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The thesis describes the development of a project proposal report for building an e-
commerce website for a small textile firm based in Helsinki, Finland. The aim of the
study is to determine how small businesses that are currently not highly involved in e-
commerce should approach developing an e-commerce website in order to maximize

the positive impact of selling on the Internet.

The study combined the use of action research and qualitative research methodologies
by developing a project proposal report for Ryijypalvelu-RP through analyzing sec-
ondary data such as websites, textbooks, and journal articles, submitting the report to
the management of Ryijypalvelu-RP to get feedback and suggestions to improve the
practicality and reliability of the report, and then developing a second version of the

project proposal report that would best fit the requirements of Ryijypalvelu-RP Oy.

The study determined that small business such as Ryijypalvelu-RP Oy should ap-
proach developing an e-commerce website by selecting a user-friendly e-commerce
solution; ensuring that web design will aid the site visitors with completing their pur-
chase; and using appropriate online techniques such as blogging, search engine opti-
mization and social media marketing in order to increase the amount of relevant visi-

tors on the website.
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INTRODUCTION

The impact of electronic commerce (e-commerce) across all businesses has grown
tremendously in the past decade, from virtually non-existent in 1994 to € 1,173.5 bil-
lion in 2013, accounting for about 4.2% of total turnover of retail goods and services
across the world (E-commerce Europe, 2014). It has been estimated that by 2050, e-
commerce could account for as much as 20% of all retail turnover (eMarketer, Inc.,

2013).

Not being able to adapt to technology standards can mean going out of business for
some companies, considering that competition is now moving across national borders;
in 2013, 94 million consumers have shopped cross-border and the number is expected

to only grow (E-commerce Europe, 2014).

The first part of the present study defines e-commerce and e-business, describes the
process of online shopping, and states the benefits of implementing e-commerce tech-
nologies for businesses; the second part of the study describes the process of how a
project proposal for the development of a modern e-commerce website for Ry-
jjypalvelu-RP Oy was developed. Two versions of the project proposal are created in
the process; the first version is submitted to the management of Ryijypalvelu-RP Oy

and then improved based on the management’s feedback.

This thesis aims to find out how small businesses that are currently not highly in-
volved in e-commerce should approach developing an e-commerce website in order to
maximize the positive impact of selling on the Internet. The main beneficiary of the

study is Ryijypalvelu-RP Oy, the commissioner of this thesis.

The main research question of the study is:

*  Which steps should be taken in order to develop and market a modern e-
commerce website for a small business such as Ryijypalvelu-RP Oy under lim-

ited monetary resources?

The study also seeks to find answers to the following questions:

* What is e-commerce and what are the benefits of adopting e-commerce?



*  What is the current e-commerce presence of Ryijypalvelu-RP Oy and how effec-

tive 1s it?

1.1  Company background

Ryijypalvelu-RP Oy is a small textile firm based in Helsinki that sells traditional Finn-
ish cloth rugs. The company offers the widest selection of rug designs in Finland. Cus-
tomers can either buy a finished rug or a do-it-yourself kit for making a rug. There are
more than 300 of designs available at the moment, ranging from folk models designed

in 1700s to modern rugs.

The company has been in operation since 1955 and initially operated with the goal of
using the profits to help families of war invalids. The company’s sales performance
has been stagnant in the past decade or so, with its inability to attract new customers

and its customer base aging.

1.2 Research objectives

The objectives of the research are:

* Develop a project proposal for Ryijypalvelu-RP Oy for building of a modern
e-commerce website; use the company’s management’s feedback to improve
the proposal’s practicality;

* Define e-commerce and determine how it affects business operations;

* Analyze the current online presence of Ryijypalvelu-RP Oy and identify the

reasons for its ineffectiveness.
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2 E-COMMERCE AND PROJECTS PROPOSALS

2.1 E-commerce definition

Electronic commerce, or e-commerce, is a concept that can be defined in many differ-
ent ways depending on the perspective taken. Some authors, such as Sterrett and Shah
(1998), went with a more broad definition, and determined electronic commerce to be
“any transaction that is handled electronically”; others, such as OECD (2011, 72) refer
to an e-commerce transaction as “the sale or purchase of goods or services, conducted
over computer networks by methods specifically designed for the purpose of receiving
or placing of orders”. When looked from the broader perspective, electronic com-
merce has been in use since 1965, when consumers were first able to use automated
teller machines, sale terminals, and credit cards for money withdrawal or purchases
(Molla and Licker, 2001). The definition has somewhat changed over the years and
now e-commerce is more often referred to as simply buying and selling using the In-
ternet. This more modern definition has been expanded by Chaffey (2009), who sug-
gested that e-commerce should include not only financial transactions, but “all elec-
tronically mediated transactions between an organization and any third party it deals

with”, including non-financial transactions such as customer inquiries.
b

Kalakota and Whinston (1997) describe four possible perspectives to look at e-

commerce:

1. Communications perspective, or using electronic means to communicate in-
formation, products, services, or payments;

2. Business process perspective, or using electronic means to automate business
transaction and workflow;

3. Service perspective, or using electronic means to automate or increase quality
of service and cut costs;

4. Online perspective, or buying and selling products over the Internet.

Chaffey (2009, 13) notes that the terms “e-commerce” and “e-business” have been
used as either the same concepts, overlapping concepts, or one as part of the other (see
Figure 1) and advocates the use of the definition shown in Figure 1(c), in which e-
business refers to “all electronically mediated information exchanges, both within an

organization and with external stakeholders”, while e-commerce refers to such ex-



changes only with external stakeholders. Laudon and Traver (2014), to the contrary,
suggest that e-business should refer to digital information exchanges only within a
firm, such as online inventory control management software; any commercial transac-

tions that cross the boundaries of the firm refer to e-commerce.

Electronic commerce (EC) has some degree
of overlap with electronic business (EB)

{a}

Electronic commerce is broadly
equivalent to electronic business

{b)

Electronic commerce is a
subset of electronic business

{c}

Figure 1. E-business and e-commerce relationship models (adopted from Chaffey,

2008)

Indicating that e-commerce can influence a company’s operations from more than one
direction, Chaffey (2009) proposed dividing e-commerce into buy-side e-commerce

(the relationship between business and its suppliers) and sell-side e-commerce (the re-
lationship between business and its customers). Such division allows for easier recog-

nition of opportunities to implement e-commerce in business operations.

Depending on the type of communication between an organization and its customer,
the sell-side e-commerce can be implemented by companies according to four models

(Chaffey & Smith, 2013):

* B2B, or business-to-business;
* B2C, or business-to-consumer;
* (2B, or consumer-to-business;

* (C2C, or consumer-to-consumer.



Chaffey (2009) also suggests that depending on the type of products that a company
offers, a sell-side e-commerce website can be used for different reasons. He divided e-
commerce websites into four categories, although some of them are often implement-

ed simultaneously on one website:

1. Transactional e-commerce sites, which enable buying a product or service di-
rectly over the Internet;

2. Services-oriented relationship building web sites, which are meant to provide
information and stimulate a purchase decision;
Brand-building sites, which are meant support the brand;

4. Portal or media sites, which provide various types of content, such as news or

entertainment.

Although only websites that enable commercial transactions can be claimed to be e-
commerce websites, the other three categories are often present in an e-commerce

website in order to help market the products or services that are sold there.

As the use of e-commerce in small businesses is often limited, it is important to be
able to evaluate it in a systematic way. Chaffey (2009) indicated that there are at least

six development stages of sell-side online presence for every business:

0. No online presence;

1. Basic web presence: now website, but some information about the business is
available on external websites;

2. Simple informational web site, which contains company and product infor-
mation,;

3. Simple interactive site, which is able to allow its visitors make inquiries or
search the website for specific information;

4. Interactive site supporting transactions with users, such as buying and live cus-
tomer service presence;

5. Fully interactive site supporting the whole buying process, which provide a

full range of marketing exchanges that supports buying.



2.2 The online buying process

Chaffey and Smith (2013) developed a model of the buying process on e-commerce
websites (see Figure 2). The models shows the continuity of the buying process, as
most purchases online start from awareness of some need or want (offline or online),
which leads to search of available offering, then evaluation of a particular offering, to
making the decision whether to commit or not, to the actual purchasing and paying
process, followed with, if necessary, customer support, lead generating email newslet-
ters or reminders that can trigger an awareness of another need or want and start the

buying cycle again.

AWARENESS
» Search engines

» Portals

» Featured products

FINDABILITY

REWARDS

» On-site banner ads

» E-newsletters

» Competitions

» Reminder service

» Loyalty schemes

» Personalized
recommendations

SUPPORT

» Email notification
» FAQs

» Order history

» Knowledge base
» Diagnostics tools

PURCHASE

» Gift options

» Delivery options
» Postcode add

» Minimize steps

» Opt-in email

» Keyword search
» Product code
» Faceted browse

EVALUATION

» Online product guides

» Product selector
configurations

» Detailed information

» Product picture

» Price, availability,
delivery information

» Consumer reviews
and ratings

DECISION

» Security guarantee
» Service promise

» Discounts

» Store locator

» Call to action

» Consumer reviews
and ratings

Figure 2. The online buying process by Chaffey and Smith (2013)

Laudon and Traver (2014) view online consumer behavior as a number of factors that
shape the decision to purchase from an online store, dividing them into background

demographic factors, intervening factors, and “clickstream” (“point-of-purchase”) be-
havior, i.e. the behavior the consumer exhibits directly before the moment of purchase

(see Figure 3).
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Figure 3. Laudon and Traver’s (2014) model of online consumer behavior divides the

process into three groups of factors

These models are important in understanding which factors and in which order can in-
fluence whether a site visitor decides to purchase or not. By making sure that each
possible action of a visitors is thought out and leads to an appropriate response by the

website, the effectiveness of the website can be improved substantially.

2.3 E-commerce success factors

Rockart (1979) suggested that every strategic objective should be supported by critical
success factors, defined as “areas in which results, if they are satisfactory, will ensure

competitive performance for the organization”.

In a study based on a comprehensive literature review from 1991 to 2011, Ajmal and
Yasin (2012) identified an array of factors that can be used to assess overall success of
an e-commerce SME (Table 1). The model is very far-reaching and tries to take into

account all possible stakeholders of an e-commerce firm.
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Table 1. Success factors for SMEs (adopted from Ajmal and Yasin, 2012)

TABLE I: SUCCESS FACTORS FOR SMES.

( IM4) Ease of use

IM5
Customer-Service
/ Client interface

pressure

Organizational Management Technological Individual Implementation | Environmental Trust
(O1) Enterprise  |(M1)Resources  |(T1) Technical (1) IT Skill & (IM1) Product & |(E1) Government ((T1) Security
resources commitment infrastructure Expertise services Support

(international web (T2) Privacy
(02) Firm size use) (T2) Business (12) Education & |( IM2) Delivery & |(E2) Industry
infrastructure awareness payment (T3) Loyalty
(M2) good Project (E3) National
Management (T3) Communication ( IM3) Usefulness
team (E4) Competitive

Molla and Licker (2001) applied a model of information systems (IS) success earlier

developed by Delone and Mclean to e-commerce and identified several factors that

may contribute to e-commerce success (see Figure 4). At the center of the model in

customer satisfaction, which stems from experiences encountered at the website (use)

which in turn is influenced by e-commerce system quality, content quality, trust estab-

lished between the user and the website, and customer service quality.

EC system
Quality

Content

Quality

Satisfaction

E-commerce

Success

Figure 4. E-commerce success model (adopted from Molla and Licker, 2001)

Udo and Marquis (2002), based on 117 responses of e-commerce website users, de-

termined that the most critical success factors of e-commerce web site design are

download time, ease of navigation, graphics usage, interactivity and consistency.

Jeffcoate et al. (2002, 129) identified 11 e-commerce critical success factors for SME:
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* Content. The effective presentation of a products or services.

* Convenience. The usability of the website.

* Control. The extent to which organizations have defined processes that they
can manage.

* Interaction. The means of relationship building with individual customers.

* Community. The means of relationship building with groups of like-minded
individuals or organizations.

* Price sensitivity. The sensitivity of a product or service to price competition on
the Internet.

* Brand image. The ability to build up a credible brand name for e-commerce.

* Commitment. A strong motivation for using the Internet and the will to inno-
vate.

* Partnership. The extent to which an e-commerce venture uses partnerships.

* Process improvement. The extent to which companies can change and auto-
mate business processes.

* Integration. The provision of links between underlying IT systems in support

of partner- ship and process improvement.

Laudon and Traver (2014) identified the eight most important factors of e-commerce
site design to be functionality, abundant information, ease of use, alternative naviga-
tion paths to the same content, ease of purchase, multi-browser functionality, simple
graphics, and legible text. These factors were developed based on an analysis of web-
site features that received most complaints from customers, which are shown in Table
2. He notes that the “annoying” features of a website will most likely prevent the cus-

tomers from buying forever.
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Table 2. Features that received most complaints from website users

* Requiring user to view ad or Flash  [nability to use browser's Back button
lcr:)trztt)g:tctlon szl it * No contact information available

(Web form only)

* Pop-up and pop-under ads and windows * Unnecessary splash/flash screens,

* Too many clicks to get to the content animation, etc.

e Links that don't work * Music or other audio that plays automatically

» Confusing navigation; no search function * Unprofessional design elements

* Requirement to register and log in before e Text not easily legible due to size, color,
viewing content or ordering format

* Slow loading pages ¢ Typographical errors

» Content that is out of date * No or unclear returns policy

The models look at e-commerce success from different perspectives, as Ajmal and
Yasin have a more comprehensive model that would encompass benefits of all possi-
ble stakeholders of an e-commerce organization, Molla and Licker (2001), Jeffcoate et
al. (2002) look from the perspective of the user of an e-commerce website, and Udo
and Marquis (2002), Laudon and Traver (2014) take into account mostly the design of

an e-commerce website.

2.4 E-commerce development decisions

Building and maintaining an e-commerce website requires making an array of deci-
sions. Before starting to develop a strategic e-commerce plan, a general infrastructure

of e-commerce should be explored.

Laudon and Traver (2014) divided the decisions that are made in the process of build-
ing an e-commerce website into six areas: telecommunications, software, hardware,
site design, human resources, and management decisions. He also provided a timeline
for e-commerce presence, which consists of six phases and is meant to break down the
large task of developing an e-commerce website into smaller, more manageable pro-
jects. In Table 3, the six phases can be further broken down into three tasks: 1. Devel-
oping the websites’s contents, design, and functionality. 2. Make the website func-
tional by implementing search engine optimization and marketing activities. 3. Identi-
fying appropriate social channels and building the social media presence by regularly

sharing appropriate content.
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Table 3. E-commerce presence timeline by Laudon and Traver (2014)

PHASE ACTIVITY MILESTONE
Phase 1: Planning Envision Web presence; determine personnel Web mission
statement
Phase 2: Web site Acquire content; develop a site design; arrange ~ Web site plan
development for hosting the site
Phase 3: Web Develop keywords and metatags; focus on A functional Web
Implementation search engine optimization; identify potential site
sponsors
Phase 4: Social media Identify appropriate social platforms and A social media
plan content for your products and services plan
Phase 5: Social media Develop Facebook, Twitter, and Pinterest Functioning social
implementation presence media presence
Phase 6: Mobile plan Develop a mobile plan; consider options for A mobile media
porting your Web site to smartphones plan

Chaffey (2009) used a framework of eight “strategic e-business decisions”:

1. E-business channel priorities

Market and product development
Positioning and differentiation strategies
Business and revenue models
Marketplace restructuring

Supply-chain management capabilities

Internal knowledge management

*® N kWD

Organizational resourcing and capabilities

While these models view developing an e-commerce website from the perspective of
building a standalone business, this thesis is concerned with building an e-commerce
website for a company that already has a strategy for doing business offline. Neverthe-
less, it is important to understand that building an extensive online presence for a

company must be done in a way that supports its corporate strategy.

A more focused approach that looks at the objectives that a typical e-commerce web-
site can fulfill, as well as the technology that provides it, is presented in Table 4 (Lau-
don and Traver, 2014).



Table 4. Business objectives an e-commerce website can fulfill and the system func-

tionality needed to provide it

15

Objective

System functionality / technology

Display goods

Digital catalog with dynamic text and

graphics

Provide product information

Product database

Engage customers in conversations

On-site blog

Execute a transactions

Shopping cart and payment systems

Accumulate customer information

Customer database

Provide after-sale customer support

Sales database

Coordinate marketing and advertising

Advertising and email servers, advertising

and email management software

Understand marketing effectiveness

Site tracking and reporting system

Provide production and supplier links

Inventory management system

2.5 Benefits of e-commerce adoption

Before introducing e-commerce into an existing business, it should be well understood
what the possible benefits of adopting e-commerce are. Chaffey and Smith (2013) di-
vided the potential benefits of using e-commerce into tangible and intangible, with the

tangible benefits including:

* Increased revenues, such as from gaining new customers;

* Marketing cost reduction, such as by using social media marketing;
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*  Supply chain cost reductions, for example by reducing or eliminating levels of
inventory;

* Administrative cost reductions, such as by reducing sales staff;

and the intangible benefits including:

* Better corporate and brand image communication;
* Faster product lifecycle;

* Better customer service;

* Enhanced marketing management;

e Feedback from customers.

A study of 74 Swedish SMEs (Beheshti and Salehi-Sangari, 2006) that have an Inter-
net-based e-business showed that the areas most improved by improved by implemen-

tation of e-commerce are:

* In manufacturing firms: customer service, customer retention, and distribution
costs;

* In service firms: customer service, marketing, and customer retention.

Overall, it seems that the benefits of implementing e-commerce can be immense, con-
sidering that out of 8§16 million people living in Europe 264 million shop online with

turnovers reaching 40.8 billion euros. (Ecommerce Europe, 2014).

2.6  Project planning and project proposal writing

In this thesis, the development of an e-commerce website is viewed as a project, and
the latter part of the study is presented as a project proposal, where the problem with
the current online presence of Ryijypalvelu-RP Oy is presented, a solution is suggest-

ed, and the objectives and goals for the project are set.

Haynes (2002) defines a project as

“an undertaking that has a beginning and an end, and is carried out to meet es-

tablished goals within cost, schedule, and quality objectives.”
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He claims that planning is a crucial part of project planning, as it describes in detail
what is required for successful project completion along the dimensions of quality,
time, and cost. The project parameters are shown as a model (Figure 5) so that the pa-
rameters of quality, cost, and time are presented in a project plan the forms of respec-

tively specifications, budget, and schedule.

Figure 5. Project parameters (adopted from Haynes, 2002)

Project Management Institute, Inc. (2013) suggested a more concise, although similar
definition of a project: “a temporary endeavor undertaken to create a unique product,
service, or result.” The process of project managements (Figure 6) is divided into
three phases: enter phase, monitoring and controlling processes, and exit phase. Pro-
ject planning is also seen as a crucial part of project management, as the bulk of any

project consists of continuous changes to its project plan as it is being executed.

Monitoring &
Controlling Processes

Planning
Processes

Enter Phase/ Initiating Closing Exit Phase/
Start project Processes Processes End project

Executing
Processes

Figure 6. Project process (adopted from Project Management Institute, Inc., 2013)
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Haynes (2002) divides the project process into four stages:

1. Defining the project

2. Planning the project
3. Implementing the project
4. Ending the project

The two models are very similar and provide a solid framework for pursuing any pro-

ject.

According to Haynes (2002), the first step in a project is defining and clarifying its

scope. This stage is meant to

* Make sure that the team is solving an actual problem or pursuing a real oppor-
tunity;
* Set imperative and desirable objectives the project;

* Choose the right approach to achieve the selected objectives.

Hagemann and Danley (2003, 1) said about writing project proposals:

“The purpose of a proposal is to [...] provide a solution to a problem, or rec-
ommend an improvement; therefore, proposals 1) describe the problem, 2)
suggest a solution and 3) request permission and/or funding to implement the

solution.”

Foundation Center (n.d.) suggested that the structure of a project proposal should con-
sist of the following components: executive summary, statement of need, project de-

scription, budget, organization information, and conclusion.
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METHODS

The purpose of this thesis is to develop a project proposal that is not only based on the
latest thinking in the field of e-commerce and digital marketing, but also corresponds
with the needs and wishes of the management of Ryijypalvelu-RP Oy, as well

as the resources they possess. In order to achieve this, a mix of qualitative re-

search and action research methods are used. This ensures that the final ver-

sion of the project proposal is both comprehensive and practical, and will al-

low the proposed solution to be developed within a relatively short period of time. The
choice of the methods and the role each of the methods plays in this study is further
explained in this chapter. The process of the research process and the methods used in

each of the steps are presented in Figure 7.

1. Development of the first version of the project

proposal

Secondary data analysis

2. Collecting and analysing feedback from the
management of the commissioner's company

Action

Unstructured interview

Research

3. Development of the second and final version of the
project proposal

Secondary data analysis

Figure 7. Research process and methods used

Kananen (2010) suggests that qualitative research is best used when an in-depth view
of a phenomenon is needed. In this study, the data for project proposal is drawn from a
variety of secondary sources in order to gain an in-depth understanding of how a com-
pany such as Ryijypalvelu-RP Oy should approach developing and marketing an e-
commerce website. Secondary data analysis is chosen as the main method in the de-
velopment of both first and second versions of the project proposal for the reason that
it allows to save time and money, and provides access to data that may otherwise be
impossible to obtain through primary research (Ghauri & Gronhaug, 2005). After the

initial version of the project proposal is developed, it is submitted to the management
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of Ryijypalvelu-RP Oy, followed by an semi-structured email interview that is con-
ducted to reveal any concerns the commissioner might have and to receive suggestions
on how the project proposal can be improved to better fit the capabilities of the com-

missioner firm.

Overall, the study is done as an action research project. Koshy (2005, 3) suggests that
action research is meant to “create knowledge based on enquiries conducted within
specific and often practical contexts.” Action research is, therefore, appropriate for
writing the project proposal for Ryijypalvelu-RP Oy, as it will allow for the solution
to be more practical to the commissioner of this thesis because of modifications made
through analyzing feedback of the firm’s management. According to Koshy (2005),
action research also allows for an opportunity that a theory or alternative solution may
emerge from the research, as opposed to research following an already formulated

theory.

Action research is a process or a cycle that consists of analyzing the current practice,
developing an action plan, intervening (taking action), and then reflecting on the re-
sults (Macintyre, 2000). In this study, action research will involve analyzing the cur-
rent online presence of the commissioner company, developing a proposal (solution)
and submitting it to the commissioner firm, and then analyzing and reflecting on the
feedback received in order to develop a second version of the project proposal that is

more refined and practical for the commissioner.
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4  FINDINGS AND RESULTS

4.1

The purpose of this study was to develop a project proposal that would identify the
steps that should be taken for a small business such as Ryijypalvelu-RP Oy in order to
develop and market a modern e-commerce website under limited monetary resources.
This chapter describes and discusses the findings of the project proposal versions that
have been developed in this study. The full versions of the first and second version of
the developed project proposal can be found at the end of this thesis as Appendix A
and Appendix B, respectively.

As the report for Ryijypalvelu-RP was done as a project proposal, an appropriate
structure was chosen. The structure of the proposal has been suggested by Foundation
Center (n.d.), with the main sections being: executive summary (abstract), project
background and statement of need, definition of the suggested project and its scope,
project description and specifications of what needs to be done, project schedule and
estimated costs, and conclusion. Each section will be briefly described in this section
of the thesis. The data that was used to develop the project proposal has been taken

from a variety of secondary sources, such as online articles and textbooks.

Development of the first version of the project proposal

At first, Ryijypalvelu-RP Oy, the commissioner of this thesis, is presented, and a brief
history of the firm is given. This section is written in order to clarify the starting point
of the proposed solution. The company’s current online presence is then analyzed and

a list of possible reasons for its ineffectiveness is given.

It has been determined that currently the e-commerce functionality of Ryijypalvelu-
RP Oy’s website is limited as it does not provide its customers with basic e-commerce
features such as a shopping cart or online checkout. Building a state-of-the-art e-
commerce website and implementing various online marketing techniques has a sig-
nificant potential for improving sales performance of the company, as well as widen-

ing its customer base, enhancing customer service and customer retention practices

(Chaffey and Smith, 2013; Beheshti, 2006).
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In the “Project definition and scope” section, the proposed project is defined and the

possible benefits are listed and justified. The two key objectives are selected to be:

* Develop a state-of-the-art e-commerce website for Ryijypalvelu-RP Oy that
will be able to convert its visitors into paying customers at a high rate;

* Increase the amount of visitors on the newly developed website through the
use of various marketing techniques such as search engine optimization, Pay

Per Click advertising, and strategic use of social media.

The “Project description” section is meant to provide a description of specific actions
that need to be taken in order to achieve the proposed objectives. At first, the alterna-
tive approaches to building an e-commerce website are considered, such as hiring a
professional web developer or using an e-commerce platform. Since hiring a profes-
sional web developer is expensive and takes a longer time to develop the website, an
appropriate e-commerce platform options are then selected based on the needs of Ry-
ijjypalvelu-RP Oy, such as ease of use and maintenance, low subscription price, and fit
for selling products similar to 7yijys. Out of the reviewed e-commerce solutions
(Shopify, Bigcommerce, and Woocommerce), all three are excellent in terms of func-
tionality for a small business such as Ryijypalvelu-RP Oy. Although more advanced
features of Bigcommerce and Shopify might offer more growth potential without the
need to migrate to another e-commerce platform in the future, WooCommerce offers a
significant advantage for a price-conscious company like Ryijypalvelu-RP Oy due to

it being free.

The section then focuses on how the newly developed website can attract new cus-
tomers through using techniques such as blogging, search engine optimization, and
social media (see Figure 8). Search engine optimization techniques improve the natu-
ral position of the website in search engine results pages so that potential customers
can easily find the website; social media marketing allows to communicate with cus-
tomers, receive feedback, and advertise to specific groups of people that share a com-
mon interest; frequent blogging adds content for the search engines to index, contains
call-to-action buttons to produce sales, and may lead to people sharing the content
over social networks. At the end of the “Project description” section, several tech-
niques that can increase the percentage of site visitors converted to buyers are present-

ed. In order to maximize the number of visitors converted into paying customers, the
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merchant has to make sure that the website design, including product pages and the
checkout process, are not deterring the customer from making the purchase by dis-
tracting him with banners, including hidden charges, setting high delivery rates, or not

stating security measures of the website.

According to Conley (2014), successful use of social media for businesses should in-

corporate:

1. Focusing on specific target audiences and knowing which social network each
target group prefers;
2. Incorporating call-to-action buttons on social media in order to “push” the au-

dience to take a specific action, such as buying a product (see Figure 4.10)

Download 5 Free Blog Post Templates

| DOWNLOAD THE BLOG POST TEMPLATES NOW >

."LJA‘;“AA‘A d? Click here to subscribe to th 1'

SUBSCRIBE TO HUBSPOT'S MARKETING &

Join 300,000+ fellow marketers! Got HuoSpars iate weting

Figure 4.10. Call-to-action buttons at the end of a blog post at
blog.hubspot.com

Figure 8. Example of a technique to encourage blog or social media visitors to buy a

product

The final section of the project proposal “Project schedule and costs” estimates how
long each step of the development process will likely take and the costs associated
with implementing the techniques presented earlier in the project proposal. It is then
concluded that developing an e-commerce website is likely to be a worthwhile in-

vestment for Ryijypalvelu-RP Oy.

4.2 Feedback from the company’s management

The first version of the project was then submitted to the management of Ryijypalve-
lu-RP Oy followed by a short semi-structured email interview. The interview was

based around two open-ended questions:
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*  What do you think about the idea of developing an e-commerce for Ry-
jjypalvelu-RP Oy in general and specifically about the project proposal report?
How could the project proposal be improved in order to be more practical for
Ryijypalvelu-RP Oy?

*  What more would like to know in order to start development of a new e-

commerce website?

Overall, the management of Ryijypalvelu-RP Oy stated that it has been pleased with
the idea of developing an e-commerce website for the company and how it was pre-
sented in the project proposal. The feedback comments also stated that “the writing
form, format and style are clear, concise and easy to read” and that the references are

up to date.

The management of Ryijypalvelu-RP also presented a list of what could be improved
in the project proposal report and what could be added in order for the proposal to be
more practical and useful for the company. Suggestions for improvement that have
been received from the management of Ryijypalvelu-RP Oy are presented in Table 5.
Based on the feedback and the suggestion received, the project proposal have been
modified to better fit the needs of the commissioner company. The changes to the pro-

ject proposal are presented in the next section.
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Table 5. Suggestions for improvement from the management of Ryijypalvelu-RP Oy

received during the email interview

Area of the proposal Suggestions for improvement

E-commerce platform choice Explore the options of free e-commerce
solutions without monthly or commission

fees

E-commerce platform choice Justify how the reviewed e-commerce

options were chosen

Product pages, search engine optimi- | Explore how the high price of ryijys can
zation be justified by showing that the customer
is paying for “the good quality, handi-

craft”

All project proposal report Use a more personalized approach, ex-
plain how the project proposal exactly

relates to Ryijypalvelu-RP Oy

The checkout process Explore the payment options available

Blogging techniques Explain what kind of content can be pub-
lished on the company blog and on social

media

Social media Explain how the company can find out
which social media to use to reach rele-

vant customers
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4.3  Development of the second version of the project proposal

In order to better fit the requirements of the commissioner company, a number of
changes have been implemented to the project proposal report based on the feedback
and suggestions received (see Table 5). The changes will be described in present sec-

tion.

The choice of e-commerce platform to review has been changed and now based on
Gregoire (2013), who has reviewed 25 of the most popular e-commerce solutions, and
graded each in terms of pricing, functionality, and ease of use. Three e-commerce so-
lutions that would fit Ryijypalvelu-RP Oy due to providing excellent user experience,
sufficient functionality to allow for future growth, and reasonable price were chosen.
One of the solutions, WooCommerce, is fully free for the basic plan, and, according to

Gregoire (2014), would best fit small retailers (up to €500,000 in sales annually).

A new section was added with possible ideas about how all marketing messages, in-
cluding online advertising, search engine marketing, and on-site product pages, could
be modified in order to highlight the fact that ryijys are a hand-made luxury product
and the high prices are justified. The section lists 8 principles (8 P’s) of luxury brand
marketing suggested by Arora (2010).

Several paragraphs were added that reflected on what kind of content the commission-
er company could publish on its blog or social media in order to bring more visitors,
as well as on the best ways to choose social networks that would reach more custom-
ers from the company’s target groups. In addition to that, the current presence of the
company of the Facebook social network is shown with the conclusion that it needs to
bring more followers by posting content that potential customer would find useful. A
new paragraph was added about the significance of including several payment options
for the e-commerce website and how the company should choose which payment

methods to include based on the traffic that it gets on the e-commerce website.
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5 CONCLUSIONS AND SUGGESTIONS FOR FUTURE DEVELOPMENT

5.1  Summary of main findings

The study was set out to determine how small businesses that are not currently highly
involved in e-commerce should approach developing and marketing a modern e-
commerce website. The study was done as an action research project for Ryijypalvelu-
RP Oy, a small textile manufacturing company based in Helsinki. The study was
completed with the objective of developing a project proposal report for Ryijypalvelu-
RP Oy that would analyze its current online presence and determine its degree of ef-
fectiveness, identify the benefits of adopting e-commerce, and establish the steps that

it should take in order to develop and market a modern e-commerce website.

The thesis was done as an action research study that included developing a project
proposal report for Ryijypalvelu-RP by analyzing secondary data such as websites,
textbooks, and journal articles, submitting the report to the management of Ry-
jjypalvelu-RP to get feedback and suggestions to improve the practicality and reliabil-
ity of the report, and then developing a second version of the project proposal report
that would fit the requirements of Ryijypalvelu-RP Oy. The summary of the main
findings of the project proposal report can be found in Chapter 4 of the study. This
section will synthesize the findings of the project proposal report to answer the study’s

research questions.

1. Which steps should be taken in order to develop and market a modern e-commerce
website for a small business such as Ryijypalvelu-RP Oy under limited monetary re-

sources?

a. Selecting an e-commerce platform, such as Shopify or Bigcommerce or any of
the available solutions on the market, in order to develop a modern high-
quality e-commerce website without the need of hiring a professional web de-
veloped, which would likely be considerably more expensive and time-
consuming;

b. Ensuring that the website design, including product pages and the checkout
process, are not deterring the customer from making the purchase by distract-
ing him with banners, including hidden charges, setting high delivery rates, or

not stating security measures of the website;
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c. Selecting most appropriate online techniques to increase the amount of rele-
vant visitors on the website, including search engine marketing, blogging, and

social media marketing.

2. What is e-commerce and what are the benefits of adopting e-commerce?

OECD (2011, 72) defined e-commerce as “the sale or purchase of goods or services,
conducted over computer networks by methods specifically designed for the purpose
of receiving or placing of orders”. The possible benefits of implementing e-commerce
include improved sales performance of the company, wider customer base, as well as

enhanced customer service and customer retention practices. (Chaffey and Smith,

2013; Beheshti, 2006)

3. What is the current e-commerce presence of Ryijypalvelu-RP Oy and how effective

1s it?

Currently the e-commerce functionality of Ryijypalvelu-RP Oy’s website is limited as
it does not provide its customers with basic e-commerce features such as a shopping
cart or online checkout, which would likely deter most customers from completing an

order on the website.

5.2 Limitations of the study

The result of this study, a project proposal report for the development and marketing
an e-commerce website for Ryijypalvelu-RP Oy, has been based on an analysis of
secondary data which means that a number of limitations need to be considered be-
cause of the chosen methodology. Despite the fact that the information to be included
in the proposal was carefully chosen as to be relevant and reliable, it could still be in-
complete or inaccurate in the case of Ryijypalvelu-RP due to not being geographically

or otherwise applicable to the commissioner company.

5.3 Usefulness of the research for the commissioner and suggestions for further work

The study has provided Ryijypalvelu-RP with a valuable proposal that will likely ben-
efit the company if the proposed project is approved and implemented. This study

highlighted the potential benefits of developing a modern e-commerce website and
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suggested how the company should approach developing and marketing the website

under limited resources.

Based on the limitations of this study, a number of suggestions for future research and
development can be given, such as using more reliable primary data e.g. question-
naires or interviews to find out how successful small businesses have approached de-
veloping and marketing e-commerce websites in the recent past. Ryijypalvelu-RP Oy,
in particular, could benefit from approaching building and improving its website as a
an action research project that would determine the practices that are effective for a

company of Ryijypalvelu-RP’s specific size and industry.
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APPENDIX A. E-=COMMERCE PROJECT PROPOSAL FOR RYIJYPALVELU-RP OY (FIRST
VERSION)

1 EXECUTIVE SUMMARY

The purpose of this project proposal is to describe the potential benefits of developing
a modern e-commerce website for Ryijypalvelu-RP Oy, as well as specify the objec-

tives, deliverables, an estimated schedule and a budget for the project.

Currently the e-commerce functionality of Ryijypalvelu-RP Oy’s website is limited as
it does not provide its customers with basic e-commerce features such as a shopping
cart or online checkout. Building a state-of-the-art e-commerce website and imple-
menting various online marketing techniques has a significant potential for improving
sales performance of the company, as well as widening its customer base, enhancing
customer service and customer retention practices. (Chaffey and Smith, 2013; Be-

heshti, 2006)

Using an e-commerce platform, such as Shopify or Bigcommerce, is a rather neces-
sary investment, as it allows to build a high-quality e-commerce website without hir-
ing a professional web developer. In order to maximize the number of visitors con-
verted into paying customers, the merchant has to make sure that the website design,
including product pages and the checkout process, are not deterring the customer from
making the purchase by distracting him with banners, including hidden charges, set-

ting high delivery rates, or not stating security measures of the website.

Several methods can be used to increase the amount of relevant visitors on the web-
site, such as search engine marketing, blogging, and social media marketing. Search
engine optimization techniques improve the natural position of the website in search
engine results pages so that potential customers can easily find the website; social me-
dia marketing allows to communicate with customers, receive feedback, and advertise
to specific groups of people that share a common interest; frequent blogging adds con-
tent for the search engines to index, contains call-to-action buttons to produce sales,

and may lead to people sharing the content over social networks.
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2 PROJECT BACKGROUND AND STATEMENT OF NEED

2.1 Company description

Ryijypalvelu-RP Oy is a small textile firm based in Helsinki that sells traditional Finn-
ish ryijys (cloth rugs).

The company offers the widest selection of ryijy designs in Finland. Customers can ei-
ther buy a finished rug or a do-it-yourself kit for making a rug. There are more than
200 of designs available at the moment, ranging from folk models designed in 1700s

to modern ryijys.

The company has been in operation for over 60 years and initially operated with the
goal of using the profits to help families of war veterans. The company’s sales per-
formance has been stagnant in the past decade or so, with its inability to attract new

customers and its customer base aging.

2.2 Current online presence of Ryijypalvelu-RP Oy

Ryijypalvelu-RP Oy’s website address is www.ryijypalvelu-rp.fi.

The main page of the website includes a description of the company, corporate histo-

ry, and contact information, as shown in Figure 1.



35

Elusivu Yrityksen historia Ryijyvallkoima Yhteydenotto

; Ryijypalvelu-RP Oy

B
= - N

Tervetuloa Ryijypalvelu-RP IX vrityksen historia B Yhteystiedot
Oy:n kotisivuille!
Ryijypalvelulla on Suomen kattavin valikolma ryljyja. Sodan Jalkeen perustettu Ryljypalvelu oll ensin Ryllypalvelu RP Oy
Laajasta valikoimasta |6ytyy malleja 1700-luvulta nimella So-Ve-La ell Sotainvalidien Veljesliiton Abrahaminkatu 7
aina nykyalkaan asti. Arvotekstilll luo kotona |&mp6a 1953 I 00180 Helsinkl
ja pehmeytia. Toimistoissa se estaa kaikua ja on a Ty ofti lar ja

p valittaa... nimeksi ful Sotainvalidien... Puh. 09 660615

eMail: info@ryijypalvelu-rp fi
eMail: etunimi sukunimi@ryijypalvelu-rp fi
eMail: ryijypalvelu@kolumbus.fi

>
a
3
3
3
3
a
2

El
2
a
2
a
2
2
2

Lue lisaa >>

Figure 1. Home page of www.ryijypalvelu-rp.fi

The website also allows the customers to see the selection of rugs available (Figure 2)
and order a ryijy by manually typing the model of the wanted ryijy using the contact
form (Figure 3).
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Figure 2. A portion of the selection of ryijys for sale
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Figure 3. A form for ordering a rug



37

The currently existing website of Ryijypalvelu-RP Oy is a website that has only basic
product and company information with a rudimentary interactive functionality. Alt-
hough the customers have the ability to order a product manually through using the
order form shown in Figure 3, the e-commerce component of the site is likely to deter

customers from completing the order online due to the following factors:

* Confusing site navigation;

* Unprofessional design;

* Website contents available only in Finnish;

* No site search functionality;

* No individual product pages;

* No individual product descriptions or availability information for each prod-
uct;

* Delivery information is not available on the ordering page and exacts shipping
fees are not given;

* Lack of payment methods, security of the site unknown.

3 PROJECT DEFINITION AND SCOPE

In order to achieve a potentially significant increase in the company’s sales perfor-
mance, it is proposed that Ryijypalvelu-RP Oy invest in developing a state-of-the-art

e-commerce website and various online marketing tools.

Ecommerce Europe (2014) in their latest European B2C E-commerce Report 2014 es-
timated that about a third of the population of Europe, or 264 million people, are

online shoppers, with the total revenue reaching € 363.1 bn.

The potential benefits of implementing a modern e-commerce website include in-
creased revenues, wider customer base, marketing cost reduction compared to tradi-
tional (offline) marketing tools, improved quality of customer service, ability to effort-
lessly extract feedback from customers, and enhanced corporate image communica-

tion (Chaffey and Smith, 2013; Beheshti, 2006).

Therefore, the two key objectives of the proposed project are:
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* Develop a state-of-the-art e-commerce website for Ryijypalvelu-RP Oy that
will be able to convert its visitors into paying customers at a high rate;

* Increase the amount of visitors on the newly developed website through the
use of various marketing techniques such as search engine optimization, Pay

Per Click advertising, and strategic use of social media.

4 PROJECT DESCRIPTION

4.1 E-commerce platform choice and functionality

The first step in building an e-commerce website for Ryijypalvelu-RP Oy is choosing
a suitable e-commerce platform for its operation. While high-budget companies are
able to build a website without using any kind of e-commerce platform, that requires
hiring a professional web-developer and usually takes a longer time. E-commerce
platforms usually provide slightly less design and other customization options, but
they can significantly reduce the time needed to launch and manage the website, and
may save development, maintenance, and, depending on the platform used, file host-

ing costs.

The choice of an e-commerce platform should be based on the requirements presented
by its management. There are a variety of e-commerce platform options available,

with the main differences being:

* The host of the contents of the website;

* Design and other customization possibilities;

* Ability to integrate management software tools;
* Payment gateways possibilities;

* Limitations of the platform;

e Subscription and commission price.

For Ryijypalvelu-RP Oy, the three main requirements have been identified as:

* Ease of use and maintenance;
* Low subscription price;

* Fit for selling ryijy-like products.
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Due to the fact that self-hosted e-commerce platforms will usually require more time
and money to use and maintain, they will not be considered. In the following section,
three different hosted e-commerce platforms are reviewed and a suggestion for Ry-

jjypalvelu-RP Oy is provided at the end.

4.1.1 Shopify

Shopify is a popular e-commerce platform that has a reputation of hosting online
stores with visually appealing designs and being simple to use and maintain for the

merchant. Shopify.com claims that more than 120,000 merchants use Shopify.

It offers a variety of features, such as more than a 100 professional design themes
available, fully customizable design to the needs of the developer, a secure shopping
cart with more than 70 payment gateway options, ability to use multiple languages,
automatic tax calculation depending on the geographical location of the buyer, and
round-the-clock technical support. The full list of features can be found at

http://www.shopify.com/online/ecommerce-solutions. In figure 4 is an example of an

e-commerce website that uses the Shopify platform.
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- Large: 5.3"wide x 4.7" tall

- Wipe clean with damp cloth
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Figure 4. LEIF example of an e-commerce website that uses the Shopify e-commerce

platform.

The main downside of the Shopify platform is its relatively high price. Shopify will
cost $29 (€23.16) plus 2% of every transaction for the basic plan, with more expensive

and feature-rich options also available.

4.1.2 Bigcommerce

Bigcommerce is an e-commerce platform that offers more features than Shopify, but
is more difficult to set up and maintain. Bigcommerce.com claims that more than

55000 merchants are using its platform.

The additional features of Bigcommerce include customer reviews, product image
zoom, and product suggestions. An example of a storefront of an e-commerce website

made with Bigcommerce is shown in Figure 5.
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Figure 5. When The North Wind Blows is an e-commerce website made with the

Bigcommerce platform.

Bigcommerce’s basic “Silver” plan will cost the merchant $29.95 (€24) plus 1.5% of

every transaction.
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4.1.3 IndieMade

IndieMade is an e-commerce platform that offers a lower price combined with all

basic e-commerce features and simple set up and maintenance processes.

The Plus version of IndieMade would be most suitable for Ryijypalvelu-RP Oy, since
it makes possible to have more than 200 products with 6 pictures per product. It is also
possible to have a blog and galleries on a website made with the IndieMade platform.

An example of an e-commerce website using IndieMade is presented in Figure 6.

N/ V'A\"A‘!’\,""\",‘k\!'\‘,“‘,‘,’wv N/N/NRNNY
s Handmade Bags & Accessories /\/\NW
/A\M‘IL\IAVI.\‘IA\II\VIA\‘IA £\ A AN /A\ ANIINN
Home Store ‘ Gallery What People Say In Stores Special Offers & Updates Calendar
TWEED Monster Purse | SAM

Store Sections Store

£ l
TWEED Monster Purse | SAM TWEED Monster Purse | WILLAM  TWEED Monster Purse | BOBBY
€$7.95 €$8.95 €$8.95

TWEED Monster Purse | KEVIN TWEED Monster Purse | JAIME TWEED Monster Purse | GEORGE TWEED Monster Purse | STEWART
€$8.95 €$8.95 €$8.95 €$8.95

Figure 6. Salt Spring Tween is an e-commerce website made with IndieMade.

The drawbacks of the platform include far fewer payment options available for cus-

tomers, no advanced e-commerce functionality, less attractive design.

4.1.4 Choosing the right platform

It can be said that using an e-commerce platform is an investment that will likely add
value to the final consumer while decreasing the inconveniences usually associated
with developing an online stores with advanced functionality. It is therefore advisable

to choose a platform that combines the necessary features with a reasonable cost,
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where reasonable cost can be defined as the projected return on investment from uti-

lizing the e-commerce platform.

IndieMade is a platform more suitable for a company that sells a small number of
products as an addition to the content published on the site, such as a blogger selling t-
shirts with his logo printed on it. It is likely that even if IndieMade’s functionality will
suffice for Ryijypalvelu-RP Oy initially, it will limit the site’s growth in the future.

On the other hand, both Bigcommerce and Shopify offer similar functionality suffi-
cient for a company such as Ryijypalvelu-RP Oy and will not limit its growth poten-

tial, while at the same time are easy to set up and maintain.

4.2 E-commerce functionality specifics

An e-commerce platform is a major aid to the development and maintenance of e-
commerce websites, although using it will not alone ensure that a high percentage of
site visitors will purchase from the merchant. It is therefore vital to understand the as-
pects of an e-commerce website that site visitors require in order to commit to pur-

chasing a product or service from that website.

This section describes a few of the possible ways to bring relevant visitors to an e-
commerce website and the functionality it must offer in order to convert these visitors

into paying customers.

4.2.1 Traffic building

In order to produce a sale, Ryijypalvelu-PR Oy’s website first has to attract people
that are within its target group and likely to be interested in buying a ryijy or similar

house decorations.

There are several tools available for traffic building on a website, either on the Inter-
net or offline, and ensuring that the correct mix of these techniques is used will pro-

duce an adequate amount of relevant traffic at a reasonable cost. (Chaffey, 2011b)

The techniques for attracting relevant audiences to an e-commerce website include:
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* Search engine techniques;
* Social media marketing;

* Blogging.

These techniques will be described in the following sections.

4.2.1.1 Search engine marketing

The first way to increase the flow of relevant audiences to Ryijypalvelu-RP’s website
is to ensure that people who searching online for a store that sells ryijys or similar

home decorations will come Ryijypalvelu-RP’s website.

Search engine optimization (SEO) allows a website improve its natural position in

search engine results pages through the following methods:

* Checking and ensuring that the website is included in search engine indexes;

* Identifying keywords related to Ryijypalvelu-RP’s market and optimizing the
website to make more accessible for search engines;

* Ensuring that other relevant websites have hyperlinks to Ryijypalvelu-RP’s
website and that Ryijypalvelu-RP’s website has links to other relevant web-

sites;
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buy a wall rug “

Web Shopping Images Videos News More ~ Search tools

About 19,500,000 results (0.30 seconds)

Design Rugs - Hem.com - High-End Design Made Easy
designrugs.hem.com/ ~
See our Exclusive Collection Now!

Online rug store - Huge selection of quality rugs
rugs.rugvista.com/Rugs ~

30 days money back guarantee!

Rugs for everyone - Free Shipping/Returns EU

Ziegler rugs -40% - Outlet 30-50% - Free shipping in the EU - Nain rugs -25%

Wall-to-Wall Carpet Buying Guide - This Old House
www.thisoldhouse.com » Home » Flooring » Carpeting ¥ This Old House

Buying the right carpet for a room in your home involves more than finding a ... | have
wall tl wall belgium carpet in my apartment i am interested in sellingitasi ...

Wall Rug | eBay

www.ebay.co.uk/bhp/wall-rug ~ eBay

Egyptian cotton wall rug. £20.00. Buy it now. or Best Offer. | bought this wall rug when |
went to Egypt a few years ago suitable for wall or floor.

Rug Wall Hanging | eBay

www.ebay.co.uk/bhp/rug-wall-hanging ~ eBay

£12.99. Buy it now. Free P&P. Carpet Beater, Wall Hanging Rug Carpet Cleaner -
Control the Husband! Carpet Beater, Traditional wall hanging Carpet cleaner.

Figure 7. A Google search for “buy a wall rug” reveals two Pay Per Click ads (with a
yellow “Ad” icon before hyperlink to the advertiser’s website) followed by natural

search engine results

E-commerce platforms such as Shopify and Bigcommerce already have a number of

features that help optimize the website for search engines.

A Pay Per Click (also referred to as PPC) is a form of advertising that is highly target-
ed, meaning that only people that search for a particular keyword will be shown the
advertisement, and involves payment by advertiser only when his or her ad is clicked,
as opposed to paying for displaying the advertisement in a magazine or newspaper

(see Figure 7).

Pay Per Click advertising has an advantage over Search engine optimization by being
highly predictable, simple to use, fast, and accountable, although it may be competi-

tive and highly expensive for certain popular keywords.
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4.2.1.2 Blogging techniques

Creating new unique pages frequently, i.e. blogging, will increase the number of in-
dexed pages by search engines, and therefore, may lead to more visitors to Ry-
ijypalvelu-RP Oy’s website. Educative, and/or interesting content on the website also
increases the chances of it being shared over social networks, which will bring more

potential customers to the website. (Eridon, 2013)

Currently Ryijypalvelu-RP Oy has a blog that can be found at ryijypalvelu.blogspot.fi

(see Figure 8), but it is not frequently updated and does not have content that that is
likely to be shared. Blogging in English would likely bring a larger audience who are

interested in rug making or other similar crafts.

Ryijypalvelu-RP Oy

21. HEINAKUUTA 2014 SIVUT

Etusivu
Ryijykokemuksia
Ryijykuvia
Yhteystiedot

Erinomainen hetki vaikkapa auringossa riippumatossa pohtia, mita harrastaisi syksylla.
Erinomainen idea, on tehda ryijy - moderni tai kansanomainen, iso tai pieni - tai

‘ ikkapa omasta mallista! Ryijytarvik it ommellen ja kutoen - saatavissa jo nyt!
www.ryijypalvelu-rp.fi

TIETOJA MINUSTA

Ja Abrahaminkadulla paasee "paivitetyissa" tiloissa nak aan, milta netin kuvat Minna Ryijypalvelu
nayttavat luonnossa. Avoinna ma - pe 10-16. Tervetuloa :) 3+ sewaa o
Lahettanyt Minna Ryijypalvelu klo 10.24  Ei kommentteja: Tarkastele profillia

™M|E) & |E|®| 8+1 +1 Suosittele tita Googlessa

BLOGIARKISTO

16. HEINAKUUTA 2014 Y 2014 (7)
¥ heinakuu (4)
Tulossa ryijykoulu 5.8., 21.8. ja 29.8. klo 18-21 Erinomainen hetki vaikkapa
auringossa riippumatoss...
Tule saamaan tietopaukku ryijyista! Asiantuntija kertoo! Elokuussa kolme Tulossa ryijykoulu 5.8., 21.8. ja 29.8.
. N . . . . . . - . klo 18-21
iltavaihtoehtoa - saat ryijytietoa, opit tekniikan ja nopeimmat saavat oman mikroryijynsa
valmiiksi illan aikana! llmoittaudu ryijypalveluatkolumbus.fi tai 09 660 615. Ryijypalvelu- Taas on hommailtu ja kehitelty.
p.fi Myyntineuvottelija...

Taiteilijan kanssa viritetelty uutta
Kioto-ryijya ...
Lahettanyt Minna Ryijypalvelu klo 13.16  Ei kommentteja:

MB[ K@) 841 41 Suosittele titi Googlessa > kesakuu (1)

> toukokuu (2)

Taas on hommailtu ja kehitelty. Myyntineuvottelijan kanssa sovittu syksyn kuvioista.
Sisustussuunnittelua kehitelty - nayteikkunaa uudistettu -uusia kuvia otettu - sivustolta
virheitéd korjattu. Viela niité jaa, toivottavasti palveluntarjoaja pian hoitaa oman osansa.

Ja nyt saa aina teetd kupposen, kun tulee ryijymalleihin tutustumaan!
Lanhettanyt Minna Ryijypalvelu ko 12.42  Ei kommentteja:
M B! [E®| 8+ +1 Suosittele tata Googlessa

Figure 8. Ryijypalvelu-RP Oy’s blog, updated infrequently, is unlikely to bring any

new customers to its website



46

Besides bringing traffic to the website, a so-called landing or call-to-action button /

link can be placed after each blog post that would ensure increase in sales (see Figure
9)

4.2.1.3 Social media

Social media websites such as Facebook and Twitter are among the most popular
websites on the Internet. Therefore, social media offers a terrific opportunity for inter-

acting with potential and existing customers.

Presence on the social media will help to attract new customers, lead their interaction
with the company to a purchase decision, and encourage existing customers to tell
about their experiences with the company. In addition to that, using social media for
business is considerably cheaper than paid advertising, although it is more time-

consuming.

According to Conley (2014), successful use of social media for businesses should in-

corporate:

1. Focusing on specific target audiences and knowing which social network each
target group prefers;
2. Incorporating call-to-action buttons on social media in order to “push” the au-

dience to take a specific action, such as buying a product (see Figure 9)

Download 5 Free Blog Post Templates

Your Title
Goes H¢

tle
| —

SUBSCRIBE TO HUBSPOT'S MARKETING BLOG

Join 300,000+ fellow marketers! Get HubSpot's latest marketing articles straight to
your inbox. Enter your email address below:

SUBSCRIBE Sy
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Figure 9. Call-to-action buttons at the end of a blog post at blog.hubspot.com

3. Including “share” and “like” buttons on the website and blog posts in order to
encourage people tell others about their findings;

4. Spending a minimum of 15 to 30 a day on social media activities;

5. Responding to comments or feedback, even if they are negative;

6. Joining specific groups or communities that would help deliver the business
message to specific target audiences;

7. Considering paid targeted advertising on social networks.

4.2.2 Site layout and navigation

One of the most important things in user experience on a website is its layout and nav-

igation.

Crawfurd and Yang (2010) have suggested four points for improving an e-commerce

website layout effectiveness:

1. Keeping it simple, or avoiding unnecessary clicks or other actions which may
prevent the customer from going through with the order;

2. Using horizontal navigation, as research has shown that users often skip verti-
cal bars with navigation menus;

3. Include email opt-in for users that are not ready to buy at the moment (see
Figure 10); encouraging them to give their email address will prevent them
from forgetting to go through with the purchase later;

4. Making sure that product photography is consistent with the layout of the site

and its overall design.

Sign up to the Wiggle Newsletter!

& TRUSTPILOT

READ OQUR CUSTOMER REVIE
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Figure 4.10. Email opt-in is a useful feature for customers who are not ready to

buy yet, as seen on Wiggle.co.uk

4.2.3 Product pages

The pages that display information about a particular product deserve special attention

since they usually contain information that directly leads to purchase of the product.

E-consultancy (2011) made a number of suggestion to help e-commerce website de-

velopers increase chances of converting site visitors into buyers:

Consider incorporating videos into product pages, such as clips that show how
a product is used or provides instruction for complex products;

Make sure that call-to-action buttons, such as “add to cart” buttons, are dis-
played in the brightest colour and the largest size among other content, use un-
ambiguous wording, and are located in places where customers are likely to

expect them to be (see Figure 11)

Nike Hyperelite Basketball Crew
Tykkad: @ 26

140 EUR

Valitse koko B Toimitusaika:

2.5 tydpéivaa

Onko kokosi loppu?

Sam's Ostanyt-
e OSTA >

&

Tehokkaat urheilusukat Nikelta. Takaavat sopivan
hengittavyyden ja kosteudensiirron.

o’ LOytyy myés vireissa:

\ W |
¥

M

Figure 11. Sportamore shows the “Buy” button in bright pink with large letters

M@ Auta myés muita valitsemaan oikein

that is easy to notice

Create a sense of urgency, such as by stating that if a product is ordered before
a certain time, the customer will get it on the next day;
Avoid placing too much content on one page, as this might create a cluttered

page and discourage any kind of action by the visitor;
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* Create a description for the product that will
— Highlight its uniqueness
- Convey knowledge and experience about the product;
- Be easy to read and visually appealing;
- State the benefits of the products;

- Use an appropriate tone of voice.

Crawfurd (2010) suggests that well-made product photography could be the most im-
portant aspect in influencing shoppers by making them feel confident about purchas-
ing from an e-commerce website. He recommends that the products are well prepared
before the photos are taken, the lighting is set up correctly, and the pictures are taken

using a good camera, and edited afterwards, as shown in the example on Figure 12.

[A CuﬁLinkSL()I]] search Cufflinks.com 0

DESIGNER NEW ENGRAVABLES CLASSICS CAREER SPORTS STUDSETS INTERESTS TIEBARS ACCESSORIES SALE

Home » New » Tetris Zebrawood Inlays Wood iPhone 5s Cover

WOOD'D
Tetris Zebrawood Inlays Wood iPhone 5s Cover

Item Code: wd166025

DESCRIPTION S

WOOD'D is the first Italian brand to offer lifestyle wooden
accessories.Every single cover has a special pack made of wood and
plexiglass. Once opened it can be used as an iPhone stand.

PRODUCT SPECIFICATIONS +
DELIVERY TIME +
REVIEWS +
[T I= $48.00

ADD TO CART ADD TO WISHLIST RECOMMEND

Free shipping on orders $50+ (see details and restrictions)

Need help from a product specialist?
click here to chat

W Tweet Pinit m: o

M

Figure 12. An example of well-made product photography from CuffLinks.com
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4.2.4 The checkout process

Once a customer is convinced of a product’s benefits and added it to his shopping cart,
the merchant has to make sure that the process that leads to completing the payment is

quick and smooth, minimizing checkout process abandonment.

Econsultancy (2011, p. 85) recommends that the website does not require its custom-
ers prior to completing the order, as it is likely to create an unnecessary barrier that is
likely to deter customers from buying. In fact, a study (see Figure 13) revealed that
over 25 per cent of online shoppers would not go through with the purchase if they
were forced to create an account first. Instead, e-commerce websites should either im-

plement optional registration during checkout or avoid it altogether.

After adding items to your basket, what would make you abandon your purchase?

74.5%
49.3%

view responses l65°/- 53

Figure 13. An Econsultancy study (2011, p.85) revealed why online shoppers abandon
their shopping carts

Once the customer left the basket to start the checkout process, the reasons for aban-
donment change. Econsultancy (2011, p. 92) revealed that first-time shoppers are like-
ly to leave during the checkout process if they

* Discover hidden charges that were not mentioned before
* Have concerns about the security of payment
* Notice lack of contact details;

* The process takes too long or they have difficulties filling in forms.

In order to maximize their conversion rates, merchants have implemented a number of
techniques to avoid abandonment during the checkout process, such as removing site

navigation and site search options to avoid distracting the customer. At the same time,
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including contact details, security-ensuring images, and making the checkout process
more transparent, as seen in the example of John Lewis in Figure 14, is likely to de-

crease abandonment during the checkout process.

JOh n LeWiS & Secure chackout :,-.':
=

3 secure johnlewis. com e

Delivery detais ot @ E -‘ - ﬂ - 7

Tite Mease seeat : Ve (rOTHSE (e 10 MEHEES KON DEFSENd’ 085 1 By dutste

company I3 mading o mareeiag Jurposes. Aty parsonal

Purst Nares 1RO Wit gl VO y0u 15 A0 0N S00UM Vs An0 we
comply ity wier 31 appicatie D Promcson ingeiyton Rapstadie
DO-arty Barking 300 SUNDUION ASELBONS NSk Ouf LS cadd

LasiName CICEACIONS B TrTwt 88Tt Thawy woshe ordy e Darsora
IPIOETIMIDS NeEDeS 1D vatly 470 Suhortie your DeyTeent Card srd &

rone narser DII0RS5 yIur DITRS. 811 30 LNTEY KNG JLADITON 15 nep TS
Pteate For il debeis o sur prwacy polcy, see Sur orkre Terrs &
Ataratye gtone nirmer Caranrs

Whom do you want 10 delive

We Ordy Geledr withe: Te UK

Houke Ui of nare

Figure 14. John Lewis implements a number of techniques to ensure that customers

don’t abandon the purchase during the checkout process

5 PROJECT SCHEDULE AND COSTS

As every e-commerce website is unique, only a rough estimate can be given on how
long the development can take. A strict schedule and budget usually fail to account for

unexpected events.

Table 1 contains a schedule and estimated costs for developing an e-commerce web-

site.



52

Table 1. E-commerce development schedule

Activity Estimated period | Estimated cost
of time
Choosing and subscribing to an e-commerce | 1-7 days 29-180 per month
platform solution, such as Bigcommerce from the first
month, possible
commission
Initial design set up and testing 2-3 months Labour hours
Product photography and details 1-3 months Photo equipment
may be needed,
plus labour hours
Pay-per-click advertising set up 1-2 weeks Depends on the
amount of visi-
tors from adver-
tising and com-
petitiveness
Setting up payment system ~1 week Usually 1-3% of

every transaction

Social media set up

1 week + regular

updates

Labour hours

6 CONCLUSION

Developing a modern e-commerce website is a worthwhile investment that every

manufacturer should consider as a way to improve corporate performance.
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APPENDIX B. E-COMMERCE PROJECT PROPOSAL FOR RYIJYPALVELU-RP OY (SE-
COND VERSION)

1 TEST

1.1  Executive summary

The purpose of this project proposal is to describe the potential benefits of developing
a modern e-commerce website for Ryijypalvelu-RP Oy, as well as specify the objec-
tives, deliverables, an estimated schedule and a budget for the proposed project. Cur-
rently the e-commerce functionality of Ryijypalvelu-RP Oy’s website is limited as it
does not provide its customers with basic e-commerce features such as a shopping cart
or online checkout. Building a state-of-the-art e-commerce website and implementing
various online marketing techniques has a significant potential for improving sales
performance of the company, as well as widening its customer base, enhancing cus-
tomer service and customer retention practices. (Chaffey and Smith, 2013; Beheshti,

2006)

Using an e-commerce platform, such as Shopify or WooCommerce, is a rather neces-
sary investment, as it allows to build a high-quality e-commerce website without hir-
ing a professional web developer. In order to maximize the number of visitors con-
verted into paying customers, the merchant has to make sure that the website design,
including product pages and the checkout process, are not deterring the customer from
making the purchase by distracting him with banners, including hidden charges, set-

ting high delivery rates, or not stating security measures of the website.

Several methods can be used to increase the amount of relevant visitors on the web-
site, such as search engine marketing, blogging, and social media marketing. Search
engine optimization techniques improve the natural position of the website in search
engine results pages so that potential customers can easily find the website; social me-
dia marketing allows to communicate with customers, receive feedback, and advertise
to specific groups of people that share a common interest; frequent blogging adds con-
tent for the search engines to index, contains call-to-action buttons to produce sales,

and may lead to people sharing the content over social networks.
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1.2 Project background

1.2.1 Company description

Ryijypalvelu-RP Oy is a small textile firm based in Helsinki that sells traditional Finn-
ish cloth rugs.

The company offers the widest selection of rug designs in Finland. Customers can ei-
ther buy a finished rug or a do-it-yourself kit for making a rug. There are more than
300 of designs available at the moment, ranging from folk models designed in 1700s

to modern rugs.

The company has been in operation since 1955 and initially operated with the goal of
using the profits to help families of war invalids. The company’s sales performance
has been stagnant in the past decade or so, with its inability to attract new customers

and its customer base aging.

1.2.2  Current online presence of Ryijypalvelu-RP Oy

Ryijypalvelu-RP Oy’s website address is www.ryijypalvelu-rp.fi.

The main page of the website includes a description of the company, corporate histo-

ry, and contact information, as shown in Figure 1.
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Yrityksen historia Ryljyvalikoima Yhteydenotto

I

’
(% '
Tervetuloa Ryijypalvelu-RP g Yrityksen historia & Yhteystiedot
Oy:n kotisivuille!
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aina nykyalkaan ast. Arvotekstili luo kotona 18mp6a 1953 I 00180 Helsinki
ja pehmeytta. Toimistoissa se estaa kalkua ja on Naisjarjesto ry ofti hoitovastuun lankaliikkeesta ja
akustisesti erinomainen. Ryijypalvelu valittaa.. nimeksi fuli Sotainvalidien... Puh. 09 660615

eMail: info@ryijypalvelu-rp fi
eMail: etunimi sukunimi@ryijypalvelu-p fi
eMail: ryijypalvelu@kolumbus.fi

R R
NN

Lue lisaa >>

Figure 1. Home page of www.ryijypalvelu-rp.fi

The website also allows the customers to see the selection of rugs available (Figure 2)
and order a rug or catalogues, yarn, kits or weaving accessories by manually typing

any of the mentioned using the contact form (Figure 3).



Punakaunokki
Tuija E\Auua Piironen Tuija Maija Piironen Ahonlaita
784 o SRR Maarit Hirvonen
Ommellen 359,00 euros ommellen 359,00 valmiina 780,00 90x120
Kit 359.00 euros kit 359,00 ready woven 780,00

ommellen 520,00 vaimiina 1395,00

Vaimiina 780,00 kit 520,00 ready woven 1395,00

Ready woven 780,00

-

Kevétsavikka Kuunvalo
Tuija Maija Piironen Tuija Maija Piironen
70x83 cm 70x75 cm
ommellen 345 00 kit 345,00 ommelien 345,00 valmiine 780,00 Liljaketo
valmiina 780.00 ready woven 780,00 kit 345,00 ready woven 780,00 Maarit Hirvonen

120 x 160
ommellen 795,00 valmiina 2 250,00
kit 795.00 ready woven 2 250,0

Figure 2. A portion of the selection of rugs for sale
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Yhteydenotto

Voit myds |[ahettad meile vapaamuotoisen yhteydenoton sGhkdpostitse osoitteesaen: ryiiypalvelu@kolumbus.fi

Tikoan ryijykuvaston hintaan 9,45 + toimituskulut
Tikoan ryijyn /tarvickeet

Ryijyn nimi:

Ryijyn koko:

Rastita asianmukainen kohta
Nukkalangat + malli
Tybtarvikkeet kutoen (nukkalangat + valikude + malli]
| Tybtarvikkeet ommellen {pohja + nukkalangat + neulat + kasta + malli)
7| Valmiiksi kudottuna
Pakkaustemme lankamadrat perustuvat malikappaleiden kankojen menekkiin.
Mikdli tydhcnne menee enemmdn lankaaq, veloitamme lisdlangasta enkseen.
Tlausten toimitusaika on noin 1-3 vikkoa.

Mikdli valmista ryijya ei ole varastossamme, toimitusaika 1-3 kk.
Lahetyspaivamme on keskiviikko. Toimitukse? Iahetetddn matkahucllon kautta ennakolla. Lahetyskulut isGtadn.

Figure 3. A form for ordering a rug

1.2.3 Problems with the current website

The currently existing website of Ryijypalvelu-RP Oy is a website that has only basic
product and company information with a rudimentary interactive functionality. Alt-
hough customers have the ability to order a product manually through using the order
form shown in Figure 3, the e-commerce component of the site is likely to deter cus-

tomers from completing the order online due to the following factors:

* Confusing site navigation;

* Unprofessional design;

* Most of the website’s contents, including navigation, is available only in Finn-
ish;

e Slow loading time for some pages;

* No site search functionality;

* No individual product pages;

* No individual product descriptions;

* Exact delivery price and shipping times are not available on the ordering page;

* No returns policy or any other sale terms are available;
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* Lack of payment methods, security of the site unknown.

1.3 Project proposal and its scope

In order to achieve a potentially significant increase in the company’s sales perfor-
mance, among other possible benefits, it is proposed that Ryijypalvelu-RP Oy invest
in developing a state-of-the-art e-commerce website and various online marketing

tools.

Ecommerce Europe (2014) in their latest European B2C E-commerce Report 2014 es-
timated that about a third of the population of Europe, or 264 million people, are
online shoppers, with the total revenue reaching € 363.1 billion. It has also been esti-
mated that in 2011 the e-commerce sales of furniture, lighting, major appliances and
furnishings accounted for about € 9.6 billion worldwide, with Europe being the second
largest market with about 36% of the total (CSIL Milano, 2012). The sales, consider-
ing the overall growth trend of e-commerce and the industry in particular, are likely to

have increased since 2011 even further.

The potential benefits of implementing a modern e-commerce website include in-
creased revenues, wider customer base, marketing cost reduction compared to tradi-
tional (offline) marketing tools, improved quality of customer service, ability to effort-
lessly extract feedback from customers, and enhanced corporate image communica-

tion (Chaffey and Smith, 2013; Beheshti, 2006).

Therefore, the two key objectives of the proposed project are:

* Develop a state-of-the-art e-commerce website for Ryijypalvelu-RP Oy that
will be able to convert its visitors into paying customers at a high rate;

* Increase the amount of visitors on the newly developed website through the
use of various targeted marketing techniques such as search engine optimiza-

tion, Pay Per Click advertising, and strategic use of social media.
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1.4 Project description

According to Laudon and Traver (2014), every step in building an effective e-
commerce website should be done to fill a certain need or want of its prospective cus-
tomers. The model of the purchasing process, shown in Figure 4, will determine the

specifications of the project.

Awareness — | Evaluation Post-purchase
Need Search of Purchase Behavior —
Recognition Alternatives Loyalty

Market
Communications

Search engine ‘ N
Display ads Page views .

E-mail Web site hits Stickiness Acquisition;

Affiliates Site design Conversion

Social networks

Blogs
Mobile ads

Apps

Figure 4. The model of the purchase process

The purchasing process starts with awareness of a need or want of a certain product or
service, followed by an internet search, both of which will be described later in section
1.4.2. The following section 1.4.1 will provide a description of site functionality fea-
tures and design that will help visitors evaluate the products that are present on the

website, make a purchase decision, and go through with it.

1.4.1 E-commerce platform choice, functionality specifics, and design of the website

The first step in building an e-commerce website for Ryijypalvelu-RP Oy is choosing
a suitable e-commerce platform for its operation. While high-budget companies are
able to build a website without using any kind of e-commerce platform, that requires

hiring a professional web-developer and usually takes a longer time. E-commerce
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platforms usually provide slightly less design and other customization options, but
they can significantly reduce the time needed to launch and manage the website, and
may save development, maintenance, and, depending on the platform used, file host-

ing costs.

The choice of an e-commerce platform should be based on the requirements presented
by its management. There are a variety of e-commerce platform options available,

with the main differences being:

* The host of the contents of the website;

* Design and other customization possibilities;

* Ability to integrate management software tools;
* Payment gateways possibilities;

* Limitations of the platform;

e Subscription and commission price.

For Ryijypalvelu-RP Oy, the three main requirements have been identified as:

* Ease of set up and maintenance for the management;
* Low subscription price;

* Fit for selling ryijy-like products.

Due to the fact that self-hosted e-commerce platforms will usually require more time
and money to use and maintain, they will not be considered. Gregoire (2013) made a
comparison of the 25 most popular e-commerce platforms and rated each in terms of
pricing, functionality, and ease of use, grades A to D. Three of the e-commerce plat-

forms with the highest overall rating, excellent user experience, and grade for pricing

no lower than B, were chosen to be reviewed in this thesis.

1.4.1.1 Shopify

Shopify is a popular e-commerce platform that has a reputation of hosting online
stores with visually appealing designs and being simple to use and maintain for the

merchant. Shopify.com claims that more than 120,000 merchants use Shopify.
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It offers a variety of features, such as more than a 100 professional design themes
available, fully customizable design to the needs of the developer, a secure shopping
cart with more than 70 payment gateway options, ability to use multiple languages,
automatic tax calculation depending on the geographical location of the buyer, and
round-the-clock technical support. The full list of features can be found at

http://www.shopify.com/online/ecommerce-solutions. In Figure 5 is an example of an

e-commerce website that uses the Shopify platform.

L E | |: THE \J OF FALL Map wr (o findic

tabletop jewelry accessories paper apothecary art holiday sale new

BRASS HEXAGON PLANTER
$54.00

SMALL [$54.00] v add to cart

Add gift wrap ( +$2.95)

In two sizes that accommodate everything from ferns to philodendrons to
succulents, this solid brass planter lends a look of timeless, understated
glamour. A hexagonal shape feels modern and unexpected.

- Solid brass with matte polish
- Small: 4" wide x 3.5" tall

- Large: 5.3"wide x 4.7" tall

- Wipe ciean with damp cloth
- Plants not included

MORE IMAGES

Piait| »

Figure 5. LEIF example of an e-commerce website that uses the Shopify e-commerce

platform.

The main downside of the Shopify platform is its relatively high price. Shopify will
cost $29 (€23.16) plus 2% of every transaction for the basic plan, with more expensive
and feature-rich options also available. The unlimited plan costs $179 (€144) per

month with no transaction fee.
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1.4.1.2 Bigcommerce

Bigcommerce is an e-commerce platform that offers more features than Shopify, but
is slightly more difficult to set up and maintain. Bigcommerce.com claims that more

than 55000 merchants are using its platform.

The additional features of Bigcommerce include customer reviews, product image
zoom, and product suggestions. An example of a storefront of an e-commerce website

made with Bigcommerce is shown in Figure 6.

OTTOMANS

Ottoman - Chocolate Ottoman - Natural Tan Ottoman - White

Figure 6. When The North Wind Blows is an e-commerce website made with the

Bigcommerce platform.

Bigcommerce’s basic “Silver” plan will cost the merchant $29.95 (€24) plus 1.5% of

every transaction.

1.4.1.3 WooCommerce

WooCommerce is an e-commerce plugin that was developed for the WordPress blog-

ging and content management system (CMS) platform.
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The functionality of WooCommerce is more basic compared to Shopify and Bigcom-
merce, although the standard version is fully free with paid extensions available.
WooCommerce is not a stand-alone e-commerce platform, but a WordPress plugin,
and requires using WordPress for the website. The advantages of WooCommerce in-
clude its user-friendliness, one-page checkout process option, built-it coupons, sales

prices, and extensive design themes.

Gregoire (2014) recommends this solution for small retailers (up to €500 000 in sales),
noting that advanced marketing features and reporting functionality is lacking in the
standard free version, and for medium-sized retailers (€ 1 million or more in sales)

other solution would suit more.

SNOW JET ACCESSORIES 2Q

SNOw2
USD: $399.00

1 ADD TO CART

Bringing you instant, direct-to-eye information and
connectivity features, Snow2, our most advanced
Heads-up Display (HUD) for snow sports to date,
integrates stealthily into any Recon Ready alpine
goggle.

Q, Zoom Includes Remote

SKU: 900-00057
OVERVIEW | TECHSPECS | WHAT'SINCLUDED | RELATEDITEMS

OVERVIEW

PRODUCT DESCRIPTION

Snow2 is our fourth generation Heads-up Display (HUD) for alpine sports. Snow2 is considerably more powerful, more efficient, and more
amazing than any device we have ever built. It is truly our most advanced snow sports HUD yet.

Snow2 comes packed with a powerful dual-core processor resulting in 3x the processing power and a 35% increase in battery life from
previous generation HUDs. Snow2 now has a dedicated graphics processing unit providing crisp brightness and contrast for enhanced
screen readability. Blur on the screen’s edges is virtually non-existent with Snow2's ultra-sharp widescreen display. We've added Wi-Fi and
Made for iPhone certification to Snow2 for seamless phone and web connectivity.

Snow2 comes with the following features out of the box:

Figure 7. Recon Instruments is an online store that is made using WooCommerce

plugin for WordPress

1.4.1.4 Choosing the right platform

It can be said that using an e-commerce platform is an investment that will likely add

value to the final consumer while decreasing the inconveniences usually associated
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with developing an online stores with advanced functionality. It is therefore advisable
to choose a platform that combines the necessary features with a reasonable cost for

the retailer.

All three options presented are excellent in terms of functionality for a small company
such as Ryijypalvelu-RP Oy. Although more advanced features of Bigcommerce and
Shopify might offer more growth potential without the need to migrate to another e-
commerce platform in the future, WooCommerce offers a significant advantage for a

price-conscious company like Ryijypalvelu-RP Oy due to its being free.

1.4.1.5 Site layout and navigation

One of the most important things in user experience on a website is its layout and nav-

igation.

Crawfurd and Yang (2010) have suggested four points for improving an e-commerce

website layout effectiveness:

1. Keeping it simple, or avoiding unnecessary clicks or other actions which may
prevent the customer from going through with the order;

2. Using horizontal navigation, as research has shown that users often skip verti-
cal bars with navigation menus;

3. Include email opt-in for users that are not ready to buy at the moment (see
Figure 8); encouraging them to give their email address will prevent them from
forgetting to go through with the purchase later;

4. Making sure that product photography is consistent with the layout of the site

and its overall design.

Sign up to the Wiggle Newsletter!

o~ TRUSTP

11 7\"T
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)
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Figure 8. Email opt-in is a useful feature for customers who are not ready to

buy yet, as seen on Wiggle.co.uk

1.4.1.6 Product pages

The pages that display information about a particular product deserve special attention

since they usually contain information that directly leads to purchase of the product.

E-consultancy (2011) made a number of suggestion to help e-commerce website de-

velopers increase chances of converting site visitors into buyers:

Consider incorporating videos into product pages, such as clips that show how
a product is used or provides instruction for complex products;

Make sure that call-to-action buttons, such as “add to cart” buttons, are dis-
played in the brightest colour and the largest size among other content, use un-
ambiguous wording, and are located in places where customers are likely to

expect them to be (see Figure 9)

Nike Hyperelite Basketball Crew
Tykkad: @ 26

140 EUR

Valitse koko B Toimitusaika:

2.5 tydpéivaa

Onko kokosi loppu?

Sam's Ostanyt-
e OSTA >

&

Tehokkaat urheilusukat Nikelta. Takaavat sopivan
hengittavyyden ja kosteudensiirron.

o’ LOytyy myés vireissa:

y \ §

M@ Auta myés muita valitsemaan oikein

M

Figure 9. Sportamore shows the “Buy” button in bright pink with large letters

that is easy to notice

Create a sense of urgency, such as by stating that if a product is ordered before
a certain time, the customer will get it on the next day;
Avoid placing too much content on one page, as this might create a cluttered

page and discourage any kind of action by the visitor;
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* Create a description for the product that will
— Highlight its uniqueness
- Convey knowledge and experience about the product;
- Be easy to read and visually appealing;
- State the benefits of the products;

- Use an appropriate tone of voice.

Crawfurd (2010) suggests that well-made product photography could be the most im-
portant aspect in influencing shoppers by making them feel confident about purchas-
ing from an e-commerce website. He recommends that the products are well prepared
before the photos are taken, the lighting is set up correctly, and the pictures are taken

using a good camera, and edited afterwards, as shown in the example on Figure 10.

[A CuﬁLinkSL()I]] search Cufflinks.com 0

DESIGNER NEW ENGRAVABLES CLASSICS CAREER SPORTS STUDSETS INTERESTS TIEBARS ACCESSORIES SALE

Home » New » Tetris Zebrawood Inlays Wood iPhone 5s Cover

WOOD'D
Tetris Zebrawood Inlays Wood iPhone 5s Cover

Item Code: wd166025

DESCRIPTION S

WOOD'D is the first Italian brand to offer lifestyle wooden
accessories.Every single cover has a special pack made of wood and
plexiglass. Once opened it can be used as an iPhone stand.

PRODUCT SPECIFICATIONS +
DELIVERY TIME +
REVIEWS +
[T I= $48.00

ADD TO CART ADD TO WISHLIST RECOMMEND

Free shipping on orders $50+ (see details and restrictions)

Need help from a product specialist?
click here to chat

W Tweet Pinit m: o

M

Figure 10. An example of well-made product photography from CuffLinks.com
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1.4.1.7 The checkout process

Once a customer is convinced of a product’s benefits and added it to his shopping cart,
the merchant has to make sure that the process that leads to completing the payment is

quick and smooth, minimizing checkout process abandonment.

Econsultancy (2011, 85) recommends that the website does not require its customers
prior to completing the order, as it is likely to create an unnecessary barrier that is
likely to deter customers from buying. In fact, a study (see Figure 11) revealed that
over 25 per cent of online shoppers would not go through with the purchase if they
were forced to create an account first. Instead, e-commerce websites should either im-

plement optional registration during checkout or avoid it altogether.

After adding items to your basket, what would make you abandon your purchase?

74.5%
49.3%

view responses l65°/- 53

Figure 11. An Econsultancy study (2011, 85) revealed why online shoppers abandon
their shopping carts

Once the customer left the basket to start the checkout process, the reasons for aban-
donment change. Econsultancy (2011, 92) revealed that first-time shoppers are likely

to leave during the checkout process if they

* Discover hidden charges that were not mentioned before
* Have concerns about the security of payment
* Notice lack of contact details;

* The process takes too long or they have difficulties filling in forms.

As security of payment is still a concern for many shoppers, it is necessary to be able
to provide customers with several alternative payment methods. According to Alterna-

tive Payments, 2014, there are more than 200 payment methods in the world, and 83%
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of online shoppers consider having a range of payment alternatives to be important. It
has been discovered that providing 4 or more payment methods may increase conver-
sion rate by as much as 12% (Alternative Payments, 2014). Over 55% of EU transac-
tions in 2012 were made by direct debit or credit transfers, and 36% were made by
credit cards (Alternative Payments, 2014). However, these numbers are less signifi-
cant than they appear, since variation between different countries is substantial. For
example, according to DIBS Payment Services (2013), online bank payments were the
preferred method in Finland (40% preferred it), while in Denmark only 2% chose
bank payments as their method of preference. E-commerce platform service providers
often limit which payment methods a merchant can accept, although paid extensions

are usually available.

In order to maximize their conversion rates, merchants have implemented a number of
techniques to avoid abandonment during the checkout process, such as removing site
navigation and site search options to avoid distracting the customer. At the same time,
including contact details, security-ensuring images, and making the checkout process
more transparent, as seen in the example of John Lewis in Figure 12, is likely to de-

crease abandonment during the checkout process.

John LeWis & s s
S e e e
=

secure johnlewis com e

Delivery detais 2 E} @ E ~‘ a ﬁ n

Tite Mewse seect 6 Ve (OTHER NEeRt 1) NAEBsO ¥OUr DESINd) A0S 1 By Jutside
company B30 mading or martelag 3urposes Aay parsonal

R TIN0N Wit Negees! FOT yOu 15 NAD 0N SO0 Servers 00 we
coerply A wir 3l appicatis Do Promcion ingelyton Rapetadie
RN 410 Sl U0 (FSRLAONS TSN Ouf Credl] caNd
e oroee 4 o1 Thawy mosive ook parsorad
Needet 1o vatly 4nd suhorte your fCwrd ard
IMTEF. 8N 30 UNTEY BNCT IO 2p 795
Prwate For ful debeis of sur prwacy palcy, ses sur ankre Terrs &
Coranre

Atamatve ghone nroer

W orly Ooledr it T U¥

Houke rurTier o nkee

Figure 12. John Lewis implements a number of techniques to ensure that customers

don’t abandon the purchase during the checkout process
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1.4.2 Traffic building

In order to produce a sale, Ryijypalvelu-PR Oy’s website first has to attract people
that are within its target group and likely to be interested in buying a ryijy or similar

house decorations.

There are several tools available for traffic building on a website, either on the Inter-
net or offline, and ensuring that the correct mix of these techniques is used will pro-
duce an adequate amount of relevant traffic at a reasonable cost. (Chaffey and Smith,

2013)

The fact that Ryijypalvelu-RP Oy sells luxury products means that it needs to modify
its marketing messages accordingly. Arora (2013) suggested implementing 8 princi-
ples of luxury brand marketing, although noting that the degree of to which each of
these principles is significant may vary in different companies or markets. The 8 Prin-

ciples of luxury marketing are:

Highlighting the superiors experience the product in question can deliver;
Highlighting the rich history of the product in question;
Highlighting the limited availability of the product in question;

Ll A

Distinctive character that differentiate the product in question from its compe-

tition;

9]

Getting the support of a celebrity for product promotion;

6. Choosing selling locations that would agree with the brand image;

7. Implementing public relations campaigns to deliver messages that cannot be
transmitted through advertising;

8. Selecting prices so they are not too low but at the same time justified by the

presence of other seven principles of luxury brand marketing.

The specific channels for attracting relevant audiences to an e-commerce website include:

* Search engine techniques;
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* Social media marketing;

* Blogging.

These techniques will be described in the following sections.

1.4.2.1 Search engine marketing

The first way to increase the flow of relevant audiences to Ryijypalvelu-RP’s website
is to ensure that people who searching online for a store that sells ryijys or similar

home decorations will come Ryijypalvelu-RP’s website.

Search engine optimization (SEO) allows a website improve its natural position in

search engine results pages through the following methods:

* Checking and ensuring that the website is included in search engine indexes;

* Identifying keywords related to Ryijypalvelu-RP’s market and optimizing the
website to make more accessible for search engines;

* Ensuring that other relevant websites have hyperlinks to Ryijypalvelu-RP’s
website and that Ryijypalvelu-RP’s website has links to other relevant web-

sites;
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buy a wall rug “

Web Shopping Images Videos News More ~ Search tools

About 19,500,000 results (0.30 seconds)

Design Rugs - Hem.com - High-End Design Made Easy
designrugs.hem.com/ ~
See our Exclusive Collection Now!

Online rug store - Huge selection of quality rugs
rugs.rugvista.com/Rugs ~

30 days money back guarantee!

Rugs for everyone - Free Shipping/Returns EU

Ziegler rugs -40% - Outlet 30-50% - Free shipping in the EU - Nain rugs -25%

Wall-to-Wall Carpet Buying Guide - This Old House
www.thisoldhouse.com » Home » Flooring » Carpeting ¥ This Old House

Buying the right carpet for a room in your home involves more than finding a ... | have
wall tl wall belgium carpet in my apartment i am interested in sellingitasi ...

Wall Rug | eBay

www.ebay.co.uk/bhp/wall-rug ~ eBay

Egyptian cotton wall rug. £20.00. Buy it now. or Best Offer. | bought this wall rug when |
went to Egypt a few years ago suitable for wall or floor.

Rug Wall Hanging | eBay

www.ebay.co.uk/bhp/rug-wall-hanging ~ eBay

£12.99. Buy it now. Free P&P. Carpet Beater, Wall Hanging Rug Carpet Cleaner -
Control the Husband! Carpet Beater, Traditional wall hanging Carpet cleaner.

Figure 13. A Google search for “buy a wall rug” reveals two Pay Per Click ads (with a
yellow “Ad” icon before hyperlink to the advertiser’s website) followed by natural

search engine results

E-commerce platforms such as Shopify and Bigcommerce already have a number of

features that help optimize the website for search engines.

A Pay Per Click (also referred to as PPC) is a form of advertising that is highly target-
ed, meaning that only people that search for a particular keyword will be shown the
advertisement, and involves payment by advertiser only when his or her ad is clicked,
as opposed to paying for displaying the advertisement in a magazine or newspaper

(see Figure 13).

Pay Per Click advertising has an advantage over Search engine optimization by being
highly predictable, simple to use, fast, and accountable, although it may be competi-

tive and highly expensive for certain popular keywords.
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1.4.2.2 Blogging techniques

Creating new unique pages frequently, i.e. blogging, will increase the number of in-
dexed pages by search engines, and therefore, may lead to more visitors to Ry-
ijypalvelu-RP Oy’s website. Educative, and/or interesting content on the website also
increases the chances of it being shared over social networks, which will bring more

potential customers to the website. (Eridon, 2013)

Currently Ryijypalvelu-RP Oy has a blog that can be found at ryijypalvelu.blogspot.fi

(see Figure 14), but it is not frequently updated and does not have content that that is
likely to be shared. Blogging in English would likely bring a larger audience who are

interested in rug making or other similar crafts.

Ryijypalvelu-RP Oy

21. HEINAKUUTA 2014 SIVUT

Etusivu
Ryijykokemuksia
Ryijykuvia
Yhteystiedot
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www.ryijypalvelu-rp.fi

TIETOJA MINUSTA
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MB & E®| 8+ |+ Suosittele titi Googlessa

BLOGIARKISTO

16. HEINAKUUTA 2014 Y 2014 (7)

¥ heinakuu (4)
Tulossa ryijykoulu 5.8., 21.8. ja 29.8. klo 18-21 Erinomainen hetki vaikkapa

auringossa riippumatoss...

Tule saamaan tietopaukku ryijyista! Asiantuntija kertoo! Elokuussa kolme Tulossa ryijykoulu 5.8., 21.8. ja 29.8.
. N . . . . . . - . klo 18-21
iltavaihtoehtoa - saat ryijytietoa, opit tekniikan ja nopeimmat saavat oman mikroryijynsa
valmiiksi illan aikana! llmoittaudu ryijypalveluatkolumbus.fi tai 09 660 615. Ryijypalvelu- Taas on hommailtu ja kehitelty.
p.fi Myyntineuvottelija... (-

Taiteilijan kanssa viritetelty uutta
Kioto-ryijya ...
Lahettanyt Minna Ryijypalvelu klo 13.16  Ei kommentteja:

MB[ L [B®] 8+1|+1 suosittele tita Googlessa > kesakuu (1)

> toukokuu (2)

Taas on hommailtu ja kehitelty. Myyntineuvottelijan kanssa sovittu syksyn kuvioista.
Sisustussuunnittelua kehitelty - nayteikkunaa uudistettu -uusia kuvia otettu - sivustolta
virheitéd korjattu. Viela niité jaa, toivottavasti palveluntarjoaja pian hoitaa oman osansa.

Ja nyt saa aina teetd kupposen, kun tulee ryijymalleihin tutustumaan!
Lanhettanyt Minna Ryijypalvelu ko 12.42  Ei kommentteja:
M B! [E®| 8+ +1 Suosittele tata Googlessa

Figure 14. Ryijypalvelu-RP Oy’s blog, updated infrequently, is unlikely to bring any

new customers to its website

Anderson (2013) recommends creating blog content by providing educational articles,

e.g. rug weaving tutorials from Ryijypalvelu-RP Oy, conducting interviews of experts
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or customers, or running experiments that readers with similar interests may find in-

teresting.

Besides bringing traffic to the website, a so-called landing or call-to-action button /
link to relevant products on the e-commerce site can be placed after each blog post

that would ensure increase in sales (see Figure 15)

1.4.2.3 Social media

Social media websites such as Facebook and Twitter are among the most popular
websites on the Internet. Therefore, social media offers a terrific opportunity for inter-

acting with potential and existing customers.

Presence on the social media will help to attract new customers, lead their interaction
with the company to a purchase decision, and encourage existing customers to tell
about their experiences with the company. In addition to that, using social media for
business is considerably cheaper than paid advertising, although it is more time-

consuming.

According to Conley (2014), successful use of social media for businesses should in-

corporate:

1. Focusing on specific target audiences and knowing which social network each
target group prefers;
2. Incorporating call-to-action buttons on social media in order to “push” the au-

dience to take a specific action, such as buying a product (see Figure 15)
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Download 5 Free Blog Post Templates

Your Title
Goes H
Your Title

ere |WWmmR\ Goes Here

—
—

SUBSCRIBE TO HUBSPOT'S MARKETING BLOG

Join 300,000+ fellow marketers! Get HubSpot's latest marketing articles straight to
your inbox. Enter your email address below:

SUBSCRIBE e

Figure 15. Call-to-action buttons at the end of a blog post at blog.hubspot.com

3. Including “share” and “like” buttons on the website and blog posts in order to
encourage people tell others about their findings;

4. Spending a minimum of 15 to 30 a day on social media activities;

5. Responding to comments or feedback, even if they are negative;

6. Joining specific groups or communities that would help deliver the business
message to specific target audiences;

7. Considering paid targeted advertising on social networks.

Ryijypalvelu-RP Oy is already present on Facebook, as seen in Figure 16, but only has
75 followers to date. The presence on Facebook could be improved to include foreign
audiences by posting in English, being more active in other similar groups on Face-
book, implementing targeted advertising, and having more content that the visitors

would consider useful.



Ryijypalvelu-R

Home Decor

Ryijypalvelu-RP Oy

Timeline About Photos Likes More ~

PEOPLE > Post || Photo/ Video

75 likes Write something on this Page...

Invite your friends to like this Page

Ryijypalvelu-RP

ABOUT > Yesterday
Tule tutustumaan ryijyihimme Abrahaminkatu 7, Minulla on muisto mummolasta,
Hietsun kirppiksen nurkalle! Ryijyja jo vuodesta ryijy seinélld roikkumassa.
1955!

Jalkikasvullekin my6s muiston tahdon antaa,
http:/www.ryijypalvelu-rp.fi/ pukki voi kontissaan uuden ryijyn kantaa.

Suggest Edits Hyva muisto on mielen portti,... See More

See Translation

Figure 16. Ryijypalvelu-RP Oy’s Facebook page

The best way to find out which social network to use in order to reach a target group
of customers is to look at country-specific social media use and to interview already
existing customers. For example, eMarketer (2014) found that 82% of Internet users in
Finland used Facebook at least once a day. The data for other significant social net-

works use in Finland can be seen in Figure 17.
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Social Media Sites Visited by Internet Users in
Finland, Feb 2014

% of respondents

INote: ages 16-65; daily or more often )
ISource: Buzzador, "BuzzadoriNDEX 2014," April 22, 2014

172980 wweMarketer.com)

Figure 17. Ryijypalvelu-RP Oy’s Facebook page

1.5 Project schedule and costs

As every e-commerce website is unique, only a rough estimate can be given on how
long the development can take. A strict schedule and budget usually fail to account for

unexpected events.

Table 1 contains a schedule and estimated costs for developing an e-commerce web-

site.
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Table 1. E-commerce development schedule

Activity

Estimated period

of time

Estimated cost

Choosing and subscribing to an e-commerce

platform solution, such as Bigcommerce

1-7 days

€ 0to 170 per

month, possible
commission and
paid extensions,

if necessary

Initial design set up and testing

2-3 months

Labour hours

Product photography and details

1-3 months

Photo equipment
may be needed,

plus labour hours

Pay-per-click advertising set up

1-2 weeks

Depends on the
amount of visi-
tors from adver-
tising and com-

petitiveness

Setting up payment system

~1 week

Usually 1-3% of

every transaction

Social media, blog set up and updating

1 week + regular

updates

Labour hours

1.6 Conclusion

The project proposal analyzed the current online presence of Ryijypalvelu-RP Oy,

listed possible reasons for its ineffectiveness, and proposed developing a modern e-

commerce and implementing various online marketing techniques with the goal of

widening the company’s customer base and increasing revenues.
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