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Verkkokaupasta on tullut pysyvä kaupanteon muoto viimeisen 10 vuoden aikana 

tapahtuneen kasvaneen Internetin suosion, online-infrastruktuurin ja 

tietokoneteknologian jatkuvan kehittämisen takia. Sen vuoksi kuluttajalla on 

mahdollisuus valita useasta eri verkkokaupasta, minkä takia verkkokaupoilla on 

entistä vaikeampaa pysyä kilpailukykyisinä. 

Opinnäytetyön tavoitteena on tuoda esille kaikista tärkeimmät 

verkkokauppaominaisuudet, jotka vaikuttavat kuluttajien päätöksentekoon. 

Opinnäytetyön teoreettinen osio käsittelee erilaisia verkkokauppaan liittyviä 

konsepteja, kuten kuluttajatypologioita, kuinka kuluttaja havaitsee tiettyjä 

verkkokauppaan liittyviä käsitteitä, ja myös tärkeitä verkkokauppaominaisuuksia, 

jotka esiintyvät aiheeseen liittyvässä kirjallisuudessa. 

Datan keräämiseen on käytetty määrällistä, eli kvantitatiivista tutkimusta. Data 

kerättiin lähettämällä kyselylomake sähköpostin välityksellä. Kyselylomake sai 

124 vastausta. Opinnäytetyön empiirinen osa implikoi, että verkkokaupan 

hintataso, turvallisuus ja tuttuus ovat kuluttajien mielestä tärkeimmät 

verkkokauppaominaisuudet. Kyselyyn vastanneet pitivät verkkokauppoja 

jokseenkin riskialttiina kaupankäyntitapana, mikä selittää verkkokaupan 

turvallisuuden tärkeänä ominaisuutena vastanneiden keskuudessa. 
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Online retailing has become a stable of conducting business during the last 10 

years due to the growing popularity of the Internet and continuous development of 

online infrastructure and technological advancements in the field of computers 

and mobile phones. Therefore, the online customer has multiple choices to decide 

the retailer with which to conduct business. This means that it becomes increas-

ingly difficult to remain competitive in the online retailing market. 

The aim of the thesis is to uncover the most important online store attributes that 

affect the customer’s decision making process when choosing an online store. The 

theoretical framework explains different concepts relating to online retailing, such 

as customer typologies, how the consumers perceive certain online store issues, as 

well as introducing important online store attributes from related literature. 

Quantitative research method was used in this thesis to collect the data and the 

data was collected by sending a questionnaire via email. The questionnaire re-

ceived 124 responses. The findings of the empirical part suggest that online store 

attributes price, security and familiarity are the most important online store attrib-

utes to the customers. In correlation with the security attribute was the finding that 

the respondents perceive online shopping as quite risky. 
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1  INTRODUCTION 

Business is increasingly conducted in the online context nowadays, and because 

of this the potential customers have an abundance of choice when it comes to 

choosing a suitable online retailer. For this reason, it is important to study how the 

customers perceive certain aspects regarding online shopping and what are the 

most important online store attributes when it comes to choosing an online store. 

This thesis mainly focuses on online store attributes but some emphasis is also put 

on the perceptional and motivational aspects of online shopping. 

The subject for the thesis was chosen mainly for two reasons: related literature 

and due to the author’s own interest in the subject. There are a lot related literature 

regarding online shopping and issues relating to it, but almost none of the litera-

ture focuses on ranking the online store attributes that are the most important to 

customers. Online store attributes are examined in related literature by explaining 

how it affects the online store’s perception, for example, but related literature does 

not tackle the issue of the importance of online store attributes to customers. That 

is the main reason why the importance of online store attributes to customers was 

chosen as the topic for the thesis. The topic is also important in the sense that it 

helps online retailers identify the key aspects they need to improve in their online 

stores in order to attract more potential customers. 

1.1 Aim of the Thesis 

The aim of this thesis is to identify the most important online store attributes to 

the customers. These important online store attributes are the factors that affect to 

the customer’s decision making process. By identifying the most important online 

store attributes, online retailers are able to use that information to their advantage 

– they can focus on improving those aspects of the online store that are most im-

portant to the customers when deciding which online retailer to use. 
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1.2 Research Method 

This thesis uses only the quantitative research method. The data is collected by 

sending a questionnaire via email to the target group. The theoretical framework 

is a literature review of literature related to online retailing. 

1.3 Structure of the Thesis 

The thesis includes four different sections. The sections are introduction, theoreti-

cal part, empirical part and conclusion. The introduction introduces the research 

problem, the aim of the thesis, the research method and the structure of thesis. In 

addition, the contents of the different segments are explained in the introduction 

part. 

The theoretical framework starts by examining the customer typologies that are 

found in the online retailing world. Also, the Big Middle Theory by Levy, Grew-

al, Peterson and Connolly (2005) is explained in regular retailing and online re-

tailing contexts. The customer typologies section is followed by customer percep-

tions of online retailing’s different aspects where such issues as risk and conven-

ience perception are explained. Finally, online store attributes are discussed in the 

last part of the theoretical framework. 

The empirical part of the thesis focuses on examining and reporting the results of 

the questionnaire. After that, the results of the empirical study are analyzed and 

conclusions are drawn in the conclusions part. The conclusions part also features 

managerial implications of the findings, as well as suggestions for future research 

regarding some of the topics found in this thesis. 
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2 ONLINE CUSTOMER TYPOLOGIES  

In this day and age, having an online store is a vital part of a company’s strategy. 

It has been widely believed that online customers somehow vary from traditional 

customers, even drastically, yet studying the Big Middle Theory (Levy, Grewal, 

Peterson and Connolly, 2005), suggests that there are many similarities between 

online customers and traditional customers (Ganesh, Reynolds, Luckett and 

Pomirleanu, 2010, 106-115). 

Research from the late 1990s and early 2000s conclude that, for example, online 

customers are not as eager to do recreational shopping as traditional shoppers’, 

online customers want to save time by shopping online and even want to pay more 

in order to do so. The studies also indicate that online customers need more de-

tailed product information and product variety, among other things (Ganesh et al. 

2010, 106). But is this really the case nowadays? 

This chapter deals with the differences and similarities between the traditional 

customer and the online customer through the perspective of Levy et al. (2005) 

Big Middle Theory. 

2.1 The Big Middle Theory 

In the Big Middle Theory, the Big Middle is the market place that gathers the big-

gest retailers to compete, because this said market place is the location where are 

the most potential customers shop. In order to be successful, a retailer does not 

necessarily need to be in the Big Middle marketspace at first, but eventually the 

retailers will shift towards the marketspace the more successful they get. This is of 

course due to the fact that the retailers want an increase in revenues, more profits 

and other by-products of success. (Levy et al. 2005, 85) 

There are two main origins of retailers in the Big Middle. These are retailers who 

try to innovate with their products, and the retailers who try to compete with low 

prices. The structure of the Big Middle concept has four segments to categorize 

retailers with: Big Middle, low-price retailers, innovative retailers and retailers 
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that are in trouble. The different segments can be defined further: the low-price 

retailers try to attract the part of the consumers who value low prices, the innova-

tors try to lure in customers who value quality and innovation, the Big Middle re-

tailers try to gain customers by offering quality products with reasonable prices 

(combining the attributes of low-price retailers and innovative retailers) and re-

tailers who are in trouble fail to provide products that can compete with the quali-

ty and price of the other competitors. (Levy et al. 2005, 85) 

As mentioned earlier, the Big Middle retailers originate from two different seg-

ments: innovative retailers and low-price retailers, and the Big Middle Concept 

shows that the low-price and innovative retailers have evolved into the Big Mid-

dle retailers by eventually managing to offer both: high quality and good prices. 

The retailers have transcended from their niche market-appeal into larger markets 

by combining the strengths of the both types of retailers. (Levy et al. 2005, 85) 

2.2 The Big Middle Theory in Online Context 

Based on the Big Middle Concept, Ganesh et al. (2010) suggest that the online 

customers are indeed very much the same as customers of regular retail stores 

when you take motivations and online stores’ attributions into consideration. 

(Ganesh et al. 2010, 106) 

Online retailers come from the innovation point of origin in the perspective of the 

Big Middle Concept. Many online retailers have been able to shift into the big 

marketspace explained in the Big Middle theory by lowering prices and increasing 

product categories to name a few factors. Good examples of the online retailers 

who have successfully reached the big marketspace are Amazon and Ebay. 

(Ganesh et al. 2010, 107) 

Since online retailing has witnessed a rapid growth during the past decade, all re-

tail types, traditional and non-traditional, have more or less started to cater for the 

online consumers’ needs. This essentially means that according to the Big Middle 

Concept, common customer typologies should exist in traditional as well as online 

retailing. (Ganesh et al. 2010, 107) 
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2.3 E-Customer Typologies 

According to the research done by Ganesh et al. (2010), the results of the study 

indicated that five shopper subgroups: basic, apathetic, destination, bargain seek-

ers and shopping enthusiasts are similar in the online shopping - and traditional 

shopping contexts. The study also resulted in three shopper typologies that are on-

ly found in the online environment: interactive shoppers, e-window shoppers and 

risk averse. The interactive shopper and e-window shopper are motivation based 

typologies. Also a shopper group based on e-store attribute importance was found, 

and it was named risk averse. This group wants, for example, to be able to return 

goods they bought online to a physical location if the goods are defective, and the 

risk averse shoppers prefer to shop at traditional stores, and are more wary of the 

security issues than other subgroups. (Ganesh et al. 2010, 109-110) 

2.4 Emotionality in Online Shopping 

How much do our emotional thoughts affect our online shopping behaviors? Ozen 

and Engizek’s (2014) study deal with this dilemma in the Turkish context, and try 

to explain the online customers’ hedonistic and impulsive shopping behavior more 

deeply. 

The results of the study suggest that the Turkish e-shopper does actually buy on 

impulse on many occasions and the motivation behind impulsive shopping is 

purely hedonic. The study divides the hedonic motivations into different catego-

ries: adventure shopping, value shopping, idea shopping, social shopping and re-

laxation shopping .Value is not the Turkish online shopper’s main concern - the 

shopping experience has to be adventurous and enjoyable also. (Ozen and 

Engizek, 2010, 88) 

The study indicates that the adventurous shoppers, and consumers who shop for 

relaxing effect, are more likely to shop impulsively online than customers who do 

not find shopping adventurous or relaxing. Also, good bargains and discounts 

trigger the hedonistic shopper’s urge to shop. Essentially, there are three dimen-
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sions of Turkish impulsive shopping: adventure, relaxation and value. (Ozen and 

Engizek, 2010, 88) 

Murray (2013) also agrees that emotions have a massive impact on the consum-

er’s decision making, even though the majority of people claim that their deci-

sions are not based on emotions but on rationality. For example, the emotions felt 

in previous experiences affect the way people perceive value in the current situa-

tion. (Murray, 2013) 

The emotions play a role in consumer behavior. It has been studied that customers 

assess brands by feelings and experiences instead of information regarding the 

brand such as facts and brand attributes. Also, when an advertisement evokes an 

emotional response, the consumers are more likely to buy the product. The likea-

bility of an advert is the most important attribute for success. (Murray, 2013) 

The biggest aspect of emotions is its ability to make us do something: in danger-

ous situations emotions such as fear impact our course of action. In day-to-day life 

buying the newest smartphone might be caused by insecurity. (Murray, 2013) 

2.5 Age, Gender and Income 

Now that the hedonistic motivations of a shopper have been examined, then how 

do age, gender and income affect the online shopping experience? The study by 

Hernández, Jiménez and Martín (2011) explains what kind of roles do age, in-

come and gender play in the e-customer’s shopping behavior and decisions. (Her-

nández et al. 2011, 114) 

The results of that study indicate that age, gender and income do not play an im-

portant role anymore in the purchasing process. At one point it may have been 

true that certain segments of the society were not able to use IT to their advantage, 

namely elderly people, women and people with low income. But this is not the 

case anymore. (Hernández et al. 2011, 127-128) 

When a customer purchases from an online retailer, the experience they receive 

from the process will have an effect on the customer’s buying behavior. This 
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means that when creating marketing strategies the retailers should not focus solely 

on age, gender and income, but instead focus on factors that have an impact on the 

customers’ behavior. (Hernández et al. 2011, 128) 

One of the study’s finding is that older adults’ shopping behavior and attitudes do 

not differ from other users after the older adults have completed their first transac-

tion with an online retailer. Since older adults tend to have less debt and more dis-

posable income, they have the potential to become a very profitable target market 

for e-retailers. This segment will only grow in the future when the technology-

savvy generations turn older. (Hernández et al. 2011, 128) 

Contrary to the claims by Hernández et al. (2011), the study by Bashar, Ahmad 

and Wasiq (2013) suggest that demographic factors do actually have an impact on 

the buying behavior. If the consumer has disposable money and is between the 

ages of 25 to 39, the more likely the consumer is to buy impulsively. The biggest 

factor influencing this behavior difference is the disposable income. The consum-

ers who earn more are likely to buy impulsively as well. However, the consumers’ 

age did not have a significant impact on the buying behavior. (Bashar et al. 2013, 

150, 152) 

Tifferet and Herstein (2012) focus on the gender differences in buying behavior 

and brand commitment. The study indicates that women are more likely than men 

to have higher brand commitment, more likely to buy impulsively and have he-

donistic motivations for shopping. The difference is explained, according to the 

authors, by evolution and natural selection. (Tifferet and Herstein, 2012, 179) 

It is important to study the gender differences in buying behavior. Shopping for 

women is not seen only as a purchasing process, but also as an experience, and 

that is why the buying behavior of both genders should be taken into considera-

tion when designing stores. Tifferet and Herstein (2012) conclude that while men 

are more purchase process –oriented: “men want to get the job done”, women 

find, for example, the store’s ambience to be very important. (Tifferet and Her-

stein, 2012, 179)  
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3 CUSTOMER PERCEPTIONS OF ONLINE RETAILING 

Consumers in today’s society are not keen on spending too much time on shop-

ping; therefore the perceived convenience of online shopping has been one of the 

main factors to convert from traditional retail store to online retail stores. Online 

retailers who want to differentiate themselves from the competition should take 

the convenience aspect into consideration as a crucial part of their strategy. (Ling, 

Yang and Jun, 2013, 193-194) 

The perception of convenience in online shopping and other brand attributes relat-

ed to online retailing are discussed in this chapter. 

3.1 Convenience Perception 

For an online retailer to be successful, it is very important that the customer sees 

shopping at said online retail store to be convenient. Convenience is a major fac-

tor for success. The study of Ling et al. (2013) resulted in discovering five differ-

ent dimensions of convenience, which are access, search, evaluation, transaction 

and possession/post-purchase convenience. These five convenience dimensions 

differ from the traditional shopping convenience dimensions found in older stud-

ies. For example, the convenience of access is very different when comparing of-

fline and online shopping convenience. (Ling et al. 2013, 204-206)  

Access convenience basically means that the consumer can shop at any time and 

any place the consumer wants. Time and place are the key factors. Search conven-

ience is affected by download speed, web site design, search function and product 

classification. The consumers find search inconvenience as a crucial downside to 

the online shopping experience and convenience. (Ling et al. 2013, 206) 

Evaluation convenience deals with the ease of comparing and understanding 

product classifications. This can be achieved by utilizing for example text and 

video. Being able to evaluate different products is crucial due to the vast assort-

ment of products. Some online retailers enable user reviews on their site making it 

easier for customers to assess if the product is worth buying or not. The transac-
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tion convenience can also determine the outcome of the buying process: if the 

way of payment is too difficult to understand or use, it might deter the shopper 

from using that particular online store. (Ling et al. 2013, 206) 

The fifth dimension of convenience is possession/post-purchase convenience, and 

it is defined as the amount of time and effort the consumer perceives to have con-

sumed in order to gain what the consumer has ordered. (Ling et al. 2013, 206) 

Lai, Ulhas and Lin (2014) also state that online stores gain a major advantage 

from online store convenience. Online store convenience creates value for the 

online store to be competitive in the market, which in turn impacts the consumer’s 

decisions. The authors list quick delivery, effortless product returns and payment 

options, among other things, as important convenience factors. (Lai et al. 2014, 

284) 

3.2 Brand Perception 

Da Silva and Alwi (2008) discuss the importance of brand image in online stores. 

The paper tries to differentiate and analyze what brand qualities and attributes 

should be highlighted by online stores in order to gain a good brand image. (Da 

Silva and Alwi, 2008, 1039) 

It was discovered that some brand attributes played a bigger role than others when 

trying to assess and predict online and offline corporate brand image. In the study, 

the personalization factor was proved to be the biggest factor contributing to an 

online retailers brand image. The personalization factor also has direct and indi-

rect implications on the customers’ loyalty. (Da Silva and Alwi, 2008, 1052) 

While Da Silva and Alwi (2008) note that online attributes such as the ease of use, 

security, product information and convenience (as mentioned earlier) are im-

portant in predicting customer satisfaction and online purchasing, the most im-

portant tools to understand an online retailer’s brand image are customer service 

and personalization. (Da Silva and Alwi, 2008, 1053) 
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The ability to help customers with their problems and customer service, in par-

ticular, are important but often neglected factors when thinking about customer 

satisfaction and loyalty. (Da Silva and Alwi, 2008, 1053) 

When thinking about brand perception it is important not to forget how emotional-

ity impacts the brand perception. It has been studied that if the consumer feels 

positively about the brand, the more loyal the consumer will be to the brand. 

Brand perceptions such as trust and other attributes aren’t as important when cre-

ating brand loyalty. In addition, as stated in the chapter regarding emotionality in 

shopping, consumers judge brands mainly by emotions and feelings. (Murray, 

2013) 

The study by Da Silva and Alwi (2008) also suggests that it is crucial for online 

retailers to build relationships and engage with customers because unlike in tradi-

tional retailing, customers in online retailing are important building blocks of 

brand image. When the company listens to its customers, it gives a perception of 

the company that they are focusing on building relationships. Companies could 

apply this perception to their advantage when thinking of attributes to apply when 

promoting the brand. (Da Silva and Alwi, 2008, 1053) 

Tifferet and Herstein (2012) suggest that women, more often than men, are very 

committed to brands. The authors explain this by the fact that women in general 

avoid risks more than men do. (Tifferet and Herstein, 2012, 179) 

3.3 Risk Perception 

Risk perception is one of the most important attributes when studying online 

shopping. In their study, Dai, Forsythe and Kwon (2014) consider different risk 

perception factors that affect the customers’ buying intentions in online store con-

text. They also take into consideration how the shopping experiences affect the 

customers’ perceptions of different types of risks associated with online shopping. 

(Dai et al. 2014, 13)   

The results of the study support the presumption that the online shopping risk as-

sociations are varied and complex. The associated risk perceptions are varied and 
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complex due to the fact that they vary between previous online shopping experi-

ences and specific risk type perceptions. The authors of the study also point out 

that the product category is also a factor – some risk perceptions are more signifi-

cant to the customer than others depending on the purchased product category. 

(Dai et al. 2014, 21) 

When the online customer gains more experience with online shopping, the cus-

tomer’s perceived online risks of product risk, financial risk and risks related to 

privacy issues are lowered. This applies when purchasing physical products 

online. The perceived risks between physical and digital products differ when, for 

example, comparing digital music purchase and buying clothes: the perceived pri-

vacy risk when buying clothes is higher than in the case of buying digital music. 

This might be caused by the fact that the customers need to give away more in-

formation about them when buying clothes online compared to the online music 

purchase. This indicates that the risk perception regarding privacy issues when 

buying non-physical products is not influenced by the previous online shopping 

experience like it influences physical products. (Dai et al. 2014, 21) 

The study also suggests that despite risk perceptions related to security and fi-

nance issues, the gained experience from previous online transactions can be a 

strong indication for the customers’ intent to repurchase. Even though several 

studies have implied that the customers these days are more wary and conscious 

of online shopping risks, the findings in Dai et al. (2014) study suggest that risk 

perceptions do not have an impact on customers’ intentions to buy products 

online. (Dai et al. 2014, 22) 

The perceived risks can have a negative impact on the customer’s shopping expe-

rience if, for example, the product the customer purchased was faulty or if the 

same product can be found significantly cheaper from another retailer. The cus-

tomer will instantly feel buyer’s remorse. (Dai et al. 2014, 22) 

Dai et al. (2014) also suggest practical applications for the results of the study. 

Because earlier shopping experience affects the customers’ future purchase inten-

tions in a positive correlation, the e-retailers could use this to their advantage. The 
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retailers could target the first time buyers with the marketing and promotions, 

which could prove out to be an important tool in gaining new customers. The fact 

that previous online shopping experience has a positive impact on future buying 

intentions supports the implementation of programs such as loyalty program and 

frequent buyer program. (Dai et al. 2014, 22)  

Andrews and Boyle (2008) found in their study that if the online site or store has a 

good reputation or the company is well-known, the consumers’ perceived risk of 

doing transaction is decreased. In this case the consumers expect that the compa-

nies have taken proper safety measures to keep the customers’ credit card infor-

mation safe. Outside influence, such as word-of-mouth from friends or experts, 

for example, was found to have an impact on the consumers’ perception of risks 

relating to e-commerce. (Andrews and Boyle, 2008, 69-70) 

3.4 Service Quality Perception 

Because online retailers cannot compete with prices alone, Mpinganjira (2015) 

analyzes the perceived service quality of online stores and how online retailers 

can use service quality to their advantage and differentiate themselves from the 

competition in South African context. (Mpinganjira, 2015, 115) 

The findings of the study show that the online retailers should pay attention to 

three dimensions of quality when trying to improve service quality. The three 

main quality dimensions are the quality of the online store platform, store interac-

tion quality and outcome quality. (Mpinganjira, 2015, 125) 

3.4.1 Platform Quality Level 

Mpinganjira (2015) states that the online store is the place where the customer and 

the online store come across with each other. A contact point if you will. This 

contact point will give an impression of the online store to the customer and the 

quality of the service is implied. A well-designed internet store is just as important 

as a well-designed brick and mortar store, and a well-designed online store can 

create a positive impression on the customer. (Mpinganjira, 2015, 125) 
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The information that is provided on the online store is also an important aspect of 

the perceived service quality. Good information on the online store translates to 

more positive image of the online store and the customers are more likely to 

spread word of mouth. (Mpinganjira, 2015, 125) 

3.4.2 Interaction Quality 

Interaction quality can be summed up so that the online store’s pages are loaded 

quickly and the online store should be user friendly, which means that customer 

does not have to put much effort into the shopping experience and transaction. 

(Mpinganjira, 2015, 125) 

The personalization of services provided by the online store affect the customers 

perception of the online retailer, and the personalization aspect also has a positive 

impact on the buying intentions of the shopper. Personalization is an important 

factor because all customers are unique, which means that a rigid online store 

model is not the optimal solution. The author also points that the online stores 

should focus on personalization of their online store services and looking for ways 

to do this. It should also be stressed that the online retailers should make the cus-

tomer feel appreciated and treat them as individuals. There are ways to achieve 

this, for example, by using customers’ names when dealing with them and filter 

content based on the users’ profile. (Mpinganjira, 2015, 125-126) 

3.4.3 Outcome Quality 

Outcome quality is the end result of the online store interaction. The findings of 

the study indicate that the outcome quality affects positively the customers’ atti-

tude towards the online retailer, and the probability that the customers will spread 

positive word of mouth of the online retailer will increase. Successful protection 

of the users’ privacy and fulfillment of the customers’ orders have an impact on 

the outcome quality. (Mpinganjira, 2015, 126) 

From the customer’s perspective, the main concern regarding purchasing from an 

online retailer is the delivery of the product, and especially the timing of the de-
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livery – the sooner the better. This is important for the outcome quality and relat-

ed to the order fulfillment. (Mpinganjira, 2015, 126) 

Mpinganjira (2015) expresses that the risk perception is present when customers 

view online stores in general. However individual online retailers are able to less-

en the privacy concerns by improving the online store’s privacy. The customers of 

the online store want to know that their privacy is guaranteed (issues such as pri-

vate information, home address etc.), and that their information is not given to 

third parties without the customers’ consent. (Mpinganjira, 2015, 126) The risk 

perception is also associated with trust in online shopping. The positive online 

service quality perception’s influence on consumers can be exploited to build trust 

and positive attitudes regarding online shopping. (Al-Nasser, Yusoff, Islam and 

AlNasser, 2013, 81) 

Al-Nasser et al. (2013) studied the cultural differences regarding online service 

quality perception in two developing Asian countries, Malaysia and Saudi Arabia. 

The authors concluded that the online store service quality is a big factor influenc-

ing the consumers’ trust. This indicates that the service quality perception does 

have a positive effect on the consumer trust. Also, in order to be able to create bet-

ter customer service, the cultural differences should be taken into consideration. 

(Al-Nasser et al. 2013, 81) 

In their study, Grace and Chia-Chi (2009) found the service quality of an online 

store has a positive impact on the consumers’ satisfaction and loyalty. This means 

that good service quality can give a competitive edge to the online store. To be 

able to satisfy the customers by creating better service quality, the online retailers 

should understand the consumers’ buying habits and traits. (Grace and Chia-Chi, 

2009, 470) 

3.5 Value Perception 

Hsin and Hsin-Wei (2011) examine in their study how the value perception, ser-

vice quality and customer satisfaction affect the customers’ loyalty in online re-

tailing context. (Hsin and Hsin-Wei, 2011, 333) 
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In this chapter the emphasis is put on the value perception aspect regarding the 

customer loyalty. Value perception means the inherent value customers see in 

online shopping. 

3.5.1 Perceived Value and Customer Loyalty 

It was discovered that value perception is expected to have a positive impact on 

the online customers’ loyalty. Furthermore, the value perception influences direct-

ly and indirectly the customers’ loyalty. The quality of the service in online retail-

ing has an impact on the perceived value, which means that to improve the value 

perception the online store needs to enhance their service quality. When the ser-

vice quality perception is high, the value perception will be high as well which in 

turn translates to customer satisfaction, and customer satisfaction translates to cus-

tomer loyalty. (Hsin and Hsin-Wei, 2011, 350)  

Ruiz-Molina and Gil-Saura (2008) also confirm that the perceived value, especial-

ly emotional value, connected with buying from a store has a big impact on the 

attitude towards shopping and also affects the level of customer loyalty. (Ruiz-

Molina and Gil-Saura, 2008, 311-312) 

3.5.2 The Moderating Effect of Value Perception 

Hsin and Hsin-Wei (2011) confirm in their study that the customer’s value per-

ception does indeed moderate the relationship between customer loyalty and satis-

faction. Basically, the higher the value perception the customer has, the stronger 

the relationship between satisfaction and loyalty will be. A satisfied customer can 

change online retailers if the value perception is higher with a new retailer com-

pared to the current retailer. (Hsin and Hsin-Wei, 2011, 350) 

3.5.3 Customer Review as an Indicator of Value 

Online customers may be reluctant to purchase products due to lack of easy access 

information regarding the products and services. Bae and Lee (2011) consider that 

customer reviews might fix this problem. Their study focuses on the impact of 

review source and product type on the customers’ perception of reviews, and the 
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results indicate that the product type can have an impact on the review credibility 

perception from various review sources. (Bae and Lee, 2011, 255) 

The customer reviews work as a device to curtail the risk perception and experi-

enced uncertainty of online consumers when shopping online. The perceived cred-

ibility of a customer review varies based on the reviewed product type and the 

source of the customer review. (Bae and Lee, 2011, 262) 

Bae and Lee (2011) categorize products into two categories which are search 

products and experience products. The authors cite studies by Klein (1998) and 

Nelson (1970) to define search product and experience product. A search product 

is a product whose information is readily available before purchase. An experi-

ence product is a product whose information is not readily available before pur-

chase or cannot be observed or assessed properly before experiencing the product. 

(Bae and Lee, 2011, 256) 

A customer review of an experience product is more likely to have an impact on 

the customer reading the review when compared to a search product review when 

the review is featured on a customer based review source. When the review is on a 

marketer-developed source, the product category does not play a big role on the 

impact the review has on the customer. This phenomenon can be explained by the 

fact that the customers can better gain indirect experiences of experience products 

by reading reviews on customer-based sites rather than marketer-based sites. Cus-

tomers feel that reviews on customer-based review sites are honest and trustwor-

thy. (Bae and Lee, 2011, 262-263) 

Marketer-developed review sites are not seen as honest and trustworthy because 

the consumers believe that the reviews on the site are written or sponsored by the 

sellers to receive commercial gains. In other words, the consumers find that the 

reviews on customer-developed review sites are less biased than the reviews on 

marketer-developed review sites. (Bae and Lee, 2011, 263) 

The results of the study indicate that the review credibility of search products does 

not shake with different sources, whether it is marketer- or customer-developed 
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review source, because the customer might not need as much indirect experience 

for a search product as he or she does for an experience product in order to assess 

the product. Implementing customer reviews into their online services, online re-

tailers could use this to their advantage to increase the online sales. (Bae and Lee, 

2011, 264) 

An article by Tuttle (2012) reminds us that not everything said on the Internet is 

true – even more so when it comes to customer reviews! Favorable reviews will 

attract customers, so it is understandable that companies want to improve their 

online ratings, and it is not unusual that companies pay people to write positive 

reviews. According to some estimates, as much as 30% of customer reviews are 

not trustworthy. (Tuttle, 2012) 
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4 ONLINE STORE ATTRIBUTES 

What are the most important online store attributes that affect the online consum-

ers’ choice of online retailer? That is the primary question this thesis presents. The 

online store attributes affecting the customers’ choices and online shopping expe-

rience are delved into in this chapter. 

4.1 Online Store Familiarity 

The study by Stranahan and Kosiel (2007) examines what kind of shopper types 

prefer familiar stores over unfamiliar stores. Based on the results, the authors con-

clude that online retailing is a major outlet for shopping among households, and 

approximately 25% of the households are spending over 1000 dollars yearly on 

online shopping. It was discovered that half of the sample size do not want to pur-

chase from an unfamiliar online retailer, although some demographic segments, 

such as college students, are less reluctant to buy from an unfamiliar online retail-

er. (Stranahan and Kosiel, 2007, 422, 430) 

The study’s results show a generation gap in buying behavior between younger 

and older people. The young people shop the most online whereas people over the 

age of 65 tend to shop the least online or not shop at all. Different approach to 

marketing and merchandising could be the tool required for acquiring the older 

people demographic. (Stranahan and Kosiel, 2007, 430) 

Sheau-Fen, Sun-May and Yu-Ghee (2012) found that store familiarity has a posi-

tive impact on the likelihood of customers’ purchase intentions. Store familiarity’s 

impact on purchase intention can be in part explained by store familiarity’s asso-

ciation with quality perception. The connection between store familiarity and 

quality perception could be taken advantage of in the marketing department: pro-

moting to increase store familiarity leads to increased quality perception. (Sheau-

Fen et al. 2012, 56) 
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4.2 The Functionality and Usability of Online Stores 

Calisir, Bayraktaroglu, Gumussoy, Topcu and Mutlu (2010) discuss the function-

ality and usability of online stores and the importance of the usability and func-

tionality in their study. The authors claim that a big importance is placed upon 

online retailing issues by academicians; however the online store attributes that 

are important to customers remain yet to be defined. (Calisir et al. 2010, 421, 432) 

The most important finding of the study, according to the authors, is that the cus-

tomers hold usability of navigation and interaction to high regard, which means 

that the consumers want to put as little effort as possible to be able to find infor-

mation and navigate through the website. Interactivity of the online store can be 

used to support the information seeking and navigation. (Calisir et al. 2010, 432) 

The authors may have found some differences between men and women when it 

comes to the importance of navigation and ease of use. Calisir et al. (2010) study 

results imply that ease of use is not as important among male students as naviga-

tion. The demographic of the research was mainly male students. Calisir et al. 

(2010) refer to the research of Pearson et al. (2007) where it was stated that wom-

en put a bigger emphasis on ease of use than men. (Calisir et al. 2010, 433) 

When it comes to functionality criteria, the search option is the biggest aspect of 

it, and the search function also makes the web site easier to use. This means that 

the ease of use is also an important factor for the consumers. (Calisir et al. 2010, 

433) 

The main target group in the study do not find response time, security, efficiency 

and satisfaction to be as important factors as other factors influencing usability 

and functionality. Other studies suggest different and contrasting results regarding 

these factors. For example, security is found to be important for customers, but 

security issues also affect usability in a negative fashion, and the response time 

has also been attributed in other studies to the usability of a website. Why the 

main demographic segment didn’t find response time to be important can be ex-
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plained by the fact that the students have access to fast internet connection at their 

school. (Calisir et al. 2010, 433) 

In conclusion, when designing an online store, the attention should be paid on the 

usability factors such as navigation and interactivity, and search functions should 

be implemented as well to gain more users for the web site. (Calisir et al. 2010, 

433) 

Goncharov (2013) places a big importance on the usability of an online store and 

how it affects the online store’s sales. It is important for the businesses to under-

stand that not everyone is a professional in using the computer, so the descriptions 

and options should as simple as possible for everyone to be able to understand 

them. Abundance of options can be terrifying for the customer, and as in the au-

thors case, links and options that distracted the customer from the purchasing pro-

cess scared the customers away. (Goncharov, 2013) 

The author claims that the consumers react emotionally to the online store and 

emotionality affects the consumers’ decisions. For example, lengthy registration 

process can have a negative influence on the online store’s sales. The same can be 

applied for sluggish online shopping carts: customers will stop the buying process 

if the shopping cart works slowly. (Goncharov, 2013) 

4.3 Price Attractiveness 

In the study by Broekhuizen and Huizingh (2009), which deals with the online 

customers of a car insurance company, the online store visitors have been divided 

into two groups: the inquirers and the purchasers. The results reveal that the price 

attractiveness has a bigger influence on the inquirers than the purchasers. Price 

attractiveness makes it more likely for an inquirer to buy in the future, but it has 

no effect on the purchaser’s buying intentions in the future. (Broekhuizen and 

Huizingh, 2009, 451) 

In addition, if the inquirer finds that he might get more value from the online site, 

the inquirer is more likely to take advantage of it in the future. And the same can 

be applied to the reverse situation: if the current supplier is priced attractively, the 
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inquirer is more likely to not purchase from another retailer. (Broekhuizen and 

Huizingh, 2009, 451) 

The purchasers are not affected by price attractiveness: the purchasers who bought 

price-attractive insurances did not find price attractiveness to be an important fac-

tor for future purchase intentions. The inquirers are not as interested in saving 

time and effort as the purchasers, but the inquirers are more keen on finding price-

attractive insurances. (Broekhuizen and Huizingh, 2009, 451-453) 

Mochari (2014) states that factors such as return policy and customer reviews 

have a bigger impact on the customers than price. This is explained by the fact 

that customer reviews and return policy, for example, build trust in the company 

(Mochari, 2014). The notion that customer reviews build trust in the company’s 

products creates an interesting conflict with the article by Tuttle (2012) who 

claimed that up to 30% of the customer reviews are possibly fabricated due to 

companies hiring people to write positive reviews of their products. 

In a study about important factors for online shoppers regarding clothing, price 

was third behind customer reviews and return policy. When it came to home 

building supplies, price was not even third biggest factor, and shipping price 

pulled ahead of customer reviews. (Mochari, 2014) 

4.4 The Importance of Product Assortment 

The customers assess online store attributes through the lenses of hedonic and 

utilitarian motivations, and the utilitarian motivations are linked to functional 

online store attributes. Product assortment, being a functional attribute, has a posi-

tive effect on the future buying intentions of the buyer. (Dong-Mo, Jae-Jin and 

Sang-Hwan, 2008, 169) 

In his article, Miller (2012) lists reasons why customers like online shopping, and 

among one of them is variety. Product assortment is important for the customers 

because they can purchase a variety of different products from one source without 

needing to spend money on travelling, not to mention thinking about geographical 

restrictions. (Miller, 2012) 
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Borle, Boatwright, Kadane, Nunes and Shmueli (2005) study what kind of effect 

the reduction of product assortment has on customer retention in the context of an 

online grocery store. The results of the study suggest that the reduction of product 

assortment has a negative impact on store sales. (Borle et al. 2005, 616) 

When removing the items that do not sell well out of the product assortment, the 

overall sales are actually reduced. This also has an impact on how often the shop-

pers frequent the store and how much they buy. The monetary loss from the re-

duction of shopping frequency was bigger than from the reduction of buying 

quantity. (Borle et al. 2005, 620) 

4.5 Information Quality 

Chung-Hoon and Young-Gul (2006) investigate the relationship between infor-

mation features and customers’ commitment to online stores. (Chung-Hoon and 

Young-Gul, 2006, 71) 

Chung-Hoon and Young-Gul (2006) cite the study by Crosby and Stephens 

(1987) to define information satisfaction. Information satisfaction means the cus-

tomer’s satisfaction or dissatisfaction of information in the context of web sites 

and online services. The authors cite Gwinner et al. (1998) to define relational 

benefit as the benefit that is received from being in a continued relationship. 

(Chung-Hoon and Young-Gul, 2006, 72, 74) 

The findings of the study indicate that information satisfaction affects the custom-

ers’ commitment to an online retailer. Product and service information quality 

have an impact on the information satisfaction. The online store’s information 

quality is implied to increase the customers’ commitment to the online store. 

(Chung-Hoon and Young-Gul, 2006, 83) 

When the customer is acquiring information of a product or purchasing a product, 

the product information quality is an important factor for the customer. The ser-

vice information quality plays a big role when the customer wants to cut down 

transaction cost and risks. (Chung-Hoon and Young-Gul, 2006, 83) 
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The factors influencing online store commitment differ between online services 

and online stores. Relational benefit is found to be a bigger factor influencing 

online store commitment in the context of online service than information satis-

faction. However, when it comes to online stores, such as a bookstore, infor-

mation satisfaction is a more important influence regarding the customer’s com-

mitment to the online retailer. (Chung-Hoon and Young-Gul, 2006, 83) 

Chapman (2009) also agrees that detailed product information is important. When 

shopping online, the customer cannot examine the products in the same way the 

customer would be able to in a physical store. If the customer is not able to find 

sufficient information of the product on the web site, the customer will find an-

other online store to shop. To prevent this, the online store should include product 

details as much as possible, such as size and weight. (Chapman, 2009) 

4.6 The Effect of Visual Design 

In their study, Blanco, Sarasa and Sanclemente (2010) are looking for a good mix-

ture of both visual and textual information when presenting products in the online 

retailing context, and how these elements influence the consumers. (Blanco et al. 

2010, 669) 

The results show that the way textual information is being presented can have a 

positive impact on the consumers’ quality perception regarding the site’s product 

information quality. For example, it is easier for the customer to understand the 

information when the information is presented schematically. When the customer 

is able to effortlessly process information, it helps the customer to make decisions. 

Although, the schematically presented information can have a positive impact on 

the customers, the consumers were not affected by the information even when it 

was presented schematically. (Blanco et al. 2010, 678-679) 

The product image did not have any considerable influence. However the authors 

suggest that this may be explained by the possibility that the customers in the 

sample were more engaged in the task than they would be in the real situation, 
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because they were instructed to focus on information acquisition and processing 

that information. (Blanco et al. 2010, 679) 

It was found that when textual information was combined with a picture of the 

product, the consumers were able to remember more information about the prod-

uct, if the text was presented schematically. In fact, the consumers thought that it 

was easier to remember information this way. If there was no picture of a product, 

the consumers remembered more information when the information was presented 

in paragraphs. (Blanco et al. 2010, 679) 

How familiar the consumer is with the website also has an impact on how the 

consumers recall information depending on the presentation format. The consum-

ers who are familiar with the website are able to remember more information 

when it is presented in paragraphs. The consumers who were not familiar with the 

website were able to remember more information when it was presented schemat-

ically. In addition, the quality perception of the information, when presented 

schematically with or without pictures, was higher for the consumers who were 

familiar with the website. For consumers who were unfamiliar with the website, 

the information quality perception was higher when the information was presented 

schematically with pictures. (Blanco et al. 2010, 680) 

Chapman (2009) states that the online stores should avoid using small product 

pictures. The same sentiment that applied to information quality applies here as 

well - the customers are not able to examine the products online the same way as 

in physical stores. That is why larger images, or the option to zoom in the pic-

tures, come into play. Also, multiple product pictures from different positions will 

be appreciated. (Chapman, 2009) 

4.7 Smartphone Optimization 

The e-commerce that is conducted using smartphones and mobile devices formed, 

in 2013, over 10 percent of the total online sales in the U.S., and it was estimated 

that this figure would only grow in the future. Due to the growing usage of 

smartphones and mobile devices as shopping tools, online retailers are aiming to 
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optimize their online stores to run and function better on mobile devices. (Roggio, 

2013) 

Roggio (2013) suggests three methods on how to optimize online stores for 

smartphones: improving loading times of the web site, creating finger-friendly 

interface and making the mobile site similar to the pc site. 

The load time of the web site affects the customers’ buying experience. For ex-

ample, it is stated in the article that over 60 percent of the consumers shopping on 

smartphones had cancelled their purchase process due to poor load time. In addi-

tion, Amazon had boosted it sales by improving the load times of their web site. 

(Roggio, 2013) 

When the customers uses a mobile device to access the online store, the mobile 

and pc versions of the site should look somewhat similar. The customers require 

the same content and functions on both pc and mobile platforms. It is also im-

portant to make the online store’s interface be compatible with touchscreens in a 

way that every section of the web site can be accessed by touch. (Roggio, 2013) 

In their article, Circle and Fattahi (2014) cite Google’s report stating that, a 

whopping majority, 67% of customers are more inclined to buy if the online store 

is optimized for mobile devices. This means that the companies can increase their 

sales by optimizing their online stores. The retailers can make their online stores 

more mobile friendly by, for example, making the web store design more straight-

forward and effortless to use. (Circle and Fattahi, 2014) 
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5 THE STRUCTURE AND METHODOLOGY OF THE 

STUDY 

5.1 The Research Methodology, Objective of the Study and Target Group 

The research method used in this study is the quantitative research method. The 

data was collected in the form of a questionnaire that was sent to the respondents 

via the email network of Vaasa University of Applied Sciences. 

The main objective of the study was to identify what are the online store attributes 

that customers find important. The secondary objective of the study was to find 

out customers’ online shopping habits,  habits such as how much money do they 

spend and on what type of products, and online store perceptions. Also, one of the 

underlying motives for the research was to help online store entrepreneurs im-

prove their business by focusing on the most important online store attributes. 

Due to the nature of the chosen distribution channel for the questionnaire, students 

got selected as the target group. The questionnaire was sent via Vaasa University 

of Applied Sciences’ email network. The questionnaire was written in English be-

cause of the multicultural background of the school’s students. 

5.2 The Structure of the Questionnaire 

The questions in the questionnaire are divided into four groups: Demographic, 

Online Purchasing Habits, Online Store Attributes and Online Shopping Percep-

tions and Motivations. Overall, there are a total of eleven questions, one of which 

is optional. 

The demographic questions ask the respondent’s age and occupation, among other 

things. Questions 1 to 4 are in the group Demographic. The question group Online 

Purchasing Habits includes questions regarding the amount of time and money the 

respondent spends on online stores and what they buy from online stores. Ques-

tions from 5 to 7 belong in this group. Online Store Attributes –group deals with 

important online store attributes and how the customers feel about them. Ques-
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tions from 8 to 9 are Online Store Attributes –questions. Questions from 10 to 11 

are in the Online Shopping Perceptions and Motivations –group. 

The questions in the questionnaire appear as follows: 

- Demographic 

1. Gender 

2. Age 

3. Occupation 

4. Income 

- Online Purchasing Habits 

5. How many times a month do you buy from online stores? (Ap-

proximately) 

6. How much money do you spend on online stores in a month? 

(Approximately) 

7. What do you usually buy from online stores? You can choose 

more than one option. 

- Online Store Attributes 

8. To what extent do you agree with the following statements? 

a. Familiarity is an important factor for me when choosing 

an online store. 

b. Mobile Optimization is an important factor for me when 

choosing an online store. 

c. Price is an important factor for me when choosing an 

online store. 

d. Product Assortment is an important factor for me when 

choosing an online store. 

e. Security is an important factor for me when choosing an 

online store. 

f. Service is an important factor for me when choosing an 

online store. 

9. Are there some other important online store factors you consid-

er when choosing an online store? If so, what? (Optional) 
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- Online Shopping Perceptions and Motivations 

10. To what extent do you agree with the following statements? 

a. Online shopping is convenient. 

b. Online shopping is risky. 

c. Online store service quality is mostly good. 

11. What are your motivations for online shopping? 

The options to questions 8 and 10 are: I strongly agree, I agree, Neutral, I disa-

gree, I strongly disagree. The question number 9 is optional with 4 blank boxes 

where the respondent can write their important online store attributes that were 

not included in the question number 8. 

5.3 The Reliability and Validity of the Research 

Shuttleworth (2009) defines reliability as receiving similar results in various stud-

ies and tests. This means that the results are consistent and do not vary radically. 

In other words, the results are dependable and repeatable. Tilastokeskus (Statistics 

Finland) defines validity as how well the study measures the subject what the 

study is intended to measure in the first place. 

The questions in this questionnaire are easy to understand. In question number 8 

there is an online store attribute called Mobile Optimization, which might be too 

technical a term for some people making it harder to understand. There was an 

explanation included for the Mobile Optimization in the questionnaire, however. 

Because the questionnaire is in English, it is reasonable to assume that some mis-

understandings may have occurred. 

Only 124 responded to the questionnaire, which means that the sample size is ra-

ther small, and as such, the findings cannot be generalized on a larger scale. With 

a larger sample size, the validity of the research would be better. However, the 

findings of the study are in accordance with the findings of other studies in the 

same field. 
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6 RESULTS OF THE STUDY 

6.1 Demographic Questions 

The questionnaire was sent via email and it received a total of 124 responses of 

which 51 were male and 73 were female. The number of respondents was lower 

than initially expected. 

6.1.1 Age 

The questionnaire was sent via Vaasa University of Applied Sciences’ email net-

work so it did not come as a surprise that the age distribution among respondents 

was very limited. 62.9 % of the respondents were between the ages of 20-25 as 

seen below in the Figure 1. 

  

Figure 1. The age distribution. 



34 

 

6.1.2 Occupation 

As seen in Figure 2, the majority of the respondents, 75 percent, were also “Stu-

dents” due to the fact that the Vaasa University of Applied Sciences’ email net-

work was chosen as the distribution channel for the questionnaire. 22.6 % of the 

respondents were “Employed” leaving 2.4 % as either “Retired” or “Other”. The 

answer alternative “Other” in this case might mean, for example, being both stu-

dent and employed. In addition, respondents who chose “Student” as their occupa-

tion might also be employed at the same time, but identify themselves more as a 

student than employed. 

 

Figure 2. The occupation of respondents. 
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6.1.3 Monthly Income 

Monthly income sees a lot more division among respondents than the previous 

questions, and it indicates that not all who answered “Student” as their occupation 

are merely students. 29.8 % informed their monthly income to be 501-1000 

€/month whereas only 4.8 % earned more than 3001 €/month. The full division of 

monthly incomes can be seen in the Figure 3 below. The target group’s low in-

come means that it directly affects the amount of times they shop online as well as 

how much money they are willing to spend or how much money they are even 

capable of spending. Therefore, the amount of monthly income might even affect 

the importance of certain online store attributes. 

 

Figure 3. Monthly income among respondents. 
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6.2 Online Purchasing Habits 

6.2.1 The Amount of Online Purchases in a Month 

The questions number 5 asked how many times a month do you buy from online 

stores approximately. The majority of the respondents stated that they buy approx-

imately 1 to 2 times a month from online stores. Only two respondents bought 

more than 5 to 6 or more times a month. The results can be found in Figure 4. 

 

Figure 4. Online store purchases per month. 



37 

 

6.2.2 The Amount of Money Spent on Online Stores in a Month 

Figure 5 shows that 28.2 % of respondents spend approximately 30-40 € per 

month on online shopping. 10-20 € per month was the second biggest group fol-

lowed by respondents who do not spend any money at all on online shopping in a 

month. The group who spends 0 € per month may consist of people who do not 

shop online that often but who still might occasionally use online stores. 

 

Figure 5. Money spent on online purchases per month. 
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6.2.3 Items Usually Purchased from Online Stores 

In question number 7 the respondents were asked what do they usually buy from 

online stores, and they could choose more than one alternative. The options listed 

were as follows: Clothing and Apparel, Electronics (Smartphones, TVs etc.), Mu-

sic (MP3s, CDs etc.), Video Games, Movies, Services (such as train tickets, hotels 

etc.), Other and I don’t purchase from online stores. The results can be seen in 

Table 1. 

Table 1. The respondents’ usual online store purchases. 

 

As seen in Table 1, clothing and apparel and services discern as the most popular 

items purchased by the respondents. What is surprising is the small percentage of 

Movies and Video Games purchased. Low number of music purchases can be ex-

plained by the rising popularity of streaming services, such as Spotify, and the de-

clining state of the physical CD sales and music industry as a whole. 

6.3 Online Store Attributes 

The respondents were asked to evaluate how important certain online store attrib-

utes are to them. In addition, the respondents were given an optional question 

where they were able to freely name important online store attributes that were not 

included in question number 8. Figure 6 shows the importance of online store fa-

miliarity. 

Items Bought Yes No Percentage

Clothing and Apparel 72 52 58,06 %

Electronics 34 90 27,42 %

Music 9 115 7,26 %

Video Games 20 104 16,13 %

Movies 12 112 9,68 %

Services 78 46 62,9 %

Other 35 89 28,23 %

I Don't Purchase Online 9 115 7,26 %
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Figure 6. Online store familiarity’s importance. 

Most respondents feel that the familiarity of the online store is an important at-

tribute when choosing an online store. This means that online shoppers might not 

be too keen on visiting new and unfamiliar websites to purchase their products. In 

Figure 7 we see the importance of mobile optimization.  
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Figure 7. The importance of Mobile Optimization. 

The lukewarm reaction to Mobile Optimization is surprising given how popular 

smartphones and tablets are in everyday life. However, the large share of Neutral 

answers might be explained by the notion that perhaps not many people know 

what mobile optimization actually means in practice. Figure 8 shows that price is 

regarded as a very important attribute to online store customers.  
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Figure 8. The importance of price. 

The overwhelming majority regard price as an important online store attribute 

when choosing an online store. The fact that price is held in high regard when it 

comes to important online store attributes can be explained by the notion that the 

target group consists of students who have low monthly income. The low income 

determines that the target group wants to have the best prices because they have to 

manage with less than 500 euros and up to 1000 euros per month as seen in Figure 

3. Figure 9 examines the importance of product assortment. 
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Figure 9. The importance of product assortment. 

In Figure 9 we can see that Product Assortment is an important attribute to the 

customers, but not as unanimously important as Price. Why product assortment is 

not seen as too important an attribute may be explained by the fact that the re-

spondents target group mainly shop online when they need something important 

or specific, as seen in Figure 15. In that case, the online store’s product assortment 

does not have a big impact because the customers already know what they want to 

buy. And because the online store’s familiarity is a very important attribute to cus-

tomers, as seen in Figure 6, the customers might be familiar with the online 

store’s product assortment, so they do not pay extra attention to the product as-

sortment as an attribute. The importance of online security is shown in Figure 10. 
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Figure 10. The importance of online store security. 

In this case, 62.1 percent of the respondents strongly agree and 25.8 percent agree 

that security is an important online store attribute when choosing an online store. 

The respondents will more likely feel at ease when shopping online if, for exam-

ple, their private and credit card information are kept secure by the online store. 

Because the target group has very limited income, they might want to be extra 

careful where their money ends up, which can explain the big importance placed 

upon the online store’s security. Figure 11 shows the importance of service. 



44 

 

Figure 11. The importance of online store service. 

The respondents feel that online store service is an important factor when choos-

ing an online store. Service in this context can mean, for example with clothing 

and apparel, the ability to effortlessly return clothes that are the wrong size, or the 

service customers receive when dealing with the customer service via email. 

6.3.1 Other Online Store Attributes Important to the Customers 

Out of 124 respondents, 28 answered to the optional question number 9. The an-

swers were arranged into five groups: Customer Reviews, Shipping, Security and 

Payment, Miscellaneous and Site. The answers can be seen in Table 2. 
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Table 2. Other important attributes in question 9. 

 

It is clear from the answers that respondents’ main concern is with shipping, and 

especially the shipping prices. Also, easy to use online stores seem to be high on 

the priority list among other online store functionality and design attributes. It is 

interesting to notice that security issues are listed as important attributes in this 

section as well, even though they were already mentioned in the questionnaire. 

This only enforces the notion that security is truly an important attribute. 

Customer Reviews Shipping Security and Payment

Other people's feedback Short shipping time Safety

Friends experience Low or free shipping costs Payment with euros

Web store rating/references Free shipping Possibility to use PayPal

Customer reviews and feedback Fast shipping if ordered from abroad Reliability

Recommendations Shipping costs Ease in payment method

Inside EU to avoid the taxes or customs Payment methods

Location (should be close)

How much is the postage

How long does it take to ship to Finland

Small postage

Free delivery

Delivery prices

Delivery fees

Shipping fees (+customs)

Delivery time

Miscellaneous Site (Price, Discounts, Desing etc.)

Producers Easy and clear navigation

If it's finnish importer or store A functioning search

Online ads often draw my attention Ability to compare product specs

Summit racing Easy to use

Tracking your package online with a code

Easy

Return policy

Discounts

Easy use

Easy to navigate

Register free

Good looking websites

Ability to compare products side by side

Information on products

Possible reward/ bonus points

Return policy

If it´s cheeper than in a real store

The site is not full of ads

Professional and good-looking websites
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6.4 Online Shopping Perceptions and Motivations 

Questions number 10 and 11 revolved around what kind of perceptions do the re-

spondents have regarding online shopping convenience, risk and service quality, 

and their motivations to shop online. Figure 12 shows the convenience perception 

of online shopping. 

6.4.1 Online Shopping Perceptions 

 

Figure 12. The convenience of online shopping. 

According to the respondents’ answers, online shopping is generally perceived as 

convenient. This does not come as a surprise since online shopping is generally 

regarded as convenient. If online shopping was not convenient, it would not be 
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able to compete against traditional stores that effectively. Figure 13 shows the 

perceived risk of online shopping. 

 

Figure 13. The perceived risk of online shopping. 

The perceived risk of online shopping divides the opinions of the respondents 

quite evenly. With 29 % answering “I agree” and 28% answering “Neutral”, it is 

clear that there is a perceived risk in online shopping among the respondents. This 

explains the fact that security is an important online store attribute to customers. It 

is so important that security is featured twice as an important attribute, as ex-

plained earlier. Figure 14 shows the perceived quality of service. 
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Figure 14. The perceived service quality of online stores. 

Half of the respondents agree that online store service quality is mostly good 

whereas 8% are disappointed in the service quality. We can generalize from the 

results that most respondents perceive online store service quality as mostly good. 

6.4.2 Online Shopping Motivations 

In the last question the respondents were asked to disclose their motivations for 

shopping online. The alternatives were: I shop online when I need something im-

portant or specific, I shop for fun, All of the above and I don’t shop online. Figure 

15 reveals the online shopping motivations of the target group. 
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Figure 15. The motivation for online shopping. 

As seen in Figure 15, we can conclude that the respondents are practically orient-

ed – 62 % mainly buy online when they need something important or specific. 

Only 4 % shop online for fun, whereas almost 27 % of the respondents shop for 

both fun and practical reasons. The low number of purely hedonistic shoppers is 

quite surprising here. The big amount of practical shoppers can be explained by 

the low income among the respondents, which also explains why the number of 

purely hedonic shoppers is so small – students do not have a lot of money to 

spend! 
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7 CONCLUSIONS 

The main objective of this thesis was to evaluate and identify the most important 

online store attributes customers look for when choosing an online store by send-

ing out a questionnaire via email. The secondary objective of the thesis and ques-

tionnaire was to survey and chart what kind of products the target group usually 

purchases from online stores, how they perceive certain online store notions and 

what the main driving motivator behind online shopping is. 

7.1 Summary of the Results 

As can be witnessed from the results, the respondents of the questionnaire were 

mainly students aged between 20 to 25 with a monthly income of less than 500 

euros per month to 1000 euros per month. In this light, it is understandable that 

students with low income only buy 0 to 2 times a month from online stores and 

spend 0 to 40 euros. However, the fact that 29.8 % of the respondents reported 

their monthly income to be up to 1000 euros, it indicates that even though the re-

spondent might identify mainly as a student, he or she may have a job alongside 

school as well. There were two clear winners in what the respondents usually buy 

from online stores – 62.9 % of the respondents usually buy services and 58.1% 

purchase clothing and apparel. 

Online store attributes “Price” and “Security” stand out from the crowd as the 

most important online store attributes for the customers. We could see that there is 

a consensus among the respondents regarding “Price” and “Security” – most of 

the respondents either “strongly agree” or “agree” that “Price” and “Security” are 

important online store attributes when choosing an online store. The results show 

that the respondents pay attention to the product assortment as well as the famili-

arity and the service of the online store. The study also indicates that the respond-

ents do not value the mobile optimization of the web site when choosing an online 

store. Most respondents feel neutral about it or disagree that it is an important 

online store attribute. This finding is surprising given how much time people 

spend using their smartphones on daily basis. The great amount of time spent 

browsing the Internet on our smartphones means that online store purchases are 
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bound to happen – sooner rather than later. Mobile optimization makes the online 

store easier to use on the touch screens of smartphones and tablets. The relatively 

indifferent stance on mobile optimization may signal that either the respondents 

do not actually know or understand what mobile optimization means or that it is 

not important to them. 

The answers from question 9 were collected and put into five different categories. 

The results revealed that issues related to shipping and the actual online site are 

important factors to the respondents when choosing an online store. The im-

portance of shipping costs appeared in 8 different answers. In addition, the ship-

ping time was also an important factor for some respondents. Website attributes 

such as the functionality, ease of use and design of the site were mentioned, as 

well. The mention of security issues such as method of payment and reliability, as 

well as the importance of shipping prices, seem to reinforce the notion that was 

present in the results of question 8 – security and price are indeed important 

online store attributes for customers. 

The perceived convenience, risk and service quality of online stores are featured 

in the figures 12, 13 and 14 respectively. The consensus among respondents is 

that online shopping is convenient. The response to the risk of online shopping 

shows that online shopping is perceived as somewhat risky, but not overwhelm-

ingly so. The service quality of online stores was perceived as mostly good by 

most of the respondents. The second biggest group was the respondents who felt 

neutral about service quality. The respondents in this questionnaire are mainly 

practically oriented online shoppers, albeit 26.6 % said to shop for both practical 

and hedonic reasons. 62.1 % reported to shop online only when they needed 

something important or specific whereas only 4 % shopped online mainly for fun. 

The small amount of hedonic shoppers here is quite surprising. However, it can be 

explained by the fact that the respondents were mainly young students who do not 

have that much income to spend on online stores. 
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7.2 Suggestions for Online Store Owners 

In order to stay ahead of the competition, especially among the student demo-

graphic, the online stores should focus on improving their price competitiveness 

and security issues, among other things. The prices could be reduced, for example, 

by keeping less variety of product assortments in stock and focusing on the key 

products that sell well. Also, offering free or cheaper shipping costs and postages 

could improve the online store’s position in the market among student demo-

graphic. Online store security could be improved by introducing more advanced 

algorithms and encryption to the technical side of the online store’s design. The 

addition of more payment methods, such as PayPal could also improve the per-

ceived security of the online store. 

Familiarity was an important online store attribute to the respondents. To make an 

online store familiar in the eyes of the customer, an extensive advertising cam-

paign should be launched. This kind of exposure would get the online store’s 

name into the customers’ awareness. Online store familiarity has a positive impact 

on the customer’s choice of online store, which means that they are less likely to 

buy from an unknown online retailer. Advertising and promoting turns an online 

store from an unfamiliar online retailer into a familiar online retailer. 

7.3 Future Research 

One of the topics that could be researched further is how the gender of the cus-

tomer affects the importance of online store attributes and online store percep-

tions. It would be also interesting to see what kind of an impact the customer’s 

gender might have on the product type purchased. Is it only men who purchase 

video games and women who purchase clothes? 

Secondly the issue of mobile optimization should be delved deeper into to see if it 

actually has any kind of significant impact or not on the choice of online store. 

The respondents should be made aware of the practical implications of good and 

poor mobile optimization in order for them to fully understand the benefits of mo-

bile optimization. 
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APPENDICES  
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