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Summary

Today’s fashion e-commerce is becoming increasingly challenging, due to online
pure players and international fashion brands that dominate the market. This situa-
tion is further intensified by the changing consumer behavior, as fashion customers
interact with brands through myriad touchpoints and demand an individual address.
Therefore, it is not sufficient anymore to distinguish from competition through quality
or price — a greater differentiator is needed nowadays. Customer experience man-
agement is seen as the future key to customers, as the approach’s aim is it to pro-
vide emotional and personalized shopping experiences at single touchpoints and
throughout the entire customer journey.

To obtain a comprehensive knowledge of how to create holistic online customer
experiences in online fashion retail, insights into the market’s specific characteristics
and future developments are given first. After investigating the online fashion con-
sumer behavior, the online customer experience construct is presented. This in-
cludes various dimensions by which experiences can be created, as well as digital
touchpoint and journey analysis. Based on this input, the theoretical part cumulates
in an online customer experience concept for international fashion retailers.

In the practical part, this concept is applied on the example of HUMANIC. The Aus-
trian footwear retailer is lacking knowledge about how to create seamless online
customer experiences in its target markets Austria and Czech Republic. Therefore,
a qualitative market research was conducted. The interviews with Austrian and
Czech online customers disclosed the critical experience requirements towards the
digital touchpoints and revealed the homogeneity of both markets. Based on these
findings, the elaboration of HUMANIC’s concept was possible, which is tailored to
the persona-specific requirements. Although theory presented numerous experi-
ence creating factors, both cultures can be addressed best with sensory and affec-
tive factors, such as multisensory and emotionalized inspirations. Moreover, HU-
MANIC online customers seem to be highly utilitarian driven. Convenience and the
ease of use throughout the entire shopping journey is the key and is therefore a
crucial prerequisite for increased experiences. Based on these insights, measures
of how to optimize the brand’s digital touchpoints are derived, by which a persona-
specific addressing is fostered. This elaborated online customer experience concept
makes an essential contribution to the creation of holistic and customer-centered
online customer experiences with the brand HUMANIC - the key to customers in

this highly competitive market environment.



Abstract

Der heutige Online-Modeeinzelhandel wird immer anspruchsvoller, da Online-Pure-
Player und internationale Modehandler den Markt dominieren. Dies wird durch das
sich statig verandernde Konsumentenverhalten verscharft, da Modekunden Uber
eine Vielzahl an Kontaktpunkten mit Marken interagieren und eine individuelle An-
sprache verlangen. Daher reicht es nicht mehr aus, sich vom Wettbewerb Uber den
Preis oder die Qualitdt abzugrenzen — ein starkeres Differenzierungsmerkmal ist
gefragt. Der Customer Experience-Ansatz wird als der zukunftige Schlissel zum
Kunden angesehen, dessen Ziel es ist, emotionale Einkaufserlebnisse an einzelnen
Kontaktpunkten und entlang der gesamten Reise des Kunden zu bieten.

Um ein umfassendes Wissen uber die Schaffung ganzheitlicher Kundenerlebnisse
zu erhalten, werden zuerst Einblicke in die spezifischen Eigenschaften des Marktes
und zukinftige Trends gegeben. Danach wird auf das Konsumentenverhalten von
Onlinekunden, sowie auf den Online Customer Experience-Ansatz eingegangen,
wobei die erlebnisgenerierenden Dimensionen, relevante Kundenkontaktpunkte
und die Customer Journey im Onlinehandel prasentiert werden. Das sich daraus
resultierende Online Customer Experience Konzept fur internationale Modeeinzel-
handler wird im praktischen Teil am Beispiel von HUMANIC angewendet. Dem 0s-
terreichischen Schuheinzelhandler fehlt es an Wissen, wie emotionale Einkaufs-
erlebnisse im Osterreichischen und tschechischen Onlinehandel geschaffen werden
konnen. Dazu wurde eine qualitative Marktforschung durchgeftihrt, die anhand von
Interviews mit Onlinekunden die kritischen Erlebnisanforderungen an die digitalen
Kontaktpunkte offenbart und die Homogenitat beider Markte unterstreicht. Diese Er-
kenntnisse wurden in das Konzept von HUMANIC integriert, welches auf die HU-
MANIC Persona-spezifischen Anforderungen zugeschnitten ist. Obwohl in der Li-
teratur zahlreiche Erlebnisfaktoren prasentiert werden, kénnen beide Kulturen am
besten mit sensorischen und affektiven Erlebnissen angesprochen werden, wie
multisensorische und emotionale Inspirationen. DarUber hinaus werden utilitaren
Faktoren grof3en Wert beigemessen, da Benutzerfreundlichkeit und Komfort entlang
des gesamten Kaufprozesses kritische Voraussetzungen fir die Schaffung erhéhter
Kundenerlebnisse sind. Basierend auf diesen Erkenntnissen werden MalRnahmen
zur Optimierung der digitalen Berlihrungspunkte abgeleitet, um zukilnftig ganzheit-
liche Online-Kundenerlebnisse mit HUMANIC zu schaffen — der Schlissel zum Kun-

den in diesem hart umkampften Marktumfeld.
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1 Introduction

1.1 Initial situation

The consumer’s behavior is changing and generates new challenges nowadays:
There is an increasing shift towards becoming online shoppers, who are highly con-
nected and follow the motto mobile-first (cf. Kotler/Kartajaya/Setiawan 2017, p. 19 -
22). Especially in fashion industry, consumers interact with brands through lots of
different channels and devices. Consequently, the number of digital touchpoints a
consumer has with a fashion retailer is growing continuously, which can be traced
back to the persistent trend of social media. In addition, the hype of online platforms
and influencers have an immense impact on consumer’s buying decisions (cf. The
Business of Fashion and McKinsey & Company 2017, p. 44 - 46). It is not sufficient
anymore to distinguish from competition simple through quality or price (cf. Gen-
tile/Spiller/Noci 2007, p. 396) — the consumer expects a personalized shopping ex-
perience anywhere at any time (cf. The Business of Fashion and McKinsey & Com-
pany 2017, p. 44 - 46).

This development is an indicator of a growing retail e-commerce sector, that is esti-
mated to increase by 9.6 percent worldwide until 2022 (cf. Statista 2018a). With a
growth rate forecast of 10 percent by 2020, the online sales increase of the global
apparel and footwear market is even higher (cf. The Business of Fashion and
McKinsey & Company 2017, p. 16). This trend can also be observed in Austria and
the Czech Republic, where fashion is the segment with the highest e-commerce

revenue (cf. Ecommerce Europe 2016; KMU Forschung Austria 2018, p. 34).

These changing conditions in the fashion industry have a severe impact on footwear
retailers: By 2023, 24 percent of the total footwear revenue will be generated online
in Austria (cf. Statista 2019h; Statista 2019i) — and 20 percent in Czech Republic
(cf. Statista 2019j; Statista 2019k). Good market prospects — nevertheless, shoe re-
tailers have to cope with raising competition, as pure online players like Zalando or
Amazon are more and more dominating the industry (cf. The Business of Fashion
and McKinsey & Company 2017, p. 46). Moreover, many apparel retailers explore
the footwear market and expand their product range (cf. Jordens 2016). Due to this

increasing variety and homogeneity of brands and products, the customer’s growing



purchasing power leads to difficulties for companies to retain them (cf. The Business
of Fashion and McKinsey & Company 2017, p. 30 - 44).

This shifting fashion market environment emphasizes the need for Austrian and
Czech fashion retailers to build up and optimize the digital presence in order to ad-
dress the customers across multiple online channels and to, finally, offer a seamless

experience.

1.2 Problem statement

The Austrian LEDER & SCHUH AG, which is one of the largest companies in shoe
industry in Europe (cf. LEDER & SCHUH AG 2019a), has to face this market devel-
opment and has to find solutions how to handle the growing online shopping de-
mand. With its brand HUMANIC — an initially stationary shoe retailer — the company
currently has to cope with stagnating online sales and a particular low repurchase
rate. Moreover, the Czech online shop, introduced in autumn 2017, is not performing
as expected. As today’s online fashion customers demand a seamless shopping
experience, the company has already taken first steps to create such: Online pres-
ence has been built up with the online shop in Austria and Czech Republic, which
was relaunched at the beginning of 2019, and digital touchpoints such as email-
marketing and social media. In Austria, the customer loyalty program “yourHU-
MANIC Club” was introduced in 2017, which is a first step towards getting to know
the customers and for which HUMANIC personas have been defined. Though, these
valuable insights are not yet used to provide customized contents. And, as the focus
is primary on the brick-and-mortar locations, hardly any knowledge exists about the
Austrian and Czech online customers’ expectations and requirements of the multiple
online touchpoints through the different phases of a purchase. This missing infor-
mation makes it difficult to optimize the personas’ paths according to their online

shopping habits.

With an online customer experience concept, including touchpoint as well as cus-
tomer journey analysis, HUMANIC will be able to provide its online personas in Aus-
tria and the Czech Republic a seamless shopping experience — from the first contact
until after sales service. This will allow the brand to improve its competitiveness in
the online footwear market and achieve improvements in the customer’s willingness

to purchase at HUMANIC regularly.



1.3 Objectives
1.3.1 Company objectives

The aim of LEDER & SCHUH AG is to achieve an online share of 8 % of total sales
of HUMANIC in Austria and the Czech Republic by the end of 2022.

The aim of LEDER & SCHUH AG is to achieve a yearly online repurchase rate of
17.5 % in Austria and the Czech Republic by the end of 2020 (based on 14.5 % in
2018).

1.3.2 Thesis objectives

The primary target of this master thesis is to develop an online customer experience
concept for the B2C fashion industry on the example of HUMANIC focusing on Aus-

tria and Czech Republic.

The thesis' sub-goal is to elaborate the online touchpoint and journey requirements
of the HUMANIC personas.

1.3.3 Non-objective

The non-objective of this master thesis is to elaborate an omni-channel customer
experience concept, including offline customer touchpoint and offline customer jour-

ney requirements.



1.4 Frame of reference

Boosting Online Customer Experience:
A Concept for B2C Fashion Industry on the Example of HUMANIC in Austria and Czech Republic

Initial situation

online fashion retail growth * customer touchpoints and expectation increase * competition intensity

Z
= online sales stagnation ¢+ low repurchase rate ¢ lack of online customer knowledge
=
a
g Company objectives Thesis objective
z |* to achieve an online share of 8% of total HUMANIC sales * to develop an online customer experience concept for
in Austria and Czech Republic by the end of 2022 the B2C fashion industry on the example of HUMANIC
» to achieve an online repurchase rate of 17.5% in focusing on Austria and Czech Republic
Austria and Czech Republic by the end of 2020
\

* Characteristics of fashion industry * Definition

* Future developments in fashion industry —>1* Success factors and limitations of fashion e-commerce

* Critical reflection * Future developments in fashion e-commerce

» Critical reflection
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(@] * Conclusion
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Online customer experience concept

» Experience surrounding analysis

* Defining experiential objectives

* Building the experiential strategy

* Designing online customer touchpoints
* Online customer experience controlling

* Research design
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* Online customer experience controlling
» Overview of the online customer experience concept
for HUMANIC
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Figure 1: Frame of reference (own presentation)




2 B2C fashion industry

The global fashion industry’s revenues amounted USD 1.7 trillion (cf. Euromonitor
International 2018) with about 60 million employed people along the whole value
chain in 2016 (cf. Global Fashion Agenda & The Boston Consulting Group 2017). In
other words, it is one of the most powerful markets that makes an essential contri-
bution to the world economy. The fashion sector’s importance is even growing, by
an estimated sales growth rate of between 3.5 and 4.5 percent (cf. The Business of

Fashion and McKinsey & Company 2017, p. 11).

When talking about fashion, many definitions can be found in literature. It can be
defined as “a style that is popular in the present or a set of trends that have been
accepted by a wide audience” (Brannon/Divita 2015, p. 4) that reflects “the taste
and lifestyle of that society” (Ciarniené/Vienazindiené 2014, p. 64). Furthermore,
fashion is “a specific type of social change” (Godart 2012, p. 5) which has an impact
on the “aesthetic, economic, political, cultural, and social life” (Ci-
arniené/Vienazindieneé 2014, p. 64). When talking about the fashion industry, mostly
the apparel and luxury markets are portrayed (cf. Godart 2012, p. 5), which includes
the raw material production, the design process and manufacturing, the retailing as

well as the advertising of fashion (cf. Steele/Major n.d.).

In the following chapter, the characteristics and future trends of the fashion industry

are described to give more detailed insights into this special market.

2.1 Characteristics of fashion industry

The fashion industry’s characteristic features make it different and unique from other
industries. After covering the fashion life cycle, the characteristic seasonality and
fashion forecasting method are presented, which have an influence on the whole

supply chain of fashion retailers.

2.1.1 Fashion life cycle

Fashion follows a certain time span in which it enjoys popularity among consumers
— called fashion life cycle (cf. Rath et al. 2015, p. 306). This cycle, illustrated in figure
2, is similar to the general product life cycle (cf. Solomon et al. 2006, p. 548), which

comprises the phases introduction, rise, peak, decline, and obsolescence. The first



stage is characterized by the introduction of a new fashion item on the market.
When a certain style gains more acceptance and becomes available for the main-
stream market, it reaches the rise phase. At this stage of the fashion life cycle,
copies and varieties of this certain item occur (e.g. different price-levels). Reaching
the peak, a fashion style is popular at its highest level and is offered almost any-
where. This phase is followed by market saturation, in which the acceptance and
sales level begin to slow down and eventually decline. Called rejection or obso-
lescence, the fifth and last phase describes the style’s disappearance from the mar-
ket as it is seen to be no longer fashionable, also known as to be “out” (cf. Rath et

al. 2015, p. 306 - 308).

A

-

Acceptance
(Sales volume)

y

. »
Time

Figure 2: Fashion life cycle (based on Rath et al. 2015, p. 306)

But not all types of fashion have the same life cycle length (cf. Rath et al. 2015, p.
308). As it is linked to the society’s acceptance level, styles of a shorter or longer
duration exist on the market. A fad, for example, is short-lived fashion that gains
rapid market growth, attracts only few consumers and, again, declines quickly (cf.
Solomon 2018, p. 544f.) — for example sneakers with platform soles (cf. Rath et al.
2015, p. 308). Classic fashion, on the other hand, has a long market presence as it
is highly accepted and comes along with a low purchase risk (cf. Solomon et al.
2006, p. 550). Nike Sneakers or jackets of the brand Chanel are examples for clas-
sic fashion, thanks to their simple and long-lasting design (cf. Rath et al. 2015, p.
308; Solomon et al. 2006, p. 550).

The fashion life cycle reflects the seasonality of the whole fashion industry, which is

covered in the next chapter.



2.1.2 Seasonality and its impact on the fashion supply chain

The two-seasonal pattern, which is characteristic for the fashion market, is recurring
annually. This signifies that the fashion brands’ assortments are usually renewed
every six months, which is adapted to the seasons spring/summer and fall/winter
(cf. Rath et al. 2015, p. 309). Accompanied by mid-season offers, the traditional
fashion schedule is prolonged to about three to five smaller product range updates
to provide consumers an attractive offer. Nowadays, more frequently changing as-
sortments are more and more demanded — as discussed in chapter 2.2.1 Fast fash-
ion (cf. Bhardwaj/Fairhurst 2010, p. 166 - 168).

Closely linked to the seasonally changing assortment is the whole process until the
products are available on the market — the fashion supply chain (cf. Bhard-
waj/Fairhurst 2010, p. 168). Generally, it portrays a set of interlinked activities, that
starts with raw material supply and ends by making fashion available for consumers
(cf. Jones 2006, p. 1). Due to the industry’s globalization, fashion retailers’ supply
chains are becoming more complex. As an example, figure 3 illustrates a simplified

supply chain in fashion industry (cf. Ciarniené/Vienazindiené 2014, p. 65f.).

MANUFAC- DISTRIBU- RETAILER/

TURING TION PROMOTION CONSUMER

RAW MATERIALS

Figure 3: Fashion supply chain (based on Ciarniené/Vienazindiené 2014, p. 66)

Raw material suppliers include fiber and yarn producers, weavers, knitters (cf. Bran-
non/Divita 2015, p. 26f.), as well as leather producers. The next stages comprise of
manufacturers, fashion designers, contractors, and distributers. These work closely
together to introduce the developed fashion to the market (cf. Ci-
arniené/Vienazindiené 2014 p. 66). Usually, it takes two or more years from the
initial fiber producing until the fashion is available in retail stores (cf. Brannon/Divita
2015, p. 26f.). But due to global outsourcing, retailers have to cope with longer lead
and replenishment times (cf. Ciarniené/Vienazindiené 2014, p. 66), and a higher de-

gree of complexity (cf. Fernie/Perry 2011, p. 279).



The seasonality and its impact on the supply chain are crucial issues for companies
to fulfill the fashion consumers’ demands on time and to stay competitive. That is
why they need to be considered in the forecasting process of fashion (cf. Bran-

non/Divita 2015, p. 25 - 27), which will be dealt with in the following chapter.

2.1.3 Forecasting trends

The existence of different life cycle lengths leads to the fact that fashion is marked
by trends (cf. Godart 2012, p. 35). A trend is a “direction in which something (such
as fashion) is moving” (Rath et al. 2015, p. 430) and that is accepted by many people
in a certain time range (cf. Godart 2012, p. 35). These are mostly created in the so-
called “fashion capitals” (Godart 2012, p. 37) such as “Paris, New York, Milan, and
London” (Godart 2012, p. 37) (cf. Godart 2012, p. 37).

By using the method of forecasting, new fashion trends are predicted and evoked
(like colors or special shoe models). Therefore, different tools can be applied. For
example, the environmental scanning is a systematic way of exploring societal, cul-
tural, fashion related, and competitive developments. This is an integrated source
of information about all environmental conditions and changes that are needed to

forecast new trends (cf. Brannon/Divita 2015, p. 5 - 12).

Fashion forecasting is therefore a vital competence of companies, which requires
the full integration of the whole supply chain (raw material suppliers, manufacturers,
designers, distributors, retailers), as shown in figure 3. Forecasters work closely to-
gether with raw material suppliers and manufacturers, as they develop next sea-
son’s colors, materials and designs. Thereby, it is important to keep the time-to-
market aspect in mind (see figure 3), as it often takes more than two years until the

fashion item is available on the market (cf. Brannon/Divita 2015, p. 25 - 27).

Not only fashion trends need to be monitored, but also the whole fashion industry’s
future developments are crucial for businesses in order to stay competitive. Major
developments are stated in the next chapter to provide a comprehensive overview

of the fashion industry’s characteristics.



2.2 Future developments in fashion industry

As market conditions are changing continuously, the fashion industry is adapting to
future developments on the market. Therefore, fast fashion, personalization and the
transformation from traditional brick-and-mortar retailers to online retailers are cru-

cial developments to be considered.

2.2.1 Fast fashion

Referring to chapter 2.1.2, one main characteristic of the fashion business is the
traditional two-season calendar. But as the market environment becomes more
competitive and saturated, and the climate more instable, the industry’s urge to
adapt to these evolving circumstances becomes inevitable (cf. Brannon/Divita 2015,
p. 20). Moreover, digitalization leads to an easier and faster information flow about
latest trends. Consequently, customers demand trending collections to be available
on the market quicker and having more frequently changing assortments at reason-
able prices. This process is called fast fashion (cf. Rath et al. 2015, p. 308f.) and is
currently reshaping the worldwide fashion market. It creates the opportunity for fash-
ion retailers to respond to consumers’ expectations more flexible and in a faster way
(cf. Su/Chang 2018, p. 90f.) — according to the creed “See-Now, Buy-Now” (The
Business of Fashion and McKinsey & Company 2017, p. 81).

Though, this requires more agile supply chains and logistic processes to avoid too
high or too low stock levels (cf. Christopher/Lowson/Peck 2004, p. 368f.). Referring
to chapter 2.1.3, company’s fashion forecasters have to coordinate all participants
involved along the supply chain to make latest trends available for consumers in a
faster way (cf. Brannon/Divita 2015, p. 25 - 27). One of the pioneers of such a “sea-
sonless” (Brannon/Divita 2015, p. 20) approach is the Spanish apparel retail chain
Zara. The retailer manages to create unique fashion shopping experiences by plac-
ing new fashion items on the market within just two weeks (cf. Brannon/Divita 2015,
p. 302). This is possible because Zara runs its own production states and distribution
centers in Europe and maintains a close relationship to local partners. Although pro-
duction would be cheaper in Asia, the flexible supply chain allows the company a
faster reaction to upcoming fashion trends. This strategy of providing reasonably

priced, highly desired and latest fashion items in a faster way than the competitors



is greatly appreciated by Zara’s customers, which further contributes to a higher

satisfaction and experience level (cf. Afzalul Aftab et al. 2018, p. 213 - 225).

Not only an attractive and frequently renewed fashion assortment is highly valued
by customers. Another important future issue presents the consumer’s desire of get-
ting personally addressed by fashion retailers. This crucial future development will

be dealt with in the following chapter.

2.2.2 Personalization

At present, one of the most important trends shaping the fashion environment is
personalization. Due to the world’s digitalization and, in particular, the hype about
social media, the need for self-presentation and self-expression through fashion is
a big topic. Especially young consumers — known as millennials or generation Z —
emphasize great importance on tailored products to underline and strengthen their
own personality (cf. The Business of Fashion and McKinsey & Company 2017, p.
44). As consumers are getting less loyal nowadays, an even greater importance is
attached to personalization and creating relevance for the consumer (cf. Zeal-
ley/Wollan/Bellin 2018). As an example, this can be done with customized services,
which are perceived as a unique experience by customers, and for which they even
accept higher prices (cf. Brannon/Divita 2015, p. 287). Nike, one of the apparel in-
dustry’s big players, has recognized the growing need to express one’s own per-
sonality and offers the possibility to configurate individually designed Nike shoes (cf.
Safian 2017). Other possibilities are individual shopping recommendations and per-
sonalized contents (cf. The Business of Fashion and McKinsey & Company 2017,
p. 44). Especially when it comes to online shopping, data analytics enable fashion
companies to build up knowledge about their customers and provide them with per-
sonalized offerings and shopping experiences along the entire purchase path (cf.
Rath et al. 2015, p. 308).

This is already introducing the next major issue in fashion industry: Digitalization

and the shift to online retailing.

10



2.2.3 Transformation from brick-and-mortar to online retailing

In fashion retail, brick-and-mortar locations are still the major revenue generator and
place to go for consumers (cf. Sporn/Tuttle 2018, p. 8). This can be traced back to
the possibility of observing the items with all senses before buying — especially the
haptics — and the salesclerk’s face-to-face consultation (cf. Rath et al. 2015, p. 317).
Nevertheless, digital technologies are reaching the apparel and footwear retailing
faster than ever before (cf. The Business of Fashion and McKinsey & Company
2017, p. 16f.). About 4.2 billion people are already using the Internet (cf. Internet
World Stats 2018), and consumers are becoming more familiar with digital channels
(cf. The Business of Fashion and McKinsey & Company 2017, p. 16). Moreover,
fashion is experiencing the fastest e-commerce growth compared to other product
types these days (cf. Brannon/Divita 2015, p. 334). This can also be observed by
the increasing popularity and market dominance of digital pure players, like Amazon

or Zalando (cf. The Business of Fashion and McKinsey & Company 2017, p. 16).

This means, traditional fashion retailers will face many challenges in the near future.
First, technological advances in retailing will result in a high level of transparency —
higher than ever before: The permanent availability of (mobile) Internet leads to in-
formed and empowered customers, as the company’s offer is compared to others
anywhere at any time (cf. Heinemann 2018, p. 6). Moreover, the great possibility of
tracking the customers’ online journeys and their interests, are missing in offline

environments (cf. Sporn/Tuttle 2018, p. 8).

Due to these developments, the implementation of digital technologies becomes a
necessity for fashion retailers (cf. Sporn/Tuttle 2018, p. 8). They allow more flexibility
and a more individual addressing in this fast pacing fashion environment, which
place the customers and their needs in the center of business (cf. GroRe Holtforth
2017, p. 4 - 8).

2.3 Critical reflection

In conclusion, this chapter provides valuable insights into the characteristics and
main future developments of the fast pacing and competitive B2C fashion industry.
This background information is key to the creation of emotional and customized

online customer experiences in the international fashion environment.
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As the whole fashion business and the life cycle of its products is affected by the
two-seasonal time frame, this is a crucial finding for the creation of the fashion
brand’s strategy on how to create online customer experiences (see chapter 6). In
addition, the fashion consumers’ desires of getting addressed by fashion brands in
a personalized way, is a crucial knowledge when it comes to developing an experi-
ential strategy and specific online touchpoint measures. Furthermore, digitalization
and online retailing are getting increasingly important, which fashion retailers have
to consider when building the brand’s experience strategy. The individual address-
ing of customers needs to be followed at every digital touchpoint along the entire

online customer journey.
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3 E-commerce in B2C fashion industry

Before focusing on the fashion industry’s success factors and important future de-
velopments, this chapter aims at clarifying the term electronic commerce (e-com-

merce) in general and its embeddedness in digital business.

3.1 Definition

E-commerce belongs to the broader field of digital business. Also known as e-busi-
ness, digital business refers to all digital processes of an organization that comprise
‘research and development, marketing manufacturing, and inbound and outbound
logistics” (Chaffey 2015, p. 15), as well as e-commerce (cf. Chaffey 2015, p. 13 -
15). In 1997, IBM has already seen the future importance of e-business and defined

that it “is about transforming key business processes by using Internet technologies
(IBM n.d.) (cf. IBM n.d.).

In general, e-commerce defines “all electronically mediated transactions between
an organization and any third party it deals with” (Chaffey 2015, p. 13). This defini-
tion already indicates that it does not only cover online sales and purchases (cf.
Chaffey 2015, p. 13). Furthermore, it has an important communication and service
function, for example providing consumers with a wealth of information (cf.
Chaffey/Smith 2013, p. 478f.).

To clarify the field of fashion e-commerce in more detail, its success factors and

limitations are presented in the next chapter.

3.2 Success factors and limitations of fashion e-commerce

The increasing e-commerce market shows many benefits and conveniences that
online shopping has to offer for fashion consumers, that's why this chapter gives
insights into the success factors and limitations of fashion e-commerce. Table 1
illustrates the special benefits of fashion e-commerce, as well as the limitations that
might keep potential customers from purchasing apparel online (cf. Rath et al. 2015,
p. 317).
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The convenient opportunity of buying fashion anywhere at any time is a major ben-
efit. Apart from that, fashion consumers can choose from a larger product and brand
offer than in their local surroundings (cf. Rath et al. 2015, p. 316f.). This is often due
to the fact that lots of brick-and-mortar retailers do not have the spatial capacities
(cf. Sporn/Tuttle 2018, p. 10). Moreover, fashion online shoppers benefit from the
wealth of available information, that makes price comparisons and gaining detailed
product information possible and easier. Many apparel and footwear online shops
offer free shipping and returning, which makes e-commerce in the fashion business
even more attractive (cf. Rath et al. 2015, p. 316f.). As most of fashion purchases
are still done offline (cf. Sporn/Tuttle 2018, p. 8), the return option in physical loca-
tions is another beneficial fact that makes the whole purchase path more pleasant.
In addition, product reviews of other consumers are an advantageous tool to facili-
tate the purchase decision since the personal contact is missing in the digital shop-
ping environment. This negative aspect leads to the next one — the impossibility of
trying fashion items on before buying, as well as the missing tactile sensation (cf.
Rath et al. 2015, p. 317). Haptics are not only a key sensory element to examine
the quality of used materials, they are an emotional experience driver too (cf.
Sharma 2017). Furthermore, security concerns exist among fashion shoppers — es-
pecially concerning the use of credit cards. That is why fashion online retailers must
build trust and offer its customers secure payment solutions. Lastly, shipping costs
(cf. Rath et al. 2015, p. 317) and a minimum order value to get free delivery can
have hindering effects on buying fashion online (cf. Sporn/Tuttle 2018, p. 9f.). Table
1 summarizes the mentioned advantages and disadvantages for fashion consumers

in online retailing.

Benefits of fashion e-commerce Limitations of fashion e-commerce

Shopping possibility anywhere at any Impossibility of trying on clothes before
time buying

Wealth of information available online  |Absence of haptic

Larger product choice than in local

. : Missing personal contact
shopping environment

Free shipping (and return shipping) Security concerns

Return possibility in physical locations |Existence of shipping costs

Reviews of other consumers

Table 1: Benefits and limitations of fashion online shopping (based on Rath et al. 2015, p.
317)
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Fashion retailers that operate in the fast-pacing e-commerce environment need to
be aware of the special characteristics that are presented. By offering suitable online
shopping solutions and optimized touchpoints, a more effective addressing of the
customer will be possible. But its goal is also to observe future developments in the

online fashion industry in order to remain competitive and identify new possibilities.

3.3 Future developments in fashion e-commerce

Fashion e-commerce is such a dynamic and continuously growing environment, in
which fashion retailers are operating in (cf. The Business of Fashion and McKinsey
& Company 2017, p. 11). That is why special emphasis should be placed on de-
tecting future market developments. Therefore, mobile and social commerce as well
as experiential connectivity and emotionalization are recognized as major future

trends.

3.3.1 Mobile commerce

The global mobile Internet traffic already makes up 48.2 percent of the total web
traffic (cf. Statista 2018b). And as online shopping is one of the most popular mobile
Internet activities worldwide (cf. Statista 2018c), mobile commerce (m-commerce)
is a major future development for fashion brands (cf. Rath et al. 2015, p. 316). M-
commerce implies all “electronic transactions and communications conducted using
mobile devices such as smartphones and tablets, and typically with a wireless con-
nection” (Chaffey 2015, p. 12). Common types are the commerce through a mobile
browser, which requires a responsive website design or through mobile applications
(apps) that are linked to the already existing online shops (cf. Heinemann 2018, p.
145f.). In 2017, the global e-commerce through desktop usage was even surpassed
by mobile devices for the first time (cf. anon 2017). It is already proposed that the
consumer’s behavior is more and more changing from mobile first to mobile only (cf.
Heinemann 2018, p. 10f.).

In the fashion context, the majority of sales is still achieved by desktop computers,
but the browsing through fashion websites, searching for items and price compari-
sons are essential activities that are mostly conducted by mobile devices (cf. Sher-
man 2016). Due to this development, fashion online retailers need to steel them-

selves and provide apps, responsive websites and online shops to provide custom-
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ers with convenient online shopping experiences. These enable a user-friendly nav-
igation and fast loading times on different devices (cf. Heinemann/Gaiser 2016, p.
136f.). Moreover, fashion consumers are using the convenient possibility of mobile
transactions more frequently (cf. The Business of Fashion and McKinsey & Com-
pany 2017, p. 54).

When having a look at the advantages for fashion consumers, it becomes clear
why m-commerce is enjoying such an immense popularity. Firstly, as the smart-
phone is a daily companion nowadays (cf. Heinemann/Gaiser 2016, p. 138), pur-
chases can be done anywhere at any time that is convenient for the consumer. This
high degree of mobility is a major benefit. Secondly, the context sensitivity
enables to provide content that is based on the consumer's current location (cf.
Heinemann 2012, p. 11f.). Moreover, the accessibility makes it possible to provide
consumers with information at any time (cf. Heinemann/Gaiser 2016, p. 144). For
retailers, on the other hand, the rising mobile device usage and m-commerce pro-
vide the opportunity to gain a greater intel on the customer’s purchase journey and

used touchpoints (cf. De Haan et al. 2018, p. 16).

3.3.2 Social commerce

Social media is an essential and indispensable factor in the fashion business as it
influences the consumer's buying behavior, which is discussed in detail in chapter
4. How many social media users really exist, can hardly be quantified (cf. Rath et al.
2015, p. 268). Facebook, for instance, is estimated to be the biggest social network
worldwide with about 2 billion active users per month. Instagram — as another net-
work example — registers about 800 million monthly users (cf. Statista 2018d). Social
media channels are mostly used by fashion consumers to find out about fashion
items or brands and interact with them, to seek purchase advices, and to get vouch-
ers (cf. Rath et al. 2015, p. 268).

The so-called social commerce integrates social networks to e-commerce sites (cf.
Chaffey 2015, p. 14), which is therefore seen as a major future development. This
allows the inclusion of "reviews and ratings on products and sharing of coupons on
deals, and can be facilitated by social log-in" (Chaffey/Smith 2013, p. 216). In par-

ticular, reviews and ratings from other consumers have a great power, as people
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tend to rely heavily on other's opinions and experiences — more than on the compa-

ny's product information (cf. Schaller 2015, p. 29 - 33).

For fashion online retailers, this great number of digitally connected people, who
share information with their community, presents a crucial opportunity for the future.
Consequently, companies need to integrate social media reviews and ratings on
their website, and link social media posts directly to online shops. Additionally, the
social log-in provides an added value for consumers and contributes to an enhanced
shopping experience. It facilitates the registration at online shops and the shopping
act itself (cf. Heinemann/Gaiser 2016, p. 21 - 35).

3.3.3 Experiential connectivity and emotionalization

The differentiation from competitors plays a major role — especially in today’s homo-
geneous online shopping landscape that is characterized by similar web shop de-
signs and offers (cf. Heinemann 2018, p. 198). As the online presence is getting
more and more the major poster child for companies (cf. Schwieger 2010, p. 298),
the emotionalization and experience orientation is a vital future trend (cf. Heinemann
2018, p. 197f.). Besides the connectivity through mobile devices and social media,
“experiential connectivity” (Kotler/Kartajaya/Setiawan 2017, p. 22) is the key to cus-
tomers. It is all about creating emotional connections and interactions between the
brand and its customers along the whole purchase path and all touchpoints (cf. Ko-
tler/Kartajaya/Setiawan 2017, p. 22). Such emotional brand experiences create a
feel-good atmosphere that invite visitors to stay online longer (cf. Heinemann 2018,
p. 198). For example, pictures and videos are real emotion drivers that make online
shops more attractive and which motivate customers to share their personal expe-
riences. The shoe retailer Zappos, for example, impresses its customers with free
delivery and product reviews from customers — valuable information, which acts as

a purchase decision facilitation (cf. Schwieger 2010, p. 299).
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3.4 Critical reflection

The reflection shows that this chapter highly contributes to the following chapter 6,
which covers the online customer experience concept for fashion companies. Firstly,
the fashion e-commerce’s success factors and limitations are vital information.
These factors can be used in the concept phase of designing specific touchpoint
measures to provide superior and experiential values for customers (cf. Lau-
don/Traver 2017, p. 59). For example, the rich provision of content through different
touchpoints, as well as the communication of the core fashion online shopping

benefits contribute to an enhanced experience level.

Secondly, the increasing m-commerce statistics point out the necessity to offer cus-
tomers responsive fashion online shops and mobile friendly touchpoints to guaran-
tee a seamless connection with the fashion company. Furthermore, when defining
touchpoint actions, the integration of social media is crucial to facilitate the consum-
ers’ shopping experience. These insights give marketers the opportunity to connect
with customers anywhere at any time and provide them with emotional experiences

along the entire customer journey.
Besides the importance of gaining knowledge about the fashion e-commerce en-

vironment, understanding the fashion consumers’ behavior is a prerequisite for of-

fering holistic shopping experiences, as presented in chapter 4.
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4 Online fashion consumer behavior

Understanding the fashion consumers’ behavior is a necessity, as the way people
shop has changed completely — and is still undergoing transformation (cf. Rath et
al. 2015, p. 304f.). In general, consumer behavior “is the study of the processes in-
volved when individuals or groups select, purchase, use, or dispose of products,
services, ideas, or experiences to satisfy needs and desires” (Solomon 2018, p. 28).
This definition points out very well that consumer behavior comprises more than the

purchase act itself — it rather is a process (cf. Solomon 2018, p. 28f.).

Especially in the uncertain and fast pacing fashion retailing, understanding the cus-
tomer and putting them into the center of the business is crucial (cf. Heinemann
2018, p. 6f.). Thanks to technological advances, consumers get more and more em-
powered, as they are the ones, who decide what, where and when it is most conve-
nient for them to shop (cf. Rath et al. 2015, p. 304f.).

The following chapters provide insights into the characteristics of fashion consumers
and online shoppers. Furthermore, the motivating factors to buy fashion online are
examined, followed by external factors, which influence the fashion buyer’'s be-

havior.

4.1 Online fashion customer types

To gain a clear picture of the online fashion customer, the fashion customer types
are presented first, which is followed by the different online consumer types. Finally,
these insights are merged, and the characteristics of the online fashion customer

types are elaborated.

4.1.1 Types of fashion customers

The fashion consumer’s personality is influencing the way of buying fashion (cf. Rath
et al. 2015, p. 127f.). Referring to chapter 2.2.2, consumers place great importance
on expressing their identity through the kind of clothes they are wearing (cf. Godart
2012, p. 19f.). Related to the fashion life cycle, as discussed in chapter 2.1.1, two
different types of fashion consumers can be distinguished: Fashion leaders and
fashion followers. The smaller group are fashion leaders, who are the first that

follow upcoming fashion trends and can therefore be found in the introductory phase
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(cf. Rath et al. 2015, p. 305). Also known as fashion innovators, their aim is to dif-
ferentiate themselves from the mass and to show their ability to identify and afford
latest trends (cf. Rath et al. 2015, p. 137). In comparison to fashion followers, they
place a greater importance on informing themselves about fashion news — for in-
stance, through shopping offline and online, fashion advertisements, magazines,
and shows. This is often seen as a recreational activity, which is practiced passion-
ately. The exploration of the new season’s fashion trends, colors, and materials is a
multisensory and exciting experience for them. Moreover, they are the ones, who
spread their knowledge to fashion followers, who appreciate the leaders’ recom-
mendations and rely heavily on these. Fashion followers are a larger social group
that can be found in the rise and peak phases of the fashion life cycle (cf. Bran-
non/Divita 2015, p. 42 - 44). As they are the majority of the fashion consumer group,
who follow trends when they are widely accepted, they are highly relevant for fash-

ion companies and their sales volume rise (cf. Rath et al. 2015, p. 306f.).

As online shopping gains greater popularity among fashion leaders and followers,
the different types of online customers are examined in the next chapter, which is

followed by the elaboration of online fashion customer types.

4.1.2 Types of online customers

Consumers behave differently in the online environment — even the same person’s
information search and purchasing pattern are not the same in a digital and offline
shopping location (cf. Chaffey/Smith 2013, p. 157). Consumers are going through
different stages online. The more information they gain, the more interaction with
the company will be desired and the more likely is a conclusion of a purchase. Ac-
cording to this behavior, the online customer development model distinguishes five
different online customer groups, which are shown in figure 4 (cf. Meier/Stormer
2008, p. 88).

ONLINE ONLINE ONLINE ONLINE OEE?E
SURFER CONSUMER PROSUMER BUYER SR

Figure 4: Online customer development model (based on Meier/Stormer 2008, p. 88 - 92)
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The first type is called the online surfer, referring to the group of people that is
surfing the net without any aim — from one website to another. Or, they are seeking
information about brands or products, but without having a real purchase intention.
The goal of the company is to attract as many surfers as possible to gain a higher

awareness level (cf. Meier/Stormer 2008, p. 88f.).

When being interested in the brand’s offer and contents, the online consumers are
described as the ones, who are actively returning to a certain website more often.
Information on products and prices is gathered with great interest and in detail. The
company’s goal is to prolong the online consumer’s time spent on the website, as

the probability of achieving a transaction exists (cf. Meier/Stormer 2008, p. 89f.).

Prosumers are consumers and producers at the same time, because they are in-
volved in creating and shaping the company’s value chain. They are not only inter-
ested in standardized products, they are also seeking individualization. Further char-
acteristics are the willingness to express their own opinion and to share it with other

consumers (cf. Meier/Stormer 2008, p. 90f.).

The online buyer needs detailed information on the purchase, an errorless and
user-friendly check-out process on the website, as well as appropriate payment
methods. An optimized purchase process is a prerequisite to strengthen the buyers’

confidence and to make them purchase again (cf. Meier/Stormer 2008, p. 91f.).

The relationship to online key customers has to be maintained and strengthened,
as they are the ones, who purchase regularly. Customer loyalty programs with spe-
cial offers are mostly used to retain customers and keep the satisfaction level high
(cf. Meier/Stormer 2008, p. 92f.).

4.1.3 The online fashion customers

To conclude the chapters 4.1.1 and 4.1.2, the fashion leaders’ and followers’ charac-
teristics can be assigned to the ones of the online customer types. This follows the
aim of developing online fashion customer types. For these different groups, specific
touchpoint actions need to be elaborated in the online customer experience concept

in order to ensure customized experiences.
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In the fashion context, the fashion leaders’ or innovators’ behavior is similar to the
online surfers’ manner, as they spend lots of time on seeking information on fashion
and monitor trends with great enthusiasm and interest. Moreover, their behavior is
characteristic for prosumers and online key customers, because fashion innovators
have a considerable influence on fashion followers’ purchasing behavior and can
therefore shape the fashion brand’s image and business processes (like forecasting
trends that are set by innovators). That is why the retention and loyalty of fashion
leaders is essential (cf. Brannon/Divita 2015, p. 42 - 44) and fashion companies
often address them directly through advertising activities (cf. Rath et al. 2015, p.
138). Fashion followers, on the other hand, are similar to online consumers and
buyers. This is due to the fact that they rely on other’s detailed information and that
they need security. For example, they seek advice from fashion leaders and return
more often to the fashion brand’s online shop to gain more information and confi-
dence regarding new fashion trends (cf. Rath et al. 2015, p. 305f.). Table 2 illustrates

the summary of the fashion online customer types.

Fashion leader  Fashion follower
Online surfer
Online consumer
Online prosumer
Online buyer

Online key customer

Table 2: Fashion online customers (based on Meier/Stormer 2008, p. 88 - 92; Rath et al.
2015, p. 137 - 307; Brannon/Divita 2015, p. 42 - 44)

After having gained insights into the special types of fashion online shoppers, the
reasons why people are motivated to shop fashion online at all, are covered in the
following chapter. This helps to obtain deeper insights into how to address online

fashion customers in an optimum way.
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4.2 Shopping motives in fashion e-commerce

What motivates people to shop fashion online instead of in brick-and-mortar stores,
presents a crucial information base for fashion companies. It helps to obtain deeper
insights into the fashion customers’ initial drives and desires to purchase fashion

online and how to address them in an optimum way, as covered in the following.

In general, motives are target-oriented, and internal human forces, which for exam-
ple, can be satisfied by the purchase of a product (cf. Foscht/Swoboda 2011, p. 55).
Basically, online fashion shoppers have both utilitarian and hedonic shopping moti-
vations (cf. Vignali/Reid 2014, p. 146; Boardman/McCormick 2018, p. 276 - 279).
Utilitarian motives refer to the ease of use, and hedonic ones are connected to the
enjoyable feeling of shopping (cf. Bridges/Florsheim 2008, p. 309). The essential
motives for fashion online shoppers are illustrated in figure 5 and described in detail

in the following.

CONVEN- INFORMATION BARGAIN CROWD
IENCE AVAILABILITY HUNTING AVOIDANCE
SELECTION COMMUNITIES ENJOYMENT/
EXPERIENCE

Figure 5: Online shopping motives (based on Vignali/Reid 2014, p. 145; Ha/Stoel 2012, p. 207
- 210; Boardman/McCormick 2018, p. 277 - 279; Nirmala/Dewi 2011, p. 79)

The biggest motivating factor for fashion online customers is convenience (cf.
Vignali/Reid 2014, p. 145; Ha/Stoel 2012, p. 208; Boardman/McCormick 2018, p.
279). This utilitarian motive refers to the consumers’ comfortable opportunity to shop
anywhere at any time that is suitable for them (cf. Chaffey/Smith 2013, p. 169). A
major benefit is that online shopping is not tied to any opening hours, which saves
not only time, but reduces also physical and mental effort (cf. Wolfinbarger/Gilly

2001, p. 42). The website’s design is therefore an essential factor that should enable
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to navigate and place orders easily (cf. Wolfinbarger/Gilly 2003, p. 193). Especially,
the convenient shopping possibilities via mobile phones and tablets experience pop-
ularity. For instance, virtual fitting rooms contribute to an increased convenience that
would create a unique and exciting online shopping experience in fashion retailing
(cf. Vignali/Reid 2014, p. 138 - 145).

The second factor, by which customers are highly motivated to shop fashion online,
is selection (cf. Boardman/McCormick 2018, p. 279). Consumers appreciate that
they can choose from a larger product range in online shops than in local stores (cf.
Chaffey/Smith 2013, p. 169). This is due to the fact that brick-and-mortar locations
often have to cope with limited capacities (cf. Sporn/Tuttle 2018, p. 10). Additionally,
special goods are often not available in the immediate vicinity and would lead to a
higher effort to get them (cf. Wolfinbarger/Gilly 2001, p. 43).

The wealth of available information and the website’s content are important moti-
vators too (cf. Boardman/McCormick 2018, p. 279; Ha/Stoel 2012, p. 208). Due to
the lacking personal contact with salesclerks online (cf. Wolfinbarger/Gilly 2001, p.
43), detailed product descriptions and high-resolution pictures support the con-
sumer’s decision and buying process (cf. Chaffey/Smith 2013, p. 168). It helps to
learn about trends and to stay informed about new fashion products (cf. Board-
man/McCormick 2018, p. 277). As consumers require emotional interaction and per-
sonalization of brands, the companies’ future challenge is to provide the right infor-
mation that is tailored to individual needs, by using the right channels (cf.
Chaffey/Smith 2013, p. 168).

Social network communities have a strong impact on the fashion consumer’s buy-
ing decision (cf. Boardman/McCormick 2018, p. 277). People no longer only gather
information that is provided by companies, they actively create and influence brand’s
contents on websites or social media channels (better known as user-generated
content) (cf. Botha/Mills 2012, p. 85). Communities’ perceptions of brands or prod-
ucts are highly appreciated by consumers. These facilitate buying decisions, for ex-
ample consumer comments in blogs, social media or comments on websites (cf.
Rath et al. 2015, p. 182).

24



Hunting for cheap prices is another great experience and motivating factor for fash-
ion online customers (cf. Vignali/Reid 2014, p. 145; Nirmala/Dewi 2011, p. 79). Bar-
gain hunting gives them the reassuring feeling of achieving good deals and having
paid less than others (cf. Tauber 1972, p. 48; Arnold/Reynolds 2003, p. 81). Espe-
cially younger fashion shoppers place great importance on price comparisons and

feel satisfied when receiving rebates (cf. Boardman/McCormick 2018, p. 279).

Fashion consumers are seeking enjoyable and experiential shopping acts, which
present the next vital shopping motive (cf. Boardman/McCormick 2018, p. 277,
Nirmala/Dewi 2011, p. 79; Vignali/Reid 2014, p. 145). This hedonic motive relates
to experiencing entertainment and enjoyment (cf. Wolfinbarger/Gilly 2001, p. 46 -
48). For instance, shopping is often perceived as a recreational free time activity to
take a time out from the daily routine, or as an enjoyable treat to themselves when
consumers are in a bad or depressed mood (cf. Tauber 1972, p. 47). Creating a
funny and enjoyable ambience online is therefore a critical future task for fashion
online retailers, which can result in a positive differentiation from competition (cf.
Ha/Stoel 2012, p. 209).

The missing personal contact is often seen as a disadvantageous factor of online
shopping, that keeps consumers making their purchases offline (cf. Rath et al. 2015,
p. 317). Nevertheless, the avoidance of crowds was found out to be an important
motive to shop fashion items online (cf. Boardman/McCormick 2018, p. 279). Online
buyers appreciate the absence of salesclerks, as they often give consumers the
feeling that they have to buy something, although it is not the appropriate good. This
motivator was also associated with an increased anonymity of the online shopper
(cf. Wolfinbarger/Gilly 2001, p. 45). Additionally, being not surrounded by a crowd
and not having to queue is another great motivating aspect (cf. Board-
man/McCormick 2018, p. 279).

Different customer groups are motivated by different factors to shop fashion online
(cf. Boardman/McCormick 2018, p. 280f.). That is why the presented motives pro-
vide useful information for online fashion retailers, as they help to understand the
fashion consumer’s specific online buying motivations. These need to be considered
when developing the experience strategy and specific touchpoint actions during the

concept phase (chapter 6), to ensure emotional customer experiences for each type.
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Therefore, table 3 gives an overview of the main online shopping motives of the

different fashion online customer types.

Fashion leader
Online shopping motives
Fashion follower

Online surfer Convenience, information availability, community

Convenience, information availability, selection, crowd

Online consumer .
avoidance

Enjoyment/experience, community, information availa-

Online prosumer . - .
bility, selection, convenience

Convenience, selection, information availability, enjoy-

Online buyer ; : . .
y ment/experience, bargain hunting, crowd avoidance
Convenience, selection, information availability, enjoy-
Online key customer ment/experience, community, crowd avoidance, bar-

gain hunting

Table 3: Fashion online customers' motives (based on Meier/Stormer 2008, p. 88 - 92; Rath et
al. 2015, p. 137 - 307; Brannon/Divita 2015, p. 42 - 44; Vignali/Reid 2014, p. 145; Ha/Stoel
2012, p. 207 - 210; Boardman/McCormick 2018, p. 277 - 279; Nirmala/Dewi 2011, p. 79)

Fashion online customers are not only affected by their internal motives. Moreover,
their buying behavior is influenced by their surrounding environment. That is why

the next chapter deals with external determinants in fashion retailing.

4.3 Online fashion consumer’s external influencing factors

The consumer’s behavior is not only influenced by internal factors, such as the dis-
cussed buying motives. How consumers decide, act and buy is further affected by

external influences, as reference groups (cf. Rath et al. 2015, p. 189).

Reference groups are defined as “an actual or imaginary individual or group con-
ceived of having significant relevance upon an individual's evaluations, aspirations,
or behavior” (Park/Lessig 1977, p. 102). In today’s digital world, social media com-
munities are the new reference groups that have a great impact on the consumer’s
buying behavior (cf. Kotler/Kartajaya/Setiawan 2017, p. 6 - 26). These so-called vir-
tual communities offer the possibility of sharing information without face-to-face
meetings and to connect with those, who have the same interests (cf. Solomon et

al. 2006, p. 354f.). In fashion industry, influencers’ shared information is primarily

26



used for inspiring purposes (cf. Nash 2018). Influencers refer to opinion leaders who
have a high reputation in a society and whose advices, opinions, and other shared
information is asked for by others (cf. Rath et al. 2015, p. 193). For example, Face-
book and Instagram are the most influential digital communities for fashion consum-
ers (cf. Nash 2018).

Therefore, fashion brands need to consider building up relationships with influential
persons when designing touchpoint measures, to get the attention of the influencers’

followers and to connected with them as well.

4.4 Critical reflection

All in all, chapter 4 provides necessary insights into the fashion online customers’
characteristics, internal motivations and external factors that exert influence on buy-
ing fashion online. This makes an important contribution to the conception phase of

online customer experiences — which follows in chapter 6.

For instance, the motivating factors for buying fashion in digital surroundings are
major issues. Fashion customers value a convenient and easy act of purchase, that
they get provided with all necessary product information, a large selection of fashion,
product reviews of other customers, attractive offers and bargains, and having ex-
citing features that make the whole purchase journey fun. Consequently, fashion
online retailers have to adapt their strategy and different digital touchpoints accord-
ing to these requirements, in order to reach the customers emotionally. Moreover,
reference groups might have a high reputation, which shows the necessity to coop-
erate with the fashion influencers or bloggers important to the target group to get
more attention from the community. This needs to be considered when designing
the specific touchpoint measures. These examples prove the chapter’s relevance
for creating emotional customer experiences — whose theoretical foundation is given

in the next chapter.
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5 Online customer experience management

The previous chapters outline that fashion online retailers have to face various chal-
lenges nowadays. The online consumer’s buying behavior is getting less transpar-
ent due to a greater number of shopping motives and influencing factors (cf.
Schwager/Meyer 2007).

Today, it is no longer enough to distinguish from competition simple through product,
price, or quality (cf. Shaw/lvens 2002, p. 1). Due to the homogeneity of the product
and service offers (cf. Bruhn/Hadwich 2012, p. 7), and increasing competitive pres-
sures in fashion online retailing (cf. The Business of Fashion and McKinsey & Com-
pany 2017, p. 46), a real competitive differentiator is needed nowadays: The future
key to customers is to trigger great enthusiasm and to connect with them on an
emotional level — it is all about emotional customer experiences (cf. Shaw/lvens
2002, p. 2 - 5).

Therefore, this chapter focuses on the marketing approach of online customer ex-
perience, its definition and special characteristics, such as online customer experi-
ence dimensions, determinants, pursued goals, and possible future consequences.
Furthermore, the topics customer touchpoints and customer journey are covered,
which provide the basis for the creation of optimized online customer experiences

for different personas throughout the entire online customer journey.

5.1 Definition of online customer experience

“The process of strategically managing a customer’s entire experience with a prod-
uct or a company” (Schmitt 2003, p. 17) is summarized by the term customer expe-
rience management (cf. Schmitt 2003, p. 17). The online customer experience com-
prises only those kinds of customer interactions that are conducted through a digital
interface, for instance, smartphones, tablets, or personal computers (cf. Borowski
2015). However, an experience takes place whenever a consumer interacts directly
or indirectly with a company (cf. Verhoef et al. 2009, p. 32). The direct contact refers
to the purchasing and using of products and services, whereat the initiative comes
from the customer. When an interaction with a brand or company occurs unintend-
edly, it is defined as indirect contact, for example, companies’ advertisements or

word-of-mouth (WOM) communication (cf. Schwager/Meyer 2007). Special is the
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approach’s emphasis to place the customer in the center of the business by deliv-
ering a seamless experience at every touchpoint that exists with the company or
brand (cf. Schmitt 2003, p. 17f.). This means, the whole customer’s purchase path
is addressed (cf. Bruhn/Hadwich 2012, p. 7f.; Verhoef et al. 2009, p. 32). Addition-
ally, as customers’ digital interactions are increasing, understanding their behavior
and creating an experiential value for online customers is a major future topic (cf.
Rose/Hair/Clark 2011, p. 26).

The definition of online customer experience forms the basis for gathering more in-

formation on the construct’s characteristics, which are presented in the next chapter.

5.2 Online customer experience construct

The main characteristics that shape the online experience construct are the experi-
ence dimensions, and the online customer experience determinants. These are cer-
tain parameters, by which customer experiences can be influenced. Moreover, this
chapter deals with objectives, that are pursued with this approach, and future con-

sequences that can be expected.

5.2.1 Online customer experience dimensions

Companies try to address customers at many different levels. Therefore, customer
experience management is seen as an effective approach as it is a multidimensional
construct (cf. Gentile/Spiller/Noci 2007, p. 397f.). It differentiates between five types
of experience dimensions, which provide a value for the customer and by which
emotional experiences can be created, as illustrated in figure 6 (cf. Schmitt/Mangold
2004, p. 38). Moreover, these dimensions help to differentiate brands from compe-
tition, motivate existing customers and trigger a purchase, win new customers, and
enhance customer retention (cf. Schmitt 2009, p. 703). The five experience dimen-

sions are explained in detail in the following paragraphs.
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BEHAVIOR
RELATED
DIMENSION

SocCIAL
DIMENSION

SENSORY AFFECTIVE COGNITIVE
DIMENSION DIMENSION DIMENSION

Figure 6: Online customer experience dimensions (based on Schmitt/Mangold 2004, p. 39)

The sensory dimension covers experiences via the human senses (cf.
Schmitt/Mangold 2004, p. 39). Especially the sense of hearing and sight can be
addressed online via an audio-visual presentation of products (cf. Rose/Hair/Clark
2011, p. 27). The company’s aim is therefore to stimulate the customer, for example
through aesthetic colors, fonts, pictures, and videos for the visual perception, and
pleasant sound for the sense of hearing. Such sensual components are vital as they
stick easily to the customer’s mind and contribute to the brand’s recognition (cf.
Schmitt 2009, p. 703f.).

The stimulation of emotions, moods and feelings refers to the affective dimension
(cf. Gentile/Spiller/Noci 2007, p. 398). Positive emotional states can be easily cre-
ated when using the product, such as joy and pride (cf. Schmitt/Mangold 2004, p.
40).

The cognitive experience dimension aims at addressing the customers’ intellect
(cf. Bruhn/Hadwich 2012, p. 13). The stimulation of the creativity and problem-solv-
ing ability is seen as a valuable source by customers, which can be achieved by
informative and educational contents. This intellectual claim can trigger surprise,

fascination, and a feeling of positive provocation (cf. Schmitt/Mangold 2004, p. 40f.).

Customer experience can change a customer’s way of living. This is due to the fact
that the behavior related dimension refers to the brand’s ability to give the cus-
tomer insights into different lifestyles (cf. Schmitt 2009, p. 704). For example, show-
ing inspiring content through different channels used by the brand (cf. Schmitt/Man-
gold 2004, p. 41). This experience can motivate customers to start an alternative
way of living (cf. Gentile/Spiller/Noci 2007, p. 398).
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The social dimension refers to customers and their social surrounding (cf. Gen-
tile/Spiller/Noci 2007, p. 398). For example, creating contact to other persons can
lead to the sense of belonging to a group (cf. Bruhn/Hadwich 2012, p. 13). This
means, the company’s presence on different digital social platforms and to interact
with their potential customers is a necessity (cf. Nash 2018). The product itself can
also evoke social belonging — for example, by wearing haute couture fashion (cf.
Gentile/Spiller/Noci 2007, p. 398).

When developing experience strategies and touchpoint actions, companies have to
consider that as many suitable experience values as possible have to be addressed
to ensure emotional and integrated experiences (cf. Mayer-Vorfelder 2012, p. 144f.).
This is crucial especially in the digital context, where the possibilities are limited to

an audio-visual address (cf. Rose/Hair/Clark 2011, p. 27).

Besides the experience dimensions, factors which influence the customer experi-
ence in the online environment need to be focused on by companies, as they help

to optimize the online customers’ experiences throughout different touchpoints.

5.2.2 Online customer experience determinants

The online customer experience can be influenced by many different factors. As the
Internet becomes more and more a daily medium for making purchases, special
attention needs to be paid to these impacts. The gained knowledge contributes to a
better understanding of what creates and influences the online experience, and how
the different contact points of a fashion company should be adapted (cf.
Rose/Hair/Clark 2011, p. 24 - 28).

Besides customer-related and environment-related influencing factors (cf.
Bruhn/Hadwich 2012, p. 18), further determinants are:

¢ Information processing

e Ease of use

e Trust propensity and perceived risk

e Benefits and enjoyment (cf. Rose/Hair/Clark 2011, p. 29)
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The first influencing factor is information processing. When shopping online, cus-
tomers make use of past experiences. This collected information is compared to the
web presence of other companies, which influence the consumer’s experience.
Such influencing website features are “product information, form of payment, deliv-
ery terms, service provided, risk involved, privacy, security, navigation and so on”
(Rose/Hair/Clark 2011, p. 29) (cf. Rose/Hair/Clark 2011, p. 28f.). This means, the
brand’s whole product and service offer, the used technologies, and the competence
of employees exert influence (cf. Bruhn/Hadwich 2012, p. 19).

Consequently, fashion online retailers have to provide all necessary information

throughout their touchpoints in an easily accessible manner.

Another factor that contributes to a positive online customer experience is the ease
of use. It refers to the simplicity to navigate through a website (cf. Rose/Hair/Clark
2011, p. 29) — which is the most important factor for customers (cf. Rose et al. 2012,
p. 315). The “search facility, responsiveness of the site, the multimedia capability,
and the accuracy and relevance of the information” (Rose/Hair/Clark 2011, p. 29)
affect the consumer’s online experience (cf. Rose/Hair/Clark 2011, p. 29). Compa-
nies need to be aware of the fact that the customer’s emotions and experience state
will be influenced positively, the less difficult it is to navigate and the easier the con-
tent of the website is communicated (cf. Rose et al. 2012, p. 316). Moreover, to find
a website without any difficulties is highly appreciated, for example, simple domain
names and a high search engine rank through search engine optimization (SEO)
(cf. Bilgihan/Kandampully/Zhang 2016, p. 108).

In conclusion, these determinants imply that fashion retailers have to ensure easily
accessible touchpoints, the simple navigation between them, and a user-friendly

online shop.

The perceived risk and trust are closely connected influencing factors of online
customer experience. In online retailing, a higher level of trust is necessary as in
brick-and-mortar locations, where face-to-face consultations are possible. Trust pro-
pensity refers to the consumer’s personality trait of perceiving the Internet as a trust-
worthy shopping medium. A low perceived risk is advantageous for online experi-
ences, that is why it is crucial for marketers to understand the factors which are
feared by customers. Risks in the online context can be regarding the purchase act

or the whole process, for example, the “economic/financial risk, performance risk,
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personal/psychological risk, social risk, physical risk and time loss risk”
(Rose/Hair/Clark 2011, p. 31) (cf. Rose/Hair/Clark 2011, p. 30f.).

To conclude, to ensure trustful and emotional customer experiences, fashion online
retailers are obliged to eliminate customers’ fears, for example, by providing differ-
ent payment options, or customer reviews on various touchpoints that facilitate de-

cision making, as covered in chapter 4.2.

Moreover, the perceived level of benefits and enjoyment is a powerful determi-
nant. The customer’s feeling of deriving benefits when interacting with a brand on-
line, has a positive influence on online customer experience (cf. Rose/Hair/Clark
2011, p. 30). Examples that create a benefit for consumers are “convenience, price
comparison, saving time, enjoyment, and enhanced customer-retailer relationship”
(Rose et al. 2012, p. 312) (cf. Rose et al. 2012, p. 312). Especially the interaction
with brands is highly demanded by consumers. Although online purchases are
mostly done due to utilitarian reasons, enjoyment is a crucial factor for creating posi-
tive experiences (cf. Rose/Hair/Clark 2011, p. 30). This can be achieved by making
the interaction with the website fun, for example, by adding new website elements
(cf. Bilgihan/Kandampully/Zhang 2016, p. 108).

To reflect, this is a vital information source for the design of touchpoint actions, as

fashion retailers have to ensure enjoyable interactions across digital touchpoints.

Additionally, customer-related factors exert influence. The customers’ intraperso-
nal factors refer to their motivation towards a certain brand or product. On the other
hand, the influence between persons or reference groups describe interpersonal in-
fluencing factors (cf. Bruhn/Hadwich 2012, p. 18f.). For instance, customer reviews
and virtual communities have strong influences on the online shopper’s experience
(cf. Verhoef et al. 2009, p. 35).

Finally, environment-related determinants are crucial, as they can hardly be con-
trolled by the company. Such influencing factors are sociocultural-developments,
legal conditions, technological developments, and the general economic situation of
a country (cf. Bruhn/Hadwich 2012, p. 20).
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To reflect this chapter, the presented determinants are of relevance to the creation

of emotional online customer experiences. Together with the experience dimen-

sions (see chapter 5.2.1), they present the reference points for the fashion com-

pany’s experience strategy and touchpoint actions in the concept phase, in order to

influence the online customers’ experiences positively. Therefore, table 4 provides

an overview of the main experience dimensions by which emotional experiences

and values can be created for the different fashion online customer types and illus-

trates moreover the main influences by which they are affected.

Fashion leader

Fashion follower

Online
surfer

Online
consumer

Online
prosumer

Online
buyer

Online key
customer

Online shopping
motives

Convenience, information availa-
bility

Convenience, information availa-
bility, selection, crowd avoidance

Enjoyment/experience, communi-
ty, information availability, selec-
tion, convenience

Convenience, selection, informa-
tion availability, enjoyment/experi-
ence, bargain hunting, crowd avoi-
dance

Convenience, selection, informa-
tion availability, enjoyment/experi-
ence, community, crowd avoi-
dance, bargain hunting

Main online
experience
dimensions

Sensory

Sensory, affective,
cognitive, social

Sensory, affective,
cognitive, behavior
related, social

Sensory, affective,
social

Sensory, affective,
cognitive, behavior
related, social

Main online
experience
influences*

Information proces-
sing, ease of use

Information proces-
sing, ease of use

Benefits and enjoy-
ment

Ease of use, trust,
information pro-
cessing

Trust, benefits and
enjoyment, infor-
mation processing

Table 4: Fashion online customers' experience dimensions and influences (based on
Meier/Stormer 2008, p. 88 - 92; Rath et al. 2015, p. 137 - 307; Brannon/Divita 2015, p. 42 -
44; Vignali/Reid 2014, p. 145; Ha/Stoel 2012, p. 207 - 210; Boardman/McCormick 2018, p.
277 - 279; Nirmala/Dewi 2011, p. 79; Rose/Hair/Clark 2011, p. 28 - 31; Bruhn/Hadwich 2012,
p. 13 - 20; Schmitt/Mangold 2004, p. 39 - 41; Schmitt 2009, p. 703f.; Gentile/Spiller/Noci

2007, p. 398)

After having gathered insights into the factors by which experiences can be created

and influenced, the following chapter deals with goals that are pursued with online

customer experience management.
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5.2.3 Online customer experience management goals

By the management of online customer experiences, various goals are pursued by
fashion companies. The overall objective is the creation of positive, unique, and
emotional experiences that appeal to customers emotionally at every contact point

throughout the whole customer journey (cf. Bruhn/Hadwich 2012, p. 26).

Linked to this, multiple sub-goals are presented in literature. Online customer ex-
perience management aims at an increased customer satisfaction level (cf.
Rose/Hair/Clark 2011, p. 32). In general, the development of customer satisfaction
can be explained by the Confirmation/Disconfirmation paradigm. It suggests that the
customer continuously compares the perceived performance with the expected per-
formance of a company. If the perceived performance is lower than the expected
one, dissatisfaction is the result. If the perceived performance meets or surpasses
the expectation, the customer is satisfied (cf. Homburg/Rudolph 1997, p. 35 - 38).
In the online retailing context, special emphasis has to be placed on online shop
features, like navigation or contents, which contribute to an increased satisfaction
level (cf. Jin/Park 2006, p. 203f.). Moreover, emotional customer retention is an-
other objective, which can be achieved by creating emotional and experiential shop-

ping experiences (cf. Detecon International GmbH 2010, p. 24).

Increases in sales (cf. Detecon International GmbH 2010, p. 24) and repurchases
are pursued by online retailers, too (cf. Rose/Hair/Clark 2011, p. 32; Rose et al.
2012, p. 312 - 315). The repurchase intention is defined “as the re-usage of the
online channel to buy from a patrticular retailer” (Khalifa/Liu 2007, p. 782) (cf. Kha-
lifa/Liu 2007, p. 782). The more satisfied the online customer is with the offered
shopping experience, the more likely is a revisit of the website and a repurchase (cf.
Rose/Hair/Clark 2011, p. 32).

Technological advances make interactions between companies and customers pos-
sible and much easier nowadays (cf. Rose/Hair/Clark 2011, p. 24). Due to the cus-
tomer’s enhanced Internet access, the rise of mobile Internet and online communi-
ties, brands have much more possibilities to create unique online experiences.
Moreover, customers can share their opinions and ideas without great effort and
create WOM. This means, the overall online experience aims at and results in a

higher customer engagement with the brand and increased WOM (cf. Bilgi-
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han/Kandampully/Zhang 2016, p. 112f.), which represent the final goals of online

customer experience.

These goals can be achieved after having successfully implemented online custo-
mer experience management. To do so, companies need to identify how the online
customer journey looks like first, including the different contact points a customer
has with a brand. Therefore, chapter 5.3 gives insights into online customer

touchpoints.

5.3 Online customer touchpoints

In order to be able to create emotional online customer experiences, companies
need to find out where customers get in touch with them. This means, the basis for
online customer experience management is the identification of the so-called cus-
tomer touchpoints (cf. Bruhn/Hadwich 2012, p. 24). This chapter will first cover the
definition of customer touchpoints, which is followed by the explanation of different

touchpoint types that are vital for fashion retailers.

Customer touchpoints are all contact points between a customer and a company.
Generally, touchpoints occur everywhere a potential customer interacts with a
brand’s products, services, or employees. This happens during different phases of
a purchase — before, while, and after a transaction. However, positive and negative
customer experiences can emerge there (cf. Schuller 2015, p. 148). Especially in
today’s fast-pacing digital world, the coordination of touchpoints is getting more
complex (cf. Rawson/Duncan/Jones 2013), as customers get in contact with com-
panies through many different channels — more than before (cf. Lemon/Verhoef
2016, p. 69). Although, this development offers new opportunities to interact with
(potential) customers more easily, many touchpoints are not under direct control of

companies anymore (cf. Puhimann 2016, p. 312).
From the company’s point of view, different touchpoint types are distinguished,

which are the owned, managed, earned, and paid touchpoints, as discussed in the
following chapters (cf. Schuller 2016, p. 180).
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5.3.1 Owned touchpoints

A company’s owned touchpoints possess a special importance, as full control over
them can be exerted (cf. Schuller 2016, p. 180).

Referring to online fashion retail, a vital brand-owned digital touchpoint is the web-
site/online shop (cf. Mahrdt 2015, p. 16), which is the main touchpoint in the pur-
chase phase (cf. Daubner/HlUning 2018, p. 94f.). Websites and online shops are
moreover common inspirational sources and awareness triggers, as they aim at
providing valuable product information for potential consumers (cf. KPMG Interna-
tional 2017, p. 15 - 18).

Moreover, newsletters and blogs are inspirational touchpoints in fashion retailing,
which are brand-owned (cf. Mahrdt 2015, p. 16). They are common tools for acquir-
ing new customers, and especially for strengthening existing customer relation-
ships, and creating emotional experiences (cf. Kollmann 2016, p. 375f.).

The touchpoint customer service plays an important role in e-commerce and for
optimized customer experiences (cf. Heinemann 2018, p. 100f.). A new and inno-
vate way are chatbots, which are currently reshaping online retailing, as they make
use of artificial intelligence. These enable to answer customer inquiries in an auto-
mated and faster way, which present therefore a major future potential for unique

and convenient online customer experiences (cf. Heinemann 2018, p. 24f.).

5.3.2 Managed touchpoints

Managed touchpoints are managed on third party sites. Due to the digital platforms’
regulations, the company’s control level is restricted (cf. Schuller 2016, p. 180).

Social media channels are indispensable touchpoints for fashion consumers — and
marketers (cf. Rath et al. 2015, p. 249), whereas different types exist (cf. Wirtz 2016,
p. 52 - 54). The most influential ones for fashion consumers are social networks (as
Facebook), as well as video and photo sharing platforms (Instagram, YouTube, Pin-
terest) (cf. Rath et al. 2015, p. 264 - 266; Wirtz 2016, p. 52 - 56). Social media aims
at interacting with customers without any geographical limitations (cf. Ko-
tler/Kartajaya/Setiawan 2017, p. 13f.). It has moreover the great power of turning
consumers into producers of content (cf. Botha/Mills 2012, p. 85). Therefore, mar-
keters’ aim should be to turn customers into promoters that create positive WOM
(cf. Schuller 2015, p. 31), as most purchase decisions will be made on basis of social

communication in future (cf. Kotler/Kartajaya/Setiawan 2017, p. 13f.).
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5.3.3 Earned touchpoints

Earned touchpoints refer to partner networks, like publisher editorials, influencer
recommendations, WOM, and social network cooperations (cf. Chaffey 2015, p. 19).
They are hardly under the company’s control as they need to be worked for and
earned through a great performance (cf. Schuller 2016, p. 180).

Also, search engines are vital earned touchpoints, as SEO follows the aim of
achieving a high search engine rank, and connected to it, the acquisition of custom-
ers and visitors (cf. Krekeler 2010, p. 98 - 106). For example, this can be achieved
by enhancing the frequency of appropriate keywords on the website (cf. Heinemann
2018, p. 88).

5.3.4 Paid touchpoints

Digital paid touchpoints are, for example, search engine advertising (SEA) and
affiliate marketing (cf. Chaffey 2015, p. 19).

Referring to search engines, SEA are paid advertising activities, which have a
placement on the first pages as a result (cf. Kreutzer 2018, p. 230), which requires
the identification of critical keywords, which are used by the target group (cf. Koll-
mann 2016, p. 355f.).

Affiliate marketing’s popularity is increasing nowadays (cf. Chaffey 2015, p. 426),
which is a commission-based partner network (cf. Chaffey/Smith 2013, p. 387).
Thereby, it is essential to find the right affiliate partner, regarding traffic, image, and
opportunity for reaching the company’s target group (cf. Kollmann 2016, p. 372).
The main goal is to improve the website’s reach and to win new customers (cf.
Kreutzer 2018, p. 251).

These touchpoints represent the most important ones when acting in fashion online
retailing. That is why these should be focused on in the conception phase, when
specifying the company’s touchpoints and measures. Before this is done, the single
touchpoints need to be assigned to the different phases of a purchase — the online

customer journey.
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5.4 Online customer journey

Referring to chapter 5.3, multiple touchpoints are used by fashion customers to in-
teract with companies. This results in more complex purchase paths, which are
called customer journeys (cf. Lemon/Verhoef 2016, p. 69). In general, the customer
journey is similar to the consumer’s purchase decision-making process. It visualizes
the different phases a customer goes through when making a purchase decision (cf.
Cadonau 2018, p. 34 - 37). This means, the online customer journey covers all steps
“‘a customer makes from first interacting with a company’s online media through to
the online purchase” (Lee 2010, p. 17). As online sales cannot be assigned to the
performance of one particular touchpoint, the whole journey of the online customer
has to be analyzed (cf. Lee 2010, p. 17). This helps companies to understand the
customer’s behavior better and how exciting experiences can be created (cf.
Folstad/Kvale 2018, p. 206).

This indicates an essential interconnection: A fascinating customer experience can
only emerge, if the whole customer journey is satisfying (cf. Folstad/Kvale 2018, p.
206f.). Lemon and Verhoef (2016) also suggest that companies need to identify and
understand the critical touchpoints through the whole journey to create emotional

experiences (cf. Lemon/Verhoef 2016, p. 74).

In literature, different models of structuring the online customer journey phases
exist. That is why three decision making process models are stated in the following
chapter. Thereof, one approach is explained in detail and is chosen for this master

thesis’ further proceeding.

5.4.1 Consumer decision making process models

In general, consumers go through the five phases need recognition, information
search, evaluation of alternatives, the purchase decision itself, and post-purchase
behavior. This presents the consumer decision-making process according to Ko-
tler/Armstrong (cf. Kotler/Armstrong 2018, p. 175 - 177). Though, the consumer’s
behavior is getting more complex. As it is changing due to technological advances,
and the constant confrontation with a flood of digital information, Kotler/ Karta-
jaya/Setiawan (2017) developed a new model: The new customer path. Following

the structure of the AIDA approach, it is proposed that the new customer path
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consists of the five stages Aware (collecting knowledge of brands), Appeal (highly
influenced by social media), Ask (advices from social networks), Act (purchase), and
Advocate (interaction with brand and creation of WOM) (cf. Kotler/Kartajaya/Se-
tiawan 2017, p. 59 - 64).

But consumers do not necessarily follow all five steps of the decision-making pro-
cess, or all 5 A’s of the new customer path (cf. Kotler/Armstrong 2018, p. 176; Ko-
tler/Kartajaya/Setiawan 2017, p. 64f.). That is why the decision-making process of
Lemon/Verhoef (2016) is taken into account. As presented in figure 7, the three
customer journey stages pre-purchase, purchase and post-purchase are sug-
gested, which are run through by online customers in any event. Thereby, custom-
ers interact with companies through different touchpoint types in each of the three
phases, and all stages contribute to the consumer’s experience level (cf.
Lemon/Verhoef 2016, p. 74 - 76).

PRE- PosT-
PURCHASE PURCHASE PURCHASE
PHASE PHASE

Figure 7: Online customer journey phases (based on Lemon/Verhoef 2016, p. 77)

According to Schiiller (2015), this simplified customer journey process is applicable
to the e-commerce sector (cf. Schuller 2015, p 157f.). That is another reason why
the online customer journey approach — consisting of the pre-purchase, purchase
and post-purchase phase — will be applied in this Master Thesis. Therefore, the ex-

planation of the three phases follows.

The pre-purchase phase of the customer journey refers to all interactions of a con-
sumer with a company, before making the purchase. This phase includes the con-
sumer’s recognition of a need or first impulse (cf. Lemon/Verhoef 2016, p. 76;
Zinkann/Mahadevan 2018, p. 160). Moreover, the consumer’s information search is
part of this stage. How much time is spent, depends on the product type someone
is interested in (cf. Zinkann/Mahadevan 2018, p. 160). Thereby, the Internet is the

main information source, for example, the company’s online shop (cf. Chaffey/Smith
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2013, p. 182 - 184). In order to be found easily by potential consumers, search en-
gines need to be optimized, which requires SEO and SEA. Moreover, affiliate mar-
keting, social media, and blogs are common touchpoints to get inspired and to ob-

tain further information on brands (see chapter 5.3) (cf. Chaffey 2015, p. 20f.).

After having gathered all needed information, the decision of purchasing a product
or service is made. The purchase stage follows, which covers the buying act itself
(cf. Zinkann/Mahadevan 2018, p. 160). It includes the final choice of the product,
the ordering, and payment (cf. Lemon/Verhoef 2016, p. 76). Therefore, the com-
pany’s online shop is the main touchpoint (cf. Daubner/Hining 2018, p. 94f.).

The final phase of the online customer journey is the post-purchase stage. The
main event is the usage and consumption of the purchased items, which go along
with post-purchase engagements, as WOM communication (cf. Lemon/Verhoef
2016, p. 76). Especially, sharing experiences with digital communities is gaining
popularity, which can be traced back to the social media hype. Companies need to
be aware of that, as consumer comments can go virally easily — positive as negative
ones (cf. Schuller 2015, p. 112 - 115). In addition, decisions to make repurchases
are made (cf. Lemon/Verhoef 2016, p. 76). At this point of the online journey, the
relationship between the company and the customer begins and must be strength-
ened. For example, online customer support and newsletters with individual con-
tents and recommendations are proposed touchpoints to keep the experience level
high (cf. Chaffey/Smith 2013, p. 183f.).

In order to gain a deeper understanding of the customers’ buying behavior, the ob-
tained information on online touchpoints and the different journey phases have to
be merged and visualized. In the subsequent chapter, it will be dealt with the map-

ping of the online customer journey.

5.4.2 Online customer journey mapping

Customer journey mapping helps to gain comprehensive insights into the custo-
mer’s interactions with a company (cf. Lemon/Verhoef 2016, p. 85). Such maps vis-
ualize all used customer touchpoints in the different phases of a purchase. By un-
derstanding the current customer journey, the basis for creating emotional customer

experiences is provided. Though, there is no single way of how customer journey
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maps are created (cf. Richardson 2010). When developing such ones in the online
context, web analytics data is an indispensable information source besides market
research insights (cf. Somerville 2018). Online tracking tools deliver valuable facts
of the consumers’ browsing behavior on websites (cf. Cadonau 2018, p. 42). Be-
cause of such a digital monitoring, companies obtain information on the customers’
used online touchpoints, for example, through which channels websites are ac-

cessed (e.g. search engines) (cf. Bernecker 2017).

Following, a method for the creation of online customer journey maps is stated:

1. Defining the company’s personas (for each persona a map is created).

2. Conducting market research (to understand the persona’s buying behavior
and experience requirements)

3. Defining all relevant touchpoints.

4. Adding emotional states for each touchpoint and phase (based on market
research).

5. Adding the company’s necessary actions and processes (cf. Robier 2016,
p. 103).

As stated, the touchpoint and journey analysis have to be done for all target groups

of a company. These so-called personas are described in chapter 5.4.3.

5.4.3 Personas

Personas are fictional representatives of customer groups, whose characteristics
and lifestyles are described in detail (cf. Schller 2016, p. 230). For companies, the
advantage of creating personas is that the description strengthens the employees’
identification and helps to understand their preferences in order to provide a tailored
address (cf. Kruse Brandao/Wolfram 2018, p. 360). Additionally, communication
within the team is facilitated as the persona portrayals create a common view (cf.
Robier 2016, p. 41).

42



The characteristics are summarized and visualized in persona profiles (cf. Schuller
2016, p. 231). In general, a profile includes the following elements:
e Name and photo
e Demographics and further background information (age, gender, occupation,
income, marital status, hobbies)
e Expectations and goals (expected benefits, aims, emotions and experiences)
e Buying process (customer journey with essential touchpoints)

¢ |deal solution (towards products, service, content) (cf. Schuller 2016, p. 231f.)

Moreover, so-called “webographics” (Chaffey/Smith 2013, p. 201) should be inclu-
ded when profiling online personas, which consist of favorite websites, as well as
how often and from which locations the web is accessed (cf. Chaffey/Smith 2013,
p. 201).

5.5 Conclusion

To conclude chapter 5, table 5 provides the overview of the online customer expe-
rience dimensions and determinants, which present valuable information of how to
design the touchpoint’s contents in order to influence and create emotional experi-
ences for the different fashion online customer types. It moreover visualizes the
used online touchpoints in fashion industry for the different customer groups, to en-
sure a seamless contact. Together with the fashion online shopping motives of
chapter 4.2, this table is taken as a theoretical foundation for the creation of the on-

line customer experience concept for fashion retailers in chapter 6.
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Fashion leader

Fashion follower

Online
surfer

Online
consumer

Online
prosumer

Online
buyer

Online key
customer

Online shopping
motives

Convenience, information
availability

Convenience, information
availability, selection, crowd
avoidance

Enjoyment/experience, com-
munity, information availa-
bility, selection, convenience

Convenience, selection, in-
formation availability, enjoy-
ment/experience, bargain
hunting, crowd avoidance

Convenience, selection, in-
formation availability, enjoy-
ment/experience, community,
crowd avoidance, bargain
hunting

Main online
experience
dimensions

Sensory

Sensory, affect-
tive, cognitive,
social

Sensory, affect-
tive, cognitive,
behavior related,
social

Sensory, affect-
tive, social

Sensory, affect-
tive, cognitive,
behavior related,
social

Main online
experience
influences*

Information pro-
cessing, ease of
use

Information pro-
cessing, ease of
use

Benefits and
enjoyment

Ease of use,
trust, informa-
tion processing

Trust, benefits
and enjoyment,
information pro-
cessing

Mainly used
online
touchpoints

Search engines,
social media,
affiliate

Online shops,
social media,
affiliate

Online shops,
social media,
blogs, newslet-
ter, affiliate

Online shops,
customer ser-
vice, newsletter,
affiliate, social
media, blogs

Search engines,
online shops,
social media,
blogs, newslett-
er, customer
service

Table 5: Overview of fashion online customer characteristics (based on Meier/Stormer 2008,
p. 88 - 92; Rath et al. 2015, p. 137 - 307; Brannon/Divita 2015, p. 42 - 44; Vignali/Reid 2014,
p. 145; Ha/Stoel 2012, p. 207 - 210; Boardman/McCormick 2018, p. 277 - 279; Nirmala/Dewi
2011, p. 79; Rose/Hair/Clark 2011, p. 28 - 31; Bruhn/Hadwich 2012, p. 13 - 20;
Schmitt/Mangold 2004, p. 39 - 41; Schmitt 2009, p. 703f.; Gentile/Spiller/Noci 2007, p. 398;
Mahrdt 2015, p. 11 - 16)

Referring to figure 8, the whole online customer journey is illustrated, including the

different digital touchpoints that are used in the pre-purchase, purchase and post-

purchase phase. This online customer journey map gives fashion brands a better

understanding of their online personas’ behavior, which will be needed when cre-

ating experiential purchase paths and specific touchpoint actions in chapter 6. The

whole journey makes up the current online customer experience, which is influenced

by previous experiences, and has moreover an effect on the customers’ future

experiences. These obtained insights are of highest relevance for the achievement

of the fashion companies’ online customer experience goals: Higher repurchases

and sales, customer satisfaction and retention, customer engagement, and WOM.
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Pre- Post-
Purchase Purchase Purchase
Phase Phase

Q Search engines
&+ Social media
Blogs

“s* Affiliate marketing
E2 Online shops

B4 Newsletters

2 Customer service
Figure 8: Overview of online customer experience (based on Lemon/Verhoef 2016, p. 77)

All'in all, the provided key findings of the chapter 2 (B2C fashion industry), chapter
3 (E-commerce in B2C fashion industry), chapter 4 (Online fashion consumer be-
havior) and chapter 5 (Online customer experience management) provide the
knowledge basis for the creation of online customer experiences in fashion industry.
As the approach’s implementation requires a structured process, the theoretical

foundation for the online customer experience concept is presented in chapter 6.
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6 Online customer experience concept

In order to implement customer experience management, a structured process is
needed as a basis. Though, no single valid online customer experience concept can
be found in literature (cf. Schmitt 2003, p. 23f.; Lemon/Verhoef 2016, p. 82). It is
proposed that the process of the marketing concept provides the appropriate struc-
ture (cf. Mayer-Vorfelder 2012, p. 138; Bruhn/Hadwich 2012, p. 26). But such a tradi-
tional marketing concept is primarily focused on a company’s products and how to
differentiate from competition. For an online customer experience concept, the cus-
tomers and their experiences have to be at the very center. This means, the approp-
riate concept has to focus on the total customer journey, as experiences arise from

actions before, during, and after a purchase (cf. Schmitt/Mangold 2004, p. 17 - 23).

That is the reason why two approaches are combined in this Master Thesis, as illus-
trated in figure 9. The concept is based on the proposed online marketing concept,
including situation analysis, objective definition, strategy formulation, definition of
tactics and actions, and controlling (cf. Chaffey 2015, p. 334). Digital marketing
concepts cover thereby all objectives, strategies, and actions in a digital environ-
ment (cf. Bogner 2006, p. 47). But, as this concept lacks the experiential values at
different online customer touchpoints, this process is adapted to the experience
framework developed by Schmitt (2003) and Schmitt/Mangold (2004). The adapted
concept consists of the experience surrounding analysis, defining experiential
objectives, building the experiential strategy, designing online customer
touchpoints, and controlling. This presents the appropriate framework to analyze,
design and control the customers’ experiences along the whole journey with a com-
pany (cf. Schmitt 2003, p. 25 - 30; Schmitt/Mangold 2004, p. 43f.). The five phases

are explained in the following.
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SITUATION ANALYSIS

EXPERIENCE
SURROUNDING
ANALYSIS

OBJECTIVES

DEFINING
EXPERIENTIAL
OBJECTIVES

BULIDING THE
EXPERIENTIAL
STRATEGY

e External analysis

e Target market
analysis

e Experience
benchmarking

eInternal analysis
e Company ana-
lysis

e Target group
analysis

e Touchpoint evalu-
ation

¢ SWOT catalogue

¢ Objective defini-
tion

e Experience positi-
oning

e Overall implemen-
tation theme

DESIGNING
ONLINE
CUSTOMER
TOUCHPOINTS

e Definition of online
touchpoint actions

e Action plan

e Prioritization of
actions

ONLINE
CUSTOMER
EXPERIENCE
CONTROLLING

e Continuous online
customer experi-
ence analysis

o KPI monitoring

Figure 9: Online customer experience concept (based on Chaffey 2015, p. 334; Schmitt 2003,

p. 25)

6.1 Experience surrounding analysis

The first step of the online customer experience concept is the analysis of the cus-

tomers’ experience surrounding, with the aim to get comprehensive insights into the

customers’ experience world (cf. Schmitt/Mangold 2004, p. 43). A profound know-

ledge of the market a company operates in, presents an essential basis for the de-

finition of the online customer experience objectives, strategy, and actions. Within

the scope of the experience surrounding analysis, the external and internal environ-

ment is examined (cf. Meffert/Burmann/Kirchgeorg 2015, p. 219f.), and the touch-

point evaluation is executed (cf. Bruhn/Hadwich 2012, p. 26), as explained in the

following chapters.
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6.1.1 External situation analysis

The external situation analysis includes the macro- and micro-environment of a
company, which is the basis for identifying the brand’s external opportunities and
threats (cf. Wirtz 2016, p. 220f.). Therefore, the fashion market and the company’s

main competitors are analyzed, as described in the following.

6.1.1.1 Target market analysis

The SLEPT framework is the appropriate tool for analyzing the company’s broader
target market environment — the macro-environment. The acronym SLEPT stands
for social, legal and ethical, economic, political, and technological factors. However,
not all five forces have the same influence on a business. That is why fashion com-
panies need to concentrate on those factors that are most essential for their specific
business environment (cf. Chaffey 2015, p. 128). For online customer experience,
the economic and sociocultural factors are most important to be examined, as de-

scribed in the following paragraphs (cf. Schmitt/Mangold 2004, p. 66).

Economic factors: Factors related to the economic situation of the target mar-
kets are covered, for example the fashion industry’s size
and growth rates (cf. Chaffey 2015, p. 128 - 171). Addi-
tionally, the future development of the market is essen-
tial to be examined, for instance new market entrants (cf.
Homburg 2017, p. 483f.).

Sociocultural factors: These refer to societal and cultural factors relating to the
digital environment. For example, the target markets’ ac-
ceptance and usage level of the Internet (e.g. towards
online shopping) (cf. Chaffey 2015, p. 128 - 131).

6.1.1.2 Experience benchmarking

Within the micro-environmental analysis, experience benchmarking is conducted.
This refers to the analysis of the company’s competitors, as it is vital to monitor the
experiences they provide to consumers (cf. Schmitt 2003, p. 69 - 72). Thereby, the
analysis focuses on the main opponents (cf. Wirtz 2016, p. 222). This includes how

they provide special online experiences, which is described in a qualitative way
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(cf. Schmitt 2003, p. 72). Moreover, the examination of the competitors’ digital envi-
ronment is included, for example, the used digital touchpoints and the amount of
community members (cf. Wirtz 2016, p. 222). In addition, the examination of the e-
commerce websites and their offers helps to get a full picture of the competition’s

digital experience offer (cf. Chaffey 2015, p. 341).

6.1.2 Internal situation analysis

The internal analysis aims at developing internal strengths and weaknesses, which
are the basis for the SWOT analysis (cf. Wirtz 2016, p. 221). The focus is on the
presentation of the fashion company and its performance, its target group, and the

customer touchpoint and journey analysis, as presented in the following.

6.1.2.1 Company presentation

The internal analysis covers the presentation of the company’s resources and
core competencies (cf. Wirtz 2016, p. 220f.). Moreover, the examination of the
current market share and positioning in the competitive landscape is included (cf.
Homburg 2017, p. 472). Which product and service offers (cf. Meffert/Bur-
mann/Kirchgeorg 2015, p. 220 - 222), as well as the company’s image and aware-
ness level in the target markets, are therefore part of this phase (cf. Homburg 2017,
p. 495).

6.1.2.2 Target group analysis

The definition and identification of the company’s target group is a prerequisite for
the creation of tailored customer experiences (cf. Schmitt 2003, p. 56f.). A popular
approach is the definition of personas, which are in detail described fictional repre-
sentatives of customer groups, as covered in chapter 5.4.3 (cf. Schuller 2016, p.
230).

Thereby, it is essential to identify which type of fashion online customers the fashion
company deals with. Referring to chapter 4.1.3, different online fashion customer
types exist, to which the personas can be assigned, and which require a tailored
approach. These insights will be needed when developing the experiential strategy

and touchpoint actions.
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6.1.3 Touchpoint evaluation

The analysis of the customers’ used digital touchpoints along the entire purchase
path is the basis for the creation of emotional experiences. Therefore, the compa-
ny’s operated digital touchpoints have to be identified (cf. Schmitt 2003, p. 68).
These can be owned, managed, earned, and paid touchpoints, as described in
chapter 5.3.

As a next step, the customers’ experience requirements and emotional impres-
sions at each touchpoint and journey phase have to be identified. To do so, quali-
tative market research is appropriate, such as customer interviews. The analysis’
focus should be on the digital touchpoints, customers get in contact with, as well as
the values and satisfaction levels they are currently experiencing at the different
contact points. Exploring future touchpoint demands is another major part of the
market research in order to be able to offer optimized future experiences (cf. Mayer-
Vorfelder 2012, p. 140 - 142). To structure all findings of the customer interviews, a
touchpoint evaluation has to be executed. Table 6 states the criteria, by which the
different touchpoints are to be evaluated. This table helps to summarize the experi-
ence requirements of each touchpoint, based on customer insights. It is then the
basis for the development of the experiential strategy (chapter 6.3), and the design
of touchpoint actions (chapter 6.4) (cf. Robier 2016, p. 103f.).

TOUCHPOINT

What is the name of the touchpoint?

WHAT IS THE MEDIUM?

Website, ...

EMOTIONS TO REACH

Which experience dimensions need to be addressed? What should customers experience?

EMOTIONAL EXPERIENCE

What are the customers’ thoughts, feelings and experience requirements?

MOMENT OF TRUTH

What is the main point of this touchpoint?

CUSTOMER JOURNEY

Assignment to a customer journey phase.

WORST CASE

What is the worst case regarding this touchpoint?

FIRST ACTIONS

Which actions have to be carried out in the background?

Table 6: Touchpoint evaluation criteria (based on Robier 2016, p. 104)
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To summarize and visualize the findings, the development of online customer jour-
ney maps is the next step, including the emotional states and customer require-
ments for each touchpoint (cf. Kaplan 2017). As explained in chapter 5.4.2, such
maps need to be created for all personas of the fashion company (cf. Schiuller 2015,

p. 155). This proceeding helps to develop tailored touchpoint actions (chapter 6.4).

6.1.4 SWOT catalogue

The SWOT analysis is a tool to match the opportunities and threats (resulting from
external analysis) with the internal strengths and weaknesses of the company (re-
sulting from internal analysis) (cf. Chaffey 2015, p. 196). This comparison helps to
identify objectives and restrict the scope of possible strategies. It provides insights
into the company’s competencies, which meet an environmental development, and
which present therefore a future opportunity. On the other hand, external market
developments that meet no internal resource, might turn into a future threat (cf.
Meffert/Burmann/Kirchgeorg 2015, p. 224). One possible method is the SWOT cata-
logue (cf. Mairhofer 2015, p. 39) — as presented in table 7 — which is the basis for

the formulation of online customer experience objectives.

... meets an internal strength or ... which means an ... that's why we
weakness ... opportunity or threat ... aim at ...
+ | - strength/weakness reason | + | - | opportunity/threat | first objectives
+: strength or opportunity/ -: weakness/threat 1: low/ 2: medium/ 3: strong

Table 7: SWOT catalogue (based on Mairhofer 2015, p. 39)

6.2 Defining experiential objectives

The next concept step is the formulation of experiential objectives the company aims
to achieve with online customer experience management (cf. Mayer-Vorfelder 2012,
p. 138). In general, objectives are vital orientation values for the company’s actions.
However, a SMART (specific, measurable, actionable, relevant, time-related) defi-
nition is required (cf. Chaffey 2015, p. 209f.).

Customer experience management follows the overall objective of creating positive,
emotional customer experiences at every contact point throughout the whole pur-
chase path (cf. Bruhn/Hadwich 2012, p. 26). Thereby, objectives for the different

touchpoints have to be defined, for which the market research results are required
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(cf. Schiller 2015, p. 180). Based on the in chapter 5.3 stated touchpoints, table 8
provides examples of touchpoint objectives, which could be pursued by fashion

companies.

Touchpoint

Search engines

Overall objective

Customer acquisition

Objective example

The objective is to generate 10 %
more sales through SEA and SEO
by the end of 2020 (basis: 24 %).

Social media

Customer engagement

The aim is to establish coopera-
tions with 5 social media fashion
influencers to increase customer
engagement level on Facebook

and Instagram by the end of 2019.

Blogs

Customer engagement,
retention

The goal is to create one blog post
per week to increase customer en-
gagement and value by the end of
2020.

Affiliate marketing

Sales

The aim is to generate 5 % more
leads out of affiliate marketing by
the end of 2021 (basis: 15 %).

Newsletters

Customer retention

The aim is to increase the number
of sales out of newsletters by 5 %
by the end of 2019 (basis: 18 %).

Online shops

Repurchases, sales

The goal is to achieve a yearly
online repurchase rate of 30 % by
the end of 2020 (basis: 20 %).

Customer service

Customer satisfaction

The aim is to reply to online cus-
tomer inquiries within 24 hours
(basis: 36 hours).

Table 8: Customer touchpoint objective examples (own presentation)

As a next step, the online customer experience strategy needs to be defined, which

is covered in the subsequent chapter.
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6.3 Building the experiential strategy

The next concept phase is to build the fashion company’s experiential strategy (cf.
Schmitt 2003, p. 25f.). Often, traditional value statements are too generic formu-
lations, which miss the customer focus and are difficult to implement (cf.
Schmitt/Mangold 2004, p. 80). The online customer experience strategy or also
called “experiential platform” (Schmitt 2003, p. 86), on the other hand, is created
based on the experience surrounding analysis’ insights. This allows a customer-
centric and multidimensional strategy formulation to create integrated customer ex-
periences. It moreover serves as the strategic link between the analysis and imple-
mentation phase. Thereby, it is essential that it describes the overall experiential
value the customer gets. As described in the following, strategic decisions have to
be made regarding the two strategy components Experiential Positioning and Over-
all Implementation Theme (cf. Schmitt 2003, p. 86f.).

6.3.1 Experiential positioning

The experiential positioning describes what the brand stands for from the customer’s
point of view. A tangible explanation needs to be developed, how the customer
should perceive and experience the brand (cf. Schmitt/Mangold 2004, p. 81 - 83),
which encompasses all experiential values the customers get provided with (cf.
Schmitt 2003, p. 27). A vital basis therefore is the previously conducted market re-
search, which yields insights about how the brand is experienced from its customers
(cf. Schmitt/Mangold 2004, p. 80). Only the investigation of their expectations and
sociocultural circumstances allows the elaboration of a customer-centered strategy.
For example, also the customers’ shopping motives present a vital source of infor-
mation to shape a brand’s positioning (cf. Bilgihan/Kandampully/Zhang 2016, p.
106). This experiential positioning presents then the basis for decisions regarding

the overall implementation theme (cf. Schmitt/Mangold 2004, p. 96).

6.3.2 Overall implementation theme

The overall message the brand delivers throughout all touchpoints and along the
entire customer journey is covered by the overall implementation theme. Thereby,
a clear definition of the messages’ style (how something should be said) and

content (what should be said) needs to be elaborated.
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Thereby, different strategic options exist, which need to be decided on by the
fashion company. As stated in chapter 5.2.1, the different strategic experience com-
ponents are the sensory, affective, cognitive, behavior-related and social ones (cf.
Gentile/Spiller/Noci 2007, p. 398). Which components to choose and which ones
are most suitable to create holistic customer experiences, depends on the specific
customer insights obtained from market research (cf. Schmitt 2003, p. 110).
Thereby, the combination of different experience components has to be considered.
To ensure the provision of multidimensional customer values, as many experience
dimensions as possible should be addressed and included in the positioning (cf.
Schmitt/Mangold 2004, p. 89 - 91). For example, this requires decisions regarding
the creation of sensory experiences through emotionally appealing pictures and vid-
eos, which types of affective experiences (e.g. fun, pride) should be delivered, how
to create intellectual curiosity (cognitive experience), which lifestyle should be pro-
vided (behavior-related experience), or how to create interactive, social experiences
(social dimension). When defining the brand’s communication style and content, the
seamless integration across the various touchpoints has to be kept in mind. Also,
the sequence of the communicated messages is a vital factor, especially in fashion
industry, which is highly affected by the seasonality (see chapter 2.1.2) (cf. Schmitt
2003, p. 99 - 108).

The elaborated experiential strategy is the basis for the specific design of touchpoint
measures in order to ensure integrated online customer experiences (cf.
Schmitt/Mangold 2004, p. 102).

6.4 Designing online customer touchpoints

After having defined the fashion company’s overall experience strategy, the next
step is to define the detailed structure of the experience, broken down to the different
online touchpoints. Thereby, the gained customer interview insights are included,
and it is vital to follow the previously defined experiential objectives, and the devel-
oped experiential strategy along all touchpoints, as customers expect the overall
brand experience at every contact point (cf. Schmitt 2003, p. 118 - 142). In this
phase, the specification of tactics and actions of the different customer touchpoints
is elaborated (cf. Chaffey 2015, p. 334). Therefore, the company’s digital touch-
points represent the appropriate tools (cf. Chaffey/Smith 2013, p. 43), whether these

are owned, managed, earned or paid touchpoints (see chapter 5.3).
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Moreover, the theoretical background for the design of specific touchpoint measures
was given in the previous chapters, which will be reflected shortly in the following.
Especially, table 5 can be taken as a basis of how to address the different fashion
online customer types in the most appropriate way. There, shopping motives, ex-
perience dimensions, influences, and mostly used digital touchpoints are sum-
marized.

For example, the experience dimensions (chapter 5.2.1) are vital when creating
experiential values at the touchpoints. To ensure integrated customer experiences,
the defined experiential strategy has to be followed.

Referring to the customer experience determinants, as explained in chapter 5.2.2,
they influence the online experience positively or negatively. That is the reason why
these factors are essential for the design of optimized touchpoint actions. For ex-
ample, offering customers easily accessible channels, which provide them with the
needed information and benefits, and enable a trustful shopping transaction.
Furthermore, the fashion online customers’ internal motivations (chapter 4.2), as
bargain hunting or convenience, are essential factors for the touchpoint specification
and can help to increase the satisfaction and experience level. Moreover, the
consideration of the external influencing factors (chapter 4.3) will lead to en-
hanced shopping experiences, such as the cultures’ characteristics towards digital
technologies, and integrating fashion influencers or bloggers, who have a high
impact on online fashion shoppers’ buying behavior.

Moreover, the trend of personalization (chapter 2.2.2) has an impact, as touch-
points need to address the fashion customer individually and provide them with
customized offerings.

Additionally, the success factors and limitations of fashion e-commerce, stated
in chapter 3.2, have to be taken into account, as these act as valuable experience
creators. Moreover, the increasingly important social commerce and m-com-
merce show the significance for the seamless integration in the customer journey.
This theoretical background will help fashion companies to design the touchpoints
in a way that will offer their target group convenient, personalized, and emotionally

appealing online shopping experiences in the future.
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Moreover, each tactic decision needs precisely described activities (cf.
Chaffey/Smith 2013, p. 565). Therefore, an action plan clearly defines the proceed-
ing (cf. Schiller 2015, p. 215f.), including the following actions:

e List of touchpoints that need to be optimized.

e Clear definition of how the touchpoints need to be adapted to increase custo-

mers’ experience levels.

e Possible new touchpoints which need to be implemented.

e Detailed budget allocation.

e Detailed time schedule for the actions (cf. Schiller 2015, p. 215f.).

But not all defined activities need to be implemented as fast as possible. Priorities
need to be assigned, which can be defined according to customers’ experience de-
mands (market research insights) (cf. Schiller 2015, p. 213). Further priority criteria
are the alignment with the strategy, alignment with brand values, cost requirements,
needed internal resources (employees), ease of implementation, and implementa-
tion risks. Based on the relative importance, the activities are then prioritized (cf.
Chaffey 2015, p. 218). Therefore, a pair comparison is suggested to be applied,
which covers the definition and hierarchy of the criteria first, followed by the pairwise
comparison, and the calculation of the weight of each criterion (cf. Mef-
fert/Burmann/Kirchgeorg 2015, p. 316 - 318).

6.5 Online customer experience controlling

The previously defined objectives are liable to a controlling process. Controlling is
the concept of the continuous monitoring and coordination of the efficiency and ef-

fectiveness of measures (cf. Kreutzer 2018, p. 98f.).

To ensure an integrated controlling, the closed loop of online marketing is a use-
ful instrument. As illustrated in figure 10, after having defined the marketing instru-
ments’ goals and actions, the performance measurement is the next step. Based on
these insights, further optimization measures are defined, which need to be consid-

ered for the next objective setting (cf. Kreutzer 2018, p. 98f.).
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Figure 10: Closed loop of online marketing (based on Kreutzer 2018, p. 99)

Thereby, web analysis tools facilitate the monitoring of online channels (cf. Chaffey
2015, p. 383). For example, Google Analytics tracks performances related to the
online environment (cf. Kreutzer 2018, p. 173). To assess the performance of single
digital touchpoints, various key performance indicators (KPI) are proposed (see ap-

pendix chapter 2).

In order to assess the success of the overall online customer experience, a medium-
to long-term monitoring is suggested (cf. Mayer-Vorfelder 2012, p. 149 - 151).
Though, it is not easy to identify enhancements in the total customer experience, as
it is a multidimensional construct (cf. Lemon/Verhoef 2016, p. 81). Hence, the Net
Promoter Score (NPS) is gaining importance when assessing the overall customer
experience success, as it portrays the direct link to the company’s financial perfor-
mance. Thereby, the percentage of brand promoters — customers, who are likely to
recommend the company — is subtracted from the percentage of detractors — cus-

tomers, who are not likely to recommend the brand (cf. Shaw 2007, p. 124f.).

Moreover, regular customer surveys are suggested to measure the experience
level along the entire customer journey (cf. Mayer-Vorfelder 2012, p. 149f.). Re-
ferring to the goals that are pursued within online customer experience management
(chapter 5.2.3), the combination of all measures is suitable, as customer experience
is the result of the seamless interaction of various touchpoints along the entire
journey. Therefore, relevant indicators are increased repurchases, a higher custo-
mer engagement level and WOM, and a higher customer satisfaction and retention
(cf. Thompson 2018).
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7 Company presentation of HUMANIC

7.1 Company analysis

The Austrian shoe retail brand HUMANIC belongs to LEDER & SCHUH AG, which
was founded as D.H. Pollak & Co in 1872 and whose headquarters are still located
in Graz (cf. HUMANIC 2019). With more than 100 years of shoe making and retailing
heritage, the company is with revenues of about € 374 million in 2017 one of the
largest shoe retailers in Europe (cf. LEDER & SCHUH AG 2019a). Moreover, HU-
MANIC is with 46 percent of unaided and 93 percent of aided brand awareness one
of the most known ones in Austria (cf. Statista 2017). Today, more than 2,300 people
are employed in nine countries (cf. LEDER & SCHUH AG 2019a). It is led by the
executive board members Werner Weber and Thomas Weber. The company’s
second brand is SHOE4YOU, which is positioned as the shoe retailer, where quality

shoes at reasonable prices for the whole family can be found.

Market expansion of HUMANIC

Currently, HUMANIC is present with about 150 stores in nine countries (cf. HUMA-
NIC 2019). With about 206 stores, Austria — the domestic country — is the biggest
market. Moreover, the business was expanded to the neighboring country Germany,
as well as to the CEE countries Slovakia, Romania, Croatia, Slovenia, Hungary,
Bulgaria, and the Czech Republic, which is the second largest market with about 24

shops.

HUMANIC’s product assortment

HUMANIC is the fashionable lifestyle concept and first place to go for fashionistas,
which offers products of high quality in the mid to upper price segments. The product
range includes shoes for women, men, and children, as well as bags and other non-
shoe assortments. The product portfolio is characterized by private labels, as Kate
Gray and D.H. Pollak, as well as international brands, like Tommy Hilfiger,
Vagabond, and Nike. Designer brands, as Karl Lagerfeld or Michael Kors, bring an

exclusive touch to the retailer.
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HUMANIC’s digital presence

In 2009, the HUMANIC online shop was introduced in Austria and Germany. Since
then, the shopping possibility of HUMANIC’s whole product range around the clock
is offered. Since 2017, the online shop is also available in the Czech Republic and
Slovakia, due to an increased market demand (cf. Fechter 23.03.2018). HUMANIC’s

currently operated digital touchpoints are presented in more detail in chapter 7.3.

Customer loyalty program “yourHUMANIC Club”

In mid of 2017, HUMANIC launched its first customer loyalty program in its home
market Austria — the “yourHUMANIC Club”, which already counts round 590,000
members (March 2019). The aim is to gain knowledge about its customers in order
to provide them with customized offers in future. By 2023, the club is planned to be
expanded to Czech Republic (cf. Krainer 29.03.2019).

7.2 Target group

HUMANIC'’s target group was analyzed by a market research agency in the middle
of 2018, where three online personas were developed. Based on this evaluation and
the homogeneity of both markets, the personas quality mainstream shopper, fashion
shopper, and need shopper are valid for Austria and Czech Republic, which are

explained in the following paragraphs and illustrated in figure 11.

The quality mainstream shopper Andrea is female, aged between 30 and 49, and
lives with her family near the city. Her style is casual, but modern and she likes to
inform herself about latest trends, for example on websites, Facebook, and through
WOM. Due to her busy daily routine, she places great emphasis on time efficiency.
An easy and convenient shopping process without any errors, a structured product

selection and a clear product description is therefore a prerequisite.

The fashion shopper Anna is female, aged between 18 and 39, and is working and
living in the city. She likes to attract attention with her up-to-date style and shares
her way of living with the social media community. Fashion inspiration is gathered
with passion, for example on Facebook, Instagram, and blogs. She places great
importance on interacting with fashion brands, as blogging for them, which is an ex-

citing and valuable experience for her.
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Daniel, the male need shopper, is between 25 and 49 and is living near a city. He
favors a convenient, casual styling and doesn’t like to go shopping — only if there is
areal need. If so, he doesn’tinvest a lot of time for obtaining information, he attaches
value on good quality, reasonable prices, a clear product presentation, and a fast

and easy ordering process.
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Figure 11: HUMANIC personas (own presentation)

The Google Analytics analysis demonstrates that the Austrian and Czech online
customers are mainly female (about 75 percent), which is also represented by the
two female personas. The majority is aged between 25 and 34 years. Interestingly,
only 30 percent are returning visitors, which is a first indicator of a low satisfaction
and experience level HUMANIC is currently delivering. Differences between the
Austrian and Czech online customers are recognized regarding the device usage.
Austrians follow the “mobile-first” trend, as about 65 percent visit the online shop via
smartphone. Though, purchases are still conducted primary via desktop computers.
In the Czech Republic, the majority (53 percent) uses desktop computers to visit the
online shop and to make purchases. However, the share of mobile accesses is also
experiencing considerable growth, which shows the importance of maintaining the
HUMANIC online shop’s desktop version and mobile responsiveness. Analyzing the
online customers’ navigational path, the majority accesses the website via Google,
followed by the HUMANIC newsletter, direct access, and social media (more than
80 percent Facebook, 10 percent Instagram). In Czech Republic, lots of visitors

moreover come from the local search engines Glami (www.glami.cz) — a fashion

search engine — and Seznam (www.seznam.cz).
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7.3 Online touchpoints

This chapter provides an overview of HUMANIC’s currently operated owned, mana-

ged, paid, and earned online touchpoints in Austria and Czech Repubilic.

Online shop

The online shop (www.humanic.net) is one of the most important digital touchpoints,

as it is HUMANIC’s owned one. Introduced in 2009 in Austria, it has a current share
of 2 percent of total HUMANIC revenues (about € 3 million in 2018). In autumn 2017,
the online shop was expanded to Czech Republic. In January 2019, the online shop
was relaunched, which has now a greater ease of use due to its responsive design.
Only 14.4 percent made a repurchase online within a year. With an average conver-
sion rate of 0.8 percent (year 2018), HUMANIC is still behind its aim of 2 percent.
These facts indicate a lower satisfaction with the currently offered online experience.
Special offered services are click-and-collect, free shipping and return-shipping
within 14 days, and a fast delivery within 2 to 3 working days. As HUMANIC is an
initially stationary shoe retailer, the online shop acts moreover as an essential

source of inspiration for its customers.

Social Media

HUMANIC is present at the social media channels Facebook (314,900 followers),
Instagram (35,000 followers), YouTube (1,926 subscribers) and Pinterest (1,267
followers) (figures as of February 2019).

At HUMANIC’s country-specific Facebook (https://www.facebook.com/Humanic)

and international Instagram account (https://www.instagram.com/humanicshoes/),

the focus is on providing cross-channel contents about latest fashion trends, pro-
ducts, and sales promotions. Thereby, the visual content for these managed touch-

points is created in close cooperation with a social media agency.

Newsletter

The HUMANIC newsletter is a valuable pre- and post-purchase owned touchpoint,
which aims at acquiring new customers and retaining existing ones. As of February
2019, about 440,900 Austrian and 160,700 Czech subscribers are provided with in-
formation about the collection and bargains, whereas the majority (about 78 percent)
is female. The opening rate is 21.1 percent with a clickthrough rate of 2.2 percent.

However, the subscribers are more and more using mobile devices (12.1 percent
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opening rate). In 2018, the generated revenue per sent newsletter amounted on
average € 2,500 with a conversion rate of 0.5 percent.

Although HUMANIC personas were developed, they are not yet provided with tai-
lored newsletters. At the moment, the segmentation is done according to the gender.

To women, the newsletter is sent out twice a week, to men, about twice a month.

Customer service

HUMANIC'’s customer service is reachable from Monday to Friday, from 9 a.m.to 5
p.m. For Austrian customers, customer support is based in the headquarters in
Graz. Czech inquiries are managed in a local service center. It can be contacted by
telephone, email, and social media (Facebook, Instagram). On average, customer
support receives 24 inquiries via telephone and 40 via email per day. To manage

the inquiries to the customer’s satisfaction, these are handled within 24 hours.

SEO/SEA

The shoe retailer places great importance on HUMANIC’s visibility on search en-
gines. Therefore, SEO (earned touchpoint) is conducted at Google, Yahoo, and in
Czech Republic also at Seznam and Glami. Moreover, a SEO optimized online shop
structure and contents are integrated, with the aim to achieve a greater visibility.
SEA activities (paid touchpoint) include paid advertisements, which are primarily

focused on Google.

Affiliate marketing
HUMANIC is also carrying out affiliate marketing activities, which is an important
paid digital touchpoint. The brand is cooperating with the affiliate partner “Affilinet”,

which aims at an increased visibility and traffic for the online shop.

HUMANIC does not run a blog, which is discussed as an important digital touch-

point for fashion retailers in chapter 5.3.
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8 Primary market research

In order to be able to develop an online customer experience concept for HUMANIC
in the target markets Austria and Czech Republic, primary market research was
conducted. Before the primary market research, however, the secondary research

was carried out (see chapter 9.1.1).

Primary market research is used, if no secondary data is available for a specific re-
search problem (cf. Mooi/Sarstedt/Mooi-Reci 2018, p. 62). Generally, primary mar-
ket research is conducted according to the following process, covering the definition
of the research problem and objectives, method, sample, survey instrument, field
work, data analysis and interpretation, and presentation of findings (cf. Oberzaucher
2017, p. 10-12).

8.1 Research design

The research design gives insights into the research’s objectives, chosen method,
sample, and survey instrument, as illustrated in table 9. The detailed description is

presented in the appendix chapter 3.

RESEARCH DESIGN

Objectives How to create emotional online customer experiences for the
HUMANIC personas through the different online touchpoints and

the entire online customer journey?

Pre-purchase phase sub-goals

¢ Which online touchpoints are used as information and inspiration
sources?

e What are the persona-specific requirements for each of these

touchpoints to create emotional experiences?

Purchase phase sub-goals
e What are the experience requirements related to the online shop

and the purchase act itself?
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Post-purchase phase sub-goals

¢ What are the expectations regarding customer service? Which way
is the most convenient to contact customer support?

o Are customers likely to write product reviews and share their ex-

periences with others?

Method

Qualitative market research through customer interviews

Sample

Based on the HUMANIC personas:

¢ Mainstream quality shopper Andrea/female/30 - 49
e Fashion shopper Anna/female/18 - 49
¢ Need shopper Daniel/male/25 - 49

interviews per persona/per country).

Survey instrument | Semi-structured interview guideline

Table 9: Overview of the research design (own presentation)

8.2 Field work and analysis

The field work was carried out in March 2019. Thereby, face-to-face interviews
were conducted with the Austrian participants. The interviews with the Czech custo-
mers were carried out via Skype and WhatsApp. Afterwards, the transcription of all
recorded interviews was carried out. Thereby, a word-for-word transcription, without

dialect and other vocalizations (Ah, Mhm, ...) was followed.

MAXQDA was used for the analysis of the interviews. Thereby, the approach of
Kuckartz was followed, which includes the creation of the coding system, the coding
of the interviews, the analysis of the categories, as well as deriving of findings. The
final code system was developed during the coding process of all interviews, which
exists of main codes and sub-codes. Thereby, attention had to be paid to not crea-
ting too broad or too narrow categories, which have a high degree of selectivity, and

are in connection to the interview guideline (cf. Kuckartz et al. 2008, p. 36 - 57).

The findings of the primary research are directly integrated in the online customer
experience concept for HUMANIC, which follows in chapter 9. This allows the cre-
ation of a concept that reflects and includes the customers’ specific experience re-

quirements, obtained from the customer interviews.

64

A total of 18 interviews should be conducted (equal allocation: 3




9 Online customer experience concept for HUMANIC

In this chapter, the online customer experience concept for HUMANIC is elaborated,
which follows the structure as presented in the theoretical part (see chapter 6). The
basis for the creation of this concept are the primary market research findings, which
provide necessary insights about the experience requirements of HUMANIC online
customers. In the following chapters, the experience surrounding analysis is carried
out, which is followed by the elaboration of experiential objectives, the selection of
the experiential strategy, the specific design of online touchpoint measures, and the

controlling — tailored to HUMANIC’s specific requirements.

9.1 Experience surrounding analysis

The secondary market research was conducted before the primary market research,
as its aim is to gain insights about the experience surrounding the company is oper-
ating in, which was a needed information source for the primary survey. As defined
in chapter 6.1, the external and internal situation analysis, the touchpoint evaluation,
and the SWOT catalogue are presented in this chapter. However, the internal anal-

ysis is conducted in chapter 7.

9.1.1 External situation analysis

The external situation analysis covers the fashion market’s economic and sociocul-

tural factors, which present a vital information base.

9.1.1.1 Target market analysis

Economic factors

The European fashion market, including apparel and footwear, presents the most
essential segment within Europe’s non-food retailing, with generated revenues of
about 495 Billion Euros in 2018 (cf. Statista 2019a; Statista 2019b) and an annual
growth rate forecast of about 2 to 3 percent (cf. The Business of Fashion and McKin-
sey & Company 2018, p. 98).

The European fashion e-commerce sector is experiencing a yearly growth of
about 7.9 percent and about 93 Billion Euros revenues in 2018, which highlights its
importance for fashion retailers. Thereby, the biggest segment is apparel, followed
by shoes (cf. Statista 2019c).
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Focusing on the Austrian fashion e-commerce market, revenues of about 2,180
Million Euros were generated in 2018. It is expected to grow by 7.8 percent per year
(cf. Statista 2019d). Looking at the whole e-commerce market in Austria, fashion
has the biggest revenue share (30 percent) (cf. Statista 2019e). Within the Austrian
fashion e-commerce, the segment footwear achieved revenues of 397 Million Euros
in 2018. This presents the fact, that already about 18 percent of the entire footwear
revenue is generated online — expected to reach 24 percent in 2023 (cf. Statista
2019h; Statista 2019i).

The Czech fashion e-commerce market is growing by 7.6 percent per year, with
generated revenues of 720 Million Euros in 2018 (cf. Statista 2019f), which is also
the most important segment within the Czech e-commerce market (32 percent) (cf.
Statista 2019g). Even about 20 percent of the entire footwear revenues (935 Million
Euros) are generated online (194 Million Euros) nowadays — expected to increase
to 253 Million Euros in 2023 (cf. Statista 2019j; Statista 2019k).

Though, the future European fashion industry is expected to stay a highly compe-
titive playing field, dominated by digitalization (cf. The Business of Fashion and
McKinsey & Company 2018, p. 11). Generally, online pure players as Zalando will
remain the dominating market participants (cf. The Business of Fashion and McKin-
sey & Company 2017, p. 46 - 47). In Austria, apparel retailers increasingly expand
their online footwear offer and are gaining market dominance, as Universal or Esprit
(cf. Statista 2018e). With Zalando’s online shop launch in the Czech Republic in mid
2018, competition will also become increasingly fierce in this market (cf. Euromoni-

tor International 2019).

Sociocultural factors
The sociocultural analysis covers the online shopping behavior of the Austrian and

Czech target markets.

The analysis of the target markets’ Internet penetration rate of 2018 points out that
already about 88 percent of the Austrian population and 87 percent of the Czech
population use the Internet, which correlate with the EU average of 87 percent (cf.
Eurostat 2018, p. 2). Another important development is observed regarding the mo-

bile Internet usage, which is popular among Austrians (72 percent in 2017; EU
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average: 63 percent). On the contrary, only 55 percent of Czechs use mobile Inter-
net (cf. KMU Forschung Austria 2018, p. 48).

Referring to the online shopping behavior, 60 percent of the Austrians and 59 per-
cent of the Czechs purchase online and can be therefore called as online shoppers
(cf. Eurostat 2018, p. 2). In both markets, online shopping of fashion is mostly com-
mon among people in the age of 25 and 34 (Austria 24.9 percent; Czechia 25 per-
cent) (cf. Statista 2018f; Statista 2018g).

9.1.1.2 Experience benchmarking

The experience benchmarking covers the analysis of HUMANIC’s main online com-
petitors in its target markets, as described in chapter 6.1.1.2. For the Austrian
market, the market leader Deichmann and the footwear retailer Gortz are the most
important competitors to be analyzed. For the Czech Republic, Bat'a is the main
one. For both markets, the online pure player Zalando is one of the most important

benchmarks. The detailed benchmarking is presented in table A-6.

In conclusion, the executed benchmarking presents that HUMANIC’s main compe-
titors place great importance on the following experience generating factors, which
is a vital background information for the primary market research and the develop-
ment of the concept:

e Exclusive cooperations with influencers and other brands.

e Inspirational contents on social media, newsletter, and at the online shop
(pictures and videos of latest fashion trends, stylings)

e Blogs or blog-like contents on the online shop that provide fashion inspiration.

e User-generated contents on social media (customer integration).

e Great focus on providing special offers and vouchers.

e Personalization (individual product recommendations of Zalando).

e Online shop features that ease the shopping process and make it more en-
joyable (clear structure, multisensory product presentation such as a 360-
degree rotation feature and various perspectives, product ratings of custo-
mers that facilitate the purchase decision, wish lists, fast and easy regis-

tration/log-in possibility, various payment options, fast delivery).
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9.1.2 Online touchpoint evaluation

As presented in chapter 5.3, several managed, owned, paid, and earned digital
touchpoints exist, with which HUMANIC online customers can get in contact with
along their purchase journey. As presented in chapter 6.1.3, these touchpoints have
to be evaluated regarding the customers’ desires and experience requirements.
Therefore, the conducted customer interviews (primary research) are the basis as

they give insights into how to create holistic customer experiences.

As stated, a touchpoint evaluation has to be executed, which follows the in table 6
demonstrated structure. This helps to summarize the essential experience re-
quirements for the different touchpoints. To point out the specific requirements of
the different HUMANIC personas of both countries, the third column highlights the
persona- and country-specific address.

9.1.2.1 Search engine experience evaluation

At the pre-purchase touchpoint search engines, all Austrian and Czech interview
partners seem to place importance on the high ranking of HUMANIC's online shop,
in order to find it easily and get redirected to the desired landing page. It was
moreover mentioned that Google shopping would contribute to an enhanced
shopping experience, where pictures and prices of shoes can be easily checked.
These findings indicate that the in theory presented experience factor “ease of use”
is a vital for HUMANIC customers. Table 10 summarizes the main findings of pri-

mary research regarding search engines.

Persona-/ country-
specific address
WHAT IS THE e Google — All
MEDIUM? e Seznam, Glami — Czech customers
EMOTIONS TO |e Ease of use — All
REACH
EMOTIONAL ¢ High ranking — All
EXPERIENCE e Easily accessible online shop — All
e Easy price comparisons through Google Shopping |— Fashion shopper
MOMENT OF The HUMANIC link is among the first search engine
TRUTH results, which leads to the expected landing page.
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CUSTOMER
JOURNEY

Pre-purchase phase

WORST CASE

The HUMANIC online shop cannot be found among
the first results and cannot be accessed easily.

FIRST ACTIONS

¢ Intensified SEO and SEA activities
e Google shopping campaigns

— All
— Fashion shopper

Table 10: Touchpoint evaluation search engines (own presentation)

9.1.2.2 Social media experience evaluation

HUMANIC'’s social media channels appear to be a vital inspirational touchpoint for
the online customers. The findings indicate that special emphasis is placed on the
sensory and cognitive experience, as discussed in theory (chapter 5.2.1). A sensory
appealing experience seems to be created by providing styling and outfit inspira-
tions, and latest fashion trends for different occasions and seasons on Instagram,
Facebook, and Pinterest. Additionally, the ease of use seems to play an important
role, which was discussed as an important experience influencing factor (chapter
5.2.2). For instance, the direct link to the HUMANIC online shop facilitates the shop-
ping act, as highlighted by the following citation.

“I can just swipe up and | can immediately buy it, which is cool.” (Czech

fashion shopper 6, male, 21)

Moreover, receiving information about special offers and vouchers on social me-
dia seems to be highly valued, as it acts as a buying decision facilitation, as shown

by the following citation.

“If such a 20 percent voucher appears, | am persuaded immediately. Dis-

count hunter — totally bad.” (Austrian fashion shopper 1, female, 32)’

Moreover, enjoyable experiences seem to be provided with blogger cooperations
for fashion shoppers, for example the Austrian bloggers Daria Daria or Whoismocca,
and receiving special bargains via them. And, it appears that taking over the HU-
MANIC social media accounts would be exciting and would enhance the interaction
and relationship with HUMANIC. Table 11 presents all obtained experience require-

ments towards HUMANIC'’s social media channels.

" Translated by the author — the original citation is stated in appendix chapter 6
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Persona-/ country-
specific address

WHAT IS THE e Facebook — All
MEDIUM? e Instagram and Pinterest — Quality mainstream
shopper/Fashion
shopper
e YouTube — Fashion shopper
e Tumblr — Czech customers
EMOTIONS TO |e Sensory experience
REACH  Cognitive experience
o Affective experience — All
e Ease of use
¢ Benefits and enjoyment
EMOTIONAL ¢ Inspirational and sensory appealing contents — All
EXPERIENCE (styling and outfit inspirations, latest fashion trends
matching to the season)
¢ Direct link from social media channels to the online |— All
shop to facilitate the shopping process.
¢ Information about special offers and vouchers. — All
e Blogger cooperations and interaction with — Fashion shopper
HUMANIC (take over of the social media channels
by customers).
¢ Visual presentation (pictures, videos) to catch the |— All
customers’ attention.
MOMENT OF Emotionally appealing inspirational contents (photos,
TRUTH videos) and special offers that catch the consumer’s
attention.
CUSTOMER Pre-purchase, post-purchase phase
JOURNEY
WORST CASE The content does not catch the attention and does
not provide emotionally and visually appealing inspi-
ration. The direct link to the online shop is not given
so that an easy purchase would be possible.
FIRST ACTIONS |e Set up of inspirational contents. — All
¢ Provide information about special offers. — All
e Ensure the direct link to the online shop. — All

e Set up blogger cooperations and customer
integration.

— Fashion shopper

Table 11: Touchpoint evaluation social media (own presentation)

70




9.1.2.3 Blog experience evaluation

Only the fashion shopper persona seems to gain inspiration from fashion blogs. The

interview findings indicate that a HUMANIC blog would be exciting and valued,

which should cover fashion and lifestyle topics. The focus should be on sensory

(photos, videos) and cognitive (information about trends, exclusive background

information that connects customers with HUMANIC) experience contents. More-

over, blogger cooperations and the integration of customers seem to be enjoyable,

as fashion shoppers seek the interaction with brands and are highly influenced by

reference groups, as summarized in table 12.

Persona-/ country-
specific address

WHAT IS THE e HUMANIC blog — Especially fashion
MEDIUM? shopper
EMOTIONS TO |e Sensory experience
REACH o Cognitive experience :
. . — Fashion shopper
¢ Affective experience
¢ Benefits and enjoyment
EMOTIONAL e Inspiration about fashion and lifestyle topics (latest
EXPERIENCE fashion and footwear trends, styling suggestions).
e Sensory experience through visually appealing
photos and videos that deliver emotions.
o Cogpltlve experience throqgh information gbout _s Fashion shopper
fashion trends, styling advices, and exclusive
background information (e.g. behind the scenes at
photo shootings).
e Cooperations with bloggers and customer take
overs as enjoyment factors.
MOMENT OF Inspirational contents that are visually appealing and
TRUTH provide an added value.
CUSTOMER Pre-purchase, post-purchase phase
JOURNEY
WORST CASE The blog does not provide customers with exclusive

and informative contents. The pictures do not deliver
emotions and provide an enjoyable inspiration.

FIRST ACTIONS

e Set up a blog, or
¢ integration of a blog section into the online shop.

— Fashion shopper

— Fashion shopper/
mainstream quality
shopper

Table 12: Touchpoint evaluation blogs (own presentation)
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9.1.2.4 Newsletter experience evaluation

The newsletter findings indicate that sensory and affective factors (pictures that
provide emotions) are emphasized by customers. Additionally, enjoyment factors
(such as receiving styling inspirations), receiving benefits (special offers, vouchers,
other bargains), and the ease of use (direct link to the online shop so that the
products can be purchased fast and easily) seem to be critical experience creating
factors regarding the HUMANIC newsletter. The findings moreover indicate that
personalized newsletters are a big issue, for example providing persona-specific
contents. Moreover, receiving exclusive insights through the newsletter appear to

be a crucial experience factor, as the following citation shows.
“When | have the feeling, through the newsletter | am an exclusive custo-
mer and get an inside information, or a secret event that only newsletter

customers get.” (Austrian fashion shopper 1, female, 32)?

Table 13 summarizes the main experience requirements towards the HUMANIC

newsletter.
Persona-/ country-
specific address
WHAT IS THE e HUMANIC newsletter — All
MEDIUM?

EMOTIONS TO |« Sensory experience

REACH o Affective experience
— All

e Ease of use

¢ Benefits and enjoyment
EMOTIONAL e Personalized contents (persona-specific contents). [— All
EXPERIENCE e Receiving inspirational and visually appealing — Fashion shopper/

contents (latest fashion trends, styling suggestions).| mainstream quality
shopper

¢ Visually appealing pictures instead of lots of texts. |— All
¢ Direct link from the newsletter to the online shop to |— All
facilitate the shopping process.
¢ Be the first, who receive information about special |— Al
offers and bargains.

¢ Receiving exclusive insights via the newsletter — Fashion shopper
(behind the scenes at photo shootings).
e The subject line gives already a hint, what the — Need shopper

subscriber can expect.

2 Translated by the author — the original citation is stated in appendix chapter 6
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e Receiving the newsletter weekly.
¢ Receiving the newsletter once in a month.

— Austrian customers
— Czech customers

MOMENT OF The attention catching subject line makes subscribers

TRUTH open the newsletter, where persona-specific contents
with special offers and inspiration is provided and
which makes the customer to visit the online shop.

CUSTOMER Pre-purchase, post-purchase phase

JOURNEY

WORST CASE The subject line does not catch attention and the

content is not personalized. The contents neither
catch the emotions, nor they provide inspiration and
enjoyment. The newsletter is sent daily or several
times a week, which leads to an information overload
and a negative experience with HUMANIC.

FIRST ACTIONS

¢ Providing persona-specific newsletters
e Focus on visual inspiration and bargains
e Adapting newsletter frequency

— All
— All
— All

Table 13: Touchpoint evaluation newsletter (own presentation)

9.1.2.5 Online shop experience evaluation

The findings indicate that HUMANIC online customers are highly utilitarian driven,

as the ease of use of the online shop is a key factor and a crucial prerequisite for

the further shopping process. A clear structure, easy navigation (also on mobile de-

vices), and a wish list seem to facilitate the shopping and contribute to a more en-

joyable experience. Moreover, when asking how their ideal purchase process looks

like, the answer was that it is easy, quick, and lots of available payment options, as

illustrated in figure 12.

PURCHASE
PROCESS

Figure 12: Ideal experiential purchase process (own presentation)

guest-log in
easy, convenient
quick

credit card payment
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Moreover, it appears that the sensory experience is a vital factor for the online shop,
as inspirational contents and a multisensory product presentation are desired,
which enhance the consumers’ imagination. Additionally, the influence of reference
groups (chapter 4.3) seems to play a vital role, as product ratings from customers

are seen as a purchase decision facilitation, as the following citation shows.

“l always read the reviews and if there are mainly negative ones, | don't

order that.” (Austrian mainstream quality shopper 1, female, 33)3

Although product ratings are seen as very helpful, it seems that it has to be the easi-
est way in order to rate the experience with HUMANIC, like receiving an email,
where just a view clicks have to be done — as the following citation reflects very well.
Moreover, table 14 provides an overview of the customers’ experience requirements
towards the HUMANIC online shop.

“One click is fine. All other things are really too cumbersome for me.”

(Austrian need shopper 1, male, 38)*

Persona-/ country-
specific address
WHAT IS THE ¢ HUMANIC online shop — All
MEDIUM?
EMOTIONS TO |e Ease of use
REACH e Sensory experience
e Cognitive experience — All
¢ Affective experience
¢ Social experience
EMOTIONAL e Ease of use of the online shop is the key (clear — All
EXPERIENCE structure, navigation, filters).
e The mobile responsive online shop facilitates the — All
shopping process.
e Inspirational contents (styling inspirations, latest — All
fashion trends)
Product presentation
¢ Multisensory product presentation (various per- — All
spectives of products, a photo where the shoe is
worn on the foot to enhance imagination, the 360-

% Translated by the author — the original citation is stated in appendix chapter 6
4 Translated by the author — the original citation is stated in appendix chapter 6
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degree rotation feature raises concerns regarding
long loading times).

¢ Product reviews/ratings form other customers as a
purchase decision facilitation.

¢ A wish list simplifies the entire shopping process.

Ideal purchase process

e Fast, convenient, not filling in lots of information
¢ Guest log-in

¢ Social media log-in

e Payment on account

o Fast delivery within 3 working days.

— All

— Fashion shopper/
mainstream quality
shopper

— All

— Czechs

— Fashion shopper
— Austrians

— All

MOMENT OF
TRUTH

The online shop’s navigation is easy and convenient,
inspiration is gathered, and the products are pre-
sented in a multisensory way. The check-out process
is fast, and various payment options are offered.

CUSTOMER
JOURNEY

Pre-purchase, Purchase, post-purchase phase

WORST CASE

The customer does not order as the online shop can-
not be navigated through easily. Neither fashion in-
spiration is not provided, nor are the products pre-
sented in a multisensory way. The favorite products
cannot be stored in a wish list and customer ratings
are missing, which facilitate the purchase decision.
The check-out process is tedious and cumbersome,
and the preferred payment methods are not offered.

FIRST ACTIONS

¢ Maintenance of the online shop (ease of use)

e Multisensory product presentation

¢ Adding product ratings

¢ Improving and simplifying the check-out process
e Setting up more inspirational contents

¢ Integration of a wish list

— All

— All

— All

— All

— Fashion shopper/
mainstream quality
shopper

— Fashion shopper/
mainstream quality
shopper

Table 14: Touchpoint evaluation online shop (own presentation)

9.1.2.6 Customer service

If the participants had to contact the HUMANIC customer support, a competent,

friendly and fast handling seems to be expected, the best within 24 hours. Especi-

ally, a convenient accessibility via email, a contact form, and telephone was menti-

oned, without a call-waiting queue.
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The findings moreover indicate that Austrian fashion shoppers experience a live

chat function as an exciting and helpful tool, which is expected to be faster and

more personal, as supported by the following citation and presented in table 15.

“You really feel like you’re chatting with a friend.” (Austrian fashion shop-

per 3, female, 24)°

Persona-/ country-
specific address

WHAT IS THE Customer service contact via telephone, email, social |— All
MEDIUM? media
EMOTIONS TO |e Ease of use — All
REACH e Affective experience — All
EMOTIONAL e Convenient and fast reachable through email, — All
EXPERIENCE telephone, contact from.

e Competent and friendly handling of inquiries within |— All

24 hours.

¢ Exciting and fast contact via live chat — Fashion shopper
MOMENT OF Customer service is easy to reach and handles cus-
TRUTH tomer enquiries in a competent way within 24 hours.
CUSTOMER Post-purchase phase
JOURNEY
WORST CASE Customer service cannot be reached, and the con-

sumer has to cope with a call-waiting queue. The
convenient contact via live chat is not available.
Inquiries are not solved within 24 hours.

FIRST ACTIONS

e Integration of a live chat function
¢ Ensuring the inquiry handling within 24 hours
e Customer service training

— Fashion shopper
— All
— All

Table 15: Touchpoint evaluation customer service (own presentation)

5 Translated by the author — the original citation is stated in appendix chapter 6
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9.1.2.7 Key findings of the touchpoint evaluation

In conclusion, the touchpoint evaluation indicates that the most important factors by
which experiences can be created (based on theory chapter 5.2), are:
e Ease of use (direct link to online shop from other touchpoints, easy and con-
venient online shop structure and purchase process)
e Sensory factors (inspiration is provided through visually appealing pictures
and videos)
o Affective factors (emotional inspirations)
e Benefits and enjoyment (receiving bargains and exclusive, inspiring infor-
mation)

e Cognitive factors (learning about latest fashion trends, styling suggestions)

The findings moreover imply the importance of a persona-specific address in the
pre-purchase phase, due to the different touchpoint requirements. This fact is under-
lined by the presented document portrait (figure 13), which gives an indication of the
assigned value to each phase. The example of the mainstream quality shopper
shows that the pre-purchase and purchase phases seem to be the emphasized
ones. The fashion shopper’s focus appears to be on the inspirational phase and the
pre-purchase phase with HUMANIC, and this need shopper example seems to
attach special emphasis to the purchase act. To visualize all findings and to provide
an overview of the persona’s experience requirements, online customer journey

maps for the three persona groups are presented in the appendix chapter 7.

Mainstream quality shopper Fashion shopper Need shopper

00000
® ®
ecee

H

°

e

. Online shopping motives
‘ Purchase phase
. Post-purchase phase . Great online shopping experiences in the past

Figure 13: Document portrait of HUMANIC personas (own presentation)
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All in all, the Austrian and Czech online customers seem to have similar require-
ments, as country-specific differences were only found in some cases. This indi-
cates that HUMANIC has to deal with quite homogeneous online markets. In addi-
tion, “ease of use” appears to be of the most essential factors for an increased ex-
perience, which indicates that HUMANIC online customers are highly driven by

utilitarian values and motives.

9.1.3 SWOT catalogue

The SWOT catalogue (table 16) deals with external developments, derived from the
previously conducted external target market analysis and primary research. Fur-
thermore, these developments are matched with the company’s internal strengths
or weaknesses, which is followed by the identification of opportunities and threats,
and first objectives. This is the basis for the creation of the experiential objectives
for HUMANIC. The criteria evaluation is based on table A-7.
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Growing fashion and foot-
wear e-commerce market in
Austria and Czechia.

... meets an internal strength or

.. which means an opportunity

... that's why we aim at ...

weakness ... or threat ...
strength/weakness reason - opportunity/threat first objectives
Online shop Lack of visitor capacities, 1 |Decrease of online gen- |Further investments in
capacity despite the online shop erated revenues. online shop technology

relaunch in January 2019.

and capacities.

Growing international com-
petition through online pure
players, and fashion re-
tailers.

Market share

Low market share and
awareness in Czechia and
a decreasing market share
in Austria.

2 |Further loss of market
share.

Investments in building up
brand awareness.

Growing mobile commerce
in Austria and Czech Re-
public.

Responsive online
shop

Relaunch of the online
shop including a responsive
design in January 2019.

Increasing sales due to a
more convenient mobile
interface.

Further investments in the
website design.

Utilitarian and ease of use
driven online customers,
according to primary re-
search.

Conversion rate

Low conversion rate due to
the online shop’s low ease
of use. High error incidence
due to lacking technical
capacities and personnel
bottlenecks.

3 |Decreasing conversion
rate.

Continuous investments in
the online shop’s interface
and internal processes.

Requirement of a persona-
lized/persona-specific ad-
dress, based on primary
research.

Newsletter tem-
plate

Missing technical resources
to provide persona-custo-
mized newsletters and
recommendations.

2 |Loss of competitiveness.

Finding an external part-
ner for the technical im-
plementation.

Influence of reference
groups based on primary
market research.

Product ratings
and blogger co-
operations

Non-existence of product
ratings at the online shop
that would facilitate the
purchase decision.

2 |Decrease of conversion
rate and customer base.

Implementation of product
rating feature and setting
up more blogger coop-
erations.
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Lack of resources for set-
ting up more blogger co-
operations.

Importance of sensory and
affective experience factors
at pre-purchase touch-
points, based on primary
research.

Inspirational con-
tents

Lack of resources for in-
creased inspirational con-
tents that address the
customers’ emotions.

Loss of customers due to
missing inspirational con-
tents.

Investments in increased

photo shootings, inspira-

tion contents, cooperation
with agencies, and user-

generated-contents.

Social commerce demand
from fashion shoppers, ac-
cording to primary market

research.

Social commerce
resources and
know-how

Missing technical resources
and know-how for providing
social commerce, though
the direct link to the online
shop is already provided at
social media and in news-
letters.

Lack of competitiveness
and decreasing conver-
sion rate.

Finding an external part-
ner for the implementation
of social commerce tech-
nology.

Intensified customer service
requirements, according to
primary market research.

Customer service
personnel and
technical re-
sources

High degree of employee
utilization and missing re-
sources for a live chat func-
tion or chatbot.

Decreasing customer
satisfaction level.

Implementation of a live
chat feature.

+: strength or opportunity/ -: weakness or threat
3/2/1: Criteria evaluation based on table A-7

Table 16: SWOT catalogue for HUMANIC (own presentation)
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9.2 Defining experiential objectives

Within this master thesis, the following company objectives have been defined:
e The aim of LEDER & SCHUH AG is to achieve an online share of 8 % of total
HUMANIC sales in Austria and the Czech Republic by the end of 2022.
e The aim of LEDER & SCHUH AG is to achieve a yearly online repurchase
rate of 17.5 % in Austria and the Czech Republic by the end of 2020 (basis:
14.5 % in 2018).

Generally, this online customer experience concept follows the overall objective of
creating positive, emotional and holistic customer experiences at every contact point
throughout the entire purchase journey. In order to achieve HUMANIC’s set aims,
the following experiential sub-objectives are defined, which are based on the SWOT

catalogue (table 16).

Experiential objective 1: Implementing a persona-specific inspirational experience

at the pre-purchase touchpoints by the end of 2022.

Experiential objective 2: Continuous maintenance of the HUMANIC online shop to

increase the ease of use by the end of 2022.

Experiential objective 3: Increasing the customer service experience by the imple-

mentation of a live chat function in the online shop by the
end of 2022.

9.3 Building the experiential strategy

The next step in the concept phase is to build HUMANIC’s experiential strategy.
According to theory chapter 6.3, different strategy options exist. Decisions regarding
HUMANIC'’s experience positioning and overall implementation theme have to be
made. Therefore, the obtained experience requirements of the HUMANIC online

customers present the needed information base.
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9.3.1 HUMANIC's experience positioning

The basis for the creation of the experience positioning is to find out, how HUMA-
NIC’s online customers experience the brand and which values and emotions they

connect with it.

The primary research findings indicate that the brand HUMANIC is experienced by
its Austrian and Czech customers in a slightly different way, which therefore needs
a country specific positioning.

In Austria, HUMANIC is associated with rather highly priced, but high-quality pro-
ducts. It is moreover indicated that the regionality and HUMANIC’s deep-rooted
tradition in Austria is a valuable experience factor for Austrians, as the interviewees
mentioned it with great passion. Furthermore, HUMANIC is experienced as rather
modern with a large selection of international brands.

In Czechia, on the other hand, the quality shoes from various brands seem to be in
the focus, as HUMANIC is experienced mainly as a high-qualitative and rather ex-

pensive shoe retailer, as illustrated in figure 14.

Ia

tradition

expensive

brands

austr

quality

brands

selection

CZECH REPUBLIC

Figure 14: HUMANIC brand experience (own presentation)

To gain more insights about the customers’ sociocultural environment and their ini-
tial drivers, the shopping motives are vital to be examined. As illustrated in figure
15, the main motivation for shopping online at humanic.net is indicated to be conve-
nience. The possibility to shop and anywhere at any time was highly emphasized
by both cultures. This main motive is supported by the greater product selection,
the exciting hunt for bargains, and looking for enjoyment, like getting inspired and
the enjoyable feeling of trying on different stylings at home. These align with the in

theory mentioned motives (chapter 4.2).
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quicker

comfortable couch
trying on avallable

Figure 15: HUMANIC online shopping motives (own presentation)

Based on these findings, the high quality has to constitute one of the key factors of
HUMANIC's positioning, as it is a highly valued aspect in both cultures. Especially
in Czech Republic, HUMANIC should focus on the quality and convenience factors,
as it was emphasized there. In Austria, also the long-lasting tradition and being a
regional, Austrian company has to be a key element, which goes together with
“quality” very well. As HUMANIC customers seem to be utilitarian driven, this aspect
is not to be neglected. Therefore, greater emphasis has to be placed on communi-
cating the convenient shopping possibility HUMANIC is offering. The following state-
ments summarize the experience positioning, which are adapted for each country

to ensure a customer-centered addressing:

Experience positioning Austria
HUMANIC — a fusion of a long Austrian tradition and latest fashion trends that pro-
vides the most convenient way of getting the high-quality assortment of about more

than 100 international brands delivered right to the home.

Experience positioning Czech Republic
HUMANIC — the most convenient way of getting the high quality and fashionable
assortment of about more than 100 brands delivered right to the home.

9.3.2 HUMANIC’s overall implementation theme

The implementation theme specifies HUMANIC’s messages’ style and content
across all digital touchpoints. Therefore, strategic decisions regarding the different

experience options have to be made.
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The messages’ style (How something should be said):

As presented in chapter 6.3.2, the suitable experience option has to be decided on

to ensure the creation of emotional and seamless online customer experiences. On

the basis of the customer insights, the combination of the experience components

“sensory experience” and “affective experience” should be focused on. This is

due to the fact that these factors were highly emphasized by all HUMANIC personas

in countries, as presented in the touchpoint evaluation (chapter 9.1.2).

Sensory experience

HUMANIC customers seem to be attached emotionally by the sensory pre-
sentation and inspirational contents. In the online environment, pictures and
videos are great tools to foster the customers’ senses in a multisensory way.
Especially, the communication of HUMANIC’s positioning values “quality”,
“tradition”, and “fashionable” can be supported well by the sensory experi-
ence component. Moreover, it encourages the customers’ imagination and
inspiration. Often, texts cannot deliver the right stimuli and feelings in such a
way, as visually appealing pictures and videos can do. Thereby, the visual
contents have to reflect HUMANIC’s core positioning values in order to en-

sure the most suitable sensory address of the target group.

Affective experience

The affective experience component fosters the address of the customers’
emotions and feelings. Thereby, the sensory experience dimension is strong-
ly connected to the affective one, as the pictures and videos should deliver
an emotional atmosphere and inspiration. This way, the customers should be
touched emotionally and should feel inspired about how to combine HUMA-
NIC’s products and underline their individual style. The customer interviews
indicate that affective experiences can be created by showing styling inspi-
rations, like how to wear the fashion items for different occasions. Thereby,
the customers should be provided with the feeling of getting their high-quality
and fashionable favorite piece right to their homes.
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Content (What should be said):

To create enhanced and seamless online customer experiences, the chosen sen-
sory and affective experience strategy should be provided throughout HUMANIC’s
pre-purchase, purchase and post-purchase touchpoints. Thereby, the communi-
cated content has to be in alignment with the elaborated experience positioning. The
quality aspect, the large selection of international brands, and the latest fashion
trends have to be key elements, as presented in chapter 9.3.1. In Austria, HU-
MANIC’s tradition should play a stronger role, as the brand is strongly associated
with it. Moreover, primary market research revealed that the content’s focus on the
pre-purchase touchpoints (social media, newsletter) and the online shop should be
on inspiration, like latest fashion trends and upcoming shoe trends. Thereby, special
emphasis needs to be placed on providing customers with seasonally adapted (see
chapter 2.1) styling inspirations, for example how to style HUMANIC’s shoes and
bags in different seasons. As the customers seem to value the convenience and
ease of use of the whole shopping process, the beneficial free shipping and return-
shipping, the fast delivery within 3 days, and the 24/7 shopping possibility should be
highlighted more often.

9.4 Designing online customer touchpoints

The previously defined experiential objectives and strategy are the basis for the ela-
boration of the actions — the design of online customer touchpoints. The conducted
touchpoint evaluation (tables 10 to 15) summarizes the main findings of the primary
research and cumulates in first actions. Together with the theoretical insights of
table 5, the primary research presents the basis for the elaboration of appropriate

measures for the touchpoints, as presented in the following chapters.

9.4.1 Search engines

Primary as well as secondary market research present the importance of a high
search engine ranking, which is a vital prerequisite for customer experience. The
target group analysis (chapter 7.2) highlights that the majority accesses the HUMA-
NIC online shop through Google. Therefore, intensified SEO activities to further im-
prove the rank for the essential keywords are vital. This will ensure a greater visibility
at Google. Emphasis should also be placed on the Czech market, as the focus was

on Austria up to now. Moreover, the continuous maintenance of the online shop’s
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structure and contents (SEO texts) will further lead to a better ranking and visibility.
As Czech online customers also access the online shop through the Czech search
engines Seznam and Glami, HUMANIC needs to intensify its optimization activities
also there.

Based on customer interviews, Google Shopping campaigns should also be inten-
sified by HUMANIC, as the price comparisons and easy shopping possibility were
mentioned as vital experience creating factors. As it appears that HUMANIC online
customers are increasingly driven by the ease of use factor, the shopping process

has to be as easy as possible to generate great pre-purchase experiences.

9.4.2 Social media

The primary research findings emphasize the importance of fashion inspiration on
social media, that's why HUMANIC should provide seasonally inspiring contents on
Instagram, Facebook, and Pinterest. For example, presenting the HUMANIC collec-
tion in combination with complete outfit-suggestions that fit to the current season
(see chapter 2.1), and which deliver a multisensory and emotional experience, as
defined in the strategy (see chapter 9.3). In order to provide more inspirational
content and to have a greater number of visuals, one more product photo shooting
series is needed per month (in addition to the current four monthly shootings). Fur-
thermore, bargain hunting was experienced to be a vital online shopping motive.
That's why special offers and bargains should be communicated more strongly

on the social media channels.

To provide the fashion shopper persona with an emotional pre-purchase experi-
ence, blogger cooperations should be set up and customers should be integrated,
such as customer take overs of HUMANIC’s social media accounts. Such measures
do not only have a great influence on the younger target group, they moreover foster

enjoyable experiences and the sense of belonging to HUMANIC.

9.4.3 Newsletter

As HUMANIC online customers seem to feel addressed by sensory experience fac-
tors, the HUMANIC newsletter’s focus should also be on emotionally appealing and
inspirational contents. Therefore, the additionally produced content for the social
media channels can be used for the newsletter. This fosters the creation of inte-

grated experiences throughout HUMANIC’s touchpoints.
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Moreover, personalization plays an important role (see chapter 9.1.2.4), as the HU-
MANIC personas emphasize to receive contents that are adapted to their specific
needs and interests (such as their beloved brands). That's why the setting up of
persona-specific newsletters is recommended. Therefore, a technical adaptation of
the current newsletter program and template is required. Following, the persona-

specific newsletter contents are stated, which are based on customer insights.

Fashion shopper measures:
e Providing exclusive contents (e.g. behind-the-scene at photo shootings and
background information, invitation to special events),
e inspirational contents (styling suggestions and outfits for different seasons),
e inspiration through blogger cooperations,
e presenting latest fashion/footwear trends, and

e special offers and bargains.

Mainstream quality shopper measures:
e Providing inspirational contents (styling suggestions for different occasions
and seasons),
e presenting latest fashion/footwear trends, and

e special offers and bargains.

Need shopper measures:
e Focus on special offers and bargains, and

e Providing product information and inspiration (styling suggestions).

Furthermore, the newsletter should be sent out in Austria once a week, and in Czech
Republic once a month. According to customer interviews, a higher frequency would

lead to an information overload and a negative experience.

9.4.4 Blog

As blogs seem to be only desired by fashion shoppers, but all persona groups value
the online shop itself as an inspiration touchpoint, it is recommended to follow the
approach of Zalando, which has a blog-like inspiration section integrated in the on-

line shop. As HUMANIC'’s current “News” section has received positive feedback by
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the interviewees, it is recommended to redesign it as a blog. The focus should be
on the inspirational contents (as on social media and the newsletter), including a
more detailed description of trends, styling suggestions, more visual content, and
the direct link to the promoted products. These measures foster a greater inspira-

tional experience, due to more enjoyable and value adding contents.

9.4.5 Online shop

An easy and convenient online shopping was emphasized in primary market re-

search (see chapter 9.1.2.5). Therefore, the following measures are developed.

Ease of use of the online shopping process

Continuous maintenance of the online shop interface is a prerequisite (structure,
filters), as well as the improvement of the website’s mobile responsiveness. This
is due to the fact that the majority of the Austrian, and a growing number of Czech
customers are surfing and shopping through their mobile devices.

Furthermore, the simplification of the check-out-process is a recommended
measure, for example a guest-log in (especially for the Czech shop), and the log in
with the social media account, which is a crucial future development in fashion e-
commerce (see chapter 3.3.2). Austrian participants also stressed the payment on
account (via invoice), which appears to be a critical shopping cart abandonment

factor for them.

Product presentation

Referring to the online shop’s product presentation, the integration of a photo, were
the shoe is worn on the foot, is a crucial buying decision facilitation and therefore a
highly recommended measure. It moreover fosters the customers’ imagination and
identification with HUMANIC’s products and is in alignment with the developed

sensory and affective experience strategy.

Product ratings

Due to the great influence of reference groups, the integration of product ratings/re-
views directly at the product detail page is another measure. This was emphasized
by all interviewees, as it facilitates the purchase decision. In addition, they are used
to it from other online shops — which presented the experience benchmark (chapter
9.1.1.2).
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Wish list

The integration of a wish list, where the preferred articles can be stored before they
are put into the shopping cart, is a desired experience factor for fashion and main-
stream quality shoppers. It is not only an experiential tool that makes fun, and which
creates enjoyable shopping experiences, it moreover increases the ease of use of
the shopping process. The wish list should be offered together with a reminder

email, to encourage online customers to rate their experience.

9.4.6 Customer service

In order to enhance the customer service experience, a live chat function is plan-
ned. As most of the interview partners seem to hesitate to call HUMANIC’s customer
service, the live chat would be a convenient feature, in addition to the popular email-

contact. This requires the implementation of the live chat tool in the online shop.

9.4.7 Action plan and prioritization

To conclude, table 17 provides an overview of the planned online customer experi-
ence measures for HUMANIC, for which the expected costs are stated. Calculated

for the period of one year, costs of about € 113,820.- are estimated.

HUMANIC ACTION PLAN

No. | Persona Planned measure Calculation base/ Budgeted
address description costs in €
1 | Al e SEO at Google in Austria and | SEO agency consultation: 15,120.-
Czechia 4 hours/month a € 90.-
’ . Internal SEO and Google
e SEO at Seznam and Glami, Shopping measures:
e SEO online shop structure AT: budget +600.-/month
maintenance CZ: budget +300.-/month
e Google Shopping campaign
Pre-purchase touchpoint measures (social media, newsletter, blog)
2 | Al » Additional inspirational content | Content creation: 15,600.-
(1 more photo series per 6 hours per week a.€ 25.-
th f  setti 1 more photo and video
_mOn. _rom agency, setling up production a 700.-/month
inspirational content for pre- (in addition to current
purchase channels) package)
3 | Al e Personalization tool for External development and 10,000.-
newsletter template to provide | Implementation: ,
ifi tent 10 man-days a 1,000.- incl.
persona-specific contents monthly maintenance




4 | Fashion Cooperations: 5 blogger cooperation 11,700.-
shopper e 5 bloggers packages a € 2,000.- ‘
. . 2 customer take over a
¢ social media takeover of 2 500.-
customers Internal administration:
4 hours/cooperation a €
25.-
S | Al e Blog integration into online External development and 1,000.-
shop |mplementa‘t|on:
1 man-day a € 1,000.-

Online shop measures

stream shop-
per

implementation incl.
reminder email:
8 man-days a € 1,000.-

6 | Al e 2-weekly maintenance of on- | Maintenance through 6,000.-
line shop (ease of use, res- existing external IT partner:
. ’ € 6,000.- fee/year
ponsiveness)
7 Al e Guest-log in and social media | External development and 4,000.-
log-in feature implementation:
4 man-days a € 1,000.-
8 | Esp. Austrian | e Integration of payment on External development and 17,000.-
personas account-possibility implementation:
5 man-days a € 1,000.-
License fee service provider
€ 1,000.-/month
9 (Al  Additional photo, where shoe | € 1.50/photo x 8,000 12,000.-
is worn on the foot articles (incl. administration;
model is already existing)
10 | All e Product review/rating feature | External development and 11,000.-
with post-purchase email implementation:
11 man-days a € 1,000.-
11 | Fashion/main- | ¢ Wish list feature with email External development and 8,000.-

Customer service measures

12 | All e Live chat function External partner fee incl. 2,400.-
monthly maintenance:
€ 200.-/month
Total | 113,820.-

Table 17: HUMANIC action plan (own presentation)

In order to give HUMANIC recommendations, which measures to prioritize, a pair

comparison was carried out. In coordination with the company mentor, the criteria

were defined, which are the importance according to customer insights, the contri-

bution to the online customer experience objectives and strategy, the needed finan-

cial resources, and the implementation risk. Additionally, the weighting act was

carried out together. As presented in table 18, the most important criteria turned out

to be the customer importance, followed by the contribution to the achievement of

the set objectives.
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4 = much more important
3 = more important

2 = equally important

1 = less important

0 = much less important
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Table 18: Pair comparison for HUMANIC's planned measures (own presentation)

Based on this weighting, a cost-benefit analysis was conducted, which then allowed

a prioritization of the suggested measures, as presented in table 19. The evaluation

of the single actions was carried out three times (twice with the company mentor

and one time with a group consisting of 8 people). It has to be mentioned that the

criterion “financial resources” is the only objective criterion. That's why the evalu-

ation was carried out three times with a larger group of people, to

many view points as possible are taken into account.

ensure that as

M1 M2 M3 M4 M5 M6 M7 M8 M9 M10 M11 M12
S|lglelels|2lg|gle|2ls|2le|els|2is|2le|els|l2|lgle
=S ElECE - - EEE - - BEIEE - - BN - B Rl - - RS
S|I6E13|I512|6(2|5[25(2512(5|23|5|2[5|3(/5(3|5(3|5
Ol o | o (9| (| o (% |l o S| @ T o |f|o |0 8|0 |8 o
Criteria G2 0|2 @)= 0|2 @2 (0|2 @3 @3 (@3 a3 @l a3
Importance acc. customer insights 5/1,67| 7/2,33| 6(2,00| 4/1,33| 3/1,00| 8/2,67| 5[1,67| 7/2,33| 6/2,00| 5/1,67| 3|1,00| 2|0,67
Contr. to OCX objectives & strategy 5(1,46| 8(2,33| 7(2,04| 5(1,46| 4/1,17| 6(1,75| 5[1,46| 6|1,75| 7|2,04| 7(2,04| 4|[1,17| 3|/0,88
Needed financial resources 2|0,42| 2|/0,42| 4/0,83| 3|/0,63| 8/1,67| 5/1,04| 6/1,25| 1|0,21| 3|0,63| 4|0,83| 5/1,04| 7|1,46
Implementation risk 7(/1,17| 6/1,00| 4/0,67| 7(1,17| 8/1,33| 5/0,83| 3/0,50| 5/0,83| 8/1,33| 3|/0,50| 5/0,83| 6|1,00
4,71 6,08 5,54 4,58 5,17 6,29 4,88 5,13 6,00 5,04 4,04 4,00
Ranking 9 2 4 10 5 1 8 6 3 7 1 12
M1: SEO/Google Shopping M7: Guest- and social media-log in
M2: Additional inspirational content M8: Payment on account option
M3: Persona-specific newsletters M9: Foot-shoe photo integration
M4: Cooperations M10: Product rating feature
M5: Blog integration M11: Wish list
M6: Maintenance online shop M12: Live chat

Table 19: Cost-benefit analysis (own presentation)

91




Based on this evaluation process, it is recommended to attach highest priority on
the online shop’s ease of use. An ongoing maintenance of the user-friendly shop-
ping environment, like the ease of use of filters and navigation through different cate-
gories, is not only a highly relevant experience factor according to primary market
research, but achieves also a good evaluation regarding the contribution to objective
achievement, a rather low implementation risk, as a medium level of needed finan-
cial resources, compared to the other measures. The smoothly running online shop
is a critical prerequisite for providing enhanced shopping experiences for HUMANIC
customers.

With second-highest priority, the setting up of inspirational content is recom-
mended. Although the estimated financial resources are relatively high, additional
inspirational visuals and information are highly desired by HUMANIC online custom-
ers. These make an important contribution to a more emotional online customer
experience that supports the sensory and affective experience strategy.

As inspiration and the visual presentation seems to be an emphasized topic, the im-
plementation of a photo that shows the shoe on a foot is suggested as measure
3. Such an additional photo leads to an enhanced online customer experience, as it
fosters the imagination and acts as an essential facilitation of the purchase decision.
Although the budgeted costs are relatively high, the effort and risk of implementing
this measure is assessed as relatively low.

Providing newsletter subscribers with personalized contents is the next recom-
mended measure. The persona-specific address is an important future issue for HU-
MANIC, as also competitors are already providing customized experiences, and it
is a crucial future development in fashion retailing.

As the needed financial resources and implementation risk are evaluated as rather
low, the setting up of a blog-like section at the HUMANIC online shop is the next
recommended measure, to provide online customers with more inspiration and en-
joyable experiences.

Closely connected to the online shop’s ease of use, the simplification of the check-
out process can be achieved by the implementation of the payment on account
option (recommendation 6).

With seventh highest priority, the integration of product ratings of customers is to
be carried out, as it acts as a vital purchase decision facilitation for today’s fashion

shoppers, who are highly influenced by reference groups’ opinions.
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As presented in table 19, the further planned measures are recommended to be
implemented with the following priority: The guest- and social media log-in will con-
tribute to an even faster and experiential shopping process, followed by intensified
search engine activities (SEO and Google Shopping) that allow to provide a better
pre-purchase experience due to a better ranking and visibility. Following, coopera-
tions with bloggers and customers are suggested. The wish list function that eases
the shopping act and the implementation of the live chat to increase the customer

service experience are proposed with lowest priority.

Recommended implementation and time schedule

As the planned online customer experience measures for HUMANIC require high
resources, it is suggested to implement them step by step. Therefore, it is recom-
mended to focus on the measures ranked one to seven in the first year, in order to
keep the expected implementation effort — besides the day-to-day operations — with-
in limit. Table 20 provides a recommended time schedule for the year 2020. To
name some examples, it is recommended to start with the production of additional
inspirational content in February, as the new collection will not be delivered before.
During the sale period (July, August, December) no additional photo shootings are
necessary. Due to the relatively high costs, the implementation of the payment on
account function is recommended to be scheduled for May 2020.

By focusing on these measures, HUMANIC will be able to provide its customers a
more inspirational and convenient online shopping experience throughout the entire

purchase journey — even in the first year. Table 20 gives an overview of the recom-

mended measures, including the estimated costs, and suggested time schedule for
the year 2020.

Maintenance online shop 6.000 €

M2: |Additional inspirational content 15.600 €

M9: |Foot-shoe photo integration 12.000 €

M3: |Persona-specific newsletters 10.000 €

M5:  |Blog integration 1.000 €

M8: [Payment on account option 17.000 €

M10: | Product ratings 11.000 €

Table 20: Time schedule for HUMANIC’s recommended measures (own presentation)
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9.5 Online customer experience controlling

To ensure an integrated controlling process for HUMANIC, it is recommended to
follow the closed loop of online marketing, as explained in chapter 6.5. To assess
the successful implementation of the proposed measures of chapter 9.4, the in table

21 stated KPIs are recommended (based on appendix chapter 2).

Planned measure KPI

SEO at Google, Seznam and Glami
SEO online shop structure maintenance
Google Shopping

e Ranking
e Achieved traffic

Achieved sales

Inspirational contents

e Community size growth

Achieved sales out of social media
Social sharing

Persona-specific newsletter

Opening rates

Clickthrough rates

Achieved sales out of newsletters
Subscription and churn rate

Cooperations

Social sharing
Online shop visitors

e Revenue increase

Blog integration

e Number of visitors

Click rates
Achieved sales out of blog entries

Maintenance of online shop

Conversion rate

Revenues

Repeat visitors

Time spent on website

Shopping cart abandonment rate

Guest-log in and social media log-in

Shopping cart abandonment rate
Revenues

Integration of payment on account

Number of payments on account

e Shopping cart abandonment rate

Revenues/conversion rate

Additional photo, where shoe is worn on the foot

¢ Time spent on product detail page
e Clicks

Product ratings

Number of product reviews/ratings

e Number of positive/negative ratings

and effect on product sales

Wish list e Number of uses
e Number of purchased products out
of wish list
Live chat e Number of live chat inquiries

Average handling time

Table 21: KPIs for HUMANIC's planned experience measures (own presentation)
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Additionally, to assess the successful implementation of the online customer experi-
ence concept for HUMANIC in Austria and Czech Republic, the set company objec-
tives need to be measured, which would be the successful achievement of an online
share of 8 % of total HUMANIC sales in both markets by the end of 2022, as well as
the achievement of a yearly online repurchase rate of 17.5 % in both markets by the
end of 2020.

As stated in theoretical part, the NPS is a suitable KPI to assess the overall online
customer experience progress and success. Moreover, regular customer surveys
are suggested to measure the experience level along the entire customer journey,
as customer experiences are a result of various touchpoints HUMANIC customers

get in contact with.

9.6 Overview of the online customer experience concept for
HUMANIC

Figure 16 provides the overview of the developed online customer experience con-
cept for HUMANIC in Austria and Czech Republic.
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online share of 8 % of total sales of HUMANIC in Austria and Czech
EXPERIENTIAL Republic by the end of 2022

OBJECTIVES yearly online repurchase rate of 17.5 % in Austria and the Czech Re-
public by the end of 2020
Sensory & affective experience strategy
Positioning Austria Positioning Czech Republic
EXPERIENTIAL Deep-rooted tradition High quality
STRATEGY High quality Fashionable
Fashionable Brand selection
Brand selection Convenience
Convenience
Online shop maintenance Product rating feature
ONLINE Additional inspirational content 8. Guest- & social media-log in
CUSTOMER Foot-shoe photo SEO/Google Shopping
TOUCHPOINT Persona-specific newsletters Cooperations (bloggers/customers)
MEASURES Blog integration Wish list feature
Payment on account Customer service live chat
Net promoter score
ONLINE Conversion rate
CUSTOMER Repurchase rate
EXPERIENCE

Single touchpoint KPls, as

CONTROLLING Achieved sales out of social media, newsletter
Search engine ranking

Visitor numbers

Figure 16: Overview of the online customer experience concept for HUMANIC (own presentation)
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10 Conclusion and further outlook

In conclusion, the highly competitive fashion e-commerce market requires to provide
customers with emotional and personalized experiences. With the gained back-
ground knowledge on the fashion e-commerce market, the consumers’ behavior,
and the characteristics of the online customer experience construct, the theoretical

foundations for the online customer experience concept were set.

Together with the conducted external and internal situation analysis, the primary
market research provided all necessary insights for the elaboration of HUMANIC’s
concept for Austria and Czech Republic. Although theory suggests various dimen-
sions by which experiences can be created, the sensory and affective experience
strategy turned out to be the most appropriate for HUMANIC. This is due to the fact
that its online customers feel highly addressed by multisensory and emotional fash-
ion inspirations. Primary market research moreover revealed that HUMANIC’s
online customers are highly driven by utilitarian motives. Convenience was not only
emphasized as the main online shopping motive, the ease of use throughout the
entire shopping process is much more a crucial prerequisite for generating in-
creased online customer experiences.

Hardly any cultural differences were discovered between the Austrian and Czech
markets. Though, a persona-specific address is required. Especially regarding the
pre-purchase touchpoints, the personas disclosed different viewpoints of how emo-
tionalized experiences can be created.

Based on these insights, numerous measures for HUMANIC’s digital touchpoints
were developed to ensure emotional and enjoyable experiences throughout the en-
tire purchase path. Due to high resource requirements, recommendations were
given, which measures to prioritize. To name the most important ones, the basic
condition for increased customer experiences is the continuous maintenance of the
online shop and to ensure a convenient shopping environment, followed by inspira-
tional contents for a more emotional pre-purchase experience, a more multisensory

product presentation, and the implementation of a persona-specific newsletter.
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However, some limitations need to be considered for HUMANIC’s concept. As pre-
sented, a qualitative market research was conducted, which is characterized by
small sample sizes. Although valuable insights about the online customers’ thought
patterns and experience requirements were obtained, a future recommendation is
to build on that knowledge in order to increase validity. For example, surveys with
larger sample sizes could be conducted to verify the qualitative research findings.
Also, customers from the stationary stores and non-customers could give further

insights, how to make the HUMANIC’s online experience more attractive.

In conclusion, this elaborated concept gives HUMANIC the necessary knowledge,
how to create emotional and unique online customer experiences at its digital touch-
points and along the entire online customer journey in order to increase the online
shop’s revenue share and repurchase rate — which is of highest importance in to-

day’s highly competitive Austrian and Czech fashion e-commerce market.
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Figure A-1: Project schedule (own presentation)
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Practical part — weekly to-do list 2019

KW 5

Preparation Facebook text for interview partner acquisition

Sending German text to Czech colleague for translation

Analysis of customer data base (probands)

KW 6

Telephone conference with Czech colleague

Start acquisition of interview partners (phone and email)

Further incorporation of feedback of MS2

KW 7

Further acquisition of interview partners (phone and email)

Chapter: Presentation of HUMANIC + target group

Development of interview guideline in German and English

Meeting with company coach: Feedback interview guideline

Sending interview guideline to coach via email

KW 8

Chapter: Target market analysis

Chapter: Experience benchmarking

Chapter: Online touchpoint and journey analysis

Meeting with coach at Campus02 (feedback interview guideline)

Adjustments interview guideline

Pretest interview

Preparation interview material (pictures)

KW 9

Further acquisition of interview partners (phone and email) and
sending reminders

Interview with Austrian participant

Transcription

KW 10

Interviews with Austrian participants

Transcription

KW 11

Interviews with Austrian and Czech participants

Transcription

Looking for a proof reading (for May)

KW 12

Interviews with Austrian and Czech participants

Transcription

KW 13

Interviews with Austrian and Czech participants

Transcription

MAXQDA coding of transcripts

KW 14

MAXQDA coding of transcripts

Analysis of interviews

Interpretation and visualization of findings

Development of SWOT catalogue

Development HUMANIC’s experiential objectives

Development HUMANIC’s experiential strategy

KW 15

Sending email to coach (incl. research results and SWOT)

Elaboration of touchpoint measures

Development of action plan inclusive budget allocation

Development of online customer experience controlling (KPIs)

Elaboration of pair comparison and cost-benefit analysis

Elaboration of recommendations for HUMANIC

Writing the conclusion

Review entire master thesis

Check bibliography

Check project plan and elaboration of weekly to-do list

Start to create MS3 presentation
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KW 16

Email contact to coach to clarify last questions

Creation of MS3 presentation

Printing and spiralizing documents

Submission MS3 documents (email, upload, print)

Preparation for MS3 presentation

KW 17

Preparation for MS3 presentation

Master seminar 3 presentation

Meeting with coach

Incorporation feedback

KW 18

Incorporation feedback

Meeting with coach to clarify last steps

Incorporation feedback

Proof reading of entire master thesis

KW 19

Incorporation feedback

Writing summary and abstract

Checking project plan and weekly to-do list

Checking bibliography

Further proof reading of entire master thesis

Final check

Printing and upload final master thesis/sending via email

KW 24

Bookbinding of final master thesis

KW 26

Latest submission of library ready master thesis

Table A-1: Weekly to-do list for practical part (own presentation)
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2 Touchpoint KPlIs

The following KPls are proposed for the assessment of the stated touchpoints.

Search engine KPIs:
e Page rank (cf. Chaffey/Smith 2013, p. 352)
e Click volume (cf. Chaffey/Smith 2013, p. 359)
e Clickthrough rate of banners or ads (clicks in comparison to total impres-
sions) (cf. Chaffey/Smith 2013, p. 542)

Social media KPIs:
e Community size per social media channel (cf. Chaffey/Smith 2013, p. 225)
e Social sharing (shared content, e.g. likes on social network channels) (cf.
Chaffey/Smith 2013, p. 225)
e Achieved sales out of social media (cf. Chaffey/Smith 2013, p. 542)

Blog KPls:
e Number of visitors
e Number of subscribers

e Number and qualitative orientation of comments (positive/negative) (cf.
Kreutzer 2018, p. 408)

Affiliate marketing KPls:
e Ad-impressions
e Ad-clicks
e Achieved sales out of affiliate partners (cf. Kreutzer 2018, p. 256)

Website/online shop KPls:
e Revenues
e Conversion rate (visitors converting to customers)
e Repeat visitors (returning visits in a predefined timespan)
e Duration (time spent on the website)
e Subscription rate (number of registrations for certain online services) (cf.
Chaffey/Smith 2013, p. 541f.)
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Newsletter KPIs:
e Opening rates (cf. Kreutzer 2018, p. 347f.)
e Clickthrough rates (clicks per shipped emails) (cf. Kreutzer 2018, p. 348)
e Achieved sales (cf. Kreutzer 2018, p. 349)
e Subscription rate and churn rate (number of unsubscribed newsletters) (cf.
Chaffey/Smith 2013, p. 542)

Customer service KPlIs:

e Average handling time of customer inquiries

¢ Number of customer inquiries (per defined timeframe) (cf. Davey 2013)
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3 Research design

Following, the detailed research design is stated, as only an overview is presented

in chapter 8.1.

3.1 Research objectives

Leder & Schuh AG is lacking knowledge about how to create emotional and inte-
grated online customer experiences with the brand HUMANIC in the target markets
Austria and Czech Republic. As hardly any knowledge about the customers’ desires
and critical requirements towards HUMANIC’s digital touchpoints exists, the aim of
this primary market research is to elaborate the HUMANIC online personas’ experi-
ence requirements. This is done for the used online touchpoints throughout the en-
tire purchase journey, which is recommended in theory. To do so, the following re-

search questions are defined:

How to create emotional online customer experiences for the HUMANIC per-
sonas through the different online touchpoints and the entire online customer

journey?

Pre-purchase phase
e Which online touchpoints are used as information and inspiration sources
when intending to shop fashion online?
¢ What are the persona-specific requirements for each of these touchpoints to

create emotional experiences? What kind of content do they wish?

Purchase phase
o What are the experience requirements related to the online shop and the pur-
chase act itself? What information is expected and how should the ideal ex-

periential check out process look like?

Post-purchase phase
e What are the expectations regarding customer service? Which way is the
most convenient to contact customer support?
e Are customers likely to write product reviews and share their experiences

with others? Which touchpoints are used for it and what do they wish there?

A-10



General information
e What are customers generally associating with HUMANIC and what are the

main motives for shopping online at humanic.net?

3.2 Research method

In general, two research methods can be distinguished: quantitative and qualitative
research. Quantitative market research focusses on quantifiable, representative
data conducted through standardized methods (e.g. questionnaires), for example
market volume and market share (cf. Weis/Steinmetz 2012, p. 37). On the other
hand, qualitative research focusses on deepening insights into the consumers’ be-
haviors. It is the appropriate method for HUMANIC’s research problem, as it helps
to obtain understanding for causes of the consumers’ behaviors, motives, and rele-
vant influencing factors (cf. Oberzaucher 2017, p. 31). This means, the gathering of
information why consumers behave in a certain way is in the focus (cf. Mooi/Sar-
stedt/Mooi-Reci 2018, p. 62).

In general, qualitative research methods are qualitative interviews and focus groups.
For HUMANIC'’s defined research objective, qualitative interviews are the appro-
priate method. This is due to the fact that such personal interviews follow the aim of
gathering detailed information to a certain topic, obtaining insights into thought pat-
terns, and covering sensitive issues (cf. Oberzaucher 2017, p. 31f.). Moreover,
knowledge about consumers’ needs can be build up (cf. Mooi/Sarstedt/Mooi-Reci
2018, p. 82). Focus groups, on the other, do not provide such a good possibility of
gaining deep insights of each participant, as there is a group of people, who are
under group pressure. More introverted persons might remain in the background
and other participants are often influenced by the opinion of peer leaders (cf. Ober-
zaucher 2017, p. 34). Moreover, participants might not want to disclose certain be-

havior patterns in a group (cf. Mooi/Sarstedt/Mooi-Reci 2018, p. 85).

For example, consumers might not want to share their preference for price compar-
isons and discounts, certain emotional states for each touchpoint, or desired con-
tents in front of others. As HUMANIC wants to obtain such deep insights into the
consumers’ way of purchasing and critical experience factors, the personal interview

is the appropriate method.



3.3 Research sample

Qualitative market research does not aim at the representativeness of the gained
data. There, small sample sizes are common. To gain detailed insights about a spe-
cial topic, the probands need to be chosen according to their knowledge and ability
to contribute to this topic. Therefore, a qualitative quota plan is common, which de-
fines the relevant criteria for choosing appropriate interviewees (cf. Oberzaucher
2017, p. 45f.).

On the basis of prior market researches, HUMANIC has already defined personas.
Due to this reason and the brand’s future goal of providing its personas with expe-
riential and individualized offers, the primary market research is based on these. A
total of 18 qualitative interviews with HUMANIC customers were conducted. In Aus-
tria and Czech Republic, three interviews were done per persona to obtain as much
insights about the persona’s experience values and expectations. This is due to the

fact that all personas have equal importance for HUMANIC. Thereby, the interview-

ees had to meet the defined criteria of the HUMANIC personas, as illustrated in table
A-2.

Fashion online

HUMANIC persona  Sample criteria
shopper type

Gender: female
Age: 30 -49
Occupation: employed full-time/part-time Online buyer

Residence: near a city
Fashion online shopping affinity

Gender: female
Age: 18 -39
Occupation: employed/young professional Online prosumer

Residence: city
Fashion online shopping affinity

Gender: male
Age: 25-49
Occupation: employed Online consumer

Residence: city
Fashion online shopping affinity
Table A-2: HUMANIC persona criteria (own presentation)

Referring to chapter 4.1, the three personas can be assigned to specific fashion on-
line shopper types, which is needed when designing specific experience strategies

and actions. The mainstream quality shopper belongs to the group of online buyers,
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who are characterized by regular purchases, the need for an errorless purchase
process and detailed information. Fashion shoppers are assigned to the group of
online prosumers, due to their intense interaction with HUMANIC and social media
affinity. Need shoppers are allocated to online consumers. They return more often
to the online shop, are no regular customers yet, and seek detailed product infor-

mation.

The acquisition of the interview partners was conducted through multiple ways.
On the one hand, qualified HUMANIC customers out of the customer database were
acquired via telephone and email. Thereby, customers living in Graz, Vienna, Brno,
and Prague were contacted, as the majority of the online customers are from these
regions, based on Google Analytics analysis. On the other hand, a geo-targeted
Facebook post, restricted to the region of Graz (Austria) and Brno (Czech Republic),
was suitable to address persons in the needed regions. Thereby, the Austrian par-
ticipants were acquired in German. The Czech Facebook post was translated into
Czech, but the further proceeding, like phone calls and emails, took place in English.
Table A-3 gives an overview of the interviewed persons and the assignment to the

HUMANIC personas. Due to confidentiality reasons, the interviewees are anony-

mized.

Personas Name Age Sex Occupation Residence
Austria
Mainstream | Mainstream quality shopper 1 | 33 female | Social media manager Klagenfurt
quality Mainstream quality shopper 2 | 42 female | Employed Graz
shopper Mainstream quality shopper 3 | 30 female | Employed/maternity leave | Leibnitz

Fashion shopper 1 32 female | Marketing manager Graz
Fashion

Fashion shopper 2 37 female | Self-employed East Styria
shopper

Fashion shopper 3 24 female | Employed Kapfenberg
N Need shopper 1 38 male Employed Graz

ee

Need shopper 2 32 male Employed Weiz
Shopper

Need shopper 3 31 male Employed Graz
Czech Republic
Mainstream | Mainstream quality shopper 4 | 32 female | Self-employed Brno
quality Mainstream quality shopper 5 | 34 female | Photographer Brno
shopper Mainstream quality shopper 6 | 41 female | Project manager Brno

Fashion shopper 4 24 female | Student Brno
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Fashion Fashion shopper 5 23 female | Student Brno
shopper Fashion shopper 6 21 male Vendor Prague
- Need shopper 4 26 male Employed and student Brno
ee
Need shopper 5 25 female | Student Brno
Shopper
Need shopper 6 35 female | Employed Brno

Table A-3: Interview partners (own presentation)

3.4 Research instrument

Qualitative interviews are characterized by a relaxed conversational setting to gain

as much detailed insights as possible. Therefore, an interview guideline is used,

which mostly consists of open questions (cf. Oberzaucher 2017, p. 31f.). This gives

the interviewer the needed flexibility to meet individual needs and ask related ques-

tions to specific topics (cf. Mooi/Sarstedt/Mooi-Reci 2018, p. 82f.). That’'s why there

is no fixed time per interview. Generally, one interview lasts between 45 minutes

and 2 hours (cf. Oberzaucher 2017, p. 68).

The interview guideline was developed in two versions: A German version (table A-

5) for the interviews in Austria, and an English version (table A-4) for the interviews

in Czech Republic. Thereby, the in literature recommended structure was followed:

mation, agreement for recording).

. Clarifying interview details (topic introduction, time need, confidentiality infor-

. Icebreaker questions (interview start with easy questions), followed by more

detailed questions (Open and unaided questions are supported by aided

questions, to get as much details about the customers’ experience require-

ments.).

3. Summary of main findings.

. Collecting the participant’s structural data (cf. Oberzaucher 2017, p. 60 - 73).

To gain valuable insights about the HUMANIC personas’ experience requirements,

the interview guideline was structured according to the online customer journey.

This way, the desires at the different touchpoints in the different phases of a pur-

chase were able to be discovered. There, various stimuli and creativity techniques

were applied. Instead of just talking about the online shop or social media channels,

the use of realistic pictures and other material is recommended in literature. This

has a positive effect on the consumers imagination, which will result in more detailed
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answers and insights. Moreover, the interviewer had to be aware of not only focus-
ing on the current situation, it was about gaining knowledge of desired future ex-
periences regarding HUMANIC’s touchpoints. That's why the interviewees were
encouraged and motivated to share wishes regarding future shopping experiences
(cf. Schmitt 2003, p. 68 - 79).
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4 Interview guideline

The interview guideline was developed in English for the interviews with the Czech
HUMANIC customers (table A-4), and in German for the Austrian interview partners

(table A-5), as presented in the following.

Interview guideline English
Online customer experience concept for B2C fashion industry on example of HUMANIC in Austria and Czech

Republic

Introduction to the topic and general proceeding

Dear Mr./Ms. ,

| am Birgit Firnschuf® and | highly appreciate your willingness to participate in this interview. This will be a

major contribution to the research’s success.

| am currently writing my master thesis, which deals with the topic of online customer experience in fashion
industry. My aim is to elaborate the requirements for the creation of emotional online shopping experiences
for HUMANIC. Therefore, the focus is on elaborating the most important online channels for shopping fashion
online, which factors are important at each contact point and how the whole online shopping journey should

be optimized for HUMANIC, in order to create seamless and emotional experiences.

Generally, this interview will last about 45 minutes and it is important to say, that there is no wrong answer —

it's all about your own experiences, expectations and ideas towards shopping fashion online at HUMANIC.

For analysis purposes, | would like to ask, if the recording of the interview is okay for you. | will also take

notes. All information will be treated confidentially.

Icebreaking question

Interviewee should | e What do you associate with HUMANIC?
talk freely about the | e Why do you shop at humanic.net?

own online shopping
behavior and the
experience with
HUMANIC.

Pre-purchase phase

Interviewee talks | When thinking about the first intend and wish to buy fashion/shoes online. Which
freely online channels do you use to inspire yourself about latest fashion trends and to gain

detailed information about e.g. shoes?
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If not mentioned, I'll give you further examples of possible channels now. Please tell me

asking if the Whether you use these for inspiring purposes and how important they are.
following channels

Very im- | Important | Unim- Very un-
are used. How :

portant portant important

i ?
important are they Search engines (which ones?)

Social media (which ones?)

Blogs (which ones/influencer?)

Affiliate marketing (banner)

Newsletter

Online shop

Customer service

What do you expect and desire regarding the following touchpoints when looking for inspiration and further
information? (asking more into the deep)

Search engines For example:
e Easy to find (high ranking)?
o Ads?

e Customer ratings?

What would be a real experience factor?

Social media What are your expectations/wishes? For example:
(Facebook, o Content (affective, cognitive, emotional)
Instagram, ...) o Product related information (cognitive)

o Information about trends/how-to-style suggestions
o Information about bargains

Images (sensory)

(@]

o Videos (sensory)
¢ Direct links to online shop (ease of use)
e Connecting with other customers (social)

¢ Interaction with the company (enjoyment)

What would be a real experience factor?

Blogs What are your expectations/wishes? For example:
¢ Content (affective, cognitive, emotional)
o Product related information (cognitive)
o Information about trends/how-to-style suggestions

o Information about bargains

@)

Images (sensory)

o Videos (sensory)
¢ Direct links to online shop (ease of use)
¢ Connecting with other customers (social)

¢ Interaction with the company




What would be a real experience factor?

Only for “fashion consumer” persona:
Would it be exciting and interesting for you to take over the social media accounts and
blog for HUMANIC?

Website banner

(affiliate marketing)

For example:
e Easy to find (usability)

¢ Direct links to online shop (ease of use)

What would be a real experience factor?

Newsletters

What are your expectations/wishes? For example:

Personalized recommendations/contents

Content (affective, cognitive, emotional)
o Product related information (cognitive)
o Information about trends/how-to-style suggestions
o Information about bargains

Images (sensory)

@)

o Videos (sensory)

Direct links to online shop (ease of use)

Connecting with other customers (social)

Frequency

What would be a real experience factor?

Online shop

What are your expectations/wishes? For example:
e Ease of use
¢ Content (affective, cognitive, emotional)
o Product related information (cognitive)
o Information about trends/how-to-style suggestions

o Information about bargains

O

Images (sensory)
o Videos (sensory)

¢ Connecting with other customers (product reviews) (social)

What would be a real experience factor?

Customer service

What are your expectations/wishes? For example:
e Easy to contact
¢ Fast response (how long?)

¢ Friendliness/competence

What would be a real experience factor?
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Which are your preferred devices when browsing through the web and inspiring yourself about fashion?
(smartphone, tablet, PC, ...)

Purchase phase

Online shop

Let's pretend, you have gained enough information and you are now directly at the
HUMANIC online shop.

What are important factors for you there? (easy navigation, clear structure, filter
options)

What kind of information do you prefer to find?

How should the presentation of the products be (big and how many images, videos,
detail level of information)? = showing photos of HUMANIC online shop

Do you prefer to read product reviews of other customers/influencers?

What do you think about wishlists?

What would further contribute to an enjoyable, emotional experience?

Imagine, you have found your ideal and beloved pair of sneakers/boots/pumps and

you put it into the shopping cart.

How would you describe the ideal purchasing process?

Do you like to register and to create an account, or would you prefer a guest log in?
What do you think about logging in with your Facebook/Instagram/ ... account? Why
would you use it/wouldn’t you use it?

What factors make you abandon the shopping cart (payment methods, deli-very
time/options, missing trustworthiness)? What would be your preferred payment
method/delivery time?

What is your preferred device to shop fashion online (smartphone, tablet, PC)? Do
you know and use the HUMANIC app?

Can you tell me an example, where you experienced a really good ordering

process?

Customer service

Would you prefer to place orders via customer service (via phone, email)?
What would be important for you there (friendly and competent staff, fast and easy
handling)?

Post-purchase phase

Product reviews at
social media, blogs,

online shops

Let's pretend, you have successfully ordered your perfect pair of shoes and have

already received them.

o Are you likely to write product reviews?

e What would be your preferred channel to write them (directly at online shop, social

media, search engines, other portals?)?
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Are you influenced by what other persons write about a certain product?
Are you likely to share the shopping experience with HUMANIC with the social

media community?

Customer service

What do you expect from customer service regarding after sales service (response
time, friendliness, competence)?

What would be the preferred way of contacting it (phone, email, social me-dia)?
Would you prefer personal contact or would technological based chats (so-called
chatbots), that answer questions in an automated way, like Alexa or Siri, be

something helpful and exciting?

Perfect after sales

service

How would look like the perfect after sales service for you, so that you would make

repurchases at humanic.net?

¢ What do you think about newsletters with further product recommendations? Would
you repurchase something at HUMANIC because of such a news-letter?

¢ Do you like to see Google advertisements/banner on other websites after the
purchase?

¢ What do you think about telephone calls after the purchase?

Example of a “WOW

experience”

Creativity technique | As the final question of our interview, could you please finish the following sentences:

- finishing of

sentences The most exciting and emotional online shopping experience | have ever had was ...
In order to make repurchases at humanic.net, | wish from HUMANIC ...

Summary

Summatrizing the

main points

Pre-purchase

Purchase

Post-purchase
Wishes to HUMANIC

Is there anything you would like to add?

... thank you for your participation!

Structural data

e Name:

e Gender:

o Age:

female ¢

male ¢

e Residence:

e Occupation:

Table A-4: English interview guideline (own presentation)
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Interviewleitfaden Deutsch

Online customer experience concept for B2C fashion industry on example of HUMANIC in Austria and Czech

Republic

Einleitung und allgemeiner Ablauf

Sehr geehrte/Sehr geehrter Frau/Herr ,

ich bin Birgit Firnschufd und bin lhnen sehr dankbar fir lhre Bereitschaft an diesem Interview teilzunehmen.

Das ist ein wertvoller Beitrag fur meine Masterarbeit.

Ich schreibe derzeit meine Masterarbeit an der FH Campus 02 zum Thema Online Customer Experience in
der Modebranche. Mein Ziel ist es herauszufinden, wie emotionale und einzigartige Einkaufserlebnisse online
bei HUMANIC gestalten werden konnen. Der Fokus liegt dabei auf die Wiinsche und Voraussetzungen, die
die Kunden an den einzelnen Kontaktpunkten mit HUMANIC haben, um ein durchgangiges und emotionales
Einkaufserlebnis zukiinftig bieten zu kénnen — von der Vorkauf-/Inspirationsphase, iber den Kauf, bis hin zur

Nachkaufphase.

Dieses Interview wird ungeféhr 45 Minuten dauern. Dabei ist es wichtig zu erwahnen, dass es keine falschen
Antworten gibt — es geht um lhre ganz persénlichen Erfahrungen, Erwartungen und Ideen beziglich Online
Shopping bezogen auf HUMANIC.

Fir Auswertungszwecke wird dieses Gesprach aufgezeichnet und ich werde Notizen machen, wenn das flr

Sie in Ordnung ist. Alle Informationen werden vertraulich behandelt.

Eisbrecherfrage

Der Interviewpartner soll e Was verbinden Sie mit HUMANIC?

frei tber sein Online e Warum kaufen Sie online bei humanic.net ein?

Shopping Verhalten und

die Erfahrung mit

HUMANIC erz&hlen.

Vorkaufphase

Frei erzéhlen Denken Sie bitte an das erste Verlangen und den Wunsch, Mode/Schuhe on-
line zu shoppen. Welche digitalen Kanale nutzen Sie, um sich iber Mode-
trends inspirieren zu lassen und nahere Informationen Uber zB einen Schuh
einzuholen?

Falls nicht genannt, die Ich nenne lhnen nun weitere Kanale. Bitte sagen Sie mir, ob Sie diese in

folgenden Touchpoints der Inspirationsphase nutzen und wie wichtig diese sind.

abfragen, sowie die Sehr Wichtig Unwich- | Sehr un-

Wichtigkeit dieser. wichtig tig wichtig
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Suchmaschinen (welche?)

Social Media Kanéle (welche?)

Blogs (welche?,Influencer?)

Newsletter

Online Shop

Customer Service (Kundenservice)

Lassen Sie uns nun naher auf die einzelnen Kontaktpunkte eingehen. Was erwarten und wiinschen Sie sich

von HUMANIC bezlglich der folgenden Kanale? (mehr in die Tiefe fragen)

Suchmaschinen

Was erwarten und wiinschen Sie sich? Zum Beispiel:
e Leicht zu finden (hohes Ranking)?

e Anzeigen?

e Kundenbewertungen?

e Preisvergleiche?

Was ware hier ein richtig emotionaler Erlebnisfaktor?

Social Media (wie zB Face-

book, Instagram, ...)

Was erwarten und wiinschen Sie sich? Zum Beispiel:

¢ Gepostete Inhalte (kognitiv, emotional, sensorisch, ...)
o Informationen Uber Produkte
o Informationen Uber Trends/Styling-Vorschlage
o Informationen Uber Rabatte/Aktionen/Gutscheine
o Bilder
o Videos

¢ Direkte Verlinkung zum Online Shop (Convenience)

¢ Kontakt zu anderen Kunden (soziale Kontakte)

¢ Interaktion mit HUMANIC

Was ware hier ein weiterer emotionaler Erlebnisfaktor fir Sie?

Blogs (Falls
HUMANIC Blog geben wiirde

)

es einen

Was erwarten und wiinschen Sie sich? Zum Beispiel:
¢ Inhalte (kognitiv, emotional, sensorisch, ...)
o Informationen Uber Produkte
o Informationen Gber Trends
o Informationen iber Rabatte/Aktionen/Gutscheine
o Bilder
o Videos
¢ Direkte Verlinkung zum Online Shop (Convenience)
¢ Kontakt zu anderen Kunden (soziale Kontakte)

¢ [nteraktion mit dem Unternehmen

Was ware hier ein richtig emotionaler Erlebnisfaktor?

Nur fiir Persona Gruppe ,Fashion Shoppers*:
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Ware es fur Sie ansprechend, wenn Sie zB die HUMANIC Social Media Ka-

nale Ubernehmen kénnten oder fir HUMANIC bloggen kénnten?

Banner auf anderen
Webseiten (Affiliate
Marketing)

For example:
o Easy to find (usability)

o Direct links to online shop (ease of use)

Newsletter

Was erwarten und wiinschen Sie sich? Zum Beispiel:

o Personalisierte Empfehlungen/Inhalte

Inhalte (kognitiv, emotional, sensorisch, ...)
o Informationen Uber Produkte
o Informationen Uber Trends/Styling-Vorschlage
o Informationen Uiber Rabatte/Aktionen/Gutscheine
o Bilder

o Videos

Direkte Verlinkung zum Online Shop (Convenience)

Kontakt zu anderen Kunden (soziale Kontakte)

Haufigkeit? (wochentlich/2-wochentlich/...)

Was ware hier ein richtig emotionaler Erlebnisfaktor?

Online Shop

Was erwarten und wiinschen Sie sich? Zum Beispiel:
¢ Benutzerfreundlichkeit
¢ Inhalte (kognitiv, emotional, sensorisch, ...)
o Informationen uber Produkte
o Informationen dber Trends
o Informationen Uber Rabatte/Aktionen/Gutscheine
o Bilder
o Videos

¢ Kontakt zu anderen Kunden (Produktbewertungen) (sozial)

Was ware hier ein richtig emotionaler Erlebnisfaktor?

Customer Service

Was erwarten und wiinschen Sie sich? Zum Beispiel:
e Leicht zu kontaktieren
e Schnelle Antwort (wie lange?)

¢ Freundlichkeit/Kompetenz

Was ware hier ein richtig emotionaler Erlebnisfaktor?

Welche Gerate verwenden Sie, wenn Sie online surfen und sich Gber Mode informieren? (Smartphone,

Tablet, PC, ...)

Kaufphase

Online Shop

Stellen Sie sich vor, Sie haben genug Informationen eingeholt und Sie be-
finden sich direkt im Online Shop von HUMANIC.
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e Was sind fur Sie generell wichtige Faktoren bei einem Online Shop?
(leichte Navigation, Ubersichtlicher Aufbau, Filtermdglichkeiten)

e Welche Art von Informationen wiinschen Sie sich dort zu finden? (Trendin-
formationen, Styling-Tipps, nur Produktinformationen, Informationen tber
Marken)

e Wie sollte die Produktprasentation sein (Gré3e und Anzahl von Bildern,
360 Grand Bilder, Videos, Detaillierungsgrad der Informationen)? - Fotos
vom HUMANIC Online Shop zeigen

e Wirden Sie sich Produktbewertungen von anderen Kunden/bekannten
Per-sonen/Influencer winschen? Wdirde das lhre Kaufentscheidung
beeinflus-sen?

e Was halten Sie von einer Wunschliste?

e Was wirde aus lhrer Sicht noch zu einem angenehmen, emotionalen

online Erlebnis beitragen?

Nehmen wir an, Sie haben nun Ihren idealen und geliebten Sneaker/Bal-

lerina/Pumps gefunden und Sie legen ihn in den Warenkorb.

¢ Bitte beschreiben Sie den idealen Kaufprozess ab dem Warenkorb.

e Bevorzugen Sie es, sich zu registrieren und ein Kundenkonto anzulegen
oder wirden Sie ein Gastkonto bevorzugen?

e Was halten Sie von der Option sich mit lhrem Facebook/Instagram Konto
einzuloggen? Warum wuirden Sie es benutzen/nicht benutzen?

e Welche Faktoren bringen Sie dazu, den Kauf abzubrechen (Zahlungsop-
tionen, Lieferzeit/-optionen, Vertrauenswurdigkeit)? Welche
Zahlungsarten/ Lieferoptionen sollten Ihnen vorgeschlagen werden?

e Mit welchem Gerat kaufen Sie am liebsten online ein? (Smartphone,
Tablet, PC) Kennen und nutzen Sie die HUMANIC App?

Customer Service

e Wirden Sie Bestellungen dber das Customer Service aufgeben

(telefonisch, E-Mail)?

Nachkaufphase

Produktbewertungen/-rezen-
sionen im Online Shop, in

Sozialen Netzwerken, Blogs

Stellen Sie sich vor, Sie haben den Einkauf erfolgreich abgeschlossen und

das geliebte Paar Schuhe bereits erhalten.

e Wirden Sie eine Produktbewertung schreiben?
e Lassen Sie sich selbst von solchen Bewertungen in Ihrer

Kaufentscheidung beeinflussen?
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e Wo wirden Sie die Rezension uiber HUMANIC schreiben (direkt im Online
Shop, Social Media, Suchmaschinen, andere Portale?)?
e Teilen Sie Erfahrungen Uber den Online Einkauf bei HUMANIC mit den

Social Media Freunden?

Customer Service

e Welche Erwartungen haben Sie an den HUMANIC Kundenservice in
Bezug auf den After Sales Service (Beantwortungszeit, Freundlichkeit,
Kompetenz zu Helfen)?

e Wie mochten Sie den Kundenservice am liebsten kontaktieren
(telefonisch, per E-Mail, Gber Social Media)?

e Bevorzugen Sie den personlichen Kontakt zu Mitarbeitern oder wirden
Sie auch technisch automatisierte Chats (Chatbots) in Anspruch nehmen,
wel-che |hre gesprochenen oder geschriebenen Fragen automatisiert
beant-worten, wie zB Alexa oder Siri? Ware das hilfreich und spannend
fur Sie?

Der perfekte After Sales

Service

Wie sieht flur Sie der perfekte After Sales Service/Behandlung nach dem

Einkauf aus, sodass Sie wieder online bei HUMANIC einkaufen wiirden?

e Wie finden Sie Newsletter mit passenden Produktempfehlungen? Wirden
Sie dadurch Wiederkaufe bei HUMANIC tatigen?

e Was halten Sie von Google Werbeanzeigen/Online Banner auf anderen
Webseiten nach dem Kauf?

o Wiurden Sie personliche Telefonanrufe bevorzugen (bzgl. Zufriedenheit)?

“WOW Erfahrung”

Kreativitatstechnik 2>

Kommen wir nun zum finalen Teil der Befragung. Bitte vervollstdndigen Sie

Satzergdnzungen die folgenden Satze:
Das beste und emotionalste Online Shopping Erlebnis, das ich je hatte, war
Damit ich beim HUMANIC Online Shop wieder einkaufe, winsche ich mir
von HUMANIC ...

Zusammenfassung

Kurze Zusammenfassung

¢ Vorkaufphase

e Kaufphase

¢ Nachkaufphase

e Wiinsche an HUMANIC

Gibt es noch etwas, das Sie gerne hinzufligen méchten?

... vielen Dank fur lhre Teilnahme!

Strukturdaten
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Name:

Geschlecht: weiblich ¢ mannlich ¢
e Alter:
e \Wohnort:

e Beruf:

Table A-5: German interview guideline (own presentation)
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5 Experience benchmarking

As described in chapter 9.1.1.2, table A-6 presents the executed experience bench-

marking.

DEICHMANN \

Online shop:  AT: https://www.deichmann.com/AT/de/shop/welcome.html
CZ: https://www.deichmann.com/CZ/cs/shop/welcome.html

Offers/assortment

Product assortment

e Shoes for women, men and kids; accessories, bags and shoe care

¢ Mix of international brands and private labels

Price segments
e Lower to medium price segment (shoes up to 110 Euros; bags up to 50 Euros)

Target group

o Estimated to be mainly female of every age, looking for trendy and reasonable shoes.

Digital touchpoints

Online Shop

e Austrian and Czech online shop; operated in the local languages; country-specific
contents

¢ Seasonal topics and latest shoe trends

e Similar product presentation to HUMANIC; a wish list exists

¢ Free shipping within 1 to 3 working days

¢ No mobile responsiveness

Social media

e Facebook: about 7,5 Million followers (March 2019); country specific accounts; contents
in the local languages; focus on product presentation with pictures and videos; lotteries;
promotions; quotations.

e Instagram: Austria: about 37,000 followers; Czechia: about 18,000 followers (March
2019); focus on product presentation and styling inspirations, price, as well as direct links
to online shop.

e YouTube: Austria: 4,700 subscribers; Czechia: 106 subscribers.

Newsletter
e Frequency: about once a week
e Content: latest collection, trends, bargains

Blog “Shoelove”
e Content: fashion, lifestyle and innovation
¢ Auvailable in Austria and Czech Republic

Customer service
¢ In Austria: via telephone from 9 a.m. to 8 p.m.; contact form on website.
¢ In Czechia: via telephone from 9 a.m. to 4:30 p.m., email and contact form.

Customer loyalty program “Deichmann PLUS”
¢ Only in Austria; offers special bargains, collection previews, and styling inspirations.

Summary — provided experience
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¢ Regular cooperations with famous people provide customers with an attractive and
exclusive experience. Currently, the cooperation with the American reality show stars
Kendall and Kylie Jenner is especially for the younger target group attractive.

¢ Presentation of latest trends, which are available at reasonable prices.

o Blog “Shoelove” that informs about styling inspirations, trends and lifestyle topics.

ZALANDO |

Online Shop:  AT:https://www.zalando.at
CZ: https://www.zalando.cz
Offers/assortment
Product assortment:
¢ More than 1,900 brands
¢ Clothing, footwear, accessories, and cosmetics for women, men, and children.

Price segments:
¢ All price segments — from lower to premium.

Target group:

e Targets the mass market due to its variety of brands, products and price segments.

Digital touchpoints

Online shop

¢ Available in local languages

e Country-specific contents

¢ Free shipping within 2 to 5 working days; 30 days returning possibility; variety of payment
options.

e Product presentation: various perspectives; a wish list and product reviews exist.

¢ Individual product recommendations

Social media

e Facebook (6,7 Million followers), Instagram (614,000 followers), Twitter (20,800
followers), Pinterest (13,000 followers), YouTube (69,500 subscribers), Google+
(101,000 followers) (March 2019).

¢ Content: styling inspirations and empowering campaigns

Newsletter

e Frequency: several times a week

e Content: latest collection, trends, bargains.
e Personalized recommendations

Blog
e The whole online shop is similar to a blog with styling inspirations and trend descriptions.

Customer service

¢ Detailed frequently-asked-questions-section

e Via telephone (8 a.m. to 10 p.m.), email; in Austria also via chat.

Summary — provided experience

e High degree of personalization.

¢ Immense product and brand offer.

¢ Focus on styling inspirations and latest trends, especially the “Get the look” section.
e Exclusive cooperations and products.

o Excellent ease of use and convenient shopping process.

Online Shop:  AT:https://www.goertz.at
Offers/assortment

A-28


https://www.zalando.at/
https://www.zalando.cz/
https://www.goertz.at/

Product assortment

e Shoes for women, men, and kids

e Bags and accessories, like scarfs and belts

e About 180 international brands and private labels

Price segments
¢ Medium to upper price segment (shoes from 20 Euros up to 620 Euros; bags up to 500
Euros)

Target group

e Estimated to be people, who are placing importance on high-quality shoes and renowned
brands.

Digital touchpoints

Online shop

e Structure is similar to HUMANIC'’s.

¢ Inspirational content; different seasonal topics with appealing visuals.

e Brand cooperations and premium shoe collections.

¢ Product presentation differs from HUMANIC; various perspectives; short description that
highlights the pro-ducts’ benefits; wish list; customer ratings; product recommendations.

e Shipping within 2 to 3 working days; shipping costs of 4.95 Euros; free return shipping;
various payment methods (e.g. payment per invoice).

¢ Responsive online shop

Social media

e Facebook: 94,300 followers (March 2019); content: latest shoe trends, product related
information, lotteries; operated in German.

¢ Instagram: 12,500 followers (March 2019); lots of user-generated content.

e Pinterest 1,733 followers (March 2019); focus on fashion inspiration.

Newsletter

e Frequency: about every second week

e Content: latest trends, styling inspirations, bargains and vouchers.

e Via WhatsApp: latest news and exclusive offers, individual consultation of the Gortz-
employees.

Customer Service
¢ Via phone (Monday - Friday: 8 a.m. - 8 p.m.; Saturday: 8 a.m. - 4 p.m.), email; frequently-
asked-question-section.

Customer loyalty program “GORTZ CARD”
e Special bargains at every purchase, exclusive information and events, and birthday offers.

Gortz does not run a blog.

Summary — provided experience

e Premium product assortment, well-known brands.

o Newsletter and communication via WhatsApp.

e Customer ratings, and product recommendations at the online shop.

¢ User-generated content on social media that strengthens the customer relationship.
BATA \

Online Shop:  AT:https://www.bata.cz
Offers/assortment

Product assortment

e Shoes for women, men, and kids

e Bags, accessories, and a limited assortment of jackets
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¢ A mix of international brands (e.g. Converse, Vagabond, Nike) and private labels.
e Cooperations with well-known brands, for example a special Coca Cola shoe collection.

Price segments
e Lower to upper price segments (products up to 300 Euros, majority: lower to medium)

Target group
o Estimated to be the mass market, placing importance on affordable products.

Digital touchpoints

Online shop

e Seasonal shoe topics, but focus on special offers and sale.

e Product presentation: various pictures; short individual description; wish list.
e Responsiveness
[}

Free delivery for orders above 499 Czech korunas (about 20 Euros); 30 days right of
return.

Social Media

e Facebook (6,9 Million followers), Instagram (2,175 followers; operated since 2018),
YouTube (667 subscribers), and Pinterest (2,810 followers) (March 2019)

e Content: focus on product related information, special offers; hardly any styling-
suggestions.

Newsletter
e Content: latest collection, trends, special offers, events.

Customer service
e Via email, contact form, via phone (on work days Monday - Friday: 8 a.m. - 5 p.m.),
frequently-asked-question-section.

Blog
e Content: current collection, backstage information (e.g. campaign shooting), lifestyle
topics.

Customer loyalty program “Bat’a Klub”
¢ Information about latest trends, special offers, based on a point system.

Summary — provided experience

e Attractive prices and bargains.
¢ Blog with backstage, collection and lifestyle topics.
e Exclusive collections with well-known brands.

Table A-6: Experience benchmarking (own presentation)
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6 Citations of interview partner statements

“Wenn dort so ein 20 Prozent Gutschein erscheint, dann geht das bei mir total
schnell und dann bin ich sofort liberredet. Rabattidger — total schlimm.” (Austrian

fashion shopper 1, female, 32)

“Wenn ich das Geftihl habe, durch den Newsletter, bin ich exklusiver Kunde und be-
komme eine Insider-Information oder ein geheimes Event, das nur Newsletter-Kun-

den bekommen.” (Austrian fashion shopper 1, female, 32)

“Ich lese immer die Rezensionen durch und wenn dort hauptséchlich negative Re-
zensionen sind, bestelle ich das nicht.” (Austrian mainstream quality shopper 1, fe-
male, 33)

“Fir einen Klick bin ich da. Alle anderen Sachen sind mir echt zu miihsam.” (Aus-

trian need shopper 1, male, 38)

“Man hat wirklich das Geftihl, du chattest gerade mit einer Freundin.” (Austrian fash-

ion shopper 3, female, 24)

7 Online customer journey maps — HUMANIC personas

As presented in chapter 9.1.2, persona-specific touchpoint experience requirements
were discovered based on primary research. Especially regarding the pre-purchase
touchpoints, persona-specific differences were found. The main experience require-
ments for the different touchpoints are illustrated in the figures A-2, A-3 and A-4,
which help to gain a clearer picture about the personas’ desires and to develop

optimized touchpoint measures.
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HUMANIC

MAINSTREAM
QUALITY
SHOPPER
ANDREA

Emotional Experience

Emotions to reach

Q

Search
Engines
v

PRE-PURCHASE PHASE

Social
Media

v

£

>4

News-
letter

F

Online
Shop
v

PURCHASE PHASE

e

Online
Shop

POST-PURCHASE PHASE

®
[

Customer
Service

>4

News-
letter

e High ranking
e Easy to find

¢ Benefits &
enjoyment

e Sensory
experience

e Ease of use

o Benefits &
enjoyment

e Sensory
experience

e Ease of use

e Personalization

o Benefits &
enjoyment

e Sensory
experience

e Cognitive
experience

e Ease of use

e Multisensory
product presen-
tation

e Product reviews

e Wish list

e Reachability via
email/phone

e Response within
24 hours

e Product ratings
e Product recom-
mendations

e So easy to find!

e Styling inspira-
tion and special
offers wherever |
look!

o Great, the new
collection and a
discount!

e | like the inspir-
ation at the blog
section!

e A convenient
and fast shop-
ping process!

Figure A-2: Online customer journey map — mainstream quality shopper (own presentation)

e My problem was
solved so quickly!

e I'll rate the great
experience!
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HUMANIC
FASHION
SHOPPER
ANNA

PRE-PURCHASE PHASE

PURCHASE PHASE

Emotional Experience

e So easy to find
and what great
prices they
offer!

Emotions to reach

e Great blogger
cooperations
and | can take
over the
Instagram
account!

o | get exclusive
information,
styling inspira-
tions and all
about latest
trends!

e | love the perso-
nalized recom-
mendations,
exclusive offers,
blogger stylings,
and inspiration!

Figure A-3: Online customer journey map — fashion shopper (own presentation)

e Great inspira-
tion pages
and the imme-
diate opportu-
nity to buy
these trends!

e Convenient
and fast shop-
ping and | can
even shop
through social
media!

e My problem
was solved so
quickly!

e ['ll rate the great
experience!
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HUMANIC

NEED SHOPPER
DANIEL

Emotional Experience

Emotions to reach

Q

Search
Engines

PRE-PURCHASE PHASE

F

Online
Shop

v

PURCHASE PHASE

i

Online
Shop

POST-PURCHASE PHASE

®
dah

Customer
Service

D

News-
letter

e High ranking
e Easy to find
e Google shopping

¢ Benefits &
enjoyment

e Sensory
experience

e Ease of use

o Benefits &
enjoyment

e Sensory
experience

e Ease of use

o Benefits &
enjoyment

e Sensory
experience

e Cognitive
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Figure A-4: Online customer journey map — need shopper (own presentation)
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8 SWOT catalogue evaluation

The criteria of the SWOT catalogue (table 16) are evaluated on the basis of the

evaluation criteria, which are defined in table A-7.

Evaluation base

Criteria Strength Weakness
3 2 1 1 2 3
Online shop >1000 visitors | 501-1000 visi- | 500 visitors 500 visitors 501-1000 visi- | >1000 visitors
capacity (visi- more than tors more than | more than less than tors less than | less than
tor capacity) competitor competitor competitor competitor competitor competitor
Market share >=31% more 11-30% more <=10% more | <=10% less 11-30% less >=31% less
market share market share market share | market share | market share | market share
than compe- than compe- than compe- than compe- than compe- than compe-
titor titor titor titor titor titor
Responsive Fully respon- Adaptive lay- Adaptive lay- | Mobile ver- Mobile ver- Only desktop
online shop sive online out for more out for less sion of online | sion of online | version
shop than 50% of than 50% of shop shop without | available
the devices the devices mobile check
out process
Conversion 1.5 or more 1-1.5 0.5-1 0.5-1 1-1.5 1.5 or more
rate percentage percentage percentage percentage percentage percentage
points more points more points more points less points less points less
conversion conversion conversion conversion conversion conversion
rate than com- | rate than com- | rate than rate than rate than rate than
petitor petitor competitor competitor competitor competitor
Newsletter Template with | Template with | Template with | Template that | Template that | Template that
template automated automated a tool to send | allows to send | does only doesn't allow
personalization | personalization | selected con- | selected con- | allow to send | any adap-
tool for indivi- tool for differ- tents to per- tents to max. gender-spe- tation of con-
dual persons ent persona sona groups 3 persona cific news- tents for
groups groups letters different per-
sona groups
Product ra- 51% or more 21-50% more 1-20% more Both existing, | Either no pro- | No product
tings and blog- | product ratings | product ratings | product ra- but less pro- duct ratings ratings at
ger coopera- and blogger and blogger tings and duct ratings or no blogger | online shop
tions cooperations cooperations blogger co- and blogger cooperations | and no
than compe- than compe- operations cooperations blogger
titor titor than compe- than compe- cooperations
titor titor
Inspirational 6 or more 2-5 inspirati- 1 inspirational | 1 inspirational | >=2 inspira- No provision
content inspirational onal contents content per content per tional con- of inspira-
contents per per month month more month less tents per tional content
month more more than than than month less in comparison
than compe- competitor competitor competitor than compe- to competitor
titor titor
Social com- Existing social | Existing social | Existing Existing social | Existing Social
merce resour- | commerce for | commerce for | social com- commerce for | social com- commerce is
ces and know- | (more than) 3 2 more merce for 1 1 less channel | merce for >=2 | not offered in
how more channels | channels more channel more chan- comparison to
nels competitor
Customer >=3 more 2 more 1 more Less custo- Less custo- Customer
service customer customer customer mer service mer service service out-
personnel and | service service service employees, employees sourced and
technical re- employees employees employee and | but live chat and no live no live chat
sources and live chat and live chat live chat available chat available | available
available available available

Table A-7: SWOT catalogue evaluation criteria (own presentation)
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