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Abstract 
Commerce through Internet gets more usual and has become a part of everyday activities and 

the users get more experienced. Today e-commerce is not only used to go through with pur-

chases online, it is also about decision making before going to a physical store to purchase the 

product. But even if e-commerce is an established concept there is still shown that customers 

tend to cancel purchases in due to that the e-commerce site is hard to use. The purpose of this 

research is to review earlier researchers’ contributions and through this study add theoretical 

contribution that widens the understanding what enables e-commerce to succeed today in rela-

tion to information provision. Questions been asked is 1) what is it 2015 that determines if an 

e-commerce venture succeeds or not? And 2) what usability parameters are of influential sig-

nificance? To answer this it was conducted semi-structured interviews on the company Wip-

core that develops e-commerce solutions, the interviewees where employees of different pro-

fessions both in business and informatics.  The result of this research shows what it is today 

that determines if an e-commerce venture will succeed or not. The result also points out pa-

rameters of an influential significance concerning success factors, also the influence depend-

ing on variation between industries and products being sold and what the specific target 

groups are. The target group that could be interested in this research is companies who con-

duct sales through an e-commerce site and who wants to know what influence usability may 

have on the sales force and companies who has usability as an already existing business con-

cept, i.e. other companies developing e-commerce systems. This research can also be of inter-

est for companies who has their whole or a part of their business online, because hopefully it 

leads to an increased self-awareness and a critical examination within the own company but 

also an external awareness of how influential usability on e-commerce sites may be.  
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1 Introduction 

This chapter gives an introduction of the choice of subject and how it is related to informatics 

and a description of the background for the choice of subject, presenting the relation between 

e-commerce and usability. This followed by the statement of the problem, which leads to the 

research question followed by the purpose of the research, this followed by a section present-

ing the target group of this research and limitations set for this research.  

1.1 Background 

In a physical store the customer is provided the possibility to walk around and search through 

the products, put them in their shopping cart followed buy the checkout and payment. It is the 

same process when performance shopping online through an e-commerce store that represent 

the company, both physical and online commerce is about a exchange of a product or service 

for something in return. It is essential that the user is able to understand how to use the web-

site for an e-commerce site to survive, it is not enough with a working technique (Molich, 

2002). According to Nielsen (2001) there are a several reasons why users leave an e-

commerce site. The user leaves if they are not able to understand what the company provides 

and what they can do on the website, another reason for them to leave is if they are misguid-

ed, it is therefor crucial to prioritize usability on e-commerce sites (Nielsen, 2001).   

 

Therefor commerce online or e-commerce could be explained as when someone sells or pur-

chases a product or a service but instead of in a physical store this exchange is made online. 

Today, commerce is a multichannel and highly competitive. It’s done online, on the phone, 

face-to-face, and on desktop, mobile, and tablet devices. 

 

E-commerce was established already in 1960century; this when todays Internet, then called 

ARPANET were created but it was not until 1990century the e-commerce entered our life. 

Word Wide Web (WWW) was established in year 1992 which meant new possibilities for the 

e-commerce sites. Now there is a graphic interface for Internet, which means that you can 

start build virtual stores where people all over the world can purchase. E-commerce is about 

attracting and retaining customers and this is made through giving the user a good experience 

through the whole process (Noorfadzilah Md, Zainudin, Wan Ahmad, Wan Fatimah etc., 

2010).  

 

E-commerce is open around-the-clock, which makes it possible for the user to get information 

whenever he/she wants, compare prices, search for products and making purchases. A prob-

lem when the customer is at home is that they are completely dependent on what the e-

commerce company decides to present on their website, this sets high demands in the devel-

oping of the interface (Rayport and Jaworski 2001). In a regular store the salesman has the 

possibility to influence the potential purchase through making the customer interested in dif-

ferent products, show the customer different departments in the store, motivate the price set-

ting and act on business proposals from the customer. At the web the customer control the 

whole process themselves, everything from searching, how long they want to stay at the site, 

comparing, and deciding if they want to go through with the purchase (Rayport and Jarowski 

2001).    

 

What can be stated is that e-commerce makes it easier than in regular commerce to search, 

compare, shop, pay, and distribute products and services.  
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E-commerce has increased steadily since the early 2000s. Pursuant to HUI research that to-

gether with the Swedish Post and Swedish digital commerce follows the Swedish e-commerce 

development through the so-called e-barometer, the Swedish e-commerce total turnover has 

increased from 4,9 billion Swedish crones in year 2003 to 37 billion Swedish crones in year 

2013. The prognosis is that the e-commerce turnover will pass 42,5 billion Swedish crones 

after this year 2014 (e-barometer, Q2 2014). According to PostNord (2014) E-commerce rep-

resent six percent of the total retail industry in Sweden, if excluding the grocery industry the 

e-commerce represent 10 percent of the total turnover.  

 

The e-barometer from PostNord (2014) shows that a large amount of people uses e-commerce 

sites not only to purchase directly on the site but also to do research about products and ser-

vices they want to buy online on companies websites before going to a physical store to go 

through with the actual purchase. Their research also shows that some people goes to a physi-

cal store to tryout the things they intends to purchase before going home to purchase it online.  

 

Usability has a strong connection to informatics in due to that usability and IT-development 

has a connection between each other. IT and usability has a strong relationship and it is today 

known that the knowledge around usability in relation to system development in practical 

context is often inadequate. (Gulliksen & Göransson 2002). 

 

It gets more common to purchase products and services online (PostNord, 2014). Silentum 

(2012) mentions in a research that there are higher requirements on the company’s e-

commerce sites because of the e-commerce always being in a developing state. Primary there 

is requirements on their websites, it is crucial that they get more usable and trust giving to not 

loose customers. The research shows that six out of ten users has cancelled a purchase in due 

to that the process has been to complicated or taken too long time (Silentium, 2012). The 

problem for a large number of e-commerce companies is that they looses their potential cus-

tomers on their website before they have fulfilled the process with their purchase (Tobii, 

2013).    

1.2 Research overview  

Purchases through Internet gets more usual but at the same time a research from Silentium 

(2012) shows that six out of ten has cancelled a purchase in due to that the process has been to 

complicated or have been very time consuming. They also shows that people tends to call 

customer service when making purchases through websites. They mention in their research 

that there are greater demands on company’s e-commerce sites in due to that e-commerce 

always are in a growth stage, even if it is a well-developed way of doing business. There are 

especially high demands on companies’ websites; they need to get more usable and trustwor-

thy to not lose potential customers.  

 

Nielsen (2004) mentions in his research that a lot of e-commerce sites is hard to use in due to 

that they are not developed after the requirement the users has, the sites departs from the ex-

pectations users many times have. Nielsen (2004) believes that the websites are formed in a 

difficult way, resulting in that many potential purchases are cancelled.  

 

Simplicity is an important factor in relation to commerce through Internet, this mentioned by 

different reports and researches. The Central bureau of statistics (SCB) shows in a report from 

2009 that ease of use in a website was the second most common reason for Swedish consum-

ers to purchase products or/and services online (SCB, 2009). Factors such as low prices and a 

wide range of products/services where on a third- and seventh place.  A research made by 
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HUI 2011, showed that ease of use where the primary reason for the consumers to use e-

commerce, this followed by lower prices and a wide range of products (e-barometer, Q4 

2011) 

 

The e-barometer (2014) shows how important it is for customers when visiting a website that 

it provides relevant and good information about products and clear information about the 

company, it should be easy to navigate through the website and it should be easy to use the 

search function to find what it is being searched for. It also is considered important that in-

formation about how to reach customer service is presented clear on the website. Things like 

real-time functions such as delivery times and availability is also prioritized when asking the 

customer, companies often misjudge the importance of giving the customer the possibility to 

choose were the products should be delivered (e-barometer, Q2 2014).  

 

A scientific research made by Clarisir et al (2010) shows that usability is of greater im-

portance than functionality for the users understanding of an e-commerce site (Calisir et al, 

2010). The research was formed so that a number of participants were to answer a survey 

about how they prioritized and valued different aspects of functionality and usability on two 

established e-commerce sites. The results of the survey states that customers on an e-

commerce site puts a greater weight on the websites usability rather than the functionality the 

website provides. The crucial part to focus on is usability such as interaction and navigation to 

create an attractive e-commerce site for the customers demands, even if the functionality on a 

website can be a reason for being thought of as usable by the customer, this can be achieved 

through advanced search functions etcetera (Calisir et al, 2010).    

 

It is stated that the websites provided experience of usability is essential for the users under-

standing of a website and is also considered as an influential factor concerning the customers 

decision to purchase through the site (Lee & Koubek, 2010). Lee and Koubek (2010) con-

ducted a research that one part was concerning the relation between the time it took for a user 

to go through with a number of assignments on different e-commerce sites and what the user 

preferred in relation to the websites. The participants conducted scenario based assignments 

on the websites and rank the websites in a ten-degree scale. The websites where it took the 

shortest time to fulfill the assignment meaning the most easy to use from a user perspective 

where the one with the higher rates, these results also implies that a customer is more likely to 

leave the e-commerce site if it is not usable (Lee & Koubek, 2010).  

 

It is difficult to create a e-commerce site with high usability therefor it is essential to consider 

factors such as consistency, navigation, layout, content of information, security, error han-

dling and responding time (Becker, Mottay 2001). Fonts, pictures, search functions is other 

factors that can influence the usability and by using these showing that the e-commerce site is 

user-friendly (Safavi, 2009). 

1.3 Statement of the problem 

Nearly half of the total amount of users leaves the e-commerce site without going through 

with a purchase, this depending on that the user is not able to easily find the desired infor-

mation (Hu et al, 2008). There is too much information, which means that it is time consum-

ing to find what is being searched for (Hu et al, 2008). There are especially high demands on 

companies’ websites; they need to get more usable and trustworthy to not lose potential cus-

tomers (Silentum, 2012). 
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According to a research conducted by Becker and Mottay (2001) it has been stated that 

around 70 percent of the retailers misses knowledge and a clearly formulated e-commerce 

strategy meaning that there is a large number of companies lacking knowledge about how an 

e-commerce site should be formed which could be a reason why an e-commerce site is hard to 

use (Becker, Mottay 2001). 

 

Researches highlight a huge amount of problems and success factors (e-barometer, Q2 2014; 

Becker, Mottay 2001; Safavi, 2009). But what is it 2015 that determines if an e-commerce 

venture succeeds or not? 

1.4 Research questions 

Based on factors such as that it is stated that nearly half of the total amount of users leaves the 

e-commerce site without going through with a purchase, this depending on that the user is not 

able to easily find the desired information (Hu et al, 2008). And the fact that the knowledge 

about how an e-commerce site should be formed is missing (Becker, Mottay 2001) and the 

amount of problems and success factors highlighted in researches (e-barometer, Q2 2014; 

Becker, Mottay 2001; Safavi, 2009) the research questions for this thesis is:  

 

What is it 2015 that determines if an e-commerce venture succeeds or not? 

What usability parameters are of influential significance? 

1.5 Purpose of the research 

The purpose of this research is to review earlier researchers contributions and through this 

study add theoretical contribution that widens the understanding what enables e-commerce to 

succeed today in relation to information provision.  

1.6 Target group 

The target group for this research is companies who conduct sales through an e-commerce 

site, who wants to know what determines if an e-commerce venture will succeed and what 

usability parameters there is of influential significance and companies who has usability as an 

already existing business concept, for example other companies developing e-commerce sys-

tems. This research can also be of interest to companies that has their whole or a part of their 

business online can find this information useful, because the results hopefully leads to an in-

creased self-awareness and a critical examination within the own company but also an exter-

nal awareness of how influential usability on e-commerce sites may be. This research can also 

be interesting for people with an interest in this area and as a contribution to earlier research-

es.   

1.7 Limitations 

In this research the focus lays on determine what is that makes an e-commerce venture suc-

ceed and identify influential usability parameters. The description was made from the per-

spective of a company that develops e-commerce solutions and what they prioritize when de-

veloping e-commerce sites. There are also definitions of usability. Limitation made was for all 

information that is outside the frame for e-commerce, usability and design principles. Further 

in the analysis is that the focus laid on product categories and not specific brands.     
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1.8 Structure of thesis 

1. Introduction 
This chapter gives an introduction of the choice of subject and how it is related to in-

formatics and a description of the background for the choice of subject, presenting the 

relation between e-commerce and usability. This followed by the statement of the 

problem, which leads to the research question followed by the purpose of the research, 

this followed by a section presenting the target group of this research and limitations 

set for this research.  

 

2. Research methodology  
In this chapter the method been used in this research is presented, the research ap-

proach, the research strategy, the theoretical framework and empirical research role in 

this research and the methods been used for collecting theoretical and empirical data. 

Methods for evaluation and presentation of this research are also presented.  

 

3. Theoretical framework  
This chapter gives a presentation of relevant theory that is used for giving an under-

standing around the discussion of the discussed problem in this research: e-commerce, 

usability and the meaning of having a usable e-commerce site. In this chapter the pa-

rameters for the empirical research is presented.  

 

4. Empirical research  
In this chapter the structure and the result of the empirical research based on the usa-

bility parameters interaction design, information design and graphic design presented 

in the theoretical framework, this including interview questions and summaries of the 

interviews from the participating persons/ representatives from Wipcore.   

 

5. Analysis  
In this chapter the results of the theoretical framework chapter and empirical research 

is analyzed, first through stating what the existing theories and empirical research 

agrees on, followed by dividing identified parameters into two categories which leads 

to further analysis and the research question of influential parameters is answered. 

 
6. Discussion  

In this chapter the assumptions from the theoretical framework and empirical research 

are described. The chapter consists of the two research questions. 

 

7. Conclusions and evaluation 
In this chapter there is a conclusion reached in relation to the purpose of this study, 

evaluation of results, the thesis research contributions and suggestions for further re-

search. 

 
8. References 

In this chapter the sources been used to complete this research is presented.  

 
9. Appendix 

Here is the interview guide for the empirical research presented.   
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2 Research methodology 

In this chapter the method been used in this research is presented, the research approach, the 

research strategy, the theoretical framework and empirical research role in this research and 

the methods been used for collecting theoretical and empirical data. Methods for evaluation 

and presentation of this research are also presented.  

2.1 Information needs 

The purpose of this research is to establish what it is that determines if an e-commerce ven-

ture succeeds or not and identify influential usability parameters that should be prioritized in a 

e-commerce site. The purpose is also to contribute with the finding of this research as a com-

plement to earlier researches and existing theories in order to create new ones. To be able to 

fulfill this research, first a theoretical framework was made where already existing researches 

where studied and relevant articles and scientific researches within the area. The information 

collected during the theoretical research was used to identify what about and how to form the 

interview questions to the respondents for the empirical research.  

 

2.2 Choice of method 

To fulfill the purpose of the research and be able to answer the research questions the decision 

of using a qualitative method strategy was made. The qualitative research method answers the 

research questions in section 1.4 in the most suitable way in due to that Patel & Davidson 

(2011) describes that qualitative oriented research is meant that the researchers have been 

focused on collecting indulgent data. This through qualitative interviews, interpretive analysis 

in relation to a verbal analyze method of the textual material in opposite to quantitative re-

search which often means measurements of the collection of data and statistic processing of 

the analyze methods (Patel & Davidson, 2011).  

 

This research is founded in the opinions of the informants about the influence of usability on 

E-commerce Company’s sales force both today and in the future. To get an understanding of 

their thoughts, which is not considered easy to quantify, a qualitative method was therefor 

suitable to reach this target. Further reasons for using a qualitative research method was be-

cause of that this method gives a opportunity to research the area profound rather than broadly 

(Bryman & Bell, 2011).  
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Figure 2-1 – The main steps of qualitative research (Bryman & Bell, 2011) 

 

The research process has followed the order that Bryman & Bell (2011) proposes and de-

scribes as the stages that qualitative researches are supposed to follow, see figure 2-1 (Bryman 

& Bell, 2011).  

 

Step one represent the starting point of the research were the background of the research area 

leads to the development of the research question (Bryman & Bell, 2011). This step was ful-

filled in this thesis through writing the background and research overview that led to the gen-

eral development of this thesis research question.  

 

Step two selecting relevant site(s) and subjects (Bryman & Bell, 2011). The organization stud-

ied was a medium-sized e-commerce solution developer with 36 employees and the organiza-

tions name is Wipcore. Wipcore have existed since 1997 and build more than 200 unique e-

commerce solutions with different connections to payment solutions, enterprise systems, lo-

gistic systems etc. on the Swedish, Nordic and international market. The selection of organi-

zation for this research was based on the experience of the development of e-commerce sites 

and the fact that they had developed more than 200 e-commerce solutions and that they had 

some of the dominating e-commerce companies on the market as customers.  

 

Step three collection of data (Bryman & Bell, 2011) was made through searching for relevant 

articles and literature on later mentioned search engines and use of this thesis key words. Fur-

ther data was collected through seven semi-structured interviews. 
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Step four interpretation of data (Bryman & Bell, 2011), step 5a tighter specification of re-

search question and step 5b collection of further data (Bryman & Bell, 2011) are followed 

through theoretical elaboration after each interview in chapter 4. In these sections there was a 

discussion on how each interview increased the knowledge about the research problem and 

explanations of the impact the specific interview had on the subsequent interview. Step five 

conceptual and theoretical work was a part of this iterative process, later followed by step six 

writing up findings and conclusions (Bryman & Bell, 2011).  

2.3 Research approach for qualitative method  

The hermeneutic approach means that there is a wish to create an understanding of a phenom-

enon through interpreting the phenomenon versus the background of the specific context that 

the phenomenon transpires in (Andersson, 1979). 

 

In contrast to positivism there is within the hermeneutic approach no absolute truth, instead 

what we perceive as reality or knowledge is what we perceive with our senses, different peo-

ple will therefor perceive the world in different ways. Further a reality can only be divided 

with others through the spoken languages and through shared perception and understanding. 

The research is not considered neutral and instead affected of the researchers own assump-

tions, perceptions, beliefs and actions that inevitably form the research process and situation. 

Data is being analyzed qualitative and often generates multiple explanations to the studied 

phenomenon (Oats, 2006). 

 

Positivism builds on that the world exist independent of the human and is not influenced buy 

the human’s inventions. The world is structured and formal, not random and thereby it is pos-

sible to study the world objectively independent of the researchers own values and under-

standings. The research builds on testing of hypotheses through quantitative data analysis and 

trying to find universal laws, patterns or fact that is possible to generalize (Oates, 2006).  

 

The purpose of this research is to through approaching the research problem create an under-

standing about how and why prioritizing usability in e-commerce is good or bad, which can 

lead to further more profound research within this area. Not identify universal laws or to try 

hypotheses about how and why developing e-commerce companies works with usability in 

the development of e-commerce sites. Because of these reasons of creating an understanding 

rather than identify universal laws or try hypotheses the hermeneutic approach was considered 

as the most suitable for this specific research.  

 

2.4 Empirical study and theory in this research 

In this research the primary focus was laid in the empirical research because of it providing 

the opportunity to answer the research question in section 1.4 in the most suitable way. The 

theory had a big influence in due to that it was sorting out and defining a number of concepts 

that was central for this research, and the theoretical framework has been of function as a 

guideline for the empirical research and about what and how the questions for the interviews 

was formulated and what information needs it was essential to collect.  

 

There are two main ways to relate to theory and empirical within the research, these are in-

duction and deduction. Induction means that through a number of observations reach the con-

clusion of a general hypothesis or a theory concerning a research problem (Elgmork, 1985). 

Analyzing the data collected open and liberally without consideration of earlier theories con-
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cerning the research problem (Eejes and Thornberg, 2009). The implication of deduction is 

the opposite meaning starting with a theory and through a number of observations that either 

confirms discards or modifies the theory. The data is interpreted with help of theoretically 

based perspectives and concepts. The theory works as a source, which the empirical findings 

are analyzed through (Fejes and Thornberg, 2009).     

 

The strategy in this research was to study the theory and with that as a founding ask question 

to the participants in this research on how they relate to usability on e-commerce sites. 

Through that this research had a deductive approach in due to the usage of existing theory to 

get knowledge about the influence of usability on e-commerce sites and when creating the 

interview guide. However the interviews generated new knowledge that misses equivalent in 

the theory, which also makes this research inductive. This research contains both inductive 

and deductive approach in due to that the purpose was to test already existing theories when 

creating the interview guide but also create new theories from the generated answers of the 

empirical research if there was information that differs from the theoretical framework.   

 

2.5 Information collection methods  

2.5.1 Collection of theoretical framework 

Databases been used to collect relevant literature and researches within the area was Universi-

ty of Borås search function Summon, Google, INSPEC and Scopus. The majority of earlier 

researches are articles that have been found through University of Borås search function 

Summon.  Other information within the area has been found through student literature and 

other relevant literature within the area. Key words been used when searching for information 

is; e-commerce, usability, sales, interaction design, information design, graphic design, usa-

bility on websites. 

2.5.2 Semi structured interviews 

The purpose of this research was to contribute with knowledge about how the construction of 

e-commerce sites can influence results concerning E-commerce companies’ sales force when 

developing e-commerce systems that meets the different demands of usability and to establish 

what parameters that are of an influential significance. To reach an understanding within this 

area the decision was made to talk with people working with the development of e-commerce 

sites and has the longest experience in Sweden within this area and therefor has a good insight 

in how the development process is conducted.  

 

There was a necessity to talk with participants with different professions and let them with 

own words describes what is considered important or not. This made interviews a suitable 

method to collect empirical data. There are different sorts of interviews. A structured or 

standardized interview are founded on a fixed question schedule where the questions are 

asked in the precise same way in the precise order to every respondent that answers the ques-

tions based on fixed answer alternatives (Bryman, 2002).  

 

The semi-structured interviews usually are based on a question scheme where the questions 

usually are formulated in a more general way that the structured interview. The order of the 

questions asked may vary. The interviewers also have some room for follow up questions to 

the answers that where considered important (Bryman, 2002). 
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In the unstructured interview the interviewer founds his base in a number of themes or general 

issues. Questions are asked in an informal way and the formulation and the order varies 

(Bryman, 2002).  

 

To limit the conversations so that they not gets to wide or loose the relevance for the research 

question in this thesis there was essential to prepare a number of fixed questions to ask the 

participants. The questions were formulated so that the respondent can answer them with their 

own words. In due to that it was desired to have the possibility to learn more about the an-

swers considered important it was essential to have the option to ask follow up questions. Be-

cause of the limitations that comes from structured interviews it made them inappropriate for 

this research because of that it do not allow the respondent to answer the questions unreserv-

edly and not give the possibility for follow up questions. After reading Bryman & Bell (2011) 

the conclusion could be made that the unstructured interview easily could get to general and 

lead to that it do not concern what was desired to know and this made the semi-structured 

interview the most suitable for this research and what was desired to get out of it. Semi-

structured interviews gave the opportunity to rout the interviews into areas considered inter-

esting and at the same time let the respondent answer the questions from their own experienc-

es and thoughts.  

2.5.3 The selected company 

Wipcore is a company that works with the whole e-commerce process, meaning that they de-

liver the whole chain from pre-study and business development to project management, archi-

tecture, development, support, operations and maintenance. Wipcore have existed since 1997 

and build more than 200 unique e-commerce solutions with different connections to payment 

solutions, enterprise systems, logistic systems etc. on the Swedish, Nordic and international 

market. In year 2013 they had 36 employees working at the company, and a turnover of more 

than 41million Swedish crones (allabolag.se, 2014).  

2.5.4 Selection of respondents  

In the selection of participant company to do the empirical research on it was crucial to in-

volve a company with a long experience of development of e-commerce sites, Wipcore have 

been in the business since 1997 and developed over 200 e-commerce solutions but also that 

they were able to provide with information to this research from different professions point of 

view as a result of them working with whole e-commerce solutions.  

 

In the selection of the participants for the semi-structured interviews it was decided as im-

portant to interview people with experience, ages, gender and different professions at the 

company to provide the research with their expertise for a more complete picture about what 

is prioritized and how influential the parameters were. Because of the purpose of this research 

it was essential that these participants with different professions was covering both a business 

developing view and a developing view in informatics and that is why there was eight partici-

pants with professions in both areas, the reason for the amount of participants is for giving a 

complete picture which also include the fact that these participants are of different profes-

sions.  

2.5.5 Conducting the interviews 

The total number of interviewees was eight participants, and the total amount of interviews 

conducted was seven where six of them were conducted one by one and one interview was 

done as a group interview with two participants. The group interview was done in interest to 

create a discussion.  
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The interviews where conducted at Wipcores office in a conference room with total privacy 

and each interview took around 40 minutes. Every interview started with asking if the partici-

pant were fine with being recorded, everyone responded yes on this question.  

 

To be able to collect both what the informants said and how they expressed it all the inter-

views were noted digitally and recorded through a microphone, this was done to ease the 

work when doing a more detailed analysis about what the informant said and meant which is 

mentioned in section 2.7.1 as a part of providing credibility, the interview guide can be found 

in appendix chapter 9 and the result of the interviews in empirical research chapter 4 (Bryman 

& Bell, 2011). 

 

2.6 Analysis method 

The collected theory in this research was analyzed to judge if it was appropriate and of rele-

vance for this research. The source that was prioritized was those who mention e-commerce, 

usability, system development, sources combining usability with e-commerce and from a 

sales perspective. The selected information was later categorized after subject and was pre-

sented in the theory chapter below separate subject headings. The theory was later used to 

establish the areas that were used to create the empirical research. Later it was used in relation 

to the result from the empirical research to answer the research question. A comparative 

method were used meaning that theory and empirical research was compared to each other 

which are shown in the analysis (Bryman &  Bell, 2011).  

 

The theoretical framework was made to create an understanding for the reader in the subject 

and followed by this understanding provide a opportunity to understand how the interview 

questions were formulated based on the theoretical framework. The analysis was done by first 

comparing theoretical framework with the result from the empirical research; through this 

comparing process it was possible to identify the influential parameters for a successful e-

commerce venture. With the theoretical framework, empirical research and the analysis it was 

studied what parameters of usability that was the most influential concerning the success of e-

commerce ventures and what that today determines if a e-commerce venture will succeed or 

not.  

 

Concerning the analysis of the collected data that was generated from the semi-structured in-

terviews the analysis was done as Bryman & Bell (2011) proposes through different stages of 

coding (Bryman & Bell, 2011). In the qualitative research the coding is a process where col-

lected data is decomposed into different categories that later is mentioned in the research 

(Bryman & Bell, 2011). Immediately after the interviews the process of transcription of the 

recorded interviews into text started because of that Bryman & Bell (2011) mentions it as es-

sential in due to that the researcher most likely would drown in data otherwise. When the 

transcription were finished the work continued with coding of the material meaning that the 

data that where most relevant for answering the research question were collected (Bryman & 

Bell, 2011).   

 

2.7 Evaluation method 

When evaluating a qualitative research Lincoln and Guba (1994) propose two primary criteria 

for assessing a qualitative research as an alternative to reliability and validity that is men-

tioned by Bryman & Bell (2011) as criteria for quantitative research instead these are used: 
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trustworthiness and authenticity. Lincoln and Guba states that trustworthiness is made up by 

four criteria which all has a connection to the quantitative criteria:   

- Credibility – internal validity 

- Transferability – external validity 

- Dependability – reliability  

- Confirmability – objectivity  

 

(Bryman & Bell, 2011) 

2.7.1 Credibility 

To create trustworthiness in results it is crucial that the research is assured through it has been 

conducted in accordance to the existing rules and that the results has been send to the partici-

pants to assure that the researchers have perceived the reality in the right way (Bryman & 

Bell, 2011).  

 

During the interviews the conversations were recorded so that in hindsight had the possibility 

to listen to the material again to perceive keywords etcetera. After processing the interviews 

into transcription, coding and summary of the material were sent back to the participants were 

them had the possibility to approve the perceptions or add something. This is mentioned by 

Bryman & Bell  (2011) to increase the trustworthiness in the thesis (Bryman & Bell, 2011). 

2.7.2 Transferability 

With transferability Bryman & Bell (2011) means that it should be possible to transfer the 

theory or the conclusion to other environments. They write that this is difficult to achieve 

within qualitative methods in due to that it often goes into the depth rather than the width. 

They also mention that it is important for the researcher to give rich and thick descriptions on 

the details that is included in the report. But if the material is possible to transfer to other envi-

ronments is up to the reader to judge (Bryman & Bell, 2011).   

 

In due to that this research was about what it is today that determines if a e-commerce venture 

will succeed or not and what usability parameters there are of a influential significance and 

the empirical research is conducted on a Swedish company it would be possible to transfer the 

research onto other companies developing e-commerce systems/solutions both in Sweden but 

also international. It is also possible to transfer the research onto the developing companies 

customers, the ones owning the e-commerce sites. Usability and E-commerce is a subject that 

is often spoken about worldwide which means that this kind of question will be asked not 

depending on location of the organization in the world. It is up to the reader of this research to 

decide if they want to implement the theory and conclusion of this research in other occa-

sions.  

2.7.3 Dependability 

Guba and Lincoln propose dependability as an equivalent to the quantitative research reliabil-

ity. This meaning that the researcher adopting a examining approach at his or her research, 

that a complete and available description is created for all phases of the research process, such 

as problem statement, participants of the research etcetera. During the process and when fin-

ished colleges can function as examiners to judge the quality and the application on the pro-

cedures that has been used (Bryman & Bell, 2011). 
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In this research the dependability was confirmed in due to that the methods been used was 

argued for why they are the one been used and that the choices been made is from relevant 

literature such as (Bryman &Bell, 2011).  

2.7.4 Confirmability 

Bryman & Bell (2011) states that confirmation is when the researcher acts in good faith and 

the research is objective where the researcher not overtly has allowed personal values or theo-

retical inclinations affect the research and findings (Bryman & Bell, 2011).  Further Lincoln 

and Guba states that establishing confimability should be one of the objectives of the auditors 

(Bryman & Bell, 2011). 

 

Throughout this research acting in good faith was an important part, this because of not influ-

ence the findings of the research. The research questions in section 1.4 and the interview 

guide, see appendix, was formed in a way so that the questions not should force a specific 

kind of answer, also that the theoretical framework formed the basis for the analysis but other 

than this not being remarkable influential.   

2.8 Presentation of results 

The results of this research were described textual and with models for giving an illustrative 

picture of the findings. The result were based on a theoretical framework and an empirical 

research which was presented in form of a candidate thesis according to University of Borås 

requirements, guidelines and formalities for reports and thesis. Further presented in an end 

seminar that closed the thesis course.  
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3 Theoretical framework  

This chapter gives a presentation of relevant theory that is used for giving an understanding 

around the discussion of the discussed problem in this research: e-commerce, usability and the 

meaning of having a usable e-commerce site. In this chapter the parameters for the empirical 

research is presented.  

3.1 Introduction to theoretical framework 

Trust is considered as an important part when looking at e-commerce, there are different fac-

tors that contribute to trustworthiness, as one example the experience of the e-commerce site 

as easy to use (Manafi et al, 2011). It has been shown in a several researches that the interface 

is what the user possible can consider as frustrating because it can be considered hard to go 

through with a purchase. When it is considered frustrating navigating through a website to do 

a purchase it several times can lead to that we e-commerce site can lose its ability to contrib-

ute to sales. It is the layout of the website that contributes to that the user experience different 

difficulties and in some cases does not fulfill their purchase (Purwati, 2011).  

 

When looking at the term usability there are a lot of different definitions but there is still no 

universal accepted definition (ISO). But it can be described as a human functional ability to 

easy and effectively use and to do assignments, this with considerations to training/education 

and user support within a specific scenario (Shackel, 2009).  Another definition is that it is 

knowledge about how the e-commerce site works and its functions that has a contributing 

factor to users loyalty on e-commerce sites.  

 

“The extent to which a specified user can use a product to reach specific goals with user tar-

get accordance, effectiveness and satisfaction in one specific context of use” (ISO 9241-11 

1998, Gulliksen and Göransson 2002) 

 

3.2  E-commerce 

“Electronic commerce is any form of business or administrative transaction, or information 

exchange, that is executed using any information and communication technology” (Fredholm 

2002).  

 

There is no agreed definition on what e-commerce is although usually it is explained through 

business conducted through electronic means, purchase, sell, or exchange information and 

products, which can be interpreted as all commerce, or business transactions done with an 

exchange of information online (Hashim, 2009). In due to this the e-commerce sets high 

standards on support and delivery of IT but also how the business process are designed, im-

plemented and maintained (Maamar, 2003).    

 

Lee and Koubek (2010) mention that e-commerce is about supplying and get back value of 

some kind, there is an exchange. A e-commerce company is a organization working with 

commerce between companies and consumers through internet in due to that commerce 

means that some sort of exchange being done between a company and consumer, as an exam-

ple money (Cox & Dale, 2001).  

 

The use of IT in connection to commerce is what differ e-commerce from the regular com-

merce. E-commerce demands interaction with IT, without IT the concept e-commerce do not 



 

 - 15 - 

work, the company providing the service needs for example a website the user can reach 

through for example a computer or a smartphone (Bågmark, 2013).  

 

Most retailers has recognized the importance on e-commerce and adjusted to or moved from 

traditional commerce to e-commerce, the e-commerce has increased in speed and volume of 

the trade significant where the cost for buyers and producers is significantly lower, this saves 

time and results in the end in a higher profit (Aghamirian, Dorri & Aghamirian, 2013).  

 

3.2.1 E-commerce system 

Shelstad (2005) did a research about how the modeling of a website can influence them posi-

tively. One of the criteria they bared in mind when forming a website where how useable the 

website was. The result of the measures he have done the reformation have contributed to that 

the number of visits on the website have increased remarkable. Easy to use is strongly linked 

together with usable, how easy a system is to use depends on the usability of the specific sys-

tem (Venkatesh & Davis, 1996). 

 

3.2.2 Making purchase decision online 

The purchasing process for consumers comprises a few stages; these stages are recognizing 

needs, search for information, and evaluation of alternatives, make the decision to purchase, 

and behavior after the purchase (Kotler, 2000). It is also added to the variables of the online 

purchase behavior; recognizing needs, means to purchase, other factors such as personal and 

social considerations (Ambrose and Johnson, 1988) 

 

There are five characteristics of the shopping environment identified which are important in 

online services: convenience, customization, information and website appearance (Kim, Kim 

& Kandampully, 2007). Later a research where conducted which proven this convenience, 

website appearance and compelling appeal are an important part for satisfaction from online 

shopping, it is also stated that it is important to provide a easy-to-use online shopping envi-

ronment (Kim, Kim & Kandampully, 2009). Another research done to identify determinants 

to make the decision to purchase online points out factors like convenience, involvement and 

the features of the website as the main influential factors for a costumers willingness to pur-

chase online, these features also influence the customers´ intention to return (Jayawardhena & 

Wright, 2009).    

 

3.2.3 Customer loyalty for increased sales in e-commerce  

When discussing online commerce and loyalty within it, it can be considered a critical issue, 

that introduction of e-commerce decreases loyalty in general is believed by many people, this 

in due to how easy it is to search and compare different products from different companies 

and sites. For a user online everything is just a click away, fast and does not cost much, with 

this said it remarks the importance of having usable interface and website to keep the existing 

customers and make the new customers loyal. A loyal customer tends to stay with the site and 

even buy more (Safavi, 2009). 

 

As a result of emerge on Internet shopping in marketing channels and IT the customer loyalty 

is crucial for the Internet shopping’s success (Crosby & Johnson, 2005). Customer loyalty is a 

important source of growth and success in customer-centered businesses because loyalty 

drives the growth of revenue and affects the profit, if no customer wants to revisit the e-
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commerce site the business becomes of zero value regardless of its technical or marginal as-

sets (Crosby & Johnson, 2005).  Satisfaction is one of the most important reactions of con-

sumers in e-commerce (Anderson, 2003), and its importance is reflected in the ability to help 

build customer loyalty and leads to repeat purchases (Reibstein, 2002). 

 

3.3 Usability 

“The extent to which a product can be used by specified users to achieve specified goals with 

effectiveness, efficiency, and satisfaction in a specified context of use” (ISO 9241-11 1998) 

 

A useable website creates positive attitudes, stimulates purchases online and contributes to a 

positive attitude against stores online and decreases unpleasant attitudes. A useable website 

can also create advantages for e-commerce companies such as reduced developing-, support- 

and maintaining costs (Green & Pearson 2006) 

 

According to Lee, Hwang and Wang (2006) and Snider and Martin (2012) means that usabil-

ity as a quality attribute judge how easy the user interface is to use. They divide the term into 

the components effectiveness, learnability, easy to remember, error handling and satisfaction, 

which together define the term usability.   

 

The meaning of the concept usability should be investigated when designing or redesigning 

websites. There are five aspects that should be studied when designing or redesigning, these 

are, easy to learn, subjective satisfaction, easy to remember, effective to use and wrong fre-

quency or difficulty (King & Jannik, 2005). 

 

For the owner of a website to be successful and the user of the website to be satisfied the web-

sites must take usability into account (Palmer, 2002). Usability is defined as quality when 

using, this reflects how easy it is to learn and use the system, how productively a user can be 

in his/her work and how much support the user will need to fulfill his/her assignments (Ferre, 

Juristo, Windl and Constantine, 2001).  

3.3.1 Shackels definition 

“The usability of a system is the capability in human functional terms to be used easily and 

effectively by the specified range of users, given specified training and user support, to fulfill 

the specified range of tasks, within the specified range of scenarios” (Shackel, 1991). This is 

how Shackel defines usability; he was one of the first authors to highlight the importance of 

usability. According to Shackel (1991) there are two different aspects of usability, one where 

usability is considered as a part of the system that is evaluated, meaning that the evaluation 

gets dependent on the context. The other aspect describes an objective approach that later is 

being used in usability evaluation (Folmer and Bosch, 2004). Shackel (1991) describes four 

attributes that a measurement for usability in a system can be based on: 

- Effectiveness – measures how long time it takes to complete an assignment. 

- Learnability – the user has learned the system after a certain time of training. 

- Flexibility – measures the scale of adjustments needed for completing an assignment. 

- Attitude – how pleased the users are with the system. 

(Folmer and Boch, 2004). 
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3.3.2 Allwoods definition 

Usability is defined psychological and Allwood (1998) means that he sees usability as an iter-

ative knowledge, meaning that usability can be defined by a number of characteristics and 

also shows how they work together in a given user situation. The characteristics mentioned by 

Allwood (Allwood, 1998); 

- Adaption – the functions of the program should follow the structure of the assignments 

the user works with. 

- Usability – the program should provide the user with support for his or her way of 

thinking and should be customized for specific users, the aspects under usability is: 

o Individualization 

o Access 

o Compatibility with and support for the humans mental disabilities 

o Resources for support 

- User capability – must give the user an introduction or education for them to be able to 

use the program. 

- User acceptance – the user needs to be motivated to use the program 

 (Allwood, 1998). 

3.3.3 Nielsens definition 

Usefulness is considered as a expression for functionality and usability, usefulness is about 

that the system can be used to reach goals. Usability is about how the user can use the func-

tionality and functionality is about the system working in order for the user to complete their 

goals (Nielsen, 1993). Factors of usability according to Nielsen: 

- Easy to learn – for both experienced and inexperienced users to be able to work in a 

effective way (Nielsen, 1993).  

- Easy to remember – a user should always be able to comeback to the system and re-

member how the system works after a time of absence (Gulliksen & Göransson, 

2002). 

- Effective to use – it is essential that it is possible to work effective when the user 

learned the system (Gulliksen & Göransson, 2002). 

- Subjective satisfaction – the system should be satisfying to work with, the user should 

enjoy it (Gulliksen & Göransson, 2002). 

- Few errors – the user should do a limited amount of errors but if a error occurs the us-

er should be able to go back to the situation before the error occur without information 

getting lost (Gulliksen & Göransson, 2002). 

3.3.4 Molich definition 

Functions that the user would not use should not exist on the site, through eliminating unnec-

essary function be able to get a simple site containing necessary functions, this leading to the 

e-commerce sites achieves receiving a enhanced image (Molich, 2002). According to Molich 

there are a few quality characteristics that needs to exist to be able to talk about usability: 

- Security – the user must be guaranteed their information is protected by the e-

commerce sites so that no one unauthorized can read or update the information 

(Molich, 2002). 

- Reliability – the e-commerce sites must be stable, potential errors of functionality can 

weaken the trust for the e-commerce site (Molich, 2002). 

- Availability – e-commerce sites should be available when the user wishes to use them 

(Molich, 2002). 
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These characteristics need to be met for a site to be considered usable, after achieving this 

goal it should be defined criteria for a usable e-commerce site and these are according to 

Molich: 

- Easy to remember 

- Easy to learn 

- Effective to use 

- Understandable  

- Satisfying to use 

(Molich, 2002). 

3.3.5 Choice of definition for this thesis 

In this thesis the decision was made to use the definitions of Nielsen and Molich as founding 

both in the theoretical framework and the analysis.  

 

3.4 Usability on a website  

A website must reach a level of quality for it to be meaningful to speak about usability, this 

meaning that the website should be stable and without errors in functions for the customer to 

consider the website reliable and the website should be available when the customer wants to 

use it (Molich, 2002).  

 

All definitions of usability above Molich (2002), Nielsen (1993), Allwood (1998), Shackel 

(1991) describes how the user should experience the interaction with a system for it to be con-

sidered usable, but there are no concrete terms of what the characteristics are for good usabil-

ity on a e-commerce site, because of this the most essential features in interaction design, in-

formation design and graphic design are mentioned below, this to give an understanding in 

what usability means in concrete terms which will be used for the empirical research.   

3.4.1 Interaction design  

 

Navigation: 
The purpose of developing a navigation design is to visualize the user’s position at the mo-

ment and alternative choices in relation to the structure of the website. The visitors at one 

website should not need to care about the organization behind it, the structure of the website 

should completely be decided by the assignments the users are expected to do on the website 

(Nielsen, 2001).   

 

Nielsen (2001) also mentions the importance of facilitate and support user-controlled naviga-

tion, the web designer should never force a user to use a website in a certain way; they should 

allow liberty of action and let the user move as they want on the website.  

 

It is important that the navigation tool is easy to understand and that everything is structured 

logically. To make it easier for the user every page on the website should contain internal 

links that helps the user to navigate forward and backward, up and down to the end of the 

webpage. It is important to attract the users through alluring form and content and orient the 

user through the websites different departments (Bergström, Karlsson, Parmenvik, 2009).  

 

The navigation interface has to answer according to Nielsen (2001) three basic questions; 

where am I? Where have I been? Where can I go? 
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1. Where am I? 
This is the most important question. There are two levels that show the users current 

position, partly the web as whole and partly in relation to the websites structure. If the 

user don´t understand where they are on the page, then they have no possibility to un-

derstand the websites structure (Nielsen, 2001). 

 

The company logo is the first navigation rule, it should be possible to click on it as a 

link to the website, this for the user to be able to reach the website no matter where 

their current position is. The placement for the logo should always be at the same 

place (preferably in the top of the left corner if the text on the website goes from left to 

right). It is important to have a clear headline (Nielsen, 2001).  

 

2. Where have I been? 
This question can be answered through help from cookies or other user tracking meth-

ods. Through the hypertext links colors the users are able to see which links they al-

ready visited, but the usage of other colors than the standard colors “Blue, purple and 

red” can be considered as confusing for the user. The advantages of knowing which 

links leads to pages the user already visited is partly that the user will learn the struc-

ture of the website more rapidly and they can avoid to waste time on pages they al-

ready have visit (Nielsen, 2001).  

       

3. Where can I go? 
Alternatives for navigation are the way to answer this question, but also the additional 

links that exist on the website, Nielsen (2001) differ between three types of links; em-

bedded links, structural links and associative links. But there is not always possible to 

show all links on all pages, because of this, it gets obvious that a good structure of the 

website is the best way to answer this question (Nielsen, 2001).  

 

There are different kinds of navigation tools such as pictures, metaphor, icon and text. Where 

the meaning of having a picture should make the customer quickly understand what the result 

would be when clicking the button, examples on metaphors are an envelope meaning e-mail 

and cart meaning purchase the product etcetera (Bergström, Karlssonn, Parmenvik, 2009).  

 

Information: 
It is important that the information published on a website is relevant and not to overwhelm-

ing in due to that navigation is a web based interface it often results in the user having to han-

dle large amount of information and information objects which can make the navigation for 

the user more difficult (Nielsen, 2001). Nielsen (2001) presents a number of methods that can 

be used for reducing and erasing irrelevant information in an interface:  

 Summary of a larger amount of data info a smaller representative, this is suitable both 

for text and for pictures. 

 Filtration, only show information of relevance to the users choices. 

 Example based information, show a small amount of represented examples and then 

show other similar objects.  

 Representation – let one object represent a group smaller object.  

 Truncation – only give a introduction to a text and then let the user press “more infor-

mation” if they want to see more.  
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Search function: 
The search function qualifies as the most important feature on online shopping websites (Naj-

jar, 2005).  

 

A search function that is easy to use and generating a relevant and orderly results to facilitate 

for the user to find the product he/she are looking for is an important demand for an e-

commerce site with good usability (Molich, 2002).  

 

Nielsen (2001) differ between two types of user, the “search inclined” user and the “link in-

clined” user. The search inclined user navigates directly to the search function on the website; 

they are focused on the target in due to that they want to find the specific information as rapid 

as possible. The link inclined user prefer to use the links to navigate through the website and 

only uses the search function when they “get lost” or can´t find the information they are 

searching for. To support both types of user a search function should be available on every 

page on the website and not only on the head page (Nielsen, 2001). 

 

According to Molich (2002) users on websites performs searches according a certain model 

and he gives a number of recommendations on how the formulation of the search function can 

support user’s behavior.    

 

The result page should include a list of the most important and relevant results for the specific 

user on the top. The list of the results should not include any duplicates of references because 

it can be considered as confusing and possible annoying for the user to visit links they already 

have visited (Nielsen, 2001). 

 

Feedback: 
The importance of giving the user some kind of feedback on the things that the user performs 

on the website, this so that the user can se that the website reacts as he/she expects it to, for 

example, the customer needs to get confirmed that a selected product has been placed in the 

cart or get confirmed that an order has been received or when going through with a payment 

of a purchase when containing a lot of steps inform the customer about showing steps been 

made (Molich, 2002).  

 

It should be presented clearly where the user are at the moment when doing something at the 

website, for example going through with a purchase in the payment section, what steps have 

been made and which steps are next (Molich, 2002) 

 

Error handling 
It is important that possible messages in case something goes wrong is clear, constructive and 

precise and at the same time formulated in a way so that the customer understands the mean-

ing of it (Molich, 2002).   

 

3.4.2 Information design 

 

Relevant information 
The information presented on a usable e-commerce site for their customers should be “relia-

ble” and “substantial”. Services and products should have a clear description with picture, 

preferably a few of them, for the customer to get a good idea of the product or service pre-
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sented. Prices or eventual additional costs should be presented clearly, preferably together 

with real time information about the availability of the product or service (Molich, 2002). 

 

The most usual questions concerning e-commerce like payments, shipping, buying terms, 

delivery times and return etc. should be presented clear with answers to avoid these questions 

on the e-commerce site (Molich, 2002).  

 

Linguistic aspects  
The text on websites should be formed so it is possible to briefly read the text to as quickly as 

possible find what they are looking for on the website. Research have shown that users tends 

to only read the text briefly on websites rather than reading it verbatim, and that it approxi-

mately takes around 25% more time to read on the screen than what it takes to read on paper 

(Nielsen, 2001). Molich (2002) mentions a number of points that can be followed to support 

this kind of behavior;  

 

 In the first section of the text it should exist a short summary (Molich, 2002). 

 Give the text a clear an informative heading. The headings should clearly show what 

the page contains. The user should not have to read the whole text to understand what 

it is about; sometimes it can be useful to have subheads (Nielsen, 2001). Transparent 

subsections can be created through having a structure of two to three levels of head-

ings the main heading, subhead and possibly one more subhead (Nielsen, 2001). 

 Highlight the keywords by using different fonts, this facilitates the briefly reading, but 

it is important to not highlight to many word in due to that the positive effect can in-

stead get confusing (Molich, 2002). 

 Short sections, According to Nielsen a text online should be half of the length of a text 

in physical form.  

 The texts should be written in a users language (Molich, 2002). 

 Readable, only use colors that gives a high contrast between the text and the back-

ground, the lower contrast it gets more difficult for the user to read the text (Nielsen, 

2002).  

 

3.4.3 Graphic design 

 

Image and animations  
Nielsen (2001) states that graphical elements such as pictures, photos, animations and videos 

are essential to keep as a minimum on a website. The graphic being used should not be placed 

highest in the websites structure; instead it should be placed on lower levels in the hierarchy. 

The reason for this is because of the user located at the higher levels in the structure have not 

yet expressed an interest in something particular (Nielsen, 2001), but the primary reason is 

that this can result in slow downloading times concerning user with a lower internet connec-

tion. Today this is a smaller problem than it was for 14 years ago when Nielsen’s research 

where made.  

 

Within e-commerce sites the existent pictures is crucial, they are used to create focus, enhance 

the sites structure, make the navigation easier and give the webpage a identity. Pictures can be 

used to deliver information such as pictures of products but it is important to use the pictures 

for relevant and motivated reasons, they should have a communicative purpose (Lundhem, 

2002).    

 



 

 - 22 - 

From the users point of view there are three primary types of graphic (Molich, 2002). 

 Relevant information 

 Graphic for structure  

 Decorative graphics 

Where graphic for structure is what helps organizing information on a website, a clear divi-

sion between information and navigation.   

 
There is no connection between nice looking graphic and usability, but there is a connection 

between unitary design and usability. Designs that are not unitary tend to confuse the user 

(Molich, 2002). There is not a good method to use pictures for a decorative cause, Molich 

(2002) mentions criteria for the pictures published on a website: 

  Relevant in relation to the text and product 

 Quick to download, small pictures with few colors 

 Understandable and in the same size 

 

3.4.4 Usability as business in e-commerce  

“Usability goals are business goals. Websites that are hard to use frustrate customers, forfeit 

revenue, and erode brands. Executives can apply a disciplined approach to improve all as-

pects of ease-of-use. Start with usability reviews to access specific flaws and understand their 

causes. Then fix the right problems through action-driven design practices. Finally, maintain 

usability with changes in business process”(Forrester Research, 1998) 

 

Previous research by Cartner Group (1992) shows that when user system matches customers 

needs one advantage is that the satisfaction improves dramatically. They made a study that 

showed that usability methods raised user satisfaction ratings dramatically and that better user 

satisfaction can lead to better sales for e-commerce sites (Bias, Randolph and Mayhew, Debo-

rah eds. 1994). 

 

According to Nielsen (1998) online shoppers tends to spend more money and time on web-

sites with better usability. A well-formed navigation and site design makes it easier for the 

users to find what they are searching for and go through with their purchases. The potential 

for usability affecting the e-commerce bottom line positively are quite promising,  

 

“It is common for usability efforts to result in a hundred percent or more increase in traffic or 

sales”(Nielsen, 1998). 

 

Research shows that usable e-commerce sites build goodwill. Users recognize the effort put 

into making their experience easy and efficient by returning to usable e-commerce sites. One 

of the biggest difficulties to e-commerce is trust; this is essential for the customer and their 

willingness to go through with a purchase in due to that it often requires disclosing personal 

and financial information. An e-commerce trust study found that navigation and presentation, 

both included in making a site usable, are essential to creating trust (Cheskin Research, 1999). 
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4 Empirical research  

In this chapter the structure and the result of the empirical research based on the usability pa-

rameters interaction design, information design and graphic design presented in the theoretical 

framework, this including interview questions and summaries of the interviews from the par-

ticipating persons/ representatives from Wipcore.   

 

The reason for the structure of this chapter with headings of different sections is to present the 

answers in right context in order of how the questions were asked this to increase trustworthi-

ness and avoid confusion.  

 

In due to the purpose of this study, which is to review earlier researchers contributions and 

through this study add theoretical contribution that widens the understanding what enables e-

commerce to succeed today in relation to information provision. The questions were created 

for the interviews according to interaction design, information design and graphic design as-

pects and how each area is considered during Wipcores development of e-commerce sites and 

how each area can influence e-commerce companies’ sales force. 

 

During the interviews there was given a number examples of e-commerce sites from different 

industries and what they are on their site related to their industry and status. Conclusions that 

can be made are that the influence of different parameters varies between the industries and 

their target groups. For the reason of not being in contact with the companies given as exam-

ples they have only been used for the summary of the interviews and to do interpretations the 

decision was made to not publish their names.  

4.1 CEO 

When looking at all sales in all categories only 6% of all purchases is done online, but 70-

90% makes the purchase decision online before going to a physical store, this makes e-

commerce much more than a purchase button.  

 

There is no concrete example in numbers showing what affection usability has on e-

commerce companies’ sales force but still you can see it does, not how or why it differs be-

tween products being sold in different industries. There are some parameters that should be 

considered when developing an e-commerce site, first and foremost keep it simple, if it gets to 

complicated it will lead to a bad customer experience.  

4.1.1 Interaction design 

When developing a site there is something to be considered as standard for the placement of 

menus etcetera, it could be a good idea doing as other does for the customers’ possibility to 

recognize how they are supposed to navigate through different e-commerce sites.  

 

It is a major focus on the search function; it has to be well considered where the search func-

tion should be placed and what it should provide. The e-commerce site should present what 

the customer searching for but also what you want to sell.  

 

A recommendation for the first level in the navigation is that the customer makes a strong 

choice that in the next coming levels makes it possible for the customer to make further filtra-

tion that helps them to get a result which matches their needs, but also make it possible for the 

site to present a result customized for the specific customers needs. An e-commerce site 

should include a combination of search function and filtration to match every specific cus-
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tomer’s requirements.  The choices that the customer makes on a website within filtration 

should be consequent, if a new choice been made the whole process should not have to be 

repeated, instead the new choice should be an addition to earlier choices but it is important 

that it is possible to delete earlier filtrations, this is a area that can lead to much frustration if 

not working properly.   

 

The advantage of customers who prefers moving through the site by using filters in navigation 

is that they make it possible for e-commerce companies to manage with additional sales 

through presenting relevant products. Both filtration and search function provides e-

commerce companies possibility to be good at serving customers.   

 

When presenting information on a website it is important that it is of high relevance to what it 

concerns, well formulated and customized for customers on the website, information should 

make it possible for customers to reach a decision to purchase, so it is essential that it is sell-

ing and relevant.  Another factor to consider is to make the text optimized for search engines 

such as Google, to reach this key words should be represented a specific amount of times in 

the text, i.e. in the beginning, middle and end of the text.    

 

When customers navigates through the sites it is essential with feedback, a visual confirma-

tion of the customers’ actions, e-mails i.e. when a customer goes through with a purchase, it is 

better to provide more feedback than necessary, this limit amount of potential errors. But if an 

error occurs it is very important to provide information about what sort of error it is and how 

to correct it, the messages should be clear and constructive, as a result if these features do not 

exist the customer can get frustrated.  

4.1.2 Information design 

Some functions that it is important for e-commerce sites to provide is the possibility to try 

different colors on i.e. a sofa or another product to provide a picture of how a product can 

look in the other colors existing for the product, this important of reason providing customers 

with an overview of what the product can look like and provides the company with a possibil-

ity to sell the same product in all existing colors.  

 

Alternatives provided on a site should be relevant for the specific product, i.e. don not provide 

the option of color green if it is not possible to order the product in that color. Make sure that 

all relevant information that a customer can ask for exist on the site in a well work through 

layout and descriptive texts, this important to make it possible for the customer to make a pur-

chase decision. When the decision is made, it should be possible for the customer to go 

through with the purchase, distribute the right channels without misguiding a customer to a 

competitive organization to go through with their purchase there. You should make it possible 

to make decision to purchase through information and navigation and then be the company 

which sells the product. 

 

Relevant information that is necessary to publish related to the product is price both the price 

for the product but also in an early stage publish the total price including shipment or other 

important additional cost. Availability of the product i.e. is it possible to order the product at 

all and always present the time for deliver, if the product is available and if it is not, publish 

when it is expected to be in stock and how soon it can be delivered. If the information exists 

on the site the customer still can decide to order the product even if the product is not in stock 

at the moment, but if the information not exist then it is most likely that customers goes to a 
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competitor. Related to the product always publish relevant information for a specific product, 

i.e. measurements etcetera.  

 

Information should be of value, relevant and call to action. It should be expressions that say 

push here or buy etcetera, tell the customer what to do. If only publishing a text with raw in-

formation customers will lose interest, the text has to be selling but how to formulate text va-

rieties between organizations and their different target groups.   

4.1.3 Graphic design  

Design should be kept simple i.e. if the website is complicated it will create a bad experience 

for the customer. There is standards in placement of menus, search functions etcetera, stick to 

the standard, it makes the site easy to understand and easy to learn.  

 

Pictures on the website is important when relevant, it should be photos of the product and if 

possible to choose other colors there should be pictures of the product in all colors and differ-

ent angles. To provide the customer a picture of the whole product and make it possible for 

them to see what it looks like in different arrangements. For example, it is difficult to pur-

chase a sofa if it is not possible to see all the colors and models. A new existing technique is 

that you through an app can see the product in 3D in your home, this could be a part of the 

future sales techniques online.   

 

The importance of a decorative graphic design varies, i.e. in B2B it is more relevant to find 

what you are looking for but in B2C when you most of the time involves emotions it is very 

important with graphic design such as advertising, pictures etcetera.  

 

4.1.4 Theoretical elaboration  

This interview increased the knowledge about the research problem in a major way concern-

ing the three specific areas, interaction design, information design and graphic design and 

what parameters are considered more influential than others when developing a e-commerce 

venture today in comparison to what is being mentioned in the theoretical framework. This 

participant had more focus on interaction and information design and had major contributions 

in these areas. The interview was not very limited to the interview guide and the participant 

had the possibility to talk freely about different areas considered important.   

 

This interview influenced subsequent interview in the structure such as limiting the interview 

some more to the interview guide for the reason of keeping it focused but still provide the 

participants with free space and own interpretations of the different questions for the reason of 

not limit the possible answers.    

4.2 Business Developer 

There is a strong connection between usability on e-commerce sites and increased sales; this 

can be shown when measure in Google analytics.  

 

Design the site as simple as possible for customers, understand who the user are and then de-

velop the design based on this knowledge and understandings, work with hypotheses and test-

ing.  

 

The logistic should work properly during the whole process from visiting the site to delivery 

of the product. Delivery times should be presented clearly, supply the right channels for the 
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customer where they want to go through with the purchase after making the decision. It is 

important with quick feedback on the moves a user does on the website. 

 

The e-commerce site should be build for the user. 

4.2.1 Interaction design 

The navigation is a very important part in due to that it often is a good way to inspire custom-

ers, because when they are navigating through the site by using different filtrations they are 

most of the time looking for inspiration which gives the e-commerce company a possibility to 

sale their products. The search function is most of the time used if the customer knows what 

he or she is searching for. A bad solution within navigation is to have to many choices in the 

first level, keep it simple with a first strong choice and then provide the possibility for further 

filtration in lower levels, begin with big segment followed by sub filtration.   

 

When publishing information it is important that besides it being relevant or easy to read also 

being search engine friendly, where keywords is presented in different sections in the text 

etcetera. Should the website drive traffic or facilitate for the customer is something that has to 

be considered.  

 

The best thing to do is to combine search function with filtration but this is also depending on 

the industry and their target group, the site should be customized after the costumers’ prefer-

ences. Some industries are very search engine oriented i.e. if you compare to the clothing in-

dustry where a lot is about inspiration and customer tends to use filtration, in this occasion it 

is necessary to combine both search engine with filtration. When the customer has find what 

they where searching for there is a lot that can be done with information to make the customer 

go through with the purchase, first make it possible for the customer to find the product and 

then guide them through the checkout. 

 

On an e-commerce website it is important to provide customers with feedback on the actions 

they do on the site, this to inform the customer what is happening for example when pushing a 

button. Information about steps on the site concerning everything from place a item in the 

shopping cart to the final step in the payment, there should be information about steps been 

made and steps coming next, this to limit errors but if errors been made there should be clear 

and constructive messages on what is wrong and how to correct it. Preferably it should exist 

information related to the column about formats the user should type for example date-of-

birth in, everything to make it easier for the customer.   

4.2.2 Information design 

Information that is important to publish related to products on websites is relevant information 

about them, pictures in different angles, prices, delivery times, additional costs and availabil-

ity. Usually customers do not read texts but they are important for search engines. Videos of 

the products get more usual but this differs between generations and industries, a customer 

want to see how clothes look like in movement. The information published should be relevant 

and suitable for the specific product.    

 

When publishing information related to a product there is only a small amount of seconds to 

catch the customer, start with a short convincing description and then provide the possibility 

to read more about specific details.  
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It is important that the information provided is not taken straight from the producer or internal 

information and published as the selling text, the information should be readable, customized 

for the target group with a language suited for the user to reach results concerning sales.  

4.2.3 Graphic design 

Pictures are an important part in e-commerce, they should be small with possibility to enlarge 

in high definition and in different angles, and there should be multiple pictures as long as they 

are relevant i.e.  pictures of products. Pictures help the customer to reach a purchase decision. 

Animations on e-commerce sites can be good when used in right occasions, they should not 

start automatically because it can be considered annoying, the customer should decide if they 

want to see the animation.  

 

The website should be self explaining, with high relevance of everything on it, easy to navi-

gate through the site and easy to go through with a purchase.  

 

It is important that the e-commerce websites follows companies’ graphical profile, if it exists 

physical stores same experience should be experienced both in store and on the e-commerce 

store. Recognizable, easy to read etcetera. The same campaigns both in physical stores and 

online.   

4.2.4 Theoretical elaboration 

This interview contributed with major knowledge in all three areas and explained the connec-

tion between usability on e-commerce sites and increased sales. The results pointed out what 

was concerned important to consider when developing a e-commerce venture today in a more 

business development point of view.  

 

The interview was limited to the interview guide in the beginning but after a while as the in-

terview went on further information within the different areas was added. The intention was 

as mentioned in section 4.1.4 that the participant should talk more free around the questions 

but still with founding in the interview guide. This intention was not achieved completely in 

this interview so that was the intention to achieve in following interview in order to get 

“more” information.   

4.3 Group Manager 

There is a clear connection between e-commerce sales and usability but if the customer knows 

what they searching for from the beginning can probably be more patient but the customer 

visiting the website without a direct target it is up to the website to catch their interest. There 

should be easy navigation and quick responding so the customer does not lose their interest 

avoids situations that could make the user frustrated. Important to mention the difference be-

tween companies on a competitive market and the companies that has a monopoly such as the 

company SJ in Sweden, what can be concluded is that it differs between products and indus-

tries.  

4.3.1 Interaction design 

A good navigation on e-commerce sites is essential for customers when it comes to finding 

what they are looking for as quick as possible, it should help customers find information 

needed to make the decision to purchase, there should be a combination of search engine and 

filtration in the navigation. Everything should be customized for the companies target groups 

and what their requirements are and how they want the information presented. It is important 

to supply possibility for search and filtration because people acts different, some prefer find-
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ing what they are searching for directly and others like to compare and investigate before 

making their decision. Everything depends on the target group, demographic factors, industry 

and what products being sold and what layout preferred.   

 

Information on the e-commerce site should be relevant for visitors and not a section from the 

product catalogue or internal information it should be customized for the target group and be 

selling which leads to another type of information than what is found in the product catalogue. 

Prioritize what you want to show as a company to sell the product, what is central to present 

of reason to reach the state of the customer finishing a purchase. When Wipcore works with 

this they consider the company they are working with business goals and what target groups 

they have. What the companies cherish determines what is being published to get the custom-

er to buy.  

 

Feedback on users moves on the site is essential in due to that if the function not exists it can 

lead to unnecessary errors. If something takes time, for the customer that their action is pro-

cessed, feedback on e-commerce sites is important when it comes to actions that takes a long 

time for the site to process to when the customer put something in the shopping cart, when the 

customer does something on the site there should be a rapid response to their action, this cre-

ates a confidence for customers to continue their shopping. Information about the customers 

steps on the site is good in due to that they get a time perspective, what steps coming next and 

how many of them. 

 

When errors occur on an e-commerce site it is important that the user is provided a clear, 

well-formulated and constructive message about what is wrong and how to correct it. Prefera-

bly there should be information about formats that is supposed to be used related to the field 

where the information is supposed to be written in, immediate instructions.   

4.3.2 Information design 

Information published related to a product should contain everything of potential interest for 

the consumer, this depending on what industry the company is in. There should be clear in-

formation about products characteristics, details and what customers bind to when going 

through with the purchase. Information should be relevant to the specific product, information 

about the total price including additional costs in a early stage, shipment and delivery time 

which can be crucial concerning the customers decision making i.e. price, time, quality and 

other relevant information for the product or service.  

 

Information should be easy to read, divided into different segments i.e. product information, 

about the brand, delivery information etcetera so if the customer wants to know specific de-

tails it should be clear where to find them. It is essential that the information is relevant and 

not to cluttered, relevant with potential to read more, not expose a large text about something 

from the beginning. It is crucial to have a strong choice at the first level and then provide the 

opportunity of making further filtration and choices at lower levels. 

4.3.3 Graphic design 

Pictures should exist of everything that could be considered relevant to provide pictures on in 

due to that they help customers to understand the product, how it could be used, inspiration 

and pictures of the product in a real environment. Prioritize pictures published on website, 

what there is large amount of pictures on and make sure those are of high quality and possible 

to zoom. Animations can be useful giving instructions about how something works, or what 

can be done, helps create a specific feeling for the customer but should only exist if there is a 
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relevant purpose otherwise it will only be considered disturbing. Make sure there is not some-

thing on the e-commerce sites that links to other sites, because of a high risk loosing the cus-

tomer completely.  

 

Make sure there is not something misguiding or forcing the customer to make choices, there 

are different ways to help the user, if you want them to do something specific delete other 

choices in the first step. Make clear what is possible to choose, what the steps are and how the 

user can move through them, make it easy for the user to navigate on the website. Have cohe-

sive menus that are possible to recognize through every step being made on the site. This can 

be done through i.e. color-coding.  

 

It is crucial that design on the e-commerce site is cohesive through all the pages, pictures 

should be related, relevant, the site have to be worked out in detail, give an professional im-

pression, be clear where the purchase button is, call to action. Placements of elements through 

the site should be consequent and helpful. There are different standards that can be good to 

use, the customer expect something’s to be in a certain way, what information needs to exist, 

but the navigation and the search function can differ.   

 

E-commerce sites should be simple meaning that the user can find what he or she search for 

rapidly, the site should help the user in every step. It should be a clear displayed sender i.e. 

through logotype, the site should be formed in a way that gives a professional impression, 

prioritize the information put in the center and keep it clean and clear.  

4.3.4 Theoretical elaboration  

The interview with the group manager contributed with knowledge in all areas for this study, 

interaction design, information design and graphic design that was of great value for this 

study, the interview followed the interview guide but still provided with more knowledge in 

the specific areas of relevance for this research.  

 

What this interview passed on to the subsequent interview was more knowledge about the 

subject and what to look for in the participants answers to be able to ask further developing 

questions for a complete interview if the participant did not talk very free around the subject.  

4.4 Interface developer 

There is a connection between usability and the sales in e-commerce; if the site is not usable 

then it is easy to lose customers to competitors, areas within usability is everything from text 

that is easy to read, design relevance and that it should be easy to navigate through the site. 

4.4.1 Interaction design 

When discussing navigation everything from what categories is named to how deep structure 

there are is considered important. Preferably there should be descriptions that are written for 

the user and easy to understand, there should not be too many alternatives at the first level, 

further filtration should be possible in sublevels, something many companies do wrong.  

 

When publishing information on e-commerce sites it has to be relevant and written for the 

user, text that is written only to suit search engines is not the most suitable solution, make sure 

people writing the information knows how to do it on a high level. A clear text that is easy to 

read is considered selling if the products characteristics are mentioned in a selling way.  
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There is major focus on the search function, today the search engine and that it should be fast 

with possibilities for further filtration etcetera. The important parts is that it should be formed 

for the user and their requirements on the website and combine the alternative to use the 

search engine and possibility to navigate through the site with filtration but this is a area that 

needs further research. 

 

Feedback to users while they are moving around on the website is essential, there should be 

some kind of breadcrumb navigation that provides possibility to see what steps been made, 

the website should react and show if users places products in existing shopping cart, quick 

feedback on all moves a user does for reason of limit potential errors such as putting the same 

product in the shopping cart twice or getting frustrated during the payment process etcetera.  

 

It is crucial to have a way to handle errors that can occur while users uses the website, one of 

the most important things is that customers should not have to write same information multi-

ple times, to prevent this it can exist different clues about formats and if something goes 

wrong anyway write constructive messages about what is wrong and how to correct it, those 

should be clear and helpful. If this part is not solved it is possible to lose customers because it 

is considered difficult or that customers gets frustrated. But this is still an area that is not pri-

oritized. 

4.4.2 Information design 

Information that should exist related to a product on e-commerce sites depends on products 

being sold and what is considered relevant to mention about those but i.e. information about 

material, characteristics, delivery times, information about availability everything that can be 

considered relevant for the specific product. Information that also is important to have availa-

ble on e-commerce sites is answers to customers frequently asked questions, everything writ-

ten in clear and descriptive texts customized for users.  

 

It is important that every paragraph of text is transparent, consistent, and cohesive and that 

side titles are reflected in the head menus. Name of product should be short and relevant; a 

common mistake is to have an essay full of product attributes etcetera as product name. In-

formation on websites should be possible to understand even if customers only reads texts 

briefly, not to cluttered, users wants to see a heading, different sections presented clearly, dif-

ferent names and where descriptions are located etcetera.  

4.4.3 Graphic design 

Animations on an e-commerce site can both make a good difference but also the opposite and 

be considered annoying or overwhelming for users. Animations can be good of reason provid-

ing clear messages such as showing when something is placed in shopping cart, make events 

clear for customers but it is important that animations is used for a motivated reason and are 

of high relevance.  

 

Pictures on e-commerce sites are crucial, they should be relevant such as a picture of a prod-

uct, high definition, should be small in beginning and let the customer decide if they want to 

enlarge it. Pictures are good in meaning that it provides customers with an idea of how it 

looks like in reality, everything that it is relevant to have a picture on should exist a picture on 

such as details and different angles of products. A common mistake companies do is to pro-

vide picture of low quality, few of them and no details or different angles of products. Im-

portant to put products in a realistic context and make it possible for customers to try different 
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colors of reason to offer an idea of how it will look like, this a requirement for selling a prod-

uct online. 

 

It should be clearly displayed what is possible to enlarge and see more of or zoom, this can be 

achieved through symbols and small icons. There are some standards on how an e-commerce 

site should be formed concerning placement of menus etcetera, this is good to follow even if it 

is not the absolute best layout, only to create recognition and make it easy for users to find 

their way on the e-commerce site.   

 

Information, pictures and animations should only be on websites if there are of a relevant and 

motivated reason not of decorative purposes. The site should not be too intrusive; logotype for 

the company should be displayed clearly. A common behavior is that user wants to reach 

what they are searching for rapidly, many companies make their site more decorative than 

relevant and this is to be considered wrong, relevance and information is what should be pri-

oritized.  

4.4.4 Theoretical elaboration  

This interview contributed with major knowledge in areas interaction design and graphic de-

sign this probably as result of the participant’s regular profession and what he/she felt more 

familiar within. The participant answered all questions in the interview guide, some of the 

questions were in need of further explanation, this was intended to avoid while creating the 

guide but as a result of this some formulations of questions in subsequent interview changed.  

4.5 Business Development 

There is definitely a relation between usability on e-commerce sites and sales, Wipcore works 

with how to make sure that a majority of visitors on the site goes through with a transaction or 

make the decision to be a customer. Here usability is essential in due to that the website is 

easy to understand which is crucial when compare e-commerce stores with physical stores 

where there is a open dialogue between customer and salesman, in a e-commerce store cus-

tomers is left alone to navigate through the site. 

4.5.1 Interaction design 

Navigation is a very important question for Wipcore at the moment and are looking at the 

whole picture of navigation, filtration and search function. There are different kind of users 

and how they prefer to move through websites but it can be shown that more users tends to 

move from traditional navigation through where they reach products from a large amount of 

steps to as rapid as possible find what they are looking for and this is where the search func-

tion plays an important part especially in industries where products has characteristic features. 

It is essential to combine search engine with opportunity for further filtration at a lower level 

concerning price levels or other personal preferences. What can be seen is that it moves from 

the traditional hierarchical navigation to a combined navigation, filtration and search function.  

 

When publishing information on e-commerce sites it is crucial to be selective to what infor-

mation gets presented and foremost what amount of information. Text published should have 

a good readability for customers that are supposed to read the text, customize it for target 

groups. It is a good idea work with storytelling and writing it so it gets inspirational and 

through this make customers interested. It is important to make texts optimized for search 

engines such as Google of reason to be found, this is created through keywords that should 

appear a specific amount of times in the text. Most essential is to put the customer in focus 

and optimize information for them and make sure texts is of good readability.  
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Deliver feedback to customers’ actions on e-commerce sites is crucial but it has to do with 

webpage performance. Feedback elements are good or rather important to have on sites such 

as something showing if you place an item in the shopping cart to eliminate possibility of 

place the product there twice by mistake and if the page has slow responding time have some-

thing showing that users actions is being processed. If users have a bad Internet connection 

the e-commerce site should still work in a way that provides customers good user experience.  

 

If users do something wrong on e-commerce sites or an error occur it is essential to act some-

what forgiving, there is a framework to follow here, tell users what is expected in a specific 

field from beginning and do not make customers fill in the same information multiple times 

but instead be helpful. If something really goes wrong show a constructive, well-formulated 

message customized for users to understand about what is wrong and how to correct it.     

4.5.2 Information design 

Important information to publish related to a product is price, total price including additional 

cost such as deliver costs, delivery time and availability but most crucial when publishing this 

information is that it is same as in physical stores, customers should have same experience 

online as in store. It should be displayed clear terms of delivery and costs, to increase sales 

within this area company can provide a specific amount as cost free shipment, this usually get 

customers to buy something extra.  

 

To increase sales it is good to put another product of relevance in the category related to 

products customers are looking at i.e. this could be done through writing what other who 

bought the product also bought. Other information that is good to publish related to a product 

is frequently asked questions but it is good to combine that with something that support other 

questions as well, this could be done through a chat function where customers directly can 

communicate with customer service if a question occurs. Information about delivery times 

and if products is in stock can be crucial when it is time for customers to make a purchase 

decision, some industries working in business-to-business make decision not to publish if 

products is in stock, those companies will instead call the customer to establish if the custom-

er can consider buying a substitute product and through this dialogue create a relationship 

with the customer. 

 

Users should be able to make a rapid purchase decision without having to read everything, but 

for those who want to read more should be provided the opportunity to do so, this varies be-

tween different customer behaviors so begin texts with a good heading followed by an short 

introduction with possibility to read more. Prioritize what information that it is central on the 

site and make texts selling and let other customers leave their opinions.  

4.5.3 Graphic design 

Importance of pictures and animations varies between industries and what products being 

sold, such as in clothing industry or furniture it is relevant to show pictures of the product in a 

realistic context of reason for inspiration and provide customers with opportunity to get an 

idea of how it would look like. Pictures should be of high quality so that it is possible to en-

large it and zoom to see materials, from different angles etcetera. Movies and animations are 

good if they exist for a motivated purpose such as instructions or to give inspiration, they 

should help customers to reach a decisions. 
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Detailed pictures of products, angles, environmental pictures, specific characteristics of prod-

ucts are good if they exist but also pictures of personal working at the company, or if custom-

ers are chatting with customer service show a picture of employees customers talks to, this 

creates a more personal impression.  

 

It is important to follow existing standards concerning placements of menus or search func-

tion to make it easy for users to understand and navigate through the website. E-commerce 

sites should be compatible with different types of devices. 

4.5.4 Theoretical elaboration  

The interview with business development contributed with crucial knowledge within all three 

areas but mainly concerning interaction design and information design as a result of what the 

participant lays focus on regular basis in his/her profession, but still with crucial knowledge 

concerning graphic design.  

 

The interview went as 4.1 and 4.3 were the participant talked free around the three different 

areas and what considered important in addition to those. The interview impacted subsequent 

interview in ways of formulations of questions in order to still achieve free answers around 

the interview guide.   

4.6 Business Developer 

There is a connection between usability and sales on e-commerce sites but there is also sites 

that possible would not be considered usable but still works, it is important to differ between 

what is considered usable and what is aesthetically correct, what is expected from the custom-

ers varies in due to what product the customer is looking for, sometimes customer are more 

patient than other times.  

4.6.1 Interaction design 

When it comes to navigation there is a lot going on in development, about where it should be 

placed and what influence it has, at the moment there is more focus on the search function 

than navigation. Wipcore works a lot with search functions but it is still essential that the old 

navigation still exist on the e-commerce sites. There should be as many options as possible for 

the user on the site without getting to unstructured. The site should be formed in a way that 

makes it possible for the user to get an overview of the elements existing on the webpage.  

 

Information published should be relevant, easy to read, customized for target groups and be 

divided into sections with short introductions so that the user can find what they are searching 

for rapidly. How to handle different customer varies because of their different behaviors but it 

is essential to start with a short text to catch customers’ interest and then give provide the op-

portunity to read more. At slightest confusion e-commerce sites will lose customer’s flow of 

purchase and make them to think of something else because of distractions. Feedback to the 

customer is essential to limit the amount of potential errors, the site should respond rapidly 

and make it clear if it reacts to a move the user does, such as putting a product in the shopping 

cart. If an error occurs it is important that users receive a clear and constructive message of 

what is wrong and how to correct it, it is also essential that the message is formed for the cus-

tomer to understand.   
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4.6.2 Information design 

Information that should be published related to a product is one or a larger amount of pictures 

showing details, angles etcetera. What characteristics are for specific product such as meas-

urements, quality, color and kind. Product name should be simple, telling the user what prod-

uct it is and not taken from the product catalogue with different irrelevant attributes. There 

should be pictures of a high quality, short and rich descriptions, all relevant information there 

is about the specific product should be available on the website but as a choice for the cus-

tomer if they want to read more. There should be information about availability and delivery 

times, which are essential for the customer when making a decision to purchase and some-

thing on every page that calls to action. All products shown related to the product the custom-

er tends to be interested in should be relevant to the same category. 

 

Mistakes that often being made on websites is that it is not displayed clear enough for the cus-

tomer what the steps are and what they are supposed or expected to do when going through 

with the purchase. Not showing information about the total price including additional costs 

and to large amount of text that can contribute to confusion for the user, everything has to be 

well displayed and helpful for the user to make a decision. It is essential that it is possible for 

the user to get an overview and that it is possible to understand the information even when 

only reading it briefly and that it is of high relevance to the product. Shorten the text and 

make shore to get out the essential meaning of it and customize it to the target group.  

4.6.3 Graphic design 

Pictures are a good way to provide the customer with inspiration and animations as well but 

only if they exist for a motivated purpose and in a relevant context otherwise are they only 

considered annoying. But there is essential that it exist pictures of the product, usually there as 

a to small amount of this material which contributes to that it is hard for the customer to find 

and makes it difficult to make a decision to purchase. It is possible to show relevant infor-

mation through pictures such as materials, angles and inspiration.  

 

When creating graphic designs the navigation and search function is prioritized, all the flows 

the company wants the customer to go through and rapid feedback on the customer’s actions. 

The important fact and that it is formulated correctly is essential but when that exist the de-

sign determine if the customers will purchase or not on the e-commerce site. 

 

The website should be cohesive, and adjusted to fit different formats for smartphones or other 

portable devices and computers.   

4.6.4 Theoretical elaboration  

This interview provided the study with knowledge within the areas interaction design, infor-

mation design and graphic design, the contribution of all areas was at the same level and was 

of high importance for this research.  

 

As a result of this interview and the fact that the interviews provided the research with similar 

agreed answers the impact for the last interview was that it was made as a group interview. 

The intention for the following interview was to create discussion around some questions in 

order to get “more” information.  
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4.7 System developer & Web developer 

It is important that the e-commerce sites are usable but if the customer wants to purchase a 

specific product they will probably do so without considering if the site is usable or not, it has 

do with how many competitive sites there is selling same products and customers personal 

opinions. The importance of usability on a website differs in due to if the customer knows 

what he or she is searching for or if the customer only searching around looking for inspira-

tion, there are different parameters that judge how influential usability on the site is related to 

purchases.   

 

It is the essential that the e-commerce site is rapid and that there are clear answers to frequent-

ly asked questions such as delivery times. 

4.7.1 Interaction design 

The navigation is important but how essential it is depends on if the customer knows what he 

or she are looking for or if he or she is only searching for inspiration, this different behaviors 

judge if they more likely will use the search function or the filtration, or both of them. When 

looking for inspiration they are more likely to use the filtration and then not doing any further 

searching that that. If the customer has a target they are more likely to move to the search en-

gine directly. It is essential that the site provides a possibility for further filtration in combina-

tion to search function to help the customer search for the exact product and this is something 

that usually is expected of the site and something Wipcore works with to develop a lot.  

 

Information published on the website should be briefer texts about the product, give the op-

portunity to choose what the user wants to read if they want product information, technical 

information, measurements etcetera. But the product description should be selling and rele-

vant. 

 

Rapid feedback on the users actions on the site are very important but is most of the time not 

prioritized because of time aspect or cost factors, something the companies usually detects 

later that it would be a good function to have on the website to ease the use and understanding 

for the customer. Error handling is also something that most of the time does not get priori-

tized even if it is important. There should be clear and well-formulated instructions on what is 

happening and how to sort out the problem.  

4.7.2 Information design 

Information related to the products or service being sold on the site should contain both tech-

nical specifications and a selling and inspirational text, most important is the technical infor-

mation but when that exist focus on writing a well-formulated describing text about the prod-

uct customized for the target group. It is good to show other customers feedback on the prod-

uct or experiences; this can be done through making it possible to leave comments related to 

the product, ratings and motivations. All information that could be relevant for the product 

should exist such as quality, measurements, total price, delivery times and availability.  

 

The information should be divided into different sections with a good heading and short in-

troductions that catches the user which helps the customer decide if they want to read more if 

there is something that interest them, it is important to give the customer an overview of eve-

rything.   
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4.7.3 Graphic design 

It can never be to many pictures of a product, it should be clear if there is a possibility to 

choose another color of the product and then it should also exist a picture of the product in 

that color. It is better to have a larger amount of pictures in high quality of the products show-

ing details and angles than animations in due to that they can be annoying but this varies be-

tween products, it could be more relevant to have animations on clothes etcetera in due to that 

it gives the customer something to relate to when trying to figure out their own size. 

 

It can be good to follow the already existing standard in graphic design when in comes to 

placements of sections such as menus and information this is good because it helps the cus-

tomer to find what they are searching for in due to that they expect some things to be formed 

in a certain way. 

 

The esthetical parts on the site is more about having banners of products being sold, a clear 

logotype, show other relevant products related to the product the customer are looking at. It 

should be possible to get an overview of what the site contains and be built around the naviga-

tion and search function. Make sure the logotype looks professional; this gives a good impres-

sion from the beginning.  

4.7.4 Theoretical elaboration  

This interview provided the research with knowledge in the three areas based on discussion 

around the questions. The result was still similar and agreed to earlier conducted interviews 

but did also contribute with interesting points as results of the discussion. The interview not 

only provided knowledge based on their experience in their professions but also what they are 

looking for when visiting a e-commerce site. 
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5 Analysis 

In this chapter the results of the theoretical framework chapter and empirical research is ana-

lyzed, first through stating what the existing theories and empirical research agrees on, fol-

lowed by dividing identified parameters taken from the sections interaction design, infor-

mation design and graphic design into two categories which leads to further analysis of pa-

rameters.  

5.1 Interaction design 

In this section it is presented what the empirical research and theoretical framework agrees on 

in interaction design. It is essential that there is a well-formed and structured navigation inter-

face to meet the users’ demands and opinions. The navigation interface should be able to an-

swer the questions, where am I, where have I been and where can I go (Nielsen, 2001).  

 

To answer where am I: 

 Present the company’s logotype clearly (Nielsen, 2001) 

 Use a bread crumb function (Molich, 2002) 

 

To answer where have I been: 

 Show visited links with different colors (Nielsen, 2001) 

 Have a button that can take the customer back (Molich, 2002) 

 

To answer where can I go: 

 This should be clear through links and other navigation options on the site (Nielsen, 

2001) 

 

The website should follow different standards on the web in due to that the users prefer it that 

way (Nielsen, 2001) 

 

There should be a search function that is strategically placed and easy to use, which helps the 

user to do relevant and effective searches; this confirmed by Molich (2002). But there are two 

different types of users, the search inclined and the link inclined, to support these two types 

there is crucial to have a search button on every page of the website (Nielsen, 2001).    

 

It is crucial that the user gets clear feedback on the actions they do on the website, so the user 

knows if the website reacts as expected (Molich, 2002). It should also be presented clear 

where in a stage of a process the user is located, such as the payment process (Molich, 2002). 

 

If something goes wrong there should be clear, constructive and precise messages formulated 

for the user to understand on how to correct the error (Molich, 2002).  

5.2 Information design 

In this section it is presented what the empirical research and theoretical framework agrees on 

in information design. The information on a usable e-commerce site provided to the users 

should be reliable and factual (Molich, 2002). Products or services should have a clear de-

scription containing pictures, preferably a lot of them, for the customer to get a good under-

standing of the product or service provided, price and additional costs should be displayed 

clearly. Information that should exist according to Molich (2002): 

 Price 

 Additional cost 
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 Availability/ if the product is in stock 

 Information on how to order 

 Frequently asked questions 

Written in clear and relevant text customized for the users understanding (Molich, 2002). 

 

Concerning the language on the e-commerce site it is essential for it to be customized for the 

user and his or her behavior online. The text needs to be formulated in a way that helps the 

customer to get an overview of everything in due to that user tends to only read information 

briefly online (Nielsen, 2001). The text should be formed from these characteristics (Molich 

2002, Nielsen 2001); 

 Clear heading 

 Short description of the content in the beginning 

 Transparent sub sections 

 Short sections with spaces in between 

 Written in the users language 

 Readable  

5.3 Graphic design 

In this section it is presented what the empirical research and theoretical framework agrees on 

in graphic design. All unmotivated graphic or graphic that does not fulfill a specific purpose 

should be removed from the e-commerce site, this in reason for researches not showing any 

connection between good looking graphic and experienced usability on websites (Molich, 

2002). There are three types of graphic mentioned by Molich (2002); 

 Useful information – such as pictures of products 

 Graphic for structure – clear division between information and navigation 

 Decorative graphics – graphic for esthetically purposes  

 

5.4 Results from theoretical framework and empirical research 

The theoretical framework provided areas for questions, these areas have through the empiri-

cal research specified the factors and the developers vision on what parameters is considered 

important or not, what is determined is that every parameter is important and essential on e-

commerce sites but that there is a few parameters that makes a difference concerning if an e-

commerce venture succeeds or not, if these parameters are formed properly and the function 

exist.   

 

The interviews confirm the underlying theory in the different areas; interaction design, infor-

mation design and graphic design and agree with the attributes within them and their signifi-

cation mentioned in these areas. Beside the agreed information the interviews also contributes 

with is what attributes in the different areas that make a difference concerning success for e-

commerce ventures. The attributes highlighted both in theoretical framework, chapter 3 and in 

the empirical research chapter 4 are divided into two categories after what is highlighted in 

the conducted interviews and these two categories are: 

 The expected parameters on a website, section 5.4.1. 

 The parameters making a difference concerning success of e-commerce ventures, sec-

tion 5.4.2.   

 

What could be stated is that there is a lower limit that is a requirement for having a functional 

e-commerce site this lower limit are what is expected from the users today and this concerns 
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all e-commerce sites. Then there are a number of parameters that makes a significant differ-

ence concerning if an E-commerce company succeed with their e-commerce ventures. Both 

these categories are essential for e-commerce sites but one of these categories clearly states 

what parameters that makes e-commerce ventures successful.  

5.4.1 Expected parameters 

These parameters are expected to exist on a e-commerce site in due to that e-commerce is a 

well worked through concept today meaning that these parameters is also known as the lower 

limit established as the same for every e-commerce site but still are crucial for a functional e-

commerce site stated in both chapter 3 and 5. The lower limit of required parameters identi-

fied are: 

 

Easy to use 
Ease of use is the primary reason for the consumers to use e-commerce shown in chapter 4, it 

should be easy to navigate and it should be easy to use the search function according to the E-

barometer (Q4 2011, Q2 2014) and the sections about interaction design in chapter 4 for ex-

ample 4.1.1 and 4.4.1. How productively a user can be in his or her work and how much sup-

port the user receives for fulfilling their assignments (Juristo, Windl and Constantine, 2001). 

Ease of use is a primary demand for a site to be considered usable (Molich, 2002).   

 
Self-explaining  
In due to that the customer is left alone to navigate through the site and search for information 

everything has to be clear, preferably it should answer the questions: where am I? Where have 

I been? And where can I go? (Nielsen, 2001). Mentioned in the interviews in sections about 

interaction design and information design in chapter 4 is that all steps possible to take should 

be presented clear, it should be easy to find information and go through with purchases.  

 
Customized for the target group 
In this section everything published or created on an e-commerce site should be customized 

for the specific target group and the demands and requirements they have as users. It is essen-

tial that there is a well-formed and structured navigation interface to meet the users demands 

and opinions (Nielsen, 2001) this is also confirmed in the empirical research in chapter 4, sec-

tions about interaction design and information design for example 4.2.1 and 4.3.2.  

 

There are two different types of users, the search inclined and the link inclined, to support 

these two types there is crucial to have a search button on every page of the website (Nielsen, 

2001), it is essential that the website provides functions that meets both demands according to 

the sections of interaction design in chapter 4. The language on the e-commerce site needs to 

be customized for the user and his or her behavior online (Molich 2002; Nielsen 2001). This 

consideration is also mentioned in all of the interviews in the empirical research chapter 4.    

 
Optimized for search engines (text can be found in Google) 

Highlight the keywords by using different fonts, this facilitates the briefly reading, but it is 

important to not highlight to many word in due to that the positive effect can instead get con-

fusing (Molich, 2002). This is something to do with making the information easy to read 

briefly but it is also through mentioning keywords a specific amount of times in the text such 

as in the beginning, middle and end a text gets optimized for search engines such as Google. 

To have a text that is SEOed is crucial for it to be found in other occasions and to drive traffic 

to the site, this mentioned in chapter for section 4.5.1. 

 



 

 - 40 - 

The customer should not have to write the same information multiple times 
Based on Nielsens (2011) arguments about the questions to be answered there is spoken about 

buttons taking the user back to already visited pages “Where have I been?”, in this it is crucial 

to end up in the beginning again, the user wants to end up exact where he or she where in the 

earlier stage. If this is not done correctly it can qualify to one of the frustrating situation for 

the user mentioned in chapter 4 sections 4.3.   

 

In multiple of the interviews in the empirical research chapter 4 it is also spoken about func-

tions such as login, the site should remember the customers e-mail address if he or she is a 

existing customer in the e-commerce sites system so that the user do not have to write the 

same information every time, this to avoid frustrated feelings that can lead to lost of users 

interest.  

 
Quick responding times, the site should be alert 
Everything from pictures being small in the beginning with possibility for the user to enlarge 

it after downloading it, it should be a fast download of the website (Nielsen, 2001) this men-

tioned in chapter 4 and section about information design and graphic design.  

 

It is crucial that the user gets a clear feedback on the actions they do on the website, so the 

user knows if the website reacts as expected (Molich, 2002). It should also be presented clear 

where in a stage of a process the user is located, such as the payment process (Molich, 2002). 

It is mentioned several times in the interviews in the empirical research chapter 4 in sections 

interaction design for example 4.1.1 and 4.3.1 about the importance of reactions from the 

website to limit the amounts of potential error that can occur if for example a customer acci-

dentally adds double orders, this to avoid frustration from the user and lose of interest, it is to 

easy to loose users to competitors if the website does not respond correctly.  

 
Strong connection between headings and texts  
In the empirical research it is mentioned multiple times about the formation of information 

throughout all sections in the interviews, the headings should clearly show what the page and 

information contains which makes it easier for the user to navigate through the website. The 

user should not have to read the whole text to understand what it is about; sometimes it can be 

useful to have subheads (Nielsen, 2001) see sections in chapter 4 about information design 

and interaction design. Transparent subsections can be created through having a structure of 

two to three levels of headings the main heading, subhead and possibly one more subhead 

(Nielsen, 2001). This is confirmed in the interviews in the empirical research chapter 4 as 

essential to not overwhelm the user with information but instead help them to find the infor-

mation they wants to read when navigating through the e-commerce site.  

 
The use of pictures 
Mentioned in the empirical research chapter for in sections about graphic design that within e-

commerce sites the existent pictures is crucial, they are used to create focus, enhance the sites 

structure, make the navigation easier and give the webpage a identity. Pictures can be used to 

deliver information such as pictures of products but it is important to use the pictures for rele-

vant and motivated reasons, they should have a communicative purpose (Lundhem, 2002). 

This is also mentioned in the interviews in the empirical research about the importance of 

having pictures of informative causes but if they are only there for a decorative purpose they 

are likely to be considered frustrating, see sections such as 4.3.3 and 4.5.3.   
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The company´s logotype 
The company logotype is the first navigation rule, the identity of the website has to be clear, a 

way to achieve this is to place the company’s logotype on every page on the e-commerce site, 

this is good for telling the customer where they are located and makes it easy to go to the front 

page, further the logotype should be placed on the top of the left corner (Nielsen, 2001) this 

mentioned in empirical research in section graphic design. All the interviewees that partici-

pated in the empirical research in chapter 4 mentions it as essential to display the logotype of 

the company for the customer’s recognition, this presented in both sections interaction design 

and graphical design.     

    
Graphical attractive 
Stated in the sections about graphic design in chapter 4, for example 4.4.3, 4.3.3 and 4.6.3, all 

unmotivated graphic or graphic that does not fulfill a specific purpose should be removed 

from the e-commerce site, this in reason for researches not showing any connection between 

good looking graphic and experienced usability on websites (Molich, 2002). By this means 

that graphic is expected in some sort such as the site following already set standards but the 

elements on it should be clean, relevant and motivated which also is mentioned in the empiri-

cal research chapter 4 in the sections concerning graphic design but also in interaction design.   
 
Follow the company´s graphical profile  
People uses e-commerce sites not only to purchase directly on the site but also to do research 

about products and services they want to buy online on companies websites before going to a 

physical store to do the actual purchase (PostNord, 2014). Their study also shows that some 

people goes to a physical store to tryout the things they want to purchase before going home 

to buy it online. In due to creating a professional impression of the company and brand it is 

essential to follow the companies graphical profile both online and in physical stores for 

providing the same experience both in physical store and online, this stated in the empirical 

research section 4.2.3 about graphic design.  

 
Transparent and cohesive  
The text on websites should be formed so it is possible to briefly read the text to as quickly as 

possible find what they are looking for on the website. Research have shown that users tends 

to only read the text briefly on websites rather than reading it verbatim, and that it approxi-

mately takes around 25% more time to read on the screen than what it takes to read on paper 

(Nielsen, 2001). This is referred to in the interviews in the empirical research as well in both 

interaction design and information design; the elements and information should not over-

whelm the customer from start in order to avoid making customer frustrated. It should also 

look cohesive through the sites menus and symbols, this can be achieved through color coding 

and using the same symbols on all pages, make the site look worked through and professional, 

this mentioned in section 4.3.3. 

5.4.2 Parameters making a difference concerning sales   

The parameters mentioned above is crucial that they exist on an e-commerce site but in due to 

that this way of doing business is in a well-developed stage, those parameters are rather to be 

considered as a requirement than something that could be consider as a factor for an e-

commerce venture to succeed. This assumption made from analyzing both empirical research 

and theoretical framework. While analyzing existing theories with the results from the inter-

views in the empirical research the conclusion could be made that there were an amount of 

parameters that really determines if an e-commerce venture would succeed if these parameters 

were to be prioritized.  



 

 - 42 - 

 

The parameters defined in empirical research as the ones that should be prioritized when cre-

ating an e-commerce site in due for the venture to succeed is: 

 Well developed search function  

 Good navigation 

 High relevance 

 

These are the primary areas that the parameters where divided into based on the results from 

the empirical research chapter 4: 

Search  

 
Figure 5-1 - Search category of parameters 

 

In the empirical research chapter 4 it is stated in the sections information design and interac-

tion design that it should be easy to find the information or the product that fits the customer 

needs this in relation to that the result of the search is presented in an informative way with 

the relevant products presented on top (Nielsen, 2001).  

 

The function for search should be including support for different methods, there should be 

different ways provided such as filtration or search customized for the target groups prefer-

ences. There are two different types of users, the search inclined and the link inclined (Niel-

sen, 2001) it is essential that both these search behaviors are considered when creating the 

search functions, this mentioned in all interviews in the empirical chapter 4 in the section in-

teraction design. 

 

In the empirical research chapter 4 section 4.1, 4.3 and 4.5 it is clearly stated that the presenta-

tion of the generated results from the search function should be what the customer asks for but 

also what the company wants to sell, showing related product to the product the customer 

shows interest provides the potential for more sales. There is essential to present pictures of 

the product in the result for giving the customer the possibility to get an idea how the product 

looks in reality, this mentioned in section 4.1.1, it should exist pictures of the product in all 

colors available for the specific product, from different angles shown in its right context, envi-

ronment to give the customer inspiration and it is essential that the pictures is published in a 

high quality so the customer can zoom and see the details clearly, through this make it possi-

ble for the customer to reach a purchase decision according to the empirical research chapter 4 

section 4.1.1 and 4.1.2 concerning interaction design and information design (Molich 2002; 
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Lundhem 2002). The texts published on the e-commerce site related to products should pref-

erably both be search engine optimized but also customized for the customer in a selling way 

which is essential for the customers understanding and potential to get inspired which is men-

tioned by all participants in the empirical research in the section information design.  

 

The interviewees in the empirical research states that the e-commerce site should provide the 

opportunity to make new choices for the user but when making them it is essential that the 

website does not automatically delete earlier choices, make it clear and easy for the user in-

stead on how to delete earlier choices if they wish to. It is essential that the customer do not 

have to fill in everything or start over and over in every search session, the system should 

remember where the user was, this is stated in multiple interviews in chapter 4 section interac-

tion design as essential for avoiding frustrated feelings from the user (Nielsen, 2001).  

Navigation 

 
Figure 5-2 – Navigation category of parameters  

 

In all interviews in the empirical research it is mentioned that a function on the e-commerce 

site that gives the customer feedback on their actions is essential when they are navigating 

through the website in the sections about interaction design for example 4.3.1 or 4.5.1. To 

make everything clear and limit the potential frustrated feelings that can occur if the user does 

not get response from the site it is crucial that the website confirms the steps being taken and 

the coming steps, this can be done through having for example a breadcrumb navigation 

showing every step mentioned in 4.4.1 (Molich 2002). In the empirical research chapter it is 

clearly stated by interviewee 4.4 in section 4.4.1 that it is essential to confirm every step the 

user takes while navigating through the e-commerce site if their actions is wrong or right, if 

they put something in the shopping cart etcetera to limit potential errors that can be consid-

ered frustrating for the user. If the user is doing something wrong during a process all inter-

viewees in chapter 4 in section interaction design states that there should be a constructive 

message customized for the user and easy to understand about what is wrong and how to cor-

rect it, preferably the information about formats etcetera should be presented related to the 

columns so that errors could be completely avoided (Molich, 2002). If the website takes a 

while loading there should be something showing that it is loading, this also to eliminate frus-

trated feelings for the customer and give them a good experience, all potential frustration 

could be a factor for the user to make the purchase from a competitor instead, this is a situa-

tion that it is crucial to avoid for succeeding within e-commerce.  
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Mentioned in the empirical research by interviewee 4.1, 4.3 and 4.4 it is essential that every 

page on the website has a natural following step, the website should call to action, this 

through helping the customer and guiding he or she through the websites different phases in 

the process to finished purchase. Create interactivity.  

 

Interviewee 4.1 clearly states that it is important to lock the customer to the e-commerce site, 

make sure the purchase is done on the website or other channels provided such as the compa-

ny’s physical store. It is easy to loose the customer when linking to other websites, retailers, 

the step of choosing a product from a competitive company is not far for the customer is he or 

she gets distracted so look the customer to the company’s provided channels. Multiple inter-

viewees in the empirical research chapter 4 states that the e-commerce company should make 

it easy for the user to reach a decision by providing the information needed, navigation self 

explaining to make the decision to purchase and when the decision is made, provide the right 

channels so that the customer do not go to a competitive company. Make it impossible for 

competitive products to occur in relation to the product of interest when linking to a retailer is 

that is a channel the e-commerce company wants to provide to their customers. Nielsen 

(2001) mentions associative links as something good, but here does the theory and empirical 

studies disagree in due to that it could be a way of distracting the customer that can lead to 

lose of interest, mentioned by interviewee 4.1 and 4.3 for example.   

Relevance 

 
Figure 5-3 – Relevance category of parameters  

 

Stated clearly in all interviews in the empirical research chapter is that everything presented 

on the e-commerce site should be there for a relevant and well-motivated purpose or other-

wise it should not exist on the site (Nielsen, 2001; Molich, 2002). 

 

In the empirical research chapter 4 in sections about interaction design it is mentioned for 

example in section 4.1.1, 4.3.1 and 4.4.1 that early in the structure of the e-commerce site the 

customer should be provided the opportunity to make a strong choice which further filtration 

later is based on this could for example be permanent during the processes on the website if 

the customer do not decide to delete it and choose something else which also should be simple 

to do (Nielsen, 2001). Based on the strong choice only relevant product for the customers in-

terest should be shown and this is also what the further filtration should be founded in men-

tioned by interviewee 4.1.  
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When publishing related products to the specific product that the customer shows interest in 

or intends to purchase it is essential that they are of high relevance in relation to that specific 

product, in section 4.1 there is said that e-commerce companies only should show products 

that has a strong connection to the strong choice made on the first level and this also concerns 

information, only present information of relevance for the specific choices been made, men-

tioned in section 4.3, 4.5, 4.6 and 4.7.  

 

It is of high importance that not exposing the customer for large amount of information at 

once, present it in shorter concrete descriptions of high relevance that catches the customer’s 

interest and then provide the opportunity to read more if the customer wishes to, this stated in 

multiple interviews in the empirical research chapter 4, for example 4.7 and 4.4. Give clear 

direction on how to get further more detailed information (Nielsen, 2001). Mentioned in sev-

eral sections in the empirical research chapter 4 such as 4.1.2, 4.3.2 and 4.5.2 the published 

information should be customized and relevant for the target group and written in a selling 

way, everything that could be considered relevant to make a purchase decision should exist on 

the site related to the area of concern and easy to find. It is important that not expose the user 

to unnecessary information in due to that they get frustrated or confused and potential loose of 

interest.   

5.5 The influence of usability parameters  

Based on the interviews in the empirical research chapter and theoretical framework it was 

possible to define the categories with the parameters that can be considered as required on a e-

commerce site and parameters that makes difference concerning if a e-commerce venture 

would succeed which are presented in section 5.4.2. Based on these identified parameters both 

from theoretical framework and empirical research it implies that different parameters should 

be prioritized in different occasions such as how competitive the market is or how easy it is 

for the user to find a similar product, examples mentioned in interview 4.1 and 4.3, in 4.1 the 

CEO mentions a company selling sofas, the interviewee also mention booking travels and so 

do the Group Manager in section 4.3 when presenting an example of SJ. Further examples 

mentioned of products when answering the questions in the interview guide, see appendix, 

such as bicycles and clothes, this mentioned in interview 4.7. 

 

These examples of different products while providing answers for the interview implied that 

the prioritizing of these parameters identified as the ones making a difference concerning the 

success of e-commerce ventures may vary depending on how the industry, competition and 

customer acts. This implies that those parameters still are the ones that provide the extra for 

success but that how they should be prioritized may vary.  

 

To see a connection between industries, different products and the parameters and what influ-

ence the parameters may have when selling different products from different markets the de-

cision was made to define what these products on these different markets could be and for 

doing that figure 5-4 was created with findings in interviews in the empirical research chapter 

4.  
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Figure 5-4 – Categories of products  

 

Where a product of category A which is a product of high complexity and with a high price 

which could be a bicycle, car or an industrial product (B2B). 

 

A product of category B that is a product of a simple kind but still with a high price an exam-

ple could be a watch.  

 

A product of category C is a product that is complex but still sold to a low price, examples of 

products in this category could be travels or clothes. 

 

A product of category D is a simple product sold to a low price, examples of products in this 

category is a toy or a pencil.   

 

Further with these definitions made in the figure followed by outline them in a graph created 

from the new parameters identified in the previous section 5.4.2 and how the products from 

the different categories in figure 5-4 relate to those parameters and the influence they may 

have on if a e-commerce ventures success and the importance of including them in different 

occasions from the view of a company developing e-commerce solutions and theoretical 

framework. Figure 5-5 below was created with founding in the parameters outlined in section 

5.4.2 and the result is motivated through the empirical research and the examples mentioned 

while the interviewees provided answers during the interview.  
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Figure 5-5 – Connection between identified parameters and product categories 

 

Based on the examples in the interviews in the empirical research there is a differences be-

tween what areas that should be prioritized related to the specific product being sold, this dia-

gram is to make the parameters that influences the success of e-commerce ventures concern-

ing the selling of different products within different industries clear. Shown in the example 

the prioritizing varies between the different categories defined in figure 5-4 from a company 

developing e-commerce systems point of view.  

 

What is shown in figure 5-5 is that relevance always should be prioritized in due to that every-

thing needs to be relevant to the specific product and the filtrations the customer makes no 

matter what product it is concerning, everything published related to the choices a customer 

makes must be of relevance, if the elements on the e-commerce site is not there for a relevant 

or well motivated reason they should not exist on the e-commerce site according to all inter-

views in the empirical research chapter 4.  

 

It is also shown in figure 5-5 That the search category including function, presentation and 

new selections is of high relevance when selling expensive products (category A and B from 

figure 5-4) this because of these products its more likely that the target group knows what 

they want when entering the site, it gets crucial for the company to please the different search 

types of people, the search inclined and the link inclined (Nielsen, 2001). While for a simple 

and low priced product this category is not that essential to prioritize, it is still crucial that the 

search function exist so that it is possible to find the product but a well formed search function 

with good presentation will not be the reason for increased sales even if it has some influence. 
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In figure 5-5 the navigation category including feedback, call to action and lock in when sell-

ing simple products (category B and D from figure 5-4) is essential to prioritize for keeping 

the customer in due to that simple products often is in a competitive market, feedback, call to 

action and lock in gets essential for making the customer go through the purchasing process 

for buying the product. While a product of high complexity and high price the customer most 

likely have made up their mind before visiting the site for intention to purchase so the compa-

ny should not focus on convincing that customer but it is still essential that these parameters 

exist even if they are not that influential on sales concerning expensive and complex products.  

 

Figure 5-5 shows that for product category C in figure 5-4, which is a complex product of low 

price such as clothes or travels which both is very competitive industries all of the parameters 

should be prioritized in due to that them all is influential for if the purchase is made or if the 

company looses the customer to a competitor.  
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6 Discussion 

In this chapter the assumptions from the theoretical framework and empirical research are 

described. The chapter consists of the two research questions. 

6.1 What is it 2015 that determines if an e-commerce venture suc-
ceeds or not? 

What can be stated is for an e-commerce venture to succeed all stages in the process has to be 

considered, questions such as what is the company´s target group? What products or services 

are being sold? How is the competition? Should be asked and cleared out to be able to deliver 

an e-commerce site that will succeed.  

 

In due to that e-commerce is a well-developed way of doing business but are still always con-

tinuing to develop in functions, layouts, graphics and navigation etcetera it is essential that the 

e-commerce site meets the demands of the different users that exists within the target group, 

their search behaviors, ways of reading product descriptions and how they navigates through 

the website. It is a large amount of factors that plays a part in the succeeding of an e-

commerce venture and there is no direct recipe for success but there are factors that can guide 

the business in the right direction.  

 

As presented in the theoretical framework there is a large amount of existing theories and def-

initions on what usability is and how to create it on e-commerce sites, these theories are later 

confirmed in the empirical research and through this confirmation it can be stated that those 

theories should work as a founding for building a functional and usable e-commerce site.  

These theories also mention a number of parameters within the areas interaction design, in-

formation design and graphic design that are confirmed in the empirical research that they are 

important to exist and to be considered on an e-commerce site. These are the parameters that 

in the analysis chapter 4 are defined as the lower limit, the requirement for even mention fur-

ther development to be competitive in e-commerce. These parameters are of high value for a 

successful e-commerce venture in order to that if these exist it is possible to drive traffic to the 

website and also makes it possible for the users to make purchase decisions, going through 

with purchases and makes the website easy to use, which can be considered as usability goals 

enough for a e-commerce site.  

 

Then there are parameters that really make a difference on how successful an e-commerce 

venture will be, these are the usability parameters that if those are well developed that makes 

the user to always choice the specific e-commerce site. The parameters that will help the cus-

tomer to go through with a purchase and make the decisions and avoid frustrated feelings. 

When including those usability parameters in the e-commerce venture that will be what dif-

fers the e-commerce company from their competitors in the same industry and what makes 

the user to go through with the purchase through your provided channels, and through this 

make the e-commerce venture successful. These usability parameters are mentioned in section 

6.2 and are explained in detail in chapter 5.   

 

6.2 What usability parameters are of influential significance?  

What can be determined from the empirical research and theoretical framework is that all pa-

rameters that were identified from the sections interaction design, information design and 

graphic design are to be considered important and influential but those parameters identified 

in section 5.4.1 are to be considered as a requirement and a lower limit for e-commerce sites. 
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In due to that e-commerce today is in a well-developed stage and there is high competition on 

the e-commerce market, the users has expectations on e-commerce sites that is required to be 

met in order to even mention parameters that are of a influential significance of success of e-

commerce ventures.  

 

When the parameters that are considered as the lower limit are fulfilled there are a number of 

parameters that makes a difference in the competitive e-commerce environment. Through 

analyzing empirical research and theoretical framework it was possible to identify those of 

particular influence that makes the e-commerce site to stand out in the competition, these pa-

rameters are later divided into three new categories, important is to mention that the parame-

ters are attributes mentioned in the sections interaction design, information design and graphic 

design and later divided into three new smaller categories in order to make the analysis more 

clear. The parameters of influential significance are (Chapter 5 section 5.4.2):  

 

Search: 

- Function 

- Presentation 

- New selections 

 

The function for search should be including support for different methods, there should be 

different ways provided such as filtration or search customized for the target groups prefer-

ences. There are two different types of users, the search inclined and the link inclined users 

and both users requirements should be met on the e-commerce site.  

 

The presentation of the generated results from the search function should be what the custom-

er asks for but also what the company wants to sell, showing related product to the product 

the customer shows interest provides the potential for more sales. There is essential to present 

pictures of the product in the search result for providing the customer possibility to get an idea 

of how the product looks in reality. 

 

E-commerce sites should provide the opportunity to make new choices for the user but when 

making them it is essential that the website does not automatically delete earlier choices, 

make it clear and easy for the user instead on how to delete earlier choices if they wish to. 

 

Relevance: 

- Strong choices  

- Connections/Additions  

- Information 

 

Everything presented on the e-commerce site should be there for a relevant and well-

motivated purpose or otherwise it should not exist on the site 

 

The user should be provided opportunity to make a strong choice which further filtration later 

is based on this could for example be permanent during the processes on the website if the 

customer do not decide to delete the choice in order to make a new one.  

 

It is of high importance too not exposing the customer for large amount of information at 

once, present it in shorter concrete descriptions of high relevance to the products shown in 

relation to the users “strong choice” that catches the customer’s interest and then provide the 

opportunity to read more if the customer wishes to. 
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Navigation  

- Feedback 

- Call to action 

- Lock in 

 

It is essential to confirm every step the user takes while navigating through the e-commerce 

site if their actions are wrong or right, if they put something in the shopping cart etcetera to 

limit potential errors that can be considered frustrating for the user, this frustrated feelings 

from the user can easily be avoided through feedback on the users actions. 

 

It is important that every page on the website has a natural following step, the website should 

call to action, this through helping the user and guiding he or she through the websites differ-

ent phases in the process to finished purchase. 

 

It is important to lock the customer to the e-commerce site, make sure the purchase is done on 

the website or other channels provided such as the company’s physical store. It is easy to 

loose the customer when linking to other websites, retailers, the step of choosing a product 

from a competitive company is not far for the customer is he or she gets distracted so look the 

user to the company’s provided channels. 
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7 Conclusions and evaluation   

In this chapter there is a conclusion reached in relation to the purpose of this study, evaluation 

of results, the thesis research contribution and suggestions for further research. 

7.1 Conclusions 

The purpose of this research was to establish what it is that determines if an e-commerce ven-

ture succeeds or not and identify influential usability parameters that should be prioritized in a 

e-commerce site. The purpose is also to contribute with the finding of this research as a com-

plement to earlier researches and existing theories in order to create new ones. To reach an-

swers these research questions where used: 

- What is it 2015 that determines if an e-commerce venture succeeds or not? 

- What usability parameters are of influential significance? 

 

Trough answering the research questions there has been reached an answer about what usabil-

ity parameters are of influential significance and what it is that determines if an e-commerce 

venture succeeds or not. 

 

7.2 Evaluation of results  

Some of the requirements used to evaluate thesis in informatics at the school of business & IT 

(2014).  

 

Relevance, in order for the thesis to be considered as relevant it is important that the thesis 

concerning the subject, informatics. Today there is a large amount of companies and web de-

velopers that do not know how to design a usable e-commerce site, and especially are not 

aware of effects usability may have on e-commerce sites success. This research is of interest 

because of terms concerning informatics and also defines what usability parameters are of 

influential significance concerning e-commerce ventures success and the research questions 

are directly connected to the research area.    

 

Originality and clarity, In this research it has been shown clearly what is own contribution 

and what is collected from other sources through quoting and references. It is also approxi-

mated that the research questions has been answered and that the purpose is fulfilled.   

 

Scientific grounding, the founding of the thesis lays in earlier theories and researches, the 

use of established authors with great knowledge within informatics. Examples of these estab-

lished authors are Jakob Nielsen and Rolf Molich.  

 

Congruence, in my opinion there is a clear connection between problem, methodology, theo-

retical framework, empirical research, analysis and discussion because of every part of the 

thesis being explained which makes it easy to follow the thread through the thesis.  

 

7.3 The thesis research contributions  

The purpose of this research was to review earlier researchers’ contributions and through this 

study add theoretical contribution that widens the understanding what enables e-commerce to 

succeed today in relation to information provision. Earlier researches are about usability and 

how it is possible to build e-commerce sites form in a graphic way without considering usabil-
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ity and what is defined as usability on e-commerce sites are researches from earlier years such 

as Nielsen (2001) and Molich (2002).   

 

These researchers mentioned are examples of researchers that have been writing about usabil-

ity and websites, Nielsen (2001) writes about web design, page design, and design of content 

which helps with how to form usable websites. Molich (2002) and Ottersten & Berndtsson 

(2002) describe methods that are considered good to be used when prototypes already were 

made of the intended website. Ottersten & Berndtsson (2002) mentions target group analysis, 

interaction design and user tests. Sundström (2005) describes in detail about how to build a 

functional website and shows how specific objects should be, for example how the infor-

mation should be structured on the website. All these researchers mentioned describes how to 

build usable websites but there is no particular researcher that have been written about how to 

build usable e-commerce sites and what has to be considered is that the researches is not up to 

date so no one have been writing about what enables e-commerce to succeed today. But all 

these literatures has been of value and very helpful when conducting this research.  

 

7.4 Ideas for further research 

This research is about establishing what determines if an e-commerce venture succeeds or not 

today and what there are for influential usability parameters that should be prioritized. First a 

theoretical framework was made that was the founding for the empirical research and the re-

sult from the empirical research and theoretical framework chapters made it possible to an-

swer the questions later through analysis and discussion.   

 

Ideas for further research could be about doing user observations, interviews and tests to see 

what parameters that is most influential for them and their willingness to purchase when visit-

ing an e-commerce site. Another suggestion for further research is to involve more compa-

nies. Based on user observations, interviews and tests it could be possible to reach something 

more concrete, preferably in relation to e-commerce companies and companies developing e-

commerce solutions in order to collect the whole picture of what it is that determines if a e-

commerce venture succeeds or not. 
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9 Appendix 

9.1 Interview guide 

Are there according to you some specific areas that should be considered for creating usability 

on an e-commerce site? 

 

Can you see a connection between usability on e-commerce sites and enhances sales? 

 

Interaction design  
How do you see navigation as a parameter for usability in practice? 

How essential is it? 

How do this company work with navigation? 

What is common for those who not succeed with this?  

What influence does a well-developed navigation through the site have on sales in practice?  

 

What is crucial considering publication of information on an e-commerce site? 

How do this company work with this? 

What is common for those who not succeed with this?  

What has the type of information published on an e-commerce site for influence concerning 

sales? 

 

What types of search functions should be included or not on a e-commerce site? 

- How much do these functions ease the use for the user? 

- What should the functions include? 

How does this company work with search functions? 

What is common for those who not succeed with this?  

What influence does this have on sales? 

 

How essential is it to give the customer feedback on their actions on the site? 

How do you work with this function? 

What is common for those who not succeed with this?  

What is the meaning of feedback from a sales perspective?  

 

What functions is important to have to support errors on the site? 

- How should an error message be formulated?  

How do you work with handling errors?  

What is common for those who not succeed with this?  

What has a process for error handling for influence on sales? 

 

Information design 
What kind of information should be published related to a service or product being sold on the 

e-commerce site? 

How do you work with the “right” information? 

What is common for those who not succeed with this?  

What influence does information related to products or services have on sales? 

 

What linguistic aspects are important to consider? 

How do you work within this area? 

What is common for those who not succeed with this?  

What does the linguistic aspects have for influence concerning sales? 
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Graphic design 
What does pictures and animations have for influence concerning usability? 

What pictures and animations are good versus bad? 

What is common for those who not succeed with this?  

What is this areas influence on an e-commerce company´s sales force? 

 

What is important to have pictures on from a usability perspective? 

What influence does this details have on information?   

How do you work within this area? 

What is common for those who not succeed with this?  

What influence does this have on sales? 

 

Graphic for structure 

 

Details within the esthetical are that is essential to include or dismiss?  

Esthetical details that should be considered and how they should be placed?  

What is common for those who not succeed with this?  

What effect does the esthetical details have concerning sales?  
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University of Borås is a modern university in the city center. We give courses in business administration 
and informatics, library and information science, fashion and textiles, behavioral sciences and teacher edu-
cation, engineering and health sciences. 
 
In the School of Business and IT (HIT), we have focused on the students' future needs. Therefore we 
have created programs in which employability is a key word. Subject integration and contextualization are 
other important concepts. The department has a closeness, both between students and teachers as well as 
between industry and education. 
 
Our courses in business administration give students the opportunity to learn more about different 
businesses and governments and how governance and organization of these activities take place. They 
may also learn about society development and organizations' adaptation to the outside world. They have 
the opportunity to improve their ability to analyze, develop and control activities, whether they want to 
engage in auditing, management or marketing.  
 
Among our IT courses, there's always something for those who want to design the future of IT-based 
communications, analyze the needs and demands on organizations' information to design their content 
structures, integrating IT and business development, developing their ability to analyze and design busi-
ness processes or focus on programming and development of good use of IT in enterprises and organiza-
tions. 
 
The research in the school is well recognized and oriented towards professionalism as well as design and 
development. The overall research profile is Business-IT-Services which combine knowledge and skills in 
informatics as well as in business administration. The research is profession-oriented, which is reflected in 
the research, in many cases conducted on action research-based grounds, with businesses and government 
organizations at local, national and international arenas. The research design and professional orientation 
is manifested also in InnovationLab, which is the department's and university's unit for research-
supporting system development. 
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