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 Abstract  

During the past two decades, as internet has spread across the world, bringing people and 

businesses closer, e-commerce has been on a rapid expansion. To be a part of the expanding 

market, businesses have put a lot of effort to understand consumer behavior online, and to 

adapt. E-commerce differs drastically from traditional stores in the way that consumers are 

able to browse commercial web shops in search for the desired product, without outside 

influence. To understand how customers behave when purchasing a product, the Dewey 

model, customer buying process, is used. This process consists of five steps, which are: 

need recognition, information retrieval, information evaluation, buying decision and 

evaluation. However, within e-commerce, the web shops are the only platform where the 

business have the opportunity to affect the customers, as there are no salespersons to affect 

customers’ decisions as in traditional stores. As the web shop is platform for 

communication within e-commerce, it increases the importance for businesses to 

understand how their visitors react to features on their web shops. Visual features of 

websites, such as color and layout, can be crucial when a potential customer makes a 

purchase.  

The purpose of this study is to see how several visual features affect the purchasing 

behavior throughout Dewey’s model, customer buying process.  

The findings and analysis shows that some features are valued higher from each other, 

some are dependent on each other, and some are being taken for granted. First impression, 

product information and purchase methods, are among the crucial moments throughout the 

buying process.  Our test conducted shows that the different features have different impact 

throughout the buying process.  

 

 

 

Keywords: features, buying process, consumer behavior, e-commerce, color, layout, 

product information, navigation, purchasing decision    
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1. Introduction  
The purpose of this chapter is to give the reader an overview of this dissertation. The 

background, problem statement, research question, research purpose, limitations of study 

and the outline of the thesis will be presented.  

 

1.1 Background  
The invention and establishment of the Internet has opened up a lot of new opportunities 

for businesses and consumers across the world. Being able to do business online has given 

the already expanding globalization new dimensions and opportunities. The consumers 

can, within only a few mouse clicks, browse through websites and eventually make a 

purchase for the service or product of desire. As a consequence of more people across the 

world getting access to internet connection, there is low risk of e-commerce slowing down. 

In contrary, the statistics indicates that it is rapidly increasing. Bansal (2011), who has done 

research on e-commerce in China and India, claims that due to the increasing affluence of 

the middle class in the Asian markets, online trade will increase significantly. In Sweden 

alone, e-commerce has increased by 16% from 2013 to year 2014 and accounted for 6.4 

percent of the total sales in retail, and today estimates an amount of SEK 42.9 billion (HUI 

Research, 2014). The increased technological opportunities combined with a more positive 

attitude towards online consumption has laid foundation for a dynamic marketplace online, 

where consumers are able to compare different retailers, websites, products and eventually 

settle for the purchase.  

The ability to consume online has decreased the distance from consumers to the businesses 

both domestic as well as foreign. However, the benefits consumers might enjoy in 

traditional stores, such as ability to use their five senses in making a purchasing decision 

are reduced online (Sharma & Krishnan, 2002). Unlike a traditional store, where the 

consumers are usually received by an individual who can provide the required information 

on products and services and affect the customer´s decisions. E-commerce is based on the 

perception consumers will get from businesses, based on their behavior and preferences. 

Ofek, Katona and Sarvary (2011) estimate that customers online have a tendency to return 

the products they buy at a scale of 18% to 35%, where the purchases made in traditional 
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stores are returned only at about 8,7%. The fact that businesses are under hard pressure 

from competitors for online consumers has forced marketers to evaluate every aspect of 

their company online branding with the aim to understand and positively affect the 

potential online customers. There are many aspects to consumer behavior which marketers 

are trying to comprehend with to better understand customers’ purchasing decisions 

(Comegys, C., Hannula, M., & Väisänen, J., 2007).  

While the businesses are under hard competition within the country, as well as challenged 

by foreign competitors, there still seems to be room for many actors in the same field. When 

potential customers visit one company’s web shop, they experience a perception of the 

website that might directly affect their decision to go through with the attempted purchase 

or to look elsewhere. For that reason, marketers must understand what appeals to the 

consumers and by doing so form a user-friendly website.  Just like in ordinary stores, the 

experience of the customers will be based on what expectations they had to begin with and 

if those expectations are not met, the company will lose their customers to competitors. 

According to Lindgaard, G., Fernandes, G., Dudek, C., & Brown, J. (2006) the potential 

customer decides within five seconds if a site is worth making a purchase from or not. For 

that reason it is of crucial importance to understand if there are some common preferences 

in general and if so, how to form the website to fit those.  

Conclusively, this dissertation will study how e-consumers perceive website characteristics 

of different retailers. In an attempt to distinguish these characteristics, we intend to use a 

known product that all of these web-shops retail, to a similar price.   

 

1.2 Problem statement 
As e-commerce continues to grow, we can expect the competition to get even tougher 

between online retailers. Potential customers can easily compare websites and look for 

better and cheaper products. Marketers have to be innovative and keep the pulse on how e-

consumers behave and what preferences they have. Earlier studies have reached some 

insights, for example that the price is the most conclusive aspect, where the consumers who 

have a high sense of price consciences are most likely to browse several websites in search 

for the best price (Nirmala & Dewi, 2011). Another factor is the user convenience where 
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consumers might choose simplicity over further search for products who might be of 

greater value (Vazquez & Xu, 2009). It is for great importance for the marketers to 

understand how visitors behave during a visit at a web shop, and how different features 

affect their buying decision.  

Despite the toughening competition for the e-consumers, there still seems to be room for 

several web shops that sell the same item at fairly the same price. As earlier studies suggest, 

this can be explained by aspects such as customer loyalty, comfort and earlier experience. 

However, from a marketer’s point of view, it is important to understand what it is that 

makes the potential customer to actually go through with the purchase only based on the 

design of the website, such as: the information provided on the right spots, the user-friendly 

navigation on the website as well as the esthetical layout of the homepage (Prasad & 

Aryasri, 2009). The potential customers visiting the website, who have already made 

purchases online in the past, will act upon some of their personal preferences, but also on 

how the website addresses their needs.  

When the potential customers visit a website with the attempt to make a purchase, and the 

website of interest is poorly formed, it can result in a cancelation of purchase and a loss of 

customers to the competitors (Bhatnagar & Ghose, 2004). Hsieh & Tsao (2013) claim that 

how much trust a potential consumer puts in the website visited is very much dependent on 

the quality of the website. Also, as the website is the only platform where the businesses 

have the opportunity to persuade the visiting potential customers, it is of importance that 

the website looks professional as it reflects the overall competence the company possesses 

(Chang & Chen, 2008).   

Although much research has been conducted on the topic of consumer behavior, as well as 

e-consumer behavior, we intend to approach this study from a different perspective. We 

will research how characteristics of one business website make the potential customer 

actually choose that particular website and complete a purchase, over competing web shops 

that offer identical products to similar prices. Koufaris, M., & Ajit Kambil, P. A. L (2001) 

argue that there are a number of important factors that influence how a visitor perceives a 

commercial website. An increased quality in the usability of the web site, and a smooth 

navigation, makes the users more likely to use the system. One another factor is the attitude 
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the website reflects as well as the overall appearance of the website. The users are 

influenced by the information they receive on the page, the pages functions and the way 

the page is presented (Hsieh & Tsao, 2013).  

E -commerce as a forum for shopping has raised new challenges for companies and new 

factors influencing consumer perception by buying decision process (Ha & Stoel, 2012). 

Factors mentioned in research today include; influence, convenience, the web page’s 

atmosphere, risk and price (Prasad & Aryasri, 2009; Bhatnagar & Ghose, 2004; Koufaris 

et al., 2001; Hsieh & Tsao, 2013; Vazquez & Xu, 2009; Evans, 2008). Some researchers 

show how these factors can affect consumers in different ways in e-commerce, but it is also 

not known how consumers perceive various factors and the purchase decision process they 

go through in this context. In this paper, we want to investigate whether there may be other 

factors that have not yet emerged which can explain a different type of buying decision 

process occurring within e-commerce. Through the literature we have identified four major 

visual features that affect the buying process, those are; website layout, colors of the 

website, product information and the websites navigation. 

 

To reach a deeper understanding of what preferences the potential customers have during 

a website visit, we will conduct an experimental test. With a specific selection group, a 

product that the selection group are familiar with and a price that is similar to the other 

websites, our aspiration is to identify what attributes are most likely to affect the purchasing 

decision. Having in mind that many on-line stores also have physical stores, it is of essence 

to take in to account the consumers previous experiences with the different retailers. It is 

of importance to take this in to consideration since the potential e-consumers are likely to 

have been influenced by physical stores previously.   

 

1.3 Research purpose 
The purpose of this dissertation is to gain an understanding on how e-consumers are 

affected by the commercial web shops’ visual features. By using a probability choice of 

respondents, males in the ages of 19 to 30 year, a known product to the selected group, 

FIFA15, we aim to conduct a study on how e-consumers are affected by the web shops’ 

visual features. As there are many retailers with identical products and similar prices, we 
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intend to find out which of the website features are most influential when a purchase is to 

be completed.  

1.4 Research question 
Which visual features of the business commercial web shops are most influential in regard 

to customers purchasing decision? 

 

1.5 Limitations 
The sample in this study was limited to consumers who have experience of consumption 

within e- commerce. This means that the results cannot be applied to consumers who have 

no experience of consumption in e- commerce, which may question the transferability of 

the results in this study. The experiment is conducted on young males in ages of 19-30 

year, which are most likely to be familiar with the product FIFA15. A convenience sample 

was used which may have affected the study in such way that it is not possible to ensure 

that these respondents are the best suited for this study. Another limitation we encounter is 

the inability to research the fairly new approach to consumer behavior online, eye tracking, 

which measures the eye movement across the screen. The large scale research conducted 

by Hendrickson and Ailawadi (2014) has contributed to the understanding of eye tracking 

from the commercial point of view, this can be of vital importance in understanding how 

visual features affect the webpage visitor. The selection of our research is relatively small, 

which implies that the degree of generalizability of the study results are reduced. Since the 

selected sample for the experiment is a homogeneous group of 20 people it is possible to 

question how representative the results are for other consumers, i.e. whether it is possible 

to generalize. Therefore, it can be difficult to relate to authenticity, since the study is 

situational. Further limitations consists of lack of visual features that we neglected or by 

other reasons did not take in to account. Our model is based upon Dewey’s buying process, 

however, we were not able to fully complete the process because of the last step which is 

purchase evaluation, since we lack the resources for an actual purchase.  
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1.6 Outline of the thesis 
This thesis consists of six chapters. The first chapter, Introduction, provides the reader with 

an understanding what the background to our research is as well as and what the problem 

statement is. Next part of introduction explains our research question, and what our 

limitations were during the research. The second chapter provides the reader with earlier 

studies in the field of commerce and particularly e-commerce. The features that affect 

consumption online are identified and discussed. Third chapter is an explanation of how 

we approached our research, what methods were chosen and how or theoretical model was 

used as a tool for our study. The fourth chapter presents our base for the experiment, our 

selection of group participants, the chosen product, FIFA 15, and the selected stores SIBA, 

Elgiganten and Mediamarkt. The next part of chapter four reports our empirical findings. 

The fifth chapter consists of analysis where our theoretical framework and earlier research 

are compared with our empirical findings. Our respondents’ attitudes towards the features 

within e-commerce are presented, and the stages during buying process are described. In 

the sixth chapter, we will discuss our findings and draw conclusions from our research. 
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2. Literature Review 
This chapter is a review of existing literature and is based on scientific articles on the topic 

of e-consumption. We start by reviewing different theories of purchasing behavior based 

on John Dewey's (1998) model of the buying process. The model is a five - step model that 

is well structured, logical and covers the areas we examined in order to conduct our 

research. The chapter later explains the five steps involved in the buying decision process 

and then continues with a description of the factors that influence consumer behavior in e-

commerce. The elements presented are those most abundant in the literature available 

today.  

 

2.1 Why is it essential to research visual impact on consumers? 
According to Singhal and Tiwari (2013), in today’s market, as the competition for market 

shares intensifies, there is an enormous pressure on marketers to be distinguished from the 

competition and to be able to reach out to the targeted group of consumers. As e-commerce 

continues to grow, it is of crucial importance for marketers to be aware of every preferable 

characteristic the potential customers might require, so that marketers can adopt their work 

in accordance with these requirements. Within e-commerce, the only chance a company 

gets to communicate with the potential customers is through what it mediates on their 

website. It is, therefore, important to examine what characteristics appeal to the website 

visitors, such as the level of user-friendliness but also the aesthetics of a website. Lavie and 

Tractinsky (2004) have identified two ways of setting up an aesthetic layout, either by a 

contexture in regard to classical or expressive layout. The classical layout attempts to 

communicate the characteristics of orderliness, cleanness as well as being pleasant and 

symmetrical. The expressive layout, on the other hand, communicates the businesses 

uniqueness in an attempt to be fascinating by communicating sophistication, special effects 

and creativity. Developing an effective marketing concept requires creativity, and for that 

reason it is crucial to define what characteristics communicates creativity (El-murad & 

West, 2003). If the website fails to communicate the needed information to the visitors, 

despite all its efforts to achieve a classical or an expressive layout, that will result in a 

dissatisfied visitor and a lost customer (Mitchell & Papavassiliou, 1999). After attracting 

potential customers with marketing, the customers enter the stage of buying process. As 
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the e-commerce continues to expand, it is of interest for the marketers and businesses to 

keep track on how consumers online behave and what their preferences are.  

 

2.1.1 Difference between traditional retailers and web-shops 

It is of interest for the marketers to understand what the main differences between 

traditional retailers and the e-commerce are. Sharma and Krishnan (2002) claim that the 

consumers feel more confident when buying from a salesperson rather than from a web-

shop. Another point is when not satisfied with the product, it is easier for the consumers to 

return it back to the store rather than sending it to some web-shop, where there might appear 

some hidden fees as well. Ofek et al. (2011) shows in their research that products purchases 

in traditional retailers are returned at 8.7%, while products that are purchased online get 

returned at a much higher degree, between 18% and 35%.  Sharma and Krishnan (2002) 

also bring up the importance of being able to touch and examine the product the customer 

wants as well as the delivery time, where buying in traditional retailers gives the 

opportunity to directly bring the item with you, unlike purchasing the item online and then 

waiting for several days for the delivery. Another important advantage the traditional 

retailers have over web-shops is the social aspect of purchase, where the sales person have 

the ability to affect the customer but also provide further information about the wanted item 

or service.  

The growing e-commerce, however, indicates that there are factors that appeals to 

customers. The main advantages are simplicity, availability, choice, convenience and all 

the information available in regard to the products of services of choice (Turban, 2004). 

Where in the case of traditional retailers there are several stores on specific location in the 

country, the e-commerce if possible everywhere as long as the potential customers have an 

internet connection (Fjordvang, 2002). Another aspect that is pre-eminent in regard to e-

commerce towards traditional retailers is the ability the potential customer have to compare 

prices and products within just a few mouse clicks. The fact that the web-shops never close 

makes the availability unlimited as the potential customers can visit the website at any time 

during the day and night, but also have more time to make a well-considered choice. As e 

commerce has changed the way we shop, factors influencing the purchase decision has also 
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taken new shapes. It is of interest for the businesses to understand what affects a visitors 

stay at ones web shop, and if there are some major influencing factors within e-commerce 

during buying process 

 

2.2 Buying process 
There are several models and theories that explain how the consumers purchasing decision 

process looks like. Common to all is that they describe the process that the consumer is 

undergoing when purchasing a product or service. John Dewey (1998) presented five steps 

which describes the process of buying decisions. These five steps are commonly mentioned 

in later developed models and theories and together they are referred to as the buying 

process.   

 

2.2.1 Need recognition 

Need is the first step in the buying decision process where the consumer evaluates what is 

demanded (Park and Cho, 2012). How a customer perceives a need also affects the later 

parts of the buying decision process (Workman & Studak, 2006). A need arises when there 

is a difference between the consumer's actual state (what the situation actually is) and ideal 

state (how the consumer wants the situation to be) (Bruner, 1986; Chae et al., 2006; 

Workman & Studak, 2006). A need is generated if there is a change in either the consumer's 

true condition, the consumer's ideal state, or in both states (Bruner, 1986). This is done by 

an internal growing stimuli such as hunger or thirst, or externally when a consumer sees a 

Burger King sign and a need is created (Comegys, C., Hannula, M., & Väisänen, J, 2006).  

However, within e-commerce, the consumer is far more exposed to external stimuli than 

internal stimuli. This is because online consumers are very exposed to visual attributes such 

as, layout, color and design (Comegys et al., 2006). Need can be divided into physiological 

or psychological needs. Physiological needs may include the need for food or shelter, while 

the psychological needs are rather created in the social environment (Comegys et al., 2006). 

Examples of physiological needs can be weight loss when an individual’s clothes no longer 

fit. A psychological need may arise, for example, on a school start when the individual 

becomes motivated to wear the same clothes other individuals wear (Workman & Studak, 
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2006). Products are designed to stimulate the psychological needs that can help consumers 

achieve an ideal state, rather than the actual state (Workman & Studak, 2006). Customers 

develop different types of ability to recognize the needs when the need arises several times 

(Comegys et al., 2006). Some customers perceive need first when there are changes in the 

actual state while being less sensitive to changes affecting the ideal state. While others are 

more susceptible to changes that make them slide further from the ideal state (Workman & 

Studak, 2006). 

 

2.2.2 Information retrieval 

In this phase, consumers are looking for the best solution to satisfy the needs that have 

arisen in the first phase (Park and Cho, 2012). The process of information retrieval is done 

in two steps. In the first step, the customer's attention starts to increase and the customer 

will be interested in different products that may be appropriate. In this state, it is primarily 

advertising and conversations on the topic in question that provides information to the 

customer (Comegys et al., 2006). The customer then coordinates various advertisements to 

create an overall picture. In the next stage, the customer starts to actively engage and seek 

information about different brands, models and so on (Comegys et al., 2006). 

 

Today, consumers have tremendous access to information about products and services from 

a variety of sources, not just from the seller (Koufaris et al., 2001). Information research 

can be done internally by the individual's own memory, or externally by the environment 

around (Chae et al., 2006). Internal information is often obtained through previous 

information, and when the individual stands before a choice, it goes through its own 

memory first (Lee & Cranage, 2010). The information contained in the individual's 

memory then determines if further information is required (Lee & Cranage, 2010). External 

information retrieval can be retrieved from, for example, sellers, reading, and advertising 

or direct observation (Lee & Cranage, 2010). 

 

Information sources may be commercial sources, personal sources, public sources or 

experimental sources (Park and Cho, 2012). Personal sources consist of family and friends, 

and commercial sources involves advertising and marketing (Comegys et al., 2006). Public 
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sources are often mass media and experimental sources are when the consumer tests the 

product. The most common information source comes from commercial sources, but the 

most effective are personal sources (Comegys et al., 2006). After retrieving information, 

the consumer moves on to evaluating the retrieved information. 

 

2.2.3 Information evaluation 

During the information evaluation phase, the consumer evaluate various options. The 

starting point is the minimum acceptable requirements that needs to be met in order for the 

product to be considered in the purchasing phase (Comegys et al., 2006). The consumer 

evaluates each alternative by comparing the possible benefits of product characteristics 

(such as price, warranty, product information, brand and size) in relation to the individuals 

underlying needs (Park and Cho, 2012). The consumer then choose the best solution among 

the possible options (Häubl & Trifts, 2000; Park and Cho, 2012). 

 

Huber and Klein (1991) argues that there are two aspects that influences the level a product 

must achieve for the customer to consider a buy. The first requirement is that the product 

has high reliability, that is, whether the information comes from a reliable source (Huber 

& Klein, 1991). The consumer is positively affected when experiencing less risk (Park and 

Cho, 2012). The second aspect is when there is a positive correlation, for instance, when 

there’s a positive relationship between two attributes it affects the consumer's evaluation 

in a positive way (Huber & Klein, 1991). It can, for example, be a low price in connection 

with a high perceived quality that increases the consumer's willingness to buy (Comegys 

et al., 2006). 

 

Consumers continue to search information and evaluate various alternatives as long as the 

inconvenience and time spent on information research does not exceed the value of the 

product itself (Van der Heijden, H., Verhagen, T., & Creemers, M., 2003). Since the 

evaluation online can be made through the consumer's own computer, it saves time and 

trouble for the consumer, which means that the risk of exceeding effort becomes smaller 

than the value (Comegys et al., 2006). When satisfied with the information received, the 

consumer moves to the next stage, buying decision. 
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2.2.4 Buying decision 

When entering the phase of buying decision, the consumer consider the various options 

available and found a product that best meets its needs (Comegys et al., 2006). It is here 

that the consumer performs the actual purchase of the product and a transaction (Comegys 

et al., 2006). A decision may be based on the great thought and careful comparisons 

between different options, or based on the consumer's feelings towards the various options 

(Chang & Tuan Pham, 2013. There are two aspects that influence customer purchase 

choices, the first is the attitude of others such as friends or others who are in the consumer's 

surroundings (Comegys et al., 2006). The other aspect is unexpected situations such as 

when the price has changed (Comegys et al., 2006). Even when the customer has decided 

which product to buy, there are still decisions to be made such as price range, time of 

purchase, volume and payment (Comegys et al., 2006). 

 

So-called impulse buying is an unplanned purchase that is not preceded by the previous 

steps in the buying process (Luo, 2005). This type of purchase is based on a client's 

impulses and is more exciting, less conscious and more difficult for the consumers to resist 

than the planned purchase (Yu & Bastin, 2010). According to Prasad and Aryasri (2009), 

the customers of e commerce more impulsive than in a physical store. What affects 

customers to act on impulse can be external influence from the environment, or an inner 

personal influence (Yu & Bastin, 2010). External influences may be the appearance of the 

product or the customers’ time, while the internal effects can be mood, emotional state or 

knowledge (Yu & Bastin, 2010). The most common emotions and individual experiences 

associated with impulse buying is the joy and excitement (Verplanken & Herabadi, 2001). 

Luo (2005) argues that if an individual is in a situation with like-minded people, it can 

increase the consumers' motivation to buy. Baumeister (2002) argues that there are two 

things that influence a consumers’ ability to resist the impulses that lead to this type of 

purchase. The first is based on the standards and goals that the consumers have created for 

themselves (Baumeister, 2002). If the consumers know exactly what they desire, it is easier 

to resist any impulses, sellers and advertisements (Baumeister, 2002). The second factor is 

the consumers’ self-control, which is the ability to control their own behavior (Baumeister, 
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2002). Having finished the purchase, the customers enter a phase of past purchase, which 

is purchase evaluation.  

 

2.2.5 Purchase evaluation 

If a company wants customers to come back, it is very important to study consumer 

behavior even after the purchase (Comegys et al., 2006). A satisfactory experience is 

desirable because it can lead to positive outcomes such as customer trust and loyalty (Ha 

& Stoel, 2012). In this phase, the consumer evaluates and assesses the buying decision 

based on the expectation the person had before the purchase (Park and Cho, 2012). It is 

here decisions are made on continued use and further purchase (Until Bach et al., 2007).  

This phase of the buying process can be divided in two parts, satisfaction and action 

(Comegys et al., 2006). In order for a customer to be satisfied, requires that the product 

lives up to the need that was the basis for the purchase (Chae et al., 2006). Mittal and 

Kamakura (2001) argues that whether customers are satisfied or dissatisfied they have 

different limits for loyalty. Loyal customers often tend to be more satisfied, but it is not 

always certain that satisfaction in turn leads to more loyal customers (Comegys et al., 

2006). Even at this stage consumers engage in information retrieval, but in this phase the 

focus is on rationalizing the purchase that has been made (Park and Cho, 2012). By 

gathering information from several sources, consumers can convince themselves about the 

decision they have taken (Park and Cho, 2012). This is most common for products in the 

clothing sector, and has an impact on whether the customer will consume again (Park and 

Cho, 2012). Within these five steps, the consumer is faced with visual features that affects 

the buying process. 

 

2.3 Buying process: Visual features  
Much of the former research has been concentrated upon consumer behavior within the 

five steps of the buying process mentioned above. However, with the emergence of e-

commerce, the focus slightly shifted to how consumers perceive business websites. As 

Lindgaard et al. (2006) points out, the visitor will within five second, decide if it is a reliable 

site or not, based upon the websites visual appearance. The main four features identified, 
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that affect potential customers while visiting a website are color, product information, web-

shop navigation and layout which are further discussed below. 

 

2.3.1 Color 

Research in marketing and web design indicates that color is one of the most important 

graphic elements to inspire confidence. Previous research has concluded that the color 

holds emotional and psychological characteristics (Lichtlé, 2007). An illustration of this is 

the difference between the colors blue and red. Research in marketing shows that the colors 

blue and red affect customer’s purchase willingness differently. Blue holds stronger effect 

on purchase willingness and is often associated with wealth, confidence and security, while 

red holds smaller and weaker associations of this. Red, orange and yellow tones are instead 

perceived as cheap. Studies conducted by Latomia and Happ (1987) also shows that color's 

saturation and brightness in addition to the tone has an effect on the individual experience 

and perception of color. Kim and Moon (1998) came to the conclusion that moderate pastel 

colors and low brightness is the optimal choice to give confidence through color as part of 

the visual design.  

 

Colors can be divided into functional colors and non-functional colors, the difference is 

that functional color supports and enhances the physical and communicative functions. 

Functional colors have important communicative power and should be used to inform, 

attract, and create right mood (Bergström, 2009). Different colors have different meanings 

conveyed to the viewer depending on culture and age. It is, therefore, very important to use 

the colors that suit the message that the web designer wants to convey. Wrong choice of 

colors may lead to the web page not getting enough attention or appearing unserious. 

Wrong choice of color can also lead to customers not experiencing the web page as credible 

(Bergström, 2009). Because the colors are perceived very individually depending on what 

culture you come from, it is important that the web designer has a clear target before the 

web page is created (Bergström, 2009). 
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2.3.2 Product information 

Every time a consumer takes a decision to purchase online, the consumer has to evaluate 

the description of product attributes (Kim, Kim & Lennon, 2006). Therefore, a good 

description of the characteristics, which can be evaluated before purchase is more 

important when buying in web shops, where the customer cannot touch or feel the product, 

than in a physical stores (Kim, Kim & Lennon, 2006). Product information in the form of 

text helps the customer to visualize the physical product and describing the attributes of the 

product by presenting properties, details and price minimizing customer uncertainty 

(Lennon & Ha 2010). Tagg and Kawaf (2012) points out that written information is even 

more important than the images for the customer to create a fair idea of the product. 

 

 A study by GS1 UK shows that 40 % of e-consumers would cancel their online purchase 

if they experience a lack of product information (GS1 UK, 2014). Lennon & Ha (2010) 

argues that having clear and descriptive product information decides whether or not the 

customer stays on the webshop. By offering clear product information the customer gets a 

good understanding of the products attributes and therefore enhances the possibility to 

make a purchase. However, Kim, Kim, and Lennon (2006) points out that the information 

must not go to extremes because it may create the opposite effect with the client getting 

bored and leaving the page when taking too long time to find the information. According 

to Lennon & Ha (2010), customers are less susceptible to trust information provided on an 

online store than information provided in a physical store. The customer's experience of 

loss of information about a product online is exactly the same effect as when a customer 

are in a physical store and the item is not in stock. Not having clear information on for 

example country of manufacture, ingredients, contents, transport, environmental aspects 

such as material origin, etc., are such factors that creates insecurity for the customer (Kim, 

Kim and Lennon, 2006).  

  

2.3.3 Web-shop navigation 

Except that a homepage is expected to look nice, it is also of high importance that the 

potential customers browsing through will find what they look for and not lose their 

patience. When browsing a web-shop, the potential customer will base much of the 
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perception of the website based on how easy it is to find what one is looking for. As 

Lindgaard et al. (2006) pointed out, the customer decides within 5 seconds if the website 

is trustworthy only on the basis of it looks. However as the customers decides to make the 

purchase, if the website is lacks in smoothness there is a risk of a canceled purchase. At 

Silentum (2012), the research published on consumer behavior online, 6 out of 10 e-

consumers stated that they had at some point cancelled a purchase due to the complexity 

of the website.  Due to the customer dissatisfaction with the usability of websites, the 

amount of loss of sales is worth billions of dollars. For that reason it is of high value for 

marketers to find out what characteristics appeals to the customers properly. How well a 

company’s website appeals to the visitors deters the quality it needs to attract customers, 

as the quality of the website is determent by its design and its user-friendliness. It is also a 

reflection of the competence the company possesses (Chang & Chen, 2008). Belanger et 

al.  (2004) suggests that the quality of a website is based on the simplicity for users to 

navigate through the website. 

 

 E-commerce is still in an early and developing stage, where the Nordic countries are in the 

top and yet only 35% of sales are being made online (Posten.se, 2015). According to Corbitt 

et al. (2003), people tend to feel more risk in making purchase online than in traditional 

stores. However, if companies provide good experiences to the customers during their first 

couple of purchases, and with the condition that the quality of the websites maintains their 

perception of online consumption, the trust will be built over time and e-commerce will 

increase (Steward, Callaghan & Rea, 1999). Another important aspect of online 

consumption is the fear customers might feel pre-purchase about not having all the needed 

information about the product they intend to purchase, where according to Kuan, Bock and 

Vathanophas (2008) the website have the requirement to be suited that way so the 

customers feel comfort making a purchase. Kotler and Armstrong (2010) claims that the 

online marketing is the fastest form of marketing today, and for that reason it is necessary 

for companies to have a homepage where the visitors easily can navigate through and find 

what they are looking for.  
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2.3.4 Layout 

One of the major challenges regarding online marketing is that customers can easily go 

from a web page to another if they do not find what they are looking for from the first page, 

which places demands on this web usability and layout (Taylor & England, 2006). The 

design and development of e-stores layout is important because it controls and influences 

customer’s navigation online (Manganari, E. E., Siomkos, G. J., Rigopoulou, I. D., & 

Vrechopoulos, A. P., 2011). Customer’s attitudes towards e-shops conveys the effect of 

perceived usefulness of the layout, which in turn influence the customer response online 

(Manganari et al., 2011). Huarng and Christopher (2003) argues that the information 

retrieval is a very important part of the commercial web page design. However, most shops 

online are aware of the importance of information retrieval and evaluation of information. 

Proof of this is that they offer search engines and detailed product information on their 

pages (Huarng & Christopher, 2003). It is important for companies to analyze consumer 

buying decision process and find out what they want to achieve in order to meet customer 

needs. 

 

One of the biggest difficulties which consumers are facing when visiting websites 

according to Taylor and England (2006) is, to find the information they seek. The harder it 

is, the less chances for the customer to make a purchase or consider future purchase from 

that site (Taylor & England, 2006). Having difficulty in finding what you are looking for 

as a customer, increases the risk of the customer simply giving up and changing site. Taylor 

and England (2006) also states that an additional problem is the customer's ability to detect 

or recognize navigation options that actually is what the customer needs. To achieve an 

effective navigational structure for the customer it would be possible to rank and group a 

web page's content to the customer requirements (Taylor & England, 2006).  

 

Today's e-retailers have become better at displaying their goods online using more photos, 

videos or 3D images. 3D pictures, as a commercial tool, were introduced already in 2005 

to reduce uncertainty for online consumers (Khakimdjanova & Park, 2005). Manganari et 

al. (2011) also believes that clear visual images online can increase the credibility of firms. 

The internet allows customers to freely choose information and service pages which 
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reinforces the importance of attracting, retaining and get customers to come back to the 

page (Khakimdjanova & Park, 2005). The layout of a webpage also plays an important role 

in how the customer has the opportunity to process the information given.  

 

The layout of a web page can be viewed as a variable with the possibility to manipulate. 

While today’s customers have become more familiar with navigating online, they have 

become more skilled and accustomed to the different navigation patterns, which in turn has 

made it easier for them to use different types of layouts on different sites (Manganari et al., 

2011). Because of this, the layout has reduced its influence over customer’s attitude 

towards trade comparing to before (Manganari et al., 2011). There are still factors affecting 

the customers attitude, such as; selection, pricing, customer service and delivery. The 

influence of layout has however diminished over time. According to Taylor & England 

(2006), the web site layout is the most prominent factor influencing how consumers 

perceive differences on the quality between different shopping web sites. 

 

 

2.4 Theoretical model 
In order to address our research objective, assisted with the literature, we have developed 

a model that suits this study. This theoretical model provides the visitors the perception of 

a website, and describes what characteristics of the particular website are determining 

factors in purchase decision making. As foundation for our research, the model described 

by John Dewey (1998) will be used, which consists of the five stages of purchasing process; 

need recognition, information retrieval, evaluation of information, buying decision and 

satisfaction/dissatisfaction. However, as the potential customers visit a website in search 

for their product, due to the nature of e-commerce, several visual characteristics will affect 

their behavior. 

2.4.1 E-consumers buying process  

Our model will be used to reach a satisfactory understanding of how these visual features 

affect the purchasing process. Here, the buying process, fragmented in four steps is 

presented. Step 1 is Need recognition, Step 2 is Information retrieval, Step 3 is Information 

evaluation and Step 4 is buying decision.  
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Step 1, need recognition, is the phase where visitors enter a web shop to look for the desired 

product. Depending on how well their first impression of the website is, the potential 

customers might stay and proceed with the purchase, or simply leave the website and 

continue their search elsewhere. Factors that will determine if they stay or leave are the 

websites layout, website colors and the navigation.  

In step 2, information retrieval, if satisfied with the first impression, the potential customers 

are likely to stay on the website in search for information about the desired product. 

Information might consist of the product specifications, but also other consumers’ opinion. 

Factors that appears to be crucial at this step are product information and layout.   

In step 3, information evaluation, the potential customers summarize their impression of 

the website and the product information, and if their perception is positive they are likely 

to continue to with the purchase. At this step, the most influential features appears to be 

navigation and product information.  

During step 4, buying decision, provided that the options are clear, understandable and easy 

to navigate, the potential customers are likely to enter the next phase in the buying process, 

where the paying options are displayed. The determining factors at this step are navigation 

and layout.  

The model we chose as the foundation for our research, the Dewey’s buying process model, 

consists of a fifth step, which is the purchase evaluation. However, due to lack of resources, 

but also due to irrelevance in our research, the fifth step was excluded because we cannot 

force our test to make an actual purchase, and therefore, make an evaluation of the 

purchase. 

2.4.2 Features of influence 

We identified the layout as an important factor to include in the model because it is the first 

thing a user will notice when visiting a web site. The web site layout is an important factor 

to examine since previous research has indicated that layout affects customers to complete 

or cancel the purchase (Manganari et al., 2011). By designing a structured layout, one can 

steer the customers to a desired destination (Taylor & England, 2006). Manganari et al. 
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(2011) believe that the layout controls the customers’ navigation and it is shown in the 

customer’s response when buying online. 

Another factor identified as important to the model is color. According to previous 

research, color is a very important factor influencing customers to stay and make the 

purchase (Bergström, 2009). A website can be perceived as less credible and unserious 

because of the colors that the company has chosen. Using the right type of colors will, 

therefore draw more attention to the web page (Bergström, 2009).  The confidence of the 

customer may increase by using the right level of brightness on the web page. When 

confidence increases, the customers are more inclined to make a purchase on the actual 

web page (Kim & Moon, 1998). 

After the consumers recognize the need for a product, they start browsing the web in search 

for it. As the visitors, in their search for the desired products, enter a business website, their 

first impression of the business will be based on the esthetical look of the site, where the 

next impression is likely to be ability to navigate smoothly. It is of no significance if the 

respondents have made a purchase on one of the web shops earlier or not. Our instructions 

were for them to evaluate the web shop features regardless of earlier experience. According 

to the research on consumer behavior online, published by Silentum (2012), 6 out of 10 

people have cancelled a purchase due to the complexity of the website. For this reason we 

have chosen website navigation as one of the pillars for our research. The importance of 

website navigation is frequently mentioned in the existing research, and the visitors’ 

possibility to smoothly navigate through a website from the need recognition to a 

completed purchase. The navigation through a business website is likely to give the visitors 

an overall perception of the business as a whole (Chang & Chen, 2008). 

As the visitors, in their search for the desired product, browse the webpages of different 

companies, they value the information that can be retrieved from the business website about 

the product. Unless satisfactory information is reached, there is indication that visitors will 

look elsewhere. For that reason we have chosen product information as one of our main 

website features. The product information can be increased by businesses allowing their 

earlier customers to express opinions about the products. By allowing this, the company 

benefits from word-of-mouth marketing. According to Tagg and Kawaf (2012), written 
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information is even more important than the images when the customers are making up 

their mind about products. 

In the model below, the steps of buying process are described. At each step, features which 

affect consumer behavior are identified, and their impact on buying process is examined. 

 

 

    Figure 1 Theoretical model 
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3. Methodology 
The intention of this chapter is to present our research methodology and provide a detailed 

description on the steps we take in our examination of the website characteristics that affect 

potential customers. Our research method, data collection method, sample & practice, 

data presentation and data reliability will be presented and discussed.  

3.1 Quantitative method 
The purpose of our study is to contribute with knowledge of how the visual features that 

consumers are exposed to when they browse through commercial websites affect their 

purchasing decision. In order to study such behavior, we chose to examine key variables 

and correlations associated with the subject. The data we intended to collect could only be 

retrieved through a quantitative survey with a deductive approach (Bryman & Bell, 2011). 

The quantitative survey has been done on males aged between 19 – 30 years. A quantitative 

analysis generates an objective conception of social reality in the selected study area and 

selected population, which we pursued. To examine our findings from a deductive 

perspective, we have used the theories from our literature review and through this sought 

positivism (Bryman & Bell 2011). A quantitative survey enables us to study a broader 

sample of respondents, which seems relevant when there is a lack of previous studies in 

selected study area (Bryman & Bell 2011).  

 

Quantitative methods are more formalized and structured than qualitative methods, thus 

providing a clear start and endpoint (Bryman & Bell, 2011). Quantitative method also 

underlines quantification in collection and analysis of data, often in the form of numbers 

and statistics (Bryman & Bell, 2011). The goal of a quantitative study is to be able to draw 

conclusion about a large homogeneous group (Bryman & Bell, 2011). The method is 

largely characterized by control from the researcher's side (Bryman & Bell, 2011). The 

main disadvantage of a quantitative study is that it may result in the examination appearing 

superficial. Since the method is focused on many devices, the investigation cannot be too 

complex (Bryman & Bell, 2011). Researchers must settle for measuring relatively simple 

conditions because it is difficult to investigate the object deeply. Another risk is also that 

researcher may in advance define what is relevant to answer (Bryman & Bell, 2011). A 

quantitative method is most appropriate when the researcher has relatively good prior 
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knowledge of the material being studied and the problem is relatively clear (Bryman & 

Bell, 2011).  

 

On the e-commerce market, there is a lack of previous studies focusing on purchasing 

decision affected by visual features. According to the latest research from HUI (2014), e-

commerce has grown rapidly in recent years together with digital visual technologies. This 

emphasizes the importance of analytic studies in all fields of e-commerce spectrum.  

 

3.2 Data collection method  
For this research, we have conducted an experiment supplemented with a survey, where 

our test participants provided us with relevant information. 

3.2.1 Experiment 

Experiment is a method used to study how particular variables effect each other. 

Experimentation is the best technique in which correlations can be investigated (Bryman 

& Bell, 2011). This gives a clear description of connections between two or more variables. 

Unlike many other research methods for studying people's reactions, experiments are 

characterized in the way in which the investigator actively exposes the participants for 

impacts to measure their impression. Experiments have often high internal validity 

(Bryman & Bell, 2011). The experimental investigation strategy is relatively rare because 

it is necessary to have a controlling environment in which to examine the participants’ 

behavior. The risk associated with implementing experimental research design, is that it 

requires complete control over the investigation to successfully exercise the method 

(Bryman & Bell, 2011). However, this depends on what type of experiment is chosen to be 

conducted. There are four different types of experiment methods:  

 

 Laboratory experiment  

This type of experiment is performed in a controlled environment. In a laboratory 

experiment it is assumed that the participants are present at a certain place, at a 

certain time, which the investigators have chosen and designed, where the 

participants become objects of the experiment. (Henshel, 1980).  

 Field experiment 
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A field experiment is conducted in a natural environment, such as on the street or 

inside a shop, where experiment is being conducted, not necessary with the 

awareness of the object (Fisher, 1992). 

 Role playing experiment 

A role-playing experiment involves the participant to assume a role described by a 

scenario and to respond to desired environment. Role play based experiments are 

common when, for ethical reasons it is not justifiable to expose the participant to a 

real situation. For example, studies of driving abilities during the influence of 

alcohol are conducted in that way (Danziger, 2000). 

 Quasi-experiment 

When using quasi-experiment the experimental group is exposed to a particular 

influence (experimental variable) as the control group is not exposed. It examines 

the effect of the experimental variable by comparing the outcome in the 

experimental group & control group (Dunning, 2012). 

 

For this research we have chosen to use laboratory/controlled experiment as part of our 

method of collecting information. We have identified this method as the most suitable for 

us because it enabled us to lead the test by explaining each step of the experiment in real 

time, having the respondents pick one option on the questionnaire at every new stage of the 

experiment.  

 

The design of the experiment was to have the subjects in front of computers, as they were 

asked to simulate an implementation of a purchase. The respondents were given 

instructions to “purchase” the football game, FIFA15, on three different web shops (Siba, 

Elgiganten, MediaMarkt). As an addition for our experiment and an arrangement to collect 

data, we constructed a survey, in which the respondents answered simultaneously as the 

experiment was carried out. This made the survey an integrated part of the experiment.  

3.2.2 Survey 

The task for the respondents was to evaluate how they perceived the different features’ 

(color, layout, product information, navigation) in each stage of John Dewey’s buying 

process (need recognition, information retrieval, information evaluation and buying 
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decision). We divided the various sections of John Dewey’s buying process model into 

Step 1 – 4. The respondents were prompted to evaluate each feature within the actual step 

it belonged to in the buying process model (see page 27). This meant that the participants 

would rate their attitudes on scale of 1 – 7 on the three different web shops (Siba, 

Elgiganten, Mediamarkt). As the study's purpose was to explain how the visual attributes 

affect the purchasing decision on a web site, we found that the quantitative questionnaire 

study was appropriate by making it possible to explore and explain correlation between 

different variables. However, the choice of quantitative survey has some built-in 

weaknesses. Example of the disadvantages of this method is that the respondent 

misunderstands, misinterprets or do not read the questions of the survey carefully enough. 

There is also a possibility that the respondents get tired of filling out the questionnaire and 

only fills in the same answers everywhere. However, we tried to counter this possibility by 

being present when respondents conducted the survey. In this investigation, we only used 

paper-based surveys, which were given before the experiment was conducted. For this 

paper, we have chosen to use surveys designed with Likert scale. A Likert scale measures 

attitudes and behaviors by providing response options ranging from one extreme to the 

other, such as “strongly agree” to “strongly disagree” (SurveyMonkey, 2015). Our survey 

questions are presented in numbered scales ranging from 1 to 7.  

 

 

3.3 Sample selection and implementation of the research 
Depending on the research approach, the amount of time and other limited resources, the 

researcher makes the choice for the implementation of the research. When the research 

involves a group of people, the researcher needs to consider how to select the sample group. 

Selection can be divided into two categories which are probability samples and non- 

probability samples. For this study, we have chosen to conduct non- probability sample 

(also called convenience sample). Non- probability samples are the type of samples in 

which the selection is produced by means other than random. It may, for example, include 

persons that are available for the investigator, or that the researcher chooses which persons 

to include in the survey because of a certain background, age or gender (Bryman & Bell, 

2011). 
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The research group consisted of 20 young males in the age group 19-30 years. This group 

has been selected due to the popularity of FIFA15 amongst men in this age, as well as the 

likeliness of them being familiar with e-commerce.   

For our experiment, we invited 20 random young males from a class at LTH (Lund’s 

University) to participate. The only pre-condition we had was that the participants had 

some previous experience of e-commerce. Before the test started, we explained the 

intention of the test and provided our participants with the necessary insight in our work, 

the experiment and the survey. The test was conducted by having the participants visit 

several websites, decided in advance, that all retail the same product at similar price. After 

that, through the survey, the participants shared their insight of what characteristics of the 

website were appealing and non-appealing, and how likely they were to make a purchase, 

or terminate a purchase, due to comfort/discomfort with the visual features. Purpose of the 

survey was to gain ability to distinguish between the different web sites, as well as to extract 

the information of how demanding our respondents are in terms of visual features during 

shopping online. All of the respondents participated in the experiment and no data was 

missing, making all 20 questionnaires valid data with the filling-in rate 100%. 

To make sure that the experiment was understandable, we asked some friends to do a test-

pilot of our experiment and survey. This was done by explaining the expectations of the 

experiment for them, and following their process.  

Our test was conducted in a way where we sought maximum objectivity, however, Bryman 

& Bell (2011) claim that there is no researcher’s objectivity due to the fact that we are the 

ones to propose the guidelines for the test.  

 

3.4 Data analysis 
The collected data has been compiled and processed statistically in the statistical program 

SPSS. In SPSS, parts of the descriptive statistics, such as averages and medians have been 

presented. Data that we have collected from the questionnaires have thereafter been 

measured by descriptive statistics together with comparing statistics with standard 

deviation. The next step was to compare the means of the participants’ ratings from the 

survey results. Comparing means in SPSS will present the data by calculating if the mean 
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value differs between the different subgroups. This is useful when comparing differences 

in descriptive statistics across one or more factors, or categorical variables. 

 

3.5 Validity  
Before the research is empirically conducted, it is important that the researchers present the 

validity of their chosen method, selection group and the way the research is to be 

conducted. The methods for research conduction, that the researcher has chosen, need to 

be valid as the entire research credibility is dependent on it.  If the gathered results of a 

conducted research represent the actual reality, the study is recognized as valid. According 

to Bryman and Bell (2011), the conclusions researchers draw from their research is only as 

reliable as the test is valid. To achieve high level of validity in our conducted test, we settled 

for a group of test participants, in the ages of 19-30, as they are most likely to be familiar 

with the product. Another condition we had was that the chosen participants have at some 

point earlier made a purchase online. Furthermore, by eliminating factors such as risk, 

price, and other influential non-visual factors, we were ensured to collect only data relevant 

to our research. Additionally, as our test participants were first asked to conduct the test by 

browsing several websites, and simultaneously provide us with answers on predetermined 

questions, we were able to draw the relevant information for our research.  

 

3.6 Reliability 
While it is expected from a research to be valid, it is also expected from it to be reliable. 

The researchers must make the case clear in what way the research can be trusted. For the 

information that is gathered to be reliable, it must be extracted from a relevant source of 

information. Bryman and Bell (2011, claim that if a conducted research is possible to do 

over and reach the same results, then it is reliable. In some fields, for the researchers to 

claim reliability of their test, it is required to repeat the test over and over, and in some 

cases bring in other researchers just to ensure the test’s reliability. However, in our test we 

aimed at achieving a high level of reliability by peeling off the affecting website features 

to only the visible ones, as well as by setting up the test-survey by clear definitions, so that 

we were able to collect only the data required. To reach a high level of satisfaction in regard 

to reliability and to make sure that our chosen participants knew what was required from 
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them, we conducted a pilot testing. Bryman and Bell (2011) argues that tests followed up 

by surveys are not always credible due to the possibility of the participants to simply check 

whatever among the answer options. However, in our ambition to reach reliable data, we 

ensured that the test participants understood what the aim of the test is, and we explain the 

answer options so that no misunderstandings occurred.  
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4. Empirical Findings 
This chapter presents how our experiment was conducted and what the empirical findings 

are. The data is collected through a test consisting of males in the age group from 19 to 30 

years old. Our requirement was that the respondents should be familiar with online 

consumption and the product FIFA15. We expected our test participants to give their full 

and unbiased opinions of the different web shops.  

 

4.1 Test implementation  
The experiment was conducted 15th May, 2015 in a classroom at Lund University. After 

gathering our respondents, we invited them to a classroom where they were seated in front 

of computers. Having all our respondents ready for the participation in our experiment, we 

started off by explaining the aim of the study, the procedure, the implementation of the 

experiment, as well as the purpose of the survey. Making sure that the test circumstances 

were clear to our participants, we presented our respondents with the chosen product, which 

is FIFA15, and the picked web shops (Siba, Elgiganten, MediaMarkt). To make the 

purchasing process more logic, we presented each new faze from Need recognition to 

Buying decision as steps, from Step 1 to Step 4. Having presented our participants with 

product and web shops, we began the experiment. As the participants were carrying out the 

experiment, at each step and feature, we made a short break for them to value the feature 

in the survey. To our assistance, we used projector in the computer room, by which we 

were able to lead the experiment and avoid uncertainties.  

 

4.1.1 Guidance through experiment questionnaire 

The test was designed with 45 questions. The questionnaire is divided in to four steps, 

where these steps reflect the model described in figure 1. At every Step, there are questions 

concerning the buying process at that particular step. At each question, the test participants 

were able to give an answer matching their opinion on the subject. By expressing their 

opinion on a Likert scale from 1 to 7, reflecting their attitude, we were able to distinguish 

context.  

Example of a question from the questionnaire: 
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“How appealing would you rate the colors of SIBA at step 1?” 

Please rate 1 for least appealing, and 7 for most appealing.  

To view the full questionnaire, please see appendix. 

4.1.2 Development of the questions 

To our survey we have chosen several questions that we found relevant for our experiment. 

The questions are based upon a scale system of 1 to 7, which is standard for a Likert-scale 

based survey. The participants could provide answers of how they perceive the different 

features at each step of John Deweys buying process. Due to the nature of our questions, 

we had to exclude some affecting factors such as the test respondents’ earlier experiences 

with the different web shops, as well as their experience in the physical stores. Purpose of 

our test was to have the respondents with a neutral attitude toward each site.  

4.1.3 Choice of product 

Our ambition was to conduct a test as objectively as possible. To do so, we decided to use 

a product that was known to the test participants from earlier. That product is FIFA15, a 

very popular video game mostly among young males.  

FIFA15 is a football game that can be played both offline and online, developed by EA 

Canada and published by Electronic Arts. The game was released on September 23, 2014 

in North America, September 25, 2014 in Europe and 26 September in the UK and Ireland 

for the Playstation 3, Playstation 4, Playstation Vita, Wii, Xbox One, Xbox 360, Microsoft 

Windows, iOS and Android. On PC, FIFA 15 runs on EA’s Ignite engine with the same 

features as the PS4 and Xbox One editions. 

 

4.1.4 Choice of web shops 

As the basis for our research we have settled for three different stores. Those stores are 

SIBA, Elgiganten, and Media Markt. What they have in common is that all are established 

in the Swedish market and are known to the potential Swedish customer. Moreover, all of 

the chosen stores have both web shops and traditional stores, which makes them close to 

equally familiar to our selected test respondents. 
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Elgiganten is a tech company with its roots in the Norwegian company Elkjøp, which was 

established in the Swedish market in 1994, with its first shopping mall in Barkarby 

(Elgiganten, 2015). Elgiganten is recognized by its dark blue background and a 

combination of green and white letters. Together with SIBA and Media Markt, Elgiganten 

is considered as one of the Swedish market leaders in the electronics field.  

SIBA is a tech company founded by Folke Bengtsson in 1951 when the first store was 

opened up in Gothenburg (SIBA, 2015). SIBA is recognized by its colors red, black and 

white. Together with Media Markt and Elgiganten, SIBA is considered as one of the 

Swedish market leaders in the field of electronics.  

Media Markt is a German tech company founded in 1979. Media Markt is recognized by 

its colors red and white (Media Markt, 2015). In 2006 the company made an entrance on 

the Swedish market, and is today, together with SIBA and Elgiganten, considered as one 

of the Swedish market leaders in the field of electronics.  

 

4.2 Results 
The result of the surveys are presented in sequence according to John Dewey’s five step 

buying process model (1998) and are thereafter linked with our theoretical model (chapter 

2.4). In this chapter, we have presented each step in John Dewey’s buying process model. 

Moreover, we have also presented features determining the purchasing decision making 

within e-commerce. 

The respondents have ranked their attitudes on all of the following questions on a Likert 

scale ranging from one to seven. The charts presented below are demonstrated in sequence 

with our survey questions (appendix). In the survey, each step of the buying process has 

begun with a general question about the importance of the features. Thereafter, the 

respondents have rated the features for each web-shop individually. And lastly, the 

respondents have been asked if they would cancel their attempted purchase in that actual 

stage of the buying process. The tables below are presented using descriptive statistics and 

comparing statistics with standard deviation comparing means from the different results.  
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4.2.1 Conditions for rating 

We have selected a scale from 1 to 7 as a tool for our respondents to provide results of how 

satisfied or dissatisfied they were with the different features at each step. However, as the 

features differ in both function as well as value to the consumer, it was not so simple to 

gather the results and draw conclusions based on numbers alone. For that reason, we had 

to make a verdict on our own, based on the results, how influential the features are. 

Therefore, we decided to stick to a measure of low importance, medium importance, and 

high importance in an overall.  

Features with the mean rating score of under 3.8 are sorted under features with low 

importance while features with the rating score of 3.8 to 4.2 are sorted as features of 

moderate importance.  Features with the rating score of over 4.2 are defined as features of 

high importance. 

 

 

 

 

 

 

 

 

 

 

 

 



Erduan & Vladimir 

39 
 

4.3 Presentation of the tables 
The tables below provide an overview of the empirical data gathered from the survey.   

4.3.1 Step 1, Need recognition – Color   

Table 1.1 presents the test respondents attitude towards the feature color, as well as their 

perception of color on the selected web shops at Step 1, Need recognition.  

Q1 describes how essential the respondents consider color at this stage.  

Q1d describes the respondents’ tendency to cancel a purchase due to discomfort 

with the feature color at Step 1.  

                                   

Table 1.1 Step 1, Color 

 Q1 Siba Elgig MediaM Q1d 

Mean 4,8000 4,7000 4,0000 3,7500 4,4000 

N 20 20 20 20 20 

Std. Deviation 1,00525 1,17429 1,21395 1,37171 1,23117 

 

 

In the first step (need recognition), focus was put on first impressions of the websites. Table 

1.1 indicates that the feature color got a high score on the survey, at Step 1, which 

demonstrates the importance of color. The chart shows that many respondents are likely to 

cancel their purchase if they experience a discomfort with the colors of the web shop at this 

stage in the buying process.  Colors are used to attract customers, and we can see that 

SIBA’s colors are most appealing at this step, followed by Elgiganten and lastly 

MediaMarkt.  
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4.3.2 Step 1, Need recognition – Layout   

Table 1.2 presents the test respondents attitude towards the feature layout, as well as their 

perception of layout on the selected web shops at Step 1, need recognition.  

Q2 describes how essential the respondents consider layout at this stage.  

Q2d describes the respondents’ tendency to cancel a purchase due to discomfort 

with the feature layout at Step 1.  

 

Table 1.2 Step 1, Layout 

 Q2 Siba Elgig MediaM Q2d 

Mean 4,1500 3,5000 4,6000 3,9500 4,6000 

N 20 20 20 20 20 

Std. Deviation ,98809 ,82717 ,99472 1,46808 1,09545 

 

 

The table indicates that layout is important, however not decisive at Step 1 during the need 

recognition. Yet, we can see that respondents are likely to cancel their purchase if they 

experience discomfort with the layout of the web shop at this stage of the buying process, 

indicating that layout is more important than expected. Layout is used to facilitate the 

usability of websites and at this step, the respondents observed how user-friendly the 

websites appeared to be. We can see that Elgiganten’s layout is most appealing at this step, 

followed by MediaMarkt and lastly SIBA.  

 

 

 

 



Erduan & Vladimir 

41 
 

4.3.3 Step 1, Need recognition – Navigation  

Table 1.3 presents the test respondents attitude towards the feature navigation, as well as 

their perception of navigation on the selected web shops at Step 1, Need recognition.  

Q3 describes how essential the respondents consider navigation is at this stage.  

Q3d describes the respondents’ tendency to cancel a purchase due to discomfort 

with the feature navigation at Step 1.  

 

Table 1.3 Step 1, Navigation 

 Q3 Siba Elgig MediaM Q3d 

Mean 2,1500 2,5500 2,7500 2,9500 2,0500 

N 20 20 20 20 20 

Std. Deviation 

,74516 1,09904 ,91047 1,53811 ,88704 

 

 

Table 1.3 indicates that navigation is of low importance, scoring low at Step 1 during the 

need recognition. There’s also a small chance that respondents would cancel their 

attempted purchase at this point. Navigation is used to facilitate the search of products on 

websites. Regardless, we can see that MediaMarkt’s navigation appeals most to the 

respondents at this step, followed by Elgiganten and lastly SIBA.  
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4.3.4 Step 2, Information retrieval – Layout  

Table 2.1 presents the test respondents attitude towards the feature layout, as well as their 

perception of layout on the selected web shops at Step 2, Information retrieval.  

Q1 describes how essential the respondents consider layout at this stage.  

Q1d describes the respondents’ tendency to cancel a purchase due to discomfort 

with the feature layout at Step 2.  

 

 

Table 2.1 Step 2, Layout 

 Q1 Siba Elgig MediaM Q1d 

Mean 3,9500 2,8000 3,7500 3,8500 2,7500 

N 20 20 20 20 20 

Std. Deviation ,99868 1,19649 1,25132 1,26803 ,96655 

 

 

In this step (information retrieval), the respondents viewed the websites ability to present 

relevant information. Table 2.1 indicates that layout is of moderate importance, at Step 2 

during the information retrieval, however, there is a small chance that the respondents 

would cancel an attempted purchase due to inconvenience at this stage. The table 

demonstrates that the respondents found MediaMarkt’s layout as the most appealing at this 

step of the buying process, followed closely by Elgiganten and lastly SIBA.  
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4.3.5 Step 2, Information retrieval – Product information 

Table 2.2 presents the test respondent’s attitude towards the feature product information, 

as well as their perception of the product information provided on the selected web shops 

at Step 2, Information retrieval.  

Q2 describes how essential the respondents consider product information at this 

stage.  

Q2d describes the respondents’ tendency to cancel a purchase due to insufficient 

product information at Step 2.  

 

Table 2.2 Step 2, Product information 

 Q2 Siba Elgig MediaM Q2d 

Mean 
4,4000 5,7000 4,2000 4,1500 5,5000 

N 
20 20 20 20 20 

Std. Deviation 
1,46539 ,97872 1,39925 1,38697 1,05131 

 

 

 

Table 2.2 indicates that product information is of more than moderate importance for the 

respondents. However, if unable retrieve, there respondents indicate that they are very 

likely to cancel their purchase at this stage in the buying process, indicating that this feature 

is far more important than perceived.  The table demonstrates that SIBA offers best product 

information at this phase in the buying process, followed by approximately equal 

Elgiganten and MediaMarkt.  
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4.3.6 Step 3, Information evaluation – Product information  

Table 3.1 presents the test respondent’s attitude towards the feature product information, 

as well as their perception of the product information provided on the selected web shops 

at Step 3, Information evaluation.  

Q1 describes how essential the respondents consider product information at this 

stage.  

Q1d describes the respondents’ tendency to cancel a purchase due to insufficient 

product information at Step 3.  

 

Table 3.1 Step 3, Product information 

 Q1 Siba Elgig MediaM Q1d 

Mean 
4,7500 4,2500 3,8000 3,8000 4,8500 

N 
20 20 20 20 20 

Std. Deviation 
1,16416 1,06992 1,10501 1,00525 1,13671 

 

 

 

In this step (information evaluation), the respondent evaluated which of the websites gave 

the best solution with the information presented. Table 3.1 indicates that the test 

respondents have high demands on product information at this stage of the buying process, 

and if the web shop fails to supply them with desired information, they are likely to cancel 

their purchase. As the chart shows, all of the web shops are approximately equally rated at 

this step, with SIBA having a slight edge.  
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4.3.7 Step 3, Information evaluation – Navigation  

Table 3.2 presents the test respondents attitude towards the feature navigation, as well as 

their perception of navigation on the selected web shops at Step 3, Information evaluation.  

Q2 describes how the essential the respondents consider navigation at this stage.  

Q2d describes the respondents’ tendency to cancel a purchase due to unsatisfactory 

navigation at Step 3.  

 

Table 3.2 Step 3, Navigation 

 Q2 Siba Elgig MediaM Q2d 

Mean 
3,1500 4,6000 3,8000 4,3500 2,7000 

N 
20 20 20 20 20 

Std. Deviation 
1,46089 1,46539 1,15166 1,22582 1,21828 

 

 

 

Table 3.2 indicates that navigation is not a crucial factor at Step 3, information evaluation, 

and the risk of a cancelled purchase due to insufficient navigation is low. The table statistics 

demonstrates that the respondents have rated SIBA as the smoothest website providing best 

navigation at this step, followed by MediaMarkt and lastly Elgiganten.  
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4.3.8 Step 4, Buying decision – Navigation  

Table 4.1 presents the test respondents attitude towards the feature navigation, as well as 

their perception of navigation on the selected web shops at Step 4, Buying decision.  

Q1 describes how essential the respondents consider navigation at this stage.  

Q1d describes the respondents’ tendency to cancel a purchase due to unsatisfactory 

navigation at Step 4.  

 

Table 4.1 Step 4, Navigation 

 Q1 Siba Elgig MediaM Q1d 

Mean 
5,8000 5,0500 4,8000 5,3000 5,9000 

N 
20 20 20 20 20 

Std. Deviation 
,95145 1,14593 1,05631 1,08094 1,02084 

 

 

 

In this step (buying decision), respondents rated the importance of the features when 

making a purchasing decision. Table 4.1 indicates that the respondents find the navigation 

of crucial importance as they are to complete the purchase. Unless sufficient smoothness 

in regard to navigation during choice of paying methods, the respondents expressed that 

they are likely to cancel the purchase. The table demonstrates that all of the web shops 

possess a highly satisfactory level of navigation at this stage of the buying process, where 

MediaMarkt is on top closely followed by Elgiganten and lastly SIBA.  
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4.3.9 Step 4, Buying decision – Layout  

Table 4.2 presents the test respondents attitude towards the feature layout, as well as their 

perception of layout on the selected web shops at Step 4, Buying decision.  

Q2 describes how the essential the respondents consider layout at this stage.  

Q2d describes the respondents’ tendency to cancel a purchase due to discomfort 

with the feature layout at Step 4.  

 

Table 4.2 Step 4, Layout 

 Q2 Siba Elgig MediaM Q2d 

Mean 
3,2500 4,0500 4,5000 4,1500 3,3000 

N 
20 20 20 20 20 

Std. Deviation 
1,51744 1,23438 1,35724 1,18210 1,62546 

 

 

 

 

 

Table 4.2 indicates that layout is not of significant importance as they are to complete the 

purchase at this stage of the buying process, which puts low demands on usability at this 

stage. If the respondents perceives the layout as not well-structured or unappealing, there 

is not a high risk of a cancelled purchase due to insufficient layout at Step 4. The presented 

table demonstrates that Elgiganten’s layout appeals most to the respondents, closely 

followed by both SIBA and MediaMarkt.  
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4.4 Final - Overall results of the webshops  

Table 5.1 presents the test respondents overall total results of the experiment test, showing 

which company’s web shop had the highest average score.  

Figure 2 Graph of overall results 

 
 

Table 4.4 Overall result 

 Siba Elgiganten MediaMarkt 

Mean 4,1333 4,0222 4,0278 

N 20 20 20 

Std. Deviation ,35977 ,41668 ,34741 

 

Table 4.4 demonstrates the overall total results of the respondent’s attitude rating of the 

websites features. The results have been formed by captivating the average score from each 

step of the buying process and then forging the average scores from each step producing 

the final total average score of each web shop. The table indicates that Siba’s web shop had 

the overall highest score throughout the test with a mean score of 4.1000. MediaMarkt was 

the runner up with an average score of 4.0278 closely followed by Elgiganten with the 

score of 4.0222. The test shows that the scores of the web shops were very even and hardly 

differentiated at all. This can be explained by all of our chosen web shops being of very 

high quality, up to date and competitive, however, yet similar to each other.  
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5. Analysis 
In this chapter, we have analyzed the collected data from our experiment. Each feature of 

our theoretical model is analyzed separately, and each analysis contains the respondents’ 

attitude at each step.  Related to the literature, we have analyzed the outcome of the test. 

The analysis consists of two sections, where the first describes the respondents’ attitude 

towards the selected features, and the second section is description of how the respondents 

value the features on the chosen web shop for this study: SIBA, Elgiganten and 

MediaMarkt.  

 

5.1 Attitude 
Attitude towards the different features of our model are reflective of what demands the e-

consumers have on the web shops. We can see that there are mixed expectations within the 

different stages of the buying process. At each step of the buying process, our respondents 

have provided us with information of how essential they consider the evaluated feature 

color, layout, product information and navigation to be. 

5.1.1 Color 

At Step 1, where consumers recognize the need for the product, they will start browsing 

the websites. Lindgaard et al. (2006) argued that first impression is crucial and that the 

potential customers will within 50 milliseconds make up their mind if the web shop is 

reliable or not. Depending on how well their first impression of the website is, the potential 

customers might stay and proceed with the purchase, or simply leave the website and 

continue their search elsewhere. Color is the first feature that visitors react to, its perception 

by the visitors can determine if the web shop will make a sale or not.  

The respondents value color highly, and their overall attitude is that, if a web shop’s colors 

are dissatisfying at this stage they are very likely to cancel an attempted purchase. The 

respondents’ answers are consistent with what earlier studies suggest. Bergström (2009), 

argues that, even though the perception of features are individual, color is essential as an 

communicative feature, where failing with the choice of color can lead to loss of credibility 

by the visitors. In this research, we found that color is a significant feature during e-

consumption.  
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5.1.2 Layout 

Layout is another factor that the visitors are likely to notice within the first few second of 

entering a web shop. According to Taylor and England (2006), the layout is one of the most 

influential features within e-commerce. Our respondents have evaluated layout at three 

stages during the buying process, at Step 1 need recognition, Step 2 information retrieval, 

and Step 4 buying decision.  

Respondents consider the layout to be of moderate importance at Step 1, during the Need 

recognition, yet there is indication that they would cancel a purchase if the layout does not 

appeal to them. During Step 2, within the Information retrieval, we can see that our 

respondents express a moderate requirement on layout, however, there is little risk of a 

cancelled purchase due to lack of satisfaction with layout. During Step 4, at buying 

decision, layout is of little importance to the respondents, and there is very low risk that a 

purchase would be cancelled due to dissatisfactory layout. We can see that altogether, 

layout is of low- to moderate importance for the e-consumers. Manganari et al., (2011) 

claims that, due to the e-consumers growing familiarity with e-consumption and different 

layouts of the web shop’s, that layout’s importance as an influence, has been reduced. This 

claim is well consistent with our research, and we can conclude that Layout is not a 

significant influencing factor during e-consumption.  

5.1.3 Navigation 

According to Chang and Chen (2008), a web shop’s navigation system is a reflection of the 

company’s competence as a whole. Our test participants express very little concern with 

the navigation at Step 1, Need recognition. This lack of concern can however be interpreted 

as lack of necessity to take in to consideration navigation at this point. During the Step 3, 

Information evaluation, again there seems to be low requirements on navigation.  It is only 

at Step 4, when the purchase is to be conducted, that the feature navigation really appears 

to be important. The reason that navigation appears unimportant at many phases of buying 

process, can be found in the fact that e-consumers are overall comfortable with e-

consumption in a whole, and react to navigation’s characteristics only when the payment 

methods is to be chosen.  
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At Step 4, during buying decision, when the respondents were asked to pick a payment 

method, the navigation increased drastically in importance. According to Silentum (2012), 

the research published on consumer behavior online, 6 out of 10 e-consumers have at some 

point during buying decision experienced discomfort. Previous research suggests that the 

reason for discomfort is due to confusion with payment methods. Despite navigation being 

overlooked some parts of our experiment, where the respondents indicate it is of low 

influence, we can still conclude that with its decisive role during completion, it is very 

much influential.  

5.1.4 Product information 

Product information is one of the visual factors every e-commerce consumer is exposed to 

when going through a buying process. The product information online is of higher 

importance than in physical store because the customer cannot touch or feel the product, 

which put high demands on providing good descriptions of the characteristics of products 

(Kim, Kim & Lennon, 2006). Providing clear product information helps the customer 

visualize the product, hence minimizing customer uncertainty. In our investigation, product 

information appeared on two steps, Step 2 (information retrieval) and Step 3 (information 

evaluation). In Step 2, information retrieval, product information got fairly high points in 

the rating of overall attitude on the importance of product information at this stage, and 

when respondents were asked if they would cancel a purchase at this step because of 

dissatisfying product information the scoring was very high. This indicates that the feature 

product information is more important than the respondents first expressed. This 

corresponds to the literature where Lennon & Ha (2010) argues that having clear and 

descriptive product information decides whether or not the customer stays on the web shop. 

In this case, the respondents are unconsciously staying on the web shop because of the 

satisfied product information.  

During Step 3, information evaluation, the respondents indicated that they have high 

demands on product information. The same types of high ratings were observed when 

asked if they would cancel their purchase because of insufficient product information. 

These results are consistent with the literature where the respondents are in the pursuit of 

finding the web shop that offers the best solution.  According to Tagg and Kawaf (2007) 

customers value written information more than the images in the pursuit to create a fair and 
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visual idea of the product, which demonstrates the importance of product information at 

this stage. In both stages, the ratings were high when respondents were asked if they would 

cancel their purchase due to lack of product information. This is supported by the literature 

where previous research shows that 40 % of customers give up their online purchase if they 

experience a lack of product information (GS1 UK, 2014). 

 

5.2 Buying process evaluation 
Our theoretical model is based on John Dewey’s buying process (1998). An analysis has 

been done by linking data gathered from the experiment to existing literature of the buying 

process.  Below describes and analyzes the buying process based on experiment results of 

the features. 

5.2.1 Need recognition 

According to Bruner (1986) a need is triggered if there is a change in either the consumer's 

true condition, the consumer's ideal state, or in both states. In e-commerce need arises most 

often in the ideal state where there is no physical access to the store. According to Comegys 

et al. (2006) a need may arise either through an internal stimuli that comes from the 

consumer himself/herself, or external stimuli coming from anything in the consumer actual 

environment. This study's empirical data shows that respondents react more to external 

stimuli than internal stimuli within e-commerce. An example of external stimuli is when a 

person shows a hat with “cool” color on a blog, and another person is experiencing a need 

for that particular type of hat. The influence of external stimuli is strongly associated with 

a consumer's perceived needs (Comegys et al., 2006).  

In the experiment presented, respondents showed that they were far more affected by 

external factors. The factor that got the highest rating in this step was color, closely 

followed by layout, while the feature navigation got the lowest ratings. This result is due 

to color and layout being external stimuli that affect the psychological need stronger than 

the navigation, which is a weaker form of external stimuli (Workman & Studak, 2006). As 

e-commerce takes place in ideal conditions, the consumer is far more affected of what it 

sees (external stimuli), which explains why the features color and layout are very important 

at this step in order to attract the consumer. According Workman & Studak (2006), it is 
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common that the products are designed to stimulate the psychological needs that can help 

consumers achieve an ideal state, rather than the actual state. This was noticed on the 

respondents' answers in the test, where high ratings had been given to the features color 

and layout that ensures to saturate the ideal state. 

5.2.2 Information retrieval 

During Step 2, information retrieval, our respondents were asked to rate how important 

they consider accessibility to information, and how significant they consider layout is at 

this stage in the buying process. Huber and Klein (1991) argue that for a consumer to go 

through with the purchase of some particular product, the product needs to reach a certain 

level of reliability.  Our test respondents express that information accessibility is of high 

value, and that if the web shop fails to meet their demands, they are likely to cancel their 

purchase and go elsewhere. The reason that our respondents express only slightly higher 

than moderate requirement on product information at this step may seem bit surprisingly. 

However, according to Hsieh and Tsao (2013) the web shop’s design, or layout, can be a 

source of confidence for the visitors, where a web shop with high quality may appeal much 

enough for the product information criteria to go slightly down. Despite being a changing 

factor when it comes to product information, layout on its own is very little valued by our 

respondents. Little concern is put in the feature layout at the step of Information retrieval 

and our respondents express that they are not likely to cancel a purchase due to insufficient 

layout. This can be explained with the theory of Manganari et al., (2011), that layout 

decreases in significance when consumers gain in e-commerce experience.  

5.2.3 Information evaluation 

It is in this phase that the consumer evaluates various alternatives and then chooses the best 

alternative from the possible options (Häubl & Trifts, 2000; Park and Cho, 2012). 

According Park and Cho (2012), the consumer's evaluation of alternatives is conducted by 

comparing possible benefits (e.g., price, warranty, product information, brand and size) 

with the consumer's underlying needs. Because we chose to experiment with a product that 

has the same price in all the tested web shops, the price ceased to be a factor in the 

evaluation of information. Bhatnagar and Ghose (2004) argues that when a customer has 

accepted a price, it ceases to be an important aspect of the purchase decision process. 

Instead other features will be of major importance, such as product information (Park and 
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Cho, 2012). In order for a consumer to consider a purchase, it is required that the product 

achieves a high reliability (Huber & Klein, 1991). The results show that the respondents 

desire high reliability through clear product information.  That allows the perceived product 

risk to decrease (Huber & Klein, 1991). This is because consumers mostly perceive product 

risk associated to, for example, quality and size, which can be averted by using clear 

product information (Huber & Klein, 1991). Even though the navigation was of lower 

importance to the respondents, this element is still important within e-commerce because 

it saves time and trouble for the consumers, which keeps the value of product above the 

effort (Comegys et al., 2006). 

The results showed that Siba had the highest ratings for the features navigation and product 

information. The high rating of navigation affects the phase of information retrieval as long 

as the respondent does not experiencing inconvenience, and the time spent on information 

research does not exceed the value of the product itself (Van der Heijden et al., 2003). This 

means that the perceived inconvenience and time saved rarely exceeds the value of the 

product, which is also something that Comegys et al. (2006) argues. This combination has 

given rise to respondents experiencing a positive correlation between navigation and 

product information, which affects the consumer's evaluation in a positive way, explaining 

Siba’s better rating than the competition (Huber & Klein, 1991; Comegys et al., 2006). 

5.2.4 Buying decision 

Having reached Step 4, Buying decision, the consumer has already evaluated several 

features, and decided to proceed with the purchase. Prasad and Aryasri (2009), claim that 

online buyers are less careful and are more likely to make purchases impulsively. However, 

many e-consumers have a tendency to cancel their purchase due to experienced discomfort 

with the web shop.  According to Silentum (2006), 6 out of 10 e-consumers have some 

time cancelled an ongoing purchase due to feeling discomfort during the buying decision, 

for example during selection of the purchase method. We can see that this alertness during 

buying decision is reflected in our research where our respondents give the expression of 

having high demands on web shop navigation during selection of paying method. Our 

respondents also provide the opinion that, if the web shops navigation system lack in 

smoothness, they are likely to cancel their purchase. Our test brought to our attention, how 

separately valued each of the features are depending on where in the buying process the 
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respondents is. The feature navigation is nearly neglected at other steps, but when choosing 

a paying method, navigation suddenly rises greatly in significance. Another feature we had 

in our theoretical model at this step was layout. Much of the earlier literature suggests that 

layout is of great importance, yet our respondents considered it of low significance and not 

really a factor that affects very much. Reason for this result can be found in that all of our 

respondents are well familiar with using internet and browsing commercial webpages, and 

for that reason neglect layout. Manganari et al., (2011) argue that due to the increased e-

consumption, the consumers have gained familiarity with the web shops, and for that 

reason the layout as a feature has decreased in influence.  
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6. Conclusion, contributions and future research 
In this final chapter of the thesis, the conclusion is presented, followed by theoretical and 

practical contribution. Furthermore ethical considerations and suggestions for future 

research are presented. The aim of this chapter is to provide an answer to the thesis 

research question. 

 

6.1 Conclusion 
The purpose of the study was to investigate how e-consumers are affected by commercial 

web shops’ visual features and how influential these features are in regard to customers 

purchasing decision.  From this research, we were able to draw some conclusions on how 

affected the e-consumers are by the visual features that surround them within e-commerce.  

After conducting the experiment, it became apparent that all of the selected commercial 

web sites were of high quality and are rather similar to each other. Therefore, it became 

difficult to specify to which extent the different features affected the participants in the 

purchasing decision. However, through the experiment we still found that the feature color 

is of great importance, especially in the early stage of the buying process. Based on this, 

we can conclude that color has a high significance within e-commerce, as dissatisfied 

potential customers are keen to cancel an attempted purchase and go somewhere else. 

Furthermore, it was found that the participants expressed moderate importance for layout 

within the early steps of the buying process. However, the importance decreased within the 

final step of the buying process. As such, we draw the conclusion that layout is of low- to 

moderate importance for the e-consumer. During the evaluation of the feature product 

information, we found that it was of a much higher importance than our participants first 

expressed. As the participants reached the step of information retrieval, they expressed the 

likeliness to cancel the ongoing purchase as higher than their general attitude towards the 

importance of product information. Based on this, our conclusion is that product 

information is of high importance throughout the buying process. Finally, evaluating the 

feature navigation, we found out that our participants expressed low requirement for this 

feature within most of the buying process. However, as the participants reached the final 

step where the paying method is chosen, navigation reached high importance. 

Conclusively, despite that our research was limited to only a small group of experiment 
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participants, as well as a small number of visual features to evaluate, we can clearly see 

that visual features do affect the e-consumers. Therefore, for businesses to maintain 

competitiveness in a rapidly growing market, the visual features of their online businesses 

platform must be taken in to consideration. 

 

6.2 Theoretical contribution 
Ever since e-commerce took off, the businesses online have been interested in consumer 

behavior and preferences. The aim of this study was to explore how e-consumers are 

affected by the different visual features that they come across while attempting to make a 

purchase. Prior research has to some degree already brought forward indications, however 

in the field of e-commerce and the affection of visual features, the research has not been 

saturated. This study was conducted with real life potential consumers, in a simulated 

situation of an implementation of a purchase, we were able to distinguish to what degree 

the experiment participants were affected by the visual features. Therefore, this dissertation 

contributes an understanding of the affection within our selected features, but also a 

pathway for similar studies.  

 

6.3 Practical contribution 
With an increasing competition for the customers online, it is crucial for the businesses 

online to take in to consideration everything that might affect the customers. Therefore, the 

results of this study will contribute to businesses’ better understanding of their potential 

customers and improve their online retailing. The main usefulness of this study lies within 

the recognition of how the different visual features affect the e-consumers, and how they 

react to these features at several steps of the buying process. Companies can, by taking into 

account this study either avoid losing potential customers to competitors, but also boost 

their own competitiveness.  
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6.4 Ethical considerations 
Our ambition was to, objectively, understand and explain how visual features affect the 

consumers and their buying process. As e-commerce continues to grow, businesses are 

doing their best to track and understand the consumer behavior and then use the gathered 

information in a commercial way. There are claims, that consumers privacy online is under 

threat as their actions are being tracked, even at sites that are supposed to be non-

commercial. However, marketers and businesses argue that understanding consumer 

behavior is something that is supposed to serve the consumer, and as long as no laws are 

broken, it is a fair game. The idea of understanding ones customers has always existed, and 

many times it has motivated beneficial changes for the consumers.  

 

6.5 Future research 
Due to the nature of e-commerce with its rapid development, it is important to understand 

if and why the consumers’ preferences shift. Therefore, there is a necessity for constantly 

updating the understanding of how consumers are affected. There are large numbers of 

influencing factors within e-commerce. To be able to compete about the growing e-

commerce that is arising, especially in China and India, businesses and marketers should 

keep track on consumer behavior. We also believe that studies, such as our own, needs to 

be done with a certain frequency, among different segments groups, and with the various 

factors affecting the e-commerce. Our impression of this research is that it is highly 

motivated from a marketers’ point of view to keep a continuously updated understanding 

of consumer behavior and their preferences. During this study, we concentrated only on 

the visual features of the web shops, which leaves much over for future research. However, 

since e-commerce is rapidly growing, with technology and internet constantly updating, 

marketers must stay aware of what opportunities may arise.  

During our study we came across relevant research that aims to understand how the human 

eye is drawn to different features of a page while browsing internet. This research is called 

eye tracking. We think it is important for businesses to understand how the human eye 

reacts to different colors and other features of a website, to be able to better communicate 

advertisement. Therefore, deeper research on eye tracking might raise the businesses 
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competiveness. Future research could contain studies on website features other than those 

we chose for our study, assisted with other buying models as well, depending on what the 

researchers are set to investigate upon. We would also recommend that studies, in line with 

this one, conducted by us, are repeated with a certain frequency, because of the importance 

to keep pulse on consumer behavior and preferences. 
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8. Appendix 1: Survey 
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