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The main objective of this study is to find out the applicability and possibility of 

using WordPress, a content management system used mainly for online blogging, 
to build an online store.  

The thesis is conducted in two parts. The theoretical part includes an overview of 

E-commerce as well as the characteristics of an online store and WordPress. The 
second part covers the case study that describes the process of building an online 

shop on WordPress‟ WooCommerce, authorized by KVS Valaistussuunnittelu Oy, 
a company specialized in LEDs and lighting designs. 

During the establishment, challenges and opportunities were identified and 

evaluated. The results reveal that even though there are other powerful and more 
specialized E-commerce options, WordPress‟ WooCommerce seems to be a 
beneficial choice for small companies as the platform is highly customizable and 

powerful. Furthermore, it does not require advanced information technology 
knowledge to operate. 

At the end, suggestions for the future project are presented, as to how KVS 
Valaistussuunnittelu Oy can improve their online store after publishing. 
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Terms 

Online store A website consists of products and categories, shopping 

carts, orders processing and payment system; where 

customers can browse, purchase and make payment 

digitally over the Internet. 

Plug-in An additional component that provides extra functions to  

existing software. 

SEO Short for Search Engine Optimization, the process of 

making a website appear earlier and more frequent in 

search engines‟ unpaid results. 

SKU Short for stock keeping unit, SKU is a unique code 

assigned to merchandized items by vendor as their own 

reference.  

SWOT analysis Analysis that describes one‟s strengths, weaknesses, 

opportunities and threats.  

WooCommerce A free E-commerce software built for WordPress.  

WordPress A free, open-source content management system 

originally used for online blogging. 
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1 INTRODUCTION 

1.1 Purpose  

The purpose of this study is to present a plan that helps KVS Valaistussuunnittelu 

Oy expand to E-commerce and open their own online store, using WordPress. The 

thesis will provide theoretical information about developing an online business, 

what to consider when establishing an online store with WordPress, as well as the 

empirical experience in the actual process, what the challenges are and how to 

overcome them, as well as the opportunities, and how they will be utilized. 

1.2 Research questions 

The thesis will answer its final question whether it is beneficial to use WordPress, 

a tool used mainly for online blogging, to help KVS Valaistussuunnittelu Oy open 

an online store. In addition, a sub-question, how to maintain friendly user interface 

and search engine while offering wide ranged products, will be solved. 

The online market is full of potential and this is an inevitable move for small and 

young companies like KVS Valaistussuunnittelu Oy. With the power and capability 

of WordPress nowadays, small firms can create and manage WordPress without 

advanced programming skills. 

1.3 Research methods 

In order to answer the research question, a mixed approach of using case study 

and qualitative data collection via semi-structured interview will be executed. The 

theoretical framework is built from different literature materials and online sources. 

At the same time, the empirical part will be collected from reports, to describe the 

development process of an online store, from planning, developing to establishing 

and day-to-day managing. 
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Case study is a research method based on realistic, complex, and evident-rich 

contexts to presents an experimental investigation of a specific event or subject 

(Robson 2002, 178). The case study approach is capable of providing a deep level 

of understanding to a context (Saunders et al. 2009, 146). However the researcher 

has to keep in mind the inability to be generalized of the case study. 

Semi-structured interview is a flexible interview method with predetermined topics. 

Depending on the encountered context, the interviewer can leave out, add or 

change the order of the question set to best suit the research concern (Saunders 

et al. 2009, 146). The advantage of interview method, firstly, is a high respond rate 

and cooperation by the participants (op. cit., 324). The interviewees should be 

decision-makers in relation to the discussed case and be able to give reasons for 

their decisions. In an interview, any misunderstanding about the question can be 

easily clarified. Further than that, an interview also allows its participants to reflect 

back to their opinion and possibly come up with something they have not thought 

about before. All of those lead to the result of detail-rich data. 

The disadvantages of this method are geographical barriers and generalization. 

Also as the number of participants is limited, the result might not be widely 

generalized. 

1.4 KVS Valaistussuunnittelu company information 

KVS Valaistussuunnittelu Oy was founded in 2013 by Jukka Asp in Seinäjoki. The 

company started its business by selling lighting designs and LED products, which 

are mostly imported by the company itself. Now it has expanded to house 

automation packages and interior design under the sub-brand "KVS 

Sisustussuunnittelu". KVS Valaistussuunnittelu Oy‟s customers range from 

individuals and families to businesses and organizations as it offers turn-key 

energy-efficient lighting solutions, which include electrical planning and installation, 

for buildings and public infrastructures, both new and renovated. The company is 

partnered with Helatukku, Pramia, Josira Oy, Kokkolan Sähköpalvelu and is the 

authorized representative and seller of Talomat house automation system in the 

Ostrobothnia region. KVS Valaistussuunnittelu Oy currently has five official 
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employees who are also board members and the chief executive officer is Jukka 

Asp (Vainio 2015).  

Bulbstore online retailing is part of KVS Valaistussuunnittelu Oy‟s brand. Along 

with brick-and-mortar store, which will be opened in 2015, the company requires a 

new online store to showcase and to sell and market products online. Therefore, 

the owners have started a project with the author of this thesis to build a web 

store. 

LED lamps will gradually replace old fashioned halogen ones, especially on the 

public sector market, for example, in municipality lighting. The company had 

managed to gain profit even during the recession time in Finland and is expecting 

a growth spurt after opening its own showroom and online shop (Asp & Vainio 

2015). 
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2 E-COMMERCE OVERVIEW 

2.1 E-commerce Definition 

Electronic commerce or in short, E-commerce is the process of conducting 

business through the Internet, using digital technological devices such as 

computers or mobile phones (Laudon & Traver 2014, 50). These digitally enabled 

transactions happen when values are exchanged outside of organizations or 

individuals. In a wider definition, Schniederjans et al. (2014, 4) argue that E-

commerce also includes supporting steps of a transaction, which are marketing, 

after sale services, payment, and delivery. 

2.2 Advantages of E-commerce 

According Laudon and Traver (2014, 52) there are eight features of E-commerce 

technology that bring both advantages and disadvantages to involved parties. The 

parties here refer to organizations, consumers and society. Those eight features 

are ubiquity, global reach, universal standard, richness, interactivity, information 

density, personalization and customization, and social technology. Each of them is 

focused on more in detail in the following paragraphs. 

2.2.1 Ubiquity  

Unlike the traditional marketplace‟s geographical limitation and restricted opening 

time, E-commerce brings availability to its fullest: about anywhere, at any time. For 

organizations, the opportunity to serve customers is greatly increased, and 

customers save lots of time, money and cognitive energy compared to going to a 

physical store. From society‟s point of view, customers do not need to travel, 

which means less traffic, saved energy and reduced pollution. 
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2.2.2 Global reach 

With the advancement of internet technology, E-commerce overpasses both 

physical and cultural boundaries and reaches the world-wide population. 

Organizations will be able to attain more customers and on the other hand 

consumers will have more options available. Small and remote societies, 

unreachable from traditional markets, will also have access to new products and 

services. 

2.2.3 Universal standard 

E-commerce creates an integrated system worldwide based on internet 

technology that makes the standards for handling E-commerce universal, or in 

simple words accepted by all nations. Thanks to standardized procedures, 

companies can greatly reduce time and costs when entering different markets 

while customers need less effort to find a suitable product at a comparable price. 

Society will profit from what Laudon and Traver (2014, 54) defined as network 

externalities – the perk that occurs when everyone uses the same technology and 

the need for modification or adaptation is avoided. 

2.2.4 Richness 

According to Business Dictionary (2015) Information richness is the amount of 

detail and complexity provided in a piece of textual, graphic, audio, or video 

message. Organizations utilize the richness of E-commerce technology to bring 

complicated, information-dense products and services to their customers.  

2.2.5 Interactivity 

E-commerce allows mutual communication between seller and buyers, also 

amongst consumers in form of reviews. Unlike the one-way interaction of 

traditional commerce, mutual interactivity helps businesses understand their 
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customers better; and by providing useful information, customers are rewarded by 

more suitable offers. 

2.2.6 Information density 

Information density refers to the quantity and quality of intelligence that can be 

reached by all the involved parties in the market. Digital business not only reduces 

the cost of collecting, storing, updating information but also make it more 

transparent. Thanks to that, consumers are becoming more knowledgeable of 

what the product actually is worth. Increased amount of quality data also helps 

vendors segment their customers into different levels, price sensitive or quality 

sensitive, hence planning their strategy accordingly. For society, digitalized 

information means a significant reduction in paper and printing related resources.  

2.2.7 Personalization and Customization 

E-commerce technology makes it possible for merchants to personalize their 

marketing messages to certain individuals by their own information. Furthermore, it 

gives buyers room for product customization. Personalization and customization 

are viable by virtue of the interactivity and information density nature of E-

commerce. 

2.2.8 Social technology 

Social technology includes social networking and user content creation. For E-

commerce, social technology is becoming more and more important than ever 

before, as contents are generated by users, not by mass media then distributed to 

audiences. Consumers have more power with respect to merchants as their 

reviews can be seen broadly in a social network. Firms with strong social 

networking and social media marketing channels will certainly be more 

competitive. By contrast, a company‟s public image is monitored not only by 

auditors or non-profit organizations but also by the whole society, considering the 
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strength of social media. As a result, companies have to think more carefully about 

society issues such as environment, etc. 

2.3 Disadvantages of E-commerce 

Bidgoli (2002, 58) and an online education organization called Tutorials Point 

(2015) have categorized the drawbacks of E-commerce to technical and business 

practice (non-technical) disadvantages. 

Technical disadvantages mainly related to software, infrastructure, security and 

human issues. E-commerce software keep changing rapidly, require merchants to 

react fast while maintaining the compatibility and integrity of the whole system. 

Under-developed infrastructure in either company or consumers‟ area will for ex-

ample cause interrupted communication. Security thread such as sensitive 

information leaking, hacking or credit cards fraud can be a great threat to both 

parties in the market.  

Non-technical disadvantages revolve mainly around human matters. First of all not 

all customers are familiar with technology, they will have some certain hesitation 

when transacting with faceless sellers. Communication virtually can be less 

trustworthy than face-to-face ones. Second problem is the lack of real experience 

such as touch, feel or try-on with tangible product. In brick-and-mortar store buyers 

have option to try product before making decision. That leads to the third 

disadvantage, return rates. In US, the average product return rate was 8.6 percent 

in 2013 while this number in online retail is as much as one third of total sales 

(Banjo 2013, according to The Retail Equation 2013, 3). 

2.4 E-commerce business models 

One most common way to categorize E-commerce business models is defining 

the seller-buyer relationship, who is selling and who is purchasing. According to 

Laudon & Traver (2014, 59) three major types of E-commerce are Business-to-

consumer (B2C), Business-to-business (B2B), Consumer-to-consumer (C2C) and 
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their smaller variants which are Social E-commerce, Mobile E-commerce (M-

commerce) and Local E-commerce. Their definition and examples are explained in 

Table 1.  

Table 1. Major types of E-commerce 

E-commerce type Definition and examples 

B2C Transactions happen between online businesses and 

personal consumers 

Examples: Amazon, Hotels.com, verkkokauppa.com 

B2B Transactions happen between an online business to others 

Examples: Alibaba.com, partstore.com 

C2C Transactions happen amongst consumers 

Examples: Craiglist, huuto.net 

Social E-commerce Transactions enabled through social networks and online 

social relationships 

Example: Facebook commerce 

M-commerce Transactions enabled through mobile devices 

Examples: making transactions, booking, banking via 

smartphones and tablets 

Local E-commerce E-commerce that focus on specific geographic locations 

Example: Groupons, Facediili.fi 

 

Beside the major models, there are other E-commerce types which were 

mentioned by Bidgoli (2002, 50–56) and Tutorials Point (2015). They are: 

– Consumer-to-business (C2B) 

– Business-to-Government (B2G) 

– Government-to-Business (G2B) 

– Government-to-Citizen (G2C) 
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3 ONLINE STORE 

3.1 Definition 

An online store is an essential part of the E-commerce system. It is a website 

where customers can browse, purchase and make payment digitally over the 

Internet. A typical online store consists of products and categories, shopping carts, 

orders processing and payment system. (Online store definition 2015) 

3.2 What to consider when opening online store 

Before you start building something, it is always worthwhile to gather everything 

needed and make a plan. Companies regardless of the size, which does not have 

a systematic plan, will not be able to stand out from similar rivals and will be highly 

exposed to today‟s competing market environment (Scarborough 2012, 38). 

Online businesses are no exception in that statement. By asking what must be 

thought of before making E-commerce presence, companies are basically 

preparing fundamental steps of a business plan. 

3.2.1 Goal/purpose 

It is vital to determine the absolute goal of company‟s online presence. Focusing 

on goal(s) facilitates the company‟s decision-making process and prevents it from 

drifting out of its track. An online web store can be a main selling channel or a 

supplemental channel beside physical store, a way to help company expand 

market etc. Whatever the goal is, it should be determined clearly in order to create 

consistency and prevent different channels from suppressing each other. 
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3.2.2 Choosing software, domain name and web hosting service 

These are the first steps to the establishment of an online store. Besides hiring a 

professional web designer to build an online store, entrepreneurs can choose to 

do it their own thanks to the birth of many online stores designing software such as 

Shopify, Bigcommerce, Volusion, Squarespace and so on. Furthermore there is an 

inexpensive and universally used website building tool, WordPress. With the 

support of plug-ins and widgets, WordPress can also operate as an online store 

(Laudon & Traver 2014, 186). 

To understand what a domain name is, we must know about IP address first. IP 

(short for Internet Protocol) address is a unique string of numbers separated by full 

stops that identifies each computer in the network (Definition of IP address 2015). 

But it will be hard for people to remember a series of numbers, so domain name 

has been invented as a natural language representative to IP address (Laudon & 

Traver 2014, 108). According to Fishkin (2007) a right domain name should be 

short, unique, easy to remember, easy to type and most importantly relevant to 

content. When domain name is relevant, audience will be able to guess what 

content they might find there. For example a furniture retailer should not use totally 

irrelevant domain names such as guns.com, pizza.com etc. Furthermore, the 

domain name must not contain misleading information that could attract children to 

inappropriate content like pornography. This is according to the 2002 Domain 

Names Act (Laudon & Traver 2014, 584). 

Company can choose to host website by their own or outsource to a web hosting 

provider. Web hosting is a service provided by companies that leasing hard disk 

space for clients to store their website and maintaining its connectivity to the 

Internet. Popular services that offered by web hosts are hardware, software 

maintenance, data backup and security. (Definition of web hosting 2015). When 

outsourcing web host, company will not have to worry about the technical and 

staffing cost to set up and maintain server. However, it depends totally on web 

host, whether the security and stable connectivity is guaranteed or not (Laudon & 

Traver 2014, 188). Therefore, it is recommended to choose well-known web-

hosting providers like Bluehost, Host Gator or Web.com.  
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3.2.3 Design 

Laudon & Traver (2014, 210) have listed eight most important factors in successful 

E-commerce site design. The website should avoid having weighty content such 

as huge sized photos, unnecessary flash content to ensure the pages load fast 

and audiences do not get distracted. The product, main objective of E-commerce 

site, should be in places that get most attention and should be as informative as 

possible. Navigation is highly required and it should be structured clearly with 

categories and sub-categories. The pages need to be compatible with most 

popular Web browsers, namely Google Chrome, Safari, FireFox, Opera, Internet 

Explorer. 

Table 2. The eight most important factors in successful E-commerce site design 

(Laudon & Traver 2014, 210). 

 

A simple checkout process and wide variety of payment options help significantly 

increase purchasing conversion rate. Imagine how frustrated customers will feel 

when they have filled every information, just to realize there is no suitable payment 

option for them. In addition, visual appearance should be simple. The number of 

colors used should be kept rational and they should complement with seller‟s 

brand logo. 
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3.2.4 Choosing products to sell online 

Even though anything can be found on the Internet nowadays, some products are 

better suited for trading online than other. According to Scarborough (2012, 412) 

products with low profit rate and high market volume like computer hardware, 

clothing and consumer electronics are most likely to be purchased online 

However those are only tangible products. There are also intangible, digitalized-

downloadable products, the most unique goods that only available online. Those 

are eBooks, digital music, apps etc. The benefits of this product type are no 

packaging, shipping or stocking cost, and customers can get them almost 

immediately. Nevertheless there are great risks of copyright and piracy as any 

digital things can be hacked shared freely. Online merchant selling downloadable 

products need to consider these matters seriously. 

3.2.5 Identify customers and competitors 

Like traditional business, online business has its specific customers and 

competitors. Online competition is just as, if not more fierce than its normal 

counterpart. Company can no longer consider only local competitors, as all the 

available contestant are only few mouse clicks from customers. At the same time, 

the internet makes it easy for company to identify its competitors just by a few 

keyword searches (Scarborough 2012, 419–420). Comparing between 

competitors, company might be able to come up with its competitive advantage to 

differentiate from the rest. 

Depend on business model, customers range from individuals, organizations to 

governments. Identifying online customers does not confine only on their 

demographics, but it also studies their frequency and scope of internet usage, 

accessing devices, type of connection and online behavior. (Laudon & Traver 

2014, 368–372) 



21 

 

3.2.6 Choosing E-commerce software 

Instead of building their own E-commerce software from scratch, most companies 

choose to buy a ready-made E-commerce suite. An E-commerce server suite 

consist of many software applications working together to provide necessary 

functions and capabilities in an online store. Some of the most important functions 

are shopping cart, product catalog, order management, etc. (Laudon & Traver 

2014, 201)  

 

Figure 1. E-commerce technologies used by the top 100 000 websites 
(Ecommerce Usage Statistics 2015). 

There are many available E-commerce suites on the market with increased 

functionality, while the price is getting cheaper and cheaper. Figure 1 

demonstrates ten most common E-commerce platforms used by top hundred 

thousand websites in the world. It is shown that two kinds of open-source 

software, Magento and Woocommerce for WordPress, are the most popular 

choices as they together account for almost 30 percent of total share. The reason 

is most likely because they are free, easy to use and universally applicable to any 

business. However this does not mean that they are the two best options. 

Enterprises and corporations usually use high-end solutions IBM WebSphere 
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Commerce, Oracle ATG Web Commerce, Demandware, Magento Enterprise etc. 

While they may not be listed on top ten because of small count, they are still 

powerful tools for large businesses. 

It is not easy to choose the suitable one from vast options. Depend on 

characteristics of the business, company needs to determine what the most 

necessary elements are for them. Nine key factors that need to be looked at, 

according to Laudon & Traver (2014, 201–202) are: 

– Required Functions 

– Capability with different business models 

– Tools for modeling business procedure 

– Visual friendly user interface and reporting 

– Performance and scalability 

– Compatibility with current business system 

– Level of standardization 

– Options for global and/or multicultural targets 

– Supports for different regional tax and shipping rules 

In additional, company should investigate thoroughly pricing model of different 

packages in order to minimize incurred cost. Some offer onetime payment for full 

suite while others charge monthly, annual fee and there might be optional 

purchase for extensions. 

3.2.7 Online payment and shipping methods 

Online payments methods vary depend on different parts of the world. In the 

United State, the dominant form of online payment is credit or debit card. While in 

Europe it is online bank transfer and bank debit card. Customers in China, on the 

other hand, prefer to pay by cash when pick up the goods at local store. Mobile 

payment method is becoming a big trend, especially in Japan and some European 

countries (Laudon & Traver 2014, 287–289). Therefore it is vital for vendor to find 

out target market‟s preferred payment methods and offer convenient choices for 

their customers 
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According to Scarborough (2012, 421) the most common reason why customers 

abandon shopping cart is because of the high shipping cost. Before choosing 

suitable postal provider and building a proper shipping rate structures, company 

also need to compare the shipping price with other competitors as this can be one 

deciding factor for customers buying online. Maguire (2006) comes up with two 

options when building a shipping rate table. Company want to intensely attract 

customer should be willing to decrease profit on shipping cost; offering free 

delivery for orders excess some defined amount is very effective and frequently 

used technique. On the other hand, some companies choose to make small profit 

from high delivery cost, as long as the rate is similar compare to competitors. 

Regardless of the options, available shipping methods and rates should always be 

presented clearly and as early as possible during the checkout process. 

3.2.8 How to attract customers? 

There are too main strategies to attract audience to a website. The first strategy is 

to use traditional online marketing tools and the second one is to get customers 

through social, mobile, and local marketing channels. (Laudon & Traver 2014, 

382–399) 

Table 3. Traditional online marketing tools. 

Tools Explanations 

Search engine marketing Utilize results from search engine like Google, Bing 

etc. to attract viewers and raise awareness. 

Display ad marketing Place digital advertisement on online environment 

such as webpages, streaming media. 

E-mail marketing Send advertisements by e-mail to targeted 

consumers. 

Affiliate marketing Attract potential customers by introduction from 

affiliate Websites, often involve commissions.  
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Viral marketing Get customers to recommend company to their 

friends, family and colleagues 

Lead generation marketing Generate leads for other businesses who can later 

become customers. 

 

Amongst the traditional marketing tools demonstrated in Table 3, search engine 

marketing and display ad marketing are the most used channels in the United 

States (Laudon & Traver 2014, 384–387). Search engine marketing there are 

three main products offered by search engines. In sponsored link program, 

company can pay a fee to have their website listed in search result and receive 

suggestions to improve search ranking. In keyword advertisement for example 

Google‟s AdWords, companies bid for keywords to have their presence in result 

whenever those particular keywords are searched. Search engine context ads, 

namely Google‟s AdSense, let merchants place ads on other websites, which have 

relevant content with merchants‟ website. Besides paying search engine 

operators, companies can increase their website‟s search result rank by optimize 

the page design and content so it can be indexed efficiently by search engines. 

This process is called search engine optimization (Laudon & Traver 2014, 386). 

Three display ads that have the most spending in the US are: banner ads which 

display an advertising massage in a small box on a webpage; rich media ads 

whose content utilize interactivity, animation and sound effect; and video ads that 

display an in-page commercial video at designated time (Laudon & Traver 2014, 

388–389).  

Regardless of challenge from spam filter tool, e-mail marketing remains a popular 

way to attract and retain customers. The main reason is its low cost and relatively 

high response rates (Laudon & Traver 2014, 393). An online store can keep 

customers coming back by sending them newsletters to inform them about best 

deals or new products. 
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Figure 2. Popularity of digital marketing technologies 2015 (Salesforce 2015). 

 

The second strategy which uses social, mobile and local marketing are becoming 

more and more popular nowadays. As shown in Figure 2, social media and mobile 

marketing channels are amongst the most used tools. Those three channels are 

closely connected to each other, as customers use social network on mobile to 

find local traders. On the other hand, traders use social network to find out more 

about customers and notify their presence (Laudon & Traver 2014, 456). 

An online store can draw customer by making its appearance on social networks 

like Facebook, Twitter, forums and integrate social log-in on the site. Furthermore, 

product sharing and reviewing on social network are recommended.  

Mobile marketing includes mobile ads, quick response (QR) codes and building 

mobile apps. For example S-Group have built a mobile app to inform food deals 

from stores close to their location or let customer purchase food online through 

their smartphone. 
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3.2.9 Track online store performance 

Unlike traditional store, online store provides merchant options to automatically 

measure its activities and performance, with the help of Web analytics software. 

Web analytics software is a tool to track, keep and present analyzed data from 

audiences‟ activities when visiting a website. 

 

 

Figure 3. Web analytics and the online purchasing process (Laudon & Traver 

2014, 437). 

Figure 3. Web analytics and the online purchasing process (Laudon & Traver 

2014, 437) by Laudon & Traver demonstrates what data web analytics collect from 

five main steps of online purchasing. Firstly, the sources which lead audiences to 

website are identified, for example if they come from search, directly typed URL, 

social media channels etc. also what device they use. When customers are on-

site, the software will record their activities and interest, like what contents are 

viewed and for how long; is there any comment posted or social media 

engagements (likes, pins, tweets). In the purchasing process, commonly collected 
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data are success transaction rate and abandonment rate. These data help firms 

find out how many percent of customers actually make final payment and why they 

lose potential buyers. Finally in the aftersales process, web analytics analyze 

customers‟ behavior in form of reviews, whether it is positive or negative; and 

percentage of returning customers. 

Without web analytics, it is very difficult for businesses to evaluate their E-

commerce strategy. Therefore, when choosing E-commerce software, 

entrepreneurs should make sure that web analytics are supported. The most 

commonly used web analytics package is Google Analytics, a free open-source 

program provided by Google.  
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4 WORDPRESS 

4.1 Definition 

WordPress is a free, open-source software originally used for online blogging, but 

later it has developed to be a full content management system. WordPress 

provides powerful, unlimited customize options thank to its plug-ins, widgets and 

theme templates system (About WordPress). According to W3Techs‟ survey 

(2015), over 23.6 percent of the top 10 million websites in the world used 

WordPress by March 2015. 

WordPress is web software you can use to create a beautiful website 
or blog. We like to say that WordPress is both free and priceless at 

the same time. (WordPress). 

It is necessary to clarify the difference between WordPress.org and 

Wordpress.com. The former website supports WordPress software download and 

installation hence gives user unlimited power of customization. The latter provides 

also domain name, hosting service and WordPress-based blog. With second 

option, user can start writing blog in seconds at a cost of less flexibility. In this 

thesis, WordPress will be solely referred to as Web software, not a service 

provider. 

4.2 Advantage/disadvantage of using WordPress to create an online store 

Compared to traditional E-commerce specialized software, vendors using 

WordPress for online store encounter its unique advantages and disadvantages in 

different way. Table 4. Advantages and Disadvantages when using WordPress to 

create an online store demonstrates the strengths and weaknesses of the tool 

when used for E-commerce. 

The first and most well-known advantage of WordPress is its ability to customize. 

With the help of some E-commerce plug-ins, the blogging tool can build a 

completely functional online store with all necessary components (Khurana). There 



29 

 

are also large number of themes, either free or not, made explicitly for commercial 

purpose. Users only need to find which plug-ins and theme fit their business the 

most. Depend on user‟s preference, extra functions for example shipment tracking, 

payment methods, product pre-order and so on can be added or removed by 

install/uninstall plug-ins. The vast number of E-commerce plug-ins and themes 

found on WordPress points out the high demand of using WordPress to sell online, 

as a simple rule of demand-supply relationship.  

Secondly, the software is totally free, with open source code. In simple word, 

WordPress‟ programming code can be accessed by anyone, so users with coding 

skill can change it to better accommodate their needs. Besides, the user interface 

of WordPress is rather friendly, so that even users with basic computer skills can 

still manage a small online shop by their own. The software is also search engine 

optimizable as there are many plug-ins and guidelines available on the Internet 

provided for that purpose, for instance Yoast‟s WordPress SEO plug-in. 

(Mandigma 2011) 

Table 4. Advantages and Disadvantages when using WordPress to create an 

online store. 

Advantages Disadvantages 

– Highly customizable  

– Free and open-source 

– Supported by most well-known 

hosting service provider  

– User friendly and Search engine 

friendly 

– Compatibility when upgrade 

– Customization might get overwritten 

when updated 

– Security 

– Helps and supports 

– Limited product capacity 

 

On the contrary, the integration of different plug-ins also has its drawback. As 

those plug-ins are from different developers, there is a risk of incompatible when 

updating them or upgrading WordPress (Khurana). Also the modification made 

personally by user might get overwritten by new update data. The third 

disadvantage of WordPress, when compare to mainstream E-commerce software, 

is security. Because of its popularity and open source characteristic, WordPress 
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continually undergo many kinds of attack form hackers. For online business, 

security is of utmost importance and this disadvantage is seen as one of the 

biggest barrier that prevents online vendors from choosing WordPress. 

At the time of this study, current WordPress E-commerce plug-ins is only capable 

of limited amount of product. The online store using WordPress can handle one to 

two thousand product types, but should not be more than that. But to be fair, only 

huge corporates manage that much goods and they are capable of building their 

own online store without using the software. Small entrepreneurs who use 

WordPress to create online store do not normally have more than couple of 

hundred products. 

Finally, since WordPress is created and distributed freely, there is no official 

support channel by developers. The only available way to find help is through 

documentations on their website or in forums where users help each other. The 

same apply to non-commercial plug-ins and themes. 

4.3 Why KVS Valaistussuunnittelu Oy uses WordPress to build an online 

store 

The company‟s incentive when opening an online store is to introduce products 

and company itself to wider population. Since KVS Valaistussuunnittelu Oy do not 

want to focus completely on online retailing, the web store will operate as online 

catalog, a supporting channel beside main sale channel which is physical store. 

Therefore it is not necessary for them to use powerful and complicated E-

commerce software. 

Company owners are aware of online store developing tools like Shopify; they 

have also used Magento before and find it complicated to operate. However they 

have never used WordPress before. In another words, KVS Valaistussuunnittelu 

Oy has chosen WordPress because of the software‟s popularity and simplicity and 

the assumption that it is suitable with their initial purpose when creating an online 

store (Asp & Vainio 2015). 
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5 ESTABLISHMENT OF AN ONLINE STORE: CASE KVS 

VALAISTUSSUUNNITTELU OY 

Before making online presence, it is crucial to understand the company‟s inner 

characters and the impact from market by conducting a SWOT analysis (Table 5). 

Table 5. KVS Valaistussuunnittelu Oy SWOT analysis. 

Strengths 

– Authorized seller of Talomat system 

– Price-competitive products 

– Turn-key solutions 

– Easy navigation (online store) 

– Simple design (online store) 

Weaknesses 

– No Web design expertise 

– No existing customer database 

– Employees have other job 

Opportunities 

– Potential market shares 

– Growing LED market 

– End of recession 

– High-end market segment 

– Asuntomessut trade fair 2016 

Threats 

– Imitation from competitors 

– Fast technological development 

– Cyber security threats  

– Increasing competition 

 

As mentioned in company information, KVS Valaistussuunnittelu Oy is the 

authorized seller of Talomat system in Ostrobothnia region. This technology is 

relatively new, it takes advantage of 12V LED lamps which consume less energy 

than normal 230V ones and are dimmable. The company is capable of offering full 

package solutions which include design and installation of light and electricity 

network (Vainio 2015). For online store, they aim at simple yet effective design. 

However none of the employee is expert in Web design and E-commerce. They 

have not yet built a customer database systematically and they all have other jobs, 

which prevent them from spending full time with KVS Valaistussuunnittelu Oy 
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From market aspect, the company has a potential share from growing LED 

market. Europe countries are planning to ban halogen bulbs in 2018, so the 

alternatives like LED lamps are expected to have promising market growth 

(European Commission 2015). In additional, during the economic recession time in 

2014 the company still makes profit of more than 20,000 Euros and 200,000 euros 

of turnover. Therefore it is expected to profit even more when the recession period 

is over (Vainio 2015). Threats from market include increasing competition, as 

competitor can also develop their online presence. Furthermore the fast 

development in online technology and constant cyber security threat require the 

company to keep up to date constantly. 

Based on the SWOT analysis, KVS Valaistussuunnittelu Oy can consider ways to 

utilize its strengths and to prevail weaknesses during the development of online 

store. 

5.1 Choosing domain name and host server 

As mentioned before, a good domain name should be short, easy to remember 

and reflective to content it leads to. In KVS Valaistussuunnittelu Oy‟s case, the 

company has come up with the name “Bulbstore.fi”. The name is simple, easy to 

remember as “bulb” and “store” are universally understandable by both native and 

non-native English speakers. In addition, this domain name perfectly reveals the 

content behind it, a website that sell lighting products, in Finland as indicated by 

“.fi”. The other side of the coin is that those two keywords are widely used so it will 

be very difficult for the website to compete in search engine index and appear in 

first or second page of search result. The company also shows interest in the 

domain name “bulbstore.com”. Unfortunately, it has already been reserved.  

Like domain name, the decision regarding hosting service had already been made 

before the author started the project with the company. The local hosting service 

Databros Services Oy was chosen, mainly because KVS Valaistussuunnittelu Oy‟s 

CEO has a good connection with them, and at that time he was not aware of the 

other global choices (Asp 2015). 
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5.1.1 Local host versus popular international host 

Beside Databros Services Oy, there are many international hosting service 

providers. Two of the most popular WordPress hosting services, HostGator and 

bluehost were selected as comparison source for current choice (Table 6).  

Table 6. Hosting options for bulbstore.fi. (Vainio, HostGator, bluehost). 

Features Databros HostGator bluehost 

Suitable plan  Baby Plus 

Domains 1 Unlimited 1 

Parked domains No Answer Unlimited Unlimited 

Sub domains No Answer Unlimited Unlimited 

Bandwidth Unlimited Unlimited Unlimited 

cPanel No Yes Yes 

PHP version 5.3.10 5.2 & 5.4 5.3 - 5.5 

Free site transfer 

between hosts 
Agreed 1 time No 

WordPress one-

click installation 
No Yes Yes 

Additional services 

(extra costs) 
On request 

- SiteLock security 

- Daily Site Backup 

- Search Engine 

Visibility 

- SiteLock security 

- Daily Site Backup 

- Search Engine 

Visibility 

Price/month 
Personal 

agreement 
6.36$(first 3 years) 5.95$(first 3 years) 

 

Databros is a local company and since the CEO of KVS Valaistussuunnittelu Oy 

has a good connection with them, bulbstore.fi can get a good hosting plan in term 

of price and fee. A familiar local company also brings better sense of security and 

reliability. However this does not necessary mean that Databros is the most 

suitable choice for creating online store with WordPress. At the time of writing, 

there is an issue concerning PHP version of Databros hosting server. PHP is the 

popular scripting language that is powering the online store and its E-commerce 
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software, WooCommerce. Databros only supports PHP version 5.3.10 while 

WooCommerce require minimum PHP version 5.4 and they will stop supporting 

lower version from September 2015 (Figure 4 & Appendix 1). The problem was 

brought to Databros, but they refused to update PHP version any time soon. 

Therefore, company should consider choosing other hosting options in order to 

maintain the site‟s security and performance, even though the process of 

transferring website might take time and affect its operation.  

 

Figure 4. Server environment report (bulbstore.fi). 

5.2 Install WordPress 

The latest WordPress version can be downloaded for free from their main website 

WordPress.org. To upload and install the program, a file transfer protocol (FTP) 

client is required. FTP client is a program that let user download or upload files to 

a server. Also, a new database needs to be created for the website. On their 

codex page, WordPress provide a free and detailed instruction which makes 

installation steps possible even for user with basic computer skill. 

Once WordPress is installed, the domain and website is accessible to everyone on 

the internet. In order to limit public access during the development process, KVS 

Valaistussuunnittelu Oy used a WordPress plug-in called Ultimate Coming Soon 

Page. When user without administration right enter bulbstore.fi, they will only see 

one page that notice the online store is currently building and will be available 

soon. This kind of page is commonly called coming soon page.  
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Figure 5. „Coming soon‟ page (bulbstore.fi). 

 

On the „coming soon‟ page of bulbstore.fi, the online store and „coming soon‟ 

notice is the most important message to customers, so they are displayed in the 

center (Figure 5). It is also necessary to leave contact information, and also social 

media page for user who wants to follow and get notification when the online store 

opens. It is a common practice to let user subscriber by email for opening 

notification. However this feature is neither free nor necessary from KVS 

Valaistussuunnittelu Oy‟s point of view as contact information and social media 

channel is enough for them. 



36 

 

5.3 Themes and design 

After some finding and comparison, the company has chosen and bought The 

Retailer theme for its online store. The Retailer is a WordPress responsive theme, 

which means its layout adjusts to different devices‟ screen size thus provides an 

optimal viewing experience and navigation on mobile phones, tablets and 

computers. Although provided by other party than WooTheme, The Retailer is 

advertised to be fully compatible with WooCommerce and it is relatively cheaper 

than WooTheme‟s similar products. 

5.3.1 General settings 

After installed and activated, the theme settings can be found in Theme options 

under the Appearance panel. There are some small detail configurations like 

enable comments on pages, featured image for single post etc. but most 

importantly this theme allow user to choose between two layout styles. Instead of 

making content available in full width, which might result in too much information 

displayed at once, bulbstore chooses boxed layout. This layout style puts all 

contents in a centered box and leave out space on the sides, which will display 

desired background or color (Figure 6) 

Since KVS Valaistussuunnittelu Oy creates bulbstore.fi solely for product sales 

and showcase, the home page is used to present the goods directly to customers, 

with three different slides: featured products, best-selling products and new 

arrivals (Figure 6 & Figure 7).  
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Figure 6. Homepage and header (bulbstore.fi). 

5.3.2 Navigations 

Confusing navigation is one of the most disturbing issues in an online store 

(Laudon & Traver 2014, 209). In order to avoid that, bulbstore plans to design their 

menus as clear and comprehensive as possible. 
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There are three navigation menus supported in the theme. Top header menu 

located on the uppermost of the page with tracking order, user account options, 

search bar on the right side and social media connections on the left side. The 

primary menu is placed under the store‟s logo. Since store logo and navigation 

area use identical background color, it is necessary to separate them with a thin 

line in order to accentuate main menu and avoid the user‟s confusion. Primary 

menu is the most noticeable navigation on the website, so it should contain most 

important part of the online store: product categories. Bulbstore has five main 

product categories always visible on the menu and over thirty sub-categories 

displayed beneath them as dropdown menu. The product-on-sale navigation was 

later added in this menu, too. The last navigation menu, secondary menu, is 

located right under primary menu with smaller font size and different color. 

Secondary menu contains links to the store‟s relevant information pages like about 

owners, contact, frequently asked questions and terms & conditions. All of 

navigation menus‟ styles like layout, background color, font size and color can be 

modified in header setting of the theme options. 

The Retailer theme offers two possible footers. However it is not optimal for 

Bulbstore to enable both of them as single footer is enough to provide necessary 

information. Moreover, using single footer provides simpler navigation and directs 

viewers‟ attention more on products. As a result, only dark footer which is the main 

footer and offers more customize options than light footer is enabled. The footer 

has 3 content: the online store‟s useful links, product tags and newsletter 

subscription. A list of accepted payment methods is displayed at the bottom of 

footer and it is visible on all pages of the online store so that customers are well 

aware of how they can pay for products (Figure 7). 
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Figure 7. Home page and footer (bulbstore.fi). 
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5.3.3 Shop pages 

Shop pages generally include product category pages and single product pages. 

In larger context, result pages from keyword searches, product tags or filters can 

also be considered shop pages.  

The main category pages are capable of displaying both their sub-categories and 

products. However, instead of putting products under their sub-category, this 

layout separates the latter into one group and the former into other group beneath. 

Therefore it is more optimal to only display the products (Figure 10). 

In single product page the most important data, product images, price and info are 

displayed in center, most visible place of the page. Below are variation choices, 

“Add-to-cart” button and supplement information such as product code and tags. It 

is unarguable about the important of the “Add-to-cart” button as it is where the 

actual sale starts and the conversion rate count, yet original design from the 

theme, black background rectangular box and white text (Figure 9), is seen by 

KVS Valaistussuunnittelu Oy as unattractive and blended with the page. 

Therefore, the button is redesigned with round corners, gradient background color 

and shadow, all of which make the button looks like it protrude from the page and 

clickable (Figure 8). The same style is applied to conversion buttons in next 

purchasing steps like checkout button and place order button in order to avoid 

confusion and facilitate the process for buyers (Figure 18 & Figure 19).  
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Figure 8. Single product page (bulbstore.fi). 
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When entering the single product page, it was also noticed that the website header 

took too much space, which pushed the main content down and the user would 

have to scroll down to see the main content. In order to avoid that irritation, the 

header‟s spacing needed to be minimized. 

 

Figure 9. Original Add-to-cart button. 

Every shop page, except single product pages, is displayed with a sidebar on the 

left side of the main content. There are many useful sidebar widgets offered by 

both WordPress and Woocommerce, but since the main purpose of shop pages 

sidebar is to help customer navigate and filter their products easily, only the most 

important ones are selected, such as search box, price filter, product attributes 

filters and categories list (Figure 10). Although The Retailer theme allows users to 

put sidebar on either side, it is optimal to place it on the left, as according to 

Nielsen (2006) users usually read web content in an F-shaped pattern which 

include scanning the website‟s left content vertically. There for this is where the 

navigation column should be. Moreover, people tend to look for, or even expect 

navigation on the left as most of the popular E-commerce websites put their 

sidebar on the left, for example eBay, Amazon, Asos, verkkokauppa, etc.    
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Figure 10. Category page with left sidebar (bulbstore.fi). 

Another customer‟s frustration with online store according to Laudon and Traver 

(2014, 209) is lots of mouse clicks needed to get to the product. Bulbstore.fi offers 

many different ways that users can access quickly to products. Firstly, customer 

can get to single product page right on the first click if the product is featured on 

home page or maximum of three clicks when access through category and sub-

category. Secondly, if customers know product name or information, they can use 

search box in any page header area or tags list displayed in footer area. The third 

way is to search product by price range and attribute filter on sidebar in category 

pages. 
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5.3.4 Color and style 

Laudon and Traver (2014, 209) believe that a splashy website often disturb 

viewers more than attract them. When all the content is highlighted by colors, 

nothing is attractive anymore. Following that, Bulbstore.fi limit it design to three 

main colors: black, white and blue. Those colors are considered by Kissmetrics 

(2013) as attractive to men, the store‟s main customer target.  

There are three groups on the website affected greatly by color: text links, 

navigations and buttons. The color shade in each group will change to darker or 

lighter depend on its hierarchy and importance. For example in navigations group, 

top header menu has white text color and its own blue background; while primary 

navigation has dark blue text and secondary navigation has lighter blue. The same 

apply to text links in sidebar with black and gray colors. Most of the buttons on the 

online store have black background, except for conversion buttons which are 

changed to gradient orange background color. Even though Kissmetrics (2013) 

argues that orange is one of the color both men and women hate the most, the 

yellow-orange color group has been used for conversion buttons by many popular 

E-commerce site for example Amazon, Asos etc. This will make customers feel 

familiar and navigate easier. In addition since the shop uses mainly cool and 

neutral colors, buttons with warm color like orange will most likely get attention and 

higher chance for action. 

5.4 E-commerce software 

Among many available options, WooCommerce was chosen as the E-commerce 

software for the site. WooCommerce is the most popular choice, and statistically 

the best choice for those who want to open an online store on WordPress, with 

almost 12 percent of the top 100 000 websites using it (Figure 1). WooCommerce 

is a free, open-source plug-in developed by WooTheme.  
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5.4.1 Advantages and disadvantages 

Like WordPress and other prevalent open-source software, WooCommerce is 

backed by a big community with supports. User can also get professional supports 

directly from WooTheme, along with its easy-to-navigate documentations and 

tutorial videos. Furthermore, WooTheme offers its own extensions and E-

commerce themes; not to mention there are thousands of extensions available 

from the community. This greatly enhances WooCommerce‟s ability to adapt to 

various kinds of business. 

However not all extensions are free. Even though WooCommerce itself is free of 

charge, it is necessary to buy some premium extensions in order to make online 

store fully functional. Complicated business which requires lots of functions can be 

quite costly. Another disadvantage of WooCommerce is that updating the plug-in 

can possibly makes it incompatible with the theme and other plug-ins. In 

Bulbstore.fi‟s case, most common conflict between WooCommerce and The 

Retailer theme is product quantity adjustment button. For example when updating 

WooCommerce from version 2.3.5 to 2.3.6, the plug-in conflict with theme and 

break the product quantity adjustment. Although a fix was deployed in the next 

update, this conflict could greatly decrease customer experience and purchasing 

decision in the online store. 

5.4.2 Integration and settings 

Installing WooCommerce to WordPress is rather simple, as user can find and one 

click install it just like any other WordPress plug-ins. After the installation and 

activation, the product and WooCommerce menu will appear in admin panel hence 

allow adding product or change E-commerce settings. 

There are eight main settings in WooCommerce (Figure 11). For general setting, 

the business location and selling location is set to Finland, as KVS 

Valaistussuunnittelu Oy‟s aim is to operate in domestic market first. When this 

option is applied, any orders to address other than Finland will be refused; the 

country options can be easily added later when the company want to expand, 
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though. Accepted currency is Euros. Unlike countries, WooCommerce currently 

only accept one base currency for transaction. There is an extension which allows 

customers to convert the price to their currency of choice. However it is only for 

informational purpose as the price will switch back to base currency when 

customer process to checkout. For bulbstore, single currency is enough and it will 

not affect the online store performance in the near future. 

 

Figure 11. WooCommerce settings (bulbstore.fi). 

Four subcategories in product settings are General, display, inventory and 

downloadable products; but since the online store does not have digital products, 

the last setting is not necessary. In general product setting, the measurement units 

in product setting are set to kilogram and centimeter, which are suitable scale for 

LED and lighting products. According to the E-commerce in the Nordics 2014 

(2014, 35), 45 percent of online consumers in Finland research products online 

before buying it. Therefore product reviews from customers should be allowed 

because it is an effective and trusted marketing channel. However in order to 

guarantee the reliability, only customers who purchased the product are allowed to 

rate and write review. In product inventory setting, stock management is enabled 

so that WooCommerce will automatically send email report to manager when 
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some product is low in stock. Since the company do not allow backorder, this 

option also prevent customer to place order on out of stock products. 

Settings for account let company select what customer can do in their account 

page for example view order or edit information. Although bulbstore let buyers buy 

products without creating an account, the registration option is enabled in 

checkout page. The registration helps the company build customer database and 

know the market better, so it should be encouraged at any stage during 

purchasing process. 

The prices for online products are already tax inclusive, so it is not necessary to 

enable taxes option. In checkout settings, only payment through a gateway is 

enabled; Checkout and shipping settings are discussed in detail in later part of the 

research. 

5.4.3 Emails settings 

WooCommerce provides several email templates that will be automatically send to 

customers when their order is processing, completed or when they create new 

account, reset the password etc. Manager also receives notification emails from 

the E-commerce software when orders have been placed or cancelled.  

Each e-mail type has two alternatives; HTML version comes with background 

color, company logo and links while plain text version only has text (Figure 12). 

The HTML version may look better yet there might be e-mail software which only 

display text, plus customers who prefer plain text. Therefore the company decided 

to enable both versions and depend on customers‟ preference, appropriate email 

will be shown. 
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Figure 12. Example of processing order emails, HTML version and Plain text 
version. 

The base color, background color and text color of HTML email templates can be 

changed easily in general option to match with design of the website. Both 

versions of the template can be modified with some basic programming 

knowledge. In general the built-in patterns are sufficient for bulbstore.fi and it is not 

necessary to make a change. 

5.4.4 Reporting 

WooCommerce offers visualized and comprehensive reports about E-commerce 

performances. By Accessing WooCommerce reports tab, manager can see sales 

reports by time, by product or by category (see Appendix 2). Customer reports 

shows buyer‟s purchasing history number of guest purchase versus registered 

user purchase. Inventory reports help manager‟s resource planning by showing 
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what products are low in stock, most stocked or out of stock. All those reports are 

essential and it is not mandatory for bulbstore.fi to have other reports.  

5.5 Product input and inventory management 

There are two main ways to put products to online store using WooCommerce: 

add one single product at a time or import the whole product list. The latter is 

useful when a company have built their product database in a comma-separated 

values (CSV) format file. A product importing plug-in is required for this method for 

example Product CSV Import Suite which offered by WooThemes for 200 US 

Dollars. There are also cheaper or free options available on WordPress plug-in 

markets; however user should carefully evaluate its compatibility and reliability. 

For bulbstore.fi inputting product one-by-one is more suited, although creating a 

product CSV file should be considered later for future use.  

5.5.1 Adding single product 

A single product can be added by choosing Add Product option in Admin panel 

(Figure 14). Necessary information to be added is: name, stock keeping unit 

(SKU), price, description and images. Product name should reflect precisely what 

the product is and its important characteristic(s). For instance light bulbs‟ name 

contain light colors like warm white, neutral white and cool white; while 

transformers‟ name include voltage and power information. In case of retail 

products, the company decided to keep the item‟s original name for instance the 

names of Ferei product lines are kept unchanged. Each product can have regular 

price and sale price. When the sale is activated, regular price will still display, but 

is greyed out. Products on sale will be put to sales category automatically (Figure 

13).  
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Figure 13. Product-on-sale category (bulbstore.fi). 

Package weight and dimensions also need to be added since the shipping rates 

are based on weight. It is important to notice that package weight and dimensions 

are different from those of the product itself. Bulbstore.fi has once made a mistake 

by using product weight and dimensions for shipping, result in miscalculation of 

shipping price.  

Product image is one of the most important elements in online store. The images 

need to look as real and detailed as possible since customer cannot see or touch 

products physically. At the same time image size should be light enough in order 

to avoid slow page loading and reduce customer experience. The recommended 

single product image size by The Retailer theme is 510x652 pixels and the same 

ratio 1:1.28 applied to every other image groups like catalog image or thumbnails. 

Using unedited image with different ratio will result in some part of the product 

being cropped out. Therefore the company decides to edit all photos before 

uploading it. The edited photos will have optimal ratio and three times lighter than 
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original ones. Indeed after all product images were resized, the website is 27 

percent lighter and the product page loading speed increase significantly. Some of 

the products‟ image is not yet available, which causes displaying issue in 

categories. To solve this problem, a default grey photo was added to those photo-

less products (see Appendix 6 & 7). 

WooCommerce integrates up-selling and cross-selling in linked products tab. 

These are two necessary and useful marketing techniques to increase sale. Up-

sells are the recommended, similar products which have better performance or 

cheaper compared to currently viewing one. The recommendation will appear in 

single product page (Figure 8). Cross-sells are suggested products to buy with the 

ones already added in cart. For example, when customer buys LED strip lights, the 

store will recommend suitable LED channels to come with it. Cross-sells 

recommendations are shown in shopping cart page (Figure 19). 

Products with one or more different attributes for example light color are called 

variable products. Unlike simple products, variable products have variations 

setting which allow merchant to set price, SKU, image, available units etc. for each 

variation. Using variation helps merchant manage products easier and avoid 

customer frustration when browsing many similar products.  
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Figure 14. Product edit page (bulbstore.fi). 
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5.5.2 Inventory management 

Online stock management can be enabled under product inventory tab in 

WooCommerce settings (see Appendix 5). WooCommerce inventory management 

offers the most essential functions like sending low stock/ out of stock notifications 

by email, holding stock hold receive order and hiding out-of-stock items. It is 

important to notice that if backorder is allowed, the out-of-stock items should not 

be hidden. Furthermore, inventory reports can be found in WooCommerce reports. 

It is also possible to connect WooCommerce with other inventory and order 

management software for example TradeGecko. This will synchronize stocks from 

Woocommerce and other sale channels into one.    

5.5.3 Necessary WordPress plug-ins for products 

Included search engine on Woocommerce does not support the search by product 

SKU while the company requires this function to be available for customers. At first 

the well-known plug-in called “Search Everything” was used. However the plug-ins 

has not been updated for long time and it seems to conflict with default WordPress 

search engine. Therefore the “Search by SKU for Woocommerce” plug-in was 

selected. This plug-in is simpler, lighter, compatible with current WordPress 

version and it meets the requirement exactly. 

Originally, the WooCommerce software only allows users to edit one product at a 

time. With the help of a plug-in like Woocomerce Advanced Bulk Edit, the manager 

can save great amount of time changing product data. Woocomerce Advanced 

Bulk Edit transforms product database into table format, the manager therefore 

can edit the information of many products at once without having to open them in 

separate pages (Figure 15). 

Another useful feature for online store is the ability to compare products. It is also 

possible to have that function WordPress-based online store by purchasing a plug-

in called “WooCommerce Products Compare” or other equivalents. However after 

consideration, KVS Valaistussuunnittelu Oy decided this function is not necessarily 

needed at the moment. Moreover, adding too many functions increases loading 
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time and the risk of conflict. Therefore this plug-in will be reconsidered after the 

online store publication, depend on customer despondence whether they want this 

function or not.  

 

Figure 15. bulbstore.fi product bulk edit page (bulbstore.fi). 



55 

 

5.6 Order handling process 

 

Figure 16. Simple order handling process. 

The order handling procedures of bulbstore.fi are demonstrated in Figure 16. 

When customer places an order, WooCommerce will automatically notice 

merchant by email. All orders can be seen and processed under WooCommerce 

Orders page. New order will be marked with “Pending Payment” status and can be 

handled in single processing page (Figure 17). After confirming the payment, seller 

can update status to “Processing” and prepare the package. An email will be sent 

automatically to customer, thanking and noticing them that their order is being 

processed. When the package is ready to be picked up or shipped, the status 

should be changed to “completed”. Another email will be sent to customer 

informing them that the order is shipped or available to be picked. In most cases 

customers will receive these two emails only. In order processing page, a note can 

be added and if it is a customer note, another email will be sent automatically to 

customer. Other order statuses, though not commonly used are “On hold”, 

“Cancelled”, “Refunded” and “Failed”. 



56 

 

 

Figure 17. Single order processing page (bulbstore.fi). 

5.7 Payment methods 

According to the E-commerce in the Nordics 2014 by PostNord (see Appendix 2) 

online consumers in Finland prefer to use credit/debit cards, invoice or online 

banking for online payment. Therefore it is required to have at least these payment 

methods in the online store. The company has decided to use PayPal as it is 

already integrated with WooCommerce and one payment gateway.  
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Using payment gateway is a convenient and safe way to handle payment. Firstly a 

gateway acts as intermediary between company and banks. Company does not 

need to spend tremendous amount of time making contract with each banks to 

install their online banking connection on the site. Secondly, all the private 

information security will also be handled by professionals from the gateway. 

Table 7. Payment gateways comparison (Klarna, Checkout, Paytrail). 

 

After comparing between 3 popular payments gateways in Finland, which are 

Klarna, CheckoutTM and Paytrail, KVS Valaistussuunnittelu Oy has decided to use 

CheckoutTM‟s “Pankki” package. This package not only support online banking 

from eleven banks in Finland and invoice, but its pricing plan also suit the business 

size. Although this package does not support credit or debit cards, customer 

willing to use this type of payment can use PayPal service on the website instead. 

Two payment options and its explanations can be seen when customer enter 

checkout page (Figure 18) 
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Figure 18. Payment and delivery choices in checkout page (bulbstore.fi). 

5.8 Delivery methods 

Bulbstore.fi offers two shipping options. Customers can either pick up product from 

store for free or have it shipped to their address for a weight-based fee (Figure 

19). KVS Valaistussuunnittelu Oy uses Itella Posti Oy and Matkahuolto Ab for 

shipping services. According to company‟s policy, order over 200 euros will be 

delivered for free. The local pick up and free delivery options can be enabled in 

shipping options page under Woocommerce settings.  
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Figure 19. Shopping cart page (bulbstore.fi). 

Meanwhile additional plug-in is required in order to have weight-based shipping 

option. Instead of using Woothemes‟ Table Rate Shipping plug-in which cost 

almost 200 US Dollars per year, the company have found and used a free plug-in 

on the market called Weight Based Shipping for Woocommerce. This plug-in is 

less powerful than Woothemes‟ one in term of functions and multinational support. 

Nevertheless since bulbstore.fi only delivers products inside Finland at the 
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moment and there are few shipping choices, costly and complicated plug-in is not 

necessary. 

 

Figure 20. Order details and tracking page in customer view (bulbstore.fi). 

During the process, it came to developer‟s mind that weight thresholds should be 

set lower than actual rates from delivery companies because when Woocommerce 

calculate shipment weight, packaging weight is not included. For example if the 

weight threshold of Posti Oy is 5 kilograms then it should be 4.9 or 4.8 kilograms in 

shipping plug-in‟ setting. 

The online store also wants to offer shipment tracking service for customer. In 

WordPress‟ Woocommerce this option is possible through a plug-in called 

AfterShip - WooCommerce Tracking. When store manager receive tracking code 

from delivering company, he can add it to order processing page (Figure 17). 

Customer will then be able to track their delivery from the online store (Figure 20). 
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5.9 Final testing 

Before publishing, the online store needs to be changed back to its main 

language, Finnish. Its appearance and function are then tested.  

Since bulbstore.fi was put in maintenance mode, its title and description in search 

are only information from coming soon page. They can only be changed when the 

website open and search engine robot scan its content again (Figure 21). 

 

Figure 21. bulbstore.fi search result display in Google search. 

The online store operates normally when tested with different browser, namely 

Google Chorme, Mozilla Firefox, Apple Safari, Internet Explorer 11. Its functionality 

is also tested when advertisement blocking tools enabled and java script disabled; 

because in some case user have advertisement blocking tools on their computer 

and the websites can misbehave. 

The online store is also functional when tested with different device like 

smartphone and tablets, the social media icons on top left corner is hidden in 

smartphone and tablet portrait mode by theme‟s default and only visible in 

landscape display. 

Proof reading is necessary to avoid grammar mistake. After changing to Finnish, 

only texts that belong to WooCommerce template were automatically translated. 

This is due to the fact that WooCommere have Finnish language available and not 

The Retailer theme. As a result, before publishing bulbstore.fi, the company need 

to manually translate English texts that belong to The Retailer theme. 

As a final test, bulbstore.fi was published for a short period so that the company 

can create a customer account, login and test the process of purchasing. The 

order is then paid using Pay Pal. During the process it is realized that some email 

services recognizes emails from bulbstore.fi as junk mail. Therefore the company 

needs to advise customers when they register new account to check also junk 
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mails box. The company also tested sending the package and e-mail tracking 

code to customer; AfterShip plug-in seems to work fluently with Itella Posti (Figure 

22). 

 

Figure 22. Shipment tracking interface (bulbstore.fi). 

At the time of writing, the online store is fully functional and ready to be published. 

However due to inventory issue, KVS Valaistussuunnittelu Oy decided to postpone 

the launch date of bulbstore.fi until their inventory is sufficient. The information on 

coming soon page, therefore, needs to be updated accordingly. 
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6 Summary and recommendation 

6.1 Summary 

The main objective of this research was to find out the suitability of WordPress in 

creating an online store for small company like KVS Valaistussuunnittelu Oy. The 

key considerations suggested by Laudon and Traver (2014, 201–202) are used for 

evaluation during the case study. 

Bulbstore.fi has essential functions required of an online store such as product 

categories, product search and filters, shopping cart, payments and reports. Other 

specialized functions like shipment tracking and auctions can also be added 

through plug-ins. User interface are highly customizable through themes in order 

to deliver the most comfortable experience to customers. Visualized reports of 

sales, customers or inventory by time period are easy to evaluate sufficient and it 

is not necessary to have other reports. Basic requirements of product 

management are also met. Manager can add and modify either single or many 

products at once. Order handling process is administered systematically with 

automated emails to buyers notify them if their order has been processed or 

completed and shipped. The company‟s expectation of wide range payment 

methods and shipping options are also fulfilled by using extra plug-ins. 

In general, it seems like WordPress WooCommerce have met the online store 

requirement of KVS Valaistussuunnittelu Oy. However, during the study it is 

realized that even though shipment to countries is possible, WooCommerce only 

supports one base currency for payment. This makes it very difficult for companies 

who are looking for international market. On the bright side, companies in Finland 

like KVS Valaistussuunnittelu Oy and customers from other Eurozone countries 

have the advantage of unity currency, so it will not limit the company‟s chance of 

expanding in Eurozone countries. In addition, even though WordPress 

WooCommerce is capable of many E-commerce options such as auction, 

shipment tracking and social network login etc., they most likely come from third 

party developers. There is no compatibility guarantee. Conflicts have occurred 
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during the establishment of bulbstore.fi and customer purchasing experience will 

suffer while the online store waiting for a fix update from developers.  

There are controversial opinions on how many products and orders WordPress 

WooCommerce can handle in an online store, as it depends on many involved 

factors such as number of third party plug-ins, website traffic and most importantly 

hosting services. Even the developers of WooCommerce themselves cannot 

answer the question properly (How many products…). While it is not possible to 

evaluate the matter on the not-yet-published bulbstore.fi, with around 300 products 

and estimated 30 to 50 orders a month (Vainio 2015), the online store is expected 

to have no stress problem.  

6.2 Recommendations 

The establishment of online store is a perpetual process, as the internet, E-

commerce, and online user behavior are evolving continuously. Therefore, 

manager needs to keep him/herself up-to-date with the latest trend. 

For future development, it is recommended that the company build product 

database systematically in a CSV file. CSV file format is widely standardized, 

company do not need to build different database for online and physical sale 

channels. Product addition or modification in large quantity in WooComemrce can 

be done efficiently by using CSV file. 

Company that aims for international market should also have a multi-languages 

online store. This does not necessary mean the market is in another country, as 

there are non-Finnish speakers in Finland who would greatly appreciate the 

service in English for example. For this purpose, bulbstore.fi in the future should 

offer at least English and possibly Swedish translations. One of the most popular 

tools to make multi-languages website on WordPress is WPML (Multilingual 

WordPress) 

Furthermore, here is a problem with hosting server mentioned earlier in this study, 

that WooCommerce recommends lowest PHP version 5.4 in order to operate 

efficiently and securely. The platform will eventually require even higher PHP 
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version after September 14th 2015 (Appendix 1). Bublstore.fi‟s hosting provider 

currently support lower PHP version 5.3.10, therefore in order to maintain the 

online store capability, the company should either ask current hosting provider to 

update PHP version, ideally later than version 5.4; or find alternative provider.  

6.2.1 On marketing 

It is recommended to initiate a multi-channel marketing campaign when the online 

store is launched. One of the most efficient ways to get the right customer to the 

store is to offer opening discount coupons when company attend trade fairs or 

through newsletters to company‟s current customers. 

Online marketing and social media marketing are cost-effective channels to reach 

customers from different geographic areas in Finland. It is suggested that 

company should utilized at least Facebook for social media marketing. For 

example invite people to like or share company‟s Facebook page, post weekly 

product recommendations or get customer to share products on their page. 

Search engine optimization is also necessary to rank high in search results. 

Suggested keyword optimization include “LED lamppu”, “LED valaisimet”, “12v 

LED”, “valaistussuunnittelu”. Company can also add area specification to 

optimization like “Etelä Pohjanmaan” or “Seinäjoki. This will result in more chance 

to appear in location precise searches but less frequent in general ones.  

6.2.2 On personnel 

At the moment, Valaistussuunnittelu Oy has sufficient number of staff; the online 

store after establishment will be transferred over to logistic and E-commerce 

manager. In the future, if the online sales show potential to become a main sale 

channel and the company require further online expansion as suggested above, 

they should consider hiring extra personnel. The expansion of online store will not 

mean more daily task, but also require enhancement in its performance, search 

engine friendliness and security. In this case, the online store will no longer a 

supporting channel, but one of the main divisions of the company, thus specialized 
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personnel to help manager is essential. After all a   secure, quick responded online 

store will increase customer satisfaction, thus raise conversion rate. 
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