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There are several sectors of business where digitalization has been beneficial for companies. 
The goal of this survey-based on study was an exploration of the benefits and drawbacks of 
digitalization on business profitability and the formulation of effective marketing strategies. 
The data used in this research was collected with a questionnaire filled out by both the 
customers and owners of businesses. 

According to the data gathered, Consumers and businesses have embraced digitization. This 
is due to the fact that customers are keen on making purchases via digital channels.  People 
are eager to purchase online via social media marketplaces. This study led to the 
development of an effective marketing strategy. 
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1 Introduction 

If current trends continue, the e-commerce market in Finland might expand at a CAGR of 7.4 

percent between now and 2027, greatly impacting company profits in the retail sector. Online 

sales in Finland fell by 24% in Q2 of 2022, but the country's booming e-commerce sector is 

nevertheless fuelled by rising internet penetration, well-developed infrastructure, and many 

online consumers (Riski, 2020). Recent years have seen explosive growth in digital marketing 

in Finland, with the likes of Google and Facebook responsible for around half of the country's 

total digital marketing budget. It is crucial for merchants to have a strong online presence, 

since the most popular sorts of websites among Finnish customers are video websites, 

search engines, and online shops (Zoroja et al., 2020). From 2024 to 2028, the Finnish e-

commerce sector was expected to have a steady growth in revenue. In this era of rapid tech-

nological advancement, it would be wise for Finnish merchants to think about how they can 

capitalise on the rising demand for easy and mobile payment methods, the expansion of inter-

net access, and the extensive use of digital advertising as well as internet banking if they 

want to find successful marketing strategies. Retailers may better customize their marketing 

efforts to suit the changing demands of Finnish consumers if they have a better grasp of cus-

tomer behaviour changes including the prioritizing of critical purchases and cost (Wiranata & 

Hananto, 2020). The following figure shows the statistics in terms of Finland e-commerce rev-

enue that is projected till 2028. 

 

Figure 1. Finland: E-commerce market revenue 2018–2028 (Statista, 2024). 
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The study's premise, objective, and topical backdrop will all be covered in this chapter. Both 

the issue's history and the justification will provide readers a good idea of what the topic is 

and why this research is being undertaken. Finding out what the researchers want to accom-

plish at the completion of the study is made possible by the research objectives outlined here. 

Also included in this chapter are the research questions that will be answered by the study, as 

well as the relevancy of the research to both the literature and industry. 

1.1 Background 

The severe economic realities, and not so much environmentally conscious purchasing 

trends, are propelling Finland's online retail industry toward a significant downturn. Online 

sales have dropped significantly as a result of consumers diminished buying power caused by 

rising inflation and interest rates. Consumers are becoming more frugal as a result of falling 

disposable incomes caused by rising living expenses (Chapagai, 2022). 

Despite ranking first among EU countries for sustainability in consumer spending, the current 

economic crisis has altered consumer behaviour in Finland, placing a premium on financial 

stability over sustainability (Moukhtasser, 2021). This thesis will serve the purpose of boosting 

the online marketing in this digital transformation era via providing some strategies that busi-

nesses in Finland can adopt to revive the status and enhance profitability in the retail industry 

(Inkinen, 2022). 
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Figure 2. Business Finland strategy ( Business Finland, 2024). 

More and more people are using social media every day for things like getting their news, do-

ing product research, and having fun, therefore businesses need to figure out how to promote 

to these people on social media (Dong, 2017). Nevertheless, there are a number of obstacles 

to overcome when trying to reach consumers through social media (Soava et al., 2022). 

These include things like the fact that there aren't enough reliable scales to measure, the truth 

that social media platforms are always evolving, and the fact that researchers are not yet able 

to use social network analysis to study the impact of electronic word-of-mouth on consumers' 

attitudes and behaviours (Rusachenko, 2020).  
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Following figure shows the most popular social media platforms and their use these days for 

marketing. 

 

Figure 3. The Most Popular Social Media Platforms 2024 (Word Stream, 2024). 

For billions of people all around the globe, digital communications tools like the internet, social 

media, and mobile applications are now an integral part of their daily lives. Nearly 60% of the 

world's population, or 4.54 billion people, use the internet regularly, according to data from 

January 2023. For a large portion of the global population, social media use has become in-

dispensable (Roszko-Wójtowicz et al., 2024).  
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The global population of social media users was 3.96 billion in 2020.By 2027, this is antici-

pated to have increased to nearly 5.43 billion (Gogonea et al., 2024). The following figure 

demonstrate the social media users with 2020 data. 

 

Figure 4. Global social media users in 2020 (Kemp, 2020). 

In order to reach their marketing goals, businesses may use strategies for social media and 

digital marketing that are quite inexpensive. Over 88% of companies use Twitter for advertis-

ing, and there are over 50 million businesses with Facebook sites (Kırcova et al., 2021). 

A lot of political campaigns and public service announcements have made use of social me-

dia and other digital tools to get the word out. People are spending more and more time 

online doing research, discussing goods and services with other buyers, and interacting with 

businesses. In light of this shift in customer habits, many companies have begun to include 

social media and digital marketing approaches into their overall marketing strategy (Krishen et 

al., 2021). 

Businesses may reap several benefits if they include social media marketing into their 

broader plan. By interacting with their consumers on social media, businesses may raise 

brand recognition, shape consumer sentiment, get useful input to enhance existing offerings, 
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and ultimately boost revenue. As people become less reliant on face-to-face interactions and 

conventional forms of communication, companies are scrambling to find ways to keep up with 

the competition by maximizing their presence online and via social media (Darma & Noviana, 

2020). The new reality of customers having more power and being more conscious of societal 

and cultural standards presents significant problems for organizations designing their online 

communication strategy and strategies. In today's world, customer complaints have the power 

to reach millions of people in an instant, leading to bad online word of mouth that may impact 

businesses negatively (Dolega et al., 2021). Following figure shows the total users of social 

media in whole global population. 

 

Figure 5. Social media usage of population (Chaffey, 2024). 

Every facet of a company's activities, from management and marketing to sales and opera-

tions, may benefit from digitization. Digitalization is the utilization of technologies to produce 
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value-adding and revenue-generating opportunities while transforming the business model 

(Olson et al., 2021). Basically, digitalization is when digital technology is used to improve the 

speed and efficiency of company operations, among other uses. The advent of the internet 

has made digitalization not just fashionable, but essential, in the sales industry (Saura, 2021). 

Following figure shows the advantages of digitalization. 

 

Figure 6. Benefits of Digitalization in business (Rybii, 2021). 

Digitalization works and helps businesses in several ways. In order to enhance the effective-

ness of networks, goods, and services, digitalization is an imperative for the organization. Dig-

ital record keeping, process monitoring, and data flow maintenance are all areas that benefit 

from this as well. In addition to human resources, operations, and finance, a distinct software 

application has assisted organizations with various other functions. In order to take advantage 

of chances to increase efficiency in parts of production or operations, digitalization is neces-

sary. In order to increase sales and aid in better, more skilled decision-making, digitalization 

is essential for sales (Li et al., 2021). Better financial operations and judgments are made 

possible by the integration of technology in digitalization in finance. The following figure 

shows the key factors of the impact of digitalization on marketing activities. 
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Figure 7. Key factors of the impact of digitalization on marketing activities (Sroka, 2020). 

Several causes are driving the widespread usage of digitalization in various corporate opera-

tions. Digitalization improves company operations for efficiency and workflows, helps firms 

connect with customers and establish relationships, and increases revenue growth. Innova-

tion, increased efficacy and output, enhanced agility, more efficient use of resources, and 

heightened resilience are all advantages of digitalization. Therefore, there are several ways in 

which digitization benefits businesses (Arora & Faisal, 2022). Digitalization may greatly assist 

companies in the areas of marketing and sales. Growing one's online and social media pres-

ence is an integral part of any successful marketing and sales strategy. Online sales include 

the sale of products via electronic commerce platforms (Romero Leguina et al., 2020). Busi-

nesses may benefit from online and e-commerce if they want to boost product sales and in-

come. 

In today's interconnected world, digitization has several advantages for companies. The rea-

son for this is because globalization opens several options via global collaboration networks 

and open innovation platforms. Foreign market expansion can be accelerated with the assis-

tance of digitalization. Businesses also offer items from their native country in these interna-

tional or overseas markets. For instance, the distribution of Asian goods within European na-

tions. Digitalization makes it feasible to create marketing and sales (Vieira et al., 2022). 
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This research is based on the retail industry of Finland. To put some depth in studies, three 

business companies with an online footprint are selected for this research. Survey conducted 

in this research was based on questionnaire on three retail business, briefed below. 

With regard to electronics, residential appliances, and associated services, Gigantti stands as 

the preeminent retailer in Finland. The electronic product retail business is Gigantti's forte, 

and the company sells everything from home appliances to telecoms and internet technolo-

gies (Dorairaju, 2018). 

 

Figure 8. Gigantti store.  

The Finnish retail giant Kesko has many shop brands, such as K-City market, K-Rauta (home 

improvement), and others. With a wide selection of goods, these businesses have built a solid 

online presence. 

 

Figure 9. Kesko Supermarket Outlet. 
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The Finnish department store chain Stockmann is quite visible on the web. Style, cosmetics, 

home decor, and more are just a few of the many product categories it serves (Pekkala, 

2023). 

 

Figure 10. Stockmann department store. 

Therefore, the author of this thesis has selected multi-case studies of Gigantti, Kesko and 

Stockmann to develop the research and the findings will cover the overall retail industry of 

Finland given the diversity of the products these companies provide. 

1.2 Research Rationale 

Regardless of sector or size, digitalization has become standard practice for all types of busi-

nesses in Finland. By increasing visibility, speed, and efficiency, digitalization may be a 

game-changer for businesses looking to expand and thrive. The objective of this study is to 
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investigate the utilize and consequences of digitalization for organizations that operate on a 

global scale. The goal of this research is to identify areas of opportunity in digitalization for 

companies of Finland. Specifically, this study aims to identify low-cost and successful digitali-

zation strategies that might benefit retail firms in Finland. 

1.3 Research Aim 

Amidst the digital transformation era, the aim of the research is to explore the impact of online 

and digital marketing on the business profitability in the retail industry of Finland and to devise 

ways and strategies for effective marketing.  

Through a studying of three prominent retail corporations—Gigantti, Kesko, and Stockmann—

this study seeks to offer significant perspectives on the implementation and repercussions of 

digitalization for Finnish retail sector businesses. 

1.4 Research Objectives 

The aim of this research can be achieved through the following objectives. 

1. Determine the effects and advantages of digitization. 

2. Assess the potential applications of digitalization within the retail industry. 

3. Aiming to assess the level of consumer and company acceptance of digitalization. 

4. As a means of proposing marketing strategies via which companies may benefit from 

digitization 

1.5 Research Questions 

This research is based on the following research questions that will be addressed by the re-

search to meet the objectives set by the researcher. 

• What is the current state of online sales trends in Finland's retail business and what 

is the potential for future growth? 

• In order to increase their profits, what were Gigantti, Kesko, and Stockmann's most 

successful internet marketing strategies? 
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• How do people in Finland often purchase online, and what are the main elements 

that affect their purchasing habits? 

1.6 Thesis Structure 

The following figure shows the overall layout of the thesis as well as the order in which the 

various chapters will be presented. 

 

Figure 11. Thesis Structure (developed by author). 

Introduction

• To set the stage for the rest of the thesis and give the reader an idea of its 
purpose, this first chapter provides background information on the issue.

• The chapter that establishes the thesis's overall direction is crucial to the thesis. 

Literature
Review

• A summary of the relevant literature will be included in this chapter of the thesis.

• The goal is to find a gap in the existing literature that this study can fill.

Research 
Methodology

• The research technique is the backbone of this study, providing the framework for 
all subsequent research, including data collecting and analysis is discussed in this 
chapter.

Data Analysis 
and 

Discussions

• Collecting data and drawing conclusions from that data will be part of this chapter. 
Analyzing data depending on the technique chosen is an important part of data 
analysis.

• It helps to comprehend the data and relate it to the goals and objectives of the 
research.

Conclusion

• The whole thesis will be concluded and suggestions will be made in light of the 
study results.

• This chapter plays a critical role in determining the extent to which the study's aims 
and objectives have been satisfactorily attained.
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1.7 Research Significance 

As more and more Finns choose to purchase online, the country's e-commerce business has 

been expanding at a steady rate. Convenience, a diverse product offering, and the maturation 

of safe online payment methods are all reasons for this expansion. Conspicuous online pur-

chases consist of apparel and footwear, electronic devices, books, and domestic commodities. 

Online purchases across a variety of product categories are becoming more and more common 

among Finnish consumers (Hallikainen & Laukkanen, 2021). 

How we engage in social commerce, make choices, and purchase online have all been pro-

foundly impacted by the dramatic shift in consumer behaviour brought about by the wide-

spread availability and use of portable electronic devices. Online retailers have benefited from 

consumers' more favourable perceptions of online purchasing thanks to the proliferation of 

online advertising and social media (Alkis & Kose, 2022). Another factor that has affected 

customer behaviour is the proliferation of shopping channels, which has led to a more dis-

persed buying experience for consumers. Mobile tools, shopping applications, location-based 

services, and mobile wallets are just a few examples of how customers everyday lives are be-

ing influenced by mobile channels, which have become the standard (Wendelin, n.d.). 

Facebook, Snapchat, Twitter, and many more are just a few of the social media sites that 

businesses use for social media marketing. Marketing strategy and target customers dictate 

the platforms to be used. As technology continues to evolve and progress, the implementation 

of digitization has consistently been enhanced. Nonetheless, businesses encounter numerous 

obstacles when attempting to digitalize their operations effectively. For Finnish companies 

thinking about becoming digital, this research will help them see the bigger context and all the 

ways that might benefit them (Macarthy, 2021).  
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Following are the fundamentals of social media marketing demonstrated in the figure. 

 

Figure 12. Social Media Marketing for Businesses (Word Stream, 2024). 

1.8 Summary 

The chapter provided context for the issue, stated the study's purpose, and outlined its aims. 

Beyond this, the chapter covered the thesis's structure, outlining the order in which the vari-

ous chapters would be. This chapter also covered the study's significance and its justification. 

In sum, the reader was given enough context in this chapter to grasp the idea that would be 

elaborated upon in the thesis. 
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2 Literature Review 

2.1 Introduction 

In this chapter of the thesis, the current literature about and pertinent to the subject under in-

vestigation will be reviewed. This will include a literature evaluation of previously published 

works on digitalization, its uses and advantages, and its implementation in firms. In this cru-

cial chapter of the study, the researcher learns about the need for the study and how it will fill 

a gap in the knowledge. 

2.2 Benefits of Digitalization 

The ever-changing business scene in Finland has put digital marketing front and center. The 

nation is fully embracing the digital age and is excitedly taking advantage of all the possibili-

ties it presents. Finland provides a dynamic environment for enterprises aiming to enhance 

their online visibility and establish profound connections with their target demographic by cap-

italizing on the nation's thriving digital infrastructure and perpetually connected populace 

(Ritter & Pedersen, 2020).  
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The following figure shows the benefits of digitalization that business can achieve. 

 

Figure 13. Benefits Of Digitalization (India, 2022). 

Businesses are undergoing digitalization as they incorporate online tools and innovation into 

their operations and activities. Because it alters the way the business functions and communi-

cates with its clients or sources of income, digitalization is fundamentally a revolutionary pro-

cess. Organizations undergo digital transformation when they digitize their physical data. One 

such practice is the replacement of physical registers with software and computers for data 

storage. Digitization refers to the process of moving information from a physical format to a 
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digital one. The goal of digitization is to enhance corporate operations and activities via the 

use of digital data (Caputo et al., 2021). Digitalization is a powerful tool that may be used to 

enhance many business operations and models. 

The rapid expansion of internet-based retailing is the result of numerous factors. Some of 

these factors at work include improved and more readily available product information, more 

selections, more vendor openness from the customer's point of view, and the possibility of re-

duced pricing due to reduced fixed-cost operations. Therefore, mere factual recognition of the 

declining dominance of stationary retailing is insufficient. How and why will this tendency per-

sist? Those are questions that must be answered. Logistics, selection, transaction, infor-

mation, and service are all essential retail operations that must be carried out regardless of 

the actual participant in the industry. However, it is not yet obvious how digital transformation 

will impact this value-creation process (Muthuraman, 2020). 

The consumer's first point of contact for all things related to information and transactions has 

always been the brick-and-mortar store. The rise of new competitors, such as manufacturing 

or internet platforms, is putting pressure on that interface and hastening the demise of brick-

and-mortar stores. When it comes to future interactions with consumers, who exactly will play 

a pivotal role? since an example, retailers may not be the first "address" for conducting a re-

tail transaction since the proliferation of internet of things (IoT) technology makes it possible 

to automate several economic activities (Hendriarto, 2021). To that purpose, brands (manu-

facturers) actively seek out interactions with consumers. They may construct strong brand 

ecosystems that connect with customers via internet of things (IoT) apps, direct sales, partici-

pation and interaction programs, and personalized communication, all of which provide novel 

value propositions and elevate brands to the level of an experienced phenomenon. In addi-

tion, strong online marketplaces have mushroomed, facilitating transactions between a multi-

tude of vendors and consumers (e.g., JD, Alibaba, Amazon Marketplace). They are able to 

profit from every transaction even if they don't have inventory because they take advantage of 

existing market inefficiencies. For this reason, author is interested in learning how the digital 

revolution will fundamentally alter the point of contact between the business and its final con-

sumers (Broccardo et al., 2023). 

Time savings, higher productivity, improved document quality, faster reaction times, and sim-

plified work processes are just a few of the many advantages that businesses may reap from 

becoming digital (Dolega et al., 2021). 
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Because digital processes take less time than manual ones, firms may save time via digitali-

zation, which is a major benefit. A further advantage of digitization is the acceleration of labor, 

which allows companies to do more in less time. Automated operations boost speed, while 

digitalization decreases the need for human intervention (Dwivedi et al., 2021). 

 

Figure 14. Core elements of digital transformation (Nick, 2023). 

Because of the great precision and decreased mistake rate of digital documents, their quality 

may also be enhanced with their assistance. In addition to reducing the likelihood of human 

error, digitization facilitates the altering and updating of documents in an efficient manner. 

• One major advantage of digitization is the improvement of communication due to the 

ease of sharing and accessing information. One key advantage is that businesses may 

enhance their communication with consumers and other outside parties (Knudsen et 

al., 2021).  

• Digitalization may help companies achieve sustainability by allowing them to change 

their business model. In the long run, it helps businesses save money, make better 

choices, and streamline their operations, all of which contribute to their sustainability 

(Cagle et al., 2020).  
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• In addition to this, digitalization has many other advantages, such as the optimization 

and automation of processes, elimination of mistakes, and higher profitability due to 

cost savings. Improvements in productivity and efficiency may lead to lower expenses 

and more profits (Imgrund et al., 2018). 

• In retail organizations, digitization also yields significant advantages such as enhanced 

decision-making capabilities and improved process efficacy. The effectiveness of a 

business is heavily reliant on the caliber of its decisions; digitalization enhances deci-

sion-making, which is advantageous for the organization (Kirchmer et al., 2017).  

• Rosin et al. (2020) list increased flexibility, resource savings, and enhanced opera-

tional efficiency as some of the advantages of digitalization. Streamlining product and 

service processes enhances operational efficiency, and digitalizing these processes 

may provide businesses a competitive edge. You may make better decisions that help 

your company expand by improving your insights into your competition and consum-

ers. You can also save time and work by using digitalization information to carry out in-

tense procedures. Numerous procedures and practices make up a business, and digiti-

zation makes them easier to carry out. 

2.3 Finland’s Internet Penetration Grade 

Finland, the picturesque country known as the "land of a thousand lakes," has enthusiastically 

embraced technology and achieved an impressive internet adoption rate. Given the remarka-

ble 92.99% rate in 2022 as shown in figure below, it is reasonable to deduce that a substan-

tial segment of the populace is connected to the internet. For that reason, the market holds 

great promise for businesses seeking to enter or extend their operations inside the nation 

(Salmela-Aro et al., 2017). 
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Figure 15 Finland Internet users (The global economy, 2022) 

There is a plethora of opportunity for digital marketers in Finland because to the country's 

high internet penetration rate. One benefit is that it facilitates communication with prospective 

clients by demonstrating the openness of the Finnish people to digital solutions. The substan-

tial online presence of the Finnish populace provides opportunities for organizations to effi-

ciently advertise their goods and services, cultivate brand recognition, and forge significant 

relationships with their intended demographic (Zych et al., 2023). 

There are a lot of room for development and expansion in Finland's digital environment. Ow-

ing to the technologically proficient populace, enterprises can leverage the immense potential 

of electronic commerce to effectively engage with clients throughout the nation, including 

those residing in the country's most isolated areas. Thanks to its high level of internet connec-

tion, Finland is a great place for companies to sell their goods or provide their services. 
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Figure 16. Finland as a global leader of digitalization (Finland Promotion Board, 2021). 

In addition, the strong infrastructure in Finland guarantees consistent access throughout the 

nation, which is shown in the high internet penetration rate. The widespread availability of 

high-speed internet in Finland facilitates effortless online interactions, including conversation, 

information exchange, and shopping. By virtue of this strong digital infrastructure, businesses 

are capable of capitalizing on technological advancements, providing outstanding user experi-

ences, and maintaining a competitive edge (Kim et al., 2010). 

2.4 Studying the Future of Online Shopping in Finland 

Finland is not an exception to the rule that e-commerce has assumed a more significant role 

in our progressively digital world. Online shopping in Finland has grown rapidly in 2023, 

reaching new heights and including a wider range of goods and services. More about the pat-

terns and behaviors of online shoppers in Finland are covered in this article (Agyapong, 

2018). 
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Figure 17 Online shopping trends in Finland (Statistica Consumer Insights, 2022) 

2.4.1 Changes in purchasing habits and growth 

In recent years, online shopping has grown in importance and penetration in Finland. In the 

last twelve months, an astounding seventy-seven percent of Finns have shopped online. Con-

sumer behavior has expanded to encompass enduringly popular sectors such as apparel, 

electronics, and travel. Products related to cosmetics, home electronics, and pharmaceuticals 

have all shown a surge in demand (Koskinen, 2021). 

2.4.2 Why digital marketing is crucial for online stores 

The success of online stores is highly dependent on digital marketing. Brand awareness and 

customer experience are becoming more important in an educated and demanding Finnish 

consumer market. Reaching and engaging consumers requires effective digital marketing 

methods including targeted advertising, social media campaigns, and email marketing 

(Dastane, 2020). 
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2.4.3 Search Engine Optimization's (SEO) Impact on Online Retail 

Providing businesses with the means to connect with potential clients via search engines, 

SEO is critical for e-commerce. An SEO strategy in Finland, a country where Google is king, 

should center on creating content that is relevant to the target audience, optimizing keywords, 

and making websites that are easy to use on mobile devices (Husain et al., 2020). 

 

Figure 18. Importance of SEO (WordStream, 2024). 
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2.4.4 Services and travel share 

A whopping 34% of all online purchases are now for travel-related services. The observed ex-

pansion signifies the growing enthusiasm and trust that Finns have in utilizing digital platforms 

to reserve and oversee travel services (Tuomela, 2022). 

2.4.5 Methods of payment and the demand for local goods 

The most common way to pay is via internet banking, however mobile payments are becom-

ing more popular. Over two-thirds of Finns prefer shopping at local online stores, demonstrat-

ing a significant preference for local items in e-commerce in Finland (Lassila, 2023). 

2.4.6 The timing and seasonality of online trade 

Online shopping is especially popular on Fridays. The numbers for online purchases are often 

indicative of big sales occasions like Black Friday. On the other side, internet shopping is usu-

ally less busy on Christmas Eve. 

2.4.7 Comparing Finnish and European shopping experiences 

Like the rest of Europe, Finland has seen a rise in the popularity of online shopping for ap-

parel and gadgets. While regional factors do matter, this indicates that some worldwide 

tendencies have a more significant impact on the evolution of e-commerce (Misodi, 2023). 

 

Figure 19 Finland: The most mature digital economy in the EU (DirectLink, 2020) 
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E-commerce is an integral part of daily life for the Finnish in 2023. The success of every 

online store depends on search engine optimization and digital marketing. Online shopping is 

becoming more popular as a result of customers' increasing need for convenience, safety, 

and speed, and local e-commerce is expanding to meet this demand (Aluoch, 2023). 

2.5 Streamlining retail business operations using digital means 

The term "business operations" refers to the processes that companies use to operate their 

day-to-day operations and ensure that they continue to produce income. It is impossible for a 

company to supply its wares and services to consumers without its operations (Ishfaq et al., 

2022). Retail operations include supply chain management, inventory, stock layout, and stock 

control. 

Research was conducted by Mukherjee and Wood (2021), to investigate how digitization has 

affected unorganized retail companies. This prompted researchers to conclude that digitiza-

tion helped loosely structured retail enterprises diversify their product lines, eliminate duplica-

tion of effort in managing inventory and purchasing, and overcome resource constraints. The 

effect on companies and their owners was quite beneficial. The following exemplifies the im-

plementation of digitalization in operations: procurement, inventory management, and re-

source management. To keep items in sufficient supply and inventory under control, the retail 

industry relies on the procurement and inventory management processes. 

The purpose of the research by Ramazanov et al. (2021), was to determine how digitalization 

and technological advancement have affected retail transformation within the framework of 

globalization. The research concluded that there is a tight connection between the information 

process and social-cultural globalization. 

Procurement is a critical operational function within the retail industry. Internal and external 

variables are the key categories into which prepositions reflecting digitalization strategies in 

procurement fall. Complexity inside the organization, as well as aspects such as motivation, 

communication, support, intervention in process architecture, control, and procurement, are 

all considered internal factors. Procurement digitalization is also influenced by external dy-

namics and coercive pressure. Developing procurement digitalization while keeping these 

concerns in mind is crucial (Seyedghorban et al., 2020). Following strategies can be adopted 

for making the operations of a business digitalized. 
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2.5.1 Digitalized inventory management 

Digitalization allows for the execution of this inventory activity, among others. The process of 

digitizing inventory management includes using user-friendly and sophisticated software to 

keep track of shop goods. This will aid in keeping tabs on the amount of merchandise on 

hand, which may greatly improve the store's inventory management. The organization's in-

ventory needs may be better planned with this information. Businesses may profit from inven-

tory management since it allows them to recognize when their inventory level is low enough to 

warrant restocking. Simultaneously, keeping a suitable amount of goods also requires good 

inventory management (Caon et al., 2020). Inventory management is crucial for retail busi-

nesses. Businesses may also profit from smart planning by investigating items that are in de-

mand as well as those that sell less. The following figure shows the basics of digital inventory 

system. 

 

Figure 20. Digital inventory system (ScienceSoft, 2023). 

2.5.2 Data-driven decision-making 

The success of companies and organizations depends on their ability to make good deci-

sions. Making choices with data and information at the center is known as data-driven deci-

sion-making. It can be extremely beneficial to base decisions on data and information. Some 

ways that businesses might optimize their resources and skills include using huge data and 
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machine learning to make better decisions (Bousdekis et al., 2021). Decisions may be made 

on the usage of resources and materials in the company, as well as decisions regarding cus-

tomers, such as their likes and preferences. 

2.5.3 Digitalized procurement 

The procurement process holds significant importance as a business operation or activity. An 

important part of efficient procurement is making sure that retailers never have too much or 

too little inventory. The situation is unfavorable for the company in one way or the other. Us-

ing data and other accessible information, digitalized procurement software may assist in de-

termining which supplier can provide the necessary items. Meanwhile, digitizing procurement 

may streamline the process and make it more efficient. The process of digitalized procure-

ment includes the automated reordering of items according to stock levels. Space optimiza-

tion and inventory storage cost reduction are both helped by this. The following figure illus-

trates the benefits of digital procurement (Seyedghorban et al., 2020). 

 

Figure 21. Benefits of Digital Procurement (Chakraborty, 2024). 
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2.5.4 Digitalized customer service 

For the sake of efficiency, this is another crucial task that retail establishments may digitize. 

As part of customer service digitization, issues and complaints raised by consumers are ad-

dressed via digital channels. Listening to and reacting to consumer complaints using digital 

channels is one example of digitalized customer service (Sun et al., 2020). Chatbots and cli-

ent-focused social media accounts are just two examples of the many digitalized customer 

service options available. The company's mobile apps and websites may make use of chat-

bots to provide answers to commonly requested inquiries. The utilization of chatbots to ad-

dress customer inquiries and resolve straightforward problems can prove advantageous for a 

business. 

2.6 Streamlining retail business sales processes with digitalization 

The term "digitization of sales" refers to the movement away from paper-based sales pro-

cesses and toward their digital counterparts. Simply put, the term "digitalization of sales" de-

scribes the practice of doing sales-related operations using digital platforms. Online shopping 

stands out as a prime illustration of how retail sales have been transformed by digitization 

(Hokkanen et al., 2020). 

E-commerce refers to the buying and selling of products and services via the Internet, involv-

ing the transfer of monetary funds and information necessary to finalize the transaction. Elec-

tronic commerce (E-commerce) is a pioneering aspect of the digital transformation that organ-

izations have initiated.  The foundation of electronic commerce is the use of information and 

data to finalize deals. E-commerce enables the digital transaction of products and services for 

purchase and sale. This works by allowing customers to peruse a company's inventory via 

their website or mobile app before placing a purchase. The next step is for the business to ful-

fill the clients' orders by sending them tangible goods (Ntumba et al., 2023). 

2.7 Retail marketing's transition to digital 

Online and other electronic material and technology are used by digital marketers to advance 

"modern marketing" and achieve marketing objectives. Digital technology includes devices 

such as computers, cellphones, the iPad, and other similar platforms. The objective is to inter-

act with consumers in an interactive manner via electronic channels. Digital advertising 
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seems to be most prevalent on social media, cellphones, analytics, and e-commerce sites 

(Kivivuori & Tamminen, 2022). In reality, it comprises overseeing several forms of a compa-

ny's online presence, such its website and description, via the use of strategies for online 

communications. Using E-CRM to attract new clients, enhance the customer experience, and 

forge customer relationships entails a variety of strategies, including SEO, social media ad-

vertising, internet advertising, email marketing, and partner collaboration (Hänninen, 2020). 

Companies need a strategy for their online marketing since it helps them figure out what digi-

tal marketing techniques and tactics will work for them. One component of digital advertising 

plans that helps businesses concentrate and connect their marketing activities with their goals 

is an online advertising strategy. Additionally, it facilitates the recognition and involvement of 

appropriate prospective customers. Digital marketing strategies employed by numerous busi-

nesses vary according to the circumstances (Westerholm, 2021). 

Organization, company model, strategy, and vision should all work hand in hand with a digital 

marketing plan for success. Its clientele and objectives are consistent. Client interactions can 

only be fruitful if the channel's business strategy is compelling. Using both online and offline 

channels, the organization has a well-defined plan to draw customers to its social media 

channels. Outside of that, customers should have assistance with every step of the online 

buying procedure. Establishing a web presence throughout the growth and recruitment stages 

may reveal the whole lifespan of online consumers (Ala-Fossi, 2020). 

2.8 Digital marketing types 

When it comes to marketing and communicating with clients, there are a number of online 

messaging options to choose from. The following are some of the most popular digital market-

ing tactics used by companies today. 

2.8.1 Search Engine Marketing (SEM) 

Using search engine marketing (SEM), one may increase the amount of hits on a certain term 

when people use an internet search engine. Two SEM strategies include pay-per-click and 

optimizing Google Ad Words. One paid strategy that makes use of sponsored content or ads 
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is pay-per-click. SEO is a no-cost service that helps users to have search results clicked on in 

a more organic or automated way (Nyagadza, 2020). 

2.8.2 Partnerships via the web 

It advertises online services via the websites or email correspondence of third parties. In the 

future, this will lead to a collaboration with other suppliers. Co-branding, hyperlinks, promoted 

links, developers, and online advertising are all methods utilized by businesses to establish 

partnerships (Saura, 2021). 

2.8.3 Online Public Relations 

Corporate, brand, and product presence on third-party websites that may attract the firm's tar-

get audience is known as online public relations. Sites like this include social networking, 

blogs, podcasts, and feeds. Another kind of digital public relations is handling public affairs via 

third-party websites and responding to bad comments (Puthussery, 2020). 

2.8.4 Marketing through Social Media 

Social media marketing refers to the practice of promoting a product or service via the appli-

cation of social networking sites in order to reach and engage with a target audience. Internet 

word-of-mouth and viral advertising have a role in this. Companies utilize the content to 

spread their messaging, persuade people to notice them, and maybe even take action 

(Manzoor et al., 2020). 



40 (100) 

 

Figure 22. Benefits of social media marketing (Word Stream, 2024). 

It enables businesses to encourage client interaction via their platforms. Because of its audi-

ence-engaging capabilities, it may serve as a traditional put-on-air medium for disseminating 

data and communications to consumers or business colleagues. Mason et al., (2021) found 

that marketing, customer service, and product promotion all have a role in interactions be-

tween consumers on social media. In order to better understand their customers and boost 

their reputation, companies are use social media to gather more information. 

2.9 Maximizing the Influence of Social Media Advertising 

Businesses may tap into new demographics and markets with the aid of social media market-

ing. Previously untapped consumer categories may be accessed by businesses via focused 

advertising and interaction. With the help of social media platforms, companies may set up 

shop online and reach customers all over the world. This concept of a virtual marketplace en-

ables organizations to effectively exhibit their products and services (Irshad et al., 2020). 

The efficacy and efficiency of social media marketing have contributed to its meteoric rise in 

popularity. With its help, businesses may efficiently and cheaply reach a large audience. 
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Boosting brand recognition and acquiring new consumers are two primary goals of retail en-

terprises' social media marketing strategies. Pique the interest of prospective clients with the 

aid of compelling content and focused approaches (Farook & Abeysekara, 2016). 

2.10 Social Media Marketing Challenges 

Although there is no denying the benefits of social media marketing, implementing it is not 

without its share of difficulties. The study by Keegan & Rowley (2017) highlights the utilization 

of effective analytical tools and the significance of active participation. Difficulties in effectively 

executing social media advertising tactics may arise from inadequate engagement or instru-

ments.  

The following figure shows the top challenges faced by brands in social media marketing. 

 

 

Figure 23. 5 Social Media Challenges Brands are Facing (Forsey, 2023). 
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The establishment and upkeep of a corporate website is frequently mentioned as being one of 

its most difficult facets of digital marketing. Having a well-coordinated web presence that sup-

ports a company's marketing goals requires investment of time and money. 

2.11 Consumer Benefits from Digital Marketing 

Rapid technological advancements have resulted in a transformation of consumer purchasing 

patterns. Among the reasons why companies use digital marketing extensively is because it 

has benefits for consumers. The following are some of the benefits discussed in the literature. 

2.11.1 Know what products or services are available to you 

To keep themselves informed about business happenings, consumers might employ digital 

marketing tools. Companies are always adding new information about their goods and ser-

vices, and many consumers may use the internet whenever and wherever they choose. Con-

sumers may now quickly research new goods and services thanks to digital marketing and 

digitization. They are able to keep up with the news and, more importantly, purchase new 

goods and services quickly after their introduction, which keeps them relevant (Rowley & 

Keegan, 2020). 

2.11.2 Enhanced participation 

Digital marketing allows customers to participate in the company's operations. The company's 

website allows customers to read product descriptions, make online purchases, and provide 

comments and reviews (Pacanha, 2021). Also, because to digitization, customers have more 

ways than ever before to connect with brands and shop online. 

2.11.3 Ease of comparison 

Given the proliferation of organizations vying to market their products or services via online 

advertising, it is presently the most judicious and time-efficient method for customers to evalu-

ate the services and products of various vendors. Customers are not required to visit numer-

ous stores in order to obtain information about the products or services they are interested in 

(Zollo et al., 2020). 
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2.11.4 Round the clock shopping option 

You may buy online at any time of day or night; there are no restrictions on when customers 

can make purchases. As a result of this crucial perk, buyers are free to make their purchases 

whenever it suits them. Generally, offline or physical retail establishments have set hours of 

operation, with the exception of a few instances, in contrast to digital enterprises. Online 

shopping allows customers the freedom to order whenever it's most convenient for them, ra-

ther of being limited to store hours (Evans et al., 2021). 

2.11.5 Known Price Comparison 

In order to make prices very clear and easy to understand for customers, the business uses 

modern marketing platforms to showcase product or service pricing. The firm may periodically 

modify the estimate or extend offers. Buyers may see the whole pricing range of an item, in-

cluding any applicable discounts, as well as any applicable taxes. As a result, the process is 

performed with greater clarity (Tuten, 2023). 

2.11.6 Customer Feedback and Reviews 

Through digital marketing, viewers have the option to share content about products or ser-

vices. Communicating and gathering information about product attributes is a breeze with dig-

ital media. Viewers may effortlessly share items with others while surfing digital platforms, ac-

cording to this feature. When consumers struggle to purchase products due to a deficiency in 

decision-making, this presents an advantageous circumstance. 

2.11.7 Quick purchase 

In conventional marketing, consumers see the ad first, then go to a nearby business to buy 

the goods or services. Thanks to internet marketing, consumers have the option to purchase 

items or services immediately (Tarsakoo & Charoensukmongkol, 2020). 
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2.12 Resources needed for Retail Businesses to become Digital 

2.12.1 Hardware 

An additional resource necessary for the digitalization of retail businesses is hardware. Hard-

ware consists of physical components and instruments, such as processors and Internet of 

Things devices. There can be no software that functions or runs without this crucial compo-

nent. Investment in hardware is also necessary for businesses looking to digitize their opera-

tions. In order for enterprises to be ready to embrace digitalization, hardware development 

also includes building their infrastructure (Saarikko et al., 2020). 

2.12.2 Skilled staff 

One of the most valuable assets for any retail company looking to digitize is its skilled work-

force. In order for the company's digital technology to function properly, the employees work-

ing there must have received extensive training. Companies that are contemplating digitaliza-

tion must hire personnel and employees who possess the necessary skills and knowledge to 

manage the organization on digital platforms (Klein & Todesco, 2021). Proficiency in data sci-

ence, artificial intelligence, and machine learning, in addition to technological prowess, are es-

sential qualifications for personnel. 

2.12.3 Software 

Assigning and carrying out particular tasks requires a collection of data, programs, and in-

structions that constitute software. The utilization of software is critical for the execution of 

various digitalization-related duties, including inventory management and decision-making. 

Many facets of running a company may be facilitated by software, including procurement, in-

ventory management, and other related operations. Similarly, a company's software is the 

foundation of its social media marketing (Verhoef et al., 2021). 
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2.12.4 Digital data 

Digitized data is the foundation of digitalization. Software and hardware programs rely on digi-

talized data for execution, making it crucial. A wide range of programs rely on this data to 

carry out their operations (Shankar et al., 2021). 

 

Figure 24. Digital Marketing Tips ( Kumar, 2020). 

2.13 Limitations of businesses to digitalization 

2.13.1 Lack of required skills 

When it comes to wanting to digitalize their operations, businesses sometimes struggle due to 

a lack of the proper personnel or abilities. Companies encounter challenges in attracting suit-

able personnel for digitalization due to their inability to offer competitive compensation and 

benefits. A thorough understanding of digitalization, software management included, is essen-

tial for anybody planning to digitalize their company. 
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2.13.2 Lack of business capability 

This obstacle poses a significant challenge to businesses as they strive to transition to digitali-

zation. A major obstacle for businesses is a lack of competency, which manifests itself in the 

absence of an adequate system. Businesses must invest in both software and hardware and 

employ personnel who are capable of performing a variety of business-related duties in order 

to have the necessary capabilities (Gebauer et al., 2020). 

2.13.3 Experimental capacity 

Because of limited means and expertise, businesses are unable to test out new ideas, making 

this a significant obstacle. As a result, they may discover it challenging to implement digitali-

zation in their operations. By conducting experiments on various initiatives, organizations 

must determine whether or not their efforts will be successful. In order to achieve the compa-

ny's long-term goal, this is also crucial for adjusting the plans. 

2.13.4 Inadequate leadership 

A company's leadership is a major factor in whether a project succeeds or fails. Failure to 

have effective leadership in a business can impede the achievement of successful digitaliza-

tion. Support for digitalization initiatives is an essential requirement for business executives. 

2.14 Literature Gap 

A thorough review of the literature covering the types, resources, limitations and the dynamics 

of Finland in digital marketing has been carried out in this chapter. Although detailed literature 

is available on this topic of digital marketing and suitable strategies, however, no such litera-

ture exists which can find the best fit for the emerging market of Finland as the strategies are 

evolving with the advancement in technologies. This thesis will therefore cover this gap by 

conducting a recent survey regarding customer preferences and retail shop owners feed-

backs to devise the best strategies of digital marketing for Finland retail industry. 
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3 Research Methodology 

3.1 Introduction 

Methodology for conducting the research is covered in this chapter. Everything that is thought 

of in relation to doing research is part of the research technique. While conducting research, 

the researcher follows research methodology, which dictates their actions and conclusions. 

All things considered, this will affect how the study data is collected and analyzed. Everything 

from the research's guiding principles and methods to its structure and selection to its data 

gathering and analysis will be governed by the methodology. 

3.2 Research Onion 

The research onion is a useful metaphor for the many choices that must be made by re-

searchers in crafting a research technique, whether it for a thesis or some other type of formal 

study. A crucial paradigm in research methodology, the research onion provides researchers 

with guidance regarding the research process. The research onion comprises several funda-

mental components of research methodology, including philosophy, approach, strategy, se-

lection, time horizons, data analysis techniques, and methods (Shirooyehpour & Fazli, 2022). 

Various research philosophies, methodologies, tactics, options, and procedures are shown in 

the following research onion figure. 

 

Figure 25. Research Onion (Melnikovas, 2018). 



48 (100) 

3.3 Research Philosophy 

The philosophy of research focuses on the origin, characteristics, and progression of 

knowledge. Realistic, interpretivist, pragmatic, and positivist approaches to research are the 

four main varieties. Multiple or mixed techniques using both qualitative and quantitative data 

are essential to positivism. Quantitative and qualitative measures may coexist in positivist phi-

losophy's large-sample, highly-structured research. The realist view holds that all research, 

whether qualitative or quantitative, must be tailored to the specifics of the topic at hand. By 

emphasizing subjective and descriptive research methodologies, interpretivism promotes the 

expansion of knowledge via many means (Khatri, 2020). This study has looked at these phi-

losophies, how they work, and which ones are most applicable in order to choose one to em-

ploy for the research and get the greatest results. According to this school of thought, the best 

way to delve into a subject or issue is to study a tiny subset of it thoroughly. Because interpre-

tivism is a suitable philosophical framework for qualitative research, this is the research phi-

losophy that will be used. For a thorough investigation of the subject at hand, this philosophi-

cal framework is appropriate. 

3.4 Research Approach 

Methods for gathering, analyzing, and interpreting data are critical to the research process. 

Inductive, deductive, and abductive reasoning are the three primary ways to do research. 

Gathering and analyzing data by looking for recurring themes and patterns is what the induc-

tive method is all about. Creating a conclusion that cannot be tested is another step in the in-

ductive research process (Okoli, 2023). Because of this, the inductive method consists on the 

researcher generating hypotheses rather than proving anything. This study would benefit from 

the inductive method as it allows for the exploration of the phenomena, the identification of 

themes, the creation of the conceptual framework, and the development of theory. When ex-

amining and investigating research issues, this is crucial for taking a variety of angles into ac-

count. 

3.5 Research Design 

The researcher's choice of research methods forms the basis of the research design. This 

calls for the implementation of a method to integrate the various research components. The 

researcher here has used a descriptive research strategy, which places an emphasis on 
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outlining the study's context, to inform the results. The steps of data collecting, analysis, and 

presentation are all part of a research design that is based on theory. The purpose of this 

study is to answer the questions "why" and "how" using the data collected. In order to provide 

a thorough explanation of the subject, this design seeks to investigate several facets of it (Al-

Ababneh, 2020). 

3.6 Research Strategy 

The approach that is put in place to conduct research is what is known as research strategy. 

Studies may be conducted using a variety of methods, such as experiments, surveys, case 

studies, action research, ethnography, grounded theory, and archival research. For studies of 

varying kinds, several research methods work well. Research in the scientific discipline may 

be carried out by conducting experiments, whereas research in the historical discipline can be 

done by consulting relevant archives (Ghazinoory & Aghaei, 2024). This study relies on the 

survey research approach, which entails conducting a survey to gather data. A survey is be-

ing considered as a data collecting method due to the fact that it is an easy way to get data. 

Participants also find it simpler to react to questions and statements when they are posed. 

3.7 Time Horizons 

The researcher's collection of data is referred to as the time horizon. The studies use either a 

cross-sectional or a longitudinal time frame. A researcher gathers data for a cross-sectional 

study at a single, point in time. Data with a longitudinal time horizon is compiled from samples 

taken at regular intervals over a long period of time. The study is rooted on a cross-sectional 

temporal horizon, where data is gathered at a single moment in time. A cross-sectional study 

makes it simpler to carry out research within this time period. Also, this research will benefit 

from the outcomes and data that a cross-sectional study may provide. 

3.8 Sampling 

Selecting study samples is a crucial part of the research process, which is known as sam-

pling. Probability sampling and non-probability sampling are the two major methods of sam-

pling. When doing research, probability sampling ensures that every person of the population 

has an equal chance of being chosen as a sample. When choosing samples for research, 
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non-probability sampling ensures that not everyone has an equal chance of getting chosen. 

There are subcategories within these two that are used to sample the study's population. The 

study methodology relies on non-probability sampling techniques, namely purposive sam-

pling, to recruit participants. The researcher utilizes their best judgment to choose participants 

in this probability strategy, making use of those they believe will provide the most useful data. 

The appropriateness of this research strategy for gathering data for this topic is the deciding 

factor. In addition to using case organization as a foundation, this study will choose partici-

pants based on how well they are perceived to be able to provide the necessary data 

(Rahman, 2023). 

3.9 Data collection 

Acquiring information for the sake of study is the main focus of data gathering. Primary and 

secondary sources of information are the two most common ways to get statistics. The differ-

ence between primary and secondary data is that primary data is gathered from new sources, 

while secondary data is culled from previously published works. Collecting secondary data 

entails acquiring information from pre-existing books, journals, as well as unpublished and 

published papers. There are advantages and disadvantages to any data collecting strategy. 

Primary data collecting is the foundation of this study. The collection of primary data for this 

investigation will involve filling survey questionnaire with various stakeholders, including retail 

shop owners and their consumers, as well as the case studies of the three selected busi-

nesses. A key benefit of primary data collecting is the ability it provides to gather information 

that is directly relevant to the study at hand. Simultaneously, primary data is advantageous as 

it allows for the collection of fresh and up-to-date information from sources. Researchers also 

benefit from primary data collecting since it allows them to get more trustworthy findings. The 

ultimate goal of this study is to help retail businesses develop an effective digital marketing 

strategy. So, it might be very advantageous to get data from such retailers in order to make 

the plan more efficient. 

3.10 Data Analysis 

The goal of data analysis is to draw inferences from collected data by analyzing, manipulat-

ing, and modeling the data in order to uncover previously unknown information. It is possible 

to examine data in several ways. Thematic analysis will provide the basis of analysis of data 
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for this study. Data is analyzed using themes and patterns in thematic data analysis. This 

method is under consideration for analysis of qualitative data due to the fact that it is a suita-

ble and extensively employed technique (Braun & Clarke, 2022). Using thematic analysis, this 

descriptively based study investigates the "how" and "why" questions that arise during the re-

search process. Simultaneously, the systematic examination of data through thematic analy-

sis offers the advantage of summarizing crucial attributes of extensive datasets (Braun & 

Clarke, 2023). Thematic data analysis is a powerful tool for sifting through massive datasets 

in search of relevant patterns and insights, allowing researchers to draw solid conclusions. 

3.11 Reliability and rationality 

If research is to be successful, reliability and validity must be met. The research is of high 

quality since it is reliable and genuine. The concern of research reliability pertains to the con-

sistency exhibited by the research's outcomes and metrics. A measure's validity depends on 

how precise it is. Because survey responses are based on similarity, this research will provide 

reliable results. Nevertheless, establishing validity proves challenging due to the qualitative 

nature of the research and the absence of a statistical instrument to ascertain accuracy. 

3.12 Ethical Considerations 

3.12.1 Confidentiality 

Participants' right to privacy is a crucial ethical factor that will determine how their information 

is handled (Suri, 2020). This entails ensuring that no personally identifiable information about 

the participants is mentioned in the research. 

3.12.2 Informed consent 

The need that participants provide their informed agreement before to participation in the re-

search is another critical ethical criterion. Ensuring that participants are well informed about 

the research and its purpose is essential for obtaining their informed consent (Brittain et al., 

2020). Prior obtaining their agreement, participants were also informed about the potential 

consequences of their involvement in the study. 
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3.12.3 Voluntary participation 

Because people had the freedom to choose whether or not to participate in this study, this is 

the primary ethical factor to address. In return for their time and effort, researcher has 

not compensated anybody monetarily or otherwise for their participation in the research. Con-

currently, participants also had the option to discontinue their involvement in the research 

whenever they so want. In order to guarantee that the data collected from participants is free 

of bias, it is crucial that they voluntarily take part. 

3.12.4 Potential for harm 

It is ensured that no participant is injured throughout the study according to this crucial ethical 

issue. The term "harm" encompasses not just physical injury but also emotional and mental 

distress. There is zero risk to participants from being a part of this research or from the study 

itself. 

3.13 Research Limitations 

The research technique has been carefully crafted to align with the goals and objectives of 

the study, guaranteeing their optimal realization. But this study approach does have limita-

tions. This approach is subject to certain limitations, namely its reliance on a survey method-

ology and the potential for participants to evade responding when the survey is employed. 

Moreover, participants' dearth of knowledge may also have an impact on their responses. 

3.14 Summary 

The research methodology was developed in this chapter. This chapter laid up the rationale 

for the research methodology's selection as well as its philosophy, strategy, and design. Inter-

pretivism is the guiding principle of this study. This study employs a philosophy-based, induc-

tive method, descriptive research design, survey technique, and a cross-sectional temporal 

horizon. To conduct this study, we will use a non-probability sampling technique and gather 

primary data. The reliability of the data will be ascertained by examining the preponderance of 

respondents to the survey and conducting thematic analysis post-collection. Questions of 

confidentiality, informed permission, possible damage, and the dissemination of research re-

sults will all be crucial to the project's ethical framework. 
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4 Data Analysis and Discussions 

4.1 Introduction 

The present chapter will encompass the analysis and interpretation of the information and re-

sults that have been gathered from the study participants. The data will be analyzed using 

thematic analysis in this chapter, followed by analysis. There are two sections to the data in-

terpretation that are derived from the responses of the participants. Information for the re-

search has been gathered from two distinct sets of participants. The first five questions of the 

questionnaire define the demographics of the respondents which is crucial to judge the partic-

ipants in terms of gender or age and the area where they belong so that strategies can be 

centered around the majority where the major chunk of customers fall. The next questions are 

asked from the consumers which give a clear current picture of the market and finally a few 

questions are asked from the shop owners which will guide what they think about digitization 

and what is the benefit of this digitization on their business. 

4.2 Findings and Interpretations of the Data Collected 

Results and information gathered from a survey sent out to business owners and consumers 

will be presented in this part of the research. A closed-ended questionnaire was used for both 

surveys. 

The survey was conducted in the local markets of one of Finland's most rapidly expanding cit-

ies, Seinäjoki serves as the provincial capital of Southern Ostrobothnia. With eight towns 

making up the Seinäjoki city area, the population is close to 65,000. This gives a good picture 

and the survey was economically feasible as the author is also a resident of this city. The le-

gitimate and conclusive results are received from 50 respondents of each group which com-

pletely filled the questionnaire and showed genuine interest in this research. Hence, the re-

sults from these 50 participants will be analyzed and discussed in this section. 
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4.2.1 Age group 

The following Table 1 and Figure 26 show the participants’ distribution by age group. 

Table 1 Age group of participants 

Q1: What is your age group? 

Options Responses Percentage (%) 

Under 18 5 10 

18-24 18 36 

25-34 15 30 

35-44 6 12 

45-54 2 4 

55-64 2 4 

65+ 2 4 
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Figure 26 Graphical results of age group of participants 

Results & Interpretation 

There are a lot of elements, including age, that influence consumer behavior and decision 

making. Age information can be utilized to ascertain the general perspective of consumers 

within a specific age bracket. The above presentation of the age group depicts that major por-

tion of the people belong to the mid age of 18 to 34, a relatively larger portion of 10% also be-

longs to below 18 and very few are from the older ages. This age group defines the interest of 

people that fall in this survey to buy from digital means, and this is the main group of people 

who are well aware of the technology and its present usage. 

4.2.2 Gender of participants 

The following Table 2 and Figure 27 show the participants’ gender distribution. 

Table 2. Gender representation. 

Q2: What is your gender? 

Options Responses Percentage (%) 

Male 27 54 

Female 23 46 
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Figure 27. Gender of participants of survey. 

 

Results & Interpretation 

The participants in terms of gender are almost equally divided as seen from the results. 

This represents a true picture of the survey irrespective of any discrimination in terms of 

gender of the people. As the choices of customers are generally not based on the gender, 

therefore, an equal analysis of both genders is the best choice for analysis. 

4.2.3 Educational background 

The following Table 3 and Figure 28 show the participants’ educational backgrounds. 

Table 3. Educational background of participants. 

Q3: What is your background of education? 

Options Responses Percentage (%) 

High School 12 24 

Undergraduate 27 54 

Graduate 8 16 

Master’s and above 3 6 
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Figure 28. Educational background chart of participants. 

Results & Interpretation 

When we talk about the adoption of new marketing techniques, an obvious question that 

comes to mind is the educational level of the people engaged in it. As students are more 

popular junk of the population who are actively engaged in buying products online and fol-

lowing trends, this is also depicted in the survey as 54% of the respondents are undergrad-

uate students and few of the participants are high school students. This shows that a major 

population of the people are students who are currently studying and are interested to carry 

out the process of online buying. All of these responses are not necessarily form the peo-

ple who are also pursuing studies but upon asking around 90% were still studying and 

hence the above conclusion was drawn. 

4.2.4 Location of participants 

The following Table 4 and Figure 29 show the participants’ current locations. 

Table 4. Current location of the participants. 

Q4: From which city do you belong? 

Options Responses Percentage (%) 
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Seinäjoki 34 68 

Helsinki 8 16 

Tampere 5 10 

Vaasa 2 4 

Other 1 2 

 

 

Figure 29. Cities of participants. 

Results & Interpretation 

The basic question to understand the participants is to ask them the city where they actually 

belong. Since the survey was conducted in Seinäjoki, as expected, 68% of the participants 

were resident of this city. However, knowing the place of the participants is important in 
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studies as to analyze the online popularity of the three businesses in various cities of Finland 

is critical. 7 respondents were from the neighboring big cities of Seinäjoki in the west of Fin-

land, and 8 respondents were from capital of Finland that gives a fair percentage of the peo-

ple thoughts about the online existence of Gigantti, Kesko and Stockmann. 

4.2.5 Participants’ occupation 

The following Table 5 and Figure 30 show the participants’ occupations. 

Table 5 Occupation of the participants 

Q5: What is your occupation or source of income? 

Options Responses Percentage (%) 

Student 35 70 

Employed (Full-

time) 
6 12 

Employed (Part-

time) 
3 6 

Business owner 5 10 

Unemployed 1 2 
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Figure 30. Occupation status of the participants. 

Results & Interpretation 

An important aspect of buying either online or physically depends on the source of income or 

the occupation of the people. Therefore, this question was formalized to address this aspect. 

As depicted earlier, similar results are validated from this response that around 70% of the 

participants are still students, which are either supported by the parents for living or perform-

ing side jobs for maintaining the living standards. Rest of the participants are either fully em-

ployed or partially doing jobs and a smaller portion are business owners or shop owners. 

These results will show the buying decisions of the students these days which are a major 

chunk of this survey.  
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4.2.6 Online shopping 

The following Table 6 and Figure 31 show the participants’ online shopping frequencies. 

Table 6. Online shopping by participants. 

Q6: What is your frequency of online shopping for electronics and 

appliances? 

Options Responses Percentage (%) 

Frequently 35 70 

Occasionally 6 12 

Rarely 5 10 

Never 3 6 
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Figure 31 Online shopping preference by participants 

Results & Interpretation 

This question is the main focus of this study as the percentage of the people who prefer to 

buy online is vital and the results indicate that around 70% of the participants frequently buy 

online. This is the major portion of the population which indicates that trend of online buying is 

increasing in this digital era due to the ease of purchasing. With efficient home delivery op-

tions, people find it convenient and economical as well to shift to online buying rather than do-

ing the hassle to visit stores which consumes both time and money. 

4.2.7 Online stores choice  

The following Table 7 and Figure 32 show the participants’’ choices of brands. 

Table 7. Choice of brands. 

Q7: Which online store do you prefer to buy from? 

Options Responses Percentage (%) 

Gigantti 29 58 

Kesko 9 18 

Stockmann 8 16 

Other 4 8 
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Figure 32. Online store choice of customers. 

Results & Interpretation 

This study is mainly focused on three big giants with online footprint, hence, the choice of 

customers to buy from these stores is critical while analyzing the strategies employed for 

online business. The response from the participants indicate that 29 responses are inclined to 

choose Gigantti for their online purchasing which makes around 58% of the total responses. 

Therefore, more than half of the people prefer this store which implies that their online strat-

egy is working pretty well. Other respondents are mainly buyers from other two stores in al-

most equal proportions and very few prefer to buy products other than these three stores. 

4.2.8 Online platforms choice 

The following Table 8 and Figure 33 show the participants’ choices of online platforms. 

Table 8. Choice of online platforms for purchasing. 

Q8: Which of the following online platforms do you prefer for 

purchasing electronics and appliances? 
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Options Responses Percentage (%) 

Social media market 

places (Facebook, Insta-

gram, etc.) 

22 44 

Mobile applications 9 18 

Website 15 30 

Through call service 4 8 

 

 

Figure 33. Online platforms choice of participants. 

Results & Interpretation 

There is a constant evolution in digitalization means of the businesses in this modern era par-

ticularly the means of marketing through social media. Hence, the platform the customers 
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prefer currently is very significant to discuss the marketing strategies of the chosen compa-

nies for this study. This question is based on this principle and the choice of platform is asked 

from the participants. The responses identify that social media pages including those of Face-

book and Instagram as well as other social media sites and apps are providing a platform 

such as market place which 44% of the participants prefer to buy from. As the people are con-

tinuously engaged in social media on these apps, best marketing is done by providing the ads 

on these pages on groups and also provide means to buy products directly from these plat-

forms. Also, a significant amount i.e. 15 number of participants showed their preference to 

buy directly from the official website of the store which ensures the authenticity of the product 

and other specification details. Separate mobile applications for each store or calling to the 

store seems to be time consuming and less participants are interested to use these platforms. 

4.2.9 Factors to shop online 

The following Table 9 and Figure 34 show the factors influencing the participants’ choices to 

buy online. 

Table 9 Factors influencing the choice to buy online 

Q9 What factors influence your decision to shop 

online rather than in-store? 

Options 
Re-

sponses 

Percentage 

(%) 

Convenience 18 36 

Price 4 8 

Product variety 12 24 
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Customer reviews 16 32 

 

Figure 34. Factors effecting the choice of online purchasing. 

Results & Interpretation 

The ultimate objective of this research is to devise the best strategies of online marketing 

to boost the profitability of the businesses in Finland. Centralized to this objective is the 

core theme which the customers adopt to shift their buying decision from online stores. 

This question addresses these factors and the results indicate that many factors contribute 

for the decision making of the customers. 36% is attributed to convenience in online buy-

ing, 24% to the variety of the products as the range of products available online from differ-

ent stores is much larger and 32% of the customers buy products after reading reviews or 

feedbacks that are only available online. 
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4.2.10 Customer satisfaction 

The following Table 10 and Figure 35 show the participants’ satisfaction with online shopping. 

Table 10. Satisfaction level of the participants purchasing online. 

Q10 How satisfied are you with the online shopping experience 

provided by Gigantti, Kesko, and Stockmann? 

Options Responses Percentage (%) 

Very satisfied 16 32 

Satisfied 10 20 

Neutral 12 24 

Dissatisfied 8 16 

Very dissatisfied 4 8 
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Figure 35. Satisfaction level of the customers in graph. 

Results & Interpretation 

The sustainability of these stores to sell online is mainly based on customer satisfaction with 

the online shopping experience. The results show that majority of the customers are satisfied 

with their online purchase experience indicating that online marketing strategies, ease to cus-

tomers, secure payments and data privacy are well delivered by these companies. 

4.2.11 Products promotions 

The following Table 11 and Figure 36 show the following of product updates and promotions 

by the participants.  

Table 11. Products promotions status update to customers. 

Q11 Do you follow Gigantti, Kesko, or Stockmann on social media 

platforms for product updates and promotions? 

Options Responses Percentage (%) 
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Yes 38 76 

No 12 24 

 

Figure 36. Products update and promotions knowledge to participants. 

Results & Interpretation 

A crucial marketing tool used by these companies under study is giving promotions and up-

dating products information on their social media and websites, therefore, it is critical to get 

awareness that weather people follow these upgradations or not. The results show that a vast 

majority around 76% of the people are pretty much up to date regarding any promotions an-

nounced by these stores online and get updated information of the products. Also, it is seen 

that these days, exclusive offers and promotions are given by the stores and businesses only 

specific to online purchases which is a way to promote their online business. 

4.2.12 Influence of promotions and advertisement on purchase decision 

The following Table 12 and Figure 37 show the influence of social media promotions in the 

participants’ decision-making. 
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Table 12. Influence of promotions on decision making. 

Q12 How influential are social media promotions in your decision-

making process when purchasing electronics and appliances? 

Options Responses Percentage (%) 

Highly influential 16 32 

Moderately influential 10 20 

Slightly influential 12 24 

Not influential at all 8 16 

 

Figure 37. Customers attraction towards products promotions and updated information. 

Results & Interpretation 
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This question is designed by the researcher on the basis of decision making of the customer 

based on the updated information of the products as well as the promotions and offers an-

nounced by the top three business giants of Finland. The results depict that majority (almost 

all) participants are influenced by the social media promotions in their decision-making pro-

cess to shop online. Only a few people are not influenced and they make decisions independ-

ent of the promotions announced by these stores. 

4.2.13 Improvements to enhance online business 

The following Table 13 and Figure 38 show the participants’ suggestions for improving three 

retailers’ online marketing efforts. 

Table 13. Improvements suggested by the customers in online business of the stores. 

Q13 What improvements would you suggest to enhance the online mar-

keting efforts of these three retailers? 

Options Responses 
Percent-

age (%) 

Better website user experience 20 40 

More personalized recommendations 10 20 

Improved customer service responsiveness 12 24 

Other (please specify) 8 16 
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Figure 38. Improvements suggested by the participants. 

Results & Interpretation 

Customers feedback plays a vital role in the improvement of any business operating under 

any environment. This role becomes more crucial in this research of online retail of these 

stores under study since customers can either boost the business or get it doomed. This 

question is based on this strategy so that customers can provide honest feedback if there is 

any room of improvement. Results show that 20 participants think that a gap exists in the 

website upgradation of the store which must be user friendly and a platform to provide user 

experiences. Only 10 of the participants face the challenge of personalized recommendations 

while 12 of the participants are of the view that customer feedback services to these stores is 

important. 

The following questions are asked to the shop owners and a representative sample of around 

40 responses from the participants is presented. 

4.2.14 Effect of digital transformation on business operations  

The following Table 14 and Figure 39 show the participants’ thoughts of the effects of digital 

transformation on business. 
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Table 14 Retail shop owners’ thoughts on the effect of digital transformation on business op-
erations. 

Q14 How has the digital transformation affected your business operations 
and marketing strategies in recent years? 

Options Responses Percentage (%) 

Significantly improved efficiency and sales 20 50 

Moderately improved efficiency and sales 10 25 

No significant impact 1 2.5 

Experienced challenges and setbacks 9 22.5 

 

Figure 39. Shop owners’ thoughts on the effect of digital transformation on business opera-
tions.  

Results & Interpretation 
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30 respondents are of the view that digital transformation of these companies has improved 

their sales and efficiency. This question was asked from the retail shop owners to identify the 

benefits the business owners think they have achieved in sales. It is a crucial question to ad-

dress the rectification of any negative impact to sales and to continuously improve the online 

experience of the customers to achieve the higher goals set in this study. 

4.2.15 Challenges Faced in Digital Marketing Strategies 

The following Table 15 and Figure 40 show the challenges faced by the participants in inte-

grating digital marketing into their business operations. 

Table 15. Challenges in the implementation of social marketing techniques. 

Q15 What challenges have you faced in integrating digital marketing 

strategies into your business operations? 

Options Responses Percentage (%) 

Lack of resources or expertise 10 25 

Financing issues 12 30 

Changing consumer behaviors 16 40 

Other (please specify) 2 5 
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Figure 40. Challenges in the implementation of social marketing techniques. 

Results & Interpretation 

The significance of financial matters is evident from the feedback provided by participants 

concerning the challenges encountered in the operation or management of a business in 

Finland. The participants' responses show that securing funding is a challenge for starting 

a company in Finland. Besides financing, a major concern shown by the participants is the 

ever-changing market trends and consumer behaviors. Added problems involve lack of 

available human resources. 

4.2.16 Success Factor of Online Marketing 

The following Table 16 and Figure 41 show the success factor of the participants’ marketing 

efforts. 

Table 16. Factors effecting the success of online marketing strategies. 

Q16 What is the success factor of your online marketing efforts? 

0

5

10

15

20

25

30

35

40

45

Lack of resources or
expertise

Financing Issues Changing consumer
behaviors

Other (please specify)

Responses Percentage (%)



76 (100) 

Options Responses Percentage (%) 

Increase in website traffic 8 20 

Growth in social media engagement 22 55 

Conversion rates 9 22.5 

Other (please specify) 1 2.5 

 

Figure 41. Factors affecting the success of social media marketing. 

 

Results & Interpretation 

This research question is directly linked with the strategies and objectives of this study as it is 

focused on acquiring the feedback from retail business owners regarding the best strategy 

that worked for them to boost their business. Among many the most significant strategy 
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appears to be the involvement and engagement in social media both to study the market 

trends and consumer behaviors and also advertising via several means on social media. 

4.2.17 Goals of Digital Marketing Strategies 

The following Table 17 and Figure 42 show the participants’ objectives when implementing 

digital marketing strategies. 

Table 17 Goals of digital marketing strategies by shop owners 

Q17 What are your main objectives when implementing digital market-

ing strategies for your retail business? 

Options Responses Percentage (%) 

Increase brand awareness 12 30 

Drive online sales 15 37.5 

Enhance customer engagement 13 32.5 

Other (please specify) 0 0 
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Figure 42. Goals of digital marketing strategies by shop owners. 

Results & Interpretation 

This research question is linked with the main objectives of marketing strategies for these 

three main retail businesses running in Finland. The responses of the participants clearly indi-

cate that several goals are defined behind the marketing strategies of the three businesses 

under study. These include the increase of brand awareness through social media marketing, 

enhancing the online sales goals and stakeholder engagement which in this case are mainly 

the customers.  

4.3 Analysis 

4.3.1 Factors Affecting Customer Satisfaction 

The level of consumer satisfaction during in-store transactions is influenced by a multitude of 

factors. Furthermore, the absence of these components may also have an impact on cus-

tomer satisfaction. A number of factors have the potential to adversely affect customer satis-

faction, including product showcasing or exhibit within the store, guidance and information re-

garding the product, and effective store management. 
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4.3.2 Online shopping 

The majority of interviewees said they like internet shopping when asked whether they make 

purchases online. Online shopping is becoming more popular, which bodes well for busi-

nesses looking to capitalize on this trend. 

4.3.3 Online shopping frequency 

People who have taken part in the survey have also indicated that they purchase online often, 

which is a crucial factor.  Nonetheless, there are a number of criteria, such as the kind of 

items and the amount bought at once, that determine how often people shop online. 

4.3.4 Digital platforms for shopping 

A multitude of channels or platforms are accessible for conducting online purchasing. E-Com-

merce platforms, mobile applications, and on-call services are all components of this online 

purchasing platform. Participants' responses show that of the many online buying possibilities, 

social media marketplaces are among the most popular. Among the many factors to think 

about is the fact that customers may more easily include social media into their daily routines 

and use them whenever they choose. 

4.3.5 Promotions and offers 

Offering discounts is a critical strategy that enables businesses to effectively appeal to con-

sumers. According to the responses, the majority of participants are keen on taking ad-

vantage of student discounts. These customers are interested in taking advantage of a dis-

count since they are students, according to this offer. It seems that most of the participants 

are students, as most of them have indicated a desire to get a discount for students. In addi-

tion to a student, other participants have indicated interest in receiving a member discount. 

Customers' devotion to the company is a major factor in granting this perk to employees. Oth-

ers who took part in the survey mentioned receiving discounts on certain days or in honor of 

certain events. 
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4.3.6 Employing digital platforms 

Based on the information gathered from the company owners, it seems that all of the enter-

prises are using online platforms for their operations. Regarding this, keep in mind that not all 

companies offer their wares online or even have an internet presence. Businesses that offer 

digital platforms also have social media sites or utilize other platforms for their company. This 

proves that every company is aware of the digital platform's use and its potential benefits to 

their operations. 

4.3.7 Social media marketing 

Social media is being utilized by businesses not only for product sales but also for marketing 

purposes. Based on the data we have from company owners; it seems like the majority of 

businesses are thinking about implementing some kind of social media strategy. Along with 

that, a lot of companies are using social media to introduce themselves to consumers and 

draw in new ones. To that end, several have voiced their interest in hiring a social media 

management firm. This is due to two significant factors: the complexity of social media man-

agement and the significance of social media within the digital transformation of businesses. 

4.4 Discussion 

The research thoroughly examined the benefits and drawbacks of digitization. One example is 

Kesko, which invested heavily in digital sales channels and generated almost 1.4 billion euros 

in revenue. This demonstrates how digitization greatly improved business profitability. The 

strategic decision by Stockmann to overhaul its e-commerce platforms and introduce a mar-

ketplace, with the purpose of catering to a bigger client base by providing a comprehensive 

choice of items online, further demonstrated the potential uses of digitalization within the retail 

business.  

 

The fact that Kesko and Stockmann integrated digital approaches into their business models 

and had extensive digital customer involvement indicates that consumer and enterprise sup-

port for digitization was especially strong. Innovative marketing techniques were proposed as 

a result of this acceptance; for example, Stockmann aimed to improve omnichannel experi-

ences and Kesko focused on digitization to improve consumer experiences. 
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Companies like Kesko, who have seen a meteoric rise in digital sales, point to the encourag-

ing future prospects of Finland's retail industry's online sales trends, which have so far shown 

a sturdy development trajectory. The most effective online marketing campaigns run by Gi-

gantti, Kesko, and Stockmann prioritized digital consumer interaction platforms, made good 

use of data analytics, and centered on providing customers with individualized experiences. 

According to the results of the survey, the top reasons for Finnish consumers online shopping 

habits are the range of products, the ease of use, and the availability of detailed product infor-

mation and reviews. As these retail behemoths' digital endeavors’ show, the primary driver 

behind the adoption of online marketing tactics was the necessity to respond to changing cus-

tomer behaviors and the crowded retail scene. 

Optimized e-commerce platforms, statistical analysis of data for targeted marketing, and digi-

tal platforms for personalized interaction were the most successful online marketing methods. 

The shift to effective digital marketing methods, however, was not without its share of obsta-

cles. The difficulties that businesses had when trying to adapt to digital transformation in the 

retail industry were highlighted by issues including integrating technology with current infra-

structure, keeping data secure, and coordinating digital projects with overall company goals. 
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4.5 Digital Transformation Strategies 

The following table presents the comparison in digitalization strategies and preferences for 

the three companies under consideration in this study by the author. Data is collected, orga-

nized and analyzed by reviewing various case studies and official websites of the companies. 

Table 18 Digital Transformation Strategies by Kesko, Stockmann and Gigantti 

Company Digital Transformation Focus Key Initiatives 

Kesko 

• Customer experiences 

• Operational efficiency 

Utilizing data and digital technologies to optimize 

processes and engage customers. 

Strong focus on online grocery sales (Kesko, 

2021). 

Stock-

mann 

• E-commerce development 

• Multichannel approach 

Expansion of online product availability 

Introduction of Click & Collect and ship-from-

store options.  

Launching a marketplace for an extensive prod-

uct range (Case Stockmann Digital acceleration 

and a new marketplace are Stockmann’s 

responses to the market transformation, 2024). 

Gigantti 

• Data-driven decision-making 

• Customer personalization 

Implementing advanced analytics for personal-

ized customer experiences 

Enhancing mobile shopping applications (Duyen, 

2021). 
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4.6 Impact on Profitability by Transformation Strategies 

Following table presents the comparison of impact on profitability by the implementation of 

above-mentioned strategies by these three brands. 

Table 19 Profitability impact comparison of Kesko, Stockmann and Gigantti 

Company Revenue Impact Cost Efficiency and Margins Market Positioning 

Kesko 

Digital sales valued at 

approximately 1.4 billion 

euros, indicating signifi-

cant revenue contribution 

Improved margins and cost 

efficiency through digital op-

erations. 

Recognized as a fore-

runner in trading sector 

digitalization, with contin-

ued growth potential 

Stock-

mann 

Visible growth in online 

store figures following 

product range expansion 

Streamlining processes and 

infrastructure through digital 

solutions; Increased cus-

tomer interaction rates. 

Focusing on premium 

and luxury segments 

with a strong omnichan-

nel experience. 

Gigantti 
Increase in online sales 

by 20% year-over-year 

Reduction in marketing 

costs by 15% through tar-

geted digital campaigns 

Positioned as a leader in 

personalized shopping 

experiences, attracting a 

loyal customer base 

4.7 Marketing Strategies Basis  

4.7.1 Price 

Companies have the option to maintain their current pricing strategy. Its online platform will 

draw clients more effectively if it offers specific discounts on its products. Businesses may at-

tract clients and urge them to purchase their items by offering lower prices (Chaffey & Smith, 

2022). 
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4.7.2 Product 

It is not necessary for businesses to alter their goods; they may keep selling the electronics, 

appliances and other items. Nevertheless, in order to facilitate consumer selection, the com-

pany's online store or e-commerce site must suitably classify its products into distinct catego-

ries. In order to succeed, a company has to be able to provide its clients enough product al-

ternatives (Saura et al., 2020). 

4.7.3 Promotion 

It is advised to use modern advertising strategies since the way businesses are run has 

evolved (Apasrawirote et al., 2022).  It is imperative that Gigantti, Kesko, and Stockmann pro-

mote their goods and services on social media. In addition, search engine optimization (SEO) 

and content marketing are two more powerful tools at a company's disposal for advertising. 

4.7.4 Place 

The location that the consumer and vendor encounter is referred to as the "place". Place is an 

additional crucial strategy, and it is through this strategy that the most significant change is 

implemented. In the past, the storefront served as the company's "place," but now that it's go-

ing digital, its website will play that role as well (Shankar et al., 2022). 

4.8 Summary 

Discussion, analysis, and interpretation of survey data were all part of this chapter. Tables 

and graphs were used to understand the data, and analysis was conducted based on patterns 

and trends that were recognized from the data. The data used for the discussion came from a 

separate group of participants in the research, including both customers and shop owners. 
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5 Conclusion 

Chapter five concludes this research endeavor by providing a comprehensive summary that 

aids readers in grasping the study's core aspects. In this chapter of the thesis, you will find the 

study's conclusions, as well as information on the study's goals and the approaches that were 

used to reach those goals. After that, the author will talk about the study's limits and potential 

future scores. 

5.1 Discussion on Achievement of Research Objectives 

Exploring the effects and advantages of digitization was the primary goal of the research. An 

examination was conducted with regard to this objective, which yielded vital insights into the 

various advantages and consequences of digitalization. Digitalization has changed the game 

since it allows us to reach more people faster than before and in a more efficient manner than 

was previously feasible. Businesses and consumers alike may reap the benefits of digitiza-

tion. By becoming digital, companies may not only get an edge in the market, but also con-

duct all of their marketing and sales operations online. The purpose of the business is to en-

hance exposure and attract more consumers, and digital platforms help with that. It is possi-

ble for businesses to save money on marketing by using digital channels. Consumers benefit 

from the digitization of business in a number of ways, one of which is the simplification and 

improvement of the purchase process. 

Exploring methods by which businesses can benefit from digitalization constituted the second 

aim of the research. Research shows that businesses may take advantage of digitization in 

several ways. Integration of digital technologies into business operations is one of these 

methods. In addition to running retail stores, the company's activities also involve managing 

inventories, making purchases, and other related tasks. In addition to these, distillation may 

be used in the marketing and sales processes of businesses. One area where digitization has 

the potential to improve marketing efforts is in the realm of social and digital media. Digitaliza-

tion also takes the shape of websites and mobile apps, which allow companies to sell their 

wares online. 

Exploring the level of consumer and company acceptance of business digitization is the third 

goal of the research. According to studies, both companies and consumers have thought 

about the advantages of digitization and have stated their plans to do so. The willingness of 
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consumers to engage in online purchases has been articulated, while businesses have also 

declared their intentions to extend their operations to digital platforms. Businesses are more 

likely to launch websites, but consumers are more likely to make purchases using social me-

dia e-commerce, illustrating the gap between the two groups' levels of digitalization adoption. 

Nonetheless, both consumers and retail businesses have come to embrace digitization, see-

ing its benefits. 

5.2 Concluding Remarks 

The research, which used a survey approach, aimed to investigate the effects and ad-

vantages of digitization on the profitability of businesses and the development of efficient mar-

keting strategies. A literature study was an essential part of this research project as it allowed 

to familiarize with the topic at hand and get insight into potential avenues for additional re-

search. In order to aid with research design and data collection, a review of the literature was 

a crucial part of the study. Various facets of the study subject were also illuminated by the lit-

erature survey.  Research technique was devised and used after a literature evaluation. A dis-

cussion of the research's guiding principles and an onion-shaped framework formed the basis 

of this technique. A descriptive research design also formed the basis of this study's inductive 

methodology. A survey design, with questionnaire sent to study participants, was used to 

gather data for the study. Research participants were selected using a combination of non-

probability and judgmental selection techniques. The thematic analysis approach was used to 

examine primary data acquired for this study. Potential for harm, confidentiality, informed con-

sent, and voluntary involvement represent a few of the ethical concerns that were considered 

in the study. Every year, almost 4000 fresh businesses launch in Finland. Data, creativity, and 

technology are the three most important things these startups require. These factors signifi-

cantly contribute to the company's success by facilitating consumer attraction. Customer ac-

quisition, retail operations, financial concerns, software, and additional obstacles comprise the 

business's challenges. Inadequate skills for digitalization, restricted company capacities, and 

a lack of appropriate data are just a few of the obstacles that digitalization faces. By the con-

clusion of the research, appropriate and efficient digital marketing strategies were given. 
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5.3 Research Limitations 

One of the shortcomings of this study is that it overemphasized the digitization of sales and 

marketing. This research does not include all the many aspects of digital firms that may bene-

fit from digitization. Also, the research was limited to only one city and limited number of par-

ticipants considering the economic feasibility of the research. 

5.4 Future work 

The primary focus of this study was the integration of digital marketing and sales strategies. 

An important part of digitalization's future plans is studying how it will change various parts of 

the company's operations. The effects of digitization on companies doing business on a 

worldwide scale may be better grasped in this way. 
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