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Summary 

Das Unternehmen Wever & Ducré BVBA wurde 1984 in Belgien gegründet und 

2011 in die Unternehmensstruktur der XAL Holding GmbH eingegliedert. Das 

Produktportfolio inkludiert Innen-, Außen- und dekorative (architektonische) 

Beleuchtung. Wever & Ducré ist derzeit nur in der B2B-Beleuchtungsbranche tätigt, 

strebt jedoch danach den B2C-Markt in Belgien und Norddeutschland bis 2021 zu 

erschließen. Das Hauptziel der vorliegenden Masterarbeit ist die Erarbeitung eines 

Online-Marketingkonzeptes für die Regionen Belgien und Norddeutschland, dessen 

Implementierung dazu beitragen soll, B2C-Kunden für ein Unternehmen zu 

generieren, das derzeit nur in der B2B-Branche tätig ist.  

 

Die vorliegende Arbeit gliedert sich in zwei Hauptteile: Im Teil I wird eine 

theoretische Grundlage erarbeitet, indem Begriffe, Techniken und Konstrukte 

definiert werden, die im Zuge einer Online-Marketing-Konzepterstellung 

berücksichtigt werden müssen. Das Ergebnis dieser umfangreichen Literatur-

recherche ist eine siebenstufige Konzeptstruktur, die den Ausgangspunkt für Teil II 

darstellt. Teil II befasst sich mit der unternehmensspezifischen Entwicklung eines 

Online-Marketing-Konzeptes, das zur Erreichung der Unternehmensziele beitragen 

soll. Herzstück der Konzepterstellung ist die empirische Definition einer B2C-

Kundengruppe: Im Zuge dessen wird ein Mixed-Method-Ansatz (Kombination aus 

Primär- und Sekundärforschung) für die Definition von Personas verfolgt. Durch die 

Bestimmung von Knock-out- und Attraktivitätskriterien konnte für jeden Markt ein 

gewinnversprechendes Segment identifiziert werden. Mit Hilfe von 10 qualitativen 

Interviews aus Belgien und 5 aus Norddeutschland konnten zwei Personas definiert 

werden. Persona-Merkmale dienten als Grundlage für die Auswahl von 

Marketingstrategien. 

 

Literaturquellen zweifeln an der Zweckmäßigkeit Online-Marketingstrategien 

gegeneinander auszutauschen und verweisen darauf diese parallel anzuwenden – 

jedoch priorisiert. Die folgenden Prioritäten wurden basierend auf 

Forschungsergebnissen, Branchenerfahrungswerten und einer Kosten-Nutzen-

Analyse (inkl. Präferenzanalyse) festgelegt: SEO, Content Marketing, SMM, 

Affiliate-Marketing und EMM. Mit den verfügbaren Ressourcen wurden ein 

Zweijahresbudgetplan sowie ein dynamischer Aktionsplan erstellt. 
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Abstract 

Wever & Ducré BVBA was founded in Belgium in 1984 and was acquired by XAL 

Holding GmbH in 2011. The company’s product range focuses on indoor, outdoor, 

and decorative (architectural) lighting. Wever & Ducré is currently only active in the 

B2B lighting industry but strives to enter the B2C market in Belgium and Northern 

Germany by 2021. The main objective of the present master’s thesis is to elaborate 

an online marketing concept for the regions Belgium and Northern Germany, with 

the subsequent implementation of which B2C customers can be generated for a 

company currently only active in the B2B industry. 

 

The present thesis is divided into two main parts: Part I aims to provide a theoretical 

basis by defining terms, techniques, and constructs used in the course of an online 

marketing concept creation process. The result of the comprehensive literature 

research is a seven-step concept structure that serves as the starting point for part 

II of the elaboration. Part II of the thesis deals with the company-specific 

development of an online marketing concept that should contribute to achieving the 

predefined company objective to tap a new customer group. The starting point for 

the empirical concept creation is the definition of a B2C customer group: For this 

purpose, a mixed-method approach is used to define personas, in which both 

secondary and primary research are combined: A market segmentation (secondary 

research) was carried out for Belgium and Northern Germany. By defining knock-

out and attractiveness criteria, one promising segment could be identified for each 

market. With the help of 10 qualitative interviews from Belgium and 5 from Northern 

Germany, two personas could be defined. Persona characteristics served as the 

basis for selecting marketing strategies. 

 

Literature sources indicate that it is not expedient to exchange online marketing 

strategies with each other, but that they should be used in parallel – however, 

prioritised in order. The following priorities were determined based on the research 

results, industry experience, and a cost-utility-analysis (incl. preference analysis) for 

weighting: SEO, content marketing, SMM, affiliate marketing, EMM. A two-year 

budget plan, as well as a dynamic action plan, were drawn up with the resources 

available.  
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1. Introduction 

The first chapter is concerned with the initial situation, the description of the 

challenge as well as this thesis’s objectives. The frame of reference included in this 

chapter is intended to provide an overview of the structure. 

 

1.1. Initial Situation 

Until recently, the literature repeatedly described the need for a separation of 

marketing measures for business customers and end consumers off- and online. 

The resulting customer-oriented communication concepts Business-to-Business 

(B2B) and Business-to-Customer (B2C) were, therefore, carried out separately and 

had strategies as their focus. In order to keep costs down or allow key skills to be 

developed into core competencies, it was customary to focus on one of the two 

customer segments as a company. However, two trends emerged in recent years: 

Studies indicate that due to digitalization, B2B customers prefer to be treated more 

like B2C customers. Furthermore, in consequence of increasing use of the internet, 

it is easier for end consumers to request products directly from the producing 

companies, which has ignited the debate whether it is profitable for B2B companies 

also to enter the B2C business field (cf. Hidalgo, 2015, p. 10.). 

 

As early as 2017, the Boston Consulting Group (BCG) published an article based 

on studies on the changing behavior of B2B customers in the E-commerce industry. 

The results of this article indicate that the approximation of marketing activities for 

B2C and B2B customers is indeed possible in the context of an overall differentiated 

solution due to the fact, that the current B2B customer purchasing behavior is 

changing towards one of the current B2C customers (cf. Anderson  et al., 2017). 

With his book on the relevance of B2B and B2C social marketing, Kramer predicts 

that there won’t be a distinction between those business fields in the future. In his 

opinion, the development is heading towards a so-called Human-to-Human (H2H) 

marketing, since in both business fields, only people are responsible for decision-

making processes. Due to the change in behavioral patterns of customers, B2B 

companies now have the opportunity to revive stagnant business growth and 

expand in the B2C sector with fewer resources needed than a few years ago (cf. 

Kramer, 2017, p. 10.).  
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With reference to the lighting industry, northern European countries, notably 

Denmark, Northern Germany, Belgium, and Sweden, are among the most promising 

ones due to the high purchasing power and the willingness of the population to 

invest in high-quality furnishing. Among those countries, Belgian households spend 

a majority of approximately 25% of their income on housing and utilities, including 

furnishing and household equipment, which is above the European average (21%). 

Beside the fact, that Belgium is ranked 21st in national competitiveness (Global 

Competitiveness Index 4.0) and the operational risk of the country with an index 

score of 71.6 (out of 100) is considered as relatively low, the economic potential for 

the lighting industry can also be seen in the rising E-commerce revenues.  

 

The E-commerce market in Belgium generates an amount of 7,412.3 million USD, 

the highest digital revenues in Europe, which represents a share of 51,8% of all 

digital expenditures made. By 2023 the E-commerce market in Belgium is 

forecasted to show a steady growth of 6,2% per year, and user penetration is 

expected to hit 73,2% (see figure 1) (cf. Mälkki et al., 2019, pp. 13-65.).  

 

The attractiveness of the Belgian market with regards to the lighting industry has 

already been recognized in 2011 by the XAL Holding GmbH when they carried out 

an acquisition strategy and the Belgian (B2B-) brand Wever & Ducré was 

incorporated in the company structure. The since then still very stable situation of 

the country and the growing E-commerce sector have prompt XAL Holding GmbH 

Figure 1: Forecast E-commerce revenues in million USD Belgium (Mälkki et al., 2019, p. 64.) 

 



4 
 

to invest further in this area. With the brand Wever & Ducré, the company strives to 

expand its existing field of activity (B2B) in Belgium and parts of Northern Germany 

by extending their current B2B online appearance to one adapted to the B2C sector. 

 

1.2. Challenge 

Due to digitalization trends in recent years, end consumers are able to request 

products not only from sales partners but also from the producers themselves. The 

biggest challenge for producers (B2B companies) is, therefore, to set measures that 

allow dealing with the changed market situation without harming current business 

structures. 

 

Besides the general structural changes, in terms of capacity, logistic systems, know-

how, and redistribution needs of current sales organizations, the definition, and 

development of methods for reaching new customer groups represent great hurdles 

to overcome for businesses when pursuing new transitioning goals. For a company 

seeking to target new groups of customers, it is required to ascertain right from the 

beginning which potential customer segments are eligible and, furthermore, which 

customer segments are most likely to maximize revenue and where to find them. 

B2B companies are usually less familiar with B2C strategies as they leave that up 

to their distribution partners. Therefore, they might lack the ability to define the right 

objectives, to identify their target audiences, or to choose the proper channels in 

order to drive online demand as well as customer retention for their products.  

 

In the case of the company Wever & Ducré, which plans to break new ground in the 

B2C industry in Belgium and parts of Northern Germany, it can be envisaged in 

advance, that rethinking and acquiring new tools/ methods in this field means a 

significant additional effort and a great challenge for current employees.  
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1.3. Objectives 

In order to create a basis and secure a measurable output, the following company 

and thesis objectives have been defined.  

 

1.3.1. Company Objectives 

The main objective of Wever & Ducré is the transition from a B2B company to one 

adapted to the B2C sector, starting with the launch of a B2C (and B2B) online shop 

by January 2021 in Belgium and Northern Germany.  

 

The first-sub goal of the company is to increase the traffic by new users to the 

website by 50% (based on 207,356 users between 24.06.2018 – 23.06.2019) from 

31st January 2021 to 31st January 2022. Furthermore, the company aims to 

generate a turnover of 100,000 euros from B2C customers within one year after a 

successful online shop launch. The expected ROMI should be min. 180% of the 

capital spent on marketing one year after the launch of the online shop. 

 

1.3.2. Thesis Objectives 

The main objective of the present master thesis is to elaborate an online marketing 

concept, with the subsequent implementation of which B2C customers can be 

generated for a company currently only active in the B2B industry. The concept is 

carried out on the example of the brand Wever & Ducré in the lighting industry for 

the regions Belgium and Northern Germany. 

 

1.3.3. Non-Objectives 

The scope of the present master thesis does not include the implementation and 

evaluation of the online marketing concept.  
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2. Frame of Reference 

 

 

 

 

 

  

 

 

 

 

 

  

Figure 2: Frame of Reference (own presentation) 

Online Concept for the Company Wever & Ducré in the Lighting Industry 
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3. Business Relationships 

Business relationships are defined as any kind of connection that exists between a 

company and individuals, groups, or institutions. Those connections to so-called 

stakeholders (defined as a person or group who is influenced or influences a 

company and has an interest in the outcome of an internal process) can either be 

internal or external. A potential list of relationships a company maintains may, 

therefore, include end-users, suppliers, other businesses, employees, agencies, 

consultants, service providers, or vendors. Depending on how relevant a group is 

for a company (measured, for example, in terms of sales, supply, reputation, or 

market power), an attempt is made to cultivate these relationships intensively (cf. 

Kleinaltenkamp, Plinke & Söllner, 2015, pp. 3-5.). The value created for a company 

due to maintaining relationships is represented by the term relational capital and is 

part of the goodwill of a company. From the nature and intensity of the effort to 

maintain and strengthen certain relationships, groups and individuals can be 

identified, which are essential for the continuity of a company. The results of this 

identification process are specialized companies that focus on serving one (or less 

often, more than one) market (cf. García-Merino, García-Zembrano & Rodríguez-

Castellanos, 2014).  

 

3.1. Types of Business Relationships in Commerce 

The definition of the term business relationship in commerce is further specialized 

as a relationship aiming to operate commercially to a pre-defined group of 

customers. The type of business relationship, in terms of length, intensity, value per 

customer, etc. heavily depends on the size of the company as well as the products 

or services offered (cf. Reklaitis & Pileliene, 2019). In general, five sub-disciplines 

of business relationships can be found in literature, all of which at least must be 

considered in day-to-day business operations, no matter which target group a 

company has specialized on. In the following, the most important types of business 

relationships will be discussed. Furthermore, an overview of current market-specific 

marketing measures will be stated in order to illustrate which attempts are made to 

relate to the various customer groups (cf. Behl & Manocha, 2012). 
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3.1.1. Customer Relationships (B2C & C2B & C2C) 

A company that specializes in trading with individual clients is a so-called Business-

to-Consumer (B2C) company. The aim of companies active in B2C industries is to 

define a group of customers as a target audience, to develop a process to acquire 

them successfully, and to set measures to maintain them. B2C marketing is often 

described as facilitating emotions. Decision-makers are individuals who decide 

more often out of gut feeling or curiosity than rational considerations. On the one 

hand, the irrational decision-making process of consumers leads to opportunities 

that justify higher selling prices over subjectively attributed value, on the other hand, 

it also creates the risk of unpredictability and ambiguity about future market 

developments (cf. Reklaitis & Pileliene, 2019). 

 

Literature sources are no longer entirely consistent about how customers can be 

addressed most effectively in B2C marketing. The 4Ps (product, price, place, 

promotion) model in B2C marketing by Jerome McCarthy (1960) is still taught at 

universities, but according to practice experiences, it is no longer tenable, not least 

due to the lack of customer orientation. The attempt to expand the 4Ps to 7Ps 

(adding people, processes, and physical evidence) also fails in practice because of 

the lack of digitalization aspects. In 1990 Bob Lauterborn was the first revolutionizing 

the traditional view on B2C marketing with his 4C model, including the dimensions 

consumer, costs, convenience, and communication (cf. Lauterborn, 1990). 

 

A study published in 2013 within the Harvard Business Review introduces a new 

model that since then has been used as a modern approach in B2C marketing as a 

further development of the 4C model. The SAVE model includes the dimensions 

solution, access, value, and education. ‘Solution’ in this context means that it is not 

the product itself that is at the forefront, but the solution it offers for a customer-

specific problem. The traditional offline trade on a large scale is already in the past. 

The ‘access’ dimension, therefore, not primarily focuses on locating distribution 

channels but on providing complete information across multiple connected 

channels, which aims to allow customers a convenient purchasing process. The 

term ‘value’ replaces the old concept of the price in the 4Ps model. While the price 

is understood more production-cost-related, the dimension value is about making it 

clear to the customer that a product is worth the amount it has been charged for. 
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The focus is, therefore, not on communicating the price but on communicating the 

value. ‘Education’, as the last dimension of the SAVE model, refers to the fact that 

advertising, especially online, is considered as distracting and annoying, even when 

funding free content. The term ‘education’ in this context is associated with the term 

inbound marketing. Inbound marketing activities aim to provide informative 

(educational) content about products and companies to generate sales from those 

customers who are genuinely interested in the products or services offered (cf. 

Ettenson, Conrado & Knowles, 2013). 

 

Another rather subtle way in which companies can relate to consumers is through 

Consumer-to-Consumer (C2C) markets. Those markets are characterized by 

businesses not actively selling to customers but creating an environment in which 

consumers can trade with one another. Above all, this type of market is almost 

exclusively an electronic one in which companies only act as intermediaries and 

receive a commission on transactions. In terms of marketing, C2C markets provide 

businesses with the opportunity to generate information about products and 

experiences in order to provide a starting point for further product improvement (cf. 

Behl & Manocha, 2012). 

 

As companies can create value for customers, it is also possible in reverse. 

Consumer-to-Business (C2B) markets describe the value creation by consumers 

(act as a seller) and the use of this value by companies (act as a buyer). Recognized 

models in C2B are co-creation or crowdsourcing (cf. Behl & Manocha, 2012). 

 

3.1.2. Partner Relationships (B2B) 

Partner relationships, or better known as Business-to-Business (B2B) relationships, 

focus on trading between companies. According to literature, successful B2B 

relationships especially distinguish themselves from other types of relationships 

through an increased flow of information about product or service details. In B2B 

industries, mainly industrial goods are traded (cf. Povolna, 2017). Unlike other 

relationship types, B2B buying is not performed by individuals but a group of people 

(buying center). Compared to B2C purchasing processes, B2B ones are considered 
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to be more rational, not least, because the perceived risk is higher (cf. Behl & 

Manocha, 2012). 

 

According to literature, the SAVE and the 4C model previously described for B2C 

marketing can be applied more readily to B2B marketing as more traditional models 

like the 4P and 7P model. The central focus, however, diverges away from an 

emotional customer marketing towards a more rational one. Digitalization, as a 

central trigger for market change, has also shifted B2B marketing significantly into 

the virtual world in recent years. The desire for personal customer care is gradually 

giving way to the demand for online solutions that promise to speed up purchasing 

processes. Personal contact is still an essential part of successful sales, but it has 

been postponed in the chronological order of the sales process further back. During 

a purchasing process, B2B customers first are interested in receiving information 

online about products, services, or past experiences, which causes sales and 

marketing to merge continuously. After the first information-gathering phase, B2B 

customers still prefer personal contact (cf. Povolna, 2017). 

 

3.1.3. Employee Relationships (B2E) 

Although a majority of businesses have specialized in selling outside of the 

company, another commerce type became popular in recent years. Business-to-

Employee (B2E) commerce involves advertising products or services of a company 

to own employees. With extended employee discounts and in-house application 

advertisements, employees are tried to be encouraged to buy from the company (cf. 

Harting, 2002, p. 10.). The expected positive side effect of B2E is the fast spread of 

information, the potential of positive word of mouth, loyalty, and the increased 

productivity due to a firmer belief in own products or services. Tools used include 

classical inward marketing activities combined with human resource management 

(HRM) (cf. Rainer, Prince & Cegielski, 2013, p. 217.). 

 

3.1.4. Administration Relationships (B2A & B2G) 

Due to its market size, less known are the maintenance of communication and 

business relationships between companies and (public) authorities, also called B2A 

(Business-to-Administration) or B2G (Business-to-Government). The central object 
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of this industrial sector is to enter commerce with municipalities or states. Decision-

making processes are described as lengthy and complex. Hearing and application 

processes are often part of sales processes (cf. Forbes & Ahmed, 2011, p. 211.). 

 

3.2. Definition of Business Relationship Management in 

Commerce 

When companies decide on which markets to operate in, steps must be taken to 

manage customers in those markets effectively. Business relations are managed 

within the discipline of customer relationship management (CRM), which describes 

the cross-functional constant orientation of a company to its customers and the 

systematic development of customer relationship processes. CRM is characterized 

by collecting and passing on customer data, which should make it possible to build 

or consolidate profitable long-term relationships. Data collected is incorporated in 

marketing, sales, and service concepts using modern information and 

communication technologies to enable individual solutions despite large customer 

bases (cf. Kleinaltenkamp, Plinke & Söllner, 2015, p. 104.). Literature sources 

describe three main functions of CRM, including customer acquisition, maintenance, 

and retention (cf. Dalla Pozza, Goetz & Sahut, 2018). 

 

3.2.1. The Role of CRM in Customer Acquisition, Maintenance, and Retention 

Customer acquisition processes describe a company’s attempt to attract individuals 

or groups who are not yet customers. The role of CRM in this process is quite clear: 

Stored data is used to differentiate potential customer groups, which can be 

addressed through direct marketing or personal sales promotion. Data provides 

information, for example, on product and service requirements, time of purchases, 

price preferences, quality requirements, etc. Once these data have been filtered, 

they are used in marketing specifically to provide both new and existing customers 

with product information. An accurately defined customer profile enables a company 

to gain a clearer picture of its customers’ needs, allowing them to focus on targeted 

actions that increase the efficiency of marketing and sales activities (cf. Dalla Pozza, 

Goetz & Sahut, 2018).  
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3.2.2. CRM Performance Dimensions 

According to literature, CRM performance is influenced by four dimensions – 

strategic, organizational, customer management, and technological – which have to 

be implemented in every CRM process. The organizational dimension describes the 

necessity of a company to change current structures, including changing 

employees’ attitudes by fostering the development of a customer-centered culture. 

The technological dimension mainly refers to systems capable of collecting 

customer data (analytical, collaborative, and operational). Customer management 

describes the dimension, which emphasizes the need to classify customers in order 

to allocate resources according to their segment value (e.g., with ABC analysis). 

Within the strategic dimension, the need for top management involvement is 

associated with a higher likelihood for CRM to succeed (cf. Dalla Pozza, Goetz & 

Sahut, 2018). 

 

According to a study researching the variables of CRM performance, the four 

dimensions were investigated based on the relative time in which they are 

implemented in a company. Results show that prior attention should be paid to 

activities and developments related to the organizational dimension. Delayed 

implementation of organizational alignment harms CRM performance – compared 

to other CRM dimensions. Therefore, budget constraints should prioritize boosting 

organizational CRM activities. According to study results, not all of the four 

dimensions are equally involved in reaching the goals of the three main functions of 

CRM (acquisition, maintenance, and retention). In the case of customer acquisition 

and recovery, organizational alignment, as well as CRM technology used, are 

counted as crucial factors for success, whereas strategic measures and customer 

management are the dimensions assumed to be responsible for successful 

customer maintenance. The four dimensions cannot be considered separately from 

each other, and a hierarchy in implementation priority can only be set up to a limited 

extent. Nevertheless, it is believed that prioritizing the organizational dimension in 

implementation lays the foundation for the success of the others (cf. Dalla Pozza, 

Goetz & Sahut, 2018). 
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3.2.3. CRM software usage and market figures 

CRM is a discipline used in almost every company since continuity would not be 

guaranteed otherwise. However, the specific use of CRM software systems is 

becoming increasingly popular in the business world (cf. Kumar & Reinartz, 

2012, pp. 3-4.). CRM is considered to be the fastest-growing category of enterprise 

software since 2017. With a market share of 19,5%, Salesforce is deemed to be a 

worldwide market leader in the CRM software industry. Also listed among the most 

successful software providers are SAP, Oracle, Adobe, and Microsoft in worldwide 

comparison (cf. Columbus, 2019). 

 

The data warehouse represents the heart of any CRM system. It bundles and stores 

all information and processes it within reporting and analysis processes. So-called 

data mining (the application of statistical analytic methods on big datasets) is then 

used in order to figure out cross-connections between data. For commerce 

(especially electronic commerce), CRM software systems are mainly used in 

marketing for personalization and automatization tasks. In general, technological 

costs for CRM software implementation account for one-fifth to one-third of the total 

implementation costs of CRM (cf. Kumar & Reinartz, 2012, pp. 76-80.). 

   



14 
 

4. Market Segmentation 

In literature, a wide range of definitions for the construct of market segmentation 

exists. However, what all of these have in common is that the main aim is to split an 

entire market into smaller units. Demographic characteristics, personal preferences, 

lifestyle, etc. can be used as segmentation criteria. The relevance of market 

segmentation in marketing is mainly justified by the fact that measures can be 

planned and implemented in a targeted manner, which leads to increased marketing 

efficiency. With regard to market segmentation, three main strategies can be 

distinguished. The first market segmentation strategy is called a concentrated 

strategy. If this strategy is pursued, companies only focus their marketing measures 

on one segmented market and supply it with a product tailored for it. The second 

strategy is the differentiated market strategy, in which modifications of one product 

are used to serve different market segments. The third strategy is the 

undifferentiated market strategy, in which the entire market is viewed as one 

segment and a product is placed using the same marketing measures for the whole 

market (cf. Camilleri, 2017, pp. 77-78.). 

 

Market segmentation based on customer variables can either work one-

dimensional, if only one variable is used to divide the market or multi-dimensional if 

several variables are used. In one-dimensional market segmentation (also known 

as ‘a priori’ or convenient segmentation), the analysis does not necessarily require 

primary data, but data from secondary sources. As the name ‘a priori’ suggests, it is 

a segmentation method that defines in advance whether a market should be divided 

based on demographical, geographical, psychographic, product-related, or 

consumer behaviour data. On the contrary, if the market is divided based on multi-

dimensional variables (a posteriori or post hoc), it is assumed that market segments 

are not known in advance and can only be made visible with the help of primary 

data acquisition and analysis. Since exclusively tailored data leads to a solution 

within the ‘a posteriori’ approach, primary data collection is considered to be the 

most expedient method. The a priori and a posteriori approach are two theoretical 

extremes that do not occur in practice in its pure forms. Mixed models that make 

use of primary as well as secondary research are proven more realistic. For 

companies that are not yet able to access customer data from the past or have not 

yet defined their customer group, data-driven (a posteriori) segmentation is 
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considered to be more expedient, however, combined with an a priori approach (cf. 

Dolnicar, Grün & Leisch, 2018, pp. 14-16.; cf. Camilleri, 2017, pp. 77-78.). 

 

4.1. Market Segmentation Process 

In literature, market segmentation analysis consists of 10 steps, which are the same 

for both – a priori and a posteriori segmentation. In the following, each is explained 

in more detail. 

 

4.1.1. Step 1: Decision making 

Market segmentation involves costs. A company should, therefore, decide in 

advance whether a market segmentation analysis should be carried out (cf. 

Dolnicar, Grün & Leisch, 2018, pp. 25-26.). The cost-benefit analysis (CBA) offers 

a possibility for decision-making, in which the most favourable relationship between 

costs and benefits can be determined from a variety of alternatives. Table 1 below 

shows a simplified structure of a CBA.  

Table 1: Example Cost Benefit Analysis (CBA) (based on Boardman et al., 2014, p. 6.) 
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Once the values have been determined, the difference between expenses and 

benefits and savings if formed. If the benefits and savings are higher than the 

expenditures (B>E), the alternative with the greatest difference should be selected. 

If the expenditures are greater than the benefits and savings (B<E) for all 

alternatives, none should be carried out. The CBA provides the opportunity to 

evaluate alternatives, but is based on estimated values, which is why the results 

should be scrutinized thoroughly (cf. Boardman et al., 2014, pp. 4-6.). Uncertainty 

and risks occurring by using CBA can be minimized by means of sensitivity analysis 

(cf. Boardman et al., 2014, p. 171.). 

 

4.1.2. Step 2: Defining ideal target segments 

Defining roughly what the characteristics of the targeted segments could look like in 

advance can help to reduce complexity and to know precisely which data to collect. 

For this purpose, it is recommended in literature to define two types of criteria – 

knock-out and attractiveness criteria. While knock-out criteria serve the purpose of 

determining whether formed segments are worth pursuing, selected segments can 

be evaluated with attractiveness criteria. Many attempts have been made to define 

uniform knock-out criteria for the selection of market segments. A general summary 

of those is presented in table 2 (cf. Dolnicar, Grün & Leisch, 2018, p. 31.). 

 

While knock-out criteria are the same in the majority of industries, attractiveness 

criteria are individual for each company. A common way to visually represent the 

level of attractiveness is a two-dimensional model that bears the degree of 

attractiveness on the x-axis and the organizational competitiveness on the y-axis 

(evaluation plot) (cf. McDonald & Dunbar, 2013, p. 64.).  

 

Table 2: Knock-out criteria for market segment selection (based on Dolnicar, Grün & Leisch, 2018, 
pp. 32-33.; based on Camilleri, 2017, pp. 75-76.) 
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4.1.3. Step 3: Data collection 

There are four main segmentation criteria, from which to choose before collecting 

data: geographic, socio-demographic, behavioural, and psychographic. In this case, 

the term segmentation criterion describes the nature of data collected and used to 

segment a market. In the course of the geographical segmentation, the location of 

customers serves as the only segmentation criterion. The basic idea is that people 

in a country have similar preferences, language styles, and buying behaviours. As 

disadvantageous to note is that this is usually not the case and countries have 

heterogeneous consumer behaviours. Socio-Demographic segmentation uses data 

on gender (e.g., cosmetic industry), age (e.g., film industry), income (e.g., luxury 

goods), etc. to build market segments. In psychographic segmentation, the focus is 

on gathering data about beliefs, interests, expectations, etc. Lifestyle segmentation 

is used as a synonym of psychographic segmentation and, due to its complexity, 

can only be grasped by capturing several characteristics of people rather than a 

single one. Behavioural segmentation filters similarities in customer behaviour in 

order to form segments. Similarities can manifest themselves in purchasing 

behaviour in terms of quantity, frequency, occasion etc. (cf. Dolnicar, Grün & Leisch, 

2018, pp. 41-45.). The actual content and the method of data collection are then 

based on the selected segmentation criteria and can either be qualitative, 

quantitative, or both (cf. Dolnicar, Grün & Leisch, 2018, p. 45.). 

 

4.1.4. Step 4: Data Evaluation 

Before the data evaluation is performed, the collected data has to be cleaned and 

checked for plausibility (e.g., the age can be assumed to be between 0 and 100, 

every allegation outside this range is not plausible). If correlating variables can be 

identified in advance (possibly due to a Principal Components Analysis (PCA)), 

uncorrelated subsets should be selected for segmentation to reduce redundancy. In 

the course of descriptive evaluation, data can then be processed (cf. Dolnicar, Grün 

& Leisch, 2018, pp. 59-61.).  

 

 

 



18 
 

Table 3: Extraction algorithms for different scale levels (based on Favero & Belfiore, 2019, pp. 106; 
315; 318; 319; 323;548) 

4.1.5. Step 5: Extracting customer segments 

Methods for extracting segments are based on cluster analysis, in which similar 

structures are discovered in data. However, which algorithm is used for the 

evaluation depends on the nature of the data received (size and scale of variables). 

Algorithms differ in their complexity regarding the definition of ‘object similarities’ 

and tolerance to disruptive factors (cf. Kamthania, Pahwa & Madhavan, 2018). 

 

The analytic procedure in segment formation is similar to mathematical modeling 

and consists out of distant-based and model-based methods. In the course of the 

distant-based approach, the characteristics of the examined objects are recorded 

as random variables, represented as vector points in vector space with n-

manifestations. Clusters are then formed by defining a data focus and giving a 

minimally defined distance as an inclusion criterion. For this procedure, the proximity 

measure is required, which is determined for metrically scaled data using a distance 

measure and for nominally scaled data using similarity indicators (cf. Dolnicar, Grün 

& Leisch, 2018, pp. 75-81.). The different recommended algorithms for the 

corresponding scale levels are summarized in table 3 below. 

 

 

 

 

 

 

After a suitable proximity measure has been selected, methods for cluster formation 

must be applied. Those methods are either hierarchical (displayed mainly 

graphically with a dendrogram) or partitioning. Hierarchical methods include single, 

complete, average-linkage methods and the Ward process (based on squared 

Euclidean distance), which usually use the closest neighbouring technique and are 

assumed to be more suitable for smaller data sets. Partitioning methods are often 

used for data records that exceed the number of thousand. The most common 
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partitioning method is the k-means method. It consists of five steps, four of which 

are shown in figure 3 (cf. Dolnicar, Grün & Leisch, 2018, pp. 83-94.).  

 

Step 1 includes identifying how many segments to build (k). In step 2, k different 

cluster representative points are selected randomly. Step 3 is about measuring the 

distance between the cluster representative points and others. In step 4, the points 

are assigned to the nearest representative point. Step 5 includes calculating the 

mean of each cluster and its total variance. By repeating the first four steps and then 

comparing the total variance, optimal clusters can be approximated, by choosing 

the representative points with the least variation (cf. Dolnicar, Grün & Leisch, 

2018, pp. 90-91.). 

 

In contrast to distance-based clustering, the focus of model-based extraction 

methods is not on determining similarities and distances in order to assign 

consumers. It is assumed that in the right market segmentation solution, an 

individual, which was assigned to a particular group, also has characteristics typical 

Figure 3: Steps of k-means method (Dolnicar, Grün & Leisch, 2018, p. 91.) 
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for this group. In model-based clustering, the focus is on the acquisition of empirical 

data, which should serve to answer the question of optimal segment size and 

segment characteristics. If data on segment size and segment characteristics are 

available, a segment is selected in the course of the probability calculation, which 

uses existing customer information (also from secondary sources) to assign 

individuals to segments in which they most likely belong (maximum likelihood 

estimation). Clustering methods in model-based segmentation are finite mixtures of 

distributions and finite mixtures of regression (cf. Dolnicar, Grün & Leisch, 

2018, pp. 116-119.).  

 

The formation of segments is highly experimental and associated with uncertainty. 

It would be optimal to use several algorithms and to apply different strategies over 

a certain period of time for the segments received and then to decide which should 

be pursued further. In practice, however, this is usually unaffordable due to a lack 

of resources. As a consequence, a so-called stability-based data structure analysis, 

which deal which the validity in terms of reliability and stability of solutions derived 

from segmentation processes are carried out. In data structure analysis, four main 

approaches exist, cluster indices, gorge plots, global stability analysis, and segment 

level stability analysis. Cluster indices can either be internal (in a single market 

segment) or external (between market segments) and serve as a guide to 

measuring how well a segment was extracted. By measuring, for example, the sum 

of the distances of individuals within a segment (internal cluster indices), the 

similarity of these can be reflected within a segment (the lower the sum, the higher 

the similarity). Equation (1) illustrates mathematically one potential way of how 

internal distances are calculated and means that the sum of distances within a 

cluster (Wk,) with a number of k segments, results from the sum of the differences 

(d) of the number of observations assigned (h) to the respective segment (Sh)and 

their segment representative (ch).  

 

𝑊𝑘 = ∑ ∑ 𝑑(𝑥, 𝑐ℎ)𝑥∈𝑆ℎ

𝑘
ℎ=1         (1) 

 

Conversely, the similarity between segments can be reproduced by adding up the 

distances plus additional external information available and comparing segment 
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results (external cluster indices). Examples for external cluster indices are the Rand 

Index and the Jaccard Index (cf. Dolnicar, Grün & Leisch, 2018, pp. 154-155.). 

 

Gorge plots are used as indicators to analyse how well segments have been 

distinguished. For this purpose, the distance from individuals to all segment 

representatives is measured. Equation (2) serves as the calculation aid for 

measuring the distance between customer i and a segment representative c. The 

superscript parameter γ is between 0 and 1, reflects the influence of a distance on 

the overall result, and is made up of external parameters (cf. Dolnicar, Grün & 

Leisch, 2018, p. 159.). 

 

𝑠𝑖ℎ =
𝑒

−𝑑
𝑖𝑐
𝛾

∑ 𝑒
−𝑑

𝑖𝑙
𝛾

𝑘
𝑙=1

          (2) 

 

Global stability analysis and segment level stability analysis both deal with 

rearrangements. Global stability analysis is mainly about repeating the selection of 

sampling methods (resampling) in order to test the stability of a market segment. 

The aim is to find a solution that can be repeated best. The segment level stability 

is a partial solution of the global stability and measures the probability of the 

occurrence of a market segment if different segmentation solutions are available 

with different numbers of segments (cf. Dolnicar, Grün & Leisch, 2018, pp. 161-

166.). 

 

4.1.6. Step 6: Profiling segments 

After market segments have been extracted from data sets, their characteristics 

must be examined. Step 6 is only necessary for data-driven segmentation since in 

convenient (a priori) segmentation, segment characteristics are described in 

advance. In the course of profiling, the average values for each segmentation 

variable are calculated within a segment and then compared between segments (cf. 

Dolnicar, Grün & Leisch, 2018, p. 184.). Table 4 below uses a fictional example to 

illustrate how segments can be described. 
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Table 4: Example segment profiling (based on Dolnicar, Grün & Leisch, 2018, p. 185.) 

 

 

 

 

 

 

 

 

 

 

The numbers in table 4 are to be regarded as percentages and describe the degree 

of approval of people in segments 1 to 3 to the question of what motives they have 

for hiking. The column ‘total’ shows how many of the total respondents agree with a 

certain motive across all segments. Based on the data from table 4, it can be seen 

that the characteristics of segment 1 are ‘are motivated to go hiking because it is a 

social and low budget activity’. Characteristics for segment 2 (experience nature, 

get a clear mind, experience silence) and segment 3 (escape everyday life, discover 

something new) can be determined as well by choosing the motives which received 

the highest degree of approval by people within this segment. Segments do not 

necessarily have to be the same size. For better interpretation possibilities, it is 

recommended in literature to use a profile plot chart, which displays the individual 

characteristics of segments as bars, whose size depends on the percentage of 

approvals from respondents (cf. Dolnicar, Grün & Leisch, 2018, pp. 185-186.). 

 

4.1.7. Step 7: Segment description 

Step 6 profiling and step 7 segment description are both very similar since they deal 

with the closer formation of segments. However, step 7 no longer deals only with 

the prior defined segment variables, but rather with unknown that result from the 

data structure. In this context, additional variables (also called descriptor variables) 

can be demographics, buying or consumption preferences, price sensitivity, etc. and 

serve to define segments even further. Descriptor variables can be displayed either 

in tabular form or visually. For the display of nominal and ordinal scaled cross-

tabulations, it is recommended to use a bar or a mosaic chart. Histograms and box-
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and-whisker diagrams are usually recommended for metrically scaled variables. 

The aim of a segment description is to ensure a clear assignment using the definition 

of memberships. The assignment (membership) can be understood as a separate 

nominal variable and can, therefore, be tested with every algorithm testing the 

relationship between nominally scaled data. In order to research independence and 

distributions, the chi-square (χ2) test is usually used, in which the p-value is ejected 

as the value for significance (if p is lower than 0.05, there are significant differences 

between segments) (cf. Dolnicar, Grün & Leisch, 2018, pp. 199-206.; cf. 

Mishra et al., 2018).  

 

Another statistical analysis method for researching relationships is the Analysis of 

Variance (ANOVA). With ANOVA, the relationship between an arbitrarily scaled 

variable and a metric can be examined. With the help of ANOVA, the question can 

be answered whether certain factors have an impact on target variables. In market 

segmentation, variances within a group and the mean value variance between 

groups are compared in order to draw conclusions about internal homogeneity and 

external heterogeneity. The formulas for the mean x̅ (3) and the variance δ2 (4) are 

shown below. 

 

𝑥̅ =
1

𝑛
∗ ∑ 𝑎𝑖

𝑛
𝑖=1           (3) 

𝛿2 = ∑ (𝑥𝑖 −𝑛
𝑖=1 𝑥̅)2          (4) 

 

Degrees of freedom within correspond to the number of all measured values (n) 

minus the number of calculated groups mean values (A) and represent the options 

a parameter can change. If the sum of group variances is divided by the degrees of 

freedom, the mean sum of squares within (MSSW) can be calculated, as shown in 

formula (5).  

 

𝑀𝑆𝑆𝑊 = ∑
∑ (𝑥𝑘−𝑥̅)2𝑛

𝑘=1

𝑛−𝐴

𝑡
𝑖=1          (5) 

 

In addition to calculating the MSSw, ANOVA also requires the calculation of the 

mean sum of squares between MSSB. MSSB is calculated by taking the difference 
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between the group mean (x̅i) and the total mean (x̅) squared and multiplying this by 

the number of measured values in the corresponding group (ki). Divided by the 

number of degrees of freedom between (calculated by the number of group means 

A minus 1), the MSSB can be calculated, as shown in formula (6).  

 

𝑀𝑆𝑆𝐵 =
∑ (𝑥̅𝑖−𝑥̅)2∗𝑘𝑖

𝑛
𝑖=1

𝐴−1
         (6) 

 

In the last step of the ANOVA, the MSSW is divided by the MSSB, which allows 

calculating the ratio of the inner and outer variances, the so-called Femp value (F-

distribution) (7) (cf. Paolella, 2019, pp. 77-84.; cf. Dolnicar, Grün & Leisch, 

2018, pp. 211-214.). 

 

𝐹𝑒𝑚𝑝 =
𝑀𝑆𝑆𝑊

𝑀𝑆𝑆𝐵
          (7) 

 

The degrees of freedom used in the numerator for MSSW and in the denominator 

for MSSB serve as localization points for the values in the F-distribution table. The 

indicator line in figure 4 shows the value that is defined by the degrees of freedom 

used. If the calculated Femp value can be located on the left side of the line, the 

initially suspected relationship is to be assessed as positive, if the value is on the 

right side, the original hypothesis must be rejected (cf. Keller, 2014, pp. 295-298.). 

 

Figure 4: F-Distribution (Myatt, 2006, p. 249.) 

 

In the course of market segmentation, another analysis model can be presented for 

profiling segments, the so-called regression analysis. Regression analysis can be 

used to calculate whether one or more independent variables (vn) influence a 
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dependent one (Y), and if so, how strong this influence is. For market segmentation, 

this means that memberships can be predicted by analysing descriptor variables. 

Regression analysis is about defining a function that maps data patterns but 

contains errors that are characterized by the fact that the data points in a coordinate 

system deviate from the straight line drawn (residuals). Similar to the ANOVA, the 

regression analysis results can be checked for plausibility with the f-test. Two main 

parameters for checking the model quality are the correlation coefficient (r) and the 

coefficient of determination (r2). r lies between +1 and -1 and indicates how strongly 

two variables depend on one another, either positively or negatively. r2, in turn, 

indicates what percentage of the variance of the dependent variable can be 

explained by the independent variable. Figure 5 and formula (8) below shows a 

linear regression of the form, 

 

𝑌𝑖 = 𝛽0 + 𝛽1 ∗ 𝑣𝑛 + 𝜖𝑖        (8) 

 

whereby ϵi serves as a variable for unknown confounding factors.  

 

Figure 5: Linear regression (based on Keller, 2014, p. 634.) 

 

The regression line given in formula (8) is the simplest form of linear regression. 

However, regression analysis can also consider multiple and non-linear 

relationships of data variables (cf. Keller, 2014, pp. 628-631.).  
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4.1.8. Step 8: Evaluation and Selection of target segment(s) 

The aim of step 8 is to evaluate the formed segments and to select those for which 

a customized marketing mix is to be created (cf. Dolnicar, Grün & Leisch, 

2018, pp. 237-238.). 

 

For the evaluation of segments, reference must be made to step 2, where so-called 

knock-out and attractiveness criteria were defined. The knock-out criteria serve to 

exclude segments immediately if they have not been excluded by this point. 

Attractiveness criteria are industry and company-specific and are compared in the 

course of an evaluation of the company’s competitiveness. Decision matrices 

comparing segment attractiveness (x-axis) and organizational competitiveness (y-

axis) are above all the BCG (Boston Consulting Group) matrix (figure 6) and the 

McKinsey matrix (figure 7). The coloured circles in figure 6 and figure 7 represent 

the defined segments from which to choose. Their position in the matrix depends on 

the level of attractiveness determined for them. The segment individual 

attractiveness level is calculated by multiplying the attractiveness criteria with a 

weighting. The BCG and the McKinsey matrix are divided into smaller squares. 

Depending on where a segment is located, strategies can be pursued. 

 

Figure 6: BCG Matrix (based on McDonald & Dunbar, 2013, p. 306.) 
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Figure 7: McKinsey Matrix (based on McDonald & Dunbar, 2013, p. 307.)  

 

For the fictional example from figure 6 BCG Matrix, this means that the segments 

red and violet could be identified as ‘Stars’. However, the attractiveness of these 

segments is lower compared to other segments (evident from the size of the circles). 

The green segment, identified as ‘Cash Cow’ (or descending ‘Star’), represents the 

segment with the highest level of attractiveness - However, the market is 

decreasing. A possible selection of target segments could be red and green, and 

additionally, the blue segment, identified as ‘Question Mark’ should be observed and 

only selective investments should be made. Although the violet market segment is 

a ‘Star’ in the matrix, the degree of attractiveness should be compared to the effort 

involved in pursuing this segment. Only segment yellow, despite its high level of 

attractiveness, does not provide an incentive to target it in the situation illustrated. 

Since the same data was used to create figure 6 and figure 7, the McKinsey matrix 

has a similar appearance as the BCG matrix and results in similar target segment 

selection decisions (cf. McDonald & Dunbar, 2013, pp. 305-309.). 

 

4.1.9. Step 9: Customizing marketing measures 

The aim of step 9 in the market segmentation process is to serve the segments 

selected in step 8, with specially tailored marketing activities. In chapter 3.1.1. it has 

already been pointed out that the typical 4Ps model, although still taught, is 

considered outdated in times of digitalization. The two models currently described 

in literature sources as being closest to the market are the 4C model by Robert. F. 
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Lauterborn (1990) and the SAVE model (cf. Lauterborn, 1990; cf. Ettenson, Conrado 

& Knowles, 2013).  

 

The 4Cs in the model of Lauterborn are consumer, costs, convenience, and 

communication. The modern 4C marketing mix describes that a product cannot 

simply be created but that wishes and needs of consumers must be analysed in 

advance in order to find a marketable solution at all (dimension ‘consumer’ replaces 

‘product’ in the traditional 4P model). The dimension ‘costs’ does not only include 

costs for the actual product or service but also indirect costs that arise before or 

after the purchase (e.g., time, patience, maintenance). ‘Costs’ in the 4C model thus 

replace the ‘price’ in the 4P model, since the price only reflects the amount set for 

an item or service by the company. The dimension ‘communication’ deals with the 

entity of customer touchpoints at which information flows verbally or visually. The 

total sum of interactions along the customer journey results in a perceived customer 

experience. Communication, in this sense, replaces ‘promotion’ in the old marketing 

mix because it is less about promoting a product than conveying its value. Critical 

factors in communication are assumed to be personalization, user-friendliness, and 

increased customer involvement (dialogue). ‘Convenience’ in the 4C model is about 

allowing customers to buy products easily, quickly, and from anywhere. The 

overlapping character of the dimensions of the 4Cs is shown in figure 8 and 

illustrates that no dimension can stand without the others (cf. Hanlon & Chaffey, 

2016, pp. 14-17.). 

 

 

 

 

 

 

 

 

Figure 8: Dimensions of the 4C model (Hanlon & Chaffey, 2016, p. 16.) 
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Similar to the 4C model, the SAVE model views marketing from the customers’ 

perspective. In the course of the SAVE model ‘solution’, i.e., finding a product that 

can eliminate market problems and is oriented to customer needs, replaces the 

classic dimension of ‘product’ in the 4P model. ‘Access’ emphasizes the relevance 

of cross-channel (cross-national) solutions and replaces the dimension ‘place’. The 

value dimension emphasizes the communication of product values and benefits and 

enables competition that is not only based on price differences (replaces the 

dimension ‘price’). The last dimension ‘education’ focuses on the fact that 

information provided by a company should be clearly worded and should help 

consumers to make quick and confident decisions (cf. Ettenson, Conrado & 

Knowles, 2013). 

 

So far, none of the two models mentioned has emerged as a clear favoured model 

for empirical questions. However, regardless of which model is used for the practical 

implementation of a marketing mix, marketing measures must be planned and 

performed close to segment characteristics (cf. Dolnicar, Grün & Leisch, 

2018, p. 245.). 

 

4.1.10. Step 10: Monitoring and Controlling 

According to literature sources, market segmentation should not be seen as a one-

off linear, but as a cyclical process. Markets are changing, as are the market 

segments created from them. Statistics show that less than half of the original 

segment participants remain in the same segment after two years. In order to 

evaluate the success of a segmentation strategy, two factors have to be measured: 

general success indicators (e.g., sales, ROI, brand image) and the stability of 

formed market segments (e.g., with an automated data mining system). Above all, 

a change in the target segment size (shrinkage) or a change in the descriptor 

variables can be problematic for existing segmentation strategies. A change in the 

target segment size must be resolved by completely rethinking the segmentation 

strategy. If the descriptor variables are changing, new ones must be identified, and 

the marketing mix adjusted (cf. Dolnicar, Grün & Leisch, 2018, pp. 255-256.). 
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When evaluating segment strategies, segment hoppers must be taken into account. 

Individuals referred to as segment hoppers do not stick to a group defined for them 

but change their membership (hop) from segment to segment. Literature sources 

are indefinite about whether segment hoppers should be considered as a separate 

segment or should not be considered in market segmentation evaluation in order to 

avoid falsified results (cf. Botzug et al., 2015). 

 

4.2. Persona Approach 

In marketing, personas are referred to as fictional target group representatives who 

are supposed to represent the characteristics of markets. The description of groups 

(personas) helps marketing and product development to work in a more targeted 

manner. Market segmentation, especially the step profiling, and persona definition, 

although they pursue the same goal of better understanding customers, are to be 

regarded as different approaches. Profiling in the market segmentation serves long-

term strategic planning, but the definition of personas helps to focus on short-term 

tactical planning. The result of profiling is a summary of a large number of customer 

characteristics and is usually displayed as frequencies, percentages, or average 

values (quantitative group description). Personas, on the other hand, are defined as 

fictitious group representatives (qualitative) and are based on the information 

derived in the market segmentation process but go even one step further (cf. Lim, 

Stotterman & Chang, 2008; cf. Allanwood & Beare, 2014, pp. 113-116.). 

 

The persona approach allows changing perspectives, by not only reporting on a 

person’s personal qualities and demographics but on the whole life story behind, 

including fears, goals, desires, attitudes, and motivators. The number of personas 

to be defined is not specified and depends on the heterogeneity of individuals within 

a segment. The basic rule is that a number of over six usually leads to personas 

being forgotten during planning processes (cf. Nielsen, 2019, pp. 9-11.).   
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4.2.1. Persona Perspectives 

There are four approaches to persona perspectives, which are described in more 

detail below.  

 

Goal-directed Persona 

Alan Cooper’s goal-directed persona perspective assumes that data has already 

been collected and that the product or service is considered valuable. The focus is 

to find out how consumers use products to achieve their goals. If this information 

can be extracted, the process of the customer reaching its goals can be optimally 

designed. The primary attributes in creating personas are consumer goals, which 

are taken into account in every development process. In Copper’s model, scenarios 

defined as distinct sequences of activities in different contexts, are used. The 

persona is sent through these scenarios to test the process for its validity and 

effectiveness (cf. Nielsen, 2019, p. 13.).  

 

Role-based Persona 

The role-based persona includes many aspects of the goal-directed persona, but 

unlike Cooper, who creates his personas intuitively and less with the usage of data, 

the role-based persona requires the collection of both qualitative and quantitative 

data. The focus of the role-based perspective is to understand which roles 

consumers play in their environment in order to recognize where and how the 

product or service is used (cf. Nielsen, 2019, p. 13.).  

 

Engaging Persona 

The goal-directed and the role-based persona are both criticized, mainly because 

they aim at creating stereotypes and not an identity. Critics say that this makes 

identification with the created persona impossible and persons in authority cannot 

fully implement this approach. The engaging persona is about creating an identity 

and creating a story, including emotions and background information with which one 

can identify (create empathy) (cf. Nielsen, 2019, p. 14.). 
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Fictional Persona 

In contrast to the other three types of personas, fictional personas are not created 

with the help of research data. When developing fictional personas, only experience 

values from the company or team participants are included. This method is criticized 

because it is very likely that the persona defined is not representing the actual 

situation on the market. Nevertheless, the definition of fictional personas is used for 

staking out and researching new designs (cf. Nielsen, 2019, p. 15.).  

 

4.2.2. Persona development process 

As in the market segmentation process, the creation of a persona can be divided 

into individual steps. The approaches from various literature sources were 

summarized and described in more detail in table 5 below. 

 

S
te

p
 1

 

Preparation 

Before starting to conduct data, the following bullet points must be defined in 

advance: 

• Aim of the survey (eventually hypothesis) 

• Implementation matters (compensation for participants, inclusion criteria, travel 

expenses, how data is evaluated and transcribed, estimation of the survey period 

and the number of people to be interviewed)  

• Ethical matters  

 

S
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Chose method 

The choice of method depends on the amount of information available. If quantitative 

information has already been collected, a purely qualitative method may be sufficient. 

In general, the persona approach is mainly about applying qualitative research 

methods, since an understanding of wishes, fears, motives, and attitude should be 

created.  

 

S
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Data collection 

The basic types of surveys are questionnaires, interviews, focus groups, 

observations, and document analysis. The essential survey instruments are briefly 

presented below. 

 

Questionnaires 

Questionnaires are mainly used to answer quantitative questions in the form of 

yes/no, assignments, levels of approval, selection decisions, multiple-choice, 

etc. and provide knowledge about ‘how much/many’. Answer options are 

designed according to the type of scale used (nominal, ordinal, interval, or 

rational scale). The basic rules are that the language must be adapted to the 

people to be interviewed, no double negations, the length should not exceed an 
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average of 20 minutes, and there should be a logical thread in the process. 

Questionnaires are used when a large number of people is to be interviewed. 

With a standardized survey, the questionnaire can be divided into introduction, 

icebreaker questions, factual questions (depending on the topic), and control 

questions.  

 

Interviews 

The interview method is a qualitative survey instrument and is used to justify the 

question of ‘why’ people act the way they do. The survey itself is more 

demanding than with a questionnaire because not only the interview guide itself 

but also the competence of the interviewer and the surrounding situation 

influence the outcome. Interview guidelines can be structured, semi-structured, 

and unstructured, which sets down the degree of freedom for interview design. 

An interview guide is basically divided into four phases, introductory phase, 

warm-up phase, main body, and final phase. In qualitative surveys, a distinction 

is made between the following types of questions: open questions, narrative 

prompts, control/leading questions, maintenance questions, self-completion, 

and summary questions. The main techniques used are projective associations 

(free and guided), supplementary techniques, construction techniques (balloon 

test and picture interpretations), and creativity techniques (expressive role-

playing games).  

 

Focus groups 

An interview does not always have to take place with just one person but can 

also be conducted in the context of a discussion or a series of queries, which 

are referred to as focus groups. The types and techniques of questioning are the 

same as those for qualitative interviews. However, in the course of focus groups, 

the interviewer must also have a strong coordination competence in order to 

handle several interviewees at the same time and in order to generate all the 

necessary information.  

 

Observation 

During an observation, objects to be examined are researched in a certain 

environment. In social research observations are differentiated according to the 

degree of structure (fully, partially, unstructured), according to the environment 

(field or laboratory), according to the participation of the observer (participating, 

non-participating), and whether observation objects are informed to be subject 

of an observation (open or hidden). Observation requires the preparation of 

protocols which serve as a basis for evaluation. 
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Data analysis 

MAXQDA is a software that enables the evaluation of qualitative data. Well-known 

evaluation methods for quantitative questionnaires are EXCEL and SPSS. Three 

methods for the definition of personas are known in literature: coordinates, affinity 

diagrams, and contrasting pairs. When using the contrasting pairs method, two 

opposing variables are defined (e.g., price-oriented versus service-oriented). 

Depending on how different the data is, personas can be defined. Affinity diagrams 

show the affinity between variables and their relationships to one another. 

Characteristics that are supposed to have a strong relationship are placed next to 
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each other, which results in hierarchies. The coordinates model assigns data to a 

previously defined coordinate system. As a result, groups form, which serves as a 

starting point for the number of necessary personas. 

 
S
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Persona writing 

According to literature sources, the following information is assumed to be necessary 

for writing a persona: background information (demographics, psychographics, 

interests, beliefs, hobbies, etc.), design information (product goals, scenarios, a day 

in life), market information (competitors, market size, segments), images (photos, 

graphics) and additional information (disabilities, ethnicity considerations). The most 

common types of describing a persona are bullet point listing, narrative text format, 

or index cards. Persona descriptions are written in third person writing style. The 

choice of the right photo depends on how much empathy should be built, as studies 

indicate that photos of real people were able to arouse more feelings and memories 

than drawn or animated illustrations. When choosing photos, ethnicities, and 

nationalities, and their unwanted interpretation should be taken into account. With 

regard to the name, there is no clear recommendation in literature as to whether a 

first and last name should be defined. Names that are negatively conceded due to 

historical or political events should be avoided.  

 

Below is a general tabular representation of how a persona is written in index card 

format. 

 

 

 

Table 5: Persona development process (based on Nielsen, 2019, pp. 28-30; 39-40;55-59;60-
70;78;95-99.; Nielsen et al., 2015; Newman Lior, 2013, pp. 82-88.; Creswell & Creswell, 
2018, pp. 243-249.) 

 

The process of how personas can be defined is explained in a 5-step process (table 

5). In literature, however, three further steps are recommended for practical use if 

the persona approach is used. Step 6 includes the definition of different situations. 

Step 7 involves increasing the degree of integration that a defined persona enjoys 

in the company. In step 8, the possible reactions to the situations are examined and 
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summarized as scenarios. This makes it possible to reinforce the human character 

of a persona by making the static image a dynamic one (cf. Nielsen, 2019, p. 83.). 

The reason why personas are used in practice but are not fully validated in science 

is their reproducibility. Each persona contains a real and fictional character. The 

fictional part of the persona is mostly responsible for the fact that companies do not 

see the connection between the real consumer and the persona (cf. Perez-Montoro 

& Codina, 2016, p. 75.). 
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5. E-Commerce 

E-commerce describes the act of electronically buying or selling products over the 

internet between two distant parties with an electronic purchase agreement (cf. 

Kuetz, 2016, p. 16.). In 2021, the number of digital buyers is estimated to be 2.1 

billion, which would mean that the number will almost be doubled since 2014. E-

commerce, therefore, was announced as one of the fastest-growing industries in 

2019 (cf. Clement, 2019b). In recent years, the pure single-channel forms of 

distance and resident trade are becoming increasingly indistinct. Thus, it is assumed 

that hybrid business concepts can be regarded as a separate contact principle 

called connected commerce (cf. Deges, 2020, p. 5.). 

 

There are three different platforms for processing online transactions: E-shop (or 

online shop), E-procurement, and E-marketplace. Whereas E-procurement primarily 

deals with purchasing products and services, E-shops and E-market places 

represent the relevant platforms for E-commerce (cf. Chaffey, 2015, pp. 299-300.). 

In figure 9, the three platforms of E-commerce are integrated into the theoretical 

construct of online business relationships. 

 

Figure 9: E-commerce construct (based on Deges, 2020, p. 5.) 
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A term that is often used synonymously with E-commerce is M-commerce (mobile 

commerce). In comparison to E-commerce, however, transactions are carried out 

based on the use of mobile devices (cf. Safari & Zissis, 2015, p. 110.).  

 

E-commerce (electronic commerce) as a business concept is embedded in four 

ideal business concept options: E-content, E-context, E-connection, and E-

commerce (cf. Heineman, 2018, pp. 68-69.). Table 6 gives an overview of the 

fundamentals of online business options. 

Table 6: Online businesses (based on Heineman, 2018, p. 51.) 

 

5.1. Fundamentals of an Online Shop 

An online shop (E-shop) is a specific tool within the discipline of E-commerce able 

to initiate and support purchasing and selling processes entirely electronically and 

can be accessed by different devices (mobile phone, tablet, computer) (cf. Bashir, 

Behboob & Bhatti, 2015). The increased establishment of online shops is not only 

explained because of falling hardware prices and the simultaneously increasing 

computer performance but also due to the independence of time and space (cf. 

Heineman, 2018, p. 42.).  

 

5.1.1. User Experience 

The construct of online customer experience is described as the customer’s mental 

perception of all online processes and interactions with the acting company (sum of 

touchpoints). This perception process results in customer-specific opinions, 

emotions, and intentions and decides whether an interaction is perceived as positive 

or negative (cf. Webb, 2016, p. 56.). Online customer experience not only includes 
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measures on the company’s website or in the online shop but the entity of all contact 

possibilities online (including social media presence, apps, etc.). According to a 

study that aimed to create a model fostering the creation of unique online customer 

experience, the factors capable of influencing customer experience are: 

o Easy findability of online shops or apps 

o Easy navigation/ usability 

o Perceived usefulness 

o Hedonic and utilitarian features 

o Perceived enjoyment 

o Personalization and social interactions 

o Multi-device compatibility 

The result of successfully creating a unique customer experience are brand loyalty, 

repeat purchases, brand engagement, and a positive word of mouth (WOM) (cf. 

Bilgihan, Kandampully & Zhang, 2016). In the following subsections, the functional 

elements and processes within an online shop are presented, which must be 

actively designed by companies in order to guarantee a positive online customer 

experience. 

 

5.1.1.1. Interactive Design Elements 

Online shops offer additional interactive functions that facilitate the process of 

product selection and evaluation. For the customer, this means a reduced amount 

of time and an increase in the quality of the selection process. According to 

Heinemann, 13 different interactive design elements can be distinguished: 

1. Direct customer advice is often implemented via customer telephone (currently 

often implemented as ‘call back button’) or (video live) chat function. The 

success factor in case of customer advice is time. Customer advice happens in 

real-time communication (long waiting times are perceived as negative). 

2. Rating tools are integrated dialog elements that offer the opportunity for 

customers to engage with each other and to exchange their purchasing 

experience. In rating systems, the 5-star system has prevailed in the past with 

an additional commentary function in which images can be posted. 
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3. Reviews and testimonials are statements written by clients, which have a high 

degree of credibility and are, therefore, usually actively integrated into the 

product presentation. 

4. Expert opinions such as from results of test reports, consumer protection 

organizations, environmental protection tests are integrated to serve as decision 

support and differentiation. 

5. Suggestion lists can help to restrict product choices. This not only saves time 

for the customer but also opens opportunities for up- and cross-selling strategies. 

6. If several components are necessary for the use of a product, it can be perceived 

as helpful by the customer if checklists or shopping lists are provided by the 

supplier. 

7. Regularly updated bestseller lists sorted by subject area or application give 

customers a clue about the most frequently sold products. 

8. The search and filter functions are, among others, perceived as the most 

relevant ones. Its importance is strongly correlated with the number of products. 

Prerequisite for this feature is that all products have been indexed correctly. 

9. Collaborative filtering is a type of suggestion tool. Products are displayed with 

links to other products. The basic idea is that a similar pattern of buying behavior 

is assumed, and thus product groups are linked with each other to increase 

sales. Examples in practice are formulated like ‘customers who bought this item, 

are also interested in’.  

10. Individual configurations represent a method of personalization. With this tool, 

customers are enabled to change or create their own product properties (color, 

size, features, etc.) online. It is usually associated with a simultaneous pricing 

system. 

11. Product juxtapositions are comparative tabular listings or product features 

designed to facilitate decision-making but also to reduce the load on customer 

queries. 

12. The web-based needs analysis aims to identify which items or services are 

appropriate for the fulfilment of needs and where there is a need for 

improvement. To capture this information, a dialogue instrument is usually 

integrated into the online shop.  

13. A list of frequently asked questions (FAQ-list) is integrated into online shops 

in order to provide selection and evaluation assistance in advance. For users, 
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contacting the service team becomes redundant. For companies, the number of 

customer inquiries to be handled is reduced (cf. Heineman, 2018, pp. 55-58.). 

The basis for all design elements is knowledge about customers. CRM systems are 

considered suitable for providing information and for constantly aligning business 

with its customers (cf. Chaffey, 2015, p. 393.). 

 

5.1.1.2. Functional Specifications 

When choosing the right shop system, it depends on whether a stand-alone solution 

is planned, or whether the shop should be integrated into an existing IT 

infrastructure. Management must, therefore, decide whether to develop, buy 

(license), or rent a shop system. Open-source shop systems represent basic 

programs for which extended programming is possible. License models are modular 

shop standard solutions that require maintenance and support from the vendor. The 

source code is copyrighted. Rental solutions are like license models, standard 

solutions in a modular principle. However, they are especially recommended as 

entry-level programs for small and medium-sized enterprises (SME), since they can 

be configured without any programming knowledge. The technical operation of a 

rental solution via an external IT infrastructure is referred to as Cloud Computing. 

Software applications from the cloud are called Software as a Service (SaaS). The 

necessary performance of the server depends on the intensity of the utilization of 

the website. Too weak server performances lead to slow loading or non-availability 

of the website, which could be caused by a simultaneous high frequency of visitors. 

If a high number of visitors is to be expected (e.g., due to a special sales) server 

capacities can be requested by hosting partners. When creating an online shop, it 

is advisable to integrate the shop system into existing interfaces (e.g., CRM system, 

merchandise management system). Furthermore, not only the resources for 

creation but also those for maintenance and development are to be considered in 

advance (cf. Deges, 2020, pp. 44-46.).  

 

According to literature, the foreground requirements for a system in E-commerce 

can be divided into four categories: users, commodity, shopping chart, and message 

board. Functional requirements for users include login, registration, and the handling 

of personal data. The commodity function unit should offer filter options (newest 
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products, special offers, rankings, etc.). For the shopping cart, the function of adding 

and deleting quantities or entire items is particularly necessary. Integrated message 

boards communications need to include comment and review functions. 

Background system requirements can also be divided into four categories, which 

act as counterpoints to the foreground system requirements. Background 

requirements include management of users, management of commodity, 

management of orders, and financial management. The management of users 

consists of handling user accounts and service requests. The management of 

commodity system requirements includes the classification of goods, image content, 

and descriptions (possibly with customer reviews). Management of orders requires 

system functions that allow orders to be executed, modified, and canceled. Financial 

management is not just about seamlessly integrating payment methods into the 

online shop, but also making return bookings, tracking inventory statistics, and 

providing a general overview of figures for controlling (cf. Zhang & Wei, 2018). 

 

The mobile compatibility of online shops through the increasing use of smartphones 

and tablets has become a key success factor and was also published as a main 

ranking factor for the search engine Google (cf. Shane, 2016, p. 70.). 

 

5.1.1.3. E-Commerce Customer Processes 

In E-commerce, three process types can be distinguished, including customer, 

supplier, and internal organizational processes. While supplier, as well as internal 

organizational processes, mainly contribute to the maintenance of business activity, 

the aim of defining customer processes is to lead customers effectively through the 

sales process and being encouraging enough to persuade the customer to revisit 

(cf. Radovilsky, 2015, p. 26.).  

 

The description of a customer journey online consists out of various elements, 

including stages (marketing funnel), steps, touchpoints, and responsible 

departments. The sum of these elements forms the layers of a customer journey 

online. Table 7 illustrates the customer journey from a customer perspective online. 
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Table 7: Layers of the customer journey (based on Deges, 2020, p. 80.; based on Webb, 
2016, pp. 21-24.) 

 

5.1.2. Value Delivery Methods for E-Commerce 

The term ‘value delivery methods’ describes measures in retail marketing that 

companies are using to generate and nurture leads. There are two different ways in 

the literature on how a company can approach customers: direct- and indirect-to-

consumer marketing. 

 

Direct to customer marketing 

Direct-to-customer marketing (D2C) describes the entirety of marketing activities a 

company pursues in order to approach customers directly without intermediaries. 

Channels used especially include websites, text messaging, catalogues, E-mail, 

social media, or individual advertisements online (cf. Fill & Turnbull, 2016, p. 453.). 

If a company has decided to address more than one customer group (e.g., B2B and 

B2C), it is necessary to clearly define channels used for the respective target 

audience and adapt content along the sales funnel. In practice, it has proven 

effective to implement customer-specific landing or doorway pages in online 

marketing (cf. Ash, Ginty & Page, 2012, p. 4.).  



43 
 

Indirect to customer marketing 

Indirect-to-consumer marketing (I2C) is about making information available to 

customers without actively addressing them. Channels include social media, 

newsletters, website, blogs that do not aim to convince a customer, but to inform (cf. 

Fill & Turnbull, 2016, p. 46.). One other way of reaching B2C customers indirectly is 

to empower a brand in a way B2C customers actively request products from 

previous or future intermediary partner companies, which can indirectly lead to 

increased B2C sales figures. This approach aims to strengthen B2C sales through 

B2B systems. If an online shop and sales networks already exist, incoming inquiries 

could be processed within the producing company, whereas the actual delivery 

would be the responsibility of the sales partner. Mediation premiums would then be 

incurred for the corresponding services. If a company maintains a strong 

relationship with other business partners, one possibility in order to increase B2C 

sales is to use the established customer base of current partner companies and 

generate B2C customers through partner companies (cf. Myler, 2018). 

 

5.1.3.  E-Commerce Controlling and Monitoring 

Web-controlling is a subdiscipline of corporate governance, which determines the 

efficiency of measures taken and supports management in decision-making. Web-

controlling aims to provide information to ensure rational business conduct. In this 

context, controlling should not be seen as a linear process but rather as a circular 

one. Web-analytics is a tool of web-controlling. It describes the collection, 

processing, and analysis of data from internet users. Google Analytics is one of the 

most widely used web-analytic tools (cf. Clifton, 2015, p. 11.; cf. Pechtl, 

2017, p. 152.).  

 

Key figures of E-commerce are subdivided into key performance measures, visitor 

metrics, and customer metrics that reflect the profitability of delivered market-based 

performance. The selection of suitable key figures depends strongly on the business 

branch (cf. Deges, 2020, p. 207.). However, the most relevant cross-industry key 

figures per category are presented below. 
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5.1.3.1. Performance Measures 

According to literature sources, there are two main types of performance measures, 

result indicators and performance indicators. While result indicators measure the 

success of an entire system, performance indicators can be used by management 

to assess the performance of individual system sections. Therefore, result indicators 

(RIs) and key result indicators (KRIs), as well as performance indicators (PIs) and 

key performance indicators (KPIs), can be defined. The meaningfulness of KRIs is 

limited because they include past-oriented figures and do not reveal any concrete 

need for improvement. KPIs, on the other hand, are more future-oriented and 

provide information about errors in the system. KPIs and KRIs should be reported 

daily or weekly (cf. Parmenter, 2020, pp. 3-4.). 

 

Revenue and Profit 

Turnover represents the value-wise amount of the seller’s quantity at the sales price. 

After deduction of taxes payable and costs for production and administration, 

additional reductions in proceeds (bonuses, discounts, credits) must also be taken 

into account. Revenue can be calculated by product, category, or region to 

determine redistribution needs. The key figure revenue can be used to define two 

relevant sales developments. Firstly, revenue analysis can answer the question if 

the total revenue has increased after the implementation of online marketing 

measures. Secondly, the key figure can measure if an establishment of marketing 

measures (e.g., an online shop) has a cannibalizing effect on offline sales and a 

reported increase in online sales is just the result of a redistribution of total sales 

volume from offline to online (cf. Deges, 2020, pp. 210-211.).  

 

Conversion Rate 

The conversion rate expresses relatively the proportion of successful transactions 

in relation to the total number of addressees, which corresponds to the definition of 

the macro-conversion. However, a macro-conversion can be further distinguished 

from the micro-conversion, which represents the relative termination rate from each 

transaction level in the buying process to the next one (cf. Deges, 2020, pp. 211-

212.; cf. Kingsnorth, 2016, p. 117.). 
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Order and average order value 

The number of successful sales transactions per customer is referred to as the order 

number and is an indicator of customer loyalty. However, this indicator still gives 

little information about how high the contribution of this order is to the total revenue. 

Therefore, the average order value is calculated in practice. This key figure also 

allows only limited conclusions about real sales success, as consumers often order 

variations of one product, with the intention of returning items. The arising high 

transportation costs for companies have therefore led to the introduction of minimum 

order values by many online retailers (cf. Deges, 2020, p. 213.; cf. Kingsnorth, 

2016, p. 117.). 

 

Return rate 

The most significant effect the return rate has on success metrics is the delayed 

clean-up of revenue. Revenue generated must be reversed by returns in order to be 

meaningful. As a success factor in E-commerce, the return rate can be differentiated 

into three rates: alpha, beta, and gamma return rate. The alpha rate (9) deals with 

the logistics perspective and describes the ratio between packages sent and those 

returned. The key figure deals purely with the number of packages, regardless of 

the type and number of individual articles (cf. Deges, 2020, pp. 213-214.). 

 

𝐴𝑙𝑝ℎ𝑎 𝑟𝑎𝑡𝑒 =  
𝑁𝑢𝑚𝑏𝑒𝑟 𝑜𝑓 𝑅𝑒𝑡𝑢𝑟𝑛𝑒𝑑 𝑃𝑎𝑐𝑘𝑎𝑔𝑒𝑠

𝑁𝑢𝑚𝑏𝑒𝑟 𝑜𝑓 𝑃𝑎𝑐𝑘𝑎𝑔𝑒𝑠 𝑠𝑒𝑛𝑡
 𝑥 100      (9) 

 

The beta rate (10) records product-category-specific returns and provides 

information about which items within an assortment are returned more frequently 

than others (cf. Deges, 2020, p. 214.). 

 

𝐵𝑒𝑡𝑎 𝑟𝑎𝑡𝑒 =  
𝑁𝑢𝑚𝑏𝑒𝑟 𝑜𝑓 𝑅𝑒𝑡𝑢𝑟𝑛𝑒𝑑 𝐼𝑡𝑒𝑚𝑠

𝑁𝑢𝑚𝑏𝑒𝑟 𝑜𝑓 𝐼𝑡𝑒𝑚𝑠 𝑠𝑒𝑛𝑡
 𝑥 100      (10) 

 

The gamma rate (11) describes the value of the returned items in relation to the 

value of items sent (cf. Deges, 2020, p. 214.).  
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𝐺𝑎𝑚𝑚𝑎 𝑟𝑎𝑡𝑒 =  
𝑉𝑎𝑙𝑢𝑒 𝑜𝑓 𝐼𝑡𝑒𝑚𝑠 𝑃𝑎𝑐𝑘𝑎𝑔𝑒𝑠

𝑉𝑎𝑙𝑢𝑒 𝑜𝑓 𝐼𝑡𝑒𝑚𝑠 𝑠𝑒𝑛𝑡
 𝑥 100      (11) 

 

The management of returns has become an integral part of E-commerce strategies, 

as the exchange period has been shown to have a positive effect on the number of 

impulse purchases. Conversely, returns must be part of the cost planning, since 

they have a significant contribution to the continuity of a company (organizations 

have to be able to afford to have the goods sent back). Returns are quite ‘normal’, 

as approximately 40% of online buyers in Europe assume that they will return parts 

of the goods ordered, simply because they want to test products. Returns should be 

part of ongoing monitoring (cf. Kingsnorth, 2016, pp. 107-108.).  

 

5.1.3.2. Visitor (Traffic) metrics 

The aim of every online shop is to increase visitor numbers (traffic), in order to 

generate the necessary sales. With regard to visitor metrics, the following seven key 

figures have been defined in literature sources as most relevant to measure.  

 

Visit and Visitor 

Every call of a website is counted as a visit. But since a user can call the website 

several times, the key figure ‘visit’ is not sufficiently meaningful. The key figure 

‘visits/ visitors’ is adjusted by the factor of multiple callability. The key figure ‘unique 

visitor’ only counts each visitor ones, no matter how many times the user calls the 

website in a certain period of time (cf. Deges, 2020, p. 215.). 

 

Page Views/ Page Impressions 

The key figure ‘page views’ counts the number of pages viewed within a website, 

regardless of whether a page is called by a user several times. If this metric is high, 

it serves as an indicator of the relevance of the page’s content (cf. Deges, 

2020, p. 215.). 
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View-Time 

Time-on-site or view-time describes the average duration of a visit on the website. 

It serves as an indicator of usability and quality of content. The longer the user stays 

on the website, the more interesting the content is perceived (cf. Deges, 

2020, p. 215.). 

 

Bounce Rate 

The bounce rate in this context describes the relative number of visitors, who have 

already left the website after viewing the cover page. The bounce rate can be an 

indicator of poor usability (long loading times, inadequate structure, insufficient 

content, etc.) or inadvertent access to the website (mislabeled keywords in search 

engines, misplaced advertising, etc.) (cf. Deges, 2020, p. 215.). 

 

Exit Pages 

By measuring micro-conversion rates, webpages can be identified along the 

conversion funnel where visitors exit the online shop despite the shopping cart being 

filled (cf. Deges, 2020, p. 215.). 

 

Referrer 

Referrer describes the website that led users to the online shop. It is done by 

automatically submitting the URL if the submission was not blocked by the web 

browser (De-referrer). By observing referrers, the effectiveness of advertising 

measures on other websites can be determined (cf. Deges, 2020, pp. 215-216.). 

 

Keywords 

Keyword analysis reveals which keywords led to the user landing on a website. The 

data can be used specifically for search engine optimization (SEO) and search 

engine advertising (SEA) (cf. Deges, 2020, p. 216.). 
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5.1.3.3. Customer metrics 

Customer metrics are of relevance for controlling purposes when goals such as 

attracting new customers or strengthening existing relationships where defined by a 

business. Hereafter, the three most common customer metrics are presented:  

 

The first ratio is the proportion of new customers acquired within one period and the 

number of existing customers. It serves as a key figure for investors and public 

stakeholders. The second customer metric is the repurchase rate, which serves as 

an indicator of how efficient new customers were transformed into regular ones. The 

third key figure is the customer-life-time value (CLV). CLV is among the most 

commonly used approaches in investment theory. Within this approach, the 

relationship of the customer is considered as a long-term investment. The CLV thus 

results from the discounted sum of cash flows generated over the lifetime of a 

customer relationship. The lifetime of a customer relationship is forecasted and does 

not correspond to the physical lifetime of the customer, but to the expected duration 

of the customer relationship with the company. For the calculation of the CLV, only 

incoming and outgoing payments expected in the future are considered. Already 

incurred payments are no longer relevant for the calculation (cf. Deges, 

2020, p. 216.). The general formula (12) for calculating the CLV is: 

 

𝐶𝐿𝑉 = 𝑚 ∗ 𝑇 − 𝐴𝐶         (12) 

 

Formula (12) means that the net profit margin per period (m) multiplied with the 

estimated duration of a relationship (T), minus the acquisition costs (AC), results in 

the CLV. However, this equation does not consider different times of payment flows, 

which is why the weighted CLV (13) is used in practice. 

 

𝐶𝐿𝑉 = ∑
(𝑑𝑡−𝑝𝑡)𝑡

(1+𝑖)𝑡 − 𝐴𝐶𝑇
𝑡=0 − 𝑅𝐶        (13) 

 

In words the formula means, that the sum of the discounted ((1+i)t) differences from 

deposits (dt) and payouts (pt) per period over an expected relationship duration (T) 
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minus the initial acquisition costs (AC) and costs of retention (RC) incurred, result 

in the CLV (cf. Kingsnorth, 2016, pp. 20-21.; cf. Buttle & Groeger, 2015).  

 

5.2. Key Success Factors 

Results of studies aiming at identifying key factors having an influence on E-

commerce success can be roughly divided into four fields: economies of scales, 

digital innovation, customer centricity, and data-driven marketing (cf. Große 

Holtforth, 2017, pp. 21-22.). 

 

The key success factors within the fields of customer-centricity and data-driven 

marketing are mainly concerned with the customer side (front end – visible to the 

customer), whereas economies of scale and digital innovation indicators are 

focused on internal processes (back end – not visible to the customer). The front 

end is all about ensuring a complete user experience and utmost usability by 

creating a customer-specific image, video, and text content. Considered as main 

success factors in terms of back end are reducing the amount of scatter losses in 

online marketing as well as minimizing complexity in logistics and administration 

processes (cf. Große Holtforth, 2017, pp. 22-26.).Surveys in Europe have shown 

that there are web shop attributes that have a higher influential value on customers 

when it comes to choosing an online shop. From the front end perspective, following 

online shop attributes listed in table 8 could be discerned out of literature sources: 

 

 

 

 

 

 

 

Table 8: Online shop attributes front end perspective (based on Tankovska, 2018a; based on 
Tankovska, 2018c; based on Tankovska, 2018b; based on Swapana & Padmavathy, 2017) 
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Considered as relevant parameters for the back end are page speed, image/ video 

display, software system performance, flexibility, mobile adaptability, data 

collection, and data reproduction. Furthermore, an essential part of the back end is 

the targeted customer approach in order to minimize loss through distribution, which 

is done through processing customer data and targeted placement of advertising 

measures. The back end serves as the basis for the front end. Measures created in 

the back end are visible to the customer in the front end. The in the front end desired 

online shop features mentioned by customers (table 8), therefore, need to be 

technologically implemented in the back end (cf. Colla & Lapoule, 2012). 

 

5.3. Cross-border E-Commerce & Legal Aspects 

With governmental restrictions, online content is available for everyone with internet 

access. However, it is an international business, where no standard regulations 

exist. With the Directive on E-Commerce (2000/31/EC), the EU has attempted to 

record electronic commerce in law for the entire European Union (EU). The E-

Commerce Directive aims to reduce legal uncertainty for businesses and customers 

and to promote international trade. A directive in a legal context does not mean that 

the regulation itself is binding. Rather, it should serve as a basis for further national 

legal provisions defined country-specific. In the following subchapters, information 

on the current legal situation on E-commerce is briefly summarized. In-depth legal 

content can be found in the current version of the cited sources (cf. Deges, 

2020, pp. 19-21.). 

 

5.3.1. Provision of pre-contractual Information 

In combination with Community Law, the E-Commerce Directive defines the content 

that online providers must provide at all times: 

1. Name of the service provider, 

2. The geographic location of the provider (address), 

3. Contact information such as E-Mail or telephone number which allow 

customers to get in direct contact, 

4. (if available) corporate register number, 

5. (if available) sales tax identification number, 

6. Relevant supervisory authority (Art. 5 §1 EUR-Lex, 2000). 
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In terms of information on price, the directive, as well as Community Law (BGBl. I 

Nr. 34/2015) state, that it has to be formulated in a way an average attentive viewer 

can easily read and assign them. In addition, prices must be presented in a manner 

that allows customers to identify whether the price is displayed without or with taxes 

and transportation costs (cf. Art. 4 §2 EUR-Lex, 2000; cf. RIS, 2020).  

 

In terms of commercial communications, the following guidelines have been defined 

within the European E-Commerce Directive: 

1. Commercial communication must be recognizable as such, 

2. The company or person who comes into commercial contact with consumers 

must be identifiable as such, 

3. Promotional offers and competitions (games) must be identifiable as such, 

and the conditions of participation must be clearly formulated as well as easily 

accessible, 

4. In member states, where unsolicited E-mailing is allowed, it is necessary to 

mark it as such. For service providers, it is necessary to provide a possibility 

of deregistration or cancellation for customers and to update Robinson lists 

regularly, 

5. Information on cookies policy must be provided (Sec. 2 Art. 6 EUR-Lex, 

2000). 

 

5.3.2. Conclusion of Contracts 

According to national law, in the course of the European E-Commerce Directive, the 

service provider has an obligation to inform about the following contents: 

1. A logical representation of the technical steps leading to the conclusion of the 

contract, 

2. The service provider must state whether and how contract content is stored 

after completion or whether it is accessible to the user, 

3. In the case of incomplete or incorrect content, information on correction 

options must be provided, 

4. Contracts can be concluded in several languages. A selection of available 

languages should be presented (cf. Art. 10 §1-4 EUR-Lex, 2000). 

https://www.ris.bka.gv.at/eli/bgbl/I/2015/34
https://www.ris.bka.gv.at/eli/bgbl/I/2015/34
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The availability of the contract terms must be given at all times in a way that allows 

the content to be stored or reproduced. After concluding a contract, a confirmation 

of purchase must be sent to the user within 24 hours (cf. Art. 10 §3 EUR-Lex, 2000).  

 

5.3.3. Withdrawal  

By law, the customer must be given an opportunity to withdraw from the contract. 

Options to settle a withdrawal could be a reversal of monetary transactions, 

replacement, or credits. Compensations, due to lack of quality or defective goods 

are handled within consumer protection law (cf. Art. 9 §1-3 EUR-Lex, 2011). 

 

5.3.4. Overview of the legal situation in Europe 

In general, the legal situation in E-commerce is characterized by the following legal 

texts (table 9) of the European Union (EU). 

 

 

 

 

 

 

 

 

 

 

 

 

 

Table 9: Legal situation on E-commerce in the European Union (based on EUR-Lex, 2000; based 
on EUR-Lex, 2016; based on EUR-Lex, 2011; based on EUR-Lex, 2010; based on EUR-Lex, 2015)  
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6. Online Marketing 

The term ‘marketing’ can be found in literature sources since the beginning of the 

20th century, but was subject to change from an initially instrumental, classic 

(economic), over a modern and generic view (cf. Meffert, Burmann & Kirchgeorg, 

2015, p. 9.).  

The concept of marketing today is primarily defined as: 

“the activity, set of institutions, and processes for creating, communicating, 

delivering, and exchange offerings that have value for customers, clients, 

partners, and society at large (American Marketing Association, 2017).” 

Based on the definition of the American Marketing Association (AMA), online 

marketing describes the sum of all marketing activities online, using the internet. 

The term digital marketing is often incorrectly used as a synonym for online 

marketing, but in contrast, it describes online marketing, additionally applying mobile 

devices as a medium of use. Accordingly, the term digital marketing serves as an 

umbrella term, including online marketing (cf. Durmaz & Efendioglu, 2016). The 

disciplines of online marketing are further explained in the following chapters. 

 

6.1. Affiliate Marketing 

Affiliate marketing is defined as a strategy in which a website operator (affiliate) 

integrates advertising media from a company (merchant) into its website and is 

remunerated on a commission base. The following illustration (figure 10) should 

clarify the process of the user in affiliate marketing. 

 

Figure 10: Affiliate marketing process (based on Peterson, 2017, p. 330.) 
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Affiliate marketing only incurs costs if agreed actions are reached. The actions 

possible are either compensated with a fixed or variable model and are described 

as following:  

• Costs per Order (CpO): Affiliate is compensated if users make valid 

purchases (and do not return orders), 

• Costs per Lead (OpL): Affiliate is compensated if users express interest in 

the product (e.g., participating in competitions, requesting catalogues, etc.), 

• Costs per Click (CpC): Affiliate is compensated as soon as users click on 

online advertisements, regardless of further actions, 

• Costs per Mille (CpM): Affiliate receives a fixed amount per 1,000 displayed 

impressions, irrespective of further actions (cf. Peterson, 2017, p. 338.). 

 

In practice, pure compensation models described above are rarely found, but rather 

mixed ones. Finding the right affiliate partner (e.g., compatible with company values, 

or image) counts as the main success factor in affiliate marketing. Help is provided 

by affiliate networks, through which affiliates can be found in the course of 

application processes. Affiliate networks also offer tracking functions that manage 

the validation of users and the transmission of agreed compensation for affiliates 

(cf. Peterson, 2017, p. 336.).  

 

6.2. E-Mail Marketing 

E-mail marketing is considered as a form of direct marketing and describes the 

sending of electronic messages to customers who have given their prior consent. 

Trends to be taken into account are that E-mail marketing is no longer used as a 

main marketing instrument and that over 37% of E-mails are opened on mobile 

devices (cf. Lammenett, 2017, p. 46.). The following list serves as a checklist for 

applying E-mail marketing: 

1. Growing a list of contacts who are interested in a product. Methods of how a list 

of E-mail contacts can be build up in practice are above all, free opt-in 

opportunities, segmented E-mail content, asking for feedback, continually 

controlling using A/B testing (efficiency comparison of two variants with regard 

to opening rate, click rate, response rate, etc.) (cf. Kothand, 2019, p. 105.). 
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2. Make sure that the content and the sending of E-mails is in accordance with the 

anti-spam law within the respective country, comply with the guidelines, and do 

not violet EU Directives (Art. 6 §1 EUR-Lex, 2016). 

3. E-mails sent must always contain the possibility to unsubscribe. For successful 

E-mail marketing, it is necessary to ensure that unsubscribed accounts have 

been removed from the distribution list. If E-mails are sent despite withdrawn 

consent, there is a risk of financial punishment (cf. Art. 83 §1-9 EUR-Lex, 2016). 

4. Above all, the automation of thank you and greeting E-mails as well as 

confirmation E-mails saves money and time (cf. Kothand, 2019, p. 111.). 

5. Segmenting E-mail contacts means that content can be made available to those 

who are interested in it. As a result, fewer E-mails might be sent to a single 

person, but with a higher probability that the content is appealing, which is 

beneficial if considering that irrelevant content and excessive E-mailing 

frequencies are the most common reasons for unsubscription (cf. Kothand, 

2019, p. 97.). 

6. In terms of content, sending frequency, and purpose, four types of E-mails can 

be distinguished: newsletters, lead nurturing E-mails, informational E-mails, and 

transactional E-mails (cf. Kothand, 2019, p. 24.).  

7. Personalization in E-mail marketing is particularly valued by customers when it 

comes to transferring large amounts of money. Personalization, in this context, 

means addressing customers by name and signing with real contact persons (cf. 

Fariborzi & Zahedifard, 2012). 

8. The most commonly used indicators for measuring success in E-mail marketing 

are open rate, click-through-rate (the number of users clicking on a link divided 

by emails opened), hard/ soft bounce rate (the number of E-mails delivered 

divided through number of E-mails sent), sharing rate, and conversion rate (cf. 

Kothand, 2019, pp. 95-98.).  

 

Success factors in E-mail marketing are not only to create valuable and 

personalized content but also to compose the E-mail itself in a way it reaches the 

customer. Due to the increasing number of spam E-mails, spam filters are refined 

continuously and lead to E-mails ending up in the junk folder unintentionally (cf. 

Fariborzi & Zahedifard, 2012). 

 



56 
 

6.3. Search Engine Marketing 

Search engine marketing (SEM) is the generic term for all marketing measures 

related to search engines and therefore includes search engine optimization (SEO), 

search engine advertising (SEA), and universal search (cf. Lammenett, 

2017, p. 135.). A search engine operates digitally and is used for information 

retrieval. In addition to well-known web search engines (e.g., Google, Yahoo, 

Baidu), there are also vertical search engines (specialized in certain fields of 

expertise), enterprise search engines (within a company) and desktop search 

engines (on local computers). Every document, image, video, etc. stored on the 

internet has an architecture, which serves as the basis for findability (cf. Croft, 

Metzler & Strohman, 2015, pp. 27-28.). 

 

Search engines have two main functions: indexing and processing queries. Indexing 

describes the inclusion of data in the existing architecture while processing queries 

is concerned with the effective reproduction of ranked content. An index is 

information that is not part of the text of a document but describes it (metadata). 

Crawlers (search bots) are responsible for obtaining new data and for identifying 

search queries (cf. Terrance et al., 2018). The process of a search query is 

illustrated in more detail in figure 11. 

 

Google is currently the leading search engine with a worldwide market share of over 

87%, followed by bing, Yahoo!, Baidu, and Yandex RU (cf. Clement, 2019a). SEM 

offers two basic strategies to choose from. A company can either follow the goal to 

reach a naturally high ranking on the search engine result page (SERP), which is 

Figure 11: Search query process (based on Terrance et al., 2018) 
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dealt with in SEO, or it can pay for higher visibility through paid placements, which 

describes activities in SEA.  

 

6.3.1. Search Engine Optimization (SEO) 

SEO is a strategy that helps to increase online visibility and to drive online demand 

and customer retention towards websites via organic techniques. Organic in this 

context means that a higher ranking on the SERP is not achieved through payment 

but through the characteristics of the website. Characteristics can be optimized 

either offsite or onsite. Not all ranking criteria have been published yet. 

Nevertheless, there are measures that are assumed to have a positive correlation 

with a high ranking. Operators of search engines permanently try to improve the 

search for results and update algorithms, which means that SEO is a constant 

process of adjustment to newly defined ranking criteria. Another approach to SEO 

is universal search. It describes the holistic approach of rendering content in the 

sense of image, audio, commercial, and news content on one SERP (cf. Lammenett, 

2017, pp. 179-180.).  

 

6.3.1.1. Onsite Optimization 

Onsite optimization deals with all visible and invisible content of a website in order 

to achieve a higher ranking. Regarding visible content, search engines currently are 

still text-centered, which means that the indexing of images and sound-material is 

only possible to a limited extent. Keyword density is still assumed to play a role in 

the perceived quality of a text, even if it is currently highly doubted to have an 

influence on the ranking. Further rules in SEO are that only one topic should be 

dealt with on one page and that references to other articles and reports within the 

website are conducive (cf. Sheoy & Prabhu, 2016, p. 6.). 

 

The invisible content of a website includes its structure. The structure primarily 

consists of a valid HTML code. Notable components of the code are: 

1. Title-tag: A higher ranking can be achieved if the search term (keyword) is 

contained in the title tag. 
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2. Meta-description: Meta-description-tags allow a website to be briefly described 

in one or two sentences.  

3. First sentence: The first sentence is often displayed as a description for the 

website (if no meta-description was implemented). Long-tail keywords are lined 

up keywords with high search relevance and can be inserted in the first 

sentence. 

4. H1-H6: There are levels of headings (hierarchies) on a website that help a bot 

to understand the structure. Search engines take H1 and H2 headings stronger 

into account when ranking. 

5. URL: Websites with searched keywords in their names are displayed further 

upfront. 

6. The naming of image files: Image content can only partially be indexed by bots, 

which is why the definition of ALT (alternative text) can increase the probability 

of a high ranking. 

7. Link texts/ anchor texts: Links to other websites or webpages within your website 

increase the attractiveness for the ranking. Google published that the number of 

links on a website should not exceed 1,000. 

8. Loading time: Fast loading times influence not only the user experience but also 

the ranking.  

9. Mobile optimization: In 2015, Google published that search queries were 

accessed more frequently by mobile devices than by desktop-computers, which 

is why mobile-friendliness was included as a ranking factor. 

10. Security: Even if the weighting of this factor is currently classified as low, website 

security should still be considered. Therefore, HTTPS-websites are believed to 

have an advantage over others regarding ranking. 

11. Barrier-free accessibility is already mandatory for websites of public authorities, 

and it is assumed to become a stronger weighted ranking factor (cf. Lammenett, 

2017, pp. 205-215.; cf. Sheoy & Prabhu, 2016, p. 7.). 

 

Google offers the possibility for websites that have been changed or created to 

make crawling requests for new indexing. In addition, it must be taken into account 

that Google will delete the indexation if the guidelines are violated, which makes it 

no longer possible to find a website in the search engine (cf. Google, 2020). 
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6.3.1.2. Offsite optimization 

Offsite optimization is characterized by the fact that outcomes are not under full 

control of the optimizer. Methods include social media, blogs, articles, press 

releases, RSS feeds, forums, etc. For search engines, a link is considered a 

recommendation. Depending on how often content was linked, the more 

recommendable it seems. The main task of offsite optimization is backlink 

management. Backlinks, defined as links from other websites to the own, are 

weighted differently by search engines according to their number and quality. 

Backlinks that are subject to spam measures have a negative influence on ranking 

and should be deleted (cf. Lammenett, 2017, pp. 215-220.; cf. Sheoy & Prabhu, 

2016, p. 8.). 

 

6.3.2. Search Engine Advertising (SEA) 

SEA or Keyword Advertising (e.g., GoogleAds or GoogleAdsense) describes the 

placement of online content against payment for keywords that lead to a website 

(landing page). The main advantage of SEA is that content is only displayed if the 

customer explicitly searches for it by entering keywords. The billing basis is the 

number of clicked ads. The use of keywords is subject to an auction. Therefore, the 

prices are keyword specific. Keywords with a high search frequency are more 

expensive. However, a maximum price can be defined for campaigns. The range 

(geographical location, topic, placements, demographics) can be defined in Google 

variably (cf. Lammenett, 2017, p. 146.).  

 

6.4. Content Marketing 

Content marketing is a method of inbound marketing and aims to win customers 

without being too disturbing in advertising. In contrast to traditional outbound 

marketing, the focus is not on the product or company but added value. Examples 

of content marketing are tutorials, infographics, guides, lexica, whitepapers, etc. 

One technique that is used in the course of content marketing is storytelling, which 

aims to involve customers emotionally through stories. Research indicates that the 

employment of consumer-based storytelling into marketing measures leads to an 
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average increase of 32% in purchasing consideration (cf. Richardson Gosline, Lee 

& Urban, 2017). 

 

The challenge in content marketing is to bridge the gap between company content 

and content that the target group is interested in. Content creation should be done 

target-group-specific, which is why it is useful in content marketing to define 

personas or market segments. Content marketing follows three main steps: in 

content marketing, it should be identified in advance which content could be of 

interest to customers. A connection to the company’s activity should then be 

established (contents should have something to do with the core business in order 

to maintain credibility). After these topics have been identified, they are assigned to 

main headlines in the course of content clustering. The last step is developing a 

content briefing, which summarizes essential information that should be taken into 

account during the publication process of content (e.g., time of publication, target 

group, materials used, costs, etc.) (cf. Lammenett, 2017, pp. 271-273.). 

 

6.5. Social Media Marketing 

Social media marketing (SMM) and content marketing are two complementary 

disciplines when it comes to attracting customers (cf. Quesenberry, 2019, pp. 1-2.). 

In 2019, global social media penetration worldwide has reached over 67% in 

northern Europe, northern America, and eastern Asia, making social media a 

valuable platform for customer generation (cf. Clement, 2019c). Goals that are dealt 

with in SMM are concerning brand awareness, trust-building, lead generation, and 

research goals (customer insights). Social media platforms differ depending on the 

type, frequency, and amount of shared content, which is why they are used to 

different extends by people with various characteristics (cf. Stokes, 2018, p. 433.). 

There are two ways to be active on social media as a company: organic posting and 

pay-per-click advertisement. Organic posting deals with the non-commercially 

placed content that is transported through feed, story, or messaging postings. The 

nature of these postings is different on every platform. The exemplary listing in figure 

12 shows that there must be differences for SMM measures depending on which 

target group to reach and which content to place. 
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Figure 12: Social media platforms and their characteristics (Stokes, 2018, p. 433.) 

 

The platforms listed are often used in the course of pay-per-click advertising 

campaigns (PPC). PPC means that costs only arise when ads are clicked on. For a 

targeted PPC advertisement, it is necessary to know your target group to use the 

filter functions effectively and to know where to find them (which platform, which 

times of the day, which country, etc.). The SMM toolkit further includes influencers 

and hashtags. Hashtags are words or series of words preceded by a pound sign, 

which automatically categorizes them. Hashtags are used for communication in 

social networks and redirect users to pages that display content with the same 

hashtag (cf. Bernard, 2019, pp. 1-8.). Influencers are defined as people who can 

have an impact on the behavior of others and therefore act as opinion leaders. The 

range and power of influencers are determined by the number of followers (cf. 

Lal et al., 2020, p. 9.). Influencers with <10,000 followers are micro-influencers. 

Meso-influencers have a number of followers between 10,000 and 1 million; macro-

influencers have more than 1 million followers. In marketing, paid partnerships can 

be entered into with influencers in order to integrate products into their posts and 

stories (cf. Boerman, 2019). 
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6.6. Mobile Marketing 

Mobile marketing describes the implementation of marketing measures using 

wireless mobile devices and is referred to as a form of direct marketing throughout 

social media channels, apps, and websites. The main task is to make the created 

content compatible with mobile devices in order to ensure accessibility (cf. Stroem, 

Vendel & Bredican, 2014). 

 

Especially for companies being active commercially, creating their own shopping 

app is a promising source to generate revenue. In this context, the listing of apps in 

the app store is relevant to the number of downloads. The influence of the ranking 

in the app store is dealt with in app store optimization (ASO). Huang et al. developed 

quality criteria (M-S-QUAL) in 2015 that are used as a benchmark for mobile 

devices. The rating scale includes five factors (efficiency, fulfilment, privacy, and 

contact responsiveness). Based on the five M-S-QUAL, ASO is to be handled similar 

to SEO in terms of content and keywords, but in practice, it can be experienced that 

download rates depend rather on positive recommendations of other users (cf. 

Bilgihan, Kandampully & Zhang, 2016; cf. Huang, Lin & Fan, 2015).  
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7. Fundamentals of Developing Concepts 

In the literature, there is rarely a distinction between terminologies, which means 

that terms such as model, concept, guideline, and framework are incorrectly used 

synonymously. According to dictionaries, the terms mentioned can be delimited from 

each other as follows (table 10). 

 

 

Table 10: Conceptual demarcation (based on Collin Dictionary, 2020; based on Cambridge 
Dictionary, 2020) 

In the following chapters, the construct ‘concept’ is explained in more detail with 

regard to the classification into the theoretical variety and practical fields of 

implementation. 

 

7.1. Theoretical Background of Concepts 

A concept describes the entirety of all elaborated measures that enable the 

achievement of predefined organizational goals. In marketing, each concept is 

subordinate to three basic orientations: customer orientation, integration orientation 

(with research, product development or sales), and profit orientation. According to 

Kotler, five types of concepts can be distinguished (figure 13). 
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Companies pursuing product concepts assume that product quality and price are 

valued more than availability. Selling concepts do not focus on the product 

development or production process, but on actively selling to the customer without 

building mutual relationships. Companies that conduct marketing concepts consider 

customers as the center of planning. All activities are carried out based on customer 

requests and demands. The goal is to understand customers and implement pull-

strategies. The starting point for the production concept is that products are 

produced efficiently (mass production). Companies that follow this concept 

approach assume that affordability and accessibility are the most decisive criteria 

for decision making. The latest approach is the holistic marketing concept, which 

says that marketing no longer exists as a set of single activities but that every action 

causes interdependencies. Therefore, holistic marketing concepts follow a four-

dimensional approach: relationship-, integrated-, internal-, and performance-

marketing (cf. Kotler & Keller, 2016, pp. 42-44.). The related disciplines are 

illustrated in figure 14. 

 

Figure 13: Concept types (based on Kotler & Keller, 2016, pp. 42-44.) 
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Figure 14: Four dimensions of the holistic marketing concept (Kotler & Keller, 2016, p. 44.) 

 

All concept types, apart from holistic marketing concepts, as single approaches, are 

considered too short-sighted in practice. Therefore, only the holistic approach is 

dealt with in the following chapters. 

 

7.2. Components of a Marketing Concept 

In practice, the model published by Becker (2009) is often used as a basis for 

creating marketing concepts. It says that every marketing concept follows a 

pyramid-shaped scheme in three levels. According to Becker, a concept is a “plan” 

that leads to “desired destinations”. However, several “routs” are available for the 

implementation, based on which the correct “means of transport” are selected 

(figure 15) (cf. Becker, 2009, pp. 1-13.). 
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In contrast to Becker, modern marketing concept creation processes describe 

further steps regarding the definition of market segments, personas, and controlling. 

In summary, the following content of a marketing concept can be derived from 

literature sources (figure 16). 

 

 

 

 

 

 

 

 

The creation of marketing concepts has proven itself in the past, as it gives 

companies direction and enables them to react quickly to market changes. In the 

first and second steps of the marketing concept creation process, a starting point 

must be ascertained in order to determine which resources are available. 

Instruments to be used are external and internal market analysis in the course of 

the SWOT Analysis, PESTEL, Porters’ 5-forces or the resource analysis (insight-

outside and outside-inside perspective) (cf. Dondjio & Haafst, 2017, pp. 149-152.). 

In the third step, the goals of the concept have to be defined to create comparable 

Level 1: Marketing Goals

(Where do we want to end up?)

Level 2: Marketing Strategies

(How are we getting there?)

Level 3: Marketing-Mix

(What do we have to do for it?)

Figure 15: Components of a marketing concept (based on Becker, 2009, p. 12.) 

Figure 16: Concept creation process (based on Fischer, 2019; based on Becker, 2009, pp. 1-13.) 
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values for controlling. These are usually formulated applying the SMART principle 

(specific, measurable, achievable, realistic, time-bound). Modern marketing is 

customer-oriented, which is why step four deals with getting an idea of how potential 

customers look like. The definition of personas or the conduction of market 

segmentation is considered expedient and allows to select instruments more 

appropriately. Step five tries to develop and choose suitable strategies. This 

includes not only defining the basic strategic direction (pull or push, inbound or 

outbound), but defining the associated marketing instruments. Alternative strategies 

are weighted and selected. An action plan is usually a 12-month presentation of 

specific measures and is the basis for budget planning. It serves to translate a plan 

into reality and is created in step six. In the last step, performance indicators are 

defined to compare the goals with the actual outcome and, therefore, to assess the 

efficiency of the created concept (cf. Fischer, 2019).  
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8. Theoretical Conclusion 

The theoretical part of the present elaboration aims to provide a basic understanding 

of terms and constructs used in the course of an online marketing concept creation 

process. The starting point of the theoretical introduction was to clarify which 

information and contents are needed for the creation of an online marketing concept. 

To answer this question, chapters on business relationships (chapter 3), market 

segmentation (chapter 4), fundamentals of E-commerce (chapter 5), and online 

marketing strategies (chapter 6) were carried out by conducting a comprehensive 

literature research. 

 

In the last step of the theoretical part of the present thesis, seven components of a 

concept could be identified, which should be followed in every concept creation 

process (chapter 7). 

 

 

 

 

 

 

Chapters 3 to 7 serve as the theoretical basis for the elaboration of an online concept 

carried out in the next section (part II) using the example of the brand Wever & Ducré 

in the lighting industry for the regions Belgium and Northern Germany. The empirical 

section of this thesis is based on the structure presented in figure 17.

Figure 17: Parts of a concept (based on Fischer, 2019; based on Becker, 2009, pp. 1-13.) 



 

 

 

 

 

 

 

 

 

PART II: 

Empirical Section 
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9. Wever & Ducré Bvba 

XAL Holding GmbH is a global parent company leading all brands under its name, 

including Wever & Ducré, XAL, Viteo, XTEC, and XALAX. The company Wever & 

Ducré is to be considered in greater detail for the regions Germany and Belgium in 

the course of the concept development process. The logo of the company is shown 

in figure 18. 

 

 

The subsidiary Wever & Ducré BVBA was founded in Belgium in 1984. Due to sales 

decline, the company was acquired by XAL Holding GmbH in 2011 and was given 

a new image – young, hip, and urban following the slogan “from Belgium with love”. 

Today, Wever & Ducré has more than 60 distribution partners and 150 employees 

worldwide. The company develops high-quality architectural LED and decorative 

lighting and has its production facilities in China. With reference to the company 

philosophy and the origin of the brand name, Wever & Ducré pursues a so-called 

roadmap to be successful in life, as mentioned hereinafter: Success is possible 

“through hard work (WErklust), trust (VERtrouwen), and enthusiasm 

(ENthousiasme), combined with courage (DUrf) and the necessary dose of creativity 

(CREativiteit)” (cf. Wever & Ducré, 2019). 

 

Regarding the product range, the company focuses on indoor lighting (bars & 

restaurants), outdoor lighting, and decorative lighting. The field of activity of Wever 

& Ducré is also referred to as architectural lighting since pieces and collections are 

created in cooperation with local designers.  

 

Figure 18: Company logo Wever & Ducré (Wever & Ducré 2019) 
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10. Online Concept for the Company Wever & Ducré in 

the Lighting Industry 

The chapters elaborated in part I of the present thesis serve as the theoretical basis 

for the following creation of an online concept for the company Wever & Ducré in 

the lighting industry. The concept creation follows the basic structure recommended 

in the literature shown in figure 19.  

Situation analysis and environmental analysis are not to be regarded as successive 

processes, as illustrated in figure 19, but rather as an analysis process that 

simultaneously takes into account both dimensions, the internal and the external 

environment. After analyzing the environment, concept goals are defined with the 

help of which the overall master thesis goals are to be achieved. The chapter market 

segmentation refers to defining a target group for which the concept is to be created. 

The definition of a target group is carried out within a two-step process: a market 

segmentation based on secondary sources and a subsequent persona creation 

using a primary qualitative approach. The target group is used as a basis to create 

online marketing strategies, from which the most promising ones are selected. An 

action plan, as well as a budget plan for the period of one year, are drawn up for the 

selected strategies. The last section of the concept creation deals with monitoring, 

which is supposed to enable continuous success reviews. 

 

10.1. Situation Analysis 

Before a strategy can be tailored to a specific market, the current situation in which 

a company and its surroundings are located must be analyzed. This process is 

called situation analysis and is carried out in the following chapters. 

Figure 19: Content of a concept (based on Fischer, 2019; based on Becker, 2009, pp. 1-
13.) 
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10.1.1. Lighting Industry in Europe - Market Analysis 

According to a study carried out by CSIL, the lighting fixtures market has steadily 

grown by 3.6% per year since 2012. In 2018, the world consumption of lighting 

fixtures was estimated to be USD 94 billion. Although the market growth is projected 

to slow down, a growth of at least 3% per year is expected until 2022 increasing the 

market value to USD 106 billion. Among the largest producers and also consumers 

of lighting fixtures are China, United States, Germany, Japan, United Kingdom, 

India, France, South Korea, Italy, and Russia. LED lighting currently represents 

approximately 61% of total consumption, but their share is expected to increase up 

to 72% by 2022. With regards to B2C E-commerce, residential lighting is the largest 

segment with a share of 48% of total E-commerce sales (compared to industrial, 

commercial, and outdoor). The largest lighting consuming countries in Europe are 

the United Kingdom and Germany. With a share of 31%, global wholesalers (B2B) 

are among the largest distributors in the lighting industry. E-tailers such as Amazon, 

Wayfair, Pepperfry (B2C) hold 28%, lifestyle chains (B2C) hold 18%, lighting 

distributors (B2C) 17%, and local wholesalers (B2B) 6%. Narrowing down the global 

approach towards developments in the lighting industry, it can be stated that the 

European lighting market has a consumer value of USD 20,56 million in 2018. 

Among European countries, the United Kingdom represents the biggest 

marketplace with regards to the lighting industry. However, Germany has been the 

fastest-growing market, with a yearly average of 15% since 2012 (cf. Spinelli, 2019).  

 

10.1.2. Competitive Environment 

Northern Europe, in particular, is a competitive market for both the production and 

the consumption of lighting products. Direct competitors are analyzed below using 

the evaluation criteria product, price level, market share, content strategy, sales 

channels, and marketing strategy. Only companies that sell directly (B2C) or those 

who make products available through their own website on websites of online 

distribution partners in the previously defined areas are considered for the 

competitive analysis. Tables 11 and 12 below summarize the current competitive 

situation of Wever & Ducré in Belgium and Northern Germany. 



73 
 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 
       Table 11: Competitive environment – 1 (based on Spinelli, 2019)   
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        Table 12: Competitive environment – 2 (based on Spinelli, 2019) 
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Tables 11 and 12 include those competing companies that do not necessarily run 

their own online shop but do reach the end consumer through indirect sales. The 

price level represented by the symbol € was determined by comparing a uniform 

product category (table lamps) that can be found in the product range of each of the 

listed companies. The average price of table lamps offered online (original price – 

without discount) was researched for each company, which allowed a classification 

as follows (table 13): 

 

 

 

Table 13: Price level classification (own presentation) 

 

Analyzed with the same criteria as the competition in table 13, the following table 14 

results for the company Wever & Ducré and was created for comparison purposes.  

 

 

 

 

 

 

 

 

The product categories of each provider mentioned in tables 11 and 12 are 

considered similar, which is why the competition is mainly carried out via price levels 

and marketing (branding). The German market currently appears to be more 

competitive than the Belgian market.  

  

 Price level classification 

€ 0-150 per table lamp Low price level 

€€ 150-500 per table lamp Medium price level 

€€€ > 500 per table lamp High price level 

 

Company Wever & Ducré 

Product Indoor lighting, outdoor lighting (garden lighting) 
Price level  €€ 

Content strategy  High-quality design lighting, resource-saving, life quality, 
young & urban 

Sales channel Lighting specialists, E-commerce  
Marketing activities 

(online)  
Facebook, Instagram, LinkedIn, Pinterest, Newsletter 

Region Belgium, Germany 
Own online shop  No (but planned) 

 Table 14: Business position - Wever & Ducré (own presentation) 
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10.2. Concept Aim 

Concept goals include the definition of a company and industry-specific target group 

with a mixed research approach, based on which online marketing strategies can 

be selected. The subsequent implementation of the online concept measures aims 

to reach a new customer group (B2C) for a company currently only active in the B2B 

lighting industry. 

 

10.3. Research Design 

When defining the research design, a reference to the overall master thesis goal 

must be established in advance. The goal describes the creation of an online 

concept for the generation of B2C customers. However, in order that measures can 

be developed contributing to achieving this goal, a target group must be defined 

empirically. Hence the aim of the empirical study is to create one or more ‘engaging 

personas’ having a representative function for the target group(s) of Wever & Ducré. 

The outcome of the inductive survey should serve as the basis for developing an 

online marketing concept using the structure described in chapter 7. 

 

In order to achieve the research goal and answer the research questions, a mixed 

approach was considered appropriate. This decision was based on philosophical 

paradigms. Two basic theories of research ontology, positivism and constructivism, 

allow research to be divided into two opposing worldviews (cf. Bleiker et al., 2019). 

If these theoretical paradigms are applied to the research goal, the choice of method 

results in a qualitative as well as a quantitative approach. 

 

With the help of secondary research, quantitative data sets are used as a basis for 

market segmentation in the sense of an ‘a priori’ segmentation (chapter 4). The 

nature of the persona approach does not allow a purely quantitative data analysis, 

but rather a qualitative one. Therefore, insights about fears, goals, desires, attitudes, 

expectations, and motivators are generated in the course of guided interviews. The 

target group to be surveyed results from the outcome of the quantitative market 

segmentation. Characteristics of selected segments serve as inclusion criteria. 

Regarding sampling, there are two main directions: conceptually-driven and non-

conceptually-driven approaches (table 15) (cf. Farrugia, 2019). 
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For the present survey design, the method of purposive homogenous sampling 

(non-probability sampling) was chosen. A comprehensive literature search is the 

survey method for secondary research for market segmentation. Regarding 

qualitative research, a semi-structured interview guide is used (Appendix A.1). Table 

16 serves as a summarized tabular representation of the survey design.   

Table 15: Theoretical directions of sampling (based on Farrugia, 2019) 

Conceptually-driven approaches 

Convenience Sampling 
Materials and participants are included in the sample, 
which are easily available for the research due to their 
proximity. 

Opportunistic Sampling 
The researcher makes use of the opportunities that arise 
during the research process. 

Non-conceptually-driven approaches 

Purposive Sampling 

Previously defined variables, which were assumed to be 
most fruitful for answering the research question, are used 
for the selection of participants. Respondents can be 
included due to either homogeneity or heterogeneity. 

Theoretical Sampling 

It is mostly used in the context of grounded theory and 
applies to the improvement and further development of 
existing concepts. Theoretical sampling consists of a 
repetitive process and serves to test hypotheses. 
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Table 16: Study design – summary (own presentation) 
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Profitability Measurability 

Stable or growing Accessible 

 

Synergies between segments Competitive intensity 

Existing market share Cultural compatibility 

Price sensitivity Online buying behaviour 

 

10.4. Defining the Target Audience  

Defined target countries for the development of an online marketing concept are 

Belgium and Northern Germany. While the segmentation for Belgium refers to the 

entire country, a regional restriction applies to the segmentation for Northern 

Germany. The segmentation process follows ten steps (described in chapter 4.1.) 

subsequently worked out for both countries. 

 

10.4.1. Market Segmentation Belgium 

The following market segmentation is carried out on the basis of secondary data (a 

priori approach) and is used for the determination of quantitative demographic, 

psychographic and behavioural characteristics of the potential target group to be 

identified. 

 

Step 1: Decision making 

The decision to carry out a market segmentation was discussed by the company in 

advance as desirable and should be based on secondary data for resource-

restricting reasons. 

 

Step 2: Defining ideal target segments 

The following knock-out-criteria displayed in table 17 should apply for segments 

developed for both regions: 

 

 

Table 17: Knock-out criteria (own presentation) 

 

In order to be able to evaluate the defined segments, which have not already been 

eliminated due to the knock-out-criteria, the following attractiveness criteria should 

be used (table 18). 

 

 

Table 18: Attractiveness criteria (own presentation) 
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The attractiveness criteria will be weighted in step 8 of the segmentation process in 

order to select the most promising segments.  

 

Step 3: Data collection 

Quantitative segmentation follows four basic segmentation variables that can be 

used individually or combined: geographic, socio-demographic, behavioural, and 

psychographic.  

 

Geographic segmentation Belgium 

Belgium is a federal state in Western Europe with a population of over 11,430,000 

(as of January 1st, 2019) (cf. Statbel, 2019). The country is roughly divided into three 

regions due to linguistic differences: the Flemish Region (Dutch – 6,580,000 

inhabitants), the Brussels Capital Region (French and Dutch – 1,200,000 

inhabitants), and the Walloon Region (French and German – 3,630,000 inhabitants). 

Approximately 75% of the population is Roman Catholic, and 16% has no 

confession. Brussel is the region with the highest concentration of households, with 

a percentage of 11%. 32% of all households can be found in Wallonia and 57% in 

Flanders (cf. Commission, 2020).  

 

Socio-demographic segmentation Belgium 

Socio-demographic segmentation takes into account variables such as age, gender, 

family status, school and vocational training, employment, social class, and income. 

Based on the data of the company Mosaic Belgium, Belgium can be described as 

heterogenous country with 8 segments and 33 subtypes described in table 19.  
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Table 19: Household segmentation – Belgium (Mosaic Belgium, 2019)
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Table 19 illustrates family composition as well as living situation, age, and income 

of defined Belgian segments. The income level is displayed as an index, which 

means that an amount of 100 equals the average income of 44,243.50 euros net 

per year. The colour code in the last column is used to identify the location of these 

different demographic groups in Belgium, shown in figure 20. The percentages in 

the last column indicate the proportion of the total population that can be assigned 

to the respective group. 

 

 

 

 

 

 

 

 

 

 

 

 

 

As the distribution in figure 20 shows, households defined as ‘A-the high life’ live 

close to the centre of the largest Belgian cities (e.g., top managers, CEOs) and 

represent those with the highest level of prosperity. Households classified as group 

‘B-affluent residence’ also have a high level of prosperity and live with their children 

in single-family houses. This group can mainly be found in Flanders. ‘C-urban 

satellites’ are households that mostly consist of young couples who are childless 

and enjoy a medium level of prosperity. On the one hand, because they have no 

children yet, on the other hand, because they have already left the household. 

Especially in the Flemish countryside, one can find the group ‘D-comfortable middle 

class’. The income level in this group represents the average national income (e.g., 

A – The High Life 

B – Affluent Residence 

C – Urban Satellites 

D – Comfortable Middle Class 

E – Rural Life 

F – Industrial Life 

G – Small Towns and Urban Periphery 

H - Metropolitans 

 

Figure 20: Location of households in Belgium (Mosaic Belgium, 2019) 
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pensioners, manual workers). Households assigned to group ‘E-rural life’ tend to 

live in the countryside (Wallonia) in apartments or small terraced houses and have 

lower levels of prosperity (e.g., unemployed, manual workers). ‘G-small towns and 

urban periphery’-households are often found in smaller cities or suburbs of larger 

ones. They have a low to medium level of prosperity and mostly live in apartments 

or terraced houses. Group ‘H-metropolitans’ is mainly shaped by single-person 

households in large cities. This group is considered to be the most diverse since it 

includes both top managers and unemployed people. What those households have 

in common is their lifestyle, which is said to be more sustainable. 

 

Behavioural segmentation Belgium 

In 2019 the digital buyer penetration in Belgium reached 70%, meaning that 

approximately two-thirds of the population have made an online purchase in the last 

12 months. When it comes to online shopping behaviour, men are generally more 

willing to purchase online than women. 52% of online buyers purchase in the 

evening (between 6pm-12pm). 35% are purchasing during the day (12am-6pm) and 

11% in the morning (6am-12am). Only 2% shop at night (12pm-6am). Home delivery 

(63%) and pick-up-points (8%) are the preferred methods by Belgian online buyers 

(cf. de Best, 2019a). According to a study carried out by the University of Antwerp, 

the likelihood of purchasing online is positively correlated to the income as well as 

to the educational level. Furthermore, the study indicates that northern cities in 

Belgium have a higher density of online buyers than southern shown in figure 21 (cf. 

Beckers, Cárdenas & Verhetsel, 2018).  

 

 

 

 

 

 

 

 Figure 21: Online buying intensity in Belgium (Beckers, Cárdenas & Verhetsel, 2018) 
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Role 
% in 
population 

Description 

Analyst 20,62% 

Analysts are guided by logic and see past experiences as an incentive to 
learn. People in this group like to take responsibility and are dependable 
towards their fellow human beings. Nevertheless, this group distances itself 
from emotional matters and is subject to the constant fear of failing. 

Diplomat 47,34% 

Diplomats base their decisions on respect, morality, virtue and appearance. 
Visual communication is described as the best way to reach this group. 
People identified as diplomats are intuitive, but still structured and attach great 
importance to an intact social environment. They are constantly looking for 
ways of improvement and deeper meanings. 

Sentinel 19,02% 
Practicability is defined as the main driver for sentinels. Actions and decisions 
are based on tradition and order. Member of this group are said to be rather 
inflexible, because they have a strong believe in once developed values.   

Explorer 13,02% 

Explorers are inspired by interactions, curiosity and spontaneity. Fixed 
structures have a restrictive effect on people in this group. Excitement is the 
biggest diver, which is why this group is more willing to take risks. They think 
little about the future, which makes their behaviour unpredictable. 

 

Psychographic segmentation Belgium 

A general analysis of Belgium with regard to the characteristics of its population is 

only possible to a limited extent due to the regional division. An attempt of 

classification showed that Belgians tend to be (Mind) more extroverted than 

introverted, (Energy) more intuitive (planners) than observant (doers), (Nature) more 

feeling than thinking, (Tactics) more prospecting than judging, and (Identity) more 

turbulent than assertive (based on NERIS Analytics Ltd, 2020). Analysing this basic 

theoretical information behind the fact that different manifestations of these 

characteristics apply to individuals within a country, four characters can be defined 

(table 20).  

 

 

 

 

 

 

 

 

 

Table 20: Personalities in Belgium (based on NERIS Analytics Ltd, 2020)  
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Segments Income Housing Age Region Role 

The High Life 136 
Big single-family 
house 

40-62 (~51) 
Flemish region 
(Suburban) 

Analyst 

Affluent 
Residence 

119 
Medium single-
family house 

40-52 (~53) 
North-east Flemish 
region 

Diplomat 

Urban Satellites 98 
Apartment (1-2 
bedrooms) 

48-70 (~59) 
North-west Flemish 
region 

Sentinel 

Comfortable 
Middle Class 

106 
Small single-family 
house 

37-54 (~47) Flemish region Diplomat 

Rural Life 96 Small houses 35-54 (~46) West Flemish region Sentinel 

Industrial Life 74 
Small apartment, 
terraced house 

35-57 (~47) Walloon region Sentinel 

Small Towns 
and Urban 
Periphery 

96 
Apartment (1-2 
bedrooms) 

35-54 (~48) 
Surroundings of the 
city (Brussel, Antwerp) 

Explorer 

Metropolitans 77 
Small Apartment (1 
bedroom) 

25-34 (~30) City (Brussel, Antwerp) Explorer 

 

Step 4: Data evaluation & Step 5: Extracting customer segments 

Step 4 and 5 aim at cleaning and structuring primary raw data. In the course of this 

elaboration, the market segmentation is carried out on secondary data, which is why 

steps 4 and 5 are not further pursued. 

 

Step 6: Profiling segments 

The information on Belgian consumers determined in step 3 serves as the basis for 

defining and profiling customer segments. Table 21 brings together information from 

the previously worked out steps and shows the pool of segment alternatives to 

select from. 

 

 

 

 

 

 

 

 

 

 

Table 21: Profiling segments (based on Mosaic Belgium, 2019; based on NERIS Analytics Ltd, 2020) 

 

Regarding table 21, the four personality types (analyst, diplomat, sentinel, and 

explorer) were largely left out, because they cannot be reduced to a particular age 

group or a special income class. Each segment, therefore, contains all personalities, 

but in different compositions. However, according to reported character traits of 

segments, assumptions can be drawn. 

 

Step 7: Segments description 

Step 7 is about defining segment behaviour. When describing behaviour, in the 

course of an online concept creation, particularly online behaviour is taken into 
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Daily internet 
usage (personal 
reasons) 
according to age 

Private daily internet 
usage according to 
region 

Percentage of 
online shoppers 
(purchased at least 
ones a year) 

Online shopping 
frequency (per 
month) 

The High Life ~ 82% ~ 92% ~ 71% ~ 14% 

Affluent Residence ~ 87% ~ 92% ~ 71% ~ 18% 

Urban Satellites ~ 70% ~ 92% ~ 71% ~ 13% 

Comfortable Middle 
Class ~ 91% ~ 92% ~ 71% ~ 20% 

Rural Life ~ 87% ~ 92% ~ 71% ~ 20% 

Industrial Life ~ 86% ~ 87% ~ 60% ~ 19% 

Small Towns and 
Urban Periphery ~ 87% ~ 89% ~ 60% ~ 21% 

Metropolitans ~ 93% ~ 89% ~ 60% ~ 24% 

 
Table 22: Online behaviour of segments – Belgium (based on de Best, 2019a) 

 Profitability 
(in billion € per month) 

Measurability Stability Accessibility 

The High Life No measurable Shrinking High  

Affluent Residence Yes measurable Stable High 

Urban Satellites No measurable Growing High 

Comfortable Middle 
Class 

Yes measurable Stable  High 

Rural Life Yes measurable Shrinking High 

Industrial Life No measurable Stable High 

Small Towns and 
Urban Periphery 

No measurable Growing High 

Metropolitans Yes measurable Growing High 

 
Table 23: Results of evaluation with knock-out criteria (Belgium) (own presentation) 

account. Table 22, therefore, summarizes the online behaviour of the defined 

segments. 

  

 

 

 

 

 

 

 

 

 

The online penetration and the density of online buyers in Belgium are above the 

European average. A high percentage of online buyers can, therefore, be found in 

all segments. Flemish areas record higher percentages of online buyers.  

 

Step 8: Evaluation and Selection of the target segment(s) 

The knock-out and attractiveness criteria defined in step 2 are used to evaluate the 

defined market segments. Table 23 represents the result of the evaluation, precise 

steps for each knock-out criterion are described in the appendix (A.2.1.).  
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Attractiveness 
criteria 

Weight 
Parameters 

Affluent 
Residence 

Comfortable 
Middle Class 

Metropolitans 
High 
10-7 

Medium 
6-4 

Low 
3-0 

Synergies 
between 
segments 

10 >3 2-3 0-1 6.6 4.4 6.6 

Existing 
market share 
in B2C 

5 29%-42% 15-28% 0-14% 0 0 0 

Price 
sensitivity 

17 7-10 6-4 3-0 5 4 5 

Competitive 
intensity 

10 1.0-1.7 1.8-2.3 2.4-3.0 3.7 3.7 1.8 

Cultural 
compatibility 

3 7-10 4-6 0-3 9 9 9 

Online buying 
behaviour 

55 21-30% 11-20% 0-10% 18 20 24 

Results 100    12.05 12.76 15.16 

 

In advance, it can be said that from the original eight segments defined for the 

Belgian market five are to be eliminated due to the non-fulfilment of the knock-out 

criteria (table 23). The remaining three segments are evaluated according to defined 

attractiveness criteria. Based on the attractiveness rating recommended in the 

literature, the criteria were weighted to 100 based on estimations. Separate 

parameters were defined for each of the attractiveness criteria in order to assign a 

segment to a low-medium-high scale. Table 24 shows the results of a scoring 

process, a detailed breakdown can be found in the appendix (A.2.2.). 

 

 

 

 

 

 

 

 

 

 

 

 
Table 24: Attractiveness criteria - Belgium (own presentation) 

 

If the scores in table 24 are completed, it is evident that the segment metropolitans 

can be assigned with the highest degree of attractiveness and thus serves as the 

foundational basis for the further development of the online marketing concept for 

the Belgian market. Step 9 (customizing segment) and step 10 (monitoring) of the 

segmentation process are carried out in the following in separate chapters. 

 

10.4.2. Market Segmentation Germany 

As the target region of Northern Germany has already been defined in advance, a 

geographical segmentation is no longer carried out. In the following, the German 

market is, therefore, only roughly segmented with regard to demographics and 

online behaviour. 
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According to Eurostat, Germany currently counts approximately 82.79 million 

inhabitants. The included sub-regions of Northern Germany are Bremen (569,353 

inhabitants), Hamburg (1,841,179 inhabitants), Mecklenburg-Western Pomerania 

(1,609,675 inhabitants), Lower Saxony (7,982,448 inhabitants), and Schleswig-

Holstein (2,896,712 inhabitants). The entire north German market, therefore, counts 

a population of 14,899,367 (18% of the total population of Germany) (cf. Statista 

Research Department, 2020a; cf. Statista Research Department, 2020b; cf. 

Statistisches Bundesamt, 2019a; cf. Statistisches Bundesamt, 2019b). 

 

Currently, the most used approach in market segmentation and target group 

research in Germany is the Sinus-Milieu approach. Per definition, a milieu is a group 

of people with similar lifestyles and believes. The prevailing Sinus-Milieus in 

Germany are subject to constant change. The current status of the Sinus-Milieus 

Germany (status 2019) published by the Sinus Institute is shown in figure 22. 

 

Figure 22: Sinus-Milieus Germany (Sinus Markt- und Sozialforschung, 2020) 

 

There are 11 different milieus in Germany. The milieus are subject to a two-axis 

division into social situation (e.g., household income, living conditions, education 

etc.) and basic orientation (tradition, modernization, and reorientation). The 

individual milieus are presented in table 25 below. 
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Table 25: Detailed description of Sinus Milieus Germany (based on Sinus Markt- und Sozialforschung, 2020; based on Hempelmann & Flaig, 2019)
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STATE SINUS MILIEU 

HAMBURG Metropolitan avant-gardes 

BREMEN Metropolitan avant-gardes 

LOWER SAXONY Adaptive navigators 

SCHLESWIG-HOLSTEIN Liberal intellectuals and Performers 

MECKLENBURG-WESTERN 
POMERANIA 

Modern Mainstream 

 

The geographic location of the sinus milieus was derived from a study on the voter 

turnout of the different milieus and the corresponding election results of the federal 

states. It can, therefore, be assumed that the milieus in the defined region are 

distributed as follows (table 26).  

 

 

 

 

 

 

 

 

Table 26: Location of Sinus Milieus in Germany (based on Vehrkamp & Wegschaider, 2017) 
 

In advance, the original ten milieus can be reduced to five, due to the regional 

restrictions. The defined knock-out criteria also apply to the Northern German 

market and are summarized in table 27. 

 

 

Table 27: Knock-out criteria – Germany (own presentation) 

 

The result in table 27 is based on a detailed evaluation process that can be found 

in the appendix (A.3.1.). At this point, however, it can be said that due to the knock-

out criteria, two segments must be eliminated in advance. 

 

The evaluation of the attractiveness criteria follows the same scheme as for the 

Belgian market (high-medium-low). A weighting was created for each criterion 

separately. In advance, it can be said that the milieu ‘adaptive navigators’ represents 

 PROFITABILITY 
(IN BILLION € PER 

MONTH) 

MEASURABILITY STABILITY ACCESSIBILITY 

LIBERAL 
INTELLECTUALS No measurable Stable High 

PERFORMERS 
Yes measurable Slightly growing High 

COSMOPOLITAN 
AVANT-GARDES 

Yes measurable Growing High 

MODERN 
MAINSTREAM 

No measurable Stable High 

ADAPTIVE 
NAVIGATORS  Yes measurable Slightly growing High 
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the one to be selected on the basis of the attractiveness criteria (table 28). A precise 

breakdown of the evaluation process is given in the appendix (A.3.2.).  

 

Table 28: Attractiveness criteria – Germany (own presentation) 

 

The characteristics of segment adaptive navigators should serve as the basis for 

the Northern German market in the course of the marketing concept development. 

 

10.4.3. Persona Definition 

The basis for the persona definition is the market segmentation carried out 

individually for the regions Belgium and Northern Germany. In contrast to the market 

segmentation, the persona approach no longer solely focuses on quantitative 

demographic data but on goals, wishes, fears, expectations, etc. of the respective 

target group. The data basis for the survey is the segment selected for the Belgian 

market (metropolitans) as well as the sinus milieu selected for the German market 

(adaptive navigators). Data displayed in table 29 serve as inclusion criteria for 

survey participants.  

 

  

Attractiveness 
criteria 

Weight 
Parameters 

Performers 
Cosmopolitan 
Avant-gardes 

Adaptive 
navigators High 

10-7 
Medium 

6-4 
Low 
3-0 

Synergies 
between 
segments 

10 >3 2-3 0-1 3.6 2.7 4.5 

Existing 
market share 
in B2C 

5 29%-42% 15-28% 0-14% 0 0 0 

Price 
sensitivity 

17 7-10 6-4 3-0 3 2 1 

Competitive 
intensity 

10 1.0-1.7 1.8-2.3 2.4-3.0 3.7 3.7 3.7 

Cultural 
compatibility 

3 7-10 4-6 0-3 9 9 9 

Online buying 
behaviour 

55 21-30% 11-20% 0-10% 0.8 2 10.3 

Results 100    1.95 2.35 6.93 
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 BELGIUM NORTHERN GERMANY 

AVERAGE (NET) INCOME 1,896.15 EUR – 3,634.29 EUR 3,311.25 EUR - 3,592.50 EUR 

REGION  
City centre or urban suburbs 

(Brussel, Antwerpen) 
Northern Germany 

(Lower Saxony, Hamburg) 

INTERNET USER Given Given 

ONLINE BUYER Given Given 

AGE 25-34 25-40 

LANGUAGE English English, German 

GENDER 
Female (max. 20%) &  

male (min. 80%) 
Female (max. 20%) &  

male (min. 80%) 

 

 

 

 

 

 

 

 

 

Table 29: Inclusion criteria (own presentation) 

 

The reason why more male than female interviewees are included is that statistics 

have shown that more men buy furniture online than women (cf. Rabe, 2019b; cf. 

de Best, 2019b). 10 interviews from Belgium and 5 from Northern Germany were 

taken into consideration for the evaluation. A precise list of the survey participants 

and their fulfilment of the inclusion criteria can be seen in the appendix (A.4.). Based 

on both qualitative and quantitative data, two persona profiles could be created for 

each region, which are presented hereinafter. 

 

10.4.3.1. Persona Belgium: Noah 

The Belgian persona is the result of a two-step process. The first step was to 

quantitatively narrow down the location, age, educational level, income levels, living 

situation, and online buying behaviour with secondary data. In the second step, the 

cultural background, attitudes, pains and fears, interests, online shopping 

behaviour, and expectations were clarified in the course of qualitative interviews 

with 10 Belgians. Table 30 below is intended to summarize the results per topic.  
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Topic Results 
Cultural 

Background 
 
 
 
 

People are enjoying life, people go for drinks or coffee regularly, involved in their jobs, collaborative 
environment, people are looking for stability, population is not oriented towards success but to be as 
successful to achieve a certain living standard, life-quality oriented, less afraid of getting to know other 
cultures, open-minded, money is not a big issue, do not tend to splurge, but people are able and willing 
to invest more in a convenient surrounding, in terms of office and home supplies, country is split in the 
middle (Flanders and Wallonia with Brussel in the middle), regions of the country are very different, 
enjoyment of responsibility (contributing a piece to something bigger, triggers motivation, meaning of 
existence) 

Attitudes Housing, governmental issues (Belgium still has no government), public transport, globalization, 
international relations, politics and economics, health system, social inequalities, insurance system, 
urbanization, unemployment 
 
Prices are less important when: it comes to going out with friends, going on holidays, buying gifts, if it 
brings joy, contributes to the daily well-being or looks nice 

Fears & 
pains 

Fears:  
Children will have it more difficult, started too late to get oneself in a good job (house, job, partner, 
kids), increasing prices with a stable income level, not being able to be professionally independent, fear 
of technology taking over jobs, fear that the social system is going to collapse due to its complexity  
 
Pains:  
Commuting, depending on others, not achieving what was planned for the day, having too little free 
time 

Interests Languages, cooking, board games, traveling, spending time with family and friends, new technologies, 
cultural activities, drinking with friends 

Online 
shopping 

behaviour 

Reasons to choose an online shop: 
appearance, easiness to order, return policy, product descriptions are accurate, would not be afraid of 
using other shops if they have interesting products, nice selection of products, the shop who provides it 
fastest, Google ranking, account already set up (contact information and payment method), one-click 
order option 
 
Most popular web shops: 
Bol.com, Amazon, Zalando, Alibaba, outrancefashion.be, keyatheweb.com, le-trend.com, IKEA 
 
Used Platforms: 
Facebook, Instagram, Reddit, Twitter, LinkedIn, Pinterest, WhatsApp, YouTube 
 
Opinion about newsletters: 
Are quite annoying, could work if content is personalized, often subscribe when getting a discount 
 
Influencing factors: 
Discounts, reviews, shipping time and costs, quality, website appearance, design, provided information, 
image of the company 
 
Previous triggers: 
Physical need, saw something he/she liked 

Expectations Product and service expectations: 
CSR measures, human rights, website appearance, shared experiences, connected (online), affordable 
prices  
 
Recommendations: 
should know the market well, Belgium comes with its own quirks, make sure it is bilingual (two versions 
of everything for every side of the country), make sure something is provided (family-oriented), if a 
business would operate in Belgium without having anything to do with family or not being sensitive to 
linguistic situation they won´t be successful), you don´t start a company in Belgium you either start one 
in Flanders or in the French part, chose one side and then try to expand to the other side (it is not 
possible to please both sides at ones), choose a region and be good in that region, values on both 
sides are different  

 
Table 30: Results qualitative interviews – Belgium (own presentation) 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

In order to support qualitative results, meaningful quotes from interview partners are 

shown graphically below (figure 23, 24, and 25). 
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Figure 23: Quotes from interview partners 1 – Belgium (own presentation) 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Cultural Background 
 
“I'm not saying people in Belgium are not ambitious, but we have a lot of sayings in Dutch to describe Belgium people 
and especially Flemish people, because we like the simplified way of life. We don't like to make things too 
complicated.” (IB3, 2020, Pos. 9) 
 
“You see people going out for drinks after work, basically any day of the week. So, yes, people enjoy their lives here. 

Me included.” (IB4, 2020, Pos. 12) 

 

“We may tend to focus on quality of life instead of making a career or making a lot of money.” (IB5, 2020, Pos. 9) 
 

“The Dutch-Flanders community, where I live, is very different from the French part in Wallonia.” (IB8, 2020, Pos. 10) 
 

“I can learn a lot from having responsibility I would say. Sometimes it is stressful, but when you manage to do 

something you can feel proud about yourself and that is kind of my motivation to take responsibility.” (IB13, 2020, Pos. 

28) 

Interests 

“I am enthusiastic about theatre and movies but also 

cultural activities like going to the museum or being 

part in political discussions.” (IB13, 2020, Pos. 58) 

“I don't have a lot of family, but I really like to spend 

time with them.” (IB3, 2020, Pos. 57) 

“New technology. I'm a very geek guy that loves 

implementation of very exotic feature, a new feature 

like voice bots and chat bots.” (IB5, 2020, Pos. 56) 

“Drinking. No, but more seriously, after works 

meeting friends and stuff like that. That really gives 

me joy.” (IB6, 2020, Pos. 54) 

Attitudes  

“We're going to work by public transport. We try to use reusable material or bags when we go 

shopping. So, yeah, I don't really care as much about politics, as about environment.” (IB2, 2020, Pos. 

24) 

 

“I'm concerned about the fact that we still have no government. I think it's almost a year that we don't 

have a government. Also, that people voted mostly for right-winged parties, which I see as very 

problematic in a multinational country as Belgium.” (IB7, 2020, Pos. 30) 

 

“It really is about the increasing living prices in Belgium mostly. Everything is expensive and salaries 

haven't moved for years.” (IB2, 2020, Pos. 24) 

“I care about the environment and the also inequalities in the society.” (IB9, 2020, Pos. 25) 

“I would also say employment, because urbanization is going increase even more, and I think it will 

have a great impact on the labour market. It might also increase unemployment.” (IB13, 2020, Pos. 

33) 

“Money does not play a role when it comes to please people I like. Gifts and stuff like that.” (IB6, 2020, 

Pos. 40) 

“When I am going out for drinks, I rather enjoy the time with my friends and family rather than counting 

every euro.” (IB13, 2020, Pos. 42) 

“I would say for the cosiness of my house and for my daily comfort, if it's something that can improve 

my daily comfort then it is ok, I don´t mind if it is more expensive.” (IB5, 2020, Pos. 42) 
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Online shopping behaviour 

“I don't trust store reviews that much. I prefer neutral 

reviews from third party websites.” (IB2, 2020, Pos. 71) 

“[It influences me] if there's an extra discount” (IB3, 2020, 

Pos. 97) 

“The decision was more or less made offline and then we 

went online to get it.” (IB5, 2020 Pos. 79) 

“I needed shoes and went online to get them. I wasn´t 

triggered by any type of online advertisement. I actually 

never pay attention to this kind of stuff.” (IB6, 2020, Pos. 

78) 

“I use add blockers so I cannot be triggered by online 

advertisement. If it gets through, I am even more pissed 

and wouldn´t buy it.” (IB9, 2020, Pos. 64) 

“I bought it because it looked very nice, not because I was 

essential.” (IB7, 2020, Pos. 86) 

Online shopping behaviour 

“I don´t use any online shop regularly, I usually go on Google and type in the product 

name and look what comes up first, if I like it, I order it there.” (IB13, 2020, Pos. 69) 

“I like their appearance and the easiness of the ordering process. It is not hard to return 

stuff plus the product descriptions are quite accurate which is why I don´t have to send 

back a lot.” (IB7, 2020, Pos. 78) 

“I would start my search on Google, maybe make a price comparison with amazon, but 

then I would go to the online shop which provides it fastest, with an adequate price.” (IB8, 

2020, Pos. 67) 

“[What influences me when buying online is] the number of days before delivery. The 

price, if I really need it or not. How much money I currently have to save or can spend. If I 

don´t want to keep it, how easy is it to resell.” (IB13, 2020, Pos. 89) 

“My decision to ultimately make the purchase or not [is influenced by] how long I have to 

wait to get the product.” (IB1, 2020, Pos. 71) 

Fears & Pain 

“I personally fear that my children will not have the life that I had.” (IB5, 2020, Pos. 49) 

“I personally fear that I wouldn't have enough, that I've started too late in my life to get 

myself to a good spot. I personally fear that in my 20s I probably spend too much time 

having fun and not enough time preparing for my 30s and 40s and 50s.” (IB1, 2020, 

Pos. 41) 

“I fear that I might not be able to manage the challenge of being professionally 

independent, because I started somehow too late.” (IB6, 2020, Pos. 46) 

“I fear that technology is kind of taking over our jobs (IB8, 2020, Pos. 43) 

“To depend on other people´s work, in order being able to do mine.” (IB6, 2020, Pos. 

48) 

“Like every day I fail a little at accomplishing everything.” (IB3, 2020, Pos. 52) 

Figure 24: Quotes from interview partners 2 - Belgium (own presentation) 
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Within the inclusion criteria, it was already defined that the persona in Belgium must 

be male. Results from figures 23, 24, and 25 were used as the basis for the creation 

of the persona profile of Belgium. The name Noah Wouters was chosen because it 

represents a combination of the most common surname and first name in Belgium 

over the past 30 years. Noah was chosen to be 30 years old because this age 

represents the average age of those interviewed. Table 31 below serves as an 

illustration to summarize all previous results on one persona card. From this point 

on, the name Noah is used as an umbrella term for the Belgian customer group 

throughout the present elaboration.  

Figure 25: Quotes from interview partners 3 - Belgium (own presentation) 

“They would have to know the 

market really well to succeed here. 

The typical business rules do apply 

at the same time, Belgium comes 

with its own quirks. I guess you 

have to make sure that you have 

two versions of everything.” (IB1, 

2020, Pos. 78) 

“Let's say knowing that in Belgium 

not everyone will be able to pay 

with credit card, visa or knowing 

that not everybody will have a 

Belgian phone number. (IB4, 2020, 

Pos. 120) 

“Not faking the people that are in 

the country, if they are from a 

foreign company, they need to 

stick to their own culture. Because 

I think as we are very open to a lot 

of other cultures, trying to fake the 

fact that they are a real Belgian 

integrated company, I don't like it.” 

(IB5, 2020, Pos. 102) 

 

“I would look at the web site and 

see which one looks more 

professional” (IB4, 2020, Pos. 114) 

“I read many reviews and I mainly 

go to the ones that have the most 

amount of shared experience.” 

(IB5, 2020, Pos. 96) 

“I would also start on one side of 

the country. It is not very common 

to target the Belgian market as a 

whole or let´s say it is kind of 

impossible. The best place to start 

I would say is the Flanders site 

with Brussel in the middle. Those 

people tend to have better jobs and 

more money.” (IB6, 2020, Pos. 97) 

 

“I tend to buy products from local 

suppliers I have to admit. If they 

are not available locally, I would 

buy at those providers which are 

closest, or which contribute 

something in terms of CSR or 

human rights” (IB13, 2020, Pos. 

93) 

“I do also pay attention to CSR if it 

is easy to find, sometimes you 

have to go to a lot of other 

websites to figure out what a 

company actually does and what 

not. So, if it is easy to find out I will 

check regularly.” (IB8, 2020, Pos. 

89) 

1 

2 

3 

Market Information 

Appearance and customer orientation 

Corporate Responsibility 

Expectations 
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Table 31: Belgian Persona – Noah (own presentation)

INTERESTS 

NOAH WOUTERS 
30, Brussels, 

Belgium 
Project Manager 

STATUS:   In a relationship 

EDUCATION:  University Degree 

SALARY:   40,000€/year 

LOCATION: Brussel, shared apartment 

 

 

PERSONALITY BIOGRAPHY 

“     „ o Independence seeking 

o Life-quality oriented 

o Seizing opportunities 

o Energetic & fun-loving 

o Dedicated 

o Open-minded & 
Welcoming 

o Extroverted 

o Stubborn 

o Inpatient 

Hey there, my name is Noah, I was born and 
raised in Belgium in a small town just outside 
of Brussels. I moved to the city to study 
economics and computer science. After I 
finished my studies, I worked abroad for almost 
one and a half years. Last year I decided to go 
back to Belgium to work as a project manager 
in software development in Brussels. I speak 
Dutch and English fluently. As part of my school 
and academic education, I also learned French 
and German (Level B2).  

 

o Being independent 

o Enjoying life rather than 

making a career 

o Living a multicultural life 

o Provide for the family 

o To take on responsibility (at 

work and in private life) 

o Get to know new cultures 

o Language learning 

o Maintaining living standards 

o Building and maintaining 

relationships 

o “To be able to look back and 

be proud of myself” 

I try to live my life 

like it is a hobby 

ONLINE BEHAVIOUR 

 

o Money is not really an issue if it 

contributes to daily comfort 

o Willing to spend more on 

presents, when going out with 

friends, or for quality of food and 

housing  

ROLE OF MONEY 

GOALS FRUSTRATIONS  

“Uncertainty makes me 

uncomfortable, I try to avoid it” 

 

“I fear that I might not be able to 

manage the challenge of being 

professionally independent” 

 

“I personally fear that the complexity 

of our system with the pensions and 

the health care is going to collapse 

in the future and that generations 

following ours might have to pay for 

it” 

PAINS 
o Sports & outdoor activities 

o Going out with friends & 

spending time with family 

o Movies, museums 

o Traveling 

o Politics & Economics 

o Commuting  

o Depending on others  

at work 

o Not achieving what was 

planned for the day 

o Having little free time 

o Instagram…………………………… daily 

o Reddit………………………………….. daily 

o Twitter…………….. 4 times a week 

o LinkedIn…………. 4 times a week 

o Facebook……….. 1 time a week 

o YouTube…………..1 time a week 

MEDIA 

o Order frequency: twice a week 

o Online shopping triggers: 

Physical need 

Delivery time 

Payment method 

Price (Discounts) 

Reviews 

Website appearance  

Online Ads 

 

 

©Wendy Wei (on pexels) 
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Topic Results 
Cultural 

Background 

North Germans tend to be loners or are not so open to strangers and like the familiar, not very open for 
new stuff, conservative, sceptical, watch out, difference between country and city (in the city people are 
a lot more open and tolerant about the new and unknown things), first everything is calculated and 
options/ possibilities are weighted, only a few companies are active in this region, one looks first at 
one´s own advantage and not the general public ones, family is in the foreground, people do not tend 
as often to let one´s hair down, people appear more closed and less sociable, Germans don´t talk 
around and have a direct way of communication, make the best out of every situation 

Attitudes Health system, saving resources (environmental protection, global warming, CO2 emissions), tax 
policies, sustainable mobility, politics, psychology, plastic reduction 
 
Prices are less important when: the brand is good, if something is produced fair or sustainable, the 
quality of food and health products is good, being on holidays, it contributes to daily convenience   

Fears & 
pains 

Fears: 
Thinks about the health system and how likely it is to collapse, another topic is how to stay healthy, 
independent and fit in old age, availability of apartments/ houses, is concerned with being happy in life 
(with job and housing) and not looking back and feel that you have made all the wrong choices (also 
educational wise) 
 
Pains: 
Not having more hours in one day, there are so many things to do for one day which is impossible, 
getting up early, sitting down and doing a lot of research 

Interests Cars, technological changes, electronic mobility, sustainability, economic relationships, how to run a 
company and to motivate employees, outdoor sports, psychology, holidays, meeting friends, 
environmental protection 

Online 
shopping 

behaviour 

Reasons to choose an online shop: 
greater variety, hasn´t found something comparable yet, does not agree with the business model but 
the offers are just so much better than in other shops, those are the best known online shops, already 
used them a couple of times before, they work , returning goods is easy, is not sticking to any online 
shop (very open to try new ones if they offer products he/she likes), would read a lot of reviews before 
ordering at a new shop, tries to avoid amazon (sometimes not possible), wants to support smaller 
online shops, is very flexible when using shops (has no favourite one), starts the search for new 
products on Google 
 
Most popular web shops: 
Amazon, Zalando, Glossy Box, Mango, eBay, ASOS 
 
Used Platforms: 
Facebook, Instagram 
 
Opinion about newsletters: 
Often annoying (sent too often), can be useful, depends on if one can get a discount 
 
Influencing factors: 
Price, delivery time, physical need, it is often a gut feeling, design and good looking  
 
Previous triggers: 
Physical need, price (discount), online advertisement  

Expectations Product and service expectations: 
Strong brand image, produced fair, reviews from previous buyers, wants to support local and national 
companies, always supports smaller companies, fast delivery, return policy, resource-saving production  
 
Recommendations: 
Use products or advertisement (logo) what the population associates with the region and accordingly is 
not so afraid of, even if it is new, you should still somehow incorporate something from Northern 
Germany (Heather flower, children from northern German families (not other origins) or sheep, for 
commercial directly on-site and not somewhere in the Caribbean), It should not be too unusual, it 
should be something down to earth (e.g. the brand Niketano from Hamburg), using simple products, a 
company has a big advantage if it is not only operating online, but also is physically present, 
environmental protection policies should be applied (going beyond what is necessary), Digitalization 

 
Table 32: Results qualitative interviews – Germany (translated to English) (own presentation) 

10.4.3.2. Persona Germany: Jan 

The Northern German persona is the result of a two-step process. The first step 

included to quantitatively narrow demographic down data. In the course of 

interviews with 5 North Germans, qualitative insides were identified. Table 32 below 

is intended to summarize the results per topic.  
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In order to support qualitative results, meaningful quotes from interview partners are 

shown graphically below (figure 26, 27, and 28). 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Figure 26: Quotes from interview partners 1 - Germany (own presentation) 

Attitudes 

“The global warming, environment and how to protect it are 

real big issues for me and they are also related with 

economics I would say.” (IG1, 2020, Pos. 26) 

“One central topic for me is climate change, as I am working 

in city planning this is becoming an economic issue for our 

company too, and also ´clean´ mobility.” (IG4, 2020, Pos. 

32) 

“[I am willing to pay higher prices for] branded products, 

something that can be seen as a status symbol, clothes, 

cars or mobile phone etc.” (IG2, 2020, Pos. 35)  

“When it comes to daily convenience, I am definitely ready 

to pay higher prices for certain products.” (IG5, 2020, Pos. 

40) 

Cultural background 

“Northern Germans are said to be unfriendly which may seem like it at first but we just don´t want to talk around 

and come to the point very quickly, we are honest, practical, we stick to what we can but do that very well.” (IG5, 

2020, Pos. 12) 

“The concept of competition is not very strong here on the countryside, in the city, well there is competition and 

people are more oriented towards careers.” (IG2, 2020, Pos. 9) 

“Germans are a bit more distant here in the north.” (IG3, 2020, Pos.11) 

Interests 

“Everything that has to do with fitness, how I can develop myself further, how I 

can get more ambitious. Also, self-discipline”. (IG4, 2020, Pos. 58) 

“I am especially interested in topics related to the environment and 

independence, like how to achieve it.” (IG1, 2020, Pos. 52) 

“I like going on short trips, holidays for a longer period of time, or going out with 

friends.” (IG5, 2020, Pos. 55) 

 

Fears & pain 

“What fear is that there is a chance that in the future I won´t be happy with the choices I made in life 

(education wise).” (IG5, 2020, Pos. 47) 

“I am concerned with how I will be able to maintain a good health status in old age, to be independent 

as long as possible” (IG2, 2020, Pos. 41) 

“[the most frustrating part of my day is] definitely at work, if I cannot manage the planned To-Dos for that 

day, then you start asking yourself questions, for example, what was wrong, why was I so 

unconcentrated.” (IG4, 2020, Pos. 52) 

“Going to bed at night and thinking about how early I have to get up for work in the morning”. (IG2, 

2020, Pos. 43) 
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Online shopping behaviour 

“I don´t really agree with the business model [Amazon], but I couldn´t find anything comparable to the variety of 

offers it has.” (IG1, 2020, Pos. 64) 

“I often use Google before purchasing a product and look what comes up first.” (IG5, 2020, Pos. 70) 

“Everything is just so much quicker on Amazon.” (IG3, 2020, Pos. 59) 

“I don´t really stick to one online shop, if I find a product which I like on another website I would be willing to try 

this new service. I would read a lot of reviews before to be a bit safer though.” (IG2, 2020, Pos. 63) 

“I just saw something I liked, there was no specific reason for it, I was bored. I often scroll through online offers, if 

something appeals to me, I buy it.” (IG2, 2020, Pos. 70)  

“[Newsletters,] they really got on my nerves, although in the first moment I don´t find them bad at all, but mostly I 

delete them from my mailbox. They have not quite convinced me yet, the idea itself is not that bad, unfortunately 

they come too often and are too unspecific.” (IG5, 2020, Pos. 87) 

“So, the reason was that I needed something physically, but then I went online and was triggered by an online 

advertisement.” (IG1, 2020, Pos. 71) 

“[I am influenced] definitely by the price, if something is significantly cheaper, also how much time it would take 

me to get the product in the next store in the city, if there is a discount on it, or if I just like it very much.” (IG5, 

2020, Pos.89) 

Figure 27: Quotes from interview partners 2 - Germany (own presentation) 
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The Northern German persona was chosen to be male when defining the inclusion 

criteria for the qualitative survey. The name Jan Peters was chosen because it 

represents a combination of the most common surname and first name in Northern 

Germany over the past 30 years. Jan was chosen to be 32 years old because this 

age represents the average age of those interviewed. Table 33 below, summarizes 

all previous results on one persona card. From this point on, the name Jan is used 

as an umbrella term for the Northern German customer group throughout the 

present elaboration. 

 

“Would always support the smaller 

one and give them the chance to 

compete with the big ones like 

Amazon, if one provider has 

reduced C02 emissions in his 

production or uses organic cotton 

etc I would support that too.” (IG5, 

2020, Pos. 93) 

“I don´t really care about the 

country of origin when it comes to 

online shopping. Sure, sometimes I 

pay attention to whether there are 

alternatives from Germany, but if 

not, you have to take the Chinese 

version and I am fine with that.” 

(IG3, 2020, Pos. 82) 

“It is rather difficult to look into the 

minds of the North Germans, 

somehow a company would have 

to wrap the new product or service 

in something that people already 

know” (IG1, 2020, 91) 

1 

Brand Strengths 

Expectations 

 “Germany has more jumped on 

the organic fair-trade ecological 

train, quality is becoming more and 

more important, being cheeky, 

brazen and provocative from time 

to time can help, we either hate 

you or we love you, but if we hate 

you we forget quickly because we 

actually don´t really hate things 

that annoy us only for a short time.” 

(IG5, 2020, Pos. 99) 

“The product needs to provide 

some added value like a status 

symbol, money is not a big issue 

here people can afford stuff, but 

you define yourself by ownership.” 

(IG2, 2020, Pos. 92) 

“I would always choose the product 

with the stronger brand behind it, 

so it is about brand image.” (IG2, 

2020, Pos. 86) 

Regionality 

2 2 

Market Information 

Figure 28: Quotes from interview partners 3 - Germany (own presentation) 
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Table 33: Northern German Persona – Jan (own presentation)

INTERESTS 

JAN PETERS 
32, Hamburg 

Architect 

STATUS:   Single 

EDUCATION:  University Degree 

SALARY:   47,000€/year 

LOCATION: Lower Saxony (close to Hamburg), 

single person household 

 

 

PERSONALITY BIOGRAPHY 

“     „ o Dry sense of humour 

o Avoids risks 

o Does not talk around 

and prefers a direct 

way of communication 

o Rather introverted than 

extroverted 

o Perceived as distant 

o Sometimes bossy 

o Reliable  

 
Hey, my name is Jan, I grew up in Lower Saxony 
(Lüneburger Heide). I completed my 
architecture degree at the University of 
Hamburg. I have been working in architectural 
urban planning for 5 years. Although I like to 
travel, I´ve never worked or done a semester 
abroad. My mother tongue is German, but I also 
speak English quite fluently. 

o Being independent 

o To be happy 

o Maintaining a good 

relationship with family and 

a few close friends 

o Staying healthy in old age 

o Living a sustainable lifestyle 

o To feel confident about the 

decisions made in life 

(education, job, family) 

o Being financially safe 

 

Advancement 

requires discipline 

and acting 

responsibly 

ONLINE BEHAVIOUR 

 

o Feels very safe financially  

o Is willing to pay more for local 

products and services 

o Well-known brands are 

accepted to be higher priced 

o Buy less but with higher quality 

(higher prices) 

ROLE OF MONEY 

GOALS FRUSTRATIONS  

“I am thinking about our social 

system and how likely it is to 

collapse in the future” 

 

“it is not mainly about that I won´t be 

able to afford a certain living 

standard, it is about the availability 

of apartments or houses due to 

overpopulation” 

 

 

 

 

PAINS 
o Sports  

o Health and self-discipline 

o Technology 

o Cars and electronic mobility 

o Holiday destinations 

o Economics & renewable energy 

o Waiting for something 

o Too much responsibility 

o That a day only has 24h 

(getting behind with To-Dos) 

o Getting up too early 

 

o Instagram…………………………… daily 

o Snapchat…………3 times a week 

o Facebook……….. 2 times a week 

o YouTube……………2 times a week 

o Xing……….…………. 1 time a month 

 

MEDIA 

o Order frequency: twice a month 

o Online shopping triggers: 

Physical need 

Delivery time 

Payment method 

Price (Discounts) 

Reviews 

Website appearance  

Online Ads 

 

 

©Freepik.com (3238365) 
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10.5. Strategic Option  

The lack of information to whom the concept to be created should be addressed 

was overcome with the definition of two personas. Since the characteristics of the 

customer groups are known, strategies aiming to reach them best can be 

developed. Strategic options in the digital context represent the overall pool of online 

marketing alternatives, from which a combination has to be chosen (cf. 

Morgan et al., 2019).  

 

With reference to chapter 6, in which the pool of online marketing strategies was 

presented, a customer-group-specific mixture has to be selected. Decisions of this 

kind are mostly described in literature sources to be made on the basis of decision 

theory with the help of a cost-utility-analysis (CUA). A CUA follows a scoring scheme 

and combines quantitative and qualitative methods. While the classic cost-benefit 

analysis focuses on efficiency, the CUA relates to the effectiveness and outcome of 

alternatives. The CUA analysis solves two problems, the problem of choosing from 

two or more alternatives and the problem of prioritizing alternatives based on the 

scores, which create an interval scale (cf. Dernovsek, Prevolnik-Rupel & Tavcar, 

2007).  

 

Online marketing measures can be assigned to six basic strategies theoretically 

presented in chapter 6. Based on the idea of resource limitation (e.g., budget, 

manpower, skills), a CUA was carried out to identify which combination of online 

marketing strategies appears the most suitable. For this purpose, 10 criteria were 

determined, which were weighted using the preference analysis method in a 

pairwise comparison (for the pairwise comparison see appendix A.5.). The 

alternative of the null hypothesis (not implementing an alternative) was excluded 

from the evaluation, which was carried out based on an ordinal scale. The ordinal 

scale has been simplified in three stages and ranges from 5 (low), 10 (medium), to 
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15 (high). For a more precise evaluation, research results and internal experiences 

from an employee of Wever & Ducré were taken into consideration (table 34).  

 

Table 34: Priorities for marketing strategies (own presentation) 

  

  

A
: 

R
e

a
c
h
a

b
ili

ty
 o

f 
c
u
s
to

m
e

r 
g
ro

u
p

 

B
: 

P
e

rc
e
p

ti
o
n

 b
y
 t

h
e

 c
u
s
to

m
e

r 
g

ro
u

p
 

C
: 

A
c
c
e
p

ta
n
c
e

 b
y
 t
h

e
 c

u
s
to

m
e
r 

g
ro

u
p
 

D
: 

K
n

o
w

-h
o

w
 o

f 
e

m
p

lo
y
e
e

s
 

E
: 

R
e

s
o

u
rc

e
 e

x
p

e
n

d
it
u

re
 (

m
o

n
e

y
 b

a
rr

ie
rs

) 

F
: 

R
e

s
o
u

rc
e
 e

x
p

e
n
d

it
u

re
 (

ti
m

e
 b

a
rr

ie
rs

) 

G
: 

A
p

p
ro

p
ri
a

te
 f
o

r 
in

d
u
s
tr

y
 

H
: 

N
e

e
d

 f
o

r 
o

u
ts

o
u

rc
in

g
 

I:
 P

u
rp

o
s
e

: 
in

c
re

a
s
in

g
 t

ra
ff
ic

 (
s
u

b
-g

o
a
l 
1

) 

J
: 

P
u

rp
o

s
e
: 

in
c
re

a
s
e

 t
u

rn
o
v
e

r 
(s

u
b

-g
o

a
l 
2

) 

Weight 7.55 1.89 11.32 3.77 15.09 11.32 9.43 3.77 18.87 16.89 

A
ff

ili
a

te
 

M
a

rk
e

ti
n
g
 

Score 10 5 5 5 10 15 5 5 10 5 

Sum 820.25 

E
-M

a
il 

M
a

rk
e

ti
n
g
 

Score 5 5 5 10 10 10 10 15 5 10 

Sum 819.70 

S
e

a
rc

h
 

E
n

g
in

e
 

M
a

rk
e

ti
n
g
 

Score 15 15 15 15 10 5 15 10 15 10 

Sum 1,206.55 

C
o

n
te

n
t 

M
a

rk
e

ti
n
g
 

Score 10 15 15 15 5 5 15 15 10 15 

Sum 1,102.30 

S
o

c
ia

l 

M
e

d
ia

 

M
a

rk
e

ti
n
g
 

Score 10 10 5 15 10 10 15 15 5 5 

Sum 848.45 

M
o

b
ile

 

M
a

rk
e

ti
n
g
 

Score 10 5 15 5 5 10 5 5 5 10 

Sum 791.50 

 



106 
 

Due to the results from table 34, it can be seen that online marketing strategies have 

to be prioritized differently in the course of an online concept for Wever & Ducré. 

The amounts shown in table 34 are the results of summing up the multiplications of 

scores and weights. Based on the sums, the following ranking must be considered 

when prioritizing marketing measures: 

 

1. Search Engine Marketing 

2. Content Marketing 

3. Social Media Marketing 

4. Affiliate Marketing 

5. E-Mail Marketing 

6. (Mobile Marketing) 

 

 

In the following chapters, strategies are converted into possible actions for the 

company Wever & Ducré. Mobile marketing was mentioned at this point for the sake 

of completeness but is not part of an online but a digital strategy, which is why it is 

listed here in the ranking but not elaborated in further chapters. However, mobile 

marketing strategies should be monitored in order to seize future opportunities. 

 

10.6. Concept Measures 

The results of the CUA has shown that the strategies SEM, Content Marketing, 

SMM, Affiliate Marketing, and E-mail marketing should be prioritized for both 

markets in the state order. The CUA was not carried out separately for Belgium and 

northern Germany, as the order would remain the same. In the following sub-

chapters, key messages are formulated and the instruments through which they are 

transported depicted.  

 

10.6.1. Message to NOAH 

In the course of the qualitative survey, it could be found out that Belgian customers 

place particular value on novelty, innovation, and multiculturalism. Belgium has 

been described as a country that does not have a lot domestic production, which 

means it depends on imports. Customers, therefore, are highly willing to buy from 

international providers. Functionality in Belgium goes beyond good looks and design 

when it comes to products. For Belgians, the type of payment (not everyone has a 
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credit card), the return policy (free shipment), and the speed of delivery (within two 

days) are particularly important criteria when ordering online. CSR plays a less 

important role with reference to online shopping because due to the lack of 

verifiability by the customer, little trust is placed in these measures. Belgians are 

very proud of their diverse culture. Price generally plays a subordinate role. Belgians 

are more inclined to include the price as a less strong criterion when making buying 

decisions.  

 

The key message for the Belgian target group can, therefore, be defined as:  

 

Wever and Ducré is not a company but a brand that fosters multinational thinking 

but still remains true to its origin. Quality of life, light-heartedness, and simplicity of 

processes are the focus of every-day activities. The face of the brand are people 

who value friendship and enjoyment of life. 

 

10.6.2. Message to JAN 

Northern German interviewees stated that they are rather sceptical about new 

things, which is why they tend to maintain once developed habits. Their way of 

communicating is very direct. They want to convey information as clearly as possible 

without rambling, which might is perceived as clinical and reserved by others. They 

attach great importance to the quality and design of products (status symbol) but 

include sustainability considerations in their consumption behaviour, which is why 

they tend to switch to national providers where possible. International companies 

have to contribute something to the local economy and should incorporate the 

sustainability approach in their philosophy (e.g., renewable energy) in order to be 

accepted by customers. The price plays a crucial role for Northern Germans in the 

sense that they increasingly buy discounted products.  

 

The key message for the Northern German target group can, therefore, be defined 

as:  

 

Wever & Ducré is a brand that stands for high quality and a strong position in the 

industry. Investments are made specifically to foster innovation and development of 

products. Social standards apply with regard to the production and handling of 
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employees in every stage of the value chain. Wever and Ducré offers top quality 

design products from Belgium, but at the same time, the company maintains 

cooperations with national providers. 

 

10.6.3. Search Engine Marketing 

Search engine marketing (SEM) (chapter 6.3.) describes measures aimed at 

influencing the visibility in search engines. SEM includes paid SEM (search engine 

advertisement, SEA) and organic SEM (search engine optimization, SEO). Due to 

the fact that the B2C web shop of the company Wever & Ducré is not online yet, no 

concrete optimization measures can be given at this point, but measures that should 

be taken into account during the creation and maintenance of an online shop.  

 

10.6.3.1. Search Engine Optimization 

Search engine optimization (SEO) as a discipline of search engine marketing (SEM) 

deals with the findability of online content in search engines. Google is the most 

used search engine in Europe, which is why the subsequent elaboration on SEO is 

based on this search engine. As explained theoretically in chapter 6.3.1., SEO 

consists both out of onsite and offsite optimization measures. An exact list of Google 

ranking factors has not been published so far. It is known that there are factors that 

influence the ranking, but these constantly change due to the Google RankBrain 

machine learning algorithm. Therefore, it is to be emphasized that SEO is not a one-

off, but an ongoing process, wherefore the validity of the following recommendations 

should be constantly revised. In the appendix a checklist for SEO measures is 

provided (appendix A.6.). 

 

Step 1: Keyword Research 

At the beginning of each SEO strategy is a keyword-research. With the help of the 

Sistrix software, the following keywords could be identified for the lighting industry 

on the competitors’ websites. For the purpose of the present elaboration, the 

keywords were chosen in the English language, language adjustments for the 

Northern German and Belgian markets are necessary.  
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Nouns 

Lamps, lamp, table lamp, lighting, wall light, wall lamp, floor lamp, standard 
lamp, pendant light, pendant luminaire, bedside lamp, luminaires, besides light, 
ceiling light, overhead light, fixture, illuminant, lamp, luminant, lampshade, lamp 
shade, reading lamp, reading light, hanging lamp, drop light, spot, dawn 
simulator, moisture-proof lamp, diffuser, wake up light, Belgian lighting, Belgium 
lighting 

Adjective 

Halogen, LED, solar, metal, plastic, modern, trendy, vintage, wooden, premium 
steel, stainless steel, design, indoor, outdoor, glass, [colours], energy-saving, 
indirect light, electricity saving, [sizes], round, angular, mini, atmosphere, eco, 
innovative, mood, adjustable, cosy, dark, bright  

Premises Bathroom, living room, bed room, bed chamber, kitchen 

Price related On sale, on offer, special, cheap, reasonable price, low-cost, low-priced 

Features 
Bluetooth, dimmable, colour change, motion detector, motion sensor, movement 
sensor, movement-sensitive lighting, switch, control, automatic, app, remote, 
WLAN, rail system 

Service 
Self, instruction, guidance, manual, installation, plug connector, socket, 
connecting, repair parts, spares, spare parts 

Verbs Purchase, buying online, install 

 

Country Belgium Northern Germany 

Language English & Dutch English & German 

Search word 
combinations  
(first query) 

online shop lighting, lights from 
Belgium, Belgian lighting, LED 
lights online shop, top selection 
lighting, discount lights, 
purchase lamps online, lamps 
online shop, bright apartment 
lamps, lamps online shop to 
assemble yourself  

Lighting discount, lights on sale, 
German lights, regional lighting, high-
quality lighting, designer lights, 
German lamps, lamps from Germany, 
online shop lamps, LED lamps, energy 
saving home lamps online shop, 
natural light lamp online shop 

Keywords 

For the keywords to be defined, the first search is usually kept general 
with just one to three keywords (see search word combinations – first 
query). If the desired content is not displayed, additional descriptive 
attributes (e.g., colour, size, material) are added to the search word 
combination.  

 Table 36: Search words for defined customer groups (own presentation) 

 

 

 

 

 

 

 

 

 

 

 

Table 35: Keywords lighting industry (own presentation) 

 

The keywords mentioned in table 35 represent a small selection of single keywords 

used by competitors. With regard to online shops, each product category represents 

a potential keyword. Longtail-keywords are phrases that combined should result in 

a higher hit rate for the customer. Keywords are words that companies need to 

identify to enhance visibility, search words are those that customers actually use to 

get results. Two customer groups with different online buying behaviours were 

defined, which is why different search procedures are assumed. Table 36 below 

shows which search word combinations could be particularly relevant for the 

respective target group.  
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Search behaviour of customers as well as used search words change over time. For 

a company performing SEO, constantly filtering these word combinations is 

necessary to use them in a targeted manner. 

 

Step 2: Optimizing snippet 

A snippet is a small text from a website displayed in the search engine result page 

(SERP) and consists of three parts (page title, URL, and description). The data basis 

for the snippet is the header in the HTML code where the page title and description 

are located. Google includes the Return-to-SERP-Rate as a user signal in the 

ranking. If a snippet is not optimized (formulated too promising or misleading) it 

could negatively affect a website’s ranking. The page title as an official ranking factor 

(title tag) should contain relevant keywords. Each page should be named (title tag) 

separately. The meta description is displayed directly under the URL on the SERP 

and is a short description of what is to be expected on the website. It is not an official 

ranking factor and can, therefore, be customized. Picture names should always be 

chosen ‘descriptive’ (e.g., table-lamp-black-metal-small.jpg instead of 

IMG00045.jpg). With regards to images, the ALT-attribute (alternative text) function 

can be used to provide information for the search engine as well as to guarantee 

accessibility for visually impaired (screen readers access ALT-Tags). It is 

recommended to use defined keywords for ALT-Tags. A specific version of the 

snippet is the rich snippet, which includes additional information such as reviews, 

prices, recessions, etc. The basic requirement for displaying a rich snippet is 

structured data (<script>-tag, JSON-LD-mark-up created by Google, Bing, and 

Yahoo) (cf. Shane, 2016, pp. 58-60.). Figure 29 exemplary shows how a snippet or 

a rich snippet with defined keywords could look like.  

 

Figure 29: Snippet and rich snippet example (own presentation) 



111 
 

A rich snippet is not a direct prerequisite for a high ranking. Due to the more precise 

information, however, customers visit the website in a more targeted manner and 

thus could positively influence the Return-to-SERP-rate.  

 

Step 3: Managing links 

With reference to the so-called siloing, pages that cover the same content (keyword) 

are thematically linked to one another on one website (Silos are created). Every link 

passes on link juice. Each additional link limits the forwarding power to the linked 

pages. In addition, the crawl budget is used up by links, which means that not all 

web pages are crawled. Especially for web shops with a filter function, a large 

number of URLs are created when adding items, which use up the crawl budget. 

Link masking via PRG (post-redirect-get-pattern) is a popular technique to mask 

links, which then cannot be crawled by bots anymore - search engines ignore these 

pages. For the user, there is no difference perceivable (cf. Shane, 2016, p. 55.).  

 

Step 4: Hygiene factor technology 

URL structures are not a ranking factor per se, but they are responsible for whether 

a web page is indexed or not. Product or service categories should, therefore, 

always be included in the URL. Rule number one is: each content should only be 

accessible via a single URL. What has to be avoided in SEO are technical duplicates 

content or canonical links, i.e., multiple URLs that lead to the same content (e.g., if 

content can be accessed via https, http, www, etc.). Google recognizes duplicate 

content as stolen content, which has a negative impact on the ranking and wastes 

crawl budget. Especially for web shops which have a wide product range (different 

variations), there is a risk of duplicate content. Pagination describes that content is 

spread over several pages and can thus be browsed from URL to URL. The pages 

are very similar to each other, which leads to Google perceiving it as duplicate 

content. To prevent this, all pages except the first can be blocked with the HTML 

code “meta robots noindex, follow” and “rel-prev/next-Tag”. The no-follow-method 

has proven to be the most reliable, others would be to use a canonical link on the 

following web pages, which refers to page 1. In order to maintain the ranking power 

when assortment changes, it has been shown that a forwarding strategy (301-

redirect or 410-redirect) on pages that are no longer used is appropriate. It is a 
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prerequisite that not every article is assigned a new URL, but that old web pages 

redirect to new ones (with similar content). Online shops increasingly use faceted 

navigation to make product searches easier (also: source of long-tail keywords) (cf. 

Shane, 2016, pp. 55-58.).  

 

Step 5: Security & Speed 

Criteria for the user experience but also for the Google ranking are security and 

speed. In terms of security, the use of an HTTPS protocol shows slight advantages 

in the ranking. With regards to page speed, image size, and image resolution are 

the most common starting points for optimization. Following technique help to 

increase page speed: enable compression (use zip software such as GZIP or Brotoli 

to reduce the size of HTML, CSS and JavaScript files), optimize code (e.g., reduce 

spaces, commas, etc.), define time for browser cache (allows that information e.g, 

images, JavaScript files etc. is saved so that the browser does not have to reload 

the entire page when the visitor returns), optimize images (such as JPEGmini, 

OptiPNG, JPEG 2000, JPEG XR, WebP), use CDN (Content Delivery Network, 

other networks of servers to decrease loading time if too many visitors send 

requests to a single server at the same time), prioritize above-the-fold content (lazy 

loading means that the top of the page loads faster than the rest, but the visitor still 

experience the visit as fast), reduce redirects and set up a regular monitoring system 

of the page speed over time (mobile page speed has to be considered). Response 

times of less than 200 milliseconds should be targeted. (cf. Shane, 2016, pp. 74-

78.).  

 

Step 6: Mobile compatibility 

Since 2017, Google has started to establish the mobile index as the main index, not 

least because the majority of users end up on web sites via mobile devices. A 

concept in SEO, which could get more relevant in the future is voice search 

optimization. With the introduction of voice assistance systems such as Alexa, 

Cortana, or Siri, it is now possible for users not only to use keywords but to formulate 

whole sentences in their search process. For companies, this means that an 

integrated FAQ service could become more relevant for SEO and audio response 

should be kept in mind (cf. Shane, 2016, pp. 80-82.).  
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Step 7: Monitoring 

The results of an SEO can usually only be determined after a few weeks or even 

months since it takes some time for Google to crawl and index a new web page or 

to prove links. Analytic tools (e.g., Google Analytics, Google Search Console) 

should be used for constant monitoring. 

 

10.6.3.2. Search Engine Advertisement 

Search engine advertisement (SEA) describes the act of booking advertising in text, 

image, or audio format on Google by placing a fee. The principle behind SEA is a 

pay-per-click (PPC) approach. This means that a company buys the right to be 

displayed in the SERP if a user searches with a certain keyword combination. The 

final price depends on the targeted position on the SERP and the competitor one 

wants to be placed prior to. A daily limit or a monthly limit can be set individually for 

each campaign. Various match types can be used for user input (i.e., search words):  

 

o exact match,   e.g., [online shop lighting] 

Ad will only be displayed with an exact wording 
 

o phrase match,   e.g., [cheap online shop lighting Belgium] 

Ad will be displayed although words before and 

after the phrase are used 
 

o broad match   e.g., [Lamps cheap online shop fast delivery] 

Ad will be displayed if the order of the phrase is 

changed or synonyms are used 
 

o modified broad match  e.g., [lighting for Belgians online shop] 

Ad follows a +lighting +online shop approach and 

is displayed if the order of the phrase is changed 

(no synonyms) 

 

Paying for a keyword does not automatically lead to a high ranking on the SERP. 

Ranking depends on the quality of the ad. Capital letters (FROM BELGIUM WITH 

LOVE), symbols (***fast delivery***), unnatural blanks (S A L E), or exclamation 

marks (!) contribute to ads being perceived as low-quality ads. Table 37 summarizes 

which SEA ad settings are considered promising for Wever & Ducré.   
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 Belgium Northern Germany 

Location settings 
Brussel + 25km (poss. 
Antwerpen) 

Lower Saxony, Hamburg, 
(poss. Bremen) 

Keywords (first query) 

online shop lighting, lights 
from Belgium, Belgian lighting, 
LED lights, online shop, top 
selection lighting, discount 
lights, purchase lamps online, 
lamps online shop, indoor 
lamps, led light bulbs, bright 
apartment lamps, lamps 
online shop to assemble 
yourself 

Lighting discount, lights on 
sale, German lights, regional 
lighting, high-quality lighting, 
designer lights, German 
lamps, lamps from Germany, 
online shop lamps, LED 
lamps, led light strips, energy 
saving home lamps online 
shop, natural light lamp online 
shop 

Match types Phrase Match or Broad Match Phrase Match or Broad Match 

Network 

Search network only (Google, 
Google Maps, Play Store) 
 
Google Shopping 

Search network with display-
selection (includes over a 
million web sites from Google 
partners e.g., YouTube, 
Gmail, Google Finance) 
 
Google Shopping 

Time 

Working day: 
8am to 10am  
6pm to 10pm 
 
Saturday:  
9am to 11am 
8pm to 12pm 
 
Sunday:  
9am to 11am 
7pm to 10pm 

Working day: 
5pm to 10pm 
 
Saturday: 
9am to 5pm 
7pm to 12pm 
 
 
Sunday: 
9am to 11am 
4pm to 11pm 

Ad (Text, image, video) 
Content should be related to 
functionality, lifestyle, and 
current trends 

Content should be related to 
affordability (discounts, sales), 
regionality, design, and quality 

 
Table 37: SEA ad settings (own presentation) 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

  

 

 

Table 37 summarizes results of segmentation settings and keyword research. Broad 

match types tend to be displayed often but in most cases are too imprecisely, which 

is why a combination of phrase match and broad match is recommended. In the 

course of the qualitative interviews, the question was asked how much attention is 

paid to online ads. Belgian interviewees responded that they almost never click on 

online ads. German interview partners, however, stated that they regularly find 

themselves buying products because they were triggered by online ads. The 

network strategy chosen for Belgium, therefore, is concentrated on the Google 

search network and Google shopping, whereas for Germany, a mixed strategy of 
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Belgium  Northern Germany 

Housing, reusable materials, globalization, 
technology, health, aging, urbanization, 
traveling, friends, drinking culture, lifestyle 

Environment, living conditions, saving 
resources, health, mobility, technology, 
outdoor activities 

 Table 38: Content marketing (Interests of customer group) (own presentation) 

Google search network with display-selection and Google shopping is considered 

appropriate. When using GoogleAds, it is possible to choose the time for display. 

The times suggested in table 37 are based on interview statements answering the 

question of how a normal day would look like.  

 

SEA tools provided by Google are GoogleAds and Google AdSense. GoogleAds 

mainly deals with keywords and rankings on the SERP, but also allows ads being 

placed on external web sites (e.g., YouTube). Google Adsense goes one step 

further and allows to place ads on external websites that match the content of the 

advertising party. A checklist for SEA measures can be found in the appendix 

(appendix A.7.).  

 

10.6.4. Content Marketing 

Content marketing must be distinguished from marketing using commercial content 

(advertising products or a company itself). Content in the sense of content marketing 

includes every representation (text, image, video, blog, podcast) that is not directly 

related to the marketing of company-owned products but offers useful information, 

knowledge, or entertainment. However, content should be related to the core 

business, otherwise credibility could lack (cf. Lammenett, 2017, p. 271.). 

 

Content marketing consists of three steps: research, planning, and creation. The 

step of content research includes defining a customer group and identifying their 

interests and attitudes. In addition, activities of competitors should be evaluated in 

this phase. With qualitative interviews, two personas could already be defined for 

the Belgian and Northern German market (chapter 10.4.). The answers to interview 

questions dealing with interests and attitudes are summarized in table 38 below.  

 

 

 

 

A brief search has shown that content provided is mainly about practical advice, 

e.g.: 
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Wever & 
Ducré 

Health

10 Things to know about natural light and 
health

What is circadian lighting

How light can effect your concentration

The right light for your eyes

Environment

12 reasons why LED is beneficial for the 
environment

Saving energy - choosing the right light bulb

Creative ideas to repurpose old lamps 

How much light do houseplants need?

Technology

Installing lamps - step by step guide

How to replace light switches

How long do LEDs last?

What does 'cold' and 'hot' lumen mean?

Globalization 

Happy Daylight Appreciation Day

What to celebrate on the 
International Day of Light

Housing

6 items that can be turned into beautiful lamps

Retro light trends 2021

The power of colours - interior design trends 2021

DIY adding bling to your living room

o How to install and assemble lamps? 

o Which cable connections are required to install lamps? 

o 10 beautiful lighting ideas 

o Explanation of cable colours 

o How to correctly dispose light bulbs? 

o What light intensity do you need for large rooms? 

o 8 advantages and disadvantages of LED  

 

What is striking is that the researched content is mostly formulated as a question or 

includes numbers, which highlights the difference to classic SEO keyword 

definitions. Keywords usually consist of 1- to 4-word combinations, while content 

marketing addresses specific user requests using 4 or more-word phrases, often 

formulated as a question or in whole sentences. Therefore, content created should 

answer questions, provide information, or inspire ideas. A so-called cluster model 

has been established for content planning. Each cluster consists of a core topic, 

secondary topic, and links. In the following, clusters were developed based on 

statements of the defined target groups of the company Wever and Ducré, which 

could serve as sources for content marketing (figure 30). 

 

 

 

 

 

 

 

 

 

 

 

Figure 30: Content Marketing cluster model (own presentation)  
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Topic Housing 

Type of content Pull content 

Company goal Strengthen awareness 

Benefits for the customer Getting inspired 

Title 6 items that can be turned into beautiful lamps 

Customer segment Noah, Jan 

Customer journey phase Pre-purchase phase 

Channels Blog (1,000 to 2,500 words) 

Material Images, text 

Keywords 

LED projects, DIY, ideas for lights, retro, reusing 
material, recycling old stuff, unusual design, creative 
lamp designs, lamps out of old things, stylish designs, 
instructions to tinker lamps yourself 

Costs 300 euros 

Time of publication Summer 

Link 

• Retro light trends 2021 
• The power of colours - interior design trends 2021 
• DIY adding bling to your living room 
• Creative ideas to repurpose old lamps  
• The right light for your eyes 
• Installing lamps - step by step guide 

 Table 39: Content marketing - content briefing (own presentation) 

In the third step of content marketing, content creation starts with a content briefing. 

In table 39, a content briefing is carried out as an example with regards to the cluster 

housing.  

 

 

 

 

 

 

 

  

 

 

 

 

 

 

Each briefing includes the sub-areas shown in table 39. For each content, it is 

necessary first to define what the company tries to achieve and what benefit the 

customer will get from it. In order to place the content in a targeted manner, it is 

necessary to adapt the type of presentation (image, text, etc.) to the type of channel 

and to keep formulations close to the predefined keywords. An estimate of the costs 

makes it possible to determine in advance how much content can be created with a 

fixed budget. The time of publication is generally stated in the briefing since created 

content does not necessarily have to be published immediately but can be prepared 

in advance. Linking content to internal and external sources allows to generate 

valuable backlinks. A checklist for content marketing measures can be found in the 

appendix (appendix A.8.).  
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 Belgium Northern Germany 

Platforms 
Instagram, Facebook, Reddit, Twitter, 
YouTube, Pinterest, LinkedIn, (WhatsApp) 

Instagram, Facebook, 
YouTube, XING, Snapchat, 
(WhatsApp) 

Reasons 

Facebook to communicate with people from 
university or previous met people, no phone 
number is needed to stay in contact 
 
LinkedIn for work 
 
Reddit to learn about new things or 
communicate with people that wouldn´t have 
the chance to meet in person (exchange of 
ideas and life experiences) 
 
Instagram to follow famous people and to 
know what friends are up to 
 
Pinterest to get inspired 
 
Twitter getting instant updates 
 
YouTube to watch tutorials or to listen to 
music 

Facebook to get in contact 
with people without having 
the phone number, and 
keeping up with events 
 
Instagram self-
presentation, to follow 
others, keep in touch with 
friends 
 
YouTube watch funny 
videos 
 
XING for work  
 
Snapchat out of boredom 
(only with close friends) 
 
 

 

Table 40: Platforms used by the customer groups (own presentation) 

10.6.5. Social Media Marketing 

SMM (6.4.) describes the act of implementing measures that aim to achieve a 

corporate goal with the help of social media platforms. In the course of the qualitative 

interviews, it was ascertained which platforms are used by the interviewees and why 

(table 40).  

 

 

 

 

 

 

 

  

 

 

 

With regard to the frequency of use, it was stated by interviewees that Facebook is 

no longer used actively, especially in Belgium, but rather as an online address book 

and calendar for events. Instagram and Reddit are the platforms used on a daily 

basis in Belgium. Twitter and LinkedIn were said to be used approximately 4 times 

per week, and YouTube and Facebook only ones a week. Pinterest is used 

occasionally to get inspired. Instagram is the most frequently used platform in 

Germany (daily). Snapchat (3 times per week), Facebook (2 times per week), and 

YouTube (2 times per week) are used less frequently. The career platform XING is 

used approximately once a month for professional reasons. The intensity of social 

media use is stated as low by all respondents, which is probably related to their 

professional activity and the associated lack of time.  

 

Based on the statements of the interview participants, who mentioned that social 

media ads are perceived as annoying and disturbing, it is advisable for the company 

Wever & Ducré to strive for organic reach and to prioritize paid ads less strongly on 
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Table 41: Social media plan (based on Carmicheal, 2020; based on Perrin & Anderson, 2019) 

social media. A platform that could be interesting in a further step, especially for the 

Belgian market, is Reddit. Reddit follows an upvote and downvote policy, which 

means that everyone can post content and others evaluate how interesting it is. The 

most popular content rises to the top of the Reddit user pages. Using Reddit as a 

research tool allows companies to figure out, which content currently is the most 

relevant on the internet. Commercial postings are not appropriate on Reddit.  

 

 

The content to be created is based on the goals for which different platforms have 

been defined as more suitable. The style of communication, as well as tips for the 

creation of video, image, and text content can be found in table 41. The following 

daily time slots (figure 31) were defined for the target groups based on the answers 

given in the qualitative interviews.  

Platform Goal Audience Style Video/ image content Text 

Instagram 

Strengthen 
awareness 
 
Boost brand 
engagement 

18 to 34 
Playful, creative, 
mainly image and 
video content 

Feed: max. 60 seconds 
 
Story: 15 seconds 

Little text for posts (0-
50 characters) 
 
# hashtags (1-3 with 
max. 6 characters 
each) 

Facebook 

Generate new 
leads 
 
Provide social 
customer 
service 

18 to 45 

Informative, 
entertaining 
 
Video, text and 
image content 

Feed: Approximately 3 
minutes 
 
Story: max. 15 seconds 

Little text for posts 
(40-120 characters) 
 
Articles 

Reddit 
Drive traffic to 
the website 

18 to 30 

Critically 
evaluating, 
discussing, 
coming up with 
interesting topics 

Can be designed freely 
according to topic of the 
subreddit 

Can be designed 
freely according to 
topic of the subreddit 

YouTube 
Boost brand 
engagement 

25 to 39 

Direct, 
entertaining, 
lecturing, mainly 
video content  

Tutorials: approximately 
120 to 180 seconds 
 
commercials: 15 to 59 
seconds  

Subtitles, video 
descriptions (links) 

Snapchat 
Build a 
community  

18 to 24 

Entertaining 
 
Video and image 
content 

Snap ads: max. 6 
seconds 
 
Upright format 

Little text for ads (0-20 
characters) 

Twitter 

Strengthen 
awareness  
 
Provide social 
customer 
service 

25 to 49 
Critical, 
entertaining, 
eloquent 

Video: 0.5 to 140 
seconds  

Text max. 280 
characters (100 
characters is 
perceived as optimal 
length) 
 
# Hashtags (less than 
6 characters) 

Pinterest 
Boost brand 
engagement 

18 to 29 

Inspiring, 
entertaining, 
mainly image 
content 

Upright format 
(horizontal format is cut 
off) 

Little text, 
descriptions, links to 
original source 

LinkedIn 

Strengthen 
awareness  
 
Build a 
community 

30 to 59 

Professional, 
lecturing, 
inspiring  
 
Text, video and 
image content 

Video length: 3 seconds 
to 10 minutes (brand 
awareness video max. 
30 seconds) 
 
Podcast 22 minutes  
 
Ted talk 18 minutes 

6 words Blog headline, 
25 words per LinkedIn 
post, 1,600 words per 
LinkedIn Blog 

XING 

Strengthen 
awareness  
 
Build a 
community 

25 to 54 

Professional, 
lecturing, 
inspiring  
 
Text, video and 
image content 

Video length: 3 seconds 
to 10 minutes 

6 words Headline, 25 
words per post 
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Table 42: Daily time slots for posting social media content - Belgium (own presentation) 

 

Table 42 describes time slots that apply to the Belgian market. According to the 

description of a typical day in the qualitative interviews, the daily routine of Germans 

is not the same but similar to the Belgian one (moved forward by half an hour). 

 

When applying SEM maintaining consistency across channels is indispensable. 

Consistency includes measures such as the way of approaching customers (‘We’ or 

‘I’ sentences, logos, CTA, taglines like ‘From Belgium with love’), appearance 

(colours, shapes), cross-references (mention other social media channels), and 

customer service. Customer service as a secondary goal of companies is 

increasingly used in SEM to intercept customer inquiries or complaints directly via 

social media channels. Such requests can arise on any platform and must be 

monitored regularly and processed quickly if necessary (< 24 hours).  

 

10.6.6. Affiliate Marketing 

Affiliate marketing (chapter 6.1.) describes the strategic placement of links on 

external websites (affiliates), whose landing page is the website of a company 

(merchant). There are several compensation models for affiliates (CoP, OpL, CpC, 

 MON TUE WED THU FRI SAT SUN 

Instagram 

  

8.00am-
1.00pm 
 
8.00pm-
10.00pm 

 8.00am-
1.00pm 
 
8.00pm-
10.00pm 

  

Facebook 

   

9.00am-
1.00pm 
 
4.00pm-
6.00pm 

 9.00am-
1.00pm 
 
4.00pm-
6.00pm 

 

Pinterest 

   

 2.00am-
4.00am 
 
1.00pm-
3.00pm 
 
8.00pm-
11.00pm 

  

LinkedIn 

  

9.00am-
11.00am 
 
5.00pm-
7.00pm 

    

Daily 

routine 

6.30am alarm goes off – snoozing the alarm till 7.00am – 8.30am commuting to work – 
9.00am starting to work – 12.00am having lunch break (eating together with colleagues in a 
nearby restaurant – 1.00pm lunch break is over – 5.00pm stop working, going for drinks with 
colleagues or friends – 8.00pm coming home – 10.00pm going to bed 
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CpM). The art of affiliate marketing lies in finding suitable affiliate partners who are 

compatible with the company´s goals and mission and can, therefore, transmit 

qualified leads.  

Steps to consider when implementing an affiliate marketing strategy are: 

o Defining the goal of the affiliate marketing strategy (generate leads, increase 

turnover). 

o Optimize landing pages. 

o Choose suitable affiliates and apply for partner programs (criteria: number of 

followers/clicks, compatibility of the content with brand’s values and industry, 

compensation model, reach, audience demographics). 

o Create attracting content (Coupons, deals, sales). 

o Keep (micro) influencing in mind. In the course of competitions, quizzes, 

contests, content can be placed on private pages. On average, every online 

user has more than 300 contacts. This potential range should be taken into 

consideration. 

o Build a strong affiliate network: providing affiliates with information on 

products, company’s activities, and how to use it. 

o Check performance (cf. Lammenett, 2017, pp. 75-81.). 

 

One of the most commonly used affiliate networks in Europe is AWIN (Zanox.de). 

Other known affiliate networks in Germany with international market orientations are 

Affilinet, Adbutler/Belboon, and Webgains. The setup fees for the larger providers 

are up to 4,000 euros with a flat monthly fee of 300 euros. Potential sources to place 

affiliate marketing content are blogs, E-mail marketing, webinars, or YouTube 

videos. If a company is registered on an affiliate platform, everything from the 

recruitment through the acceptance process to billing (incl. tracking) can happen via 

this platform. 

 

Affiliate marketing is considered to be a great opportunity, but also a resource-

intensive one. The quality of the affiliate strongly depends on the quality of the 

business activity and the incentives set. For Wever and Ducré, it is necessary to 

optimize all other processes before starting to bring affiliates on board. Otherwise, 

the company would have to pay for leads that do not end in sales due to broken 
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processes. A strong brand and well-running processes also lead to a better price 

negotiating position with affiliates and higher compliance.  

 

10.6.7. E-Mail Marketing  

E-mail marketing includes every measure that deals with electronic data exchange 

via a personal inbox online. Almost no area of online marketing is legally as well 

covered as E-mail marketing. Sending E-mails without consent is forbidden but is 

subject to certain exceptions (all of them must be given): 

o The E-mail address is collected in the course of the sales process 

o The customer is given an opportunity to refuse receipt when the data was 

collected 

o The customer is given an opportunity to refuse further receipts 

o The E-mail was sent for direct advertising of own, or similar products 

o The customer is not entered in the ECG list (cf. Lammenett, 2017, pp. 110-

130.) 

The information which has to be provided by the company is the company name, 

legal form, location, company register number, and company register court.  

 

An identity should be maintained within the principle of consistency in all E-mail 

measures. The identity determines whether customers are addressed with their first 

or last name, whether formal or informal language is used, or whether or not a direct 

contact person is mentioned at the end of an E-mail. A rather new approach in E-

mail marketing is E-mail psychology. This approach describes the fear of missing 

out: If texts are designed in a way they suggest time boundness, people are willing 

to act faster. Furthermore, psychology suggests that colours influence different 

intentions, which can be applied to CTA buttons. Using pictures of humans instead 

of fictional characters in E-mails strengthens trust. The principle of social proof says 

that people are more likely to interact when they receive approval by others (e.g., 

sharing experiences). A checklist of what has to be kept in mind when applying E-

mail marketing measures is provided in chapter 6.2. 

 

Table 43 summarizes terms that should be avoided as they lead to being placed in 

the spam folder. 
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MONEY 

free, gift, profit, test for free, register for free, discount, best price, not 
expensive, voucher, credit card, investment, turnover, quick money, no 
risk, no spam, no rip-off, no hidden costs, please help now donate, do not 
delete 

MARKETING 
offer, urgent, immediate, expires soon, congratulations, bravo, you won, 
you were chosen, get a gift, sale, order now 

SIGNAL SIGNS !, $, ***, XXX, +, CAPITAL LETTERS 

IMAGE CONTENT Too many pictures or video content 

FORMAT  No correct HTML format 

E-MAIL ADDRESS The sender does not contain the company name 

 
Table 43: Wording and formats of E-mail content (own presentation) 

 

 

 

 

 

 

 

 

With regard to the situation of the company Wever & Ducré, it is advisable first to 

set up the E-mail system for customer inquiries and automated sales confirmations. 

However, especially in the interior design industry, product catalogues are very 

popular (also in print version). Sending a product catalogue via E-mail would allow 

an E-mail database to be set up beforehand, which could later be helpful for creating 

newsletters. In advance, Wever & Ducré should not specialize in creating 

newsletters as a first step since statistics out of practice, as well answers given by 

both customer groups in the interviews strengthen the assumption that newsletters 

are perceived as disturbing.  
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10.7. Action Plan 

An action plan serves to convert selected strategies into actions in order to achieve 

defined goals. The following action plan is based on research results from part I and 

results of the qualitative survey from part II of the present elaboration.  

 

The action plan shown in tables 44 and 45 has been designed dynamically, which 

means that it can be used not only for one year but also for future ones. The reason 

for developing a dynamic action plan is that the current level of experience in the 

B2C industry is not believed to be high enough to implement all identified measures 

in the first year without taking on an unpredictable high risk. For this reason, a colour 

scheme (figure 31) was developed that serves to indicate which online marketing 

measures should be further implemented directly proportional to the increasing 

market experiences.  

 

In the first year, based on current experiences, human capital, and a fixed budget, 

it is recommended to implement all marketing measures that are marked with the 

colour green in the action plan. In the second year, due to collected market data, 

the situation should be more predictable, and the budget released by management 

might also be higher, which is why the measures with the colour yellow should be 

implemented in addition to the green ones. As a last step, it is recommended in the 

action plan to implement measures with the colour red. Measures in red are those 

that are considered to require a high degree of insights into the market and also 

cause a higher financial burden. Those measures should be implemented at the 

earliest if all other implemented measures work smoothly.  

 

 

Figure 31: Colour scheme - action plan (own presentation) 

In addition to an annual action plan, the first month (January) was exemplary 

planned in detail to demonstrate which measures are to be carried out per day – 

tables 46 and 47. The monthly plan was based on the same colour scheme as the 

annual action plan. 

2021

•Budget: 64,940.00 €
(calculated without 
labour costs)

2022

•Budget: 72,740.00 €
(calculated without 
labour costs)

202X

•Future budget
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Table 44: Action plan - year (1) (own presentation) 
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Table 45: Action plan - year (2) (own presentation) 
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Table 46: Action plan - month (1) (own presentation) 
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Table 47: Action plan - month (2) (own presentation) 
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41,73%

1,94%

1,02%

39,91%

15,40%
SEO

SEA

Content Marketing

SMM

EMM

Figure 32: Distribution of budget 2021 (own presentation) 

10.8. Budget Plan 

The budget planning for 2021 results in a necessary total budget of 64,940.00 €. 

The budget has a guiding function and should be adhered to for the achievement of 

goals. The budgeting in table 48 is based on the ranking results of selected online 

marketing strategies, practical values of the company Wever & Ducré, and current 

market prices for online marketing services. Graphically represented, the defined 

budget can be assigned to the different areas of online marketing measures, as 

shown in figure 32 below. Additionally, the monthly financial burden is shown in 

figure 33 below. Labour costs are not included in the calculation for 2021. 

 

 

 

 

  

 

  

 

 

 

Figure 33: Monthly financial burden 2021 (own presentation) 
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Table 48: Budget plan 2021 (own presentation) 
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€ 4 455,00 

€ 5 055,00 

€ 7 255,00 

€ 4 155,00 

€ 4 535,00 

€ 7 055,00 

€ 7 255,00 

€ 5 055,00 

€ 5 075,00 

€ 8 155,00 

€ 7 535,00 

€ 7 155,00 

€ - € 1 000 € 2 000 € 3 000 € 4 000 € 5 000 € 6 000 € 7 000 € 8 000 € 9 000 

JAN

FEB
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APR

MAY

JUN

JUL

AUG

SEP

OCT

NOV

DEC

38,08%

1,73%

2,56%

37,28%

20,35%
SEO

SEA

Content Marketing

SMM

EMM

Figure 34: Distribution of budget 2022 (own presentation) 

Figure 35: Monthly financial burden 2022 (own presentation) 

For the year 2022, it is assumed that the budget can be increased by approximately 

15% due to increased sales figures. Thus, the budget panning for 2022 is carried 

out with the basic budget of 72.740 EUR. As for the 2021 budget planning, the 

results of the selection of online measures, in-house experience, and current market 

prices were taken into account in the assignment of budget. A detailed list of the 

cost centres can be found in table 49. A graphical overview of the money distribution 

with regard to the respective marketing measures, as well as the monthly financial 

burden are shown in figure 34 and figure 35. Labour costs are not included in the 

calculation for 2022. 
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Table 49: Budget plan 2022 (own presentation) 
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KPI Description 
Frequency of 
measurement 

SEO   

Visitors Total number of visitors to a website Weekly  

Unique visits Number of visitors in a certain period (counted only once, even if the 
website was visited more often by one individual) 

Weekly 

Organic page 
impressions 

Describes the organic ranking in the SERP Weekly  

Bounce Rate Describes the number of users who only view the first page and leave the 
page without any further activity (goal is to keep it below 50%). Reasons 
for a high bounce rate could be: inappropriate content, bad website 
structure, loading speed, wrong key words 

Weekly 

Conversion rate Shows the ratio of a website’s visitors to actual conversions Weekly 

Dwell time  Dwell time specifies the time that a user spends on a website after clicking 
on it in the search result page 

Weekly 

Time on page The KPI indicates how long visitors have stayed on an URL (including 
other sub-websites) on average 

Weekly 

Web traffic Organic, social, display, direct, referral, E-mail, paid search Weekly 

Mobile usability  Describes how well website content can be opened on mobile devices Monthly 

Keyword organic 
ranking 

Describes the organic ranking strengths of a keyword Monthly 

Scroll depth Describes how far the user scrolls, i.e. what percentage of the content is 
read through on a page 

Weekly 

Crawl Errors The number of attempts to crawl a website that failed by an engine  Monthly 

Exit pages The last page a user saw before leaving Weekly 

Page load speed The time from a click to the complete display of a website content Monthly 

Backlink quality Number of backlinks, Referral traffic, lost backlinks, new backlinks Monthly  

Pages viewed per 
session 

Displays the depth of content viewed (how many webpages were viewed 
on a website) 

Weekly  

SEA   

Clicks Measures the amount of people clicking on an ad Weekly  

Costs per click Measures how many costs were required on average to achieve a click Weekly 

Revenue per visitor  Measures how much revenue is generated per visitor on average Monthly 

Conversion rate Shows the ratio of a website’s visitors to actual conversions Monthly 

Click-through-rate 
SEA 

Measures the ratio of clicks on online advertising to total impressions Weekly 

Time on page The KPI indicates how long visitors have stayed on an URL (including 
other webpages) on average 

Weekly 

Ad impressions Measures how often an ad was displayed Weekly 

Location Shows the country/ region from which users come who have clicked more 
frequently 

Monthly 

Content Marketing   

Reads/ views Measures how often content was viewed or read Weekly 

Downloads Number of downloads by users Weekly 

Shares Number of shares by users Weekly 

Session duration  The amount of time when a user arrives on until the user leaves or stops 
viewing the content 

Weekly 

Visibility  Describes the ranking power of created content Monthly 

Bounce rate CM Describes the number of users who only view the first page and leave the 
page without any further activity 

Weekly 

Comments Number of reactions from users Weekly 

 

10.9. Concept Evaluation  

It is recommended to use a software-based analysis tool to evaluate the success of 

the concept measures (e.g., Google Analytics, Sistrix, Google Search Console, 

Fanpage Karma). However, even though analysis tools provide a good overview of 

KPIs, the most important ones are listed below in tables 50 and 51 for clarity 

purposes. The separate consideration of defined KPIs should be avoided since they 

have a strong influence on each other. 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

  

 

 

 

  

 

Table 50: Concept evaluation KPI (1) (own presentation) 
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Table 51: Concept evaluation KPI (2) (own presentation) 

KPI Description 
Frequency of 
measurement 

Content Marketing   

Reads/ views Measures how often content was viewed or read Weekly 

Downloads Number of downloads by users Weekly 

Shares Number of shares by users Weekly 

Session duration  The amount of time when a user arrives on until the user leaves or stops 
viewing the content 

Weekly 

Visibility  Describes the ranking power of created content Monthly 

Bounce rate CM Describes the number of users who only view the first page and leave the 
page without any further activity 

Weekly 

Comments Number of reactions from users Weekly 

SMM   

Number of followers The number of followers can be divided into new and existing ones Weekly 

Reactions Describes the sum of all interactions with users (likes, shares, comments, 
etc.) 

Weekly 

Amount of posts Number of contents posted Weekly 

Impressions For paid advertising: measures how often an ad was displayed Weekly 

Clicks Measures the amount of people clicking on an ad Weekly 

Click-Through-Rate 
SM 

Measures the ratio of clicks on online advertising to total impressions Weekly 

Location Shows the country/region from which users come who have clicked more 
frequently 

Monthly 

Costs per click Measures how many costs were required on average to achieve a click Weekly 

Amplification share Average amount of shares per post Weekly 

Virality rate Number of people who shared the content divided by the number of 
impressions 

Weekly 

Applause rate Describes how many people ‘like’ your post Weekly 

EMM   

Delivery rate Measures how many E-mails were delivered Monthly 

Hard bounces Describes the number of contacts for whom the delivery of E-mails will no 
longer be possible in the future (e.g., Address no longer exists or is 
blocked) 

Monthly 

Soft bounces Describes the number of contacts for which delivery of E-mails may be 
possible again in the future (e.g., mailbox is currently full) 

Monthly 

Open rates Measures how many E-mails are opened Monthly 

Click-through-rate EM Measures the ratio of clicks on an E-mail to total sent Monthly 

New subscriptions Number of new registrations Monthly 

Unsubscription rate Number of people who have unsubscribed Monthly 

Impressions Describes how often content was displayed on a screen Monthly 

Completion rate Measures how many people followed the announced actions Monthly 

Overall measures   

Response time Describes the time from the arrival of an inquiry to the answer by a person 
in charge of the company 

Monthly 

Number of complaints Number of people complaining Monthly 

Return on marketing 
investment 

The ROMI is calculated as follows: 
 

(𝑎𝑡𝑡𝑟𝑖𝑏𝑢𝑡𝑎𝑏𝑙𝑒 𝑝𝑟𝑜𝑓𝑖𝑡 − 𝑖𝑛𝑣𝑒𝑠𝑡𝑚𝑒𝑛𝑡𝑠)

𝐼𝑛𝑣𝑒𝑠𝑡𝑚𝑒𝑛𝑡𝑠
= 𝑅𝑂𝑀𝐼 

Yearly 

Online turnover The amount of money taken by a company within a certain period of time Monthly/ yearly 

 

KPI Description 
Frequency of 
measurement 

SEO   

Visitors Total number of visitors to a website Weekly  

Unique visits Number of visitors in a certain period (counted only once, even if the 
website was visited more often by one individual) 

Weekly 

Organic page 
impressions 

Describes the organic ranking in the SERP Weekly  

Bounce Rate Describes the number of users who only view the first page and leave the 
page without any further activity (goal is to keep it below 50%). Reasons 
for a high bounce rate could be: inappropriate content, bad website 
structure, loading speed, wrong key words 

Weekly 

Conversion rate Shows the ratio of a website’s visitors to actual conversions Weekly 

Dwell time  Dwell time specifies the time that a user spends on a website after clicking 
on it in the search result page 

Weekly 

Time on page The KPI indicates how long visitors have stayed on an URL (including 
other sub-websites) on average 

Weekly 

Web traffic Organic, social, display, direct, referral, E-mail, paid search Weekly 

Mobile usability  Describes how well website content can be opened on mobile devices Monthly 

Keyword organic 
ranking 

Describes the organic ranking strengths of a keyword Monthly 

Scroll depth Describes how far the user scrolls, i.e. what percentage of the content is 
read through on a page 

Weekly 

Crawl Errors The number of attempts to crawl a website that failed by an engine  Monthly 

Exit pages The last page a user saw before leaving Weekly 

Page load speed The time from a click to the complete display of a website content Monthly 

Backlink quality Number of backlinks, Referral traffic, lost backlinks, new backlinks Monthly  

Pages viewed per 
session 

Displays the depth of content viewed (how many webpages were viewed 
on a website) 

Weekly  

SEA   

Clicks Measures the amount of people clicking on an ad Weekly  

Costs per click Measures how many costs were required on average to achieve a click Weekly 

Revenue per visitor  Measures how much revenue is generated per visitor on average Monthly 

Conversion rate Shows the ratio of a website’s visitors to actual conversions Monthly 

Click-through-rate 
SEA 

Measures the ratio of clicks on online advertising to total impressions Weekly 

Time on page The KPI indicates how long visitors have stayed on an URL (including 
other webpages) on average 

Weekly 

Ad impressions Measures how often an ad was displayed Weekly 

Location Shows the country/ region from which users come who have clicked more 
frequently 

Monthly 

Content Marketing   

Reads/ views Measures how often content was viewed or read Weekly 

Downloads Number of downloads by users Weekly 

Shares Number of shares by users Weekly 

Session duration  The amount of time when a user arrives on until the user leaves or stops 
viewing the content 

Weekly 

Visibility  Describes the ranking power of created content Monthly 

Bounce rate CM Describes the number of users who only view the first page and leave the 
page without any further activity 

Weekly 

Comments Number of reactions from users Weekly 

 

 Current value Objective Targeted value 

Traffic  
207,356 users 

(06/24/2018 – 06/23/2019 
Increase traffic by new 

users by 50%  
311,034  

Turnover 0 100,000 EUR 100,000 EUR 

ROMI 0 
180% of the capital 
spent on marketing 

180% 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

With regard to the defined company goals, the key figures new visitors, turnover, 

and ROMI should be taken into account when measuring the success of the concept 

(table 52).  

 

 

 

 

 
Table 52: Concept evaluation - company objectives (own presentation) 
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10.10. Limitations  

The results of the present empirical part are primarily intended to serve as an initial 

point of reference for a company that currently has few experiences in the B2C 

industry. The validity of the created concept is, therefore, limited in time. Since 

demographic data were used to create the personas (Noah and Jan), a constant 

revision (recommendation every 2 to 3 years) must be carried out. Limitations further 

include that a number of 15 people from the potential target group were interviewed. 

A higher number of interview partners would further strengthen the results. 

 

At this point, it should be emphasized that the sole implementation of the elaborated 

concept does not represent an absolute guarantee of success. However, according 

to current market considerations, it is assumed to be the option that promises the 

highest likelihood of success.  
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11. Empirical Conclusion 

The information deficit at the beginning of part II in the course of this elaboration 

was defined as a lack of knowledge about potential customer groups in a market 

that has not yet been developed. As recommended in the literature, a persona 

approach was chosen, which is considered to have a directive function, particularly 

in an uncertain market environment. 

 

A mixed-method approach was used to define personas, in which both secondary 

and primary research were combined: In the course of a secondary research, a 

market segmentation was carried out for Belgium and Northern Germany. Market 

data from the Mosaic Belgium and from the German Sinus Institute (Sinus Milieus) 

were used to identify the pool of segments to choose from. With the help of knock-

out criteria, unprofitable, unmeasurable, unreachable, or unstable segments were 

immediately excluded. Attractiveness criteria made it possible to choose one 

segment for Belgium and one for Northern Germany from the remaining ones. The 

segment characteristics served as inclusion criteria for participants in the course of 

qualitative interviews within primary research.  

 

Methods as projective association and construction techniques were used in the 

semi-standardized interview guide. The aim of the interviews was to generate 

qualitative data on expectations, goals, challenges, objectives, etc. With the help of 

10 interviews from Belgium and 5 from Northern Germany analysed with MAXQDA, 

two personas (Noah and Jan) could be defined. Based on the characteristics of the 

defined personas, online strategies were selected. Literature sources suggest that 

it does not seem expedient to exchange online marketing strategies with each other, 

but that they should be used in parallel – however, prioritised in order. The following 

priorities were determined based on the research results, industry experience, and 

a preference analysis for weighting: SEO, content marketing, SMM, affiliate 

marketing, EMM. After taking into account the available resources (human capital, 

budget), a two-year budget plan as well as a dynamic action plan were drawn up. In 

the following, the entire concept is summarized in a one-page format. However, 

detailed concept action must be taken from the body text of this thesis. 
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ONLINE MARKETING  

CONCEPT 

2021 

TARGET AUDIENCE 

Based on a mixed method approach, two 
personas could be identified for the 
respective target region: 

Belgium 

• Income: 40,000 € per year 
• Education: University degree 
• Location: Brussels 
• Age: 30 

NOAH works as a project manager in 
Brussels. He describes himself as 
energetic, extroverted and fun-loving. His 
biggest goals in live are to be independent 
and living an enjoyable life rather than 
making a career.  

 

Northern Germany 

• Income: 47,000 € per year 
• Education: University degree 
• Location: Lower Saxony, Hamburg 
• Age: 32 

JAN lives in Lower Saxony but works in 
Hamburg. Jan prefers a direct way of 
communication but tends to avoid risks. 
His sense of humour is described as dry, 
which is why he is often perceived as 
distant. His biggest goals in live are to feel 
confident about the decisions made in life 
and to be financially safe. 

B2C 

COMPANY GOAL 

The main objective of Wever & Ducré is 
the transition from a B2B company to one 
adapted to the B2C sector, starting with 
the launch of a B2C (and B2B) online shop 
by January 2021 in Belgium and Northern 
Germany. 
 

 

CONCEPT GOAL 

Concept goals include the definition of a 
company and industry-specific target 
group based on which online marketing 
strategies can be selected and specified. 

The subsequent implementation of the 
online concept measures aims to reach a 
new customer group (B2C) for a company 
currently only active in the B2B lighting 
industry. 

The regions of interest in the course of the 
development process are Belgium and 
Northern Germany. 

 

 

 

Search 
engine 

marketing

Search 
engine 

advertisingContent 
Marketing

Social 
media 

marketing

E-mail 
marketing

STRATEGY 

The concept strategy follows an integrative 
approach, which means that no online strategy is to 
be eliminated in order to use synergies. However, 
prioritizations have to be made. 

 

 

 

 

 

 

 

 
 

BUDGET PLAN 

A total online marketing budget of 64,940.00 € was 
estimated for 2021 with an upward tendency for 2022 
(without labour costs). 

The monthly estimated financial burden distributes 
as follows for 2021: 

 

 

 

 

 

 

 
The costs are distributed as follows based on the 
priorities chosen for the online marketing measures 
in 2021: 

 

 

 

 

 

 

 

 

The budget is based on the action plan, which has 
been designed dynamically. The implementation of 
further marketing measures in 2022 at a higher 
budget have been planned. 

Affiliate
Marketing

E-Mail
Marketing

Search Engine
Marketing

Content
Marketing

Social Media
Marketing

ACTION PLAN 

 

 

Search Engine Marketing  

 

 

Social Media Marketing 

 

 

Search Engine Optimization 
On-page, Off-page, Key word search, 
Search word definition, Link auditing, 
Strategic writing 
 

 

 

Search Engine Advertising 
Key word search, Match type 
selection, Match type evaluation 

 

 

Monitoring SEM 

 

 

Medium Frequ. Daytime 
Instagram Wed, 

Fri 
8.30am – 1.00pm 
8.00pm – 10.00pm 

Facebook Thu, Sat 9.00am – 1.00pm 
4.00pm – 6.00pm 

Pinterest Fri 2.00am – 4.00am 
1.00pm – 3.00pm 
8.00pm – 11.00pm 

LinkedIn Wed 9.00am – 11.00am 
5.00pm – 7.00pm 

 

 

Content Marketing 

 

 

Topics  
 

 

 

Topic cluster 
 

 

 

Topic briefing 
Type of content, benefits for the 
customer, content goal, title, 
customer segment, customer 
journey phase, channels, material, 
keyword, costs, time of publication, 
links 

 

 

Housing, reusable materials, 
globalization, technology, 
health, aging, urbanization, 
traveling, friends, drinking 
culture, lifestyle  
 
Environment, living 
conditions, saving resources, 
health, mobility, technology, 
outdoor activities 

 

N
o
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h
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G
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y
 

B
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E-Mail Marketing 

 

 

E-mail identity 
 

 

 

GDPR compliance 
 

 

 

Newsletter marketing 
 

 

 

Monitoring SMM 
 

 

 

Seasonal E-mail campaigning 
 

 

 

Concept Controlling 

 

 

Performance metrics: 
Turnover, response time, 
 

ROMI: 
(𝒂𝒕𝒕𝒓𝒊𝒃𝒖𝒕𝒂𝒃𝒍𝒆 𝒑𝒓𝒐𝒇𝒊𝒕−𝒊𝒏𝒗𝒆𝒔𝒕𝒎𝒆𝒏𝒕𝒔)

𝒊𝒏𝒗𝒆𝒔𝒕𝒆𝒎𝒆𝒏𝒕
 

Visitor metrics: 
Bounce rate, CTR, duration, exit 
page, impressions, Unique visits… 
 

Customer metrics: 
Order frequency, abandoned 
shopping basket, complaints… 
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A.1 Interview Guide 

(English version)  
 

 

Date: 

Name of the Interviewer: 

Name of the interviewee: 

 

Time: from __________ to___________ 

 

 

Greeting and introduction Checklist 

• Brief introduction of interviewer, FH Campus02. 

• Aim of the investigation 

• Content of the interview 

• Explanation of confidentiality and anonymity principles 

 

The interview will take approximately 30-45 minutes of your time. Before starting the interview, I 
would like to ask you for your consent of recording this interview.  

 

Yes, I agree  O                                   No, I do not agree  O 

 

In addition, I have to ask you whether you would like to remain anonymous in the course of this 
survey or whether I am allowed to use your name for evaluation purposes? 

 

I want to stay anonymous  O              You can use my name and the information          O 
                                                            discussed during the interview related 
                                                            to the questions and in a genuine way  

 

As the interview is conducted in English, please always be sure to fully understand the question 
before answering. 

 

General checklist for the interviewer (do not read out loud): 

• Avoid distraction sources (e.g., TV, mobile phone, failing internet connection, etc.) 

• Make sure recording devices work properly before the interview starts 

• Follow the interview guide to ensure comparability between interviews 

• Closed or enumeration questions are to be avoided 

• Questions that may give rise to opinions are to be avoided 

• Depending on the interviewee, the guide will be adapted at certain points 
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1. Background Instructions 

1.1. Can you please shortly introduce yourself. 

Let speak freely  
 
If not mentioned ask about: Location, living 
situation (alone or shared apartment), age, 
education, job title 

1.2. Previously conducted studies on Belgium 
showed that the Belgian culture can be 
described as life-quality-oriented rather than 
success- and competition oriented. What do 
you think could be reasons why market 
research institutes came to this conclusion? 
 
1.2.1. From your personal experience, 

which characteristics and values 
also describe the Belgian culture? 
 

1.2.2. With which of the just mentioned 
characteristics can you identify 
yourself in particular? 

 

Let speak freely 

The following list provides possible support for the interviewee if examples are requested for 
1.2.1. 
(do not read out loud): 
 

- Individualistic (preserve independence) 
- Long-term oriented (training, investment, education, thriftiness) 
- Uncertainty avoidant 
- Conservative 

1.3. If something great or funny happened to you, 
whom would you tell first? 
 
1.3.1. How would your answer change if 

the question was, whom would you 
tell first, if something particularly bad 
happened to you? 

Let speak freely 

1.4. In which life situations do you have to take on 
responsibility? 

If interviewee currently does not take on 
responsibilities, ask: 
 
What is the reason you are currently not 
taking on responsibility? Do you want to take 
on responsibility in the future? 
 
If interviewee lists situations, ask: 
 
How much do you enjoy having this 
responsibility? 
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The following list provides possible support for the interviewee if examples are requested for 1.4. 
(do not read out loud): 
 

- Work environment (management position, project member, budgeting, controlling, 
etc.) 

- Private life (family, children, friends, hobbies) 
- Education (studying) 

2. Attitude expressions Instructions 

2.1. If you briefly think about the political and 
social issues currently being discussed 
nationally or internationally, which ones are 
you particularly concerned with? 

It the interviewee cannot think of current 
political or social topics, ask: 
 
Which topics would you particularly like to see 
being addressed socially or politically? 

The following list provides possible support for the interviewee if examples are requested 
(do not read out loud): 
 

- Environment 
- Education  
- Economics  

- Taxation  
- Employment  
- Living conditions  
- Poverty 

2.2. Please put yourself in the perspective of your 
friend or colleagues, how would your peer 
describe you? 
 
2.2.1. How does this description change if 

you put yourself in the perspective of 
a close family member?  
 

2.2.2. In your social environment, which 
roles do you take on, extraverted or 
introverted ones?  

If not mentioned, ask:  
 
How does this extraverted/ introverted side of 
yours show off? When do you tend to be 
more extraverted/ introverted? 

2.3. In which situations does money play a 
subordinate role in your consumption 
behaviour? 

If interviewee states that money plays a 
crucial role in every situation, move on to 
question 2.4. 

2.4. Which aspects do you think justify higher 
prices? 

Let speak freely 

The following list provides possible support for the interviewee if examples are requested for 2.4. 
(do not read out loud): 
 

- Outstanding quality or design 
- Social responsibility (environmentally friendly) 
- Reputation 
- Believing in a product 
- Convenience 
- Innovation 
- Corporate social responsibility 
- Brand 
-  
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3. Pain & Fear Instructions 

3.1. I am going to read out the start of a dialog 
between person A and person B. In this 
exercise you are person B. Please complete 
the dialogue based on your own experience. 
  
 
A: My personal fears always revolve around 
the fact that it will be harder for me to achieve 
the living standards of previous generations 
due to current developments.  
 
B: I personally fear… 
 

Read out dialog and wait for the sentence to 
be finished by interviewee 

3.2. What is the most frustrating part of your day?  

If only work-related content is mentioned, ask:  
 
Are there also situations in your free time that 
are especially frustrating for you? 
 
If only free-time related content is mentioned, 
ask: 
 
Are there also situations in your work 
environment that are especially frustrating for 
you? 
 

3.3. I am going to read out the start of a sentence 
and I would like you to finish it, based on your 
personal experience. 
 
The most annoying thing when using 
technology is…. 

Read out the start of the sentence and wait 
for it to be finished 

4. Interests Instructions 

4.1. Which topics or activities are you especially 
enthusiastic about? 

Let speak freely 

4.2. How would a typical day in your life look like? 

If only work-related content is mentioned ask: 
 
Am I right in assuming your typical day 
involves a lot of work routine?  
 
If no, ask: Can you please tell me about your 
free time activities? 
 
If yes: move on to 5.1. 
 
If only free-time related content is mentioned 
ask: 
 
Am I right in assuming your typical day 
involves a lot of free time?  
 
If no, ask: Can you please tell me about your 
working routine? 
 
If yes: move on to 5.1. 
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5. Online behaviour Instructions 

5.1. Can you please tell me, why you shop 
online? 
 
5.1.1. How often do you shop online? 

 
5.1.2. Which kind of online shops do you 

use? 

Additional question to 5.1.2. if not mentioned: 
 
Why do you use exactly those you 
mentioned? 

5.2. Can you tell me about the best online 
shopping experience you have ever had? 

If it is not mentioned or imprecise, ask: 
 
What was so memorable/ special about it? 
 
If interviewee cannot think of a good shopping 
experience, ask:  
 
How would a good/ memorable shopping 
experience look like for you? 
 

5.3. When was the last time you purchased 
something online? 
 
5.3.1. What triggered you to make the 

purchase? 

Let speak freely 

The following list provides possible support for the interviewee if examples are requested for 
5.3.1. 
(do not read out loud): 
 

- Price 
- Delivery time 
- Product reviews 
- Return policy 
- Image of the company 
- Pictures and product description 
- Website appearance 
- Physical need 

5.4. Can you tell me about the worst online 
shopping experience you have ever had? 

If it is not mentioned or imprecise, ask: 
 
What difficulties did you have to cope with? 
 
If interviewee cannot think of the worst 
shopping experience, ask:  
 
What would have to go wrong for you to 
perceive it as a bad online shopping 
experience? 
 

5.5. What publications, blogs or social media 
networks do you pay attention to? 
 
5.5.1. Why exactly do you use those you 

just mentioned? 

If not mentioned, ask: 
 
What is your opinion about Newsletters? 

5.6. When you are about to purchase something 
online, what factors could influence your final 
decision? 

Let speak freely 
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The following list provides possible support for the interviewee if examples are requested 
(do not read out loud): 
 

- Price 
- Delivery time 
- Product reviews 
- Return policy 
- Image of the company 
- Pictures and product description 
- Website appearance  

6. Product expectations Instructions 

6.1. If two providers had equivalent services how 
would you decide which product to choose? 

Let speak freely 

The following list provides possible support for the interviewee if examples are requested 
(do not read out loud): 
 

- Price 

- Corporate social responsibility actions of the companies 
- Country of origin (Belgium, Germany, Europe, Asia, etc.) 
- Former experience  
- Recommendations 
- Company size 

 

6.2. What do you associate with the term 
brightness? 

Let speak freely 

6.3. Imagine the situation that a company wants 
to establish itself in Belgium. What 
expectations would you place on this 
company?  

If the interviewee cannot think of 
expectations, ask: 
 
What aspects would you pay attention to if 
you would set up a business in Belgium 
yourself? 
 

The following list provides possible support for the interviewee if examples are requested 
(do not read out loud): 
 

- Sustainability  
- Corporate social responsibility  
- Good working conditions 

- Product safety  
- Service quality 

- Positive contribution to economy 

End of the interview 

Thank you for your participation. 

 

If you have any follow-up questions, please feel free to contact me. 

 

Table A 1: Interview guide (English) (own presentation) 

 

 



A-10 
 

 

A.2. Evaluation and Selection of Target Segments 
Belgium 

The following information serves as the basis for the market segmentation in chapter 

10.4.1. (step 8). 

 

A.2.1.  Knock-out-criteria 

The dimension of profitability is viewed as the net income that a segment group 

has, on average, per month available. This value is determined by multiplying the 

total population (11,430,000) and the percentage the segment occupies in it and 

multiplying the result by the average class income multiplied with the weighted 

average net income (3,160.25). The average class index was calculated for all 

segments using the income indices shown in table 19. For example, the value of the 

segment ‘the high life’ was calculated as follows: 

11,430,000 𝑥 0.03 𝑥 (
(165 + 145 + 125 + 110)

4
)  𝑥 (

3,160.25

100
) = 1,476,472,750 EUR 

 

Table A-4 shows the average monthly income per segment. According to the 

Belgian statistical office Statbel, most of the monthly income is spent on housing 

(approximately 30%) (cf. Fuchs & Meischl, 2019). Distribution on other cost centres 

is summarized in table A-2. 

Description Flanders  Wallonia  Brussels 
Food and non-alcoholic beverages 13.9% 12.4% 13.3% 

Alcoholic beverages, tobacco and narcotics 1.7% 2.5% 2.4% 

Clothing and footwear 5.1% 3.9% 4.2% 

Housing, water, electricity, gas and other 
fuels 

29.6% 30.4% 33.9% 

Electricity gas and other fuels 4.4% 5.3% 3.6% 

Furnishing, household equipment and 
routine household maintenance 

5.3% 5.3% 4.9% 

Health 4.4% 4.9% 4.4.% 

Transport 11.1% 13% 7.8% 

Motor cars 4.7% 5.1% 2.2% 

Information and communication 3.1% 3.1% 3.2% 

Recreation, sport and culture 7.6% 6.7% 6.9% 

Newspapers, books and stationery 1.0% 0.9% 1.0% 

Books 0.4% 0.3% 0,5% 

Education services 0.6% 0.4% 2.2% 

Restaurants and accommodation services 7.0% 5.6% 7.0% 

Restaurants, cafes 5.5% 4.4% 5.4% 

Hotels 1.3% 1.0% 1.3% 

Insurance and financial services 10.5% 10.1% 8.8% 

Table A 2: Expenditures of Belgian households in % (based on National Bank of Belgium, 2020) 



A-11 
 

The percentage of the monthly income spent on furnishing is particularly relevant 

for the calculation of the segment profitability and is displayed in table A-2. One 

previously defined company objective is to generate a profit of EUR 100,000 in the 

first year of a successful online shop launch. Profit is defined as turnover minus 

costs. It is estimated that a turnover of at least EUR 350,000 has to be achieved in 

the first year in order to reach this goal. 

 

Table A-3 shows the market shares of direct competing companies that are relevant 

for the regions Belgium and Northern Germany. For the regions mentioned, the 

market size is estimated to be USD 12,164 million (= EUR 11,269,337,800) (USD 

10,712 million in Germany and USD 1,452 million in Belgium) (cf. Spinelli, 2019). 

 

The monthly expenses for furnishing are calculated by multiplying the total 

disposable income and the percentage that, according to studies, is spent on 

furnishing per month (from table A-2). Since both, the total turnover in Belgium for 

light fixtures (USD 1,452 million = EUR 1,336,798,320) as well as the share of 

monthly income used for furnishing is known, the monthly share of light on the 

expenditures can be estimated per segment (
1,336,798,320

12

1,722,810,000
= 0,064662). The 

potential market size was calculated by multiplying the total available expenses for 

lighting with the respective percentages from table 22 on the numbers of online 

shoppers per segment. For example, the potential market size per year for the 

segment ‘the high life’ in terms of online behaviour was calculated as follows: 

 

5,058,508.26 𝑥 12 𝑥 0,71 = 43,098,490.38 𝐸𝑈R 

 

The potential market share to be achieved is based on an estimate that was created 

using a combination of data from competitive analysis and segment purchasing 

power. The data in tables 11 and 12 relate to E-commerce sales in Europe. If those 

numbers are normalized to 100, the estimated share in Belgium could be as follows 

(table A-3).  
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Company 
Price 
level 

Estimated market 
share in % 

Estimated 
market share 
per price level 

Assigned segments 
according to income 
level 

Expected 
market share 
in % 

Eglo € 11.7% 

32.7% 

Industrial Life 
 

Metropolitans 
 

0.3 
Nordlux € 9.7% 

Kare Design € 1.6% 

IKEA € 9.7% 

Signify €€ 42.0% 

61.9% 

Affluent Residence, 
 

Small Towns and 
Urban Periphery, 

 
Urban Satellites, 

 
Comfortable middle 

class, 
 

Rural Life 

0.5 

Trio-Leuchten €€ 13.6% 

SG Armaturen  €€ 3.9% 

Delta Light €€ 2.4% 

Louis Poulsen €€€ 2.7% 
5.4% The high life 0.35 

Lampeheuset €€€ 2.7% 

Table A 3: Market share of competitors – Belgium (based on Spinelli, 2019) 

The defined segments can be assigned to the price levels based on income. In terms 

of price and content, Wever & Ducré especially competes with the companies 

assigned to €€. For the purpose of a more precise assessment, the entire market in 

relation to E-commerce sales is further specified. Extracted from tables 11 and 12, 

it can be said that the entire E-commerce market relating to the lighting industry in 

Belgium has a size of approximately USD 155,5 million (EUR 143,443,750). If sales 

of EUR 350,000 are targeted, the market share must be 0.244%. The Belgian 

lighting market is expected to grow steadily by 7.5% in the next three years and also 

regarding E-commerce, the market is forecasted to grow by 6.2% till 2023 (cf. 

Statista, 2020). This allows the conclusion that a substantially higher market share 

for Wever & Ducré should be possible for the future. For the purpose of the segment 

selection, it is therefore assumed in a simplified manner that a maximum market 

share (0,5%) can be achieved in segments in the corresponding income group (€€). 

Conversely, it is expected that the company will be able to achieve less market share 

in the low-price segments (€) because individuals do not have the necessary 

income. Therefore, the potential market share to be achieved is assumed to be 

approximately 0.35% for best-earning segments, 0,5% for middle earning, and 0.3% 

of low earning segments. Table A-4 summarizes the results for evaluating 

profitability. 
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Monthly 
income 

(in billion € 
per month) 

Monthly 
expenses for 

furnishing 
(in million € per 

month) 

Monthly 
expenses for 

lighting  
(in € per month) 

Potential 
market size in 
terms of online 

behaviour 
(per year) 

Potential E-
commerce 

market share 
in % 

Profitable 

The High Life 1,476 78.23 5,058,508.26 43,098,490.38 0.35 
No  

(150,844.72) 

Affluent 
Residence 

3,009 159.5 10,313,589.00 87,871,778.28 0.5 
Yes  

(439,358.89) 

Urban Satellites 1,770 93.81 6,065,942.22 51,681,827.71 0.5 
No 

(258,409.14) 

Comfortable 
Middle Class 

9,955 527.62 34,116,964.44 290,676,537.00 0.5 
Yes 

(1,453,382.69) 

Rural Life 5,202 275.71 17,827,960.02 151,894,219.40 0.5 
Yes 

(759,471.10) 

Industrial Life 2,673 141.67 9,160,665.54 65,956,791.89 0.3 
No 

(197,870.38) 

Small Towns and 
Urban Periphery 

1,734 91.90 5,942,437.8 42,785,552.16 0.5 
No  

(213,927.76) 

Metropolitans 7,232 354.37 22,914,272.94 164,982,765.2 0.3 
Yes 

(494,948.30) 

Table A 4: Profitability of Belgian customer segments (own presentation) 

The dimension measurability refers to the criteria that led to the segmentation. 

Since the basic division of the segments follows a demographic approach (mainly 

based on income and housing situation/ region), data can be obtained through 

surveys and census results. Additional data regarding segment age allows 

conclusions to be drawn about online behaviour, which is why the segments 

determined in table 23 are all to be considered measurable. 

 

The dimension stability refers to the segment size as well as purchasing power and 

was defined via two influencing variables (income and urbanization). Furthermore, 

data was strengthened with the help of a study on income class stability in Belgium 

and statistics on urbanization (cf. Kuypers & Marx, 2016). According to these 

studies, the group of top earners and those households who live in large single-

family houses is shrinking (the high life). The group of upper-middle-class earners 

remains stable for the time being, also regarding their living situation (affluent 

residence). The population in Belgium is getting older on average, which also 

causes the group of pensioners to rise disproportionately to the young workers in 

more urban areas, whereas the income level is stable (urban satellites). It is 

predicted that the middle class will remain stable (comfortable middle class). Rural 

regions are expected to shrink since migration in these peripheral areas towards 

city centres is more likely to appear (rural life). Members of the lower middle- or 

bottom-income classes are mostly found in industrial areas. This population group 

is subject to two developments: On the one hand, it is assumed that income will 

increase, on the other hand, it is forecasted that the number of people in this 
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segment will decrease, which is why stability is initially expected. In Belgium, 

increased urbanization is predicted, which means that city centres will enlarge. Due 

to the disproportionate movement towards cities, income will remain stable 

(increased labour supply), but more people will be classified in urban segments 

(small towns and urban periphery and metropolitans). Results regarding segment 

stability are summarized in table 23. 

 

The dimension accessibility describes how well people in a segment can be 

reached via the internet. As the basis for the categorization in low-medium-high 

accessibility serves data on online buying behaviour. As table 22 indicates, the daily 

internet usage rate in Belgium is high in European comparison. If the usage is 

classified into three categories, low (< 34% per day), medium (35% < x < 66% per 

day) and high (> 67% per day), all segments are in the top range. 

 

All results were summarized in the continuous text in table 23. 

 

A.2.2.  Attractiveness criteria 

For the criterion ‘synergies between segments’, it was determined that synergies 

between 0 and 1 other segment should be classified as low, between 2 and 3 as 

medium and more than 3 as high. Synergies, in this context, can be seen as positive 

since they allow segments to be reached that are not directly targeted by marketing 

measures. In order to capture the entire segment potential, segments that have 

already been eliminated are also included. The evaluation was based on the 

previously gathered data on regional affiliation, income level, and psychographic 

segment roles. Since the score from 0 to 10 includes 11 steps and the parameters 

for the number of segments 5 (0 to more than 3), the weighting 2.2 can be calculated 

(
11

5
= 2.2) per segment. For the segment ‘affluent residence’, two segments were 

identified based on region (the high life, comfortable middle class), one on role 

(comfortable middle class), and none on income, which results in a rating of 6.6 

(3 𝑥 2.2 = 6.6). For the segment ‘comfortable middle class’ two synergetic segments 

could be identified regarding the region (urban satellites, affluent residence), one 

regarding the role (affluent residence) and one regarding the income level (urban 

satellites), resulting in a value of 4.4 (2 𝑥 2.2 = 4.4). With regard to the segment 



A-15 
 

‘metropolitans’, two synergetic segments could be defined for the dimension region 

(small towns and urban periphery, the high life), one for income (industrial life), and 

one for psychographic role (small towns and urban periphery) (3 𝑥 2.2 = 6.6).  

 

Since no sales have yet been recorded in the B2C business field, no proportional 

market share can be calculated for the attractiveness criterion. The score is 0 for all 

segment alternatives. 

 

Belgium is considered to be a country with a medium price elasticity compared to 

other European countries. However, the price elasticity is classified as significantly 

higher in the online shopping context. The study situation is not very extensive, but 

it is assumed that in urban areas, the price elasticity is lower than in rural ones, and 

therefore, higher prices are accepted closer to the city centre (cf. Kemper, 2018). 

Taking into account the regional distribution, it can be concluded that metropolitans 

and affluent residence tend to accept higher prices than the comfortable middle-

class segment, which is why the points allocated are as follows: Affluent residence 

5, metropolitans 5, comfortable middle class 4.  

 

Literature sources are not conclusive about the best way to calculate market 

competitiveness. Due to the lack of data, a simplified variable weighting approach 

is used for the purpose of the segment selection. Table A-5 below shows weighted 

variables that, according to literature sources, have an impact on competitive 

intensity.  

 

 Weight € €€ €€€ 

Degree of oligopoly 5 3 1 3 

Degree of monopoly 5 1 3 1 

Potential product 
substitution 

30 3 2 1 

Competition on price 10 3 1 1 

Competition on 
differentiation 

30 1 3 3 

Market size in 
relation to number of 
companies per 
submarket 

20 3 1 2 

Sum 100 2.5 2.0 1.9 

Table A 5: Degree of competitiveness - Belgium (own presentation) 
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Three submarkets were previously defined for the Belgium lighting industry: €, €€, 

and €. The scoring in table A-5 was made on a scale from 1 to 3, whereas 1 means 

low, 2 medium, and 3 high. The weighting is based on an estimate that is intended 

to reflect which variables are critical in terms of competitiveness, referring to the 

corporate strategy pursued by Wever & Ducré. As a result, it can be said that the 

degree of competitiveness is comparable between the markets but is composed 

differently. While the competition in the price segment € is based on substitutes, 

functionality, and price, the middle price segment €€ focuses on aesthetics, 

modernity, and differentiation. The competition in the high-price segment €€€ is 

characterized by selling individual and custom-made pieces or design works of art 

in the upper price level. For the evaluation of the segment attractiveness in table A-

5, it means that a higher score leads to a decrease of attractiveness (reversed 

scale). If the scores are normalized to a scale from 0 to 10 (
11

3
= 3.67) and if the 

reverse equivalent (-11) is taken from the result following scores can be calculated:  

 

Affluent residence (€€):    (3.67 𝑥 2) − 11 = 3.67 

Comfortable middle class (€€):  (3.67 𝑥 2) − 11 = 3.67 

Metropolitans (€):    (3.67 𝑥 2.5) − 11 = 1.8 

 

Regarding the attractiveness criterion ‘cultural compatibility’, a country comparison 

between Belgium and Austria is considered appropriate since the marketing of the 

company Wever & Ducré is mainly directed from Austria. It should be determined 

which cultural hurdles have to be overcome. According to the management 

consultant company Hofstede insights, which specializes in researching cultural 

differences, Belgium and Austria can be compared in terms of 6 dimensions. The 

dimension individualism is defined as the degree of independence that society 

participants want to preserve (members only look at themselves and close 

relatives). Both cultures are considered individualistic, with Belgium scoring 79 out 

of 100 above Austria, scoring 55 points. The masculinity dimension describes the 

degree a society’s participants are driven by success, winning, and competition. In 

contrast, feminine societies are defined as caring and life-quality-oriented. With a 

score of 79, Austria is a rather masculine culture compared to Belgium with a score 

of 54 points. With regard to the dimension ‘uncertainty’, both cultures (Austria 74, 

Belgium 94) achieve high scores, whereby the Belgian culture tends more to avoid 
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unsafe situations and to adhere to defined rules. The ‘long-term orientation’ 

dimension reflects the extent to which a culture also incorporates future 

developments in its current behaviour (e.g., training, investment, education, 

thriftiness). Belgium achieved 82 points in this dimension and thus more than Austria 

with 60. In this context, the ‘indulgence’ dimension deals with the way in which 

society’s participants deal with their desires and impulses. Indulgence describes the 

opposite of restrained and means that emotions are expressed freely, individual 

freedom is lived, and that fixed rules and restraints are in the background. In country 

comparison, Austria (score 63) as well as Belgium (score 57) are seen as rather 

indulgent. The last dimension is called ‘power distance’ and analyses the existence 

of accepted power difference. Austria achieved a rather low value in this dimension 

(score 11), while Belgium achieved a value of 65 points. This means that compared 

to Austria, the Belgian culture is strongly influenced by hierarchies and control 

(central management not decentralized), which is also accepted and desired among 

participants. The two cultures are quite comparable, but no differences can be 

extracted for the individual segments in this context, which is why a uniform score 

of 9 points is assumed (see table 24) (cf. Hofstede Insights, 2020).  

 

The attractiveness criterion ‘online buying behaviour’ refers to the percentage of 

segment participants regularly purchasing online. Based on table 22, the repurchase 

rate (ones per month) is distributed over the three segments as follows: Affluent 

residence 18%, comfortable middle class 20%, and metropolitans 24%. If these 

percentages are normalized based on the maximum defined value 30%, the result 

is 0.367 (
11

30
= 0.367). If the determined values are then multiplied by this 

standardization rate, the following values result for the segments: Affluent residence 

6.6 (0.367 𝑥 18 = 6.6), comfortable middle class 7.3, and metropolitans 8.8.  

 

All results were summarized in the continuous text in table 24. 
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A.3. Evaluation and Selection of Target Segments 
Germany 

The following information serves as the basis for the market segmentation in chapter 

10.4.2.  

 

A.3.1. Knock-out criteria 

There are major differences in Germany with regard to the distribution of income 

across the various federal states. In the defined regions, the areas surrounding 

Hamburg are among the top-earning ones (measured in terms of general income) 

with the highest purchasing power. Schleswig-Holstein and Bremen, as well as parts 

of Lower Saxony, belong to the middle earners. Merely, Mecklenburg-Western 

Pomerania has an average income at the lower limit in federal states comparison 

(see table A-6).  

 

State 
Population of 
working age 
(18-64) 

Income level in % 
Index 100 = 45,000 € 

Income 
development 
in % 

Average 
income 
per month in € 

Available 
income per 
year in €  

Hamburg 1,198,462 105.9 -0.2 3,971.3 55,598.2 

Bremen 571,186 95.8 -0.3 3,592.5 50,295.0 

Lower Saxony 4,890,000 91.8 0.6 3,442.5 48,195.0 

Schleswig-
Holstein 

1,759,661 88.3 0.5 3,311.25 46,357.5 

Mecklenburg-
Western 
Pomerania 

968,546 75.9 2.4 2,846.25 39,847.5 

Table A 6: Distribution of income in Northern Germany (based on Statista Research Department, 
2020c; based on Statista Research Department, 2020d) 

 

Internet penetration in Germany, compared to other European countries, is 

considered high. However, a distribution among age groups can be noticed: 99% of 

Germans aged between 20 and 39 use the internet on a daily basis. In the age group 

40 to 49, results showed that 97% of the people record daily internet usage. 92% of 

Germans between 50 and 59 and 81% between 60 and 69 are daily internet users. 

Even if internet penetration in Germany is high, it does not necessarily mean that 

users are automatically online buyers. In the working-age group, the online shopping 

frequency is distributed as follows: 74% of Germans between 16 and 24 years, 88% 
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of people aged between 25 and 44, and 71% of Germans between the age of 45 

and 64 purchased something online in a period of 3 months, which is why all milieus 

are considered to be highly accessible (cf. Koptyug, 2020).  

 

When multiplying the number of inhabitants per region and the average income 

(stated in table A-6) it results in the total monthly income per region. According to a 

study conducted by the Statistisches Bundesamt, Germans spent an average of 

5.6% of the monthly income on interior furniture (cf. Statistisches Bundesamt, 2018). 

Since both the annual turnover for furniture and for lighting fixtures are known (and 

lighting fixtures are included in the category furniture), a share of approximately 

17.5% can be calculated, which is spent on lighting per year (
10,712 𝑚𝑖𝑙𝑙𝑖𝑜𝑛

61,334 𝑚𝑖𝑙𝑙𝑖𝑜𝑛
 = 0,1747). 

Table A-7 summarizes the amount spent on lighting for the defined regions. 

 

State Average income per 
month in million € 

Monthly income spent 
on furniture in million € 

Monthly income spent 
on lighting in million € 

Hamburg 4,759.45 266,53 46.64 

Bremen 2,051.99 114.91 20.11 

Lower Saxony 16,833.83 942.69 164.97 

Schleswig-Holstein 5,826.68 326.29 57.10 

Mecklenburg-Western 
Pomerania 

2,756.72 154.38 27.02 

Table A 7: Amount of total income spent on lighting per month - Germany (own presentation) 

 

In order to evaluate the profitability for the respective milieu a rough estimate was 

made (table A-8). For the estimation, the milieus were assigned a region in which 

they can be found intensified. The amount of the monthly income of a milieu is then 

calculated by multiplying the population per region times the percentage of the total 

population and times the region-related average income (data from A-6 and A-8). 

For example, the milieu liberal intellectuals is calculated as follows: 

 

1,759,611 𝑥 0,07 𝑥 3,311.25 = 407,867,424.00 
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 Region 
% in the 

total 
population 

Monthly income 
in € 

Monthly expenses for 

furnishing in € 

Monthly expenses for 
lighting in € 

Liberal 
intellectuals 

Schleswig-
Holstein 

7% 407,867,424.00 22,840,575.74 3,997,100.76 

Performers 
Bremen/ 

Schleswig-
Holstein 

8% 630,293,055.00 35,296,411.08 6,176,871.94 

Cosmopolitan 
Avant-gardes 

Hamburg/ 
Bremen 

9% 613,031,074.10 34,329,740.15 6,007,704.53 

Modern 
mainstream 

Mecklenburg-
Western 

Pomerania 
13% 358,374,126.80 20,068,951.10 3,512,066.44 

Adaptive 
navigators  

Lower 
Saxony 

11% 1,851,720,750.00 103,696,362.00 18,146,863.35 

Table A 8: Calculation monthly expenses for lighting in EUR - Germany (own presentation) 

The share of online buyers among the total number of internet users in Germany is 

approximately 97%, which is why the potential market size can be calculated by 

multiplying the monthly expenses for lighting from table A-8 with 0.97 (cf. Rabe, 

2019a). When estimating the E-commerce share, it must be taken into account that 

Germany is the second-largest market for lighting fixtures in Europe (after the United 

Kingdom). Furthermore, it must be noticed that over 20% of sales take place online, 

with an increasing tendency. 17 direct competitors were identified in table A-9. Table 

A-9 furthermore summarizes competitors per price segment and provides an 

estimation of a potential market share for Wever & Ducré. Compared to the Belgian 

market, it is assumed that a lower market share can be achieved in the first year 

due to the high level of competition in Germany. However, as a country restriction 

had been made in advance, it is assumed that a concentration on this region allows 

a higher market share in this part of Germany.  

 

Company 
Price 
level 

Estimated market 
share in % 

Estimated market 
share per price 
level 

Assigned segments 
according to income 
level 

Expected 
market share in 
% in northern 
Germany 

Eglo € 9.3 

31.9 

Traditional  
 

Precarious 
 

Hedonists 

0.8 

Nordlux € 7.5 

Kare Design € 1.3 

IKEA € 7.5 

Paulmann € 2.3 

Briloner Leuchten € 2.0 

Wofi Leuchten € 2.0 

Signify €€ 34.1 

65.8 

Social-ecologicals, 
Modern mainstream, 
Adaptive navigators, 
Cosmopolitan Avant-

gardes, 
Performers, 

Conservative-
established, 

2.2 

Trio-Leuchten €€ 10.0 

SG Armaturen  €€ 3.1 

Delta Light €€ 1.9 

Elektra €€ 3.1 

Mueller Light €€ 6.3 

Globo Handels €€ 4.7 

Paul Neuhaus €€ 2.0 

Bankamp €€ 0.6 

Louis Poulsen €€€ 2.3 2.3 Liberal intellectuals  1.0 

Table A 9: Competitive environment – Germany (based on Spinelli, 2019) 
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Multiplying the estimated market sizes by the estimated market share results in the 

profitability for the remaining milieus, as can be seen in table A-10. Values above 

117,000 EUR are considered profitable. The reason for this is that the focus lies on 

the Belgian market (should generate the majority of sales), which is why on the 

German market, one-third of the original costs for the web shop are already 

considered profitable. 

 

 
Potential market size in terms of 

online behaviour 
(in € per year) 

Potential E-commerce market 
share in % 

Profitable 

Liberal 
intellectuals 

3,877,187.74 1.0 
No 

38,771.88 

Performers 5,991,565.78 2.2 
Yes 

131,814.45 

Cosmopolitan 
Avant-gardes 

5,827,473.39 2.2 
Yes 

128,204.42 

Modern 
mainstream 

3,406,704.45 2.2 
No 

74,947.50 

Adaptive 
navigators  

17,602,457.45 2.2 
Yes 

387,254.06 

Table A 10: Profitability of German customer segments (own presentation) 

 

All results were summarized in the continuous text in table 27. 

 

A.3.2. Attractiveness criteria 

With regard to synergies, it can be stated that there is a total of 10 milieus rated on 

an 11-point scale (from 0 to 10). The weighting (
10

11
) is multiplied by the absolute 

number of synergetic milieus, resulting in the following evaluation: performers 3.6, 

cosmopolitan avant-gardes 2.7, and adaptive navigators 4.5. As for the Belgian 

market, there are currently no B2C sales in Germany, which means that this criterion 

has to be rated 0 for all milieus. 

 

Germany is described as a country with high price elasticity. However, there is no 

precise breakdown by region. It is believed that price elasticity is directly proportional 

to income (cf. Ziegfeld, 2013). All three milieus are allocated to the same price level 

(€€). It is assumed that the price elasticity is high in all milieus and the parameter, 

therefore, between 0 and 3 (low) (reverse scale). The distribution based on income 

is as follows: performers 3, cosmopolitan avant-gardes 2, and adaptive navigators 

1. With regard to the intensity of competition, companies targeting the defined 
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milieus operate in the same price segment (€€), which is why a uniform value of 3.7 

for the criterion ‘competitive intensity’ can be assumed (based on table A-9).  

 

Using the results of the Hofstede insights company, which is specialized in 

investigating cultural differences between countries, a comparison can be made 

between Austria and Germany with regard to six main dimensions evaluated on a 

scale from 0 to 100. The power distance dimension indicates the degree to which 

differences in power are tolerated or desired in societies. With a score of 35, 

Germany is described as rather hierarchical compared to Austria (score 11). 

‘Individualism’ describes the dimension which deals with the degree of 

interdependence. Just like Austria (55), Germany (67) is considered to be an 

individualistic society. Both cultures are considered as masculine (Austria 79, 

Germany 66), which is why success and competition are essential cultural 

characteristics. Furthermore, the cultures are similar when it comes to avoiding 

insecurity: Austria 70, Germany 65. The biggest difference can be seen in the 

orientation dimension. While Germany tends to focus on long-term orientation 

(score 83), the Austrian culture tends to be characterized by a short-term view 

(score 60). The dimension ‘indulgence’ describes how well members of a society 

can control their impulses or desires. The opposite of indulgence is restraint. With a 

score of 63, Austria scores higher in this dimension than Germany with 40. 

Deviations can be found in 3 out of 6 dimensions. However, the linguistic aspect 

must be taken into account (German as a main language), which is why a 

compatibility value of 9 is assumed for all milieus (cf. Hofstede Insights, 2020).  

 

Germany is among those European countries whose population most frequently 

shops online, which is why data can further be narrowed down to monthly order 

rates for the respective regions as follows: Hamburg 2%, Bremen 0.8%, Lower 

Saxony 10.3%, Schleswig Holstein 4.2%, and Mecklenburg-West Pomerania 1.6%, 

which results in the rating stated in table 28 (cf. Pawlik, 2019).  

 

All results were summarized in the continuous text in table 28. 
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A.4.  List of Interviewees 

ID Country Age Location 
Income (net) 

per month in € 
Gender 

IB1 Belgium 32 Brussels +15km 2,800 male 

IB2 Belgium 33 Brussels +0km 4,200 male 

IB3 Belgium 34 Brussels +0km 4,100 male 

IB4 Belgium 28 Brussels +0km 2,700 female 

IB5 Belgium 31 Brussels +15km 3,600 male 

IB6 Belgium 26 Brussels +10km 2,900 male 

IB7 Belgium 26 Brussels +5km 2,800 male 

IB8 Belgium 31 Brussels +0km 3,200 male 

IB9 Belgium 30 Brussels +0km 3,900 male 

IB13 Belgium 29 Brussels +0km 2,800 female 

IG1 Germany 29 
Close to 
Hamburg 

(Lower Saxony) 
3,400 female 

IG2 Germany 36 
Close to 
Hamburg 

(Lower Saxony) 
4,000 male 

IG3 Germany 28 
Close to 
Hamburg 

Lower Saxony  
3,600 male 

IG4 Germany 32 
Close to 
Hamburg 

Lower Saxony  
3,600 male 

IG5 Germany 34 
Close to 
Hamburg 

Lower Saxony  
3,400 male 

Table A 11: List of interviewees 
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A.5.  Preference Analysis 

Formula sum of weight (100) divided by sum of ranks (53) multiplied with the reverse 

rank. 

100

53
∗ (𝑟𝑒𝑣𝑒𝑟𝑠𝑒 𝑟𝑎𝑛𝑘) = 𝑊𝑒𝑖𝑔ℎ𝑡 

 Number Rank 
Reverse 

Rank 
Weight 

A: criterion 1          3 7 4 7.55 

 A             

B: criterion 2  C        1 10 1 1.89 

 C  A           

C: criterion 3  D  E      5 4 6 11.32 

 C  E  F         

D: criterion 4  E  F  G    2 8 2 3.77 

 E  F  G  A       

E: criterion 5  F  C  B  I  6 3 8 15.09 

 E  G  C  I  J     

F: criterion 6  E  D  I  J  5 4 6 11.32 

 F  H  I  J       

G: criterion 7  H  I  J    4 6 5 9.43 

 G  I  J         

H: criterion 8  I  J      2 8 2 3.77 

 I  J           

I: criterion 9  J        9 1 10 18.87 

 I             

J: criterion 10          8 2 9 16.89 

 45 53 53 100 

Table A 12: Preference analysis 
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A.6.  Checklist SEO 

To do Tasks Aim 

Keyword 
search 

✓ Analyse websites of competitors 
✓ Google keyword finder (Google Ads) 
✓ (If online shop is launched) use filter 

settings used by customers  

Identify long-tail 
keywords 

Keyword use 
✓ Title tag, image description, text on 

website, snippets URL 
Increase visibility 
and crawlability  

Optimizing 
snippets 

✓ Look up current character limit of 
content being fully displayed published 
by Google (approx. 320 characters) 

✓ Create rich snippets (structured data) 

Decrease return-
to-SERP-rate 

Managing links 
✓ Siloing (link pages which cover similar/ 

same content) 
✓ Mask links via PRG 

Avoid duplicate 
content, save 
crawl budget 

Hygiene factor 
technology 

✓ Include product/ category names in 
URL 

✓ Each content should be accessible via 
one single URL 

✓ Block pages from being crawled (“meta 
robots noindex follow” and “rel-
prev/next-Tag”) 

✓ Use redirect (301-redirect, 410-redirect) 
for assortment changes 

✓ Do not assign a new URL to every new 
article  

✓ Use H1, H2, H3 to structure content 
✓ Check spelling and grammar 

Save crawl 
budget, maintain 
ranking power of 
URLs 

Security and 
speed 

✓ Use https protocol 
✓ Target page speed < 200 milliseconds 
✓ Optimize images, code, enable 

compression, define time for browser 
cache, use CDN, prioritize above the 
fold content 

Increase speed, 
improve ranking 

Mobile 
compatibility 

✓ Use responsive web site design or a 
separate re-direct URL for mobile 
devices 

✓ Pay attention to voice search/ audio 
response (customer can formulate 
questions or whole sentences 

✓ Include FAQ section 

Increase mobile 
compatibility, 
improve ranking 

Monitoring 

✓ Use SEO software solutions 
✓ Use Google Search Console 
✓ Request being crawled by Google when 

changes are made 
✓ Wait (it can take up to months until the 

SEO effort shows off, check KPIs) 

Evaluate SEO 
effort 

Table A 13: Checklist SEO (own presentation) 
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A.7.  Checklist SEA 

To do Tasks Aim 

Keyword 
search 

✓ Use keywords identified for SEO 
✓ Google Keyword finder (Google Ads) 
✓ Analyse websites of competitors 
✓ (If online shop is launched) use filter 

settings used by customers 
✓ Set budget and bid for desired 

keywords 

Findability and 
ranking 

Identify a 
target group 

✓ Location, age, income, attitudes, 
channels used 

Gather 
information for Ad 
placement 
settings 

Optimize 
landing page 

✓ On-site optimization 
✓ Online ads should lead directly to the 

product web page (not to the 
homepage of the website) 

Enhance 
customer 
experience, 
improve 
redirection 

Set a daily or 
monthly limit 

✓ According to budget limits, set 
reasonable daily and monthly limit 

Controlling 

Chose match 
types 

✓ exact match,    
e.g., [online shop lighting] Ad will only 
be displayed with an exact wording 
 

✓ phrase match 
e.g., [cheap online shop lighting 
Belgium] Ad will be displayed although 
words before and after the phrase are 
used 
 

✓ broad match    
e.g., [Lamps cheap online shop fast 
delivery] Ad will be displayed if the 
order of the phrase is changed or 
synonyms are used 
 

✓ modified broad match  e.g., [lighting for 
Belgians online shop] Ad follows a 
+lighting +online shop approach and is 
displayed if the order of the phrase is 
changed (no synonyms) 

Optimization of 
costs and 
benefits 

Chose a 
network 

✓ Chose where ads should be placed: 
Search network, Search network with 
display section, Google Shopping 

Optimization of 
costs and 
benefits 

Monitoring 
✓ Google Analytics 
✓ Evaluate efficiency of campaign (KPIs) 

Evaluate SEA 
effort 

Table A 14: Checklist SEA (own presentation) 
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A.8.  Checklist Content Marketing 

To do Tasks Aim 

Target group 
and content 

research 

✓ Identify target group(s) 
✓ Identify interests, attitudes, pains, fears 
✓ Establish connections between target 

group and the company’s field of 
activity (which content is perceived as 
interesting/ helpful and can be provided 
by a company without harming its 
credibility) 

Find interesting 
topics and place 
targeted content 

Competitor 
content 

marketing 
analysis 

✓ Analyse competitors’ online content 
marketing activities 

✓ Keyword search (content marketing 
uses long-tail keywords (> 4 words) 
formulated in whole sentences or 
questions)  

Findability  

Content 
planning 

✓ Build content clusters (based on target 
groups’ interests) 

✓ Link clusters with similar content 
✓ Define headlines for each cluster 

(formulated as questions or with 
numbers) 

Create targeted 
content 

Content 
briefing 

✓ Structure content according to following 
bullet points  

• Topic, type of content & title 

• Company goal  

• Benefits for customer 

• Customer segment 

• Customer journey phase 

• Channels 

• Materials used (Text, image, 
video) 

• Keywords used 

• Costs 

• Time of publication 

• Links 

Create targeted 
content 

Monitoring ✓ Measure traffic and visitor KPIs 
Evaluate Content 
marketing effort 

Table A 15: Checklist content marketing (own presentation) 
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Color Parent code Code Cod. seg. (all 

documents)

● Background Responsibilities 2

● Responsibilities Enjoyment of responsibility 17

● Social environment Something bad happened 14

● Culture Identifiable characteristics 17

● Background Social environment 2

● Responsibilities Private life-related 10

● Social environment Something good happened 16

● Background Culture 55

● Responsibilities Work-related 14

● Background Region 14

● Background Job 17

● Background Age 14

● Background Living situation 15

● Background Background 15

● Attitude Justification of price 22

● Attitude Role of money 21

● Attitude Role in social environment 27

● Attitude Self description - family member 16

● Attitude Self description - friend/colleague 16

● Attitude Political and social issues 25

● Attitude Attitude 15

● Pain and fear Technology-related pains 16

● Pain and fear Pains 20

● Pain and fear Fears 16

● Pain and fear Pain and fear 15

● Interests Typical day 0

● Typical day On the weekend 12

● Interests Topics and activities 18

● Typical day During week 18

● Interests Interests 15

● Online Providers Reasons for choosing an online shop 16

● Online behaviour Online shopping frequency 12

● Publication, Blogs, 

Social Media Platforms

Opinion on Newsletters 15

● Online behaviour Influencial factors 22

● Publication, Blogs, 

Social Media Platforms

Reasons for using this plattform 16

● Online behaviour Publication, Blogs, Social Media 

Platforms

22

● Online behaviour Online behaviour 15

● Online behaviour Worst experience 15

● Online behaviour Online shopping triggers 16

● Online behaviour Last purchase online 15

● Online behaviour Best experience 15

● Online behaviour Online Providers 15

● Online behaviour Reasons for shopping online 19

● Product expectations Business expectations 21

● Product expectations Association 16

● Product expectations Product expectations 15

● Product expectations Decision-making 21

SUM 780
Table A 16: MAXQDA codes (own presentation) 

A.9.   MAXQDA Codes  
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Student: Version 4.2

Mentor:

Start: 22.04.2019 Status 100%

End: 03.07.2020

CW17 CW18 CW19 CW20 CW21 CW22 CW23 CW24 CW25 CW26 CW27 CW28 CW29 CW30 CW31

Name of Activity

Starting 

Point

Duration

 in Days
Endpoint M T W T F S S M T W T F S S M T W T F S S M T W T F S S M T W T F S S M T W T F S S M T W T F S S

1. MT preparatory phase 22.04.2019 147 16.09.2019 100% finished

1.1.

Start of MT: Development of 

MT Application 22.04.2019 4 26.04.2019 100% finished
Δ

1.2. Upload MT Application 26.04.2019 1 26.04.2019 100% finished

1.3. Feedback from FH Campus02 26.04.2019 15 10.05.2019 100% finished

1.4. Revision of MT Application 1 10.05.2019 29 07.06.2019 100% finished

1.5. Upload MT Application revised 1 07.06.2019 1 07.06.2019 100% finished

1.6. Letter of Intent 07.06.2019 1 07.06.2019 100% finished

Buffer-Time 07.06.2019 13 19.06.2019 100% finished

1.7.

Feedback from UAS Campus02 for Revised 

MT Application 19.06.2019 1 19.06.2019 100% finished

1.8. Revision of MT Application 2 19.06.2019 14 02.07.2019 100% finished

1.9. Upload MT Application revised 2 02.07.2019 1 02.07.2019 100% finished

Buffer-Time 02.07.2019 34 05.08.2019 100% finished

1.10. Approval of MT Application 05.08.2019 1 05.08.2019 100% finished Δ

Buffer-Time 05.08.2019 35 09.09.2019 100% finished

1.11. Signing Confidentiality Agreement 09.09.2019 1 09.09.2019 100% finished

Buffer-Time 09.09.2019 8 16.09.2019 100% finished

1.12. Announcement of MT Coach 16.09.2019 1 16.09.2019 100% finished

CW 37 CW 38

12.08.2019 19.08.2019 26.08.2019 02.09.2019 09.09.2019 16.09.2019

CW 33 CW 34 CW 35 CW 36

05.08.2019

CW32July 019

Barbara Lindschinger

April 019 May 019 June 019

Reinhard Neudorfer

Progress Status

Milestones Δ Buffer Time Holidays Progress Finished Process not started/ in Progress

Table A 17: Project plan - 1 (own presentation) 

A.10. Project Plan 
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Student: Version 4.2

Mentor:

Start: 22.04.2019 Status 100%

End: 03.07.2020

Name of Activity

Starting 

Point

Duration

 in Days
Endpoint M T W T F S S M T W T F S S M T W T F S S M T W T F S S M T W T F S S M T W T F S S M T W T F S S M T W T F S S M T W T F S S M T W T F S S

2. MT Kick-Off Phase 16.09.2019 67 22.11.2019 100% finished

2.1.

Preparation Documents for

Coach Meeting 16.09.2019 43 29.09.2019 100% finished

2.2.

Upload of Documents

 for Coach Meeting 29.09.2019 1 29.09.2019 100% finished

2.3. Vote for Citation Style 30.09.2019 1 30.09.2019 100% finished

Buffer-Time 30.09.2019 3 02.10.2019 100% finished

2.4. Coach Meeting 02.10.2019 1 02.10.2019 100% finished

2.5. Preparation for Kick-Off Meeting 02.10.2019 8 10.10.2019 100% finished

2.6. Company Kick-Off Meeting 10.10.2019 1 10.10.2019 100% finished Δ

2.7.

Revision of Documents

(acc. to Feedback) 10.10.2019 3 12.10.2019 100% finished

2.8. Preparation of Documents for MS I 12.10.2019 7 18.10.2019 100% finished

2.9. Chapter: Introduction 12.10.2019 7 18.10.2019 100% finished

2.10. Submission of Documents for MS I 18.10.2019 1 18.10.2019 100% finished Δ

Buffer-Time 18.10.2019 7 24.10.2019 100% finished

2.11. MS I 24.10.2019 2 25.10.2019 100% finished Δ

2.12. Include Feedback from MS I 25.10.2019 2 26.10.2019 100% finished

2.13.

Appointment coordination

 with MT Coach 26.10.2019 6 31.10.2019 100% finished

2.14. Preparation of MT Agreement 31.10.2019 8 07.11.2019 100% finished

2.15.

Approval of MT Agreement by 

MT Coach 07.11.2019 7 13.11.2019 100% finished

2.16.

Signing of MT Agreement by MT Coach 

and Company 13.11.2019 8 20.11.2019 100% finished Δ

Buffer-Time 20.11.2019 3 22.11.2019 100% finished

2.17. Upload signed MT agreement 22.11.2019 1 22.11.2019 100% finished

11.11.2019 18.11.2019

CW 46 CW 47CW 42 CW 43 CW 44 CW 45

14.10.2019 21.10.2019 28.10.2019 04.11.2019

CW 39

23.09.2019

CW 40 CW 41

30.09.2019 07.10.2019

CW 38

16.09.2019

Barbara Lindschinger

Reinhard Neudorfer

Progress Status

Milestones Δ Buffer Time Holidays Progress Finished Process not started/ in Progress

Table A 18: Project plan - 2 (own presentation) 
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Student: Version 4.2

Mentor:

Start: 22.04.2019 Status 100%

End: 03.07.2020

Name of Activity

Starting 

Point

Duration

 in Days
Endpoint M T W T F S S M T W T F S S M T W T F S S M T W T F S S M T W T F S S M T W T F S S M T W T F S S M T W T F S S M T W T F S S M T W T F S S M T W T F S S M T W T F S S

3. Theoretical Part 22.11.2019 76 06.02.2020 100% finished

3.1.

Preparation of Secondary 

Research Design 22.11.2019 8 29.11.2019 100% finished

3.2. Literature Research 22.04.2019 260 06.01.2019 100% finished

3.3. Chapter: Business Relationships 29.11.2019 15 13.12.2019 100% finished

3.4. Chapter: Market Segmentation 29.11.2019 15 13.12.2019 100% finished

3.5. Chapter: E-Commerce 28.11.2019 14 12.12.2019 0% finished

3.6. Chapter: Online Marketing 28.11.2019 14 12.12.2019 0% finished

3.7. Chapter: Fundamentals of Concepts 29.11.2019 15 13.12.2019 100% finished

Buffer-Time 13.12.2019 8 20.12.2019 100% finished

3.8. Theoretical Part Finished 20.12.2019 1 20.12.2019 100% finished Δ

Christmas Holidays 20.12.2019 8 27.12.2019

CW 5 CW 6

27.01.2020 03.02.2020

CW 2

06.01.2020

CW 3 CW 4

13.01.2020 20.01.2020

CW 52 CW 1

18.11.2019 25.11.2019 02.12.2019 09.12.2019 16.12.2019 23.12.2019 30.12.2019

CW 47 CW 48 CW 49 CW 50 CW 51

Barbara Lindschinger

Reinhard Neudorfer

Progress Status

Milestones Δ Buffer Time Holidays Progress Finished Process not started/ in Progress

Student: Version 4.2

Mentor:

Start: 22.04.2019 Status 100%

End: 03.07.2020

Name of Activity

Starting 

Point

Duration

 in Days
Endpoint M T W T F S S M T W T F S S M T W T F S S M T W T F S S M T W T F S S M T W T F S S M T W T F S S M T W T F S S M T W T F S S M T W T F S S M T W T F S S M T W T F S S

4. Preparation for MS II 27.12.2019 21 06.02.2020 100% finished

4.1. Preparation of Documents for MS II 27.12.2019 8 03.01.2020 100% finished

4.2. Send MS II Documents to MT Coach 03.01.2020 1 03.01.2020 100% finished

4.3. Meeting with MT Coach 03.01.2020 8 10.01.2020 100% finished

4.4.

Revision of Documents for MS II 

(acc. to Feedback) 10.01.2020 8 17.01.2020 100% finished

4.5. Submission of Documents for MS II 17.01.2020 1 17.01.2020 100% finished Δ

Buffer-Time 17.01.2020 7 23.01.2020 100% finished

4.6. MS II 23.01.2020 3 25.01.2020 100% finished Δ

4.7.

Revision of Documents 

(acc. to Feedback from MS I) 25.01.2020 7 01.02.2020 100% finished

24.02.2020 02.03.2020 09.03.2020

CW 9 CW 10 CW 11CW 5 CW 6 CW 7 CW 8

27.01.2020 03.02.2020 10.02.2020 17.02.2020

CW 2

06.01.2020

CW 3 CW 4

13.01.2020 20.01.2020

CW 52 CW 1

23.12.2019 30.12.2019

Barbara Lindschinger

Reinhard Neudorfer

Progress Status

Milestones Δ Buffer Time Holidays Progress Finished Process not started/ in Progress

Table A 19: Project plan - 3 (own presentation) 

Table A 20: Project plan - 4 (own presentation) 
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Student: Version 4.2

Mentor:

Start: 22.04.2019 Status 100%

End: 03.07.2020

Name of Activity

Starting 

Point

Duration

 in Days
Endpoint M T W T F S S M T W T F S S M T W T F S S M T W T F S S M T W T F S S M T W T F S S M T W T F S S M T W T F S S M T W T F S S M T W T F S S M T W T F S S M T W T F S S

5. Practical Part 01.02.2020 50 22.03.2020 100% finished

5.1. Chapter: Wever & Ducré BVBA 01.02.2020 1 01.02.2020 100% finished

5.2. Chapter: Situation Analysis 01.02.2020 7 07.02.2020 100% finished

5.3. Contact Respondents 07.02.2020 4 10.02.2020 100% finished

5.4. Preparation of Survey Documents 10.02.2020 6 15.02.2020 100% finished

5.5. Send Survey Documents to Coach 15.02.2020 3 17.02.2020 100% finished

5.6.

Revision of Documents

(acc. to Feedback from MT Coach) 17.02.2020 2 18.02.2020 100% finished

5.7. Conducting Interviews 18.02.2020 22 11.03.2020 100% finished

5.8. Transcription and Analysis 18.02.2020 21 11.03.2020 100% finished

5.9. Chapter: Persona definition 18.02.2020 22 11.03.2020 100% finished

5.10. Chapter: Strategic Options 11.03.2020 10 21.03.2020 100% finished

5.11. Chapter: Concept Measures 11.03.2020 10 21.03.2020 100% finished

5.12. Chapter: Conclusion 21.03.2020 2 22.03.2020 100% finished

5.13. Practical Part Finished 22.03.2020 1 22.03.2020 100% finished Δ

CW 15 CW 16

24.02.2020 02.03.2020 09.03.2020 16.03.2020 23.03.2020 30.03.2020 06.04.2020 13.04.2020

CW 9 CW 10 CW 11 CW 12 CW 13 CW 14CW 5 CW 6 CW 7 CW 8

27.01.2020 03.02.2020 10.02.2020 17.02.2020

Barbara Lindschinger

Reinhard Neudorfer

Progress Status

Milestones Δ Buffer Time Holidays Progress Finished Process not started/ in Progress

Student: Version 4.2

Mentor:

Start: 22.04.2019 Status 100%

End: 03.07.2020

Name of Activity

Starting 

Point

Duration

 in Days
Endpoint M T W T F S S M T W T F S S M T W T F S S M T W T F S S M T W T F S S M T W T F S S M T W T F S S M T W T F S S M T W T F S S M T W T F S S M T W T F S S M T W T F S S

6. Preparation for MS III 22.03.2020 25 16.04.2020 100% finished

6.1. Preparation of Documents for MS III 22.03.2020 8 29.03.2020 100% finished

6.2. Send MS III Documents to MT Coach 29.03.2020 3 31.03.2020 100% finished

6.3. Meeting with MT Coach 31.03.2020 8 07.04.2020 100% finished

6.4.

Revision of Documents for MS III 

(acc. to Feedback) 07.04.2020 8 14.04.2020 100% finished

6.5. Submission of Documents for MS III 14.04.2020 1 14.04.2020 100% finished Δ

Buffer-Time 14.04.2020 3 16.04.2020 100% finished

6.6. MS III 16.04.2020 3 18.04.2020 100% finished Δ

CW 17

20.04.2020

CW 18 CW 19

27.04.2020 04.05.2020

CW 15 CW 16

16.03.2020 23.03.2020 30.03.2020 06.04.2020 13.04.2020

CW 12 CW 13 CW 14 CW 20 CW 21 CW 22 CW 23

11.05.2020 18.05.2020 25.05.2020 01.06.2020

Barbara Lindschinger

Reinhard Neudorfer

Progress Status

Milestones Δ Buffer Time Holidays Progress Finished Process not started/ in Progress

Table A 21: Project plan - 5 (own presentation) 

Table A 22: Project plan - 6 (own presentation) 
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Student: Version 4.2

Mentor:

Start: 22.04.2019 Status 100%

End: 03.07.2020

Name of Activity

Starting 

Point

Duration

 in Days
Endpoint M T W T F S S M T W T F S S M T W T F S S M T W T F S S M T W T F S S M T W T F S S M T W T F S S M T W T F S S M T W T F S S M T W T F S S M T W T F S S M T W T F S S

7. Final Phase of MT Process 18.04.2020 76 03.07.2020 100% finished

7.1.

Revision of the Practical 

Part from MS III 18.04.2020 10 27.04.2020 100% finished

7.2. Corrections and Proofreading 27.04.2020 8 04.05.2020 100% finished

7.3. Plagiarism Check 04.05.2020 1 04.05.2020 100% finished

7.4. Upload of Plagiarism Check 04.05.2020 1 04.05.2020 100% finished

7.5. Hand in Unbound MT 04.05.2020 1 04.05.2020 100% finished

7.6. Assessment Process of Unbound MT 04.05.2020 45 15.06.2020 100% finished

7.7. Receipt of Assessment Sheet 04.05.2020 45 15.06.2020 100% finished

7.8. Correction of Unbound MT 15.06.2020 8 17.06.2020 100% finished

7.9. Printing and Binding MT 17.06.2020 8 24.06.2020 100% finished

Buffer-Time 24.06.2020 2 26.06.2020 100% finished

7.10. Submitting Banning Proposal 26.06.2020 1 26.06.2020 100% finished

7.11. Hand in Bound MT 26.06.2020 1 26.06.2020 100% finished Δ

7.12.

Prepare Documents for Company 

Presentation 26.06.2020 3 28.06.2020 100% finished

7.13. Endpresentation at the Company 29.06.2020 5 03.07.2020 100% finished Δ

CW 17

20.04.2020

CW 18 CW 19

27.04.2020 04.05.2020

CW 16

13.04.2020

CW 26 CW 27

22.06.2020 29.06.2020

CW 20 CW 21 CW 22 CW 23

11.05.2020 18.05.2020 25.05.2020 01.06.2020

CW 24

08.06.2020

CW 25

15.06.2020

Barbara Lindschinger

Reinhard Neudorfer

Progress Status

Milestones Δ Buffer Time Holidays Progress Finished Process not started/ in Progress

Table A 23: Project plan - 7 (own presentation) 


