 0.001303 (Highly Significant)

Both variables, image_video_influence and informative_descriptions contribute to per-
ceived value, but text-based descriptions have a greater impact than images and videos in

the context of the results.

6.3 Brand reputation

Branding is an important part of business operations, and it affects consumers' behaviour
and their perception of the brand at every stage of the purchase journey. Therefore, the sec-
ond theme for the empirical part of the thesis is brand reputation and other branding factors.
These branding measures are a key part of the whole theoretical framework model from the
beginning of the customer journey to the end of it. Because the entire study focuses on the
environment of premium brands, the observation and significance of branding itself from the
customers' perspective is important. Brands evoke different associations in customers and
therefore one of the questions was to find out what words customers think of when they
describe the case company's products. Figure 10 shows the results and the numbers in the
brackets describe the frequency of specific words appearing. These associations provide in-
sight into how the brand is perceived in terms of quality, value, and usability. The findings
indicate both positive and negative perceptions, with positive attributes being a lot more

frequently mentioned than negative ones.
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Figure 10. Customer associations of the case company products

The most frequently mentioned attributes are "high quality” with 124 mentions and "relia-
ble" with 92 mentions, meaning that customers generally perceive the brand as a producer
of durable and reliable products. These perceptions strengthen and prove the company's
brand position within premium product categories and represent the consumer's initial per-
ception of the products. Good value for money and usefulness were the next most popular
associations with the case company’s products meaning that most of the consumers perceive
the products to be functional and priced fairly. The 34 mentions of uniqueness indicate that
the brand offers something that differentiates it from the competitors. Only a minority of the
consumers expressed negative associations with the brand products, the most popular being
dissatisfaction towards the pricing, as 17 people suggested that the products are overpriced.
This expresses that even though consumers see the value of the products some find them too
expensive in relation to the features. The other negative perceptions, impractical and poor
quality, were only mentioned by couple of consumers and can therefore be considered as

irrelevant and random observations.

To quantitatively measure brand reputation, a simple linear regression was performed to test
the hypothesis on whether a strong brand reputation has a positive influence on customer
repurchase likeliness (H2) using brand_reputation as the independent variable and
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likely_repurchase as the dependent variable (Table 6). This linear regression analysis differs
from previous similar analyses by having only one independent variable. In addition, it can
be viewed that this model does not perform as well as the former ones. For instance, the
brand reputation coefficient is a negative number, which indicates a very weak negative re-
lationship with the probability of repurchase. The p-value of the model is also way above
the overall significance threshold of 0.05, meaning that the result is not statistically signifi-
cant. This suggests that brand reputation is not an influential factor in determining whether

a customer will buy the company's products again.

Table 6. Linear regression model for H2

Variable Estimate Std. Error t-value p-value Significance
Intercept 4.402193 0.425738 10.340 <2e-16 *** (p <0.001)
brand_reputation -0.001415 0.098881 -0.014 0.989 Not significant

MODEL FIT METRICS

Metric Value

Residual Standard Error 0.8845

Multiple R-squared 1.969e-06 (0.0002%)
Adjusted R-squared -0.009613
F-statistic 0.0002048

Model p-value 0.9886 (Not Significant)

The model has a Multiple R-squared value that is very close to zero and further indicates
that brand reputation does not explain any variation in repeat purchase decisions. To support
this, the Adjusted R-squared is a negative number and thus does not improve prediction
accuracy compared to the baseline assumption. The very low F-statistic underpins the p-
value result by concluding that the entire model is not statistically significant. The weakly
performing linear regression model suggests that there can be other factors that increase
willingness to make a repeat purchase rather than brand reputation. The statistical analysis

does not support the H2 hypothesis, which means that the null hypothesis HO is accepted.
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6.4 Customer support

Customer support has an important role in the online customer experience and decision-
making process. When purchasing products online, one cannot physically examine the prod-
uct, which increases the importance of a service that can answer possible questions that aris-
ing while making the purchase. One of the main objectives of this thesis was to find out how
a company can measure and optimise its operations, as well as improve the performance of
the e-commerce customer journey. Customer service has a key role especially in the latter,
as it affects the e-commerce customer journey satisfaction. The factors related to customer
support are linked to the second part of the theoretical framework, called the act phase. The
act phase describes a situation where the customer has already arrived at the website. The
aim is to influence the customer decisions for instance by delivering a good customer expe-
rience. Customer service is often an important part of a positive customer experience and an

essential part of solving issues and barriers.

The next open-ended question related to this topic was question number 19, which sought to
find out additional support or resource wishes from consumers to enhance the online shop-
ping experience on the case company’s website. Many of the respondents did not find any-
thing to improve their online purchase experience directly, but some still listed key attributes
to make online customer service successful. These included prompt responses, assistance in
dealing with problems and easy-to-understand answers.

“Nothing really I guess. As long as you accept emails to answer questions and in a quick
manner you re good.”

“I really like your website and don't think you need to change much. Just quick customer
support is nice.”

“Just timely responses or easy to understand people on the phone. (Without strong accents)”

Many respondents highlighted the need for and importance of fast and efficient customer
service for situations where questions arise, as seen from the customer answers above. An-
other extremely popular topic was suggestions related to the channels of customer service.
These channels include for instance online chats, customer service phone numbers, as well
as live customer support. However, although the case company's website already has a chat
service where customers can communicate with a customer service representative, not all

respondents noticed it there.
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“Chat box, easy to access phone number to call if necessary.”

“I am not sure if there was a chat feature when looking for replacement products for our
*product. If there was, it was not obvious. ”

“Perhaps a place to ask questions with a real human online”

In addition, some customers recalled for clarity in the warranty and return policies, indicat-
ing that the information might have been challenging to find. As for online purchases, it is
natural for consumers to consider return policies and warranties, as there is no way to be
sure about the quality and suitability of the order. There were also some concerns from the
consumers about the package arriving damaged or being lost during the shipping, and if so,
how would the case company compensate for the lost. These questions regarding warranty
and return policy indicate that consumers perceive risks in making online purchases.
“Clear warranties and details on the warranty process. Reviews of people using the war-
ranty.”

“More clearly stating your return policy.”

On the other hand, some concerns were related to the availability of spare parts or the diffi-
culty of finding them on the website. It seems that some consumers tried to order something
that was out of stock, and thus there might have been some frustration in the customer jour-
ney. In addition to spare part availability and easy navigation to the replacement parts, some
consumers raised requests for second-hand purchase options. This could be an interesting
future development area or addition to the case company website. Many customers also
wished for more supporting images or video material to help them decide on products, as-

semble and use them more easily.

’

“It would be more helpful to have replacement parts easier to locate on your website.’
“Availability of accessories and backup components for purchase”

“Video tutorials on how to set up the product”

Finally, the case company also received a lot of great feedback for their customer support
services from most of the respondents. Most highlighted the skilled and helpful customer
service that was able to help when needed. Some also trusted the product quality so much
that they did not see themselves needing any customer support as the shopping experience
was so flawless and smooth. A couple of consumers also shared their successful experiences

with customer support either through a phone call or via using the online chat service.
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“I found customer support to be very helpful and quick to return emails or answer any ques-
tions that I may have had.”

“Customer service was above and beyond when I had questions.”

Overall, positive feedback outperformed the need for development or the share of negative
feedback in a significant way when looking at all responses to this question. After going
through the open-ended question answers from the consumers the analysis will be followed
with guantitative analysis on a question within the same subject of customer support ser-
vices. The quantitative part of this analysis was carried out by examining the possible posi-
tive effect of high-quality customer support during the online shopping experience on both
repeat purchase decisions, as well as on likelihood of recommending the brand to others.
Two separate linear regression analyses were performed as the dependent variable differed
in the model. The first linear regression model was performed to test hypothesis H3a to find
out if high-quality customer support has a positive influence on repeat purchase decisions
(Table 7). The variables for this test are support_importance and likely repurchase which

are related to consumer survey questions Q18 and Q25.

Table 7. Main findings from linear regression models for H3a and H3b

Variable Estimate Std. Error t-value p-value Significance

Linear regression model H3a repeat purchase decisions
Intercept 4.16350 0.43092 9.662 3.83e-16 *** (p < 0.001)
support_importance | 0.05531 0.10037 0.551 0.583 Not significant

Linear regression model H3b likelihood to recommend
Intercept 4.51761 0.32332 13.973 <2e-16 *** (p <0.001)
support_importance | 0.00744 0.07591 0.098 0.922 Not significant

MODEL FIT METRICS FOR BOTH MODELS

Residual Std.  Multiple Adjusted
Dependent variable | Error R-squared R-squared F-statistic Model p-value
likely_repurchase 0.8832 0.002912 -0.006676 0.3037 0.5827
likely_recommend 0.8034 6.765e-05 -0.006974 0.009606 0.9221

Starting the analysis from hypothesis H3a which aims to find out the relationship between
high-quality customer support importance and repeat purchase decisions, it is notable that
the model has no significant relationship between the variables. The correlation coefficient
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suggests that the importance of customer service has a weak positive effect on the probability
of purchasing from the case company again. However, the p-value is very high, indicating
that this effect is statistically insignificant. The multiple R-squared value indicates that the
importance of high-quality customer support explains only 0.29% of the variance in the
probability of repurchase, so the independent variable has very low explanatory power in
this situation. When having a look at the linear regression model results for the other hy-
pothesis H3b, the results are not any better than in the previous model. The correlation co-
efficient suggests that the effect of the importance of high-quality customer support is almost
negligible, the p-value is very high indicating that the effect is not statistically significant,
and the multiple R-squared value is close to zero, meaning that the importance of support

explains almost none of the variation in the likelihood of recommending.

In terms of overall model fit and hypothesis testing both linear regression analyses have very
low F-statistics, with p-values much higher than 0.05 indicating that the models are not sta-
tistically significant. The adjusted R-squared values are negative, indicating that increasing
the importance of support as a predictor does not improve model performance. The hypoth-
eses cannot be supported as both p-values are above 0.05, and thus the null hypothesis HO
for both H3a and H3b is accepted.

6.5 Product quality and reviews

This chapter aims to investigate the effectiveness of customer reviews in the perceived qual-
ity of premium-priced products compared to lower-priced products. It has been researched
that product reviews and product quality both encourage customers to favour the company
over their competitors, which answers one of the sub-questions of the thesis to find ways to
emphasise the value of the product and encourage customers to make a purchase. In the
theoretical framework, product quality and reviews are particularly present in the act phase,
where the company aims to interact with customers fast to attract them while trying to engage
the audience with the website content. These engagement factors can include product re-
views which for example convince customers of the quality of the product and the profita-

bility of purchasing it.

The open-ended question that is to be analysed in this topic is question number 16 which

considers the main reasons for consumers to choose to purchase case company products
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despite their premium price. In fact, 85 respondents out of 144 mentioned product quality
and durability as one of their main reasons to make a purchase on the case company website.
The quality-related matters were actually the most popular reason for purchase despite a
premium price. This could indicate that consumers value the quality of the product over the
expense or think that the price matches the product quality and is thus reasonable.

“I was willing to pay a high price for the best product on the market.”
“We wanted something that would last for years and would not need to be replaced often.”

“I didn't feel that the price was high considering the quality and the amount of use that will
be expected. It's more of a fair price.

Previous studies have stated that premium price is one of the characteristics of high-quality
products and is considered a key factor for success in competitive markets as for many cus-
tomers it represents quality (Sjostrom et al. 2016). However, there are also other reasons that
customers raised many times in their responses. The second most popular answer with 38
mentions from the survey respondents was related to product reviews.

“Various reviews and forums found online, and then website descriptions matching & agree-
ing with reviews.”

“I read all reviews and people’s opinions on many different sites to get a broad scope before
making high dollar purchases. Never read 5 star and 1 star reviews, they are usually hot air.
The 4, 3 & 2 reviews give you the real info. *Case company was doted as the best quality
and safety on the market.”

“Definitely customer reviews - | will not purchase anything of this scale without reading
reviews.

One customer also raised the idea that videos should be used to support reviews, as they
genuinely convey information about the product. Videos can also communicate the quality
and features of the product better than just a text review, and they are a much more effective
way to convince the consumer of the product's quality and thus encourage them to purchase
the product.

“It never hurts to have real user videos as part of the product demo. This culture relies on
honest reviews and video reviews are wonderful.”

The next factor that came up in several answers to the question, in addition to quality and
reviews, was the product's features with the safety features being the most mentioned one.
Other features were the size and shape of the product, as well as the design and functionality
of the product. In addition, great customer service, a long warranty period, reliability and

trust in the brand were also mentioned as reasons to purchase the products.
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“Safety rating and durability. They look good as well.”

“Safety, quality, excellent customer service that stands by the brand.”

It is prominent that most of the reasons behind the purchase decisions have to do with prod-
uct quality and reviews. This highlights the importance of communicating the product value
on the company website, as well as keeping up with the quality and making the product even
better through innovation and development. Moving towards the quantitative part of the
theme analysis, two different hypotheses will be tested. The hypotheses are related to the
most mentioned reasons behind the purchase decision, being the customer reviews and prod-
uct quality. The quantitative analysis started by first examining hypothesis H4 which aims
to find the effect of the perceived importance of customer reviews on the perceived quality
of the case company’s products. The variables are related to questionnaire questions Q15
and Q11. The second analysis is related to hypothesis H5 which investigates if the im-
portance of product quality and durability has a positive impact on the satisfaction towards
the purchased product. For this quantitative analysis variables are related survey questions
Q14 and Q24. The analysis starts with a Spearman’s correlation test. The result from the test
was that the coefficient (p) = 0.158, indicating a weak positive correlation between the var-
iables. However, the p-value = 0.058 is slightly above the significance threshold of 0.05
meaning that the relationship is not statistically significant. Since the results are close to the
threshold there might be a relationship between the variables, but not strong enough to be

definitive. Similar results can be found from the linear regression analysis (Table 8).

Table 8. Linear regression analysis for H4

Variable Estimate Std. Error t-value p-value Significance
Intercept 4.25699 0.26021 16.360 <2e-16 *** (p <0.001)
reviews_importance 0.09150 0.06116 1.496 0.137 Not significant

MODEL FIT METRICS

Metric Value

Residual Standard Error 0.6074

Multiple R-squared 0.01552 (1.55%)
Adjusted R-squared 0.008588 (0.86%)
F-statistic 2.239

Model p-value

0.1368 (Not Significant)
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The correlation coefficient for review importance is positive and thus indicates that a higher
perceived importance of customer reviews slightly increases the perceived quality of pre-
mium-priced products. However, since the p-value is greater than the threshold 0.05 the re-
lationship is not statistically significant. While there is a small positive effect, it cannot be
considered reliable or generalisable based on this data sample. In addition, the Multiple R-
squared is very low meaning that only 1.55 % of the variance in perceived quality is ex-
plained by perceived review importance. Thus, there must be other relevant variables that
influence the perceived quality more. The model p-value confirms that the model is not sta-
tistically significant, and the independent variable does not explain the variance in perceived
quality. Therefore, the H4 is not supported and the null hypothesis HO is accepted.

For the second hypothesis to be analysed, the aim is to find out if there is a stronger relation-
ship between the perceived importance of product quality and satisfaction with the purchased
product. A simple linear regression model is performed for analysis of the hypothesis (Table
9). When viewing the p-value for the test, it can be seen that quality importance has no
significant effect on quality satisfaction even though the correlation coefficient for quality
importance is slightly stronger, indicating a weak positive correlation between the variables.
To conclude, there is not enough evidence to state that quality importance would have a

meaningful impact on quality satisfaction.

Table 9. Linear regression analysis for H5

Variable Estimate Std. Error t-value p-value Significance
Intercept 3.8043 0.8548 4.451 <2e-05 *** (p <0.001)
quality_importance 0.1554 0.1758 0.884 0.379 Not significant

MODEL FIT METRICS

Metric Value

Residual Standard Error 0.8299

Multiple R-squared 0.007458 (0.75%)
Adjusted R-squared -0.002086

F-statistic 0.7815

Model p-value 0.3787 (Not Significant)
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The multiple R-squared is very low and only 0.75 % of quality importance explains the
variance in quality satisfaction. The F-statistic and model p-value confirm that the overall
model is not statistically significant. Since the relationship between quality importance and
quality satisfaction is weak and not statistically significant, H5 is not supported by this
model. The null hypothesis HO is accepted.

6.6 Value and premium pricing

This chapter investigates the reasoning and hesitations that might occur in the purchasing
decisions of premium-priced products online, as well as the possible influence of positive
perceived overall value of the product on the likelihood to recommend the brand and will-
ingness to make repeat purchase decisions. As the thesis is conducted in a premium-priced
product environment, product value and premium pricing play an important role in examin-
ing customer’s purchasing decisions. Because the entire study investigates high-value prod-
ucts with premium prices, the observations on the significance of value and pricing itself are
important opinions to collect from the customers. Activities towards enhancing perceived
value are a part of the whole customer journey from the first interactions to the ongoing
maintenance of the loyal customer relationship. Since value creation and development is a
holistic aspect of the customer journey, it is an important part of the whole theoretical frame-

work from start to finish.

Two open-ended questions that are discussed in this chapter. First question number 9 will be
discussed, and customers’ feelings towards the product value and justification for the value
perceptions are sought to be found. Many respondents mentioned price in one way or an-
other, and it seems that it is a major player in the customer’s value perception of the products.
To give some statistics, 44% of respondents named the price-related issues as a factor influ-
encing their perception of product value. However, most of the customers justified the high
price with the product quality, which either met or exceeded their expectations. A minority
of people stated the products are over-priced or too expensive, and some mentioned that they
are expensive compared to other competing products.

“I still feel that the *products are priced higher than I would expect, [ was lucky and bought

our *product when there was a sale. It is exceptional quality and customer service was above
and beyond when | had questions. Still just more than I wanted to pay.”
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“They're pretty expensive, but they also seem pretty durable and well made.”

“I paid a premium price, but I also got a premium product. ”

The most popular reason for feeling a certain way about the value of case company products
was related to the quality of the product. To put it in numbers, 80 % of all respondents men-
tioned quality somehow affected their view of the product value. Most of these comments
included positive mentions about the quality, such as the product being built better than the
competitors’ products, or them being long-lasting and very durable products with incredible
design. Many respondents compared the case company products to other similar products
stating that they are the highest quality in the market. A surprising number of respondents
also revealed how many years they have had the product and how they are still very durable
after long use. Overall, quality seems to be among the most important elements in building
the value of a product, and it is therefore important to stick to quality factors within each
company. Research shows that premium value is driven by quality and price, and includes
intangible values such as uniqueness, style and overall customer experience (Allsop 2004).

“They are incredibly designed and made. I have had mine for over 4 years now and it is still
in like new condition.”

“Now that I have the *product, I love it. The quality is excellent. I enjoy it much more than
I had expected. Also, the design is very attractive.”

“Quality and durability stand out versus other brands. ”

The question was quite challenging to answer for some respondents, as not all of them owned
the product or had ever seen it in person. In this case, judging quality by online presence
alone may be incomplete or based on preconceptions. Fortunately, some respondents made
it clear that they did not have a holistic understanding of product quality. However, some
responses are certainly based on online perceptions only, which is not necessarily a problem
as different perspectives are valuable for the research.

“I've never experienced one of your *products. So, it’s hard to say what the value compared

to the price would be. I wish they were somewhere that I could go and actually experience
them in person.”

“I don't have any real feelings on the value. | haven't actually seen the product or tried it”

Next, question number 17 which considers any hesitations customers might have when mak-
ing a high-value purchase online is examined. High-value purchases often raise some con-

cerns among consumers and the more general concerns are identified in this section. The
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most concerning factor in high-value online purchases are price-related issues, and this does
not surprise the author of this thesis. For instance, product affordability, high price point and
is the product worth the money were the most commonly mentioned concerns in the purchase
process. In more detail, many respondents highlighted the value expectations towards the
product and stated that they are happy to pay more as long the product has a better value

which matches with the price point.

“The money and being unsure if that large of an investment make it worth it.”

“Always do LONG & INDEPTH personal research when investing my hard-earned savings
into any product; especially costly investments. ”

’

“Value. I don’t mind spending money on something that lasts and gives me value.’

“To pay that price it is expensive in one shot”

The second most raised answer for the possible hesitations in an online high-value purchase
was the quality of the product and whether it matches the expectations consumers might
have. As can be seen from the previous question number 9, quality is often one of the main
measures of value, and it becomes an important part of the product value creation process.
Customers also highly value product durability and longevity. Value creation is about
providing customers with products that meet or exceed their expectations, and quality has
an important role as better product quality results in more satisfied customers and thus in-
creased customer loyalty and profits. Consumer trust and quality perceptions can be boosted
by providing detailed information about the products, using product reviews, images and
videos through which more detailed and reliable information can be communicated. Below
are some of the concerns expressed by customers about the quality of the product.

“There is always a concern that when the item arrives you feel that you overpaid just be-
cause you thought that the price must mean quality and not all brands are as prideful in the

product they deliver. *Case company has never disappointed and makes an extremely high-
quality product.”

“The only hesitations I ever have with buying a high-value purchase online is if what you
see is actually what you’re getting, but I feel like if there is videos and reviews and infor-
mation that you can look at it makes it a lot easier to spend the money!”

“That it won’t be worth it, or the product won’t actually be high quality and sustain for a
long time.”

There are typically more risks involved in the purchase journey for products sold on online
platforms. As feeling and testing products in person provides more assurance for the pur-

chase decision, there might be some issues related to the lack of this possibility. Some
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respondents raised this issue as the key hesitation in their purchase process. In addition, some
respondents were afraid of sponsored or preselected reviews, that would try to give a better
understanding of the product as they really are. This concern was raised even though research
has found that reviews have a key role in affecting consumer perceptions, and positive re-
views lead to an increase in sales (e.g. Chevalier & Mayzlin 2006; Flanagin et al. 2014).
“The lack of being able to test in person (one testing site several states away from me) or
see it in action in detailed or unsponsored reviews.”

“Maybe if anything not so much focus on reviews, people don’t take much from reviews
anymore. We all know they are specifically selected. ”

In addition, many concerns were raised related to the warranty and shipping of the product.
People were especially worried about the product being damaged during the delivery and if
they are able to replace or return the product after. However, due to the product being rela-
tively large in size and not being able to inspect before purchase, it is natural to have con-
cerns related to such issues especially when shopping online. Being able to return the product
in case of dissatisfaction or having a warranty in case something breaks prematurely provides
a sense of security and reduces risks for consumers.

“Shipping cost and arriving undamaged. Having to return product if things do not work out
or are damaged. ”

“Ability to return especially with large product like this.”

“Returns can be difficult if the product doesn’t live up to your expectations.”

Personal concerns were related to the usage of the product since there is no certainty of it
being used, or whether the decisions will be regretted or not. Some respondents confidently
stated that they had no hesitation about buying the product in particular from the case com-
pany. Moving on to the quantitative questions, similar themes will be assessed through two
different simple linear regression models in quantitative measures. The hypotheses created
are going to be either accepted or rejected based on the model performance. Due to the use
of different dependent variables, hypothesis H6 is divided into two individual tests to obtain
the most reliable information on the results. The hypotheses aim to find out how the per-
ceived overall value of the case company’s premium-priced products affects the likelihood
of recommending the brand, as well as a willingness to make a repeat purchase. At first, a
linear regression model was performed to test hypothesis H6a to figure out the relationship
between overall perceived value and likelihood of recommending the brand (Table 10). The

variables for this model are derived from the consumer questionnaire questions Q8 and Q28.
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Table 10. Linear regression analysis for H6a and H6b

Variable Estimate Std. Error t-value p-value Significance

Linear regression model H6a likelihood to recommend
Intercept 2.58971 0.25516 10.150 <2e-16 *** (p <0.001)
overall_value 0.49750 0.06323 7.868 8.31e-13 *** (p <0.001)

Linear regression model H6b repeat purchase decisions
Intercept 1.66159 0.28897 5.750 <9.02e-08  *** (p <0.001)
overall_value 0.68205 0.07038 9.691 3.30e-16 *** (p <0.001)

MODEL FIT METRICS FOR BOTH MODELS
Residual Std.  Multiple Adjusted

Dependent variable | Error R-squared R-squared F-statistic  Model p-value

likely_recommend 0.6705 0.3036 0.2987 61.91 8.312e-13 (Highly
(30.4%) (29.9%) significant)

likely_repurchase 0.6412 0.4745 0.4695 93.92 3.3e-16  (Highly
(47.5%) (47%) significant)

In the first linear regression model, the coefficient and p-value for overall value indicate
that the result is positive and highly significant, thus an increase in the overall value percep-
tion also increases the likelihood of recommending the brand. The model coefficient means
that for every one unit increase in overall perceived value the likelihood of being recom-
mended increases by 0.4975 units. The overall model fit metrics Multiple R-squared sug-
gests that the perceived overall value explains around 30 % of the variation in the likelihood
of making a recommendation, which could be described as having a moderate explanatory
power for the model. Almost 70 % of the variance still remains unexplained which suggests
that there are other variables that may also have an effect on the recommendation probability.
The F-statistic and the model's p-value confirm that the model is statistically significant,
meaning that the overall value is a relevant predictor of the likelihood of recommendation.
Even when the relationship between the factors is significant, customers might recommend
the product based on more reasons than only its perceived value. As a conclusion, the H6a

hypothesis is supported by the model and the null hypothesis HO is thus rejected.

The second simple linear regression model aims to find out if perceived overall value has
any positive influence on the likelihood of making repeat purchases on the company website.

The variables for this model are overall_value and likely_repurchase which are related to
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consumer survey questions Q8 and Q25. The linear regression model and its results are pre-
sented in Table 10. The overall value coefficient indicates a strong positive relationship with
the probability of repurchase. If the total perceived value increases by one unit, the proba-
bility of repurchase increases by 0.6821 units. The p-value of the independent variable is
way below the overall significance threshold p < 0.05, meaning that the result is statistically

highly significant.

The Multiple R-squared of the model suggests that the model explains approximately 47.5
% of the variance in the likelihood to repurchase. As the result is quite high, it can be as-
sumed that overall value perception explains almost half of the variance on the dependent
variable, but there are still other factors that are also likely to have an impact on repurchase
probability. The F-statistic is considered very high and suggests that the regression model
significantly improves the prediction of the dependent variable. In addition, the model p-
value is extremely low confirming that the model is highly statistically significant and thus
overall value is a strong predictor of the likelihood to repurchase. The H6b is strongly sup-
ported and the null hypothesis HO is rejected. Customers who perceive a product as having
a high value are significantly more likely to buy again from the company. It can be viewed
that both of these models for H6a and H6b hypotheses perform a lot better than the recent
few models in the earlier chapters. When comparing the higher R-squared value of 47.45%
to the 30.36 % of H6a it can be seen that perceived value plays a greater role in repurchase

decisions than in recommendations.



95

7 Discussion and conclusions

This master's thesis represents a comprehensive analysis of the development of the active
phase of the customer's purchase journey and the optimisation of the purchase decision, as
well as the overall development of the customer journey in a premium-priced brand envi-
ronment. This thesis set out to examine the measurement and improvement of e-commerce
customer journey performance, with a particular focus on conversion rate optimisation, web-
site design, brand reputation, and premium pricing. In addition, the product quality and value
communication and the role of customer reviews and customer support services were inves-
tigated to provide a comprehensive understanding of the factors possibly influencing the
research topic. Through a combination of A/B testing, quantitative data correlation analysis,
and qualitative open-ended answer analysis, the study provides valuable insights into how
website design, branding, pricing, and customer engagement strategies impact purchasing
decisions. In the end, global consumer behaviour factors are examined and discussed in light
of the thesis findings to ensure that relevant issues are taken into account if these results are

taken to international markets.

The findings confirm that website design features, such as visual content and easiness of
navigating a page, have a significant influence on the perceived value of a product. This
aligns with earlier research that presents the positive impact that website features have on
user value, satisfaction and engagement (Kim et al. 2013). Consumers’ overall value percep-
tion of the products also increases the likelihood of recommending the brand to others and
to make a repurchase. Positive value perception is found to be extremely important in en-
couraging purchase decisions, and quality communication is especially important when the
product is of premium price and might seem too expensive if the quality is not properly
justified. Communicating quality factors of the products through product videos, images,
authentic reviews, and product information becomes more important in an online environ-
ment where it is not possible to physically evaluate products before purchase decision. The
study also reveals that surprisingly many hypotheses were rejected. For instance, the im-
portance of customer reviews did not significantly increase the perceived quality of products
in the linear regression model although customer responses indicated reviews to be a signif-
icant part of the purchase decision. This inconsistency suggests a need for more detailed

research in the future. To conclude, these insights contribute to theoretical discussions on e-
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commerce customer journey development and offer practical recommendations for busi-
nesses seeking to enhance their online performance. This chapter will discuss the implica-

tions of these findings, acknowledge limitations, and suggest directions for future research.

7.1 Optimising marketing elements

To address and provide findings for the main research question of the thesis, the results of
the research sub-questions are first reviewed. The findings and answers to the main question
will then be addressed through the findings of the sub-questions. The thesis had three sub-
questions with a focus on the first two ones, since the third sub-question is rather reflective
than evidence-based, as it considers the scaling of research findings globally in different
markets. The first sub-question of the research aimed to analyse how marketing elements,
such as website design and visual content, affect the value perception and encourage cus-
tomers to make a purchase in the online environment. In addition, other factors influencing
product value and preference over competitors were discussed, including the effect of brand

reputation and premium pricing strategies on the consumer decision-making process.

How can the marketing elements of a premium-priced brand’s website be collectively opti-

mised to underscore the product value and encourage preference over competitors?

The data for this sub-question was collected through an online customer survey that obtained
both quantitative and qualitative results. The questionnaire aimed to find out ways to im-
prove the customer’s online experience on the case company’s website. The findings for the
first research sub-question are conducted by combining both quantitative and qualitative an-
swers in a mixed method approach using a convergent design. In convergent design, both
data types are first analysed separately and later compared with each other by setting the
data side to side to find similarities or differences in the findings. This method aims to offer

detailed insights and combining data helps to see the results from multiple perspectives.

7.1.1 Insights from quantitative data analysis

Starting from the quantitative results, the conclusions for the research hypotheses for the
quantitative part of the study are presented (Table 11). The summary shows that linear
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regression analysis was used as the research method for all hypotheses, and in some cases,
the relationship between the variables was also preliminary examined using Spearman'’s cor-
relation. The results further reveal that six of the eleven hypotheses were accepted, while
five were rejected. The accepted hypotheses were part of hypothesis groups H1 and H6, and
they both considered the overall perceived value in relation to some other variable, such as
website design or the likelihood to repurchase from the case company in the future. Next,

the conclusions for the quantitative part of the study are discussed.

Table 11. Conclusions on the results of the research hypotheses

Hypothesis Test used Conclusion
Hla Spearman’s correlation & Linear regression Accepted
Hilb Spearman’s correlation & Linear regression Accepted
Hilc Spearman’s correlation & Linear regression Accepted
Hid Spearman’s correlation & Linear regression Accepted
H2 Linear regression Rejected
H3a Linear regression Rejected
H3b Linear regression Rejected
H4 Spearman’s correlation & Linear regression Rejected
H5 Linear regression Rejected
Hé6a Linear regression Accepted
H6b Linear regression Accepted

The results from Hla-H1d hypotheses indicate that e-commerce elements such as website
design, easiness of navigating a site online, videos and images, and informative product de-
scriptions all have an impact on the perceived value of a product on the case company web-
site. However, all of the hypotheses end up explaining only a small part of the variance in
perceived product value, which means that even when the predictor variables positively im-
pact the dependent variable, the effect is not strong. The results from the linear regression
model for H1a and H1b suggest that aesthetic design plays a more important role in shaping
users' perceived value than the ease of navigating a website. A possible interpretation could
be that users associate a high-quality visual appearance with a premium brand, which influ-
ences their perception of the product's value. These results align with previous academic

literature, which finds that visual design has an important effect on how users perceive and
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learn information, assess reliability and usability, and eventually give value to the product
(David & Glore 2010). In the linear regression model for H1c and H1d, the results show that
consumers rely more on detailed product information than on images and videos when eval-
uating premium-priced products. The results suggest that visual perceptions complement ra-
ther than replace detailed product descriptions in consumers' decision-making. Many e-com-
merce researchers have also argued that the online environment such as images and product
visuals can strongly affect the choices and experiences of consumers (Griffith 2005; Malt-
house & Shankar 2009; Mandel & Johnson 2002) Even if these experiences do not directly
indicate that visual elements have a strong effect on the product value itself, images and
videos are proven to have a major role in transmitting important information to online cus-
tomers and affect their decisions and perceptions of the product (Di et al. 2014; Moraes et
al. 2020).

The results from the rejected linear regression model H2 show that against expectations, the
importance of a strong brand reputation is not proven to be a significant factor in the likeli-
hood of repurchases. This finding indicates that there must be more influential variables that
affect repeat purchases, such as product quality or pricing. In addition, brand reputation is
more likely a key factor in reducing perceived risk while making a first-time purchase, while
former customers might place more value on their own experience and opinions. However,
this result conflicts with previous literature, which suggests that a strong brand identity in-
creases the perceived product value in addition to building customer loyalty and influencing
purchase decisions (Keller & Swaminathan 2019; Lahtinen et al. 2022, 130-139).

The results for H3a and H3b linear regression models reveal that while the existence of cus-
tomer service is perceived as important and meaningful by customers, it does not seem to
have a direct impact on how willing customers are to repurchase or recommend the company
to others. Thus, the perceived importance of high-quality customer service does not directly
influence the behaviour of customers in these areas. However, these findings are not fully
equivalent to academic literature which states that the purchase intentions of consumers are
especially influenced by customer service (Cho & Park 2001). However, there might be a
difference between repeat purchase decisions and first purchase decisions in terms of the
impact of customer service on consumer behaviour. Other literature has revealed that the
understanding of whether online customer support services are crucial for improving the

online customer experience remains limited (McLean & Wilson 2016). Thus, it can be
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assumed that there are relevant justifications for rejecting the hypothesis and the phenomena
might require further research in order to determine the exact role of customer service in

product recommendation or repurchase willingness.

The linear regression model for H4 provides findings for the customer review effect on per-
ceived product quality of the case company’s premium-priced products compared to lower-
priced options, while the regression model for H5 aims to analyse how the product quality
perceptions impact the satisfaction towards a purchased product. Both of these hypotheses
are rejected by the regression model. Although customer reviews and product quality are
often considered key factors in consumer decision-making, their direct statistical influence
on perceived quality and purchase satisfaction in this study appears weak and non-signifi-
cant. These results turned out to be surprising and against all expectations since previous
research highlights the importance of product reviews in product quality and value formation
as well as consumer purchase decisions (Chaffey & Smith 2023, 102; Meslem & Abbaci
2022; Zhang et al. 2015). One possible reason for these customer review results could be
that consumers rely more on direct experience than on external opinions when evaluating
premium-priced products. Premium products often involve a longer decision-making pro-
cess, and customers may place more trust in technical information, product descriptions,
personal opinions and possible previous experience. As some of the respondents in this study
might have represented the loyal customer base of the case company, it is also possible that
survey respondents already have a previous trust in the quality of the brand which again
reduces the weight of external evaluations in their perceptions. What comes to the im-
portance of product quality on product satisfaction, there might be stronger factors than qual-
ity that affect customer satisfaction. These factors could include for instance pricing, ease of

assembly, lifetime of the product, and exceeding, meeting or falling short of expectations.

The other accepted linear regression model results from H6a and H6b suggest that customers
tend to be more likely to recommend a product when they perceive that it provides a high
value and that customers are much more likely to repurchase a product when they perceive
it offers a strong overall value. These results indicate that providing strong product value for
customers is important to boost sales and positive word-of-mouth about the brand. Earlier
academic literature supports this finding, as positive eWOM has been found to encourage
product purchase (Flanagin et al. 2014; Ludwig et al. 2013). The research states that product
quality and price are the key functions of its value (Hinterhuber & Liozu 2018). The linear
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regression models for H6a and H6b showed the strongest results from all the models per-
formed in this thesis. This indicates that overall value perception is an influential factor in
determining whether a customer will recommend or repurchase the company's products in
the future. The strong effect on both factors suggests that businesses should prioritise en-
hancing perceived product value to improve customer retention and loyalty. In conclusion,
product quality does in fact have a major impact on many positively experienced consumer
behaviours towards a brand, and therefore the importance of product quality highlighted by

previous studies (e.g. Hinterhuber & Liozu 2018) is most likely true.

7.1.2 Key findings from qualitative research

After presenting the conclusions for the quantitative part of the study, the discussion on the
qualitative results of the thesis will begin. Once the qualitative results are presented, the two
data types are merged in a single table, and the findings are compared with each other. In
total of six open-ended questions were discussed in the empirical findings of this thesis, in
addition to one partially open question that sought to find out customer’s brand associations
of the case company. The first open-ended gquestion number 3 that was analysed identified
the first impressions and features that stood out to customers when visiting the case compa-
ny's website. It reveals that customers have a positive first impression on the website in
general. The most commonly mentioned positive elements include ease of navigation, web-
site design, and high-quality images and videos. The respondents appreciated that the prod-
ucts are found easily, and the website is convenient to use. The positive feedback aligns with
the previous research of Purnomo (2023), which states that a successful website must be
easy and quick to navigate while good search functions should provide product knowledge
for site visitors. The modern and visually pleasing design of the website collected many
mentions from the respondents, and customers associated the clear interface and well-struc-
tured content with a premium brand image, confirming the finding of visual design influenc-
ing product preference (Cho & Park 2001; David & Glore 2010). High-quality images and
videos were also frequently mentioned as valuable resources that help understanding the
product and building trust towards the brand. Respondents said that videos of people using
the products helped them make purchasing decisions. This is supported by the previous re-
search that proves the powerful role of visual content in delivering relevant information and

influencing customers' decisions and perceptions of the brand (Di et al. 2014; Moraes et al.



101

2020). Studies also show that the layout, images, colours and product visuals of a website
can strongly influence customer experience and choices (Griffith 2005; Malthouse & Shan-
kar 2009; Mandel & Johnson 2002).

The first open-ended question also revealed different opinions on the colour scheme and the
amount of content on the website. Some respondents considered the modern black and white
colouring to be sophisticated, while others wished for a more vibrant and varied colour pal-
ette. Similarly, some users appreciated detailed product pages, while others found them too
complex, especially when browsing on mobile devices. This shows that balancing the design
and usability of the website to meet different customer preferences can be quite challenging.
In addition, some respondents mentioned that the professional appearance of the website
convinced them of the trustworthiness of the company especially on their first purchase.
These findings are supported by the research discovering that almost half of consumers rate
the credibility of a website based on its appearance, such as layout, images, colour scheme,

and other similar factors (Fogg et al. 2003).

The second open-ended question was in connection to the same theme as the previous ques-
tion with the difference that this question sought to find out specific changes or additional
information that could improve the website even further. Almost half of the respondents had
no ideas for development to share, mentioning that everything on the website was either
perfect or good enough as it is. However, some requests were made, including for instance
more images and videos of the products and people using them. In addition, some respond-
ents requested more simple product descriptions, more easily findable product details, and
more comprehensive guidance on the use and assembly of the product. These are in line with
what previous literature has found, since easy access to product reviews, comparative prod-
uct specifications and price information is important for informed decisions and reducing
the information gap between the company and the customer (Labrecque et al. 2013). In the
end, it can be concluded that the case company's website does not bring to mind any critical

ideas for improvement and that for the most part, the website serves customers well.

The next question was a partially open-ended question regarding associations of the case
company brand. What made the question partly open was that respondents could choose
brand associations from a set of options, but they were also allowed to openly express what
they thought of the brand. The associations provided information on how the brand is per-

ceived in terms of quality, value and usability. The results show that positive perceptions are
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mentioned a lot more often than negative perceptions. The great number of positive associ-
ations recommend a strong brand reputation and align with the case company’s value prop-
osition of premium products. To mention some development areas there could be a need for
better product value communication or pricing strategy adjustments to respond to the per-
ceptions of an overpriced product. As a conclusion to this question, it can be said that the

brand products are generally well perceived.

The fourth open-ended question considered requests for additional support or resources from
consumers to make their online shopping experience better on the website. The responses
highlight that the majority of customers were satisfied with the online shopping experience
and did not identify any significant issues. However, some customers provided suggestions
for improvement to make the customer experience and website usability even better, while
others just specified the aspects that form a positive online experience. These suggestions
and aspects included efficient customer support that helps quickly in short response times,
in addition to clearly communicating possible issues and solutions. The respondents also
listed the favourable channels for customer support communications which included online
live chats, emails and phone calls. Another common request was clarification of warranty
and return policies, suggesting that customers may have found it hard to locate this infor-
mation. This reflects the risks associated with online shopping, and consumers want certainty
about product returns and possible compensation for problems related to damaged or lost
deliveries. Accessibility and availability of spare parts were also mentioned a couple of times
as some respondents found it difficult to locate the correct spare parts for their products. A
need for video tutorials and assembly videos was also highlighted in this question answers,
which further emphasises their significance in online purchase decisions. A few respondents
mentioned an interest in resale and second-hand products which indicates a potential demand
for a circular economy in the business model of the case company.

The fifth open-ended question found reasons for customers to purchase case company prod-
ucts despite their premium pricing. The most commonly mentioned reasons affecting buying
behaviour included product quality and durability. Many customers expressed that they are
willing to pay a premium price for a product that lasts longer and is of high quality, therefore
meeting or exceeding their expectations. Another widely highlighted reason in the responses
was the role of customer reviews in the decision-making process. It seems that customers

rely on reviews to assess product credibility, safety and other measures before committing
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to a premium-priced purchase, which aligns with the previous academic literature on the
topic (Flanagin et al. 2014; Chaffey & Smith 2023, 102). In addition, consumers’ purchasing
decisions are found to be affected by online reviews (Zhang et al. 2015). One of the reasons
affecting customer willingness to purchase a product from the case company was related to
the product features, such as the size, shape, functionality and design, the most important
being the safety features. One respondent suggested that product videos should complement
customer reviews in order to better reflect the quality, durability and reliability of the product
compared to written reviews alone. This is also directly related to a previous study which
found that customers prefer product reviews that include visual elements as they increase the
reliability of the message and influence their perception of the product (Lin et al. 2012). A
surprising finding in the results was that brand reputation was not as dominant as was
thought. Previous research has suggested that brand reputation plays a significant role in
influencing premium purchases (Keller & Swaminathan 2019; Lahtinen et al. 2022, 130-
139). In contrast to previous research, the responses suggest that customers focus more on

the physical attributes of the product, such as quality and safety, than on the brand image.

The sixth open-ended question focused on exploring the consumer feelings about the value
of the product and the justification for the value perceptions. Value creation is a crucial part
of customer satisfaction and is thus an important development area for all businesses (Pan-
dita & Mehta 2019). The responses reveal that pricing and quality are the most effective
factors shaping the product value perceptions of the customers. In fact, almost half of the
total answers included pricing in one way or another. A majority of the customers justified
the higher price of the product with an exceptionally good product quality, while a minority
thought that the products were overpriced or a little more than they would like to pay for.
Quality is the dominant reason behind a positive value perception, with 80% of respondents
stating that the durability, design and functionality of the product influenced their perception
of the product value. This aligns with previous research that states premium value is a com-
bination of pricing and quality, including factors such as style and uniqueness (Allsop 2004).
Many customers highlighted long-term performance as an essential benefit of the product,
with others supporting this claim by reporting that they had owned the product for years
without any issues. This could suggest that perceived value increases over time and therefore
the longevity of the product may be an important selling point. Previous research suggests
that if a company can build customer relationships by creating value for customers, that

value can be in turn recaptured from customers to create revenue and loyalty to the company
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(Armstrong et al. 2020, 32; Kotler & Armstrong 2018). Customers often compared the case
company's products with those of competitors and concluded that the brand offered the best
quality products on the market. In fact, earlier literature finds that for premium brands prod-
uct quality is a major factor that differentiates a company from its competitors (Hinterhuber
& Liozu 2018). Some customers had never seen or used the product in person and found it
difficult to judge the value without first-hand experience. Their value perception was based
on the online presence and prior knowledge rather than on the physical product experience,
which in fact contributed well to the aim of the thesis to investigate consumer behaviour and

experience in an e-commerce environment.

The last open-ended question explores hesitations customers may have when making a high-
value purchase online. The findings indicate that customers experience various hesitations
with the most frequently mentioned being a hesitation about price-related factors. This find-
ing is also made in the earlier research which showcases that price is an extremely relevant
and crucial aspect of the consumer decision-making process (Monroe 2003). Regarding price
and affordability, many respondents questioned whether the product was worth the large
investment. Nevertheless, most indicated that they would be willing to pay more if the prod-
uct offered value worth the price. In terms of product quality and durability, many customers
stressed that they expect high quality for a high price. This has a connection with previous
research which finds that consumers often assume that the product quality is at a high level
when the price of the product is high (Lee & Chen-Yu 2018). Some customers feared that
the product might not live up to expectations after purchase. The inability to test the product
in person was another common reason for hesitation, and the fact that respondents could not
physically experience the product before buying made the purchasing process and decision
more difficult for them. A surprisingly high number of respondents mentioned return poli-
cies and warranty issues as a hesitation, with concerns about damage in delivery, difficulties
in returning a product if it did not meet their expectations, or warranty coverage if the product
had faults. This could indicate poor or unfavourable return policies and is not a positive sign
according to previous research, which suggests that guarantees of delivery, return and secu-

rity are important elements of digital marketing excellence (Chaffey & Smith 2023).
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In this chapter, the quantitative and qualitative findings of the research and their similarities

and differences will be discussed. The analysis is conducted by merging the two data types

in a single table and comparing the findings with each other (Table 12). This table that pre-

sents two databases in one entity is called a joint display and is formed by first analysing

quantitative and qualitative findings based on determined themes that in the end allow an

interpretation of the relationship between the two databases. Joint displays are popular in

mixed-methods studies as they help to visualise the results and relationships between the

two types of data (Creswell 2022, 100). The integration of quantitative and qualitative find-

ings provides a comprehensive understanding of how different marketing elements influence

the perceived value of a premium-priced brand and encourage customers to purchase.

Table 12. Joint display of the findings for a convergent design

Theme

Quantitative findings

Quialitative findings

Convergent interpretation

Website design

Ease of naviga-

tion

Visual elements
(images and

videos)

Product descrip-
tions and infor-

mation

Aesthetic design signifi-
cantly impacts perceived
product value and pro-
motes premium brand im-
age (H1a accepted).
Has a moderate impact on
perceived value but is less
influential than visual de-
sign (H1b accepted).
Images and videos contrib-
ute to product value but
are secondary to product
descriptions (H1c ac-
cepted).
Consumers rely on de-
tailed product information
in decision-making process
(H1d accepted)

Users appreciate modern,
visually pleasing design,
associating it with a pre-
mium brand image and
website credibility.
Customers praise ease of
navigation and accessibil-
ity of products. Too much
content for mobile users.
Customers value high-
quality visuals and request
more videos showcasing
real-life product use and
product assembly.
Customers want compre-
hensive, clear product in-
formation and specifica-

tions that are easy to find.

Strong website aesthetics
enhance brand perception
and product value. A bal-
ance between modernity
and usability is needed.
A well-structured, easy-to-
use website supports a pre-
mium image and customer
experience.
Visuals aid decision-mak-
ing by helping to under-
stand the product and build
trust towards the brand.
More visuals requested.
Product descriptions are
crucial for perceived value
and finding essential infor-

mation is important.



Brand reputa-

tion

Customer sup-

port

Customer re-

views

Product quality

Value creation

Brand image has no signif-
icant impact on likelihood
to repurchase (H2 re-
jected).
Customer support does not
directly influence repur-
chase or recommendations
(H3a, H3b rejected).
Reviews have no direct ef-
fect on perceived quality
or purchase satisfaction
(H4, H5 rejected).
Quality strongly influences
customer recommendation
and repurchase intent
(H6a, H6b accepted).
Perceived value is crucial
for recommendations and
repurchases. Product qual-
ity is a bigger driver of sat-

isfaction than price alone.

Strong brand reputation is
evident, but some custom-
ers find other factors more
important.
Responsive and fast sup-
port via chat or phone, and
more clear warranty and
return policies are needed.
Customers rely on reviews
and prefer those with vis-
ual proof like videos or
images.
Customers justify premium
pricing with product qual-
ity and durability. Safety
features are important.
Customers seek long-term
durability and superior
functionality over price,
but some customers feel

products are overpriced.
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Brand reputation may re-
duce perceived risk for
first-time buyers but no
role in repeat purchases.

Customer support en-
hances experience but does
not directly drive purchas-

ing decisions.

Reviews influence trust,
but direct experience is

valued over external opin-
ions for premium products.

High-quality perception is
essential for sustaining a
premium brand and en-
couraging repurchase.

A clear communication of

product value is essential

to justify and sustain pre-

mium pricing strategies.

In total of nine themes for the joint display were chosen based on the research topics pre-
sented in the earlier chapters. Table 12 presents the key findings for quantitative and quali-
tative analysis and concludes the results into a convergent interpretation that could be de-
scribed as the main results for each theme. The findings for some themes are consistent and
similar with each other, while for other themes the results of qualitative and quantitative
questions produce differing or conflicting results compared to one another. The insights sug-
gest that website design, ease of navigation, high-quality visual elements and detailed prod-
uct descriptions enhance the user experience and contribute to the perceived product value.
Brand reputation, customer support, and customer reviews were found to have a weaker
direct impact on consumer actions like repurchase, recommendations and perceived quality
than expected. While all these elements enhance the customer experience, they do not appear
to be the main drivers in consumer decision-making. However, all of these factors were
found to have an impact on the brand credibility especially in the eyes of first-time consum-

ers.
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Consumer’s repurchase decisions were more significantly influenced by perceived product
quality and overall value perception, suggesting that premium brands should focus on
strengthening perceived value by emphasising product quality and unique selling proposi-
tions in their communications, rather than relying purely on a brand image or external prod-
uct reviews. In order to optimise the case company's website to better meet conversion and
customer experience goals, a balance between website design aesthetics and usability should
be achieved and maintained. More visual content should be integrated with detailed descrip-
tions to reinforce trust and perceived quality. Additionally, customer support should be eas-
ily accessible and clear communication on policies and warranties should be ensured, as this

will contribute to customer confidence even if it does not directly promote repurchases.

In response to the thesis sub-question "How can the marketing elements of a premium-priced
brand’s website be collectively optimised to underscore the product value and encourage
preference over competitors?” the results suggest that optimisation should focus on the fol-
lowing elements: Enhancing website design and usability, as modern aesthetics combined
with easy navigation reinforce premium branding. Utilising high-quality visuals and detailed
information content, since product videos and detailed descriptions should work together to
better strengthen perceived product value. Clear communication of value propositions, as
pricing should be justified with transparency on product durability, quality, and unique fea-
tures. Accessible and responsive customer support that improves customer confidence, and
clear warranty and return terms that reduce the risk associated with high-priced online pur-
chases. Marketing should emphasise the long-term benefits of premium pricing by position-
ing quality over price, for example by highlighting product longevity and superior product

design and features.

7.2 Website testing and optimisation to boost conversion rates

The second sub-question of the thesis focused on website testing and optimisation. The aim
is to find out how website elements can be tested, what works best for conversion rate opti-
misation in the online environment, and why these strategies are effective for a premium
brand’s online presence. The thesis sub-question was addressed through two A/B tests per-
formed on the company website, and the results were compared against the open answers

provided by consumers to find similarities or differences between the actions and claims.



108

In what ways can the conversion rates of a premium brand’s website be tested and opti-

mised?

The first A/B test on improving the clarity of a single purchase view by modifying the page
layout found that simplifying the page could improve site performance or at least customer
satisfaction towards the page. Simplifying the single view of the shopping environment and
arranging the page in a new way to avoid unclarity and make it easier to find information
provided good results in the test. The open-ended question answers in the survey also pro-
vided valuable insights and new areas for development related to the topic of the test. Many
customers found the page to be visually appealing and modern, with a clean and simple view
and an easily navigated layout. Earlier research supports this as aesthetic and visually pleas-
ing elements are found important in driving positive customer experience for purchasing
intentions in an e-commerce environment (Hall & Hanna 2004). In addition, many described
the website as an eye-catching entity with different sections to tap for more information on
each topic, however, some respondents found it hard to quickly find some details regarding
the products among all the other content on the website. This highlights the importance of
finding relevant information about products on a website quickly to help consumers make a
purchase decision. The previous research finds that site designs which are simple and enjoy-
able to use improve customer experiences especially today with the growing proportion of
mobile users of websites (Chaffey & Smith 2023, 84-85). Another considerable site devel-
opment area was found when a response stated that there is too much content on the landing
page and that scrolling all the way down is unlikely, especially from a mobile user perspec-
tive. The consumers also preferred the usage of a static sticky bar that guided purchase be-
haviour with the call-to-action button, where a customer could clearly address the product
price and add the product to the shopping cart. This indicates that a static sticky that accom-
panies consumers throughout their shopping journey increases the likelihood of completing

the purchase and increases the site's ease of use.

The second A/B test investigating sticky bar price communication found that consumer be-
haviour was much more favourable to the case company's objective of increasing purchase
conversion rates when the product was priced as a monthly partial payment compared to a
one-time payment. A connection between the open-ended answers collected from the con-
sumers and the second A/B test about the price communication was found, as questionnaire

respondents appreciated the monthly payment options offered, and stated that it is expensive
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to pay such a high amount in one shot. Earlier research suggests that cheaper purchases re-
duce the perceived risks and help with budget constraints (McDowell et al. 2016), which
could also support the favourability of partial payments. The results confirm the psycholog-
ical pricing principle that consumers prefer lower partial payment prices, even if the total
cost remains the same. This is an interesting observation, since although the consumer pays
the exact same price in the end, the partial payment is more attractive and apparently makes
the product seem like a lower investment than it actually is. These findings underline the
importance of pricing in e-commerce. It is worth noting that the test was stopped after only
six days of activity as the result for variation 1 was significantly worse compared to the
original page. This shows the immediate and measurable impact of pricing on customer be-
haviour. The original version achieved better conversion rates, but also significantly in-
creased the engagement and scroll conversion compared to Variation 1. This suggests that

presenting the full price at the beginning might have discouraged further exploration of the
page.

Both A/B tests demonstrate that structured experimentation is an effective way to test and
optimise a premium brand website. By testing different variations of the page, such as in this
thesis its layout and price communication, the experiment can provide insights into how each
factor influences consumer behaviour. In response to the second thesis sub-question “In what
ways can the conversion rates of a premium brand’s website be tested and optimised?” using
AJ/B testing to systematically compare different website elements is one efficient way to test
and optimise website performance. The A/B tests that are performed in this thesis suggest
that improving page clarity and navigation by simplifying content and making essential in-
formation easy to find, as well as leveraging psychological pricing strategies can also con-
tribute to the optimisation of a premium brand website and influence customer perception.
Tracking key performance metrics such as conversion rate, engagement, bounce rate and
scrolling behaviour is also evidently important in order to make effective data-driven opti-

misation decisions.

7.3 Scaling performance improvements to global markets

The third and final sub-question of the thesis focused on scaling performance improvements

in the global market. While the previous parts relied on the data collected throughout the
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research questions, this question is rather explorative and speculative. The aim is to adjust
the results of the study to international markets and to discuss what should be taken into
account or done differently when introducing suggestions for improvements to D2C e-com-

merce operations in other international markets.

What needs to be considered when scaling performance improvements globally to operations

in different markets?

The third sub-question is present at the end of the theoretical framework where measurement
is divided into OCE and global scaling. This means that the results delivered through meas-
urement need to be adapted differently for each market, and the same approach cannot be
used everywhere. Since this question is investigative and reflective, it does not directly an-
swer the main research question but rather brings another perspective to the processing of
its results. The focus is on considering how conversion optimisation can boost sales and

customer journey development across various markets.

First of all, when a company aims to target their operations for a foreign market online, the
content of the website should be localised to match the intended target audience of the mar-
ket. This includes customising the existing website for consumers from another culture.
When doing so, it takes into account local consumer preferences and requirements. High-
level localisation includes for instance changing website layout, visual elements and other
content based on the cultural audience, while low-level localisation could include only trans-
lations to the local language (Wu et al. 2024). The case company currently follows low levels
of localisation as they only tend to translate the content from the main website to other lan-
guages. For translations, paid translators are used and for the main markets local experts are
used after the translations for the final edits to make the text seem more suitable and seamless
for the local audience. According to earlier research, culture-sensitive localisation of the
website improves the consumer experience and adaptation towards desired consumer behav-
iour (Singh & Baack 2004), and thus the case company should invest more in localisation
actions to grow the online sales in the global market. For example, studies prove that local-
ised people portraits affect the trust towards the company depending on the culture (Cheng
et al. 2019; Cyr et al. 2009). Therefore, companies could present local people in the videos
and photos on the website to awaken positive emotions and perceptions among the local
consumers. This could make the company feel more easily approachable and trustworthy,

and a real fit to the culture. It seems that the case company have already successfully
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localised their Finnish website to the US, as many of the questionnaire respondents men-
tioned appreciating the fact that it is an American-made and owned company even when that

is not the case.

In addition to localising the company website to the local culture, common societal factors
should be considered. As this thesis considers the environment of premium-priced e-com-
merce brands, social factors such as the general standard of living and consumer wealth are
key social determinants. In particular, the previous research makes an assumption that the
willingness to try new experiences and the amount of disposable income often leads con-
sumers to spend more on leisure, adventurous experiences and premium quality products
(Lorentzen 2009; Yeoman & McMahon-Beattie 2006). The economic factors can also pro-
mote the premium brand phenomenon, making people willing to pay premium prices for
products for their better quality and appearance (Silverstein et al. 2005). Online shopping-
related risks are also reduced as financial risks are tolerated more (Hernandez et al 2011).
This can result in premium e-commerce brands performing better in wealthier markets where
customers are not hesitant to make high-value online purchases. It seems reasonable to target

leisure-focused societies that are more likely to embrace premium-priced e-commerce.

Out of the Hofstede’s dimensions of culture, the ones that stand out for the thesis topic are
individualism, uncertainty avoidance, and indulgence. However, since the thesis is situated
in the Finnish and US markets the Hofstede scores in these markets are presented in order to
analyse the research results in context and to compare the case company's performance with
these results (Table 13). In addition, analysing the scores in Finland and the US is important
as those are the countries where the case company does most of its sales, which would sug-
gest that the scores are at a favourable level for the operations of a premium sports equipment
brand. The differing results also prove that premium e-commerce optimisation has to be

adapted differently based on local customer expectations and preferences.

Table 13. Hofstede’s dimensions for US and Finland (The Culture Factor Group 2024)

United States Finland
Indulgence ‘ 68 57
Uncertainty avoidance ‘ 46 59

Individualism ‘ 60 75
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Earlier studies have found that great indulgence cultures highly invest on activities that pro-
mote enjoyment and social bonding, such as trying out sports equipment with friends and
family (Shobeiri et al. 2018). Leaning culturally towards leisure time enjoyment and social
activities with other people resonates strongly with the thesis topic and drives targeted con-
sumer behaviour. It can be therefore assumed that for a sports equipment company, a high
score of indulgence in culture has a rather significant impact on the success of the product
in the market, as people tend to spend more money on their spare time activities. The US
and Finland both score rather high in the indulgence dimension, making the conditions prac-
tically favourable for the operation of the premium sports equipment brand. Brands offering
premium-priced sports equipment should benefit from targeting their business to high indul-
gence cultures as the consumers are more likely to spend money on non-essential but desir-
able products that enhance their free time. In these cultures, storytelling marketing and emo-
tionally engaging content such as high-quality visuals and customer stories in the form of
real-life video testimonials should be used as they are powerful ways to convince customers.
In markets where indulgence is lower products should be presented by highlighting func-

tionality, durability, and long-term value as consumers are practical and aware of pricing.

Research finds that uncertainty avoidance is important in the e-commerce environment as
online shopping is typically adopted more strongly in low uncertainty avoidance cultures
(Lim et al. 2004). Other researchers support the matter by proving that low uncertainty
avoidance cultures are more likely to rely on online shopping, and forming trust in high-
level uncertainty avoidance cultures needs more effort to assure consumers due to perceived
risks (Yoon 2009; Xu & Cheng 2021). Therefore, when a premium-priced brand aims to
expand its online operations to other cultures it should be beneficial to target low uncertainty
avoidance cultures to make sure perceived risks stay low and online shopping is more likely
adopted better. Trust-building measures should be prioritized in the online customer journey
for high uncertainty avoidance cultures. This includes transparent return and warranty poli-
cies, customer support options that are easy to find, detailed product specifications and as-
sembly videos as well as verified customer testimonials and third-party reviews. Case com-
pany consumers already highlighted the importance of clear warranty terms and easy-to-find
policies, supporting the idea that factors that reduce perceived risks drive conversions and
customer behaviour towards desired outcomes. However, in low uncertainty avoidance cul-
tures, consumers are more comfortable with trying new products and services and thus the

faster checkout processes, flexible payment options, and fewer steps to purchase can increase
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conversions. For example, "order now, pay later" options could work well in such cultures
scoring low in indulgence, while cultures scoring high may prefer detailed guarantees before
committing to a purchase. When analysing the uncertainty avoidance scores of Finland and
the US, it is evident that Finland has more high uncertainty avoidance culture than the US,
which scores lower in this dimension. However, as the case company originates in Finland
and has a strong and well-known brand in the market, it could reduce the perception of un-
certainty and risks. However, the results suggest that the US market would be a more prom-

ising market to expand a premium sports brand in the shadow of the results.

The individualism dimension is probably the least important of the discussed culture dimen-
sions, as uncertainty avoidance outperforms the differences between individualistic and col-
lectivistic consumers. However, academic literature finds that cultures scoring high in indi-
vidualism dimensions use and adopt e-commerce better than those scoring low (Xu & Cheng
2021), which encourages premium brands operating online to expand to individualistic cul-
tures. The US and especially Finland are great examples of such cultures with high individ-
ualism scores, which makes it reasonable for the case company to practice e-commerce in
these markets. Individualistic cultures highly value personal preferences, self-expression,
and independent decision-making. In such markets, customisation, exclusive benefits, and
personalised recommendations can significantly enhance the premium online shopping ex-
perience. One example could be the implementation of Al-based product recommendations
for website visitors according to previous purchases and browsing behaviour. In more col-
lectivist societies, eWOM and customer recommendations are in a more important role.
Brands should consider social marketing strategies such as incentives for testimonials, UGC
featuring families using the product, and local engagement through strong customer interac-

tion.

To conclude the cultural discussion, further practical recommendations for scaling premium
e-commerce brands to the global market are presented. Most importantly, companies should
deepen their localisation efforts by moving up from simple translation localisations to adapt-
ing website layout, visual elements, customer testimonials and communications to better re-
flect the local cultural values, including images and videos that are specifically chosen for
the culture can enhance relatability and trust towards the brand. In addition, when looking
to expand to other international markets adapting checkout and warranty policies to cultural

preferences should be done. Extended warranties and better return policies can minimise
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perceived risks in high uncertainty avoidance cultures. In low uncertainty avoidance cultures
companies should make fast and flexible payment options accessible to make online shop-
ping more convenient. Marketing communications should also consider cultural differences,
as for some cultures stories are more important, while others rely on clear and detailed prod-
uct descriptions. The A/B testing methods used in this thesis can be adapted for each culture
to determine the most effective website designs and layouts or for instance pricing strategies
for each culture. This thesis finds that global scaling for a premium brand in an online envi-
ronment requires a deep understanding of cultural differences in consumer behaviour. The
discussion extends the thesis by highlighting that successful premium e-commerce optimi-
sation is not only about website design and pricing strategies but also about cultural adapta-
tion and the economic and social factors that shape consumer behaviour. While certain key
elements like website clarity and communicating product value are generally beneficial glob-
ally, their implementation has to be adapted to match cultural expectations. By taking these
findings into account, premium brands can better succeed in scaling their e-commerce pres-

ence while maintaining positive customer journey experience and conversion rates globally.

7.4 Final conclusions for optimising premium brand e-commerce

The results of both quantitative and qualitative analyses as well as A/B tests can be used to
develop a systematic approach for measuring and optimising the e-commerce experience.
Global scaling insights make it possible to consider these findings in the international con-
text, where adaptations must be made to take into account cultural preferences, consumer
behaviour and economic conditions. The findings of the thesis suggest that a premium D2C
e-commerce brand needs to continuously utilise data-driven insights, structured A/B testing
and customer design improvements to optimise their customer journey. The responses to the
main research question of the thesis highlight that premium brands should focus on the rela-
tionships between website usability, design, content clarity and customer value perception
in the development of the website and customer experience to create the best-performing
website version for the market. The main research question of this thesis sought to be an-

swered was:

How can a D2C company with a premium brand continuously measure and improve the

performance of the e-commerce customer journey?
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In addition, this study aimed to compare the attitudes reported by consumers through a ques-
tionnaire with the actual behaviour tracked through A/B tests on the website in order to find
out whether customers act differently from what they say they do. The first A/B test sug-
gested that a simplified page layout leads to improved site performance and customer satis-
faction. It seems that consumers appreciated a clean and visually appealing layout, and a
static sticky bar with a "shop now" button increased ease of use and purchase likelihood.
From the questionnaire answers it can be confirmed that a modern, clean, and easily navi-
gated page enhances customer experience. However, a couple survey respondents mentioned
that despite the visual appeal and navigation easiness they struggled to find the product de-
tails they were looking for. In addition, some respondents felt that the landing page had too
much content, while the A/B test focused only on simplifying the shopping view rather than
reducing the amount of information on the landing page. The second A/B test found that
consumers were more likely to make a purchase when the product was presented at a
monthly part payment price rather than a one-time payment. The additional version with a
one-time payment option performed worse in terms of both conversions and engagement,
which might have discouraged further exploration of the page. The customer questionnaire
responses found some alignment with the results, as some consumers stated that the product
seemed expensive when paid in full and that they appreciated the option to pay in smaller
parts. Thus, the A/B test confirmed this preference in actual consumer behaviour, where

customers responded to a more favourable price display.

While brand reputation and customer reviews build trust, they are not the primary drivers of
customer purchase behaviour. Instead, perceived product quality, website design and usabil-
ity elements and pricing strategies play a more important role in customer decision-making.
In addition, clear product information, high-quality visuals and transparent warranty and re-
turn policies enhance the premium brand experience, resulting in higher conversions and
long-term customer loyalty. Additional ways for companies to improve conversion rates and
the online shopping experience include continuous measurement of website performance,

regular collection of customer feedback, and tracking the behaviour data of website visitors.

As the D2C model is entirely based on the digital presence and online behaviour of the brand,
the optimisation of the customer experience in the online environment is critical for premium
brands. Thus, a well-optimised website is important in order to maximise conversion rates

and customer experience on the website. Higher customer expectations and demand for
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justification of premium pricing can also lead premium brands to experience unique chal-
lenges compared to lower-priced companies. The study offers practical and data-driven in-
sights that can be applied to improve conversion rates and customer experience, particularly
for brands in premium e-commerce. Premium brands might focus heavily on branding and
brand reputation while overlooking critical functional website elements such as ease of use,
pricing communications and high-quality product demonstration videos. This study high-
lights the most effective strategies and the easiest single areas of development to improve

the digital shopping experience step by step.

In the global context, the study emphasises the importance of localisation strategies and how
they should go beyond simple translations of the website. Cultural preferences regarding
website design, easiness of navigation and online purchasing habits should be reflected in
the localised versions. For example, in high uncertainty avoidance cultures websites should
include more detailed product descriptions, and user experiences in the form of testimonials
or reviews with risk reduction features such as better return policies and extended warranties
to reduce consumer hesitation to purchase. When adapting pricing strategies to other mar-
kets, consumer experiences towards pricing should be considered. For instance, in price-
sensitive markets highlighting the long-term durability and value-for-money aspects of the
product might be more effective than simply offering flexible payment structures. Premium
e-commerce sports brands can also do better in wealthier economies where consumers are

less price-sensitive and more focused on quality, exclusivity and new experiences.

7.5 Theoretical contribution

This study raises awareness and provides new insights into optimising e-commerce strate-
gies for premium-priced brands, in particular by examining how website usability, product
information and consumer trust factors influence purchase decisions. While many studies on
CRO focus on overall e-commerce performance, this study extends this knowledge specifi-
cally to premium brands and provides a more detailed understanding of how premium prod-
ucts require distinct online strategies. One of the main contributions of this study is that it
challenges the traditional assumption that premium-priced purchases are mostly driven by
brand reputation. Unlike many studies that highlight brand reputation as a key driver of high-
priced purchases (Keller & Swaminathan 2019; Lahtinen et al. 2022), this research suggests
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that tangible product characteristics such as quality, durability and safety features as well as
customer reviews are in a stronger role in affecting purchasing decisions, especially for high-
value sports equipment. This result challenges traditional brand theories by showing that
brand strength alone does not drive repurchase intentions, but the perceived value of the
product and the direct user experience are more influential. Prior research on website usa-
bility emphasises that ease of navigation and website design are critical factors affecting
online shopping experiences (David & Glore 2010; Purnomo 2023). This study confirms
that appearance and usability influence premium brand perceptions but also reveals a re-

search gap in balancing between perceived ease of use and actual functionality.

Another important theoretical contribution relates to the role of customer reviews and per-
ceived product quality. While prior research suggests that reviews strongly influence con-
sumer behaviour (Flanagin et al. 2014; Zhang et al. 2015), this study finds no statistically
significant correlation between customer reviews and perceived quality in premium-priced
products. This contrasts with previous findings and suggests that for high-value purchases,
direct user experience and first-hand interaction may be more important than external eval-
uations. While online shopping is becoming increasingly prevalent, some customers still
want physical confirmation before making a premium-priced purchase, highlighting the im-
portance of multichannel and physical commerce alongside e-commerce especially for high-
value brands. The study also presents new insights into the trends of sustainability and cir-
cular economy in premium e-commerce. Interest towards buying second-hand goods com-
plements the growing body of research on the sustainability and circular economy of online
shopping and highlights the customer demand for second-hand shopping opportunities. This
suggests that premium brands could explore resale programmes or certified second-hand
platforms to better meet consumer preferences and sustainability objectives. Finally, the
findings highlight the crucial role of customer support, clear return policies, and warranty
terms in reducing risks for premium-priced online purchases. Although these factors do not
directly affect repeat purchases, they significantly reduce the uncertainty associated with the

purchase decision.
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7.6 Practical implications

The findings from the open-ended questions offer several practical implications for compa-
nies aiming to optimise their e-commerce platforms. Having a user-friendly interface which
IS easy to navigate and has well-structured content is crucial for improved customer experi-
ence. Companies that operate in an online environment should also further expand video
demonstrations of product usage and assembly, as well as videos of people using the product
to boost consumer confidence and to showcase product assets better. While some customers
wished for product comparisons with competing products, presenting and comparing other
brands' products on a company's website can be contradictory and not very appropriate.
Since quality and durability are the most influential factors in buying decisions according to
the thesis results, companies should make sure that these aspects are clearly and compel-
lingly communicated on their websites, using both detailed product descriptions and real-
life customer experience and usage videos. Since safety features are the most important fac-
tor for many customers when assessing product features, businesses should highlight possi-
ble safety certifications, safety standards, and other safety measures on the website to further
justify the premium pricing of the products. As customers often mention the long lifetime as
a justification for premium pricing, marketing should emphasise long-term product perfor-

mance and present real customer stories about the longevity of the product.

While customer support was already found highly valued in the case company’s operations,
it is important for all companies to ensure quick response times across various channels to
maintain high customer satisfaction. Companies should improve the visibility of existing
customer support functions and ensure that live chat options and customer service contact
details are clearly displayed on the website. In addition, making information on return poli-
cies and warranty details more understandable and easier to find can help reduce the risks
experienced in online shopping. More user-friendly navigation of spare parts can reduce
frustration and further improve the customer experience and loyalty. Adding step-by-step
video tutorials and assembly guides could reduce post-purchase confusion and make it easier
to use the product after the purchase. The results also suggest that some consumers are hes-
itant to make valuable online purchases without trying the product first. If customers are
unable to try a product in person, more detailed descriptions, customer reviews and video

content should be added to strengthen the perceived value and minimise the uncertainty
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associated with the purchase. Given the growing consumer interest in sustainability, compa-
nies should consider offering a resale program of second-hand products to meet customer

expectations, promote sustainability factors and expand the brand's market reach.

The findings suggest that companies should focus on increasing perceived value by empha-
sising product quality, durability and premium features in marketing communications. If a
company puts effort into product quality, it can be seen as an investment for greater success
and consumer satisfaction in the future. Furthermore, the results point to the importance of
focusing on long-term customer retention strategies such as loyalty programmes, personal-
ised offers and exceptional customer service to encourage repeat purchases in order to in-
crease conversion rates. Product recommendations are influenced by a number of factors
that should be considered in marketing efforts to maximise profitability, such as emotional
attachment and brand reputation, while product value is a particularly important factor in

this context.

7.7 Limitations and future research

While this thesis provides valuable insights into optimising the e-commerce customer jour-
ney for premium D2C brands, there are limitations that should be acknowledged. This study
was limited to examining the development of premium brand websites to improve customer
experience and sales conversions. In particular, developments and findings related to online
presence, measurement, branding and pricing were highlighted throughout the thesis. The
study primarily focused on Finland and the US, which does not fully capture the cultural,
economic, and behavioural diversity present in other global markets. The scaling factors
within the global environment are rather observations based on theory and personal reflec-
tion, and in order to provide wider results to the research questions they should be explored
by conducting the study in a more international setting. The current results are not directly
applicable to regions where consumers behave differently. The consumer survey and A/B
test data were collected from a specific group of customers who were already familiar with
the case company's brand, products and website and who represented the family segment.
This likely creates a bias as customer opinions and behaviour do not fully represent the wider
population, such as first-time visitors or non-customers. In addition, the A/B tests conducted

for website layout and price communication testing ran for a limited time and were restricted
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to specific pages. Although they provided immediate information on consumer behaviour,
they do not fully reflect it. The content of the customer survey was also limited, as it did not
include demographic factors that could have added new insights to the study. However, there
was a good dispersion of respondents as some were previous customers and others who had
not bought anything from the company. The survey provided comprehensive data from con-
sumers at different stages of the purchase path. The sample size was appropriate for the
master’s thesis, and the responses were versatile bringing out unique observations of the case

company.

Future research could focus on the role of post-purchase experiences in reinforcing the per-
ceived value of the product. In addition, research on how loyalty programs or community-
building could maintain or improve customer engagement for premium brands. Furthermore,
future research could consider addressing the broader picture of e-commerce by looking at
how digital touchpoints outside the website, such as social media or Al-assisted personali-
sation, promote customers' purchasing decisions. To continue on the theme, as Al is increas-
ingly shaping customer experience and CRO among many e-commerce elements, it would
be interesting to study the role of Al in CRO, for example by using Al-driven product rec-
ommendations and multivariate testing instead of A/B testing. The thesis was carried out
using a mixed method approach to collect and analyse quantitative and qualitative customer-
oriented data. To increase the explanatory power of the linear regression models presented
in the thesis, future studies could include more predictors to identify other variables that may
have an impact on the perceived product value of premium-priced products.

When analysing product reviews this thesis focused on the effect of consumer reviews on
the perceived product quality, however, it would be interesting to investigate the impact of
consumer reviews on the purchase decisions in more detail in the future. In addition, future
study could examine how limited time offers affect purchase behaviour in premium e-com-
merce, as it is often assumed that discounts do not affect the brand value positively. As
several customers raised uncertainty about the product due to the lack of physical examina-
tion when shopping online it would be interesting to explore more broadly how mixing phys-
ical and digital experiences, such as utilising showrooms or augmented reality, could in-
crease customer trust towards a premium brand. In addition, the role of social proof and
impact of influencers in affecting product quality perceptions and purchase decisions of pre-
mium-priced products could be investigated.
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Appendix 1. Survey questions

Section 1: Pre-Purchase Experience

1. How visually appealing do you find the *case company website?
a. 1 =Notappealing, 2 = Slightly appealing, 3 = Moderately appealing, 4 = Appealing,
5 = Very appealing
How easy is it to navigate the *case company website?
a. 1= Very difficult, 2 = Difficult, 3 = Neither easy nor difficult, 4 = Easy, 5 = Very easy

(]

3. What are your first impressions when you visit the online store? Are there any specific aspects of the

website that stand out to you?
a. Open-ended
4. How much does images and videos influence your purchase decision?
a. 1=Notatall, 2 = Slightly, 3 = Moderately, 4 = Very much = Extremely
5. How informative do you find the product descriptions on the *case company website?

a. 1 =Not informative, 2= Slightly informative, 3 = Moderately informative, 4 = Informative,

5 = Very informative
6. How helpful are the images and videos in understanding the product?
a. 1 =Not atall helpful, 2 = Not so helpful, 3 = Somewhat helpful, 4 = Very helpful,
5 = Extremely helpful

7. What additional information would you like to see included in the product descriptions, product

images and website videos?
a. Open-ended

Section 2: Value Perception and Premium Pricing

8. How would you rate the overall value of *case company *products compared to their price?
a. 1 =Very poor value, 2= Below average, 3 = Average, 4 = Above average,
5 = Excellent value
9. Why do you feel this way about the value of *case company *products?
a. Open-ended

10. How important is the brand's reputation in your decision to purchase a premium priced *product?
a. 1=Not at all important, 2 = Not so important, 3 = Somewhat important, 4 = Very important,

5 = Extremely important

11. How do you perceive the quality of *case company *product compared lower priced *products?

a. 1 =Much worse, 2 = Worse, 3 = About the same, 4 = Better, 5 = Much better
12. Which of the following words would you use to describe our products? Select all that apply.
Reliable
High quality
Useful
Unique
Good value for money
Overpriced
Impractical
Ineffective
Poor quality
Unreliable
Other (please specify)

i. Open-ended

13. What features or aspects of *products make you want to invest in them?

a. Open-ended
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Section 3: Decision-Making Process

14. How important are product quality and durability in your decision to purchase from *case company?
a. 1=Not at all important, 2 = Not so important, 3 = Somewhat important, 4 = Very important,
5 = Extremely important
15. How important are customer reviews and ratings in your decision to purchase from *case company?
a. 1=Not at all important, 2 = Not so important, 3 = Somewhat important, 4 = Very important,
5 = Extremely important
16. What are the main reasons you choose to purchase *case company products despite their premium
price?
a. Open-ended
17. Can you describe any hesitations you have when making a high-value purchase online?
a. Open-ended

Section 4: Customer Support

18. How important is customer support in your decision to purchase a premium priced product from
*case company?
a. 1=Not at all important, 2 = Not so important, 3 = Somewhat important, 4 = Very important,
5 = Extremely important
19. What additional support or resources would enhance your online shopping experience with us?
a. Open-ended
20. Have you ever purchased something from *case company?
a. Yes—no

FOLLOWING QUESTIONS (SECTION 5 AND 6) ARE ASKED ONLY FROM THE CUSTOMERS
THAT HAVE PURCHASED FROM THE *CASE COMPANY/EARLIER

Section 5: Purchase Experience

21. How satisfied are you with the checkout process on the *case company website?
a. 1= Very dissatisfied, 2 = Dissatisfied, 3 = Neither satisfied nor dissatisfied, 4 = Satisfied,
5 = Very satisfied
22. How satisfied are you with the payment options available?
a. 1 =Very dissatisfied, 2 = Dissatisfied, 3 = Neither satisfied nor dissatisfied, 4 = Satisfied,
5 = Very satisfied
23. What improvements would you suggest for the checkout process?
a. Open-ended



Section 6: Product Satisfaction

24. How satisfied are you with the quality of the product you purchased?
a. 1= Very dissatisfied, 2 = Dissatisfied, 3 = Neither satisfied nor dissatisfied, 4 = Satisfied,
5 = Very satisfied
25. How likely are you to purchase again from *case company?
a. 1 =Very unlikely, 2 = Unlikely, 3 = Neither likely nor unlikely, 4 = Likely, 5 = Very likely
26. How satisfied are you with the overall shopping experience at *case company?
a. 1= Very dissatisfied, 2 = Dissatisfied, 3 = Neither satisfied nor dissatisfied, 4 = Satisfied,
5 = Very satisfied
27. What could have gone better in your shopping experience with us?
a. Open-ended

FINAL TWO QUESTIONS ARE ASKED FROM ALL SURVEY PARTICIPANTS

28. How likely are you to recommend *case company to others?

a. 1 =Veryunlikely, 2 = Unlikely, 3 = Neither likely nor unlikely, 4 = Likely, 5 = Very likely
29. Is there anything else you would like to share with us here at *case company?

a. Open-ended

*1dentifiers, such as company name and specific product category, have been replaced by

generic terms to protect case company anonymity.



