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Abstract 
A high percentage of consumers now shop online. As popularity of online shopping is increasing, so 

are customers’ standards and expectations towards online consumption. Competition on the retailer 

side is also intensifying. Therefore, it is becoming critical for online merchants and service providers 

to understand customer perspective and create good customer experiences to be successful.  

   This study explores the e-commerce experience throughout the purchase journey. Previous 

customer experience research in the e-commerce context has mainly focused on investigating the 

website interaction, amounting to an incomplete understanding of the total experience. The e-

journey extends beyond the online interaction including the waiting period, delivery and possible 

product return. Thereby aim of this research is to take a holistic approach and create a deeper 

understanding of the entire e-commerce journey. More specifically, this study investigates what 

drives negative and positive experiences, and how are online (website) and offline (physical) 

fulfillment processes connected from the customer point of view. By doing this, the goal is to identify 

gaps and opportunities for retailers and logistics providers to develop their services.  

The study was conducted using qualitative methods: a semi structured interview and a customer 

diary. The diary method consisted of participants to self-document real e-commerce journeys during 

an actual purchase experience. The subsequent in-depth interview helped to access the most 

relevant information from the consumers’ viewpoints. The final data consists of 7 diary reports and 

12 interviews. 

The findings of this study provide several insights on how customers experience the e-commerce 

journey, and how it could be improved. In terms of the website interaction, stores that are able to 

create a fun and engaging online interaction and that clearly communicate delivery information on 

their website, positively stand out for consumers. The findings also highlight the importance of 

delivery for the overall experience. Optimally, delivery options should fit well with the product and 

brand of the merchant. The strongest negative responses of online customers in this study were 

related to the feeling of not being in control of the delivery process. This highlights the importance 

of high quality and timely delivery updates. The results also indicate that poor delivery experience 

does not ultimately affect the image of the e-retailer, but positive delivery experience does contribute 

to a positive impression of the retailer. 

The unpackaging moment is a significant, but often underutilized touchpoint. Particularly positive 

and memorable experiences were linked to stores that had carefully designed it by instilling a 

personal touch, and or included complimentary gifts. The findings also indicate that the experience 

cuts off along the journey: customers do not usually feel connected to e-retailer at the moment of 

opening their order. This might be a cause for why customers often find after sales communications, 

such as review requests, intrusive and annoying.  
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Tiivistelmä 
Verkkokaupan suosio on kovassa kasvussa. Samaan aikaan kun kuluttajien odotukset verkko-

ostamista kohtaan nousevat, kilpailu tuottajapuolella kiristyy. Kilpailuedun saavuttaminen ja 

menestys markkinoilla vaatii asiakkaan näkökulman ja kokemuksen ymmärtämistä. Suuri osa 

aikaisemmista verkkokaupan asiakaskokemukseen liittyvästä tutkimuksesta on keskittynyt 

nettisivujen käyttökokemukseen. Verkkokauppakokemus ei kuitenkaan rajoitu verkkosivuihin, 

vaan kattaa lisäksi tilauksen tekemisen jälkeisen ajan, toimituksen sekä mahdolliseen palautuksen. 

Tämä tutkimus pyrkii lisäämään ymmärrystä siitä, millaisena asiakkaat kokevat verkkokaupan 

ostopolun kokonaisuudessaan. Tutkimus keskittyy selvittämään tekijöitä, jotka aiheuttavat 

positiivisia ja negatiivisia reaktioita asiakkaissa, sekä tutkimaan miten asiakkaat kokevat online- ja 

offline-prosessien yhteyden. Tarkoituksena on hahmottaa millaisia mahdollisuuksia 

verkkokauppiailla ja logistiikkayhtiöillä on parantaa palveluitaan asiakasnäkökulmasta käsin. 

Tutkimus toteutettiin kvalitatiivisilla tutkimusmenetelmillä: puolistrukturoidulla haastattelulla 

sekä kokemuspäiväkirjaa hyödyntäen. Kokemuspäiväkirja mahdollisti datan keräämisen todellisen 

verkko-ostokokemuksen aikana osallistujien itse dokumentoimana. Jälkeenpäin toteutetulla 

haastattelulla pystyttiin pureutumisen asioihin, jotka asiakkaat kokivat muistiin painuvimpina ja 

tärkeimpinä. Lopullinen tutkimusmateriaali koostuu seitsemästä kokemuspäiväkirjasta ja 

kahdestatoista haastattelusta. 

Tutkimuksen tulokset tarjoavat useita näkökulmia ja vastauksia siihen, miten asiakkaat kokevat 

verkko-ostamisen ja miten kokemusta voisi parantaa. Mitä tulee verkkosivuihin, asiakkaat reagoivat 

positiivisesti kauppoihin, jotka onnistuivat luomaan viihdyttävän selauskokemuksen sekä toivat 

selkeästi toimitustiedot esiin nettisivuillaan. Tulokset myös korostavat toimituksen merkitystä 

kokonaiskokemuksen muodostumisessa. Parhaimmillaan toimitusvaihtoehdot on valittu tukemaan 

tuotetyyppiä ja toimijan brändiä. Voimakkaimmat negatiiviset reaktiot liittyivät kontrollin tunteen 

puutteeseen varsinkin toimitusvaiheessa. Tämä viestii ajantasaisen tiedotuksen tärkeydestä paketin 

toimituksen aikana. Lisäksi tulokset viittaavat siihen, että huono toimituskokemus ei loppujen 

lopuksi vaikuta negatiivisesti verkkokaupan imagoon, toisin kuin positiivinen toimituskokemus 

tekee. 

Paketin avaamishetki on asiakkaan kannalta merkittävä, mutta usein alihyödynnetty 

kontaktipiste. Verkkokaupat, jotka olivat esimerkiksi tuoneet siihen inhimillistä kosketusta ja/tai 

lisänneet pienen ilmaislahjan tilauksen mukaan jäivät asiakkaille erityisesti mieleen hyvinä 

kokemuksina. Tämän lisäksi tulokset osoittavat, että asiakkaan näkökulmasta kokemus katkeaa: 

tilauksen vastaanottohetkellä asiakkaat yhteys verkkokauppaan on laskenut. Tämä voi olla syy 

siihen, miksi jälkimarkkinointi esimerkiksi arvostelupyyntöjen muodossa koetaan usein 

tungettelevana ja ärsyttävänä. 

Avainsanat  verkkokauppa, toimitus, viimeinen maili, asiakaskokemus, asiakaspolku 
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1. Introduction

1.1 Research Background 

E-commerce is in a huge boom. Online shopping has grown steadily during the last

decade. The growing trend of electronic commerce has only accelerated due to the 

responses to Covid-19 pandemic, which has caused a spike in online shopping. According 

to an estimate, retail global e-commerce sales surged 25,7 percent in 2020 followed by a 

16.8 percent growth in 2021 (eMarketer, 2021). 73% of internet users in the EU and 78% 

of Finnish internet users shopped online in 2020, (Eurostat, 2020). As e-commerce is 

becoming a more integral part of daily life for a high percentage of consumers, 

expectations toward e-retail are also increasing and evolving. Consumers expect to 

browse products on highly responsive websites, make orders in seconds, and receive 

cheap and fast delivery with customized services like re-routing parcels. 

In response to this rapidly growing demand and changing shopping habits, retailers and 

logistics service providers are under pressure to find ways to increase efficiency and find 

new ways to provide customer value. During the recent years, many retailers have opened 

webstores and invested in the development of their e-commerce operations. Competition 

on the logistics service provider side has also increased – new players have emerged, and 

new service models have been introduced, as a response to parcel shipping volumes and 

changing consumer behavior.  

From the customer point of view, shopping is more complex than ever; customers are 

faced with a huge number of options in platforms, channels, and retailers. In this light, it 

is becoming ever more critical for e-retailers and logistics providers to create positive 

service experiences to customers to achieve competitive advantage. In-depth 

understanding of the customers’ needs, and their shopping experience is needed in order 

to succeed in this environment.  
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1.2 Relevance of the Topic and the Research Gap 

The e-retailing supply chain usually consists of the e-retailer, the third-party logistics 

provider, and the customer. Previous research has shown that both the online performance 

and delivery are important to customer experience formation and future shopping 

behaviour (Semeijn et al., 2005). Experiences of parcel’s delivery can influence 

consumers’ relationships with specific e-retailers (Fisher et al., 2019). Despite the 

multiple firms involved in the process, customers often perceive the e-commerce 

experience in a holistic way, viewing contributing actors as one (Tax et al., 2013). 

Customer experience in the context of e-commerce has been an area of interest in 

literature since the beginning of 2000s (Trévinal and Stenger, 2014). However, most of 

the previous research has focused on investigating the online shopping experience. 

Website interaction – the human-computer interaction in the purchase process, has been 

seen as the core of the experience. Similarly, research on the logistics side, has solely 

focused on the last mile delivery aspect of e-commerce.  However, both of these parts of 

the customer journey should be studied together to fully understand the e-commerce 

customer experience. 

For this reason, further research is needed on the total customer experience in e-commerce 

context. Only focusing on the website performance, or the delivery process creates and 

incomplete picture and understanding of the actual customer experience. Extant research 

has not fully explored the entire e-commerce experience and the facets customers 

perceive as service quality (Lin et al., 2016). Even the concept of the e-customer journey 

is still novel in literature (Vakulenko et al., 2019a). Many customer journey researchers 

have also recently recommended taking a broader perspective. For example, Becker & 

Jaakkola (2020) call for a more holistic view on customer experience and suggest 

examining interactions across the customer journey as well as the interplay of different 

stimuli and touchpoints – those within an outside of firm’s control. 
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1.3 Research Objectives and Questions 

This study aims to investigate e-commerce experience in its totality as it is perceived by 

customers. The goal is to create a deeper understanding of the customer journey including 

both website and physical fulfillment stages. Information about what creates and destroys 

value from customer point of view, should be beneficial in design and development 

efforts of e-commerce services.  

In order to gain insight into this topic, the following research questions are set. 

Main Research question:  

▪ How do consumers experience the total e-commerce journey in online shopping?  

Sub-questions: 

▪ What drives positive and negative experiences for the customer during the e-

journey?  

▪ How are online and offline fulfilment processes connected from customer 

perspective?  

 

Mapping the customer journey, allows uncovering what is important to the customers, 

how do they make decisions at each stage, and what kind of information is needed 

throughout the shopping process. The aim is to also discover how customers perceive the 

online and delivery phases and how they contribute to the total customer experience. By 

answering these questions, the goal is to identify opportunities for retailers and logistics 

partners to contribute to an excellent customer experience and increase chances for 

repurchase. 

 

1.4 Scope and Delimitations  
 
This study focuses on Finnish business to consumer (B2C) e-commerce market. Thus, 

business-to-business (B2B) e-commerce, as well as sales between private individuals 

(C2C) falls outside of this research. No delimitations are made regarding product 

categories. However, in order to make the research manageable, this study only deals with 

physical consumption items purchased online. This means that services and other 
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digitally distributed products purchased online are excluded from this research. 

Additionally, grocery and food deliveries, although an interesting and growing segment, 

are not addressed in this thesis, because of their unique nature compared to other sales 

categories.  

 
1.5 Structure of the Thesis 
 
The next chapter presents the literature review regarding e-commerce, customer 

experience and third, last mile deliveries which is often excluded of customer experience 

research in the e-commerce context. The literature review chapter ends with a summary. 

The third chapter discusses the research design and methods that were used to conduct 

this thesis. Fourth chapter presents the findings of the empirical study. Conclusions and 

recommendations are made in the final chapter.  
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2. Literature Review  
 

The literature review is separated into three main sanctions starting with e-commerce, 

followed by customer experience and finally, last mile logistics. The literature review is 

concluded with a synthesizing summary.  

 

2.1 E-Commerce  
 
E-commerce (electronic commerce or EC) refers to the sale or purchase conducted over 

computer networks with purposely designed methods for placing orders (OECD, p.72, 

2011). Generally, e-commerce refers to any buying and selling process supported by 

electronic devices. The Internet has given retailers the opportunity to leverage wider 

markets while reducing cost related to administration and retail space. For consumers, 

this has meant convenient shopping at any time of the day, availability to huge amount of 

information and wider range of products to choose from. During the past two and a half 

decades e-commerce has grown into an indispensable part of the global retail landscape, 

enabled by the development of digital infrastructure and payment systems. Online 

shopping is becoming more and more common and will likely keep growing in the future. 

The shopping habits of e-customers are also under a constant change. During the Covid-

19 crises, many customers begun avoiding physical stores altogether and started buying 

goods online that they would typically buy in-store. For example, according to a study by 

Arora et al. (2020) sales of essentials and everyday household products online has risen 

since the beginning of the pandemic. 

 

2.1.1 E-retailer Types and Multi-Channel Environment 

Majority of e-retailers on the e-commerce market can be categorized are pure players and 

multi-channel retailers. Pure players only sell products via the internet, while multi-

channel retailers use online services alongside their conventional stores (Morganti et al., 

2014). Both have their advantages and disadvantages in the e-commerce space. One of 

advantages of new internet pure players is that they can more easily build up optimized 

channels and operations for e-commerce. For example, pure players more often have their 
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own e-fulfillment centers and employ logistics service providers only for the last mile 

delivery (Xing et al., 2011). This allows the pure player a better control of the final 

service. The delivery aspect is particularly important for pure players since its their only 

“real life” interaction point with customers.  

On the other hand, multi-channel retailers have typically existed longer on the market, 

allowing them to benefit from an existing brand image and rely on accumulated 

knowledge and capabilities. Dual presence is also argued to bring synergies if managed 

correctly, by delivering complementary ways for consumers to purchase items (Fornari 

et al., 2016). On the consumer side, represents the phenomenon called “webrooming”. 

This is a common shopping behaviour in today’s retail environment where consumers 

conduct research online but proceed to make a purchase at a physical store. PwC’s Annual 

Global Total Retail Consumer Survey (2015) found that 70 per cent of consumer globally 

intentionally take part in webrooming. Multi-channel retailers are better able to advantage 

of the webrooming shopping behavior.  

The reverse to webrooming behavior is also occurring; this is referred to as 

“showrooming”. This is where a consumer gathers information about products in a 

physical store but decides to make the actual purchase online (Gensler et al., 2017). In 

recent years, some online pure players have tried to benefit from this effect by introducing 

physical showrooms, to improve brand awareness and increase demand.  

The phenomena of showrooming and webrooming show how the rise in shopping 

channels has created a lot of flexibility for the consumer. Shopping habits and offline and 

online channels are highly intertwined. On top of this, the e-commerce landscape further 

is impacted by the availability of diverse online tools. Not only are consumers using 

multiple devices such as tablet and mobile phones to browse products and make 

purchases, but they are also able to interact with companies and other individual in a 

highly interactive manner. The impact of digitalization and online tools that allow two-

way communication, (opposed to previous one-way channels like tv, print advertising), 

is describes as omni-channel retailing (Verhoef et al., 2015). Today, it is common for 
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consumer to give ratings, and reviews, interact with brands on social media and combine 

offline and online interactions and channels during the shopping process. 

2.1.2 Consumer’s Purchase Process 

Whenever a consumer makes a purchase, the individual goes through a decision-making 

process. One of the most established models explaining the process of the consumer 

purchase process is the five-stage model, also referred to as the EKB-model (first 

introduced by Engel, Kollat and Blackwell in 1968). According to the model, consumer 

make purchase decisions by following five sequential stages: problem recognition, 

information search, evaluation of alternatives, purchase, and post-purchase evaluation. 

These five steps are illustrated Figure 1.  

     

Figure 1. Fife stages of consumer decision making (Engel, Kollat & Blackwell, 1978) 

Although the model is somewhat dated, it still accurately portrays many consumption 

decisions and forms a basis for understanding the basic structure of the purchase process. 

Of course, consumers do not always go through an intensive step by step process when 

buying something. The five-stage model applies typically better to larger, more expensive 

purchases rather than low-involvement products (Solomon, 2013). How much thought, 

search and time is given to a purchase decision depends on the how important the 

purchase is. The five-stage model has also received its criticisms, for instance, for having 

too rational view of the consumer, and has been revised and extended over the years. For 

example, Ashman et al. (2015) suggest, that the model should be extended to incorporate 

the context of participatory culture and social shopping enabled by online technologies. 

Consumers today have novel ways of interacting with others, which affects the way 

consumers search for information, how they evaluate alternatives and what they decide 

to buy.  

Need
Recognition
& Problem
Awareness

Information 
Search

Evaluation 
of 

Alternatives
Purchase

Post-
Purchase 

Evaluation



 8 

2.1.3 E-Customer Journey 

While decision-making models mainly focus on the cognitive drives and hierarchical 

stages customer go through to make a purchase, customer journey thinking highlights 

every touchpoint and channels customers engage with (Wolny & Charoensuksai, 2014). 

Customer journeys also more comprehensively take into account the cognitive, emotional 

and behavioral drivers of customers’ decision making and experience formation. Any 

situation in which a customer comes in contact with a company or a brand, is referred to 

as a touchpoint (Jain et al., 2017).  

 The series of touchpoints or moments that customers go through before, during, and after 

purchase is referred to as the customer journey (Becker et al., 2020). Common 

touchpoints include things like marketing communications, website, sales staff, payment 

systems, physical environment, and helplines. Consequently e-customer journey refers to 

customer journey in the context of e-retailing. 

In e-commerce, customers interact with multiple channels, devices and several firms 

which results in complex customer journeys. One of the biggest differences to brick-and-

mortar consumption is that the e-commerce context, customers have limited ability to test 

and evaluate products and have to make purchase decisions based on imperfect 

information (Minnema et al., 2017). Another key difference is that the e-commerce 

customer must wait for the delivery of items instead of receiving the items immediately, 

which creates a significant change in the structure of the customer journey. The e-

commerce customer can also complete a purchase with no or minimal person-to-person 

interaction. 

A key aspect in the e-commerce journey is the interaction with the e-retailers website. An 

extensive amount of research has investigated consumer decision making in during the 

online interaction. Different facets of website and mobile service quality have been 

identified, including ease of use and responsiveness, privacy and efficiency (Huang et al. 

2015). These elements have been found to be important in consumer perception formation 

and having an impact on purchase intentions. In a research paper, Bilgihan et al. (2016) 

synthesize extant literature on e-commerce websites and identify antecedents to satisfying 
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online shopping experience. According to their findings easiness to locate the website, 

ease of use, hedonic and utilitarian features, personalization, social interactions and 

perceived enjoyment and multi-device compatibility are key elements in the website 

interaction. These factors are listed and briefly explained in Table 1. 

Table 1. Key elements of compelling online shopping environments. Based on literature review by Bilgihan 
et al. (2016) 

 

Easiness to locate the Web 

site and app 

 

Online experience starts prior the actual visit to the website. 

Domain name should be easy to remember and type and website 

should be easy to find. Accessibility can be improved with 

search engine/app store optimization. 

 

Ease of use and 

usefulness 

 

Quality of human-to-computer interaction and usability of the 

website. Users expect to find relevant information efficiently. 

Navigation should not require the user to think too hard about 

what they are trying to accomplish. 

 

Hedonic and utilitarian 

features 

 

Online stores should satisfy utilitarian needs (related to e.g., 

time saving, price) as well as provide customers experimental, 

value. Hedonic value can be created by user interfaces and 

visual designs that increase shopping pleasure and enjoyment. 

 

Enjoyment 

 

Online store should be fun to use. Elements that are mentally 

stimulating and or entertaining act as a source of pleasure and 

enjoyment. 

 

Personalization 

 

Online users value personalized content. Through data 

collection, profiling and matching, information can be tailored 

to meet the needs of individuals users. 

 

Social interactions 

 

Social interactions enable customers to perceive themselves as 

members of a community. E-tailers should add social features 

(channels that allow customers to write reviews, upload pictures 

and share their experiences with friends on social media) to their 

site and blend social media with their services. 

 

Multi-device compatibility 

 

Contemporary consumers often use mobile and tablet along with 

computer to shop online. It is important on all channels to create 

a unified customer experience, have similar design clues and 

align with core brand. 

It is important that the consumer is provided with the right amount of information at each 

stage during the website interaction process. This has to do with the ease of use and 

usability of the website. In general, if a website is easy to use, customers perceive it as a 

sign that the company cares, respects and understands them (Egger, 2001). Optimal 

information structure, which refers to the amount of information presented in a choice 
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set, is also crucial for consumers’ decision-making quality. This can also help reduce 

information overload, which is a common experience during online shopping (Lurie, 

2004). Studies have also shown that although more information is generally better and 

helps customers to buy products with a good fit, providing more information (such as 

overly positive reviews), can also increase customer expectations leading to higher return 

probability (Minnema et al., 2016). Thus, the quality and the amount of information at 

the purchase moment greatly affects willingness to buy as well as the return decision 

(Minnema et al., 2017). 

In addition to filling their utilitarian needs and an efficient website interaction, the e-

commerce should be pleasurable. Customers also seek experimental and values of e-

commerce. Users are more likely to purchase and come back to the site if the website 

creates a highly engaging experience for the customer (Bilgihan et al., 2016). Another 

way to enhance the online shopping experience is by brining sociable elements to it. 

Adding ways for users to interact and connect emotionally with other people on the 

website and on social media can improve the online shopping experience (Bilgihan et al., 

2016). 

Vakulenko et al. (2019a) studied how service innovation affects customer behavior in the 

e-commerce context. Based on their findings, they also illustrate the three main stages of 

the e-journey in the following manner. In the first stage, after the purchase intention is 

created, the e-customer typically browses and compares different websites, products, and 

prices. Secondly, after identifying products he/she wants to purchase, the customer makes 

delivery choices, places the order and makes a payment. In this model, the third phase 

includes waiting for the order to arrive, receiving the package and inspecting the product. 

If the consumer is not satisfied, he or she might decide to return the product. Finally, the 

overall purchase experience and satisfaction with the product influences future purchase 

intentions, which links the experience to subsequent e-customer journeys (Vakulenko et 

al., 2019a). This basic structure of the e-commerce customer journey is depicted in Figure 

2.  
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Figure 2. A high-level depiction of the e-customer journey. (Vakulenko et al., 2019a, 466) 

It is important to note, that the customer e-journey is rarely a linear process. A number of 

reasons can trigger the consumer to go back to previous stages. For example, if the 

consumer is not happy with the delivery options a specific retailer offers, he or she can 

easily go back and consider other retailers.  

2.1.4 Finnish E-Commerce Landscape 
 

In 2020, The size of the Finnish E-commerce market when it comes to physical items is 

6.8 billion euros (Paytrail, 2020). Finns are quite active online shoppers, 67 percent of 

the Finnish population have bought at least one product online in 2020 (EcommerceDB, 

2021).  Online shopping has become part of people’s day to day life. However, the Finnish 

e-commerce purchase volume is lower compared to other Nordic countries (PostNord 

2020).  

 

Approximately fifty percent of Finnish retailers sell products through online channels 

(Kaupan liitto, 2020). Statistically, Finns often make online purchases from foreign 

webstores, most popular countries being Germany, Sweden, China and UK. (PostNord 

2020). However, in net sales Finnish online stores and marketplaces are still in the lead. 

stronger. According to a study commissioned by Paytrail (2020), Finns are increasingly 
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buying from domestic stores, with 62 percent respondents saying they had only used 

Finnish online stores during the year of 2020. 

 

The three most common sales categories of Finnish e-commerce customers are clothing 

and footwear, home electronics and beauty and health products (Posti, 2021). Popularity 

of mobile shopping has been rising a couple percent per year growth rate (PostNord, 

2020). Finnish customers prefer paying with directly through bank or by making a card 

payment. Popularity of MobilePay option has also grown rapidly during the past years 

(Paytrail, 2020). 
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2.2 Customer Experience 
 

“As goods and services become commoditized the customer experience that companies create 

will matter most.”  Pine and Gilmore (1998) 

 
 

In recent years, delivering a great customer experience has become a key strategic 

objective for many organizations. Customer experience has arguably become the 

“market’s new battlefield” as suggested by Gartner (2015). Customer experience is a 

reflection of customers’ responses to both direct and indirect encounters with a company 

(Gentile et al. 2007). Verhoef et al. (2009) highlight the holistic nature of customer 

experience and propose it constitute of cognitive, social, affective, and physical aspects. 

In simple terms, customer experience can be defined as a collection of personal meanings 

and memories related to a set of company interactions (Jain et al., 2017).  

Organizations are interested in understanding and developing customer experiences, 

because excellent customer experiences have been proven to be linked to many positive 

consequences. These include increased loyalty, positive brand image and word of mouth 

(Schmitt, 1999; Berry et al., 2002; Verhoef et al., 2009). Consequently, customer 

experience management has become as an important way in achieving sustainable 

competitive advantage and developing customer loyalty. The ability to create compelling 

customer experiences allows organizations to compete with something more than just 

mere price or other easily transferrable attributes. In order to differentiate from 

competition, and to form an emotional connection with individuals, organization must 

create a sensory-stimulating and authentic total customer experience that resonates with 

customers (Berry & Carbone, 2007).  

2.2.1 Customer Experience in Literature and Related Concepts 

Customer experience started gaining growing attention only during the past three 

decades. In the 80s, Holbrook and Hirschman (1982) were among the first researchers 

who started highlighting the experimental perspective of consumption. In 1998, Pine and 

Gilmore published their influential article on experience economy, proposing that 

experiences are a distinct offering from goods and services. The authors argued that 
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people are willing to pay more for memorable experiences than mere consumer goods. 

These discussions initiated a shift in marketing orientation. While traditional marketing 

had largely regarded humans as rational decision makers, the emotional and subjective 

aspect of consumption started being increasingly considered. Since then, customer 

experience has developed into a holistic concept describing how customers value is 

created along the entire consumption process. 

Service quality and customer satisfaction are often discussed in parallel or 

interchangeably with customer experience. How are these concepts linked to each other? 

Both of service quality and satisfaction are based on the idea of customer comparing their 

expectations to the actual service performance. According to Kotler (1999), customer 

satisfactions is the extent to the performance of the product matches with buyer’s 

expectations. 

Similarly, service quality literature has defined a set of quality components that customers 

base their evaluations on. Service quality is usually concerned with the company-

controlled interactions, which do not necessarily count for the total experience of the 

customer (Palmer, 2010). In this way, service quality is typically more company than 

customer-oriented approach. Service quality levels and customer satisfaction can be 

measured in numbers, thus being more of a standard performance measure. On the other 

hand, customer experience is a broader, more multifaceted, and dynamic concept which 

is harder to measure (Palmer, 2010).  

It is not entirely clear whether high service quality and satisfactions lead to superior 

customer experience. According to one perspective, service quality and customer 

satisfaction can be seen as necessary elements of superior customer experience (Palmer, 

2010). However, some authors regard customer satisfaction as an outcome variable which 

reflects customer experience, “a good customer experience leads to higher customer 

satisfaction” (Hwang & Seo, 2016). In general, it can be said that customer experience 

encompasses more than service quality and satisfaction.  Schneider & Bowen (1999) have 

claimed that it is not enough to satisfy the customer, since this has become a basic 

requirement for companies to succeed in today’s business environment. 
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Outside of marketing and management literature, similar concepts to customer experience 

have been addressed under various other disciplines. These include fields like computer 

science, cognitive science and psychology. For instance, user experience is a popular 

concept discussed particularly within the human computer interaction and interaction 

design fields. User experience has brought a more holistic approach to traditional 

usability discussion by highlighting hedonic and emotional aspects of interaction 

(Hassenzahl & Tractinsky, 2006). Compared to customer experience studies, user 

experience studies have different, usually slightly narrower scopes, although both are 

based on the same core idea of individuals perceive company offerings. User experience 

discussion more often concentrated on a specific product, or interaction with technology 

like the use of an app (Hassenzahl & Tractinsky, 2006).  

2.2.2 Customer Experience Formation 

Traditionally, customer experience has been viewed as the customer’s reaction to firm 

created stimuli (Jaakkola et al., 2015). Since the 2000s, the co-creative nature of the 

experience formation between the individual and the organization has been highlighted. 

Today, customer experience is seen as a holistic and dynamic impression which is 

actively created by the customer.  Recent descriptions of the concept emphasize the role 

of contextual factors and suggest that companies can’t control all components affecting 

experience formation. Understanding of experience formation has therefore developed 

from viewing the customer as a passive agent to a more comprehensive and extensive 

view, where customer is actively in control. 

It is important to understand that customer experience is not a single incident that happens 

in a vacuum. Instead, it is a part of a person’s ongoing life intertwined with other 

experiences. Societal norms and practices, social networks, interactions between 

consumers and the online environment all influence the formation of consumer 

experience (Trévinal and Stenger, 2014; Åkesson et al., 2014). Along the customer 

journey, customers come across touchpoints controlled by the company as well as other 

touchpoints and environmental factors. All of these contribute to the formation of the 

overall experience.  
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The multitude of factors that can influence and moderate customer experience can be 

grouped into two categories: internal factors and external factors (Hwang & Seo, 2016; 

Verhoef et al., 2009). Factors related to service/product quality, physical environment, 

and employee characteristics are classified as external factors. Internal factors include 

things like demographic, social and cultural considerations. For example, customers from 

different age groups or cultural backgrounds may interpret same stimuli in different ways

resulting in different kinds of experiences. Figure 3 presents a framework for 

understanding customer experience and the elements that affect it.

Figure 3. Conceptualization of customer experience 

Over time, the sum of all these interactions a customer has with a brand creates the 

cumulative customer experience. This brings to consideration the effect of time and 

repeated interactions with a company as customers engage in a service process again and 

again. Further, an increasing number of studies discuss the continuous nature of 

experience. In their article Helkkula and Kelleher (2010) highlight this cyclical and

interrelated nature of experience, arguing that individuals perceive value through their 
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cumulative (and imaginary) experiences. Based on their findings, Helkkula and Kelleher 

(2010) suggest that service experiences dynamically and continuously evolve and change 

as customers live and experience their particular social worlds. 

The notion of certain important, defining interactions is often linked to customer 

experience formation. These key moments, referred to as “moments of truth” are 

interaction points along the customer journey that have particular importance for the 

customer. According to Beaujean et al. (2006), during these moments, customers invest 

a high amount of emotional energy in the outcome, which opens an opportunity for the 

company to create an emotional bond and a positive impression. Getting these critical 

interactions ‘right’ should typically result in favorable outcomes for the company. Some 

elements on the other hand, are regarded as minimum level requirements by customers, 

and succeeding in them will not lead to superior experience and results (Beaujean et al., 

2006). The authors give an example in the airline context; factors like how problems and 

customer calls are handled, or in-flight service are critical in creating positive impression 

for customers. However, tens of other service interactions related to airline service, like 

check-in and boarding procedures, do not have similar power to sway customer 

impressions and loyalty. 

What then, constitutes as good experience? So far, no consensus has emerged. According 

to Pine and Gilmore (1998), a successful experience is unique, and memorable. Tynan 

and McKechnie (2009) propose that it is possible to reach a successful experience through 

providing the values of enjoyment, learning, entertainment, nostalgia, and fantasizing. 

According to another perspective, the power of an extraordinary experience lies in the 

experience of flow and/or powerful peak experiences, as well as successful alignment of 

fantasy and reality (Schouten et al., 2007).  

The more dominant viewpoint in marketing literature exerts that experiences can be good 

or bad, and the stronger a customer feels, the better the experience is (Skard et al., 2011).  

For instance, Becker & Jaakkola (2020) propose that the “goodness” of customer 

experience should be judged by the intensity of customer response, which functions as a 

continuum. A weak customer response equals to an ordinary experience and a strong 
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response to an extraordinary experience. This viewpoint also entails the possibility that 

customers can have an extraordinary experience as a response to a seemingly 

mundane/routine offering (Becker & Jaakkola, 2020).  

Another perspective is that “experiences do not need to be of neither high emotional 

intensity nor cognitively meaningful”, and that good experience is mainly about meeting 

customer expectations (Skard et al., 2011, 11). Along these lines, Berry et al. (2002, p. 

82) for example note that customer experience management is not about “providing 

entertainment or being engagingly creative” as managers often mistakenly regard. 

Regardless, of the perspective, it can be concluded that good experience is one that 

matches customer expectations, and which the individual finds in some way pleasurable 

or meaningful. The exact qualities and mechanisms through which this is achieved can 

vary between offerings and service situations. 

 

2.2.3 Experience as a Research Topic 

Measuring customer experience is challenging. Not only does the concept lack clear 

definition, but experience is a multidimensional and highly a personal and subjective 

phenomenon. In the past, things like loyalty, purchase intentions and recommendations 

have been used to measure customer responses. These and other indicators derived with 

quantitative survey-based methods are often treated as proxies for customer experience. 

However, these methods do not reveal the subtle drivers of what creates value for 

customers (Åkesson et al., 2014), or account for the overall experience (Berry et al., 

2002).  

It is argued that because of the non-linear and context-specific nature of experiences, 

qualitative methods are most suitable for understanding and measuring customer 

experience (Holbrook, 2006). The most common research method in customer experience 

are interview-based methods. Here, researchers rely on individuals’ narratives and own 

memory of their experience. Interview-based methods can reveal what consumers find 

most important about their interactions. This approach has also received criticisms. For 

instance, the assumption that customers are able to articulate their underlying drivers of 
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their experience, contradicts the emerging viewpoint that customer experiences are 

temporal and momentary, continuously formed during the encounter (Helkkula and 

Kelleher, 2010).  

The issue of timing is very important in the measurement of customer experience (Becker 

& Jaakkola, 2020). Measuring customer experience during the actual experience is a 

challenging task. One such method includes researchers observing customers’ emotions 

through their facial expressions and body language, but the reliability of this technique is 

questionable (Lee, 2010). As an answer to these issues, Becker and Jaakkola (2020) 

recommend research designs where customer responses are captured right after the 

interactions with an offering-related stimuli.  

One of the critiques customer experience research has recently gotten, is that most of 

extant customer research are conducted from the company perspective. As Chandler and 

Lusch (2015) argue, in today’s consumption landscape, company-focused investigations 

are limited in capturing the essence of customer experience and should be directed 

towards experiences appear in customer’s world. Another limitation is the strong focus 

on core service delivery, which ultimately presents an incomplete understanding of the 

customer experience concept (Voorhees et al., 2017). Many scholars (e.g., Becker & 

Jaakkola, 2020; Tax et al., 2013) have also encouraged studies to encompass the 

multidimensional nature of customer experience. To make developments in this direction, 

suggestions have been made to adopt ethnographic-like research approaches and to focus 

on measuring emotional states of customers (Hassenzahl et al., 2015).  
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2.3 Last Mile Logistics 

The term “last-mile” originated in the telecommunications industry, and it refers to the 

final leg of a network. Today, last mile logistics refers to the last stretch of from a business 

to consumer parcel delivery service (Lim et al., 2017). The last mile is often regarded the 

most cost intensive section of the supply chain and as the cause of most pressing 

environmental concerns (Gevaers et al., 2011). This is because of small orders, high 

dispersity of locations and challenging service levels: a development, which e-commerce 

is accelerating. Due to these factors, costs can amount to up to half of logistics costs 

(Macioszek, 2017; Vanelslander et al., 2013).  

In e-retailing, the delivery process is usually not handled by the merchant but by other 

stakeholder companies and logistics providers. Morganti et al. (2014) divides logistics 

providers into three main categories; national postal operators, global integrators and 

couriers and other parcel transport specialists. The operating models and services offered 

by these actors are slightly different. However, in principle, parcel carriers usually 

employ hub-satellite systems, with one of few central warehouses and multiple local 

depots. The carriers send out vehicles to pick up orders from retailer’s warehouses after 

which parcels are distributed by transporting them through a set of terminals and sorting 

stations (Xing et al., 2011). In the final segment, parcels are usually delivered in large 

vans to consumers’ doorsteps or other collection points.  

The main factors logistics operators must balance between are operating costs, speed, and 

shipping accuracy. The common aims of delivery companies are to shorten the delivery 

time, reduce labor costs and improve distribution efficiency. Logistics actors usually 

operate by utilizing determined service level targets and requirements, after which they 

aim to find ways of minimizing cost (Mangiaracina et al., 2019). In recent years, 

digitalization, and the development of information technologies (such as localization 

technologies and smart information collection tools) has made many production and 

delivery processes more efficient, reliable, and trackable (Ranieri et al., 2018). 

Regardless, the increasing fragmentation of shipments and service expectations from the 
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e-retailers as well as the end recipients are posing a continuous challenge for logistics 

providers.

Various types of delivers are available for the final segment of the supply chain. However, 

in essence, from the consumer perspective, last mile delivery is in most cases either in-

home delivery or pick-up (unattended or attended). The most common models are 

summarized in Figure 4.

Figure 4. Last mile delivery methods. Adapted from Gevaers et al. (2011)

The different last mile distribution structures can be classified based on levels of effort 

required by vendor and consumer. In their review article, Lim et al. (2017) make a 

distinction between three basic forms of last-mile logistics in the modern e-commerce 

context: 

(1) Push: product “sent” to consumer’s postcode by someone other than the 

consumer; 

(2) Pull: product “fetched” from product source by the consumer (consumer 

wholly undertakes collection and transportation; and 
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(3) Hybrid: product “sent” to an intermediate site, from which the product 

is “fetched” by the consumer.  

In-home delivery (=push) is the most traditional type of delivery mode. One of the most 

prominent issues with in-home deliveries, is the absence of receivers at the time of 

delivery. Failed deliveries cause extra work, increase costs and emissions. In some cases, 

packages can be left to the door even if the recipient is not at home, or to a neighbor, but 

these alternatives pose additional security issues. Another key issue with home deliveries 

is the time window, in which a package should be delivered. Accurate estimation of time 

windows is a complicated process – consumers prefer narrow delivery slots, but they 

significantly reduce routing efficiency and lead to increased costs (Agatz et al., 2011). 

Pick-up points, and in recent years, especially automated parcel machines (or parcel 

lockers) have become popular alternatives to home delivery. Pick-up points that are 

located in public areas fall under the hybrid category. There are two types of collection 

points: service points and unattended locker points. A service point is typically a post 

office or located in a store or petrol station and allows for paying, collecting, and returning 

parcels. At these stations the store personnel are responsible for managing the collection 

procedure. 

Parcel machines typically utilize luggage locker technology and use PIN codes for 

controlling parcel collection (McKinnon & Tallam, 2003). Couriers can just scan 

packages and place them in lockers, after which the consumer can fetch their goods when 

it best suits them. Unattended locker points provide two main benefits; they eliminate the 

failed delivery scenario and make returns easier for customers. Generally, pick-up points 

improve delivery efficiencies dramatically, since packages do not have to be delivered to 

fragmented addresses and customers can pick up their goods at any time (Weltevreden, 

2008). As collection points are often located in shopping centers and stores, they easily 

allow customers to combine package collection with other shopping activities.  

An example of the pull delivery model is the “buy online, pick up in-store” concept.  In 

this case the consumer makes the order online and after making this “reservation”, fetches 
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the product from a physical store. If an e-retailer has physical outlet near customers, it 

might get customers to handle the last mile. This “click and collect” method allows 

consumer get possession of their desired items more quickly, without waiting for 

shipment and delivery.  

In recent years, new innovative delivery models have emerged with an aim to increase 

efficiency and fulfilling new consumer demands. One of these is crowd sourcing 

(Carbone et al., 2017), which links last mile operations with “sharing economy” models 

(Lim et al., 2017). In similar model to Uber or Airbnb, crowd logistics entails utilizing 

the logistics resources and capabilities of individuals. This is done with the help of mobile 

and web-based applications. In other words, regular people could offer delivery services 

for compensation and perform delivery tasks. Other recent delivery innovations that aim 

to overcome traditional limits with the help of novel elements include reception boxes at 

customers’ house (Kedia et al., 2017), trunk delivery, underground delivery, drones (Ha 

et al., 2018) and delivery robots. With the help of novel elements, these kind of solutions 

aim to overcome traditional limits of shipping, but most of them are still in piloting phase. 

2.3.1 Product Return and Reverse Logistics 

With the evolution of e-commerce, product returns have also grown, which is an 

important aspect of e-retailing. Product returns impact both logistics service providers e-

retailers. When consumers return product back to retailers, it means that the expensive 

last mile is repeated a second time (Agatz, et al., 2008). The logistics cost of product 

returns is usually carried by e-retailers, contributing to the big financial impact that 

product returns have on the merchant.  

Reverse logistics affects especially the fashion industry since ambiguities with things like 

size and texture of items easily lead customers to return products back to e-seller. E-

commerce consumers frequently order more products that they intend to keep, or for 

example fashion articles in different sizes, which results in high volumes of returns in the 

fashion segment (Morganti et al., 2014). The decision to return a product happens mainly 

due to the miss-matched expectations: as a result of lack of full information about the 

product at the moment of purchase. The return policies of companies also have a big 
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impact on return decisions (Minnema et al., 2017). Retailers employ varying types of 

strategies and return policies. While for many it might be more profitable to aim to 

disincentivize returns as much as possible, for some retailers, offering easy and free 

returns is an important way to attract orders and build loyalty with customers. 

2.3.2 Delivery from Consumer Perspective  
 
Today’s online consumers seek affordability and convenient and reliable options to claim 

their parcels. People expect the delivery service to adapt to their schedule, not the other 

way around. The delivery attributes that customers find most important varies depending 

on product type (size, value etc.) but also personal factors such as age, employment, or 

innovativeness (Yuen et al., 2018). However, in general, study reports indicate that price 

is biggest influencing factor for consumers. Sixty-one percent of consumers would buy 

more from online if they had the chance to receive free delivery (Posti, 2021). Another 

key factor affecting consumer decision making, is the convenience of the location. The 

greater the distance to be travelled to claim the parcel, the higher customer dissatisfaction 

(Mangiaracina et al., 2019). 

Although these rational and practical factors are important for consumers, studies suggest 

they are not the only thing that has a role in people’s decision making. In addition to 

utilitarian needs, emotional factors and motivations seem to have an effect on the 

consumer intention to select a certain delivery type such as self-collection. For example, 

Vakulenko (2018) found that customers perceived the parcel lockers service as fun, 

interesting and safe, meaning it created emotional value for them. Similarly, Wang et al. 

(2019) suggest, that consumers seek intrinsically rewarding affections from a delivery 

service experience: according to their study, ‘the excitement in knowing the parcels' 

arrival’ and ‘the pleasure in taking control of the collection’ are critical psychological 

motivations for consumers when choosing a delivery option.   

Nguyen et al. (2018) distinguish four aspects of interest of last mile delivery for the 

customer. These are (1) delivery information/options, (2) delivery fees, (3) delivery, and 

(4) order tracking.  
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Delivery information refers to the information and options consumers can 

access before ordering. These include things like delivery companies, shipping dates and 

time slots. Consumers will often take a look at the delivery terms and conditions before 

making purchase decisions (Xing & Grant, 2006). Retailers should offer good delivery 

options and clearly communicate them, for a better their chance for completed purchases. 

Delivery fees: for the customer, the price of delivery is an important factor 

affecting purchase decision and choice between providers. Additionally, the way in which 

delivery fees are structured influences purchase patterns in regard to order size and buying 

incidents (Lewis, 2006).  

The delivery aspect refers to mostly timeliness and speed. Online 

consumers are very sensitive to the timeliness of delivery, which has been found to 

significantly influence consumer satisfaction (Collier and Bienstock, 2006). Xu et al. 

(2017) found in study on e-service settings, that fast delivery (within 24 hours) increases 

consumer satisfaction for hedonic products such as toys, wine, and jewelry. The reason 

for this is that consumers usually purchase these products on impulse and thus also want 

to get hold of them quickly. 

Order tracking is an online service that helps consumers keep up to date 

on the status and location of their parcels. Tracking ability has been found to be a very 

important for customers, often the third most important attribute, just after delivery fee 

and speed (Garver et al., 2012). Order tracking and receiving information updates about 

the delivery process has become a part of the regular consumer expectations.  

The moment of receiving the package is also a significant service moment from the 

customer perspective. Depending on the delivery option, this interaction can be the only 

face-to-face interaction with a person during the online purchase experience. 

Alternatively, the collection can be a contactless, independent self-service interaction for 

instance with parcel machine. In this case the functionality and design of the machine 

contributes to the customer experience and evaluation of the delivery/service. 

Finally, after receiving and inspecting the item, if the customer decides to return their 

order, they have to take an initiative complete the product return. The process of returning 

a product is a significant experience for the consumer during the e-commerce journey, 
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whether it requires a lot of effort or not (Minnema et al., 2017). In their literature review, 

Minnema et al., (2017) argue that retailers should not just view returns as a cost that needs 

to be minimized: satisfactory return experiences can benefit the firm in several ways. For 

example, a positive return interaction can increase the likelihood of repurchases with the 

firm by decreasing the perceived risk for the customers. Positive product return 

experience can also improve customers’ attitudes toward the firm and lead to increases in 

positive word-of-mouth and referrals. 

2.3.3 Finnish Last Mile Logistics Landscape 

The national postal operator, Posti, is the biggest logistics player in online retail market 

in Finland. In the recent years, Posti has sifted more and more from its traditional mail 

business to becoming a logistics operator, handling an increasing volume of parcels. The 

next most common shipping service companies offered by online retailers in Finland are, 

Matkahuolto, which is based on a nationwide scheduled bus transportation network, and 

PostNord, merger between Danish and Swedish postal service providers (EcommerceDB, 

2021).  These three biggest operators offer a variety of delivery services from home 

delivery to parcel lockers. International operators such as DHL Express, UPS, FedEx 

typically only deliver e-commerce packages in cross-border purchases, amounting to a 

small percentage of B2C e-commerce deliveries in Finland. In recent years, smaller 

players like Budbee, Fetch my stuff and Fiuge have entered the Finnish delivery market 

targeting consumer needs and offering more specific value propositions. These actors use 

technology and sharing economy type, new business models in the logistics market. They 

are challenging the more established players for example by offering services highly 

trackable deliveries and same day express deliveries.  

When it comes to delivery methods, unlike in many other countries, majority of Finnish 

online consumers have parcel machines as their number one delivery option. 54 percent 

of consumers marked it as their favorite delivery method in a market study by Posti 

(2021). Finnish consumers perceive parcel machine collection to be a fast and convenient 

delivery option. Finland is one of the leading countries in amount of parcel lockers in 

relation to population. According to some estimates, five out of six Finns will soon have 
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a distance of maximum one kilometer between their home and the nearest parcel locker 

(PostNord, 2020). The same report also reveals that Finns do not care so much about the 

speed of the delivery, compared to other European countries. Finnish customers rarely 

want to pay for express delivery and are more interested in being able to choose that place 

for the delivery (PostNord, 2020).  
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2.4 Summary and Frame of Reference 

Research on the total customer journey in the context of e-commerce is still scarce, 

although some of the interactions have gained more extensive research. This study builds 

up from the previous research completed in the intersection of marketing and logistics 

research discussed in this chapter. The foundation for this thesis comes mainly from 

combining insights of online experience research and last mile delivery research (and 

return research) regarding customer decision making and behaviour.  

Based on the literature review, I roughly divide the customer journey into the following 

phases: the website interaction, waiting period, reception of the package and possible 

product return. Of these, the waiting period and reception/opening of the package have 

received least amount of research, as well as how customers view this entire process. My 

aim is to also cover these themes in this study.  

This thesis is based on the assumption that customers view the e-commerce experience 

holistically (Tax et al., 2013). At the same time the e-journey is made up of complicated 

touchpoints and relationships with e-retailers and logistics companies. These interactions 

can influence the overall experience and customer behavior in various ways. Customer 

experience leads to positive or negative customer responses and outcomes related to 

satisfaction, quality, image, value, purchase intentions, loyalty and recommendations 

(Jain et al., 2017).  

The most important theory my thesis is founded on, is that of regarding customer 

experience. In the context of this study, I understand customer experience as a 

comprehensive personal set of reactions and meanings, influenced by and service-related 

stimuli as well as external and internal factors. This perspective aligns with how Verhoef 

et al. (2009) and Gentile et al. (2007) conceptualize customer experience as a holistic 

phenomenon reflecting both direct and indirect encounters with a company. This study 

also builds on the customer journey thinking, highlighting the role of the series of 

touchpoints and decision-making points in forming the customer experience. As Becker 

et al. (2020) note, this allows a more customer-centric approach, compared to 
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investigating how providers involve customers in their processes, which would be more 

of a firm-centric view. This perspective is the most relevant in this study, given the chosen 

emphasis on the customer, and customers’ interpretations.  The aim of this thesis is the 

get a comprehensive understanding of the e-commerce journey and factors that create and 

destroy value for customers.  
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3. Research Design and Methodology 
 
This chapter begins with clarification of the chosen research approach and methodology 

for the empirical research. After that, the data analysis process is described. The chapter 

ends with a brief evaluation of the study. 

 
3.1. Research Approach 

 
All research is underpinned with a set of beliefs and assumptions about the nature of 

reality and how knowledge is developed. This outlook is described as research 

philosophy, and it guides the methodological choices and analyzation of research data. 

There are two main assumptions to consider: ontological and epistemological 

assumptions. Ontological assumption is related to how reality is viewed – whether the 

world is objective and external to the researcher or rather subjective and socially 

constructed. Epistemological assumption is concerned with the ways in which reality can 

be investigated and what kind of knowledge is valid in a discipline. (Saunders et al. 

,2016).  

 

To summarize, the objective of this study is to create a better understanding of the entire 

customer journey in the e-commerce context by highlighting the customer’s role as the 

constructor of the experience. Through exploring consumers’ meaning creation process 

in the online shopping context, the goal is to uncover, best practices and opportunities for 

improving the e-customer journey. Therefore, this thesis is founded on the 

phenomenological paradigm, meaning that the ontological assumption posits that reality 

is what is seen by the participants of the study. The epistemological stance suggests that 

knowledge is produced through the researcher interacting with what is being researched, 

with an attempt to minimizing the distance between these two (Collis & Hussey, 2003, 

48-52). In this process rich and subjective data is collected from which theories and 

generalizations are formed. Therefore, in this study, knowledge acquisition can be 

described as inductive and interpretive in nature (Collis & Hussey, 2003, 53-55).  
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Phenomenological paradigm tends to produce qualitative data, as qualitative research 

typically focuses on understanding and interpreting social phenomena and processes 

(Collis & Hussey, 2003, 53-55). This is also the case for this thesis. Qualitative research 

is well applicable for exploring the meanings given by individuals and can help 

explaining people’s behavior and thinking (Yin, 2016, 9). Furthermore, according to 

Gilmore & Carson (1996), qualitative research approach is suitable for studying dynamic 

and experiential processes like service phenomena. The intimate involvement of the 

researcher in the analyzation and interpretation of the data, and the overall holistic outlook 

of qualitative research provides and open, flexible and illuminating way to describe and 

understand a complex situation of interest (Gilmore & Carson, 1996).  

3.2 Customer Diary and Interview as Method 

The research is conducted using two data collection methods: (1) personal diary and (2) 

interview. These methods enable studying the first-hand accounts of e-commerce 

journeys from the point of view of the customer. The aim was to first give participants a 

chance to record their thoughts in a diary format during an ongoing e-commerce shopping 

experience. Afterwards, individual interviews would be performed, as a means to expand 

and deepen understanding and signals collected in the diaries. 

Customer diaries are a method that make it possible to collect data from the perspective 

of the customers by giving the participant a means of self-documentation. Customer 

diaries (sometimes referred to as probes), are a common method utilized in empathy and 

participator design fields, to help in generating insights into the customer’s lifeworld 

(Trischler et al., 2018). This method provides the researcher an alternative to direct 

observation (Collis & Hussey, 2003, 162). In this study, using a diary-based method 

allows the examination of real e-commerce journeys during the actual experience. This 

data can authentically capture the meaning creation of customers at different points of the 

service process.  

Customer diaries are typically designed to include a collection of assignments and/or open 

questions to inspire the participant to record personal experiences, daily situations and 
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express their thoughts and ideas (Mattelmäki, 2006). By asking participants to describe 

events and their feelings and thoughts during the shopping process, a diary allows 

collecting context rich narratives that are closely linked to specific activities and 

interactions. For this research, this meant for example capturing elements and factors 

outside the immediate experience of, for example, visiting an e-retailers website. 

Interviews are the most common method used for obtaining qualitative data within a 

study. Since the aim of this study is to understand customers’ worlds and perceptions, 

interview is a fitting method as it allows us to obtain in-depth data from the informants’ 

perspective. The interview method allows way allows access the most relevant 

information according to the respondents (Gremler, 2004).  

The research at hand was performed through semi-structured interviews. According to 

Saunders (2000, 245) semi-structured interviews are good for when the research has an 

exploratory element. This means that questions are open-ended, and follow-up questions 

can be easily asked. The aim with semi-structured interviews is to make people tell stories 

and express opinions freely. One of the strengths of this type of interviews, is that it allows 

for open discovery (Collis & Hussey, 2003, 168). The semi-structured interview is 

centered around certain topics but doesn’t follow a strict structure (Saunders (2000, 246).   

For the purpose of this research, interviews enable uncovering the experiences and 

touchpoints customers regard most important and meaningful, as they asked to 

retrospectively reflect on their experiences and describe events that have remained in their 

mind.  

Each research method comes with its set of limitations. The success of a diary-based 

method depends heavily on the participants’ motivation to engage in personal 

introspection and completing the assignments. Another possible issue, which applies to 

both diaries and interviews, is how honestly participants respond to questions, and 

whether they modify their answers because they want to give out a certain kind of image 

of themselves (Collis & Hussey, 2003, 169). This poses a possible threat to the quality of 

the research. Another potential limitation is the effect the interviewer has on the process. 

Bias related to the interviewer as well as the skill of the interviewer can influence the 
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data. For example, the researcher might affect the answers by having certain expectations 

or by unintentionally showing disapproval or surprise during the interview (Collis & 

Hussey, 2003, 168-170). 

3.3 Data Collection Process 
 
No strict criteria was used when selecting informants, since the research is not restricted 

to any particular customer type or segment. Rather, the aim with participant recruitment 

was to get different kinds of participants, from different ages and representing varying 

shopping habits. The only requirement for participants was that they had completed an 

online purchase in the recent past, roughly within a three months’ time. Participants were 

recruited by publishing an announcement on Facebook, by posting an advert in local 

library and by directly contacting persons in my own personal network. The final sample 

includes twelve individuals that were interviewed. Of these twelve, seven were willing 

and able to complete the customer diary before the interview. List of the participants is 

presented in Table 2.  

 

Table 2. List of interview and diary participants 

 INTERVIEWEES CUSTOMER DIARY DATE OF INTERVIEW 

1 Female, 21 x 13.11.2021 

2 Male, 53  14.11.2021 

3 Female, 53 x 17.11.2021 

4 Female, 55 x 18.11.2021 

5 Female, 24  19.11.2021 

6 Female, 54  22.11.2021 

7 Female, 48 x 1.12.2021 

8 Male, 68  2.12.2021 

9 Male, 27  9.12.2021 

10 Male, 30 x 15.12.2021 

11 Female, 25 x 18.12.2021 

12 Female, 25 x 18.12.2021 
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The online shopping diary was designed to function as an electronic diary via WhatsApp, 

an online messaging application. The participating individuals were asked to record their 

thoughts, feelings and activities related to their ongoing online purchase. The record-

keeping period was approximately 5-8 days depending on the length of each shopping 

journey. In order to keep the research manageable, the diary was designed to have as 

simple format as possible, while at the same time being structured in a way that allowed 

covering majority of the customer journey. I decided to divide the journey into three parts 

and sent guiding questions three times during the process: after completing the online 

order, during the waiting period and after receiving the package. Questions were sent with 

a couple day intervals; new ones were sent after previous ones had been answered and if 

necessary, slightly modified based on the answers. Participants were also encouraged to 

record thoughts also outside the guiding questions. They were instructed to use every day 

personal language and to use emojis to convey feelings. Participants were also allowed to 

incorporate multimedia – photos, videos, and links to clarify or further illustrate their 

points. General structure of the customer diary is presented in Table 3, and exact questions 

and instructions can be found in Appendix 1 – Customer Diary instructions and questions.  

Table 3. Customer diary structure 

CUSTOMER 

DIARY 

1. CONSIDERATION & 

PURCHASE 

2. WAITING FOR THE 

PACKAGE 

3. AFTER RECEIVING 

THE ONLINE ORDER 

 

TOPICS 

 

 

 

• Product 

• Idea for purchase 

• Comparison 

process 

• Delivery choice 

• Experience thus 
far 

 

• Thoughts during 

delivery 

• Arrangement of 

delivery time 

• Experience at this 

point 

 

• Arranging 

collection in one’s 

daily life 

• Overall experience 

• Most negative & 

positive factors 

during the journey 

 

 

EXAMPLE 

QUESTION 

 

- Did you compare 

stores / products? 

How? 

 

 

- What kind of thoughts 

have you had in relation 

to your online order 

during the waiting 

period? 

 

- How did you arrange 

the collection of the 

package in your daily 

life? 
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The self-documentation was followed up by an interview withing one to two weeks after 

filling the diary, subsequent interview. With 5 participants, only an interview was 

conducted. Diary responses were briefly analyzed before subsequent interviews were held 

as suggested by Mattelmäki (2006) to help amplify the material collected beforehand by 

asking clarifying, more in-dept questions. Interviewees that hadn’t completed the diary 

beforehand were asked to recall and reflect some of their recent online shopping 

experiences in more detail during the interview. The interview guide was constructed 

based on the themes that emerged in the literature review. I also created a preliminary 

customer journey map for my own reference before the interview, as suggested by Casna 

(2017) in order to target the interview questions more meaningfully. Following the semi-

structured interview approach, the interview guide included pre-defined themes of online 

and offline shopping habits, memorable online shopping experiences and the delivery 

phase. The full interview guide can be found in Appendix 2 - Interview guide 

Interviews were conducted either in person, in the phone or “screen-to-screen” using 

online meeting software, depending on practicalities and preference of the participants. 

Four of the interviews were conducted in person, four in the phone and four through video 

calls. The interviews lasted from 25-75 minutes. Each interview was audio recorded and 

afterwards transcribed into textual format, typically within two days of the interview. The 

interviews were conducted in November and December 2021. The interviews were 

conducted in Finnish, except for one interview, which was conducted in English. I 

allowed the interviewees to respond with the language they felt most comfortable with to 

help them to easily and openly express their viewpoints. In the analysis chapter, relevant 

replies that were in Finnish, are translated by me and presented in English. The names of 

the respondents were censored in the analysis to protect the anonymity of participants. 

3.4 Data Analysis 
 
In qualitative research, there is no standardized way to proceed with the data analysis. In 

essence, qualitative data analysis is about going through a process where data is first 

reduced and summarized to create understanding of meanings, and finally synthesized 

and further theorized (Collis & Hussey, 2000, 262). In this thesis, the data from both 
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diaries and interviews were analyzed by following a general analytical procedure (Miles 

& Huberman, 1984). This approach/procedure focuses on analyzing data through coding, 

summarizing, categorizing and identifying patterns. This general guideline was followed 

in order to create structure in the process and to ensure that the analysis was conducted 

rigorously.  Appendix 3 – Analysis structure, presents my analysis structure from initial 

codes to the themes discussed in the findings section. The table presents how I grouped 

and translated the most recurring concepts in the data. 

 

The first stage in my data analysis process was coding. Coding is a key tool used in 

quantitative data analysis for organizing and making sense of the textual and unstructured 

data through labelling, categorizing and division (Basit, 2003). I started by doing a round 

of preliminary coding of the material - both diaries and interviews already during the data 

collection period. This allowed me to develop my understanding of the topic while still 

in the process of interviewing. Based on these insights I was able to make slight 

modifications to my interview guide while still engaged in the interview process.  

 

After having transcribed each interview into textual format, I went through the material 

and highlighted units of data (words, sentences, paragraphs) that I thought to be relevant 

in terms of my research questions. I labeled each finding and created a separate file in 

which I compiled all the codes. I used a software called Obsidian which allowed me to 

create cross-references (links) to corresponding segments and statements in my data set. 

Some statements were cross classified into several codes. I listed similar units of data 

were listed under same labels, and if a corresponding code didn’t’ exist yet, I would create 

a new code. This encoding process helped me to detect interesting and relevant themes, 

commonalities, differences, structures in my data. This first round of coding resulted in 

136 codes. 

 

During my research process, I also kept a “researchers diary” and made my own notes to 

keep track of the development of my own understanding of the topic throughout the 

empirical research. Keeping self-memos is encouraged, because it allows for the 

researcher to keep record of ideas related to all aspects of the research, which might be 
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otherwise easily forgotten in the long process (Saunders et al., 2016, p. 389-390). I found 

my own notes to be useful especially in the later stages of my analysis; when identifying 

patterns and making the final interpretations of the data.  

After finishing all of the interviews and after I was finished with the first round of coding, 

I continued by immersing myself with the data more deeply by reading and re-reading 

the data. During this stage I refined my existing codes and created new ones. After I was 

satisfied with my data reduction process into a more manageable form, the next step was 

to start comparing the codes and placing them into boarder, related groupings or 

categories (Saudenrs et al., 2016, 397). I used the research questions of my thesis as a 

guide as I grouped the codes into larger categories and themes.  

To form the final interpretations of the research, the researcher must ask oneself ‘What’s 

going on here, what’s the image that describes this?’ (Miles & Huberman, 1984, 27). In 

this stage the goal is to start drawing together different themes and concepts and to start 

forming integrated explanations of what is occurring (Collis & Hussey, 2000, 262). I 

focused on identifying relationships between the different themes I had discovered. I 

made connections between findings and combined themes into meaningful explanations 

to the research questions. In the last phase of the analyzation, I also focused reflecting my 

results against previous research. Based on the results of this analysis process, and the 

interpretations I had made, formed my broader conclusions of the thesis. 

 
3.5 Evaluation of the Study  

In all research it is important to evaluate the trustworthiness and quality of the research. 

There are two main dimensions on which quality is judged: reliability and validity. 

Reliability refers to the issue of whether similar results can be repeated on different 

occasions or by other researchers (Collis & Hussey, 2000). Reliability is related to 

possible errors and biases and minimizing them as much as possible. In this study, 

reliability has been pursued by following a systematic research design and analysis and 

documenting this process as accurately as possible. When beginning the data collection, 

I tested the diary format once and adjusted based on feedback before using it with the first 
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official participant. During the interviews I followed advice provided by Saunders (2000, 

250) on how to minimize interviewer bias related tone of voice and comments and so on. 

I also and aimed to create a sense of trust and relaxed atmosphere to ensure the quality of 

answers. Each interview was recorded and transcribed soon after the event also supports 

in securing the reliability of the study. 

According to Yin, (2009, 40) reliability can be improved by clearly documenting research 

procedures, such as data collection, for external reviewers. A detailed description of the 

research process has been provided in this chapter. The interview frame, diary questions 

and data analysis structure are also presented in the Appendices for assessment and 

allowing another researcher to conduct similar study. Another way for improving 

reliability is by establishing a chain of evidence: it should be made clear where the study’s 

conclusions are derived from (Yin 2009, 122). In this study, I strive to create and a chain 

of evidence by including a wide usage of quotations of the data, so that the reader can 

judge the accuracy of the interpretations. 

The validity of research deals with how well the research results represent reality. Validity 

can be divided into construct validity, internal validity, external validity (Yin, 2009, 40). 

In general, it can be argued that utilizing qualitative data in business research establishes 

a “more real basis for analysis and interpretation”, and thus making the validity high 

(Collis & Hussey, 2003, 168). This is because of the aim of phenomenological approach 

is to capture the full meaning and essence of the phenomena. However, problems can 

occur related to rigor and subjectivity (Collis & Hussey, 2003, 168). 

Construct validity deals with how well the chosen way of measurement assesses what it 

is supposed to – the concepts that are studied (Yin, 2009, 40). In this study I used two 

data collection methods: interview and customer diary. Using multiple sources of 

evidence allowed for data triangulation in the analysis phase. This means that the findings 

were made based on multiple measures, which improves the construct validity (Yin, 2009, 

117). 
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Internal validity refers to whether the causal relationships and explanations made by the 

researcher are accurate, and ultimately match reality (Yin, 2009, 40-43). To increase the 

quality of this study, the empirical results are contrasted with previous research findings. 

Becker and Jaakkola (2020) also encourage using research designs where customer 

responses are captured right after the interactions to improve validity. In this regard using 

the customer diary approach also contributes to the quality of this study. 

Finally, external validity is about whether the study findings are generalizable (Yin, 2009, 

43-44). However, as noted by Yin, this requires replicating the findings in multiple 

studies. Thus, what single study can do to improving external validity is to describe the 

study context and procedures in detail. This helps the reader to judge, to what extent the 

results can be compared to other studies, and how a similar study could be conducted in 

the future. The limitations and overall evaluation of the study are further discussed in the 

conclusions and discussion section. 
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4. Findings and Analysis 

In the following chapter I will present the findings. The chapter is structured with the help 

of the three research questions and begins with a description of the key findings related 

to customer journey. After that, patterns related to positive and negative drivers of 

experience are discussed in more detail. Finally, the question of how online and offline 

processes are connected from customer point of view is analyzed based on the diary and 

interview data. Implications of the research for retailers and logistics companies will be 

further discussed in the final chapter of the thesis. 

4.1 Customer Journey in E-Commerce 

 
A summarized picture of the entire e-commerce journey is based on interview and diary 

findings is depicted in Table 4 (p. 45) and Table 5 (p. 52). These cover the most important 

interactions from need recognition, all the way to receiving the package and possible 

product return. The map depicts the typical e-customer journey and highlights the 

different steps and common experiences associated to touchpoints. Before going into the 

key patterns regarding the customer journey, I want to give and overview of the research 

data to lay a ground for the analysis that follows. Although many common themes 

emerged from the data, the were also a lot of variances in the interviewees’ behaviors and 

outlooks towards online shopping. I try to explain some of those commonalities and 

differences next. 

 
Most of the interviewees estimated engaging in online shopping approximately 1-2 times 

a month. The main reasons for choosing the online channel typically were better product 

selection, lower prices, convenience, and the ability to save one’s time. The most common 

product categories were clothes & shoes, books, cosmetics, electronics, sporting 

equipment and car repairment parts/equipment. Many of the participants said that they 

preferred Finnish online stores but admitted to buying from foreign stores when the 

product they were looking for was not otherwise available. In general, the interviewees 

had neutral or slightly positive attitudes toward online shopping. Three of the 

interviewees liked online shopping a lot, while the majority still preferred shopping in 
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physical stores. Those that expressed more negative views, were often the ones who 

frequently bought clothes online. This is most likely because with clothes, there is bigger 

chance of the product not fitting as expected, leading to disappointment and more frequent 

product returns. The interviewees also expressed taking part in “webrooming” and 

“showrooming” behaviors where consumers do research online and make a purchase in 

a physical store or the other way around. Interviewees used these channel options 

effectively for their own convenience and benefit. In practice this would mean, for 

example, checking availability of products online before going on a shopping trip, or 

choosing to make the purchase online because of cheaper prices or sales online.  

 
One noticeable difference between interviewees was that some were very organized 

shoppers, and liked to plan their purchases more carefully, while others seemed to be 

more impulsive in their shopping habits. This was reflected in the way the individuals 

approached the online shopping process, leading to very different kinds of e-commerce 

journeys. Roughly half of the interviewees in this study could be described as planner-

shopper types and half of them as spontaneous buyers. Common habits of the more 

organized shoppers included things like leaving products into the shopping basket and 

making the actual order on a later date, after some careful consideration. These customers 

described spending more time researching and comparing products, as well as 

strategically ordering products big batches in order to avoid delivery costs. 

 

“I usually have some nice clothes already saved, and then at some point, I make 

the order when I’ve gathered enough of them on my list. When they’ve 

accumulated, and I notice that something is on sale for example, then I make the 

order. I almost always make purchases like that.” (Female, 21) 

 

“If I decide to get something, I will spend time on it. I will go to a webstore and 

look up all the options. I could easily have ten pages of different products open. 

Then I place alternatives into the shopping cart or favorites list and after that I go 

through them and determine the best ones. And I might continue this the following 

day. Because I really want to be diligent and rigorous.”  (Female, 25) 
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On the other hand, some of the interviewees expressed more spontaneous shopping habits. 

They were usually very comfortable making purchase decision quickly after getting the 

impulse to buy something.  

 

“Well nowadays I have this bad habit of surfing online when I can’t sleep, and then 

I might buy something I perhaps will regret later (laughs) … yeah, so mostly its 

extempore purchases I haven’t planned in advance.” (Female, 55) 

 

“If I by chance see something interesting when I’m on my phone, then I might go 

and just order it right there and then.” (Male, 30) 

 

Whether the individual resembled more of a spontaneous or organized shopper, wasn’t 

necessarily connected to whether the person was a fan of online shopping or not. Some 

of the spontaneous shoppers for example, really liked the online shopping process and 

enjoyed the browsing experience. Others in that group had more negative perceptions and 

just wanted to get through the process as quickly as possible.  

 

In terms of delivery options, the respondents were very similar in their preferences. The 

findings are in line with the recent Finnish market studies, in that parcel lockers was the 

most preferred delivery option. As the data also suggests, price is evidently an important 

deciding factor for people when they have the change to choose between delivery options. 

But so is convenience; people like to take care of the package collection by themselves, 

at a time that best suits their schedule. Several interviewees even expressed that they 

would rather be ready to pay a slightly higher price just to be able to pick up their package 

from a parcel machine, than suffer from inconveniences and lack of personal control 

related to home delivery.  

 

“I do check the price, but whether I choose home delivery or self-pick up, it’s not 

so much about the price… because I’ve noticed that its easier when you pick up it 

by yourself, not having to be at home during a specific time. So, if the home 

delivery if a couple euros more expensive, that’s not the reason I don’t choose it, 
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but the convenience. Yeah, convenience is most important if there’s a small price 

difference.” (Female, 48) 

 

About half of the interviewees told that they never or very rarely return items. In general, 

the return process was perceived as cumbersome by the interviewees and as something 

they typically tried to avoid. Merely the idea of maybe having to return products was 

something that decreased willingness towards online shopping for many. Multiple 

interviewees also told that in the past, even when they were not happy with the product, 

they chose to not return it. This was because they viewed it as “too much of a hassle” and 

didn’t feel motivated enough to go through the process. As depicted in last columns of 

Table 5, most of the respondents were not aware of the concrete steps they needed to take 

and felt uncertainty towards the whole return process.  Also, if any issues came up during 

the return process, this would often lead to the person halting the process. For example, 

one participant described an instance where they wanted to make a product return and 

took the package to a pick-up point located a grocery store. However, at the store, they 

were told by the sales staff that they did not in fact accept returns, as she had expected. 

After this, she did not bother to find the correct return point anymore, leading her to not 

go through the return at all.  

 

On the other hand, for some participants, product return seems to be a natural part of the 

online shopping experience. The data suggests that people who return items more often 

usually perceive it to be more easy process than those who don’t return often. 

 

“For me, returning items is a routine, in the way that I know exactly what I’m 

doing. I have scissors and tape and then I just tape it and then return the package.” 

(Female, 25) 

 

These people (representing a minority of participants) were familiar with the practical 

steps they needed to take to complete the return. They were well aware of their closest 

return point near to their home. They also weren’t afraid of ordering the same item in 
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multiple sizes or colors, knowing from the beginning that they would have to return some 

of the products. 
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NEED RECOGNITION
INFORMATION SEARCH & 

COMPARISON
PURCHASE WAITING RECEIVING DELIVERY UPDATES

Website interaction Delivery
TOUCHPOINTS Social media, newsletter, 

advertisements, Google search, 

Online store website

Online store website(s), Google search Online store website Email conformation 

message of order and 

payment

Email / text message / app that allows 

receiving updates on the status of 

delivery

ACTIONS See an interesting and desirable 

product (or store) online, click a 

link to the website to find out 

more

/

Notice a need. Go online to 

accesses a familiar webstore to 

browse options

• Read product/store reviews

• Open multiple windows to 

compare stores (usually 2-4)

• Compare products 

• Use wish list to save items and 

inspect them

• Check delivery terms & options, 

price, speed etc.

• Add & delete items from 

electronic cart

• Go back and add items to 

surpass free delivery limit

• If using mobile phone until this 

point, might switch to computer 

to complete order more easily 

and carefully

• Make final evaluation against 

delivery terms and price, if 

satisfied proceed

• Fill in personal information

• Choose delivery option

• Choose payment option, make 

payment

Close online store & 

windows, check email

Can "forget" about purchase

FEELING Optimistic, curious, excited Engaged, mentally invested, 

enjoyment, frustration

Concentrated, happy, excited (peak of 

the experience)

Accomplished, content Neutral, positive expectation, slight 

excitement / nervousness related to 

delivery date

PAIN POINTS • Tech issues: website not 

functioning properly (i.e., 

shopping cart not updating)

• Difficulty to find needed 

information 

• Problems in filling in personal 

information, payment not going 

through with the first try

• Poor communication; Too little or 

too many updates, unclear 

communication

QUOTES "...quite often I act based on an 
advertisement that I see on social 
media or those that come straight 
to my email."

"I start limiting the options, 
differentiating the one's I'm interested in 
and putting things into the basket. Then I 
try to find the best price for them and 
figure out the best option for me."

"I was able to insert different payment 
and delivery information so that the 
package would be delivered to my son's 
address even though I completed the 
purchase, which was excellent. Super 
convenient."

"Receiving the message that 
my order and payment have 
been gone through definitely 
gives me the impression of a 
reliable company."

"Usually, they send an email with a 
tracking code. I haven't received that yet 
but I'm feeling fairly content at the 
moment. A little bit nervous about if my 
package will arrive in time."

Table 4. E-commerce journey map – part 1
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Strong role of social media & newsletter in initiating purchases 

 
The first key theme regarding the purchase journey highlights the importance of digital 

marketing. This is related to the first step of the purchase journey – need recognition, 

which is illustrated in Table 4. When it comes to purchase decisions, a common pattern 

among the interviewees that e-commerce purchases were often initiated by social media. 

Unless the purchase was a result of direct need recognition (children’s winter shoes are 

broken, therefore need to buy new ones) social networks were typically the source of 

purchase ideas and decisions. Sometimes, the influence came from direct adverts on 

social media sites like Instagram. Other times purchase ideas were related to more 

general trends among one’s online circle of influence and interests. The interviewed 

young adults also mentioned acting based on direct recommendations of online 

influencers -- popular social media users who publish content around a certain topic.  

 

 “I got the idea from TikTok.” (Diary: Female, 25) 

 

“…quite often I act based on an advertisement that I see on social media or those 

that come straight to my email.” (Female, 53) 

 

“I bought a hair product from Evo, because an Instagram influencer TaraMilkTea 

used its products in her video.” (Diary: Female, 25) 

 

Another important source of inspiration for purchases was newsletters from stores the 

person had ordered from in the past. Although many of the interviewees expressed how 

they generally didn’t like receiving newsletters from retailers, most of them still received 

email marketing from their most frequently used webstores and admitted that they 

influenced their buying decisions. 

 

“Sometimes I forget to unsubscribe from newsletters. I don’t have time to read 

them all. But when I have a need of some sorts, and I get a message of a store 

announcing that they have a fall sale for example, then I might just order from that 

store.” (Female, 25) 
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Using the same webstores again and again 

 
Another noticeable pattern in interviewees’ online shopping habits was that almost 

everyone had a handful of stores that they typically made orders from. People used the 

same webstores again and again. Each interviewee could easily name the three to six 

webstores they typically bought items from. Often, the interviewees would also start the 

shopping process from a website they were already familiar with and had used in the past. 

Only if the person had a specific product in mind from the beginning of the buying 

process, would the product search start from the search engine. In this case, there would 

typically be more openness to try on new stores and websites. Otherwise, the purchase 

would likely be made from an online store the person had already ordered from before.  

 

“I almost always use the same stores. Because I’m just used to using them.” (Male, 

30) 

 

“I think it’s that I have the certain, few of stores that you always use to browse 

products – comparing their products and not perhaps looking for any new online 

stores.” (Female, 24) 

 

“When everything goes as expected and agreed – will always come back.” (Diary; 

Female, 25) 

 

This indicates that people easily fall into their habits when it comes to choosing a e-

retailer. Despite there being thousands of options available, people opt for the familiar 

store, that they’ve had a good experience of in the past. It appears that customers hope 

to avoid excess uncertainty and stress in the online shopping process. Ordering from a 

familiar webstore again decreases information load, and information overload has been 

noted in literature as a common experience during online shopping (Lurie, 2004). This 

could be one explanation for why customers seem to favor using the same stores 

repeatedly. There is less overwhelm related to the purchase when you’re already familiar 

with the order process and know the store to be reliable. 
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Only comparing two stores at a time 

 

Since comparing prices and comparing merchants in general is so easy on the internet, 

one could imagine that this is a behaviour that customers often engage in. Interestingly, 

comparing multiple different online stores in order to get the best deal for a purchase, 

wasn’t highlighted in the interviews. A repeating pattern was that the interviewees 

typically only compared a couple of stores at a time. Usually, just two, or sometimes three 

stores were used to compare prices and product availability before making an order. As 

one interviewee explains their shopping process: 

 

“If order something from online, I will compare but I will keep it concise. If I’m 

looking to buy books, then I’ll check Suomalainen and Adlibris. I don’t bother 

going to any other sites like Werner or something. And same with the cosmetics 

stores. I usually have two options, so I won’t start comparing three or four stores 

or anything like that.” (Female, 25) 

 

In the case of a more expensive purchase, the interviewees explained that they would use 

more time to research prices and compare multiple sites. This is line with the consumer 

decision making theories regarding low and high involvement products (Solomon, 2013). 

In most cases, however the interviewees showed surprisingly low interest in researching 

products or doing price comparison regardless of its relative easiness. This likely reflects 

that consumers find the process of researching products online to be time consuming and 

as something that demands a lot of effort. Therefore, they prefer to limit the amount of 

choices from the start. This again, would help to reduce information overload and make 

decision making easier. This also reflects that even though price is an important decision-

making point for online consumers, there are other important factors playing a role in 

choosing a retailer. 

 

“I used Google to compare different products and stores, but that was a few months 

ago. Now that I finally decided to make the purchase, I didn’t actually compare 

anymore, but made the decision based on the reputation of the store and I wanted 

to support a Finnish store that shares my values.” (Diary: Female, 25) 
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When choosing between online retailers, things like image, reputation, perceived 

convenience and previous good experiences have a big influence on which retailers the 

consumer treats as actual candidates. This means that consumers aren’t necessarily 

always looking for the cheapest offer available. Rather, they seem to tend to early on 

narrow down their choice onto few retailers based on a multitude of factors. At a later 

stage, they might still do a brief price comparison, but only between those few particular 

retailers. This way, the consumer can perhaps still feel like they have made a smart choice.  

 

Wanting to be in charge of delivery 

 

Almost all the interviewees expressed that they preferred to personally be in charge of 

the package collection. They wanted to be able to decide the time and place of the delivery 

according to their own schedule. In practice, this meant the option of picking up the 

package from a parcel machine or a pick-up point located close to one’s home. 

Interviewees especially appreciated the ability to collect the parcel at a time it best suited 

them. The participants also clearly preferred parcel lockers over other pick-up points. 

This was due to their ease of use, not having to interact with people and ability to avoid 

standing in a queue.  

 

“I much rather collect my package from a parcel machine than some K-Market. 

For real! I don’t go there anyways, so it’s pointless for me to go there for a package 

and then it’s always really unclear. There are always two counters and only one of 

them you can get the packages, and then the cashier has to go and fetch it from 

downstairs or something like that… and then there’s the queue…  I don’t know. 

It’s just too confusing, so no I don’t like it.” (Female, 21) 

 

While some of the interviewees had positive outlooks towards home delivery, it was 

clearly the least liked delivery option among the participants. Many told that they only 

chose it when purchasing something particularly heavy or large. Although the 

respondents weren’t generally against the idea of the home delivery service, they felt, that 

in practice, it was often too much of a hassle – especially, to pay a higher price for. Many 
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of the interviewees expressed uncomfortable and irritating experiences related to home 

delivery. These feelings were particularly related to the long time windows of the 

services, which require the person to be at home waiting for delivery. This has indeed 

been identified as one of the key challenges of home delivery, since consumers prefer 

narrow delivery slots, but providing them is a complicated and costly task for logistics 

providers (Agatz et al., 2011). Varying practicalities of home deliveries and the effort of 

coordinating the delivery event were also criticized by interviewees.  

 

“I feel like they always call like two minutes beforehand, that hey, now I’m 

coming. So, If I am able to choose the delivery mode, I for sure won’t choose home 

delivery. And then the packages always come during random times.” (Female, 21) 

 

“Usually, they call you before bringing the package, asking which building it is 

and what is the door code, and for some reason I don’t like it. I prefer to just fetch 

the package by myself from the parcel machine. With home deliveries, you have 

to in a way be there to help them, you have to get the door and they might call you 

and often you must sign something as well… yeah I don’t like it.” (Female, 25) 

 

“Then once, I was like okay, I’ll choose the home delivery this time, but it was 

completely stupid in the end. I had to just sit at home for hours waiting, wondering 

when it would arrive. They said that they would deliver it between something like 

3 and 8 pm, so there I was sitting here the whole time, not able to go anywhere. 

And the real-time tracking app wasn’t any help either because I couldn’t tell which 

number I was on the drivers list, so I couldn’t really estimate the time it would take 

to get here.” (Female, 53) 

 

In general, the delivery section of the e-purchase experience was perhaps the most 

emotion stirring part of the entire customer journey. All of the interviewees seemed to 

have strong opinions about which delivery options they preferred and disliked and why. 

Only a few of the interviewees had more of a neutral attitude towards this issue, 

explaining that they were generally happy with the delivery services they’ve used. 
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Majority had no trouble describing detailed multiple instances of frustrating and annoying 

e-commerce delivery experiences. 
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Table 5. E-commerce journey map – part 2

ARRANGEMENT OF 

DELIVERY

RECEPTION OF 

PACKAGE

UNPACKING & 

PRODUCT CHECK-UP

POST-PURCHASE 

REFLECTION

PREPARE PACKAGE 
FOR PRODUCT 

RETURN
RETURN PACKAGE

Delivery Physical interaction with package
TOUCHPOINTS Email / text message / app: 

message to confirm delivery 

details (exact date, time, house 

number, door code etc. or 

location (and pin code) of pick-up 

point)

Pick-up point, parcel machine, 

delivery person
Packaging materials, 

marketing communications 

inside package

Email / text / app message to 

review delivery experience and 

or product,

other marketing 

communications from webstore

In-package instructions, 

return instructions online 

Return point: post office / store 

/ other pick-up point

ACTIONS Decide and settle optimal time of 

delivery, provide additional 

information / Think when to pick 

up the package

Exert varying level of effort to 

claim the package

• Open package, inspect 

product

• Decide whether to keep 

item(s)

• Recycle packaging 

materials

Share extremely good and bad 

experiences with one's social 

circle, recommend good online 

stores to family and friends

Repackage the product, 

follow return instructions

Take the package to the return 

point

FEELING Neutral / satisfied / disappointed, 

frustrated

Anticipation Pleased, satisfied (Highly depends on satisfaction 

on the product and overall 

purchase experience)

Neutral / annoyed, 

frustrated

Relief, accomplished

PAIN POINTS Changes in originally agreed 

delivery factors i.e., delivered to 

another pick up point from 

originally agreed

• Pick-up points: located 

far away, requiring effort 

and time to get there, 

having to queue

• Home delivery: having to 

wait several hours at 

home

Feedback questionnaires often 

experienced as annoying and 

obtrusive

Unclear instructions, 

uncertainty with how to 

proceed

Unclear instructions, any small 

issue in the process can lead to 

not completing the return

QUOTES “I received a message from Posti to 

update the pick-up point for my 
package, which was great because 
otherwise it would have went to a 
location close to my old apartment. 
So, I was able to make the 
necessary changes which was 
great."

"I fetched my package yesterday 
on the way from a shopping trip. 
I like this particular pick-up 
point and the parcel machine 
because it is located 4 minutes 
away from me and I don't have 
to interact with anyone."

“One store had a hand drawn 

cat and some kind of greeting 
in the package as a surprise, 
which was quite funny.” 

"If they send some kind of request 
for a review, I usually just put it 
straight into junk mail. I don't 
bother answering those, 
especially if there have been 
issues with my order or delivery, 
then definitely they don't deserve 
any more of my time"

"It depends on the store; how 
easy it is to complete the 
return. But still, it always 
demands an effort... and you 
have to go to the website and 
fill the notice that you want 
to return these certain 
products..."

"Apparently I was trying to return 
the package to a wrong service 
point. After that incident I didn't 
bother going through with the 
return at all."
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4.2 Drivers of Positive and Negative Experiences 
 
The next section presents the key findings related to things that caused the strongest 

emotional reactions for consumers during the e-commerce journey. These factors create 

a more in-depth understanding of the customer experience. 

 
Engaging and fun website interaction 

 

The first theme that emerged, was that positive reactions were often related to webstores 

able to create compelling and fun interaction experiences. Quite predictably, consumers 

reacted positively to websites that were functional and easy to use. In case there was of 

difficulty in loading pages or filling personal information, interviewees would express 

feeling strong frustration, which easily led to halting the process and exiting the webstore. 

This kind of basic website functionality seems to be a minimum level requirement for 

consumers. When questioned about their favorite webstores and asked to describe good 

experiences in e-commerce, interviewees often mentioned special website functions and 

features. These included for example advanced search functions and criteria as well as 

other website features that made browsing more effective and engaging.   

 

“For example, Zalando has very good search filters, so it’s easy to find things from 

there. And Asos has those kinds of catwalk-videos, which makes it easier to see 

and judge the fit and material.” (Female, 21) 

 

These kinds of elements made browsing more visceral and engaging and ultimately more 

enjoyable experience. Another well-liked website feature was the favorite list (or wish 

list), which makes it possible to save items one is interested in. This function was either 

used as a tentative shopping list or as a way to make comparing products easier and more 

efficient. Even though the favorites/wish list function can be seen as a mere practical help 

for the consumer, it also supports in creating more engaging shopping experience, helping 

the person to enjoy the process more.  
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“And I browse just for fun. (Interviewer: “what makes it fun?”) I don’t know… 

thinking what you could buy sometime, to compare. I save items to my favorites 

list, for example.” (Female, 21) 

 

Webstores that had extensive customer review and rating systems also stood out for the 

participants. One interviewee explained that one of her favorite online stores had the 

ability of ranking search results based on customer reviews and star ratings. Something 

that also connected the favorite online stores of interviewees, was that the webpages were 

designed to be visually interesting and included versatile content and functions. These 

sites featured things like skillful use of color and pictures, inspiration pictures, and 

customer generated content like social media pictures of customers using products. 

Altogether, these factors contributed to building an immersive experience for the 

customers. And ultimately, contributed to making the buying process comprehensive and 

enjoyable experience, likely also getting the user to spend more time on the website. 

These insights are supported by earlier research. As noted in article by Bilgihan et al. 

(2016), virtual interactions that are mentally stimulating and/or entertaining, make users 

more likely to purchase and come back to the website. Thus, online stores should be fun 

to use. 

 
Detailed delivery information provided from the start 

 

From the beginning of the e-commerce journey, customers have a strong interest in the 

delivery aspects of the online purchase. Based on the interviews, the biggest concerns e-

commerce customer has related to delivery, is how much it costs and when they will be 

able to receive the item (estimated delivery date). Delivery options, as well as return terms 

are also of interest to customer at an early stage of the purchase process, as can be seen 

from the ‘information search & comparison’ and ‘purchase’ columns in Table 4. E-

retailers that provide this information in clear and smart way on their website help to 

create a smoother experience for the customer. Many e-customers will take time to find 

and read delivery and return terms well before making a purchase decision. 
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“Usually, I look up what kind of delivery terms they have before ordering. And if 

it is a new store for me, then I will check them already before putting things to my 

shopping cart. (Female, 48) 

 

“Usually, yes, I do check the details beforehand, but when it’s a familiar store for 

me… well yes actually I do check them up even then.” (Female, 25) 

 

Many e-retailers have included a mention of delivery terms on their front page. However, 

as a few interviewees expressed, sometimes finding this information took extra effort. 

The interviewees appreciated when information about delivery was conveniently 

provided before reviewing the items in the shopping cart or proceeding to checkout. In 

addition to highlighting delivery elements on the frontpage of the website, interviewees 

liked when information about deliveries was provided on the product pages. For example, 

one interviewee praised a particular retailer for providing estimates of arrival times when 

inspecting each item in a product window. Providing this kind of information also helps 

consumer decision making and can convince the customer to make a purchase. As one 

customer diary participant explained, seeing a note of free delivery in the product view 

convinced him to follow through with the purchase. 

 

Additionally, interviewees reacted positively to any additional information or updates 

was provided upfront. Deliveries taking extra-long due to increased workload during 

sales weeks, or that products were guaranteed to be delivered in time for Christmas are 

good examples of these kind of notices. Interviewees were pleased to being informed of 

such matters and seemingly translated it as the company understanding and caring for 

them. Also, in general, from the consumer point of view the more detailed the information 

about delivery is, the better. Customers hope to get as specific estimates of delivery length 

as possible – ideally, an exact date estimation would be provided: 

  

”Personally, I liked Lyko more, they had a larger selection, better delivery options 

and they told the exact delivery date up front. They said that the estimated delivery 

date would be 2nd of December. The other store only said that it would take 7-9 

weekdays to be delivered.” (Female, 25) 
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Accordingly, consumers seem to react quite negatively to surprises at the moment of 

checkout and later stages of the shopping journey. If relevant information about delivery 

and its costs including additional fees, was withheld until the moment at the checkout, 

leaves the consumer feeling like have been cheated. “I’m ready to pay the fees as long I 

know about them beforehand”, as one interviewee explained. When asked about most 

negate e-commerce experiences, another interviewee described an event where after 

receiving the item, they found out that the return was not free as they had assumed in the 

first place. 

 

Not knowing what to expect  

 

After the order is made, a critical element in the customer experience formation is the 

quality and timeliness of communication related to delivery. One of the most negative 

aspects of the e-commerce experience was related to the feeling of not knowing what to 

expect, not feeling in control of the process. Most of the bad e-commerce experiences 

described by interviewees were related to not knowing the status of the delivery.  

 

“Most annoying? When it doesn’t have proper tracking and then it comes from 

somewhere further away, taking something like five weeks… So, you don’t know 

if its lost or something. And precise estimations are super important.” (Female, 21) 

 

Multiple interviewees thought that having up to date information about when the order 

would be delivered was more important than the speed of delivery. This reflects the 

importance of delivery updates and communication for consumers. This is illustrated in 

Delivery section in Table 4. 

 

“When it comes to speed… it depends, but usually I don’t care as long as I know 

when it’s coming it’s OK for me to wait.” (Male, 53) 

 

During the waiting period, the only thought consumers seemed to have in relation to their 

purchase was the reoccurring thought of “I wonder when it my package will arrive”. 

Having up to date information about the arrival date was highlighted particularly when 
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consumers were purchasing items as gifts or for special occasions. A couple of 

interviewees described they felt stressed when buying birthday or Christmas gifts for 

someone else, not knowing if their order would arrive in time for the special day. 

However, even if there was no need to get hold of the item by a specific date, interviewees 

expressed feeling nervous about when the order would be delivered. The consumer diary 

responses show that this was the most important question in the mind of the consumers 

during this section of the journey. The uncertainty related to the exact delivery time and 

date was a common cause of annoyance during the waiting period.  

 

Another related cause for negative responses happens when there is a mismatch with 

expectations formed during purchase from website, and what unfolded during the 

delivery phase. Understandably, changes in delivery plans such as a parcel being 

delivered to another collection point, or delays in estimated arrival times cause 

inconveniences for the consumer. This was the most typical pain point related to the 

delivery phase, as described in the beginning of Table 5. The manner in which these 

updates were communicated seemed to also contribute to customer irritation. Changes 

are not typically communicated to the customer in advance. On the other hand, receiving 

too many updates in the form of text messages was also experienced as annoying.  

 

“I don’t know, it would have been nice if the change had been communicated 

beforehand to me as well. In the end, it’s not maybe the worst imaginable issue. 

But still, I don’t know, it made me feel stupid somehow as I the whole time 

imagined that it would go this way... that it would be delivered straight to my home 

and then it went completely differently in the end.” (Diary: Female, 55) 

 

“Last time I chose home delivery, but they handled it really badly. They had the 

live tracking ability, but it didn’t help at all, because they kept postponing and 

cancelling my delivery for four days! They kept sending a huge number of text 

messages and all for nothing. Each day they said ‘Ok, today we will deliver your 

package, choose the time, and fill in the details’. So annoying. So, I had to fill my 

apartment details over and over again. And then another…and another message. 

And then in the evening, when it was supposed to come, they announced that 
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because of a delay my delivery had been moved to another day. And for four days 

they kept delaying it! It was such a waste of time for me.” (Female, 25) 

 

A somewhat common and frustrating situation was when the parcel was directed to 

another pick up point, from which the consumer had expected. Interviewees complained 

of not only about practical inconveniences like having to walk further distances or having 

to unexpectedly use the car to pick up their package. They also expressed the 

disappointment in how the service didn’t turn out to go the way they had thought and 

wished. A couple of the interviewees also mentioned how they felt they should be 

somehow compensated in this situation. “I wished the delivery company could at least 

extend the time period for collecting the package, since it’s usually located much further 

away, and it’s harder for me to reach that place”, as one interviewee pondered.  

 

Personal touch at the moment of unpacking  

 

Middle columns in Table 5 summarize the actions, feelings and paint points related to the 

moment of unpacking of the purchased item. This is the part of the e-journey where the 

customer inspects the item and decides whether to keep the product. When inquired about 

great and memorable e-commerce experiences, many interviewees recalled events when 

they had been positively surprised when opening a package. One mentioned that her 

favorite cosmetics stores often added free product testers and samples in the package. 

Another one mentioned being delighted about receiving candy with their orders. 

Handwritten notes and beautifully wrapped orders were also appreciated by customers. 

 

“One store had a hand drawn cat and some kind of greeting in the package as a 

surprise, which was quite funny.” (Female, 55) 

 

“Onetime I ordered a Supreme t-shirt for my boy, and with the package came a yo-

yo and stickers if I remember correctly, and my boy was so happy about it, 

receiving those officially branded materials.” (Female, 54) 

 

”One thing that comes to mind, is the time when I ordered clothes from this small 

Finnish webstore. When the order came, it was really nicely packaged, wrapped in 
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silk paper or something similar. And well can’t remember exactly what it was, but 

they had also included some sort of inspiration pictures, a small catalogue of how 

to style the items and some instructions how to take care of them. And on top of 

that there was a handwritten thank you note, wishing me a happy summer. I feel 

that was a nice touch. It left a good feeling of the store.” (Female, 24) 

 

It is not surprising that customers react positively to being surprised with small free gifts. 

However, even just a handwritten note was enough to separate that merchant apart from 

others in the mind of the customer. This kind of gesture brings a sense of human touch to 

the purchase experience and makes it more personal. It communicates that the customer 

is appreciated and thought of, even though they are likely opening the package alone in 

the privacy of their home. The opening of the package is a key moment for the e-

customers, and the interviewee responses show that merchants that have invested in this 

touchpoint can fairly easily stand out from other stores. Especially as it’s the ending 

points of the purchase journey, it poses and an opportunity to create positive ending to 

the buying experience. 

 

4.3 Connection of Website & Delivery Processes  
 
This sub-chapter aims to answer the question of how online and offline fulfilment 

processes are connected from customer perspective. First, it should be emphasized, that 

delivery is intertwined with the e-commerce experience/journey from the beginning, and 

it is not just something that happens (after the “main section” of website interaction) a 

purchase has been completed on the website. Delivery factors and how they are 

communicated on the website directly affect purchase decisions and the consumer’s 

experience. As noted in the previous sub chapter, customers are often curious about 

delivery options – their price and length from the moment they land on a website of an e-

retailer. When desired items are placed in the shopping cart, factors related to delivery 

also influence the final purchase decision. As one interviewee put it, “that’s when I 

consider if I really want to buy the product – if it’s worth it”. The data also shows that it 

is extremely common is for consumers to buy more products in order to get free delivery. 

Nearly every one of the interviewees said that they had a habit of putting more items into 
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their cart to surpass free delivery threshold set by the retailer. All of this tells that delivery 

elements already have an important role during the website interaction, and affect the 

experience even before the order gets sent out.   

 

What kind of relationship do online customers have towards logistics companies? In 

general, it can be said that the interviewees were first and foremost interested in the 

delivery method and practicalities related to that. Most of the interviewees had had both 

excellent and bad experiences with delivery companies, and were very clear about their 

favorite delivery method. However, when it came to holding opinions towards specific 

delivery operators, the responses were surprisingly weak. The particular delivery 

company had little meaning for interviewees during the e-commerce journey. This was 

the case especially after the delivery decision had been made on the website. After the 

most convenient delivery option and operator has been chosen and the order was placed, 

consumers paid little attention to the delivery company. Unless the interviewees had had 

an extremely difficult an unpleasant service experience with a certain logistics provider 

in the recent past, they didn’t really care about delivery company and in general had very 

little awareness of different delivery firms. 

 

“In the supermarket next to us, I think there are a couple of different parcel lockers 

by different companies, they look a bit different. But I’m not quite sure about their 

names, so if its Posti or some other company… I can’t say for sure. I haven’t paid 

much attention to that. And yes, they all function pretty much similarly.” (Female, 

53) 

 

“PostNord? I’m not sure... Matkahuolto, PostNord, these kinds of companies, I’m 

not entirely sure about these. Like I place them in the same category. Shencker... I 

place them all into the same category... like I don’t think about what they are.” 

(Female, 25) 

 
“For me it’s all the same, which delivery firm it is. They are all located close to 

me, all the possible parcel machines and R-kiosk are nearby. So, I don’t really care 

which delivery company it comes through.” (Male, 68) 
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This of course makes sense. Customers are first and foremost interested in the store and 

products which they are ordering, not the logistics company, which has no further 

significance for them. Especially if the person was used to picking up packages from a 

pick-up point located in a kiosk or a store, the delivery company would practically be 

invisible for them. The interviewees that normally used parcel lockers as a delivery mode 

seemed to have a better sense of different logistics companies and/or their preferred 

logistics company. This is probably because they have more often directly faced and 

interacted with the differently colored parcel machines, which are branded based on the 

operating firm. However, even those interviewees who had multiple parcel lockers 

located near their home, typically expressed that again, the specific delivery company 

didn’t matter to them, as long as the pick-up point was located close to their home. 

 

The effect of delivery experience on e-retailer 

 

The findings of this study indicate that the quality of the delivery influences the image of 

the e-retailer. However, this link is not straightforward. This became evident especially 

when comparing the diary responses with the interview material. Firstly, if a consumer 

had a poor delivery experience (because of, for example, unexpected changes, poor 

communication, or delays), this would also reflect on the image of the retailer, at the 

moment those issues occurred. So, if the consumer would be asked during the delivery 

interaction or right after the incident, the customer would likely express having a negative 

experience of the online store and a negative overall experience. 

 

Interestingly, the interview material suggests, that poor delivery experience didn’t lead to 

negative image of the store in the long run. After some time had passed from the purchase 

event, the bad delivery experience only seemed to affect the image of the delivery 

company. In other words, respondents were in some cases extremely frustrated when 

facing issues in the delivery, and this frustration was reflected on both actors in the 

moment. However, after they had gotten some distance to the actual experience, negative 

outlook against the e-retailer wasn’t that strong anymore, which became evident from the 

interview responses. Many of the interviewees for example said, that they would still 
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likely keep buying from that same shop even after having a negative experience with 

delivery. And, that those bad experiences wouldn’t affect their future purchase decisions. 

For instance, one interviewee described, that one his recent online purchases had 

disappeared during the delivery. After waiting several weeks for the package and 

contacting customer support it turned out that his package had been misplaced during 

delivery, so he ended up being reimbursed. When asked how this instance would affect 

his future behavior or view of the companies involved, he responded: 

  

“It didn’t really any affect. I’m pretty sure I will still keep ordering from this same 

store in the future. I guess pretty rare for something like that to happen.” (Male, 

27) 

 

On the other hand, when interviewees were pleased with the delivery experience, this 

positive outlook was also reflected on image of the store. This held true both during and 

right after the purchase experience as well as after some time had passed. For the delivery 

experience to have this effect, it needed to match consumer expectations. Or better, 

somehow surpass expectations towards the service. A good example of this was when a 

consumer experienced a store to have fast deliveries. When asked about their favorite 

online stores, few interviewees mentioned certain stores because they remembered 

receiving the item surprisingly fast. 

 

“Great experiences? That it was delivered extremely fast, I believe in two days. So 

basically, if I had ordered the product on Monday, I was able to pick it up by 

Wednesday. I would say that that really made an impression on me.” (Female, 24) 

 

When asked to describe their overall experience, another participant gave the following 

answer: 

 
“I would rate this experience by giving it five stars because the order was delivered 

quickly and right where I wanted it to be delivered. Everything went as it was 

supposed to. I will always order from this store in the future.” (Diary: Female, 25) 
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All of this implies that ultimately, consumers are somewhat forgiving towards the e-

retailer in the case of a bad delivery experience because they understand that the issue 

most likely the fault of the online store. However, if the delivery experience is good, 

everything in the delivery goes smoothly, the service fits the product and is fast, it can 

help provide retailers a competitive edge. Although delivery speed is not number one 

priority for Finnish e-commerce customers, it is something that consumers still take 

notice of and value. 

 

Disconnected from store at the moment of unpacking 

 

The moment customer has finally received their order and is able to unpack their online 

purchase is a significant touchpoint during the e-commerce journey. Regardless of it 

being an important moment, the interviewees seemed to generally feel quite disconnected 

from the store or the brand when finally getting their hands on the order. The excitement 

levels of the customer diary participants also appeared lower at the during unpackaging 

compared to the moment of making the purchase. In the interviews, few made remarks 

related to the opening of the package at all. Many of the interviewees appeared to be out 

of touch of the e-retailer at this point and thus, not interested in further interactions with 

the company. This was for example reflected in the reluctance of giving feedback to the 

store. 

 

“Every time after the product has come through the door, there comes a text 

message asking for a review of the delivery or the product and I think it’s annoying, 

I usually never answer to those. I’m not interested in any additional thing after the 

fact, even if there was a change to win something, no I don’t like anything extra” 

(Female, 48) 

 

“Well sometimes I answer the feedback request of the delivery company, but I 

never write reviews about the store’s products.” (Female, 24) 

 

“But for example, with Foodora orders, if they handle it really well, I will give the 

five stars. But they have made it really easy to do – it opens a of window on my 
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laptop screen when the order is in progress, so it’s right there. But when the order 

takes days… I don’t bother to use my time to give ratings or reviews.” (Female, 

25) 

 

I suspect this sentiment to be a result of two main reasons: the fact that a considerable 

amount of time has passed since the last proper interaction with the store and secondly, 

in many cases, the lack of distinguishable “reminder” and noteworthy experience linked 

to the store at the unpacking moment. Since some time has passed between ordering the 

product and actually receiving the item, the experience has perhaps become more of the 

persons own, rather than being strongly related to the store. This could contribute to why 

further request and messages from the store are perceived as intrusive and annoying. 

 

The irritation and reluctance to respond to any after sales messages expressed by multiple 

interviewees, could also be a reflection a weak overall shopping experience. Sending a 

request to review the shopping experience feels annoying, because there really has been 

no “experience” from the customer point of view. However, in most cases the 

interviewees seemed to express these kind of feelings, even when they had been perfectly 

pleased with the website interaction and delivery. Apart from few positive exceptions 

described by the interviewees, the unpacking moment seemed to also leave the customers 

cold.  

 

Typically, online orders are delivered in a standard brown cardboard box together only 

with a receipt. This not only makes it hard to online stores to set apart from others, but 

also creates a further disconnect to the specific merchant or brand. A bland ending to the 

shopping journey could end up ruining the good experience that had been built up until 

that point. Thus, a stronger impression could be left at this final stage by designing the 

unboxing experience that matches with the brand of the merchant. This could be achieved 

for instance with branded packaging, using carefully chosen package materials, or by 

featuring personalized thank you note or other messages inside the box.  
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5. Conclusions and Discussion 
 

This chapter concludes the thesis by providing a summary of the key answers to the 

research questions. A brief discussion on the managerial implications of the findings is 

also provided. Lastly, I will present the limitations of the study and give suggestions for 

further research. 

 
The objective of this thesis was to investigate the e-commerce journey from the customer 

point of view. Most of the previous research in the e-commerce context has focused on 

studying the website interaction – viewing it as the core of the online shopping 

experience. However, this does not provide a full understanding of the topic since 

interactions after completing the order are excluded. Therefore, the aim of this thesis was 

to explore the e-commerce experience holistically and to consider the entire customer 

journey. The research process started with a review of previous literature regarding e-

commerce, customer experience and last-mile delivery.  After deepening my knowledge 

of these areas, I continued with an interpretive study based on customer narratives. 

Customer diaries and semi-structure interviews were chosen as methods to capture 

relevant information form the customer point of view.  

 

The main research question of the thesis was:  

What is the customer journey like in e-commerce?  

 

Regarding the structure of the e-commerce journey, the findings suggest that if consumers 

have a particular need already in mind, they often begin the process directly from the 

website of an already familiar webstore. On the other hand, purchases that were more 

spontaneous or influenced by external sources, online content; social media, online 

advertisements and newsletters played a big role in initiating the purchase process. This 

was the way consumers typically found about and tired out new webstores. These insights 

add to the current understanding of how the e-journey typically begins.  
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Once on the website, the customer will spend time searching and getting accustomed to 

products. Interestingly, although the online channel enables effective product 

comparison, the data suggests, that consumers often limit comparison to a couple of 

stores. The interviewees usually only briefly compared two, (or sometimes three) stores 

that they were familiar with, before making the final purchase decision. This is a good 

example of how consumers might avoid information overload in practice during online 

shopping, which has been found to be a common experience for e-customers (Lurie, 

2004). 

 

How well the website functions and how enjoyable and engaging this process is, plays an 

important role in locking in the customer. Any issue or difficulty at any point of the 

website interaction can easily trigger the customer to change retailers or go backwards in 

the shopping process. During the browsing and comparison process, customers will also 

typically get accustomed to the delivery options, their price and terms. Delivery elements 

and how they are communicated on the site have a significant effect on the decision to 

buy. These findings are in line with previous research, which has acknowledged that 

delivery options and their presentation influences likelihood of online purchase and 

customer satisfaction (Esper et al., 2003). 

 

After the purchase decision is made, the consumer may have a chance to choose between 

a few delivery options. The self-pick-up options, particularly parcel lockers are clearly 

preferred by the Finnish e-commerce customers. The interviewees experienced parcel 

lockers as convenient, timesaving, and in contrast to home delivery, allowing more 

control and freedom over delivery features. Therefore, often, the e-commerce customer 

will pick-up the parcel by foot or on their way to or from work. The results do not clearly 

provide evidence for fact that consumers seek and receive emotional value from self-

service delivery as suggested by Wang (2019) and Vakulenko (2018), but do not 

contradict it either. After opening the package and inspecting the products the customer 

will make the choice to keep or return the item. The findings of this study indicate that 

the return process is usually experiences as cumbersome. Most of the interviewees said 

that they try their best to avoid having to return products in the first place. 
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Generally, it can be concluded that the e-commerce journey is a complicated process 

affected by a multitude of touchpoints. It’s important to note that the e-commerce journey 

can look very different depending on the product type as well as personal, environmental, 

and situational factors. Customers also expect different things from the online interaction 

and delivery with different kinds of products.  

 

What drives positive and negative experiences for the customer during the e-journey?   

 

Based on the interviews, customers were pleased when e-commerce journeys went 

smoothly and as expected from start to finish. The most positive reactions during the 

journey were related to touchpoints and elements that were surprising, different, provided 

higher service quality than majority of competition or somehow superseded customers’ 

expectations. Three most important elements that created the strongest positive reactions 

to e-customers are discussed below. Ultimately, what these elements communicate to the 

customer is that the customer is cared for, and their point of view and experience was 

understood.  

 

First, successful e-retailers were able evoke positive reactions by providing a fun, 

engaging website interaction. This was achieved with the help of advanced site functions, 

effective search filters, and visual elements. Providing additional content and rich product 

information for example in the form of blog posts, product instructions and customer 

reviews also help to create more immersive and enjoyable shopping experience for the 

customer. This conforms with previous research, suggesting that customers search for 

hedonic features in online shopping and that elements like including social interactions 

into the process contribute creating a pleasurable experience (Bilgihan et al., 2016).  

 

Another source of positive experiences regarding online interaction was related to 

providing detailed delivery information from the beginning of the customer journey. 

Customers seem to be interested in the delivery options offered by the retailer from the 

moment they land on the website. This supports findings from Nguyen et al. (2018) and 
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Xing & Grant, (2006); delivery information is important for consumers and consumers 

will often check delivery terms and conditions before deciding to purchase. The 

interviews and diary responses highlighted that customers appreciate having access to 

this information in a user friendly manner – at the right moments during the browsing 

process. This was a way to for e-retailers to stand out, delight and help ease the shopping 

process for customers.  

 

The third strong pattern was related to the touchpoint of unpacking the item. The 

unboxing experience and the effect of premium packaging on overall experience (and for 

example, re-purchase willingness) has yet to gained significant academic research. The 

findings of this study indicate that the quality of the unpacking experience might have a 

strong influence on these outcomes. The informant’s positive e-commerce memories 

were commonly linked to instances in which the consumers had been especially delighted 

in the opening of the online order. This positive surprise and impression were caused by 

things like beautifully package designs, personal thank you notes and small free gifts with 

the order.  

 

The most negative reactions were basically manifestations of one underlying feeling: not 

being in control of the experience or process. Experience of lack of control and 

uncertainty related to the unfolding events was most often related to the delivery phase 

and touchpoints after completing the purchase. Arguably, these findings support previous 

research (e.g., Garver et al., 2012; Nguyen et al., 2018) which has identified order 

tracking as a key attribute for customers. Consumers want to receive information updates 

about the delivery process in order to feel in control of the experience. Unclear steps and 

changes in delivery plans, but also the way these were communicated also caused 

irritation and frustration in e-commerce customers. 

 
How are online and offline fulfilment processes connected from customer perspective?  

 

In general, the findings of this study support the notion that delivery is an important aspect 

of the e-commerce experience (Semeijn et al., 2005; Petre et al., 2005). From the 
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customer point of view, delivery is also somehow “present” during almost the entire 

online shopping journey. Delivery elements affect retailer choice and purchase decision, 

and the delivery process takes up majority of duration of the of the e-commerce 

experience. Delivery also holds a significant role as it is connected to the last touchpoint 

of opening the package.  

 

Previous research indicates that last mile delivery has an effect on online shopping 

experience and satisfaction (Vakulenko et al., 2019b). The findings of this study provide 

insight into this mediating relationship. The research data suggests, that when the 

customer is midst the e-commerce journey, and closely after it, customer attributes bad 

delivery experience also on the retailer. But, after some time has passed of the purchase 

event, the buyer directs negative impressions towards only towards the delivery company, 

and not the retailer. On the other hand, if the consumer is pleased with the quality and 

especially the speed of the delivery, this positive view extends to the retailer image as 

well, both during the experience and after some time has passed from the event. 

 

This means that although the consumer does have a holistic outlook on the online 

shopping experience, at the end of the day, they are aware that two separate actors are 

usually responsible for this process. The consumer is also primarily interested in the order 

and the e-retailer – and pays little attention to the different delivery companies. Although 

some interviewees were for example able to name their preferred logistics company, 

convenient location of pick-up points was far more important than specific shipping 

companies. So even if the delivery is important part of the experience, after choosing the 

most fitting delivery option during the order process, consumers had little awareness of 

the delivery company. 

 
Another interesting finding related to the unique nature of online shopping in comparison 

to ‘brick and mortar’ shopping, is that consumers seemed to have lost connection to the 

retailer at the moment of finally getting to see the product. This is likely due to the reason 

that a lot of has passed between the website interaction and the moment of finally getting 

hands on the product. Even if the website interaction had been amazing, the consumers 
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has in a way, already forgotten about it at the last leg of the journey. The fact that online 

orders are often delivered in plain cardboard boxes, without further distinctive elements 

of the retailer weakens the relationship to the specific retailer. Most likely due to these 

reasons, the e-customer rarely interested in further interaction with the store, such as 

reviewing products or giving feedback. 

 

5.1 Managerial Implications  
 
The findings of this study provide insights for both retailers and logistics providers on 

how they can improve the e-commerce experience. Regarding the online experience, 

retail managers should think about how they could provide an engaging experience. To 

achieve this, e-commerce managers and developers should have basic understanding of 

several disciplines like aesthetics, consumer behavior, information systems and flow 

(Bilgihan et al., 2016). In addition to having easy to use well-functioning website, 

interactive elements, additional materials and detailed information about products can 

help keep interested and invested during the shopping process. If retailers wish to ask for 

feedback regarding the website experience, they should ask it right away. In later stages, 

consumers won’t remember, or often not care enough to answer.  

Delivery information (options, length, changes etc.) should be communicated in an 

accessible and customer friendly manner on the website. Ideally delivery related factors 

could be used as a sales point to convince them to make a purchase. In addition to 

featuring delivery options and terms accessible on the front page, more detailed 

information can be provided on side of the product view to aid consumer decision making 

process.  

Beyond the website interaction, retailers should not only accept last mile delivery as an 

important element in the e-commerce experience, but also include it in their retail 

strategy. This study supports the idea that e-retailer and logistics partner share the 

responsibility for customer experience design. Creating an excellent e-commerce 

experience requires e-retailers to work closely with logistics companies to develop better 

last mile delivery services.  
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From the side of the logistics providers, this requires willingness to understand the needs 

of the end-customer and collaboration with e-retailers. Retailers most likely have more 

detailed information about their customers that could be utilized in developing service 

models and creating more personalized and customizable services that provide value for 

all parties. For the delivery company, one of the most critical issues for improving the e-

commerce experience is order communication. With the right kind of communication, it 

is possible to increase customers’ sense of being in control of the process. This should 

improve the overall e-commerce experience.  

The findings also indicate that often, the customers’ experience breaks off during the 

period of expecting the package. Retailers should, for one be aware of this. Aiming to 

create a more consistent and unified customer experience throughout the journey could 

be a way to create a better customer experience. Most importantly, retailer managers 

should take into account that creating an excellent online store experience is not enough, 

if they are wanting to create a memorable commerce experience and stand out from 

competition. This means designing the whole experience and customer journey from start 

to finish, including delivery, unboxing and return processes. Delivery services should be 

chosen to carefully to match the product type and customers of the store. For example, if 

environmental values are highlighted in the product or the store/brand, this is something 

that should also extend to delivery options and packaging as well.   

 

Mastering the moment of product unpacking is another opportunity to retailers – this 

significant touchpoint seems to be often underutilized. It can be elevated in many ways 

depending on the type of product and merchant. Packaging and any other added materials 

with the order should reflect the brand and be creatively utilized as a marketing channel. 

Managers should strategically think the kind of effect and impression they want to leave 

customers with, or what kind of action the want to encourage them towards. Finally, 

retailers should not underestimate the importance digital marketing. Targeting right 

groups in the right channels is key to attracting new customers on to an online store. This 

means employing a mix of channels including social media, e-mail, and paid 

advertisements. 
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5.2  Final Reflections  

Generally, customers have high expectations towards online shopping encounters. After 

utilitarian needs are fulfilled, customer expect a compelling experience. The findings of 

this study suggest that there is still a lot of opportunity to improve the e-commerce 

customer experience both on the side of the retailer and the logistics operator. One of 

these is to increase the sense of control over the process. In comparison to traditional 

shopping, customer must hand over a lot of control, and trust several actors that 

everything goes as promised. To create and excellent experience, managers need to have 

a clear picture of the indented experience and invest in creating positive reactions in the 

most meaningful touchpoints for the customer. 

One of the most interesting aspects in this research was to better understand how 

customers view the whole e-commerce experience and the actors involved in it. I 

discovered that timing and how customer experience is understood plays a part in how 

this question is answered. While it is true that customers view the online shopping 

experience holistically, this is the case mainly during and right after the event. Customers 

do also generally realize that there are often two different actors involved in the process. 

This perspective is more dominant in customers’ retrospective assessments. This 

indicates that the customer experience varies depending on the time of measurement, 

further highlighting the relevance of timing in customer experience studies.  

Finally, even though customer experience is increasingly discussed in the e-commerce 

context, my sense is that many retailers have not yet truly considered this perspective and 

its impact on their business. Even when the importance of customer experience 

perspective is acknowledged, it might be challenging to retailers view things from the 

customer point of view. Here, tools like customer journey mapping, as exemplified in this 

thesis, can be helpful especially when applied in a context of a specific offering.  

5.3  Limitations of the Study  
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The first set of limitations come as a consequence of focus and scope set for this study. 

The focus is general and includes a variety of different types of physical products ordered 

online. Same applies to the heterogeneity of the study participants. While this approach 

has contributed to getting a holistic picture of the e-commerce experience, it may have 

prevented identifying more nuanced insights that apply during specific conditions or lead 

to overlooking certain other noteworthy issues. 

 

Only seven of the interviewees were able to participate in the diary study, which weakens 

the generalizability of the results. Another possible shortcoming has to do with the 

sample. All of the interviewees live in urban areas in Southern Finland, where for 

example, there are generally more delivery options available. Thus, it may be that the 

participants’ perceptions are not representable for rest of the country or people living in 

the countryside. It should also be noted that, the results of this study are tied to the e-

commerce market of Finland, and other cultural factors. Thus, generalizing across 

markets can be difficult.  

 

Lastly, some consequences com as a direct result of the methodological choices. For 

instance, with phenomenological and interpretive studies; the analysis and always lies on 

the interpretation of the researcher. This means that the findings could be interpreted 

differently by other researchers. To improve the quality of this research in this regard, 

evidence in the form of direct quotations and detailed description of the research process 

is provided. This allows the reader to judge the quality and transferability of the findings. 

 

5.4  Suggestions for Further Research  
 
By investigating the e-commerce experience, this study has advanced understanding of 

the e-customer journey and shed light on the many touchpoints of this journey. However, 

many of the insights need to be further validate by future studies. For example, this study 

identified that positive and negative delivery experiences affect the image of the online 

retailer differently. Thorough investigations should be conducted to verify the nature of 

these relationships.  
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In general, more research is suggested to be done on the interactions and touchpoints 

outside of the online interaction. There are many interesting areas of study especially in 

the intersection of marketing and logistics fields. For instance, little research has 

addressed how consumers choose last mile delivery options, and how they should be 

optimally communicated on the website of the retailer. Another possibility for further 

research is the e-grocery segment, which was excluded from this study. Another avenue 

is related to today’s food delivery companies that utilize mobile applications for their 

service. This could also be an interesting context to study customer experience in. Based 

on the interviews, these service providers seem to be forerunners of some kind when it 

comes to customer experience in the online order market. 

Future researchers are also encouraged to conduct similar customer experience studies 

with more controlled variables. For example, studies with specified demographic 

variables or product of delivery types could uncover more detailed insights. A lot depends 

on the type of product in question – customers expect different things from the purchase 

journey based on product type. Quantitative methods can help in getting a more precise 

understanding of the effects of certain e-commerce elements to outcomes like loyalty and 

customer behaviour. 

Finally, in regard to customer experience research, I would also encourage future 

researchers to use diverse and innovative study methods, as well as performing multi-

method studies when investigating customer experience. Adding the customer diary as a 

self-reporting method in this study, enabled gathering valuable insights that would have 

otherwise been easily left unnoticed. 
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Appendices 
 
Appendix 1 – Customer Diary instructions and questions 
 

Instructions: 

 

The idea of the customer diary is to record feelings, thoughts and experiences related to 

an online shopping instance during a real purchase event. Filling the diary will take 

approximately between 5 to 15 minutes in a day (on at least three days). Responding is 

done via WhatsApp. You will receive guiding questions on three occasions. In addition 

to responding to these questions you can record anything else that comes to your mind 

related to your shopping experience. You can use text or audio to record your thoughts. 

You can also include clarifying pictures, links and emojis. Feel free to respond in casual 

language, using your own words ☺ 

 

 

Guiding questions: 

 

Phase 1 (Consideration / purchase stage) 🛍 

• What product(s) are you buying? Where did you get the idea for the purchase? 

• Did you compare stores / products? How? 

• Tell about the delivery. What kind of options did you have and how did you 

choose between them? 

• How would you describe your experience thus far with words and emojis?  

 

Phase 2 (Waiting for the package)         

• What kind of thoughts have you had in relation to your online order during the 

waiting period? 

• In your opinion how well did the informing or settling of the more precise 

delivery time go?  

• How would you describe your experience at this point of the shopping journey? 

(Send me a message when you’ve received your package, and I’ll send you the 

last set of questions ☺) 

 

Phase 3 (After receiving the online order)            

• How did you arrange the collection of the package within your daily life? 

• How would you rate your overall shopping experience? 
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• What kind of things did you experience to be especially positive or negative 

during your shopping journey? (Regarding the online page, delivery of the 

package, packaging, quality of the product etc.) 
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Appendix 2 - Interview guide 

Questions translated from Finnish to English. 

Online shopping habits 

• Could you briefly describe your online shopping habits?

• What kind of products do you generally order online?

• How often do you shop online? Please explain why.

• Do you prefer offline or online shopping, why?

• What kind of devices you use to make purchases online?

• In what kind of environment do you typically make online purchases? (At home, at

work, alone…)

• Have your online shopping habits changed in the past few years? How and why?

• How much do plan your purchases beforehand?

• How do you typically compare products and stores?

• How much time do you generally spend on browsing products?

• In your view, how do other people influence your online shopping?

• Do you have accounts on many webstores/ are you a member of customer clubs?

• Have you ever to looked up products in a physical store but decided to later make the

actual purchase online? What about the other way around?

• What do you like most (& least) about online shopping?

• What do you find most annoying in the online shopping process?

• How independent process is online shopping for you, how much do you involve others?

(e.g., asking for an opinion before ordering, sharing product picture online...)

• How do you feel about not having to necessarily interact with anyone during the online

shopping process? Do you experience it more as a negative or a positive?

Online interaction 

• Do you have a favorite online store you often order from? Why do you like it?

• Can you give an example of a retailer that has particularly good online store?

• What gets you to switch stores when considering a purchase on a particular website?

• How open are you to trying out new webstores you’ve never ordered from before?

Delivery phase & unpacking 

• How does the the different delivery methods influence your buying decision and habits?

• Do you care about which logistics company delivers your package?

• Do you research/check the delivery options before making the order?

• What do you base your decision on when choosing between different logistics

companies?

• What kind of factors matter to you most in delivery?

• How important is delivery price to you? Speed of delivery? Estimation of arrival date

and time? Emission free/green options?

• If two delivery firms offer delivery at the same price, how do you make the decicsin

between them?

• Is there a delivery service element that you would be happy to pay more of?

• What is your favorite delivery method and why?
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• How could delivery services be improved in your view?

• Can you recall any particularly annoying delivery experiences?

• What kind of image do you have of the following actors based on your experiences?

(Posti, PostNord – Matkahuolto – Budbee – Shencker – Ups –  DHL)

• Do you tend to answer the feedback messages and give reviews about the delivery

service?

• Do you have any thoughts related to the packaging of online orders?

Significant online purchase experiences / Unraveling of diary responses 

• Can you describe your last (or one of your recent) online purchase experience? What

kind of product it was, where did you get the idea for the purchase and so on... Describe

the process with as much detail as possible.

• What was the feeling you were left with, the overall impression you got from that

experience?

• What was the most annoying, stressful moment during the purchase process?

• What was the best, most surprising, or delightful moment? Something that exceeded

your expectations?

• How does that experience influence your future shopping habits?

• How does a particularly bad or good delivery experience influence your view of

delivery company, and the retailer?

Closing 

• What would make online shopping more convenient and pleasant for you? What would

a dream online shopping experience look like?

• Is there something you would like to add to a previous question or topic we covered?

• Is there anything else you would like to add related to the topics we discussed?



 90 

Appendix 3 – Analysis structure 
 

 

1st ORDER CODES 

 

CONCEPTS 
THEMES 

(as discussed in 

findings) 

Purchase idea came from 

social media (Tik Tok,/ 

Facebook /Instagram) 

Newsletter & email adverts 

lead to re-purchases 

 

Purchase idea came from a 

blog 

 

Strong role of social 

media & newsletter 

in initiating 

purchases 

Feeling overwhelmed 

with product options 

 

When pleased with an e-

commerce experience 

will “always” return 

 

Buying process begins 

form a website of a 

familiar store (unless 

searching for some 

specific product) 

Often visiting the same few 

online stores to browse 

products 

 

Appreciate when a site has 

your personal details saved: 

ordering is fast and 

convenient 

 

Prefer buying from familiar 

stores that also have physical 

stores 

 

 

 

Using the same 

webstores again and 

again 

 

Choose online shopping 

to save time 

 

Doing very little 

store/price comparison 

 

Choosing a store based 

on values and country of 

origin 

 

Early on narrowing down 

store options to a few (2-3) 

favorites 

 

Comparing prices more 

carefully with big purchases 

 

Using google to compare 

prices when buying higher 

involvement items 

 

 

Only comparing two 

stores at a time 

 

Prefer getting to decide 

place and time of 

delivery 

 

Store as a delivery point 

experienced as unclear 

and stressful 

 

Dislike home deliveries 

because of long time 

windows that waste time 

Delivery speed is not 

important, but knowing when 

package is coming 

 

PostNord favorite delivery 

company because allows 

returns to parcel machines 

 

Would rather pay more for 

self-pick up than to wait 

hours at home, uncertain 

about delivery time 

 

 

 

 

 

Wanting to be in 

charge of delivery 

 

Bad website design 

irritates 

 

Saving items to wish 

lists, ordering in bulk 

 

Other people’s product 

reviews and ratings are 

valued 

Earning bonus points for 

certain actions: positive 

 

Browsing products for fun  

 

Elements of good webstores; 

detailed search functions, 

product specifications, good 

photos 

 

. 

 

 

 

 

 

Engaging and fun 

website interaction 

 

Often return to 
webstores that used and 

liked in the past 

Often limit store options 

early in the process to 

make decision making 

easier  

 

Satisfaction is low when 

not feeling in control of 

the process 

Website use should be 

enjoyable 

Advanced site features; 

effective search 

functions, modifiability 

etc. 

Want to avoid 

overwhelm caused by 

large number of options 

and unfamiliarity 

Social networks and 

digital marketing 

important influence in e-

commerce behaviour 
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Prefer knowing exact 

expected delivery date 

over ”a between period” 

Almost always check 

delivery options 

beforehand 

Accurate and detailed 

arrival estimation in 

basket appreciated 

Order tracking is 

convenient, valued 

delivery feature 

Communication about status 

of delivery important for 

customer 

Final buying decision made 

by comparing purchase price 

to delivery cost 

Willing to pay extra 

(delivery) costs if made 

aware of them early on 

 

 

Detailed delivery 

information 

provided from the 

start 

Feeling nervous if 

delivery will come in 

time (for birthday, 

Christmas gifts etc.) 

Thoughts during 

waiting: “when will it 

arrive?” 

Failed delivery leads to 

strong negative emotions 

Annoying experience: not 

knowing the status of the 

delivery 

Feeling stupid when a change 

happened in expected 

delivery method 

Change of pick-up place is 

annoying 

 

Not knowing what to 

expect 

Thoughtful packaging 

design creates positive 

impression 

Showing products to 

family after unpacking 

Handwritten note in 

package: feels like they 

care about me 

Free testers /candy, /stickers, 

small, branded gift in 

package: a delightful 

surprise, positively 

remembered 

Thoughtful package design: 

easy to open package that 

automatically rips of address 

sticker 

Personal touch at the 

moment of unpaking 

Confusion in delivery 

phase weakens overall 

experience 

Willing to use same 

webstore even after poor 

delivery experience 

Bad delivery experience 

only affects image of the 

delivery company 

Surprisingly fast deliveries 

contributed to a positive 

image of the online store 

Poor delivery experience 

leads to negative image of 

store: during and right after 

the incident 

The effect of 

delivery experience 

on e-retailer 

Submitting product 

reviews only if it is 

compensated with bonus 

points/discounts 

Peak of the total 

experience is right after 

completing the order 

Feedback questionnaires after 

receiving package 

experienced as obtrusive, 

annoying 

Not bothering to complain or 

contact delivery or shop 

unless absolutely necessary 

Disconnected from 

store at the moment 

of unpacking 

Delivery date and time 

of arrival is biggest 

concern during waiting 

period 

Delivery information is 

an important factor 

affecting purchase 

decision 

Unexpected events in 

delivery easily lead to 

disappointed reactions 

Want to be up to date of 

the status of the delivery 

at all times 

Delightful surprise at the 

end of the journey 

positively stand out, 

memorable 

Positive website 

interaction doesn’t 

necessarily carry to the 

end of shopping journey 

Delivery’s effect on 

overall experience (and 

store image) depends on 

when measured 

Customer rarely 

interested in further 

interactions with the 

store after opening 

package 

Delivery’s effect on 

overall experience (and 

store image) depends on 

its quality 

(positive/negative)  
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