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The goal of this thesis is to build a functioning online store for a small sized company for
Finnish market. As a small sized company is expected to operate with a small budget, the
resources for setting up the store will be limited. Thus, the scope will be limited for low-cost
solutions. In the thesis the aim is to understand the personal business needs and to create
an online store on a platform that meets the needs. The thesis is a product-oriented thesis
and for the structure a zipper model has been chosen to be used.

The aim of this thesis is to give help for small businesses looking to expand their business
online. First will be gone through online business in general and requirements for a good
online store. Marketing side of the online business will also be covered briefly.

Three different platform providers will be compared, and the online store will be built on
one of them. These three platforms will be chosen based on a study. The qualities to com-
pare will be price, functionalities, usability and support. The market scope will be limited to
Finnish market and thus a Finnish eCommerce platform MyCashflow will be chosen for the
project.

The objective will be to cover all basic necessities to build a functioning online store with
the MyCashflow platform from start to finish. The thesis will explain how to gather the infor-
mation and make decisions for each building step. The building process will go through
how to start the MyCashflow account, how to define payment and shipping methods and
how to add products and product categories. Domain acquisition and the reasons to use it
will also be explained. Lastly, the design possibilities will be gone through. In the end, a
complete online store is ready to be launched.

In the end of the thesis there is a discussion phase, where the process is gone through
and the end product is being evaluated. The writer of the thesis will tell about their opinion
of the process and how the future of the store should be continued. The end product has
not been launched yet and thus the link for the store will not be published in this thesis.
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1 Introduction

| have started this project because | feel like there is a huge need on the market for small
businesses to expand their business online without having big resources. | have been in-
terested in online business for a while now and have been working on the field and seen

the rapid change and how the market is continuously growing.

The main objective for this thesis is to build a well-functioning online store for small sized
company for Finnish market. The building process will start from zero and will go through

all necessities for building a functioning online store.

After the introduction part we will go through the aim of the thesis and the research prob-
lem. Then we will move on to the focus and limitations and then define the research meth-

ods.

In the second chapter we will first go through online business in general and see statistics
on customer behaviour in online business. Then we will move on to requirements for a
good online store and also see statistics on the same question from a customer perspec-
tive. After that we will move to e-commerce platform section, where | will explain how | will
make the decision on the platforms chosen for the comparison for this thesis and we will
look at the market shares of the platforms. In the end of the third chapter | will explain

which platform | chose for this building process and the reasons behind it.

As will be told in chapter two, the store will be built on MyCashflow platform as it is found
to be very suitable for small sized company with limited resources, offering continuous
Finnish-speaking support. In chapter three | will go through the building process of the
store step by step and provide information on how to start the account, how to choose dif-
ferent payment and shipping methods, how to add products and product families, how to

choose a domain and how to design the store.

In the end of the thesis, | will have a discussion of the thesis process in chapter four. | will
evaluate how did the process go and what | learned during the process. | will explain what
| find the most important thing when building the online store and what will the future look

like after the building process.



1.1 Aim of the thesis and research problem

The aim of the thesis is to build a well-functioning online store on a suitable e-commerce
platform. This will include going through information about online business and require-
ments for a good platform. Based on a study | will examine three different platforms and
choose the most suitable one for the business needs of this project. | will aim to write
good instruction to anyone with a small business looking to build an online store with Finn-

ish market in scope.

In today’s world, it has become a necessity for businesses to find new ways to serve their
customers. Many of the customers that used to buy from brick-and-mortar stores, have
now moved their buying habits to the internet. For any business to survive, it needs to be
selling where the people are buying. As the customers are already online, so does the
business need to shift their focus there. The problem is, that there are multiple options
and information available, but small businesses have very limited resources. As they can-
not afford to hire outside consultants to set up their online store, they need to find the in-
formation on their own. This thesis looks into this problem with explaining what the key el-
ements are the business owner needs to evaluate when choosing the right e-commerce
platform. The thesis will compare three different e-commerce platforms used by small-
sized companies and choose the most suitable for this project. They will explain what the
most important things are when building the online store and how to find help for the is-

sues.

1.2 Focus and limitations and research methods and model

This research will focus on the platform choosing and the building process of the e-com-
merce store. It will not focus on what are good items to sell online, how will a company be

found or any operative tasks of the business.

This thesis is product-oriented thesis, where the end result will be the ready-made online
store. | chose this method because | strongly believe that the method supports the re-
search problem best. As the building process is in the focus, it is crucial to rely on practi-
cal knowledge combined with the theory, in order to find the right solutions in the ever-
changing online world. During the thesis | will cover theory about online business, cus-
tomer behaviour, requirements for a good online store and marketing. Each step of the

building process will also include theory as the thesis will be built with a zipper structure.



The research model used in this thesis is a zipper model, where each context at a time is
being dealt both with theoretical and practical point of views on each matter. In the zipper
model it is possible to first gather theory base and then move on to the practical matters
on the issue. Another way to use the zipper model is to present the end result of the prac-
tical method first, and then evaluate the results from a theory perspective. | will use the
fore-mentioned method, where | am first discussing theory of the subject and then contin-

uing with the practical part.



2 Online business

2.1 General overview on online business

In order for a business to have sales, the business needs to happen where the people
are. The rapid growth of the internet over the past years has made the e-commerce busi-
ness rapidly expand. For many businesses, it is no longer enough to have only a brick and
mortar store. In order the reach the full potential of reaching the clients, an online store is

a necessity for almost any business. (Paytrail 2020c)

According to the study “E-Commerce in Finland 2019” by Paytrail, already 94% of 25-34-
year-olds make purchases online. Even from the age group, that is making the least

online purchases, 66-74-year-olds, 64% are already making online purchases. Looking at
these figures, we can quickly draw a conclusion that there is no doubt, online shopping is

already widely used by all age groups. (Paytrail 2020c)

In the figure 1 we can see the development of the online purchases within age groups of
Finnish consumers from years 2013, 2016 and 2019. The growth was exponential be-
tween the years of 2004 and 2013 and the number of consumers making purchases
online tripled, but after that it has been a steady growth, since majority of the people are

already purchasing online. (SVT 2019.)
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Figure 1. Bought something on the web during the past three months in 2013, 2016 and
2019 (adapted from SVT 2019)



According to the Finnish consumers (figure 2), the reasons behind online shopping are for
example freedom in purchasing — shopping can be at any time of the day, cheaper prices
than in brick and mortar stores, wider selection and free shipping costs. Also, consumers
like the fact that they don’t have to leave home to make purchases, they don’t have to
carry the items themselves, but they can get a home delivery and they can release more

time by shopping online rather than going to the store. (Posti 2018.)

The keys in online purchasing are free
shopping time and ability to compare,
prices and selection 0% 10% 20% 30% 40% 50% 100 %

| can do the purchases whenever | want

What are the reasons for you to make online - |
pu rchases? | have time to compare the products

Cheaper price than in brick-and-mortar store
Wider selection
The product or label that | want is not (always) available in brick-and-mortar store
I don't have to leave home to go shopping
1 can find products from online stores that cannot be bought from brick-and-mortar stores
I can get home delivery if | want and | don't have to carry the purchases myself
Bying online makes my daily life easier, | have trouble finding time to go to the store
| get ideas and interesting products from online stores
I can order new products before they are available in brick-and-mortar stores
Interest in trying different stores

Something else 1

Ican't tell

Figure 2. Most important reasons for consumers making purchases online (adapted from
Posti 2018)

The internet and online business have made it possible for anyone to start their own com-
pany with very limited recourses. There is no need to have extensive knowledge on differ-
ent programming languages or other technical skills to master the art of online business.

Anyone can start an online business, as long as they have an open mind and are ready to

work for their goals. (Comm, J. 2010.)

2.2 Requirements for a good online store

When starting to build an online store, it is crucially important to outline the project to rea-
sonable checkpoints. Many online store projects never see the daylight as the project has
grown into too big measures and has become impossible to be finished. To set up an

online store, it is good to have the most important factors in mind and launch the first ver-
sion when those are ready. It has been said, that an online store is never ready, and it re-

quires continuous optimizing.



In general, for any web site, a good design should increase the awareness of the com-
pany, clearly present the products and services and include the necessary functionality.
The necessary information should be well presented on the site and should be easily
found. A good thumb rule is, that all the information should be found within maximum of
three clicks. The site also should be visually appealing, and the design should be consist-
ently built. An absolute necessity in todays’ world is to have responsive design, that is

suitable for any device size. (Karukka & Inkild 2013)

In online stores the most important factor for the consumers is well-described and accu-
rate product description and images (figure 3). Equally important factors are also the costs
factors related to payment and distribution, such as clearly stated delivery costs, possibil-

ity to choose the delivery method, collection point and payment method. (Posti 2018)

Important qualities for an online store

What is important to you when shopping online? 0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100%
Accurate product description and pictures : : . . : : Bl 4
Clearly presented delivery costs 920K] 5
Shipping method suitable for me : : . . , O] ¢
Ability to choose a pick up point that suits me . 11 4
Ability to choose payment method that suits me . . £ 4 B
he reputation of the online store s 4
Slmple returning process : ol 5 K
Electronic arrival notification 85 Pl 11
The products arrive at the tlme deﬂned durlng ?urchase 85 N 10
delivery . . "S5 IEN 12
Free returns : 71 5 I
Online store customer service reachability . . . (F1 5 IE
Free delivery when cart certain . . . . B3N 11
Posslblllty to track shipping . . . . oy 7
Online store is in'my mother tongue . . 77l 20
Opening hours of the pick up point . . . . . . . 5 EB
Online store ethics and the origin of products . . . : : 70NN 7
Possibility to get home delivery . . . : . S 26
Possibility to choose shipping date and time . . . . . GBI 26
Mobile friendly web site . . G 28
Ecological packing material 6 s KN
The store recomrnend laroducts other have bou ht and reviewed , : s D
Possibility to shipping pany 7 I
Possibility to choose home delivery on evenings and weekends ‘ ORI 44
Possibility for fast deiivery . . 6
Posslblllty to join reward program 6 7 47

Live chat customer service -
Is at least somewhat |mpor1an| tome Ican’t tell It |s not important to me at all

Figure 3. Important qualities for an online store (adapted from Posti 2018)

2.3 Marketing

Many people mistakenly assume, that once the online store is up and running, the orders
will start to appear. Unfortunately, the reality is not that easy. The fact that the online store
exists, does not develop any sales before traffic is being driven to the site, meaning that

the people who would do the purchases need to be directed to the site itself.

As stated earlier, the most important thing when building the shop is to get it launched. Af-
ter the launch, the marketing insights can be dived deeper into. The key point in marketing
is to define the target group that is most likely to be the customer segment. When the cus-

tomer segments are defined, the marketing can include findings where do those specific



customers spend their time on. For example, if the target group is very active on social

media, that is where the marketing should take place as well. (MyCashflow 2020a.)

Search engine optimization (SEQO) and search engine marketing (SEM) are key factors for
visibility in search engines such as Google. In social media popular channels are Insta-
gram and Facebook, where many of the small business get their major income from. Dis-
play marketing and retargeting are also popular forms of marketing, where you can remind
your clients for example on their shopping cart that was never finished to purchase. (My-
cashflow 2020a.)

As a small-sized business, it is extremely crucial to know the target audience well, and
make sure not to use money on paid advertising with no results. It is also possible to ad-
vertise with a small budget, for example with creating a social media account providing in-
teresting content to followers and that way growing the number of followers and possible
clients. It should be kept in mind, that a lot of time and effort should be invested in this in

order to receive results and the posting should be done consistently.

2.4 E-commerce platforms

In this part, | will examine three different e-commerce platforms. In the end of the chapter,
| will draw a conclusion on which platform would be most suitable for a small-sized busi-
ness for Finnish markets. The three platforms to compare will be chosen by the study from
Paytrail (2019) which is shown in the figure 4. The study shows that the top three plat-
forms in Finland for businesses with a turnover from 0 to 20 000 € are WooCommerce
(27%), MyCashflow (16%), and Shopify (8%). (Paytrail 2020b)



114. E-commerce platforms

Turnover 0-20 000 € TOP 5 platforms
0-20000 €

1. WooCommerce 27 %

2. MyCashflow 16 %

3. Shopify 8 %

4. Clover Shop 7 %
WooCommerce 5. Own 7%

Anders Inno

Prestashop

Kotisivukone

Drupal Commerce

Oscar eCommerce

Magento

Opencart

Holvi
Finqu
ePages/Vilkas

Oma alusta

MyCashflow
Clover Shop

Shopify \

Something else

Figure 4. E-Commerce platforms, Turnover 0-20 000 € (adapted from Paytrail 2020b)

2.41 WooCommerce

WooCommerce is the most used e-commerce platform worldwide. It is built on top of
WordPress platform, which is the most used platform worldwide for websites. It originally
started as a platform to publish blog posts, but due to its numerous plug-ins and new
themes, today it can used for many different website-purposes. According to the users
(figure 5) the best qualities of WooCommerce include ability to customize, usability (seller

perspective) and price.



WooCommerce
Abllity to tallor

464
Usabllity (sellers perspective) s 41%
Price _. | '40 %
Functionality/reliabllity sSS——— 30 %
Versatlle features A 37 %
Available plug-ins and INtegrations  E—— ————— 35
Usabllity (customers perspective) msssssssssm—m" 18 %
Open Source sssss—"" 13 %
Scalabliity s—— 13 %
Design I 11 %,
Speed I 10 %

Support s 2 %

Figure 5. Pros of WooCommerce (adapted from Paytrail 2020b)

WordPress is an open-source software, which means, that the users can get familiar with
the code and make modifications to it as they see necessary. All the plug-ins provided to
the platform can be done by anyone who is familiar to the code. The pros of an open
source are that there is endless opportunities and expansions to the site, and developers
everywhere keep making new ones. The cons can include for example security risks, as
not all plug-ins are kept updated and working together with other plug-ins can cause unex-
pected security threats. Especially when considering e-commerce services, where con-
sumers personal information and credit card information is being sent through, the online
store owner needs to make sure there are no holes in the security net. For the store
owner this also means more working hours, when updates from the plug-ins can occure
even daily. (Juslén 2018.)

WooCommerce site is basically a free service, but in order to have all the necessities for a
functioning online store, for example payment and shipping methods, they all need to be
bought as additional paid plug-ins. WordPress may seem like the least cost-consuming

option at first, but the true costs may easily rise up over budget. (Juslén 2018.)



242 MyCashflow

MyCashflow is a Finnish SaaS e-commerce platform owned by Pulse247 Oy, which was
founded 2007. Today MyCashflow has over 2000 active companies using their product.
Their main focus is to help small and mid-sized companies to start and develop their
online business. (MyCashflow 2020b.)

MyCashflow platform is working as a cloud-based service, and so it works through any in-
ternet browser. As it doesn’t require any downloading to a personal server, all security as-
pects are handled by the service provider. The end user does not have to do any updates

to the software, those are also handled by the service provider.

According to the users (figure 6), the best qualities of MyCashflow platform is the usability

(sellers’ perspective), customer support and functionality/reliability. (Paytrail 2020b.)

MyCashflow
Usabllity (sellers perspective) m e 56 %
SUuppOrt R 47 %
Functionality/reliabllity SE—— 12 %

Price s 75 4

Usabllity (customers perspective) S 17 %
Versatile features mms——" 17 %
Avallable plug-ins and Integrations WEE—— 14 %
Abllity to tallor W—— 13 %
Design mam 9 %
Scalabllity mam o

Speed mm 3%

Figure 6. Pros of MyCashflow (adapted from Paytrail 2020b)

MyCashflow has an easy to use control panel and the most popular payment and shipping
integrations are ready. It has very wide and clear handbook for guidance for setting up
and using the store and fast Finnish speaking customer service included. It also has a few

free themes available. (MyCashflow 2020c.)

When using MyCashflow as completely free version, the modifications to the theme are
very restricted. Also, you cannot use your own domain, but you need to use the subdo-

main, e.g. https://myshop.mycashflow.com. In order to use your own domain and have

10



more freedom in the theme modification and such, you need to buy the basic-package,

which is 49 euros per month (figure 7). This is very competitive price comparing to many

other platforms. (MyCashflow 2020d.)

BASIC

ted for a small

Best st

company or a start-up.

49

€/month

The plan includes
200 products
500 MB

2 versions

Features

Signup form available

ADVANCED

Recommended for a
growing mid-size
online business

99

€/month

The plan includes
2000 products
5 GB

5 versions

Features

Signup form available

PRO

Extensive solution for a
larger and growing
company.

149

€/month

The plan includes
20 000 products
50 GB

10 versions

Features

Signup form available

temporarily only in Finnish temporarily only in Finnish temporarily o

y in Finnish

Figure 7. MyCashflow pricing (MyCashflow 2020d)

2.4.3 Shopify

Shopify is a worldwide e-commerce platform and a home for already more than 1,000,000
businesses in approximately 175 countries. It is a Canadian company with headquarter in
Ottawa, Ontario. Shopify was founded in 2004 and it started as the founders wanted to
make an online store selling snowboarding equipment. They couldn’t find a platform suita-
ble for their needs, so they decided to build their own. In June 2006 they launched their

shop as platform, and it has been a rapid growth since then. (Shopify 2020a.)
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Shopify offers many free themes for its users, which enables businesses with a small
budget to have a professional look for their store right from the beginning. Shopify is also
a cloud-based service, so there is no need to download any services. Shopify also offers a
mobile app, where you can access to for example all orders and analytics of your store,

but it is not required for usage.

According to the users (figure 8), the best qualities of Shopify are usability (sellers’ per-
spective), functionality/reliability and possibility to tailor (Paytrail 2020b). Shopify’s pricing
is also very competitive. The basic package costs 29 dollars per month (figure 9). Alt-
hough it is worth to notice, that on top of this cost, other charges will still occur, which de-

pends on the user and their needs.

Shopify
Usability (sellers perspective) F—— 15 %
Functionality/reliabllity N E
Abllity to tallor I 21
Versatile features I 1
Avallable plug-ins and Integrations IEEEEEEEGEG—_G——— 2t
Design N ey
Price D e %
Usablity (customers perspective) mummms—— 2 -

Scalabllity s 0 =

Figure 8. Pros of Shopify (adapted from Paytrail 2020b)
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Advanced Shopify Shopify Basic Shopify
Advanced features for Everything you need for a All the basics for starting

caling your business growing business a new business

Monthly price $299 $79 . | l‘529

SALES CHANNELS (SELL EVERYWHERE)

Online Store v v v
Social selling (Instagram, Facebook, Amazon, v v v
Messenger, Buy Buttons)

Fast and reliable checkout v v v
STORE MANAGEMENT (MANAGE YOUR BUSINESS)

Unlimited products v v v
Coupons, discounts, and gift cards v v v
Integrated marketing platform (Google, Facebook) v v v
Staff accounts

Locations upto8 upto5 upto 4
Professional reports v v

Advanced report builder v

Figure 9. Shopify Pricing 1 (Shopify 2020)

2.5 Choosing the right platform

When choosing the right platform, the business needs are a necessity to define in order
make the right decision. It is also a good idea to ask people in the same business field for
their experience on different platforms. There is also a possibility to test the programs, as

many of them offer a free month as a trial.

For this project, | ended up choosing MyCashflow platform. The platform costs are rea-
sonable for a small business and there are no hidden expenses. It is secure and safe op-
tion and the Finnish speaking customer service is able to help if any obstacles occur on
the way. Their business has been growing for the past years consistently and they de-
velop their products all the time, which ensures me | can also keep up with the changes in

the digital business without needing to change the platform.

| have followed closely the digital transformation on the e-commerce side and the busi-
ness is constantly changing. What seemed to be the market leader five years ago, might

be completely irrelevant today. When starting to do research about online store platforms,

13



a first thing that one could do is ask their networks on their experiences. For example, Fa-
cebook has a large variety of different e-commerce groups, biggest of them currently be-
ing “Verkkokauppiaat” (online merchants). A beginner can find there a tremendous
amount of information, but especially in this case first-hand experience from other sellers.
Having followed this group for a longer period of time, | became certain that MyCashflow
is a current market leader in Finland and other merchants were extremely satisfied with
them. When launching an online store as a small-sized company, there is not much room
for risks. This is why it is reasoned to choose solutions others have already declared wor-
thy.

14



3 Building the store

3.1 Starting the account

| chose the basic package which costs 49 euros per month. The first month is for free.
There is a possibility to choose between monthly and yearly subscription. If a yearly sub-
scription is chosen, you can get two months in a year for free. Because this project is a
side business, | find the monthly subscription most convenient. It is possible to cancel the

subscription at any time, which makes it a safe option for a small business.

The sign up for the account was very easy (figure 10). First, | had to figure out the name
for my shop. The name is chosen for the subdomain and will work as that if no domain is
directed to the shop. The domain is form https://exampleshop.mycashflow.fi. The part “ex-
ampleshop” in the domain can be anything with numbers and letters. Later, we can direct

the store to our own domain, and the subdomain will not be visible.

MyCashflow Basic -
verkkokaupan perustaminen

1. Online store name
https.// .mycashflow.fi
Nimi toimii kaupan osoitteena perustettaessa. Kiytd nimessa vain kirjaimia ja

numeroita. Voit liittaa verkkokauppaasi oman yksibllisen verkiotunnuksesi

myBhemmin,

2. Main user information

Etunimi Sukunim:
Sahkbdpostiosoite Puhelinnumero

On tirkeds, etta tavoitamme verkkokaupan padkayttijan tarvittaessa. Otamme

yhteyttd ensisiaisesti sdhkopostilla — kiirellisissa tilanteissa myds puhelimitse.

3. Billing information

Yritys ¥-tunnus
Postiosaite
Postinumero Postitoimipaikia
Laskutuskausi Laskutustapa
1 kuukausi V| sihkbpostilaskuna v

Kuponkikeodi

4. Tilauk yh ja

Olet tilaamassa MyCashflow Basic-palvelupakettia, jorka kuukausimaksu

on 49 euroa
auts

tah,

O Olen lukenut ja hyviksyn patvelun kyttoehdot seki ietosucjaselosteen

Figure 10. Starting up the account for MyCashflow (adopted from MyCashflow 2020g)
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After the sign up the control panel will look like this (figure 11). There is a great amount of

guidance, and a builder’s book to be downloaded as pdf to help with the building process.

QMyCashﬂow Asetukset  Ulkoasu  Tili  Kirjauduulos ~ Ohje

Overview Orders Products Customers Content Reports 2 Sirry kauppaan

Tervetuloa Sofia Grouev!

Kaupan perustaminen: 0/8 valmiina Ohita perustamisvaiheet
= .. 2 Create product
Tama on MyCashflow-verkkokauppasi I L Add prOdUCts % 2 P
hallintatydkalu. jota voit tutkia vapaasti tai MyCashflow'lla voit m ki ladattav Tuotery’ oategor'es mankalta
Jjatkaa perustamista viereisten ohjeiden kautta. d 4 ohjee teita yhteen. Niilen peru
tuotte saaminen. UK an verkkokaupan p. aatio.
Merkitse suoritetuksi Suorita vaihe Merkitse suoritetuks!
Lataa rakentajan tyékirja
Ver r i kay suj i, kun
i jan oppaan
avullateet informatilviset paatokset, ja tiedst 3. Choose des|gn a. Set genera|
mitd ottaa huomioon kauppaa rakentaessa.
falitse verkkokaupallesi s naarittava €03 Kaupa \semngsu hallitaan muun muassa
Lataa pdf-tySkirja hyvin alkuun M ilmaisten erkkokatpan yht
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Figure 11. Overview on control panel in MyCashflow (adopted from MyCashflow 2020h)

The building help is very efficient and will go through all the steps that are necessary in

the process (figure 12). This is a very good way to go through each step.
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Figure 12. Adding products with guidance (MyCashflow 2020i)

On the overview section in control panel there is also a guidance on how to set up the
general setting. There is all the general information that will be visible in the store, such as
the contact information that will be visible to clients in all shipping labels and receipts. You

can also modify the delivery terms from there.

3.2 Payment methods

In order to receive orders, the online store needs to have a wide selection of payment
methods. It is crucially important, that every customer finds a suitable payment method for
them. The payment also needs to happen very smoothly, or else there is a great risk that

the customer will not finish the order. (Paytrail 2020c.)

Currently in Finland the most used payment method is online banking (figure 13). The
second used is credit card, such as Visa, Mastercard, Diners Club, JCB, or American Ex-
press. As a third comes invoice and as fourth PayPal. MobilePay has doubled its users
from 2018 to 2019. This clearly tells that people are constantly seeking for new, easier

way to pay the purchases online. (Paytrail 2020c.)
Also, paying with mobile devices is growing fast. In 2018, 46% of consumers had bought

something on a mobile device, where in 2019 the number was already 52%. These num-

bers clearly tell, that buying online should be available on all devices. The online stores
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need to be responsively designed for all devices and provide large variety of payment op-
tions. (Paytrail 2020c.)

Used payment methods
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Other payment method
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1%
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1%

Apple Pay
1%

1%
Nordea Pay

1%
1%

Figure 13. Used payment methods (adapted from Paytrail 2020c)

MyCashflow platform has an extensive support for different Finnish payment systems (fig-
ure 14 & 15) as well as international payment services. In order to use online banking but-
tons, credit card payments or a financial service, those can be implemented directly from

the online store management tool. There are also MyCashflow’s own payment methods



Invoice and Prepayment, in which case the customer will be provided with payment infor-
mation automatically based on the information they enter when doing the order in the

online store.
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Figure 14. MyCashflow payment methods 1 (MyCashflow 2020j)
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Figure 15. MyCashflow payment methods 2 (MyCashflow 2020j)
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| decided to choose the Checkout payment method as it has all the necessary payment
methods inside the service with one monthly fee. It has all the Finnish online banking
methods, credit card payments, invoice and instalment and the mobile payment methods
such as Pivo and MobilePay. Besides Checkout | also activated the PayPal payment

method and MyCashflow’s own payment methods provided.

3.3 Delivery methods

Similarly, to payment methods, the customers appreciate flexible delivery methods. It is
also very important to inform the real shipping costs. For example, if the shipping cost is
appearing only at the end of the sales pipeline, right before accepting the purchase, the
customer might feel tricked and end up not finishing the entire order. This is why it is very

important to state all the costs clearly right from the beginning of the order.

According to the survey by Posti (2018), 77% of the respondents say that they are less in-
terested in making an online purchase if the shipping costs are higher than normal. Also,
77% are less interested in making the purchase if the delivery and return methods are
stated unclear. Therefore, it is extremely crucial to be very clear in these steps and the

seller should make sure the customer understands the true costs at all time. (Posti 2018.)

More than four out of five Finns (84%) feel that free shipping and return methods are at
least somewhat important when making the purchase decision. Many shops raise their
product prices in order to ensure free shipping in all orders. This is a very efficient way to

influence the customers purchase decision.

MyCashflow offers a wide range of shipping integrations (figure 16) you can take into use
straight from the shipping methods tab in the control panel. For most of the methods, you
need to make an agreement with the third party in order to active the service. | decided to
take the Shipit delivery service into use, as it offers a large variety of shipping methods to
Finland and abroad. Through Shipit, it is possible to send parcels through both Posti and

Matkahuolto, as well as DB Schenker. For the international methods, UPS, GLS, and

PostNord is also included as options. (MyCashflow 2020k.)
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Figure 16. Shipping methods in MyCashflow (MyCashflow 2020k)

3.4 Adding product categories

When creating product categories, we should bear in mind the user experience. A great
thumb rule is, that a client should never need to use more than three clicks to find what
they are looking for. That is why we need to be careful how we build the product catego-
ries. A good idea is to go through different online stores of the same business field (figure
17) and find out how they have named their product categories. It is better to use similar
names than your competitors, as that is something the customers have already gotten
used to. There is no need to come up with new names for product categories, as that can
easily only cause confusion. Another good way to test out your product categories is to

ask some test customers to name the categories on their own. (Lahtinen 2013.)
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Figure 17. Example on product categories from Asos online store (Asos 2020)

The product category names should work on their own and with the other category
names, as well they should describe the category well. Category with a name “Others”
does not tell enough about the category itself. Products can also be added into two differ-
ent product categories. If all of the products seem to fit into many of the product catego-

ries, it is good idea to review the product category names again. (Lahtinen 2013.)

Adding product categories in MyCashflow is very easy. It is done on the “Products”-tab in
the control panel (figure 18). The order of the categories is easily changed by drag and
drop method. In the user side of the shop, the categories will be in the same order as in

the back-end side.
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Figure 18. Product categories in MyCashflow (adopted from MyCashflow 2020f)
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| tried to keep the number of the product categories in minimum, and decided to start with
only three top categories, and make a couple of subcategories for each one. By this | can
make sure that the toolbar will not be too expanded and take too much space on mobile

devices either. The customers are able to search products in the top categories or if they

are searching something more specific, they can go straight into the subcategory.

3.5 Adding products

Products are being added in MyCashflow also on the “Products”-tab in the control panel
using the green “Add product’-button (figure 19). When creating a product, it is first a good
idea to go through whether the product has variations, such as color and size, if the prod-

uct needs some specifications, or whether it is a digital download.

GMyCashﬂow Paivin jalleenmyyntiputiikki m Asetukset  Ulkoasu  Tili  Kirjauduulos  Ohje
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Figure 19. Adding products in MyCashflow (adopted from MyCashflow 2020e)

The products should be added carefully to the shop and it is a good idea to spend some
time writing product descriptions and information on the product. After all, this will be the
final page the customer will make the purchase decision. If any information is lacking, the
customer is more likely not to buy the product. For example, in the physical store, a cus-
tomer is always able to ask questions on the product from the seller or try the product on.
As this is not possible in the online store, all the information should be well presented and

accurate, so that the customer will get all the information they need in order to make the
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purchase decision. If the information is false or does not represent the product well, the
customer might make a bad purchase and end up being unsatisfied when receiving the

product and in the worst case returning the product. (Lahtinen 2013.)

All the information written about the product, will also find its way to the search consoles.
This is why it is a good idea to spend time writing the descriptions too, as they will straight
affect in your search engine visibility. As a small-sized business the marketing budget is
not expected to be very high, and thus it is crucial to perform any free marketing actions
well. Well-written content will make your site have better rankings in general and that way

increase your search engine visibility. (Cabage, N. & Zhang, S. 2013.)

3.6 Domain

As mentioned in the beginning, if the free version of MyCashflow is chosen, the store can-
not be directed into a personal domain and it will only work with www.myshop.mycash-
flow.com -address. Technically it works perfectly in the subdomain too, but marketing wise
it is not very efficient for the store. First of all, it can be hard for the customers to write
such a long address correctly. Also, when seeing it written somewhere, it is not appealing
enough for many customers and that can reduce many clicks and visits to the shop. A big
issue is also the search console visibility, which will not be counted from the subdomain.
Therefore, it is impossible to get the store to appear in the top searches, even the store
would match perfectly the customers search criteria. For these reasons, | highly recom-
mend using an own domain for the store, if at least the basic package is being chosen.
The domain should be chosen with a thought, key rulers being easy to spell, simple to re-
member and relatively short. (Belew, S. & Elad, J. 2017.)

There are an endless number of service providers on the domain and hosting side. As the
MyCashflow software is completely cloud-based service, there is no need for hosting ser-
vices - that is taken care by MyCashflow. When looking into different domain providers, it
is again a good idea to ask help from other online store managers. For small Finnish com-
pany planning to sell on Finnish market, | would suggest either one from two Finnish do-
main providers, Louhi and Zoner. They both are very popular and reliable options. It is
also possible to buy the domain straight from MyCashflow, where the MyCashflow will be-
come the domain provider. The price is slightly higher than from outside providers, but it
can be good option to have all the services from the same provider. For a small business
this option can release a bit of the workload as everything is controlled from the same

place.
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| chose to buy the domain from Zoner. The reason for this is that it was a Finnish com-
pany, they have an excellent customer service that has proved to be reliable and | was
able to get the .fi -ending to the domain. | also bought it already before choosing the

online store platform.

3.7 Design

The default theme in MyCashflow is the Barebones theme which is very simple and easy
to make modifications to. In the support section in MyCashflow’s website can be found all
guidance on how to make modifications to the themes. It requires basic knowledge of
HTML and CSS. The plug-ins also use JavaScript, so knowledge of that would be re-
quired in order to make modifications to them. The default theme also has four colour
modifications, which can be downloaded to the store. Besides the Barebones theme,
there are three different themes, that can be used free of charge in the shop, and they can
be installed directly from the control panel of the store. There are also other ready-made
themes that can be downloaded to the store, but their price is between 395 and 795 eu-

ros. Any tailored designs start from 2000 euros and up.

If you are building the design for the store yourself, you should have general guidelines in
your mind. The font should be easy to read in all sizes of screens and the colours chosen
should not be too subtle or vibrant. A good number of colours chosen could be two main
colours and two side colours, preferably similar colours or shades of one main colour. Any
background images should be avoided as that only causes distraction for the visitor. You
should also not be afraid of using whitespace in your design as that will keep the layout

from appearing cluttered. (Olsson, M. 2013.)

| was lucky to have a friend who was studying to code MyCashflow themes and | asked

them to make a design that would be trendy and work well with my products. | gave them
completely free hands in producing the theme and | was extremely happy with the end re-
sult (figure 20). The theme looks very modern and | am sure my customers will find it very

likeable too. The picture represents only the design with example products and texts.
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4 Discussion

The aim of the thesis was to build a functioning online store for a small sized business for
Finnish market. The idea was to find out about different platforms, and how can the build-
ing process be done on a chosen platform. The end product has not been launched yet

and thus a link for it will not be published in this thesis.

| chose a product-oriented thesis because | wanted to present a combination of practical
and theoretical framework. The entire process of starting an online business requires a lot
of information to be found, adopted and compared. Many of the practical choices require
theoretical background on why a certain solution should be chosen. For example, a ship-
ping method are not chosen from the software on simply gut feeling, but they require theo-

retical understanding on customer behaviour and needs.

For the thesis structure, | chose the zipper model. Every aspect of the process required
both theoretical and practical information and that was the reason behind the decision. |
believe it is clearer for the reader to understand the practical decisions, when the theory is
included in the same section. Especially, when the key thing in the building process is to
make the decisions based on customer needs. That is why we need to know the theory

and reasons behind each decision.

A key thing is to find the information and ways that are the most relevant for oneself, but
that is many times challenging in a system where the information flow is tremendous and
targeted marketing brings information to our knowledge that might not be relevant to us.
We need to be able to evaluate, whether an information someone is providing to us really
gives us value. For example, many businesses sell solutions which help the customer to
build an online store in two hours, but that normally is not the entire truth. Besides those
two hours we need endless amount of learning, information gathering and practical experi-

ence.

The truth is also, that we can never succeed, if we do not even try. E-commerce business
is all about trying and testing what works best. We need to take risks in order to declare,

what methods are the most suitable for our business and customer segment.

During this thesis writing process, | found that building a functioning online store is a long
process and requires a lot of time and effort. It is not easy to change the plan after every-
thing is set, so a lot of time should be invested in the planning process. There are many

options in the field, and it is very important to make all the decisions based on personal
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business needs. That is why it is also equally important to have a clear idea of who to sell

and in which channels.

| have tried my best to provide resources for anyone, who is facing the challenge of mov-
ing their business online. For many people, even basic online behaviour is a completely
new idea, something they will have to learn from the beginning. This is the case especially
for elder people, who did not grow up using the internet as part of their daily life. When
making decisions about shifting to online business, one’s abilities should be evaluated crit-
ically. Starting an online business requires a great amount of constant work, which will not
be finished once the building process of the store is ready. It also requires constant updat-

ing of one’s knowledge, technology usage, customer behaviour and market research.

As the technology is rapidly changing, there will be a growing amount of new applications
and software to be learnt and adopted. Many products also have very short lifeline, and
rapid changes in offering are many times necessary. All of this is very time-consuming,
and a small-size business needs to make a big effort in planning where to put the efforts

and resources.

| believe that the most important part, when choosing the platform, is to realistically esti-
mate the possibility of investing the resources, time and money being the most important
ones. Also, one should take into consideration their technical abilities, whether they are

able to find out information on their own or if they require a lot of help and guidance.

| believe that MyCashflow platform was a good choice for this project and | can recom-
mend it for anyone in a similar position. The building process was very easy with the tuto-
rials and the handbook was always available if there were any questions. Everything | was
looking help with was already covered in materials, which made the building process very

efficient.

| chose the platform due to reasons that were important to me. This means, that they are
not facts or absolute truths in different situations. There simply cannot be two completely
similar cases with similar products, customer segments, business models but also mer-
chants’ personal views, knowledge, experience and needs. This is why every e-commerce
project is different and the merchant has the biggest responsibility in finding out the best

solution for their needs.

It also should be kept in mind, that even though | did not choose WooCommerce or

Shopify platforms for this project, it does not mean they would be any worse options. The
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decision was simply made by needs for the store and | felt that MyCashflow met the

needs best from these three options.

In the future, it would be interesting to investigate, how do different people find the build-
ing process of MyCashflow online store. Because after all, my experience varies from my
background, knowledge and capabilities. It would be fascinating to look into different prob-
lems merchants are facing when building the store. Other interesting study parts would be
the development of the store — how the future of the store should be continued and de-

velop.

As the digitalisation is growing rapidly and new solutions are constantly breaking through
the markets, it would be interesting to see a similar study in five years. | believe that the
market is now in such a fast atmosphere that providers need to constantly make them-

selves relevant by developing their products in order to stay on top of their business.

Having gone through so much information on e-commerce industry, | am sure that build-
ing the store is only the top of the iceberg. After the building is ready, starts the actual
work, which is marketing, selling, enhancing the customer experience, asking feedback

and making modifications based on them.

| am satisfied on how the process went through and | was able to keep the expected
deadlines. | also was afraid in the beginning of the process, if | would be able to keep the
process clear to the reader and stick to the relevant aspects. | think | succeeded well in
this target. My biggest concern was the marketing part, which | feel is extremely important
in any online business. No matter how well the shop is built, no one will find their way to
the shop if it is not marketed to the right target group. No matter how essential this would
be when looking at the entire e-commerce building path, | had decided to limit that aspect
in order for it not to take too big of concentration from the topic. A similar thesis could also
have been presented from a marketing perspective, where all the aspects of the building

process are evaluated and discussed from the marketing perspective.

| have learned a great amount of new and interesting things about online business during
this process. | have begun to understand the extreme dimensions and possibilities of the
field. There is an increasing number of studies where we can learn different aspects for
example on customer behaviour and purchasing habits. We also need to evaluate all of

the information critically, as most of the data comes through sources that have some kind
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of financial aspect on their own in the business. For example, a study provided by a lo-
gistic company can have a target to increase the brand of the company or to create posi-

tive associations.

| am convinced that an online store is a necessity for most of the businesses in the future.
The earlier the learning process is being started, the more possibilities to get along in the
competition there will be. It will not be easy, and it will take a lot of time and effort, but that
is already the place where the purchasing is happening, so that is where the sellers also

need to be.
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