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Abstract 

Nowadays when users navigate in internet they find lots of types of communication 

scattered across diverse sites. Due to the lack of users’ interests in advertisements, 

primarily caused by not matching their preferences, today’s advertisements have a low 

rate of success. Recently, owing to semantic web generation, some companies started to 

use personalized marketing in communication as a way to turn the conversions around 

and thus increase customer retention and loyalty. As a matter of fact, the retention and 

loyalty stages on the internet are, on average, the least crafted of the whole cycle. The 

customers’ conception of one-to-one marketing is quite ambiguous as they conceive 

that they need to be more efficient while shopping online but at the same time they feel 

stalked due to privacy concerns, and oversaturated with non-valuable information. 

The purpose of this paper is to explore from a holistic view online personalized 

communication strategies and how they can be implemented in order to increase 

customer satisfaction thus retaining customers and, in the long-term, gaining their 

loyalty. The main communication areas the study treats ranges from onsite the online 

store, where the company wants to sell the product, to offsite advertisements in 

websites, social media platforms and via email. In the empirical section, the study carried 

out a quantitative online survey to investigate customers’ perception and complete it 

with the literature. To answer the research questions, the study identified 19 hypotheses 

comprising of all primary aspects that define the exploration. The result could be gold 

dust for e-shop managers to help them maximize the marketing communication factor 

using personalization. The authors identified potential improvements to motivate 

customers to register in the online shop, whether communication channels are suited to 

implementing the strategy or not, and possible aspects to adapt in order to obtain 

maximal benefits. There were some limitations in terms of an analysis of the companies’ 

point of view and the necessity to analyze every communication channel more in depth 

as the study is an initial step. 

Keywords: Online personalization, online one-to-one communication, online 

personalized recommendations, online personalized promotions, online retargeting, 

personalized email marketing, online customer retention, online customer loyal  
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1. Introduction 

1.1. Background 

Since the beginning of internet, the audience approaching this electronic devise has 

tremendously increased every year. In 2012, the percentage of users navigating online 

was more than half the total population of all developed countries to sum up with 

34,5% in the whole globe, and in a ten years period the world total online users has 

grown by 566% (IWS 2013). Furthermore, in the mid 90s the first online shops emerged 

and the number of internet shops and consumers has grown extremely since then 

(Kaplan & Haenlein 2010). According to Emarketer (2013), ecommerce sales topped $1 

trillion in 2012, a growth of 21,1% in respect to the previous year. In this big “shopping 

mall” that internet has become, firms need to offer the best shopping experience 

possible to the customers in order to be competitive. The communication factor is one 

of the pillars of facilitating users to purchase the product they search for. Online 

advertisement spending has substantially augmented during the last decade, topping $43 

billion in the US in 2013 with a growth of 17% over the last year (IAB 2014) including 

both social media advertising (Gregurec et al. 2011) or email marketing (The McKinsey 

Quarterly 2007), however sales conversions are still low in most digital stores. 

Owing to the new tool that appeared for adopting the information shared online to 

data, called semantic web, there are new possibilities offering a better customer purchase 

intention (Baker & Roberts 2010). The new era has empowered the customer and in this 

shifting market the relationship between clients and companies has become an essential 

part of the value co-creation (Chesbrough 2003). The personalized marketing concept, 

which was only mentioned in the literature, is close to being implemented perfectly as 

an online strategy. In order to create unique values for consumers the businesses need 

to understand them whereas the function of different digital media channels (Prahalad 

& Ramaswamy 2004). Thus, a registration and log in process is used to gather the data 

required to understand what internet users want, together with cookies supported by 

offline information to understand customers’ interests. Then, internet stores can 

implement onsite recommendations to help customers to quickly find the product (Ho 

et al. 2005), display advertisements in websites and social media sites (Tam and Ho 

2006), and via email to make them come back to the shop (Wattal et al. 2012). They 
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make up the big channels from where the firm can implement a one-to-one strategy to 

retain and convert customers into loyal. 

The relatively low search costs, greater market outreach, wider range of options, the easy 

access to competing retailers in online shopping (Srinivasan et al. 2002) and the 

possibility that personalization causes privacy awareness giving personal information 

(Lee & Park 2009) make it critical for them to identify ways to retain customers online. 

However, according to Srinivasan et al. (2002), customer loyalty is recognized as a key 

path to profitability in internet because it is still more profitable to keep existing 

customers rather than new customers. At present, firms do not put much effort into 

long-term customer engagement on the internet, although companies strive to achieve 

regular customers offline too. Those customers who return and are loyal to the web 

shop are the ones that can be relied on and will maintain loyalty in the harsh moments, a 

part of advocate for the firm (Miller 2012 p.89). All in all, in the current globalized 

world, the capacity to deliver one-to-one communication to customers seems to be the 

key to building customer loyalty (Halimi et al. 2011). 

1.2. Research gap 

1.2.1. Research problem 

The idea of achieving a perfect competitive market where customers can find what they 

want and companies provide what customers need is not just a complex task with a 

huge cost, but a perfect idea that can improve population’s quality of life. In the past, 

and even today, it is considered utopia, only explained in the literature. Personalization 

is a concept that can minimize the matter as it delivers targeted solution to concrete 

customers using customers’ information (Peppers & Rogers 1997). Before the internet 

generation, it was only conceived in the offline market, and rejected because of 

implementation difficulties. Nonetheless, nowadays the strategy seems close enough due 

to the new semantic web concept, a symbiosis of web technologies and knowledge 

representation that is a subfield of artificial intelligence (Lassila & Hendler 2007), that 

can identify and collect data about customers’ willingness when it comes to internet 

shops, hence companies can provide better preference matches to potential customers, 

adding a higher value to them (Kwon & Kim 2009) and building more loyal customers 

to the firm (Thirumalai & Sinha 2013). In the long-term, the final stage of the process 
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would end up with an extremely competitive market where online users could find the 

exact product in just a few clicks.  

However, the concept is still in the initial stage thus the literature focuses on mostly 

aspects such as the concept of personalization (Vesanen 2007) and the effect of the 

strategy (Ho et al. 2005) rather than specifically the impact on the communication 

channels. Besides, the literature which centers in the promotions’ impact depending on 

the channel used, suggests improvements in advertisements on website (Lambrecht & 

Tucker 2013), social media (Kuster & Hernández 2013) and email marketing (Wattal et 

al. 2012) rather than an overview of all the possibilities. 

1.2.2. Aim 

The study intends to explore the existing research gap, exploring the pillars that allows 

adopting this new strategy and encompassing all the online communication channels 

considering the possibilities currently in the market. The primary goal of this research is 

to determine the impact of personalized communication strategies to customer 

satisfaction thus enhancing customer retention and gain their loyalty on the internet. 

The study is a preliminary research step providing a holistic view of the current 

situation. 

1.2.3. Research questions 

The authors define five research questions determined by the primary aim. 

Firstly, personalized strategies need a fundamental factor to properly implement 

campaigns. They need to identify, and know in depth, the potential consumers and apart 

from the usage of cookies, if the online shop wants to have high information about 

them they need to create a platform where users can register in the web shop. As an 

example: 

- RQ1: Explore how to encourage users to sign in the e-shop and then once they 

are registered, how to persuade them to log in on it every time they enter. 

Secondly, the study wants to explore different online communication channels in terms 

of personalized strategies that can enhance customer satisfaction thus making them 

loyal. As a consequence, the research questions are listed from the second to the fifth. 
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- RQ2: Explore the effects of the personalized communication strategies for 

implementing recommendations in the e-shop? 

In addition, the study distinguishes between website advertisements and social media 

advertisements. Differences in privacy, targeting capacities and possibilities of displaying 

banners, especially in the page section, generate the conversion in two research 

questions. 

- RQ3: Explore the effects of the personalized communication strategies for 

implementing advertisements in websites? 

- RQ4: Explore the effects of the personalized communication strategies for 

implementing advertisements in social network sites?  

- RQ5: Explore the effects of the personalized communication strategies for 

implementing email communication campaigns? 
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2. Methodology 

In this section, the study explains, and motivates, the selected method that is faced by an 

empirical approach supported by the theoretical framework. 

2.1. Approach 

The selection of a methodological approach is subjected to the research problem, the 

aim of the study and the procedure in the theoretical framework (Bryman & Bell 2011). 

The empirical methodology conducted was carried out taking into account these three 

factors and the findings come from primary data gathered in a quantitative nature of the 

customer’s point of view. Quantitative research is the collection of numerical data that is 

analyzed by statistical methods and well-suited to explain particular questions (Aliaga & 

Gunderson 2000). As Burns (2000) states, the method has to provide reliable and valid 

data within a rational time period. Specifically, the survey that was developed from the 

already existing literature was conducted with internet users answering the questionnaire 

in 10 days. The empirical results can be either approved or rejected (Bryman & Bell 

2011). 

2.2. Data collection 

To analyze the customers’ point of view, in the first approach the researchers collected 

quantitative information from online users using an online open questionnaire and 

which provides positive outcomes as well as some risks. The study chose to create an 

online questionnaire to reach a representative sample size, minimizing the possibility of 

asking uncommon internet users and generating more responses, facilitating the 

comprehension and final analysis. On the other hand, they might answer while paying 

less attention and creating a bias. In the process of developing the survey, creating and 

finding appropriate questions is difficult and so it might be useful to look at previous 

researched items (Burns 2000). In addition, Bryman and Bell (2011) point out the 

necessity to create simple questions, which makes it easy to complete and avoid 

mistakes while completing it. Furthermore, Burns (2000) mentions the importance of 

keeping the questionnaire as short as possible in order to not lose respondents’ attention 

and interest. 
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The survey consisted of closed questions, as in there were already existing answers 

which the respondents could choose between. They could not answer with their own 

words (Burns 2000). 

The online survey given to internet users consisted of 31 closed questions (2 of them 

were optional) about the impact of individualized promotions in customers’ online 

purchasing, segmented in the research questions and related on the hypotheses; 10 of 

them asking for the respondent profile, 4 about the registration and log in process, 5 

about the recommendations within the online store, 6 about website advertising and 3 

specifically about social media advertising, and finally 3 more about email marketing. 

The authors of the survey agreed on carrying out a seven point Likert scale in several 

questions which focuses on the measurement interest or harm by 1= Most useful and 

7= Totally useless; 1= Doesn’t make any difference and 7= Hate them; and lastly 1= 

Most useful and 7= Hate them (Likert 1932). Since the purpose of the research is to 

investigate how customers perceive personalized communication, there was a very large 

number of participants. The process of acquiring participants to respond the online 

survey was primary done through the social network Facebook and via email. In order 

to minimize the risk of fraud, they adjusted the survey form with one answer by 

computer checking the IP. 

Nonetheless, before conducting the questionnaire, as Burns (2000) suggests, the survey 

was pre-tested in order to discover problems in wording or formulations and sent to 

potential respondents. 

2.3. Data analysis 

The data gathered in Table 1 allowed the project to obtain a socio- demographic profile 

to the participants. A total of 139 responses of which 76 (54,7%) were women and 63 

(45,3%) men and 100% of the individuals respond completely the questionnaire. Users’ 

profiles were from personas over 17 years-old to 65, that encompass all the work active 

range. The age distribution is concretely in one decade, as nearly 80% of the individuals 

are between 20 and 29 years-old. Almost all of the participants have bachelors’ or a 

masters’ degree. All of them use the internet on a daily basis, more than 3 hours is the 

pick response and they are used to purchase online. During the year the number of 

purchases altered from 1 to more than 9 times, the amount of money spent shopping 
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online is also very varied, from less than 50€ (449SEK) to more than 350€ (3.143SEK) 

where the peak is and they mainly tend to purchase from 1 to 4 online stores (Table 2). 

To correctly gauge the studied variables within the survey, the study used Microsoft 

Excel to get an overview of the results and afterwards the IBM program SPSS Statistics 

gave statistical results to evaluate every question and relate it with the hypotheses. 

Specifically, the researchers used crosstabs, bar charts and histograms to analyze and 

process the data and in the last, they emphasized the mean and typical deviation results. 

Finally, in order to get a deeper evaluation of the results, the authors identified 

tendencies, analyzing data in subgroups through users’ profiles, creating new variables. 

When it required examining, if the groups were significant or not with a confidence 

interval of 95% in relation to another groups or some others the researchers used the 

independent sample T-test and ANOVA formula respectively. In some cases by looking 

at the Levene’s Test they could assume that there were equal variances and, depending 

on the result, they analyzed the T-test appropriately. 

2.4. Analysis 

To determine the approaches of the online personalized communication strategy in the 

thesis, in contemplation of the research questions and the hypotheses conforming the 

roadmap of the paper, an empirical study was conducted in order to collect relevant 

data. The 17 hypotheses are showed in the Table 3 and separated by each research 

question from all the communication channels involved in the customer engagement. 

2.5. Trustworthiness 

Some of the pitfalls regarding the online open survey were that although it encompassed 

mainly students in Karlstad University, quite a large amount of them were international 

students. Consequently, the study gathers a large sample with a big size but the 

participants were born in the same decade, similar social stratum and different culture 

that might bias the results. In the internet users’ survey the authors added five pictures 

that emphasize the questions that could also cause bias. They thought it would be 

important to include them since hardly any of the participants had English as a native 

language, so it was a form of minimizing misunderstandings. Furthermore, the number 

of questions in the survey might cause fatigue in the respondents and impair their 

answer performance.  
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3. Theoretical framework 

The current generation of internet technology, together with the personalization strategy 

concept, conforms to a new dimension of one-to-one segmentation. In the literature, 

the authors have chosen different aspects, separated into sections, to describe the 

theories attached primary in academic papers. From a holistic view, to understand the 

current and future situation of internet it is very important to follow the process of 

improvement during the history, from web 1.0 to the semantic web, passing through 

social media commence. Furthermore, while reading the literature, the researchers 

realized the ambiguity of the personalization term, thus the paper emphasize on its 

different definitions depending on the context, and variations among similar concepts 

that can turn to confusion. Afterwards, the theoretical concept of personalization is 

studied in terms of its implications online. Then the thesis continued examining the 

process of attracting new users to register and log in on the internet shop. Further, 

exploring the different potential online communication channels to carry out a 

personalization strategy, both in the online shop and through other sites and email 

strategies, focused on enhancing the customer experience. Finally, in the last section, the 

study studied the impact of the personalization within the retention and loyal stages. 

3.1. Internet 

In a renewed definition of internet, Leiner et al. (2009) refers to the genuine idea as a 

worldwide broadcasting capability, a mechanism for information dissemination, and a 

medium for collaboration and interaction between individuals and their computers 

without regard for geographic location. 

3.1.1. Web 1.0 

The first recorded description of the social interactions that could be enabled through 

networking was a series of memos written in 1962 by Licklider (Licklider & Clark 1962). 

Afterwards the era of firms’ webpages started in the 90es with the launch of successful 

companies such as Amazon and eBay (Kaplan & Haenlein 2010). The concept of a 

website in the Web 1.0 generation was utterly different to what it is nowadays. At that 

time the vast majority of users were simply acting as consumers of content rather than 

content creators due to the lack of tools available, that is, a one way top-down approach 

and vertical direction information (Cormode & Krishnamurthy 2008). It was formed by 



13 

 

a hierarchical structure, with a front page leading to various subpages augmented by 

cross-links.  

3.1.2. Web 2.0 

The first worldwide discussion system was created at the Duke University in 1979 

(Kaplan & Haenlein 2010) and conformed the roots of social media, although was not 

until 2004 when the term Web 2.0 arose, credited to O’Reilly (Graham 2005). The user 

generated content is an innovative platform, a space where users are treated as first class 

objects where they are readers and writers. Thus the flow of information format 

changed, switching over two directions where customer can interact as the content is 

dynamic, they can collaborate and communicate with others and offer their opinion 

while communicating back to the company in a user-friendly way (Cormode & 

Krishnamurthy 2008). According to Berthon et al. (2012), and related to the ideas 

exposed before, generation 2.0 caused a shift in the focus of activity from the desktop 

to the web, from value production from the firm to the consumer, and moving power 

away from the firm to the consumer, where any participant can be a content creator. 

3.1.3. Web 3.0 

In 2006, an even newer generation called Web 3.0 or semantic web rose by Markoff 

(2006). Some researchers perceived the semantic web concept as an extension of the 

Web 2.0 in which information is given well-defined meaning, better enabling computers 

and people to work in cooperation. Web 3.0 needs to collect user information to 

accomplish its aim. According to Bhushan and Nath (2012) the techniques for collecting 

it are separated by: explicit, implicit profiling and using legacy data. Hendler (2008, 

2009) points out that companies are able to integrate different web data resources from 

different applications within the support of developed standard languages, facilitating 

the development of multi-site mashups, that is gathering customers’ history and also 

information from other websites, applications and social media platforms that extract 

users’ profile and then offer promotions in accordance. The technical procedure is 

explained more in depth in Table 4. 

3.2. Personalization 

Personalization as a strategy idea is probably as old as any trade relationship. Ross 

(1992) has traced the first personalized direct marketing letters to the 1870s. Peppers 
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and Rogers (1997) define the term personalization as the process of using customers’ 

information to deliver a targeted solution to that concrete customer and Ward (2000, 

p.450) as a specialized form of product differentiation, in which a solution is tailored for 

a specific individual. Apart from personalization, researchers use terms like 

individualization, segmentation, targeting, profiling and one-to-one marketing. 

Nonetheless it is important to clarify the personalization concept taken in the present 

thesis from an online approach. 

3.2.1. Different personalization approaches 

There is a large quantity of different meanings in the personalization concept that refer 

different things to different audiences (Tam & Ho 2006), and some misunderstanding 

terms that sometimes cause confusion to marketers and turn to inefficiency. The 

academic paper of Vesanen (2007) refers to this ambiguous issue. Personalization, 

service personalization, web personalization are used in the literature with the same 

meaning or slightly variations. For example, Surprenant and Solomon (1987) define 

service personalization as the interaction between a company and a customer on a one-

to-one basis and Anand and Mobasher (2005) refer to web personalization as the 

process of helping users by providing customized or relevant information, on the basis 

of web experience, to a particular user. 

Furthermore, there are different interpretations of the personalization term. Imhoff et 

al. (2001, p.467) define personalization in the communication approach as the ability of 

a company to recognize and treat its customers as individuals through personal 

messaging, targeted banner ads, special offers on bills, or other personal transactions. 

On the other side, Thurman and Schifferes (2012) refer to personalization 

encompassing other marketing aspects that uses a set of technological features to adapt 

the content, delivery, and arrangement of a communication to individual users with 

determined preferences. All in all, the personalization term varies its definition mainly 

caused by different stage approaches and it can be clearly identified whatever from the 

marketing mix: personalized promotion, personalized product, personalized price or 

personalized place, or all of them together. Furthermore, Thirumalai and Sinha (2013) 

conceptualized the personalization of the online purchase interactions in two steps: the 

transaction step, which involves the execution of the purchase and the post-purchase, 
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activities and the decision-making step, which involves the identification of the need 

and the right product that can satisfy the need. 

Personalization and customization have numerous definitions that are sometimes used 

interchangeably in the literature and a consensus has not been reached in their 

conceptualization. Sunikka and Bragge (2012) studied both terms opinion in a large 

sample of academic papers, and for some researchers the difference between 

personalization and customization is irrelevant whereas others emphasize their 

difference. Ward (2000, p.445) refers to customization as the combining of individual-

level information and flexible product design and it is part or a form of personalization. 

In turn, Peppers et al. (1999) argue that personalization and customization are not 

important to distinguish as they mean the same.  

The concepts of value-in-use and co-creation are intimacy related with customization, 

and so they are part of personalization. The conceptual term of value-in-use is the new 

information customers find while they are using the product purchased and co-creation 

is defined as the creation of value not only produced by the company, but in direct 

interactions by the consumers and the firm themselves (Grönroos 2012). Currently, in 

the web 2.0 generation customers can be easily co-creators in what is called open 

innovation. In the model of open innovation, a company commercializes both its own 

ideas as well as innovations from other firms, and seeks ways to bring its in-house ideas 

to the market by deploying pathways outside its current businesses (Chesbrough 2003). 

Finally, by analyzing Jackson’s (2007) paper, personalization and customer relationship 

management (CRM) are complementary and they should be integrated. CRM is viewed 

as a strategy to attract, gain and retain customers by initiating, building and maintaining 

appropriate relationships with them or, in other words, a customer based business 

strategy to create a win-win situation for companies and their customers (Gummesson 

2002). Together, they have the capability of providing the right information to the final 

user at the right time and right place. 

3.3. Online personalization 

Vesanen (2007) studied the personalization concept in-depth and he presented all the 

benefits and costs for implementing the strategy for customers and marketers. Taking 

the conceptual framework of Vesanen (2007), the study explores the personalization 
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concept in internet. From the customers perspective, online individualization creates a 

better preference match, products, services, communication, experience and added value 

(Peppers et al. 1999; Ward 2000; Wind & Rangaswamy 2001; Prahalad & Ramaswamy 

2004; Chellappa & Sin 2005; Tam & Ho 2006; Lee & Park 2009; Beales 2010, p.18; 

Kwon & Kim 2012; Kuster & Hernández 2013); on the other hand, customers are 

presented with privacy and spam risks, and can turn to extra fees and incorrect selection 

(Srinivasan et al. 2002; Chellappa & Sin 2005; Thirumalai & Sinha 2013). Considering 

the marketers view, they obtain higher profits, better response rates, customer loyalty, 

satisfied customers and differentiation (Peppers et al. 1999; Ward 2000; Wind & 

Rangaswamy 2001; Srinivasan et al. 2002; Franke et al. 2009; Goldfarb & Tucker 2011b; 

Garrigos et al. 2012; Kwon & Kim 2012; Thirumalai & Sinha 2013); nonetheless costs 

are investments in technology, education, communication and can cause brand conflict 

and can be time consuming (Thota & Biswas 2009). Consequently, when benefits 

exceed costs, personalization creates value for the user. If the costs for the customer 

exceed the benefits, the market is not ready to adopt the one-to-one strategy even 

though it can be considered a long-term investment (Vesanen 2007). 

Garrigos et al. (2012) studied the implications of online information about customers’ 

needs and the opportunities to use it in the offline area of the company thus online 

personalization triggers a train of events that enhance the general marketing strategy. 

Further, Garrigos et al. (2012) analyzed how the impact of online individualization is 

changing firm structures, value chains and networks, and the configuration of decision-

making processes for managers. 

3.4. Online personalized communication 

Today, personalization technologies enable a variety of communication approaches to 

drive customers to a website and make the website more appealing. Individualized web 

content is currently a common strategy to serve users’ needs while differentiating from 

the competitors (Tam & Ho 2006). Users’ data have enabled firms to customize their 

websites so that when consumers return, the firm can show them one-to-one 

recommendations based on their previous visualizations (Kuster & Hernández 2013). 

Also users’ data allows firms to better target their advertisements offsite to each 

particular consumer (Garrigos et al. 2012).  
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The study divides the communication channels into onsite and offsite sections and 

according to the literature and prior to the problem definition, aim of the study, the 

hypotheses are developed. To carry out the personalized communication strategy it is 

necessary for users to sign into the online shop and log in every time they enter. So, 

before to proceeding with the onsite communication section, the study initiates the web 

registration. 

3.4.1. Website registration 

Pires et al. (2006) confirm that internet stores can use website traffic data to strengthen 

the long-term relationship with their customers through personalized marketing. Basic 

website traffic data is “easy” to obtain and will provide information into how users 

navigate websites and how they respond to the structure; for example; purchases, pages 

viewed, average time spent on each window view, etc. However, to maximize the 

generation of this quality data customers have to register and then log in when entering 

the online shop (Lassila & Hendler 2007). They can also use cookies to identify those 

factors (van Horn 2004), but through the registration process the website can obtain 

more information and collect it in the long-term (Lassila & Hendler 2007). 

Consequently, the exploration of factors that generates more user accounts for the shop 

is very crucial. The project assumes the results that stimulate user’s purchase intention 

are related to registration and log in intention on the online store. Vila and Kuster 

(2011) analyzed the effect of a website and they found that a favorable website in terms 

of usability (horizontal navigation bars, web velocity, clicks needed to accomplish the 

purchase, etc.), amount and quality of informative content (catalogues, information, 

color, zoom, offers, prices, discounts, etc.), customer service (before, during and after 

the transaction with refunds, guarantees, contact, etc.), and web security (with logos, 

certifications, experts’ opinions, clients’ recommendations, years of experience in the 

field, etc.) will bring more satisfaction and less perceived risk than others. 

H1. A perceived quality website that contains great usability, quality informative content, customer 

service and web security increases the amount of registered users in comparison to a poor website that has 

less usability, information content, customer service and perceived security. 

According to statistics from the Spanish National Statistics Institute and the E-

Commerce and Direct Marketing Association, the most important determinant of online 

shopping is the perceived security and nearly half of consumers in a McAffe study 
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terminated an order or abandoned their shopping cart due to security fears (Vila & 

Kuster 2011). Even to get a good deal 63%, would not purchase from a website that did 

not display a trust mark or security policy (Chang & Chen 2009). Hence, technical 

applications and service features that reduce the consumers’ feeling of insecurity such as 

logos and certification badges, articles about the firm from external organizations, 

sponsorships, social corporate responsibility actions, etc., are highly recommended in 

impersonal shopping environments (Wind & Rangaswamy 2001) in order to generate 

credibility. 

H2. A website that is perceived to contain higher web security over all other criteria increases the 

amount of registered users in comparison to a website that is perceived to contain other qualities such as 

usability, information content or customer service. 

Vila and Kuster (2011) also emphasize the relevance of usability. Internet users leave a 

website if they feel they have to interact for too long to find a product or service; if they 

experience usability problems; or if they do not find the information they are seeking. 

On average, according to Vila and Kuster (2011), web shop could double sales if it had 

improved usability. 

There is another complementary option stimulating the process of registration that 

offers incentives such as discounts or explaining the benefits of the one-to-one 

recommendations. Kwon and Kim (2012) studied the influences of personalization and 

one of their results stresses that incentives are needed to increase users’ participation 

thus register and fulfill their profile. Ball et al. (2004) and Rajamma et al. (2007) suggest 

that personalized communication may be highly useful, as online store managers can 

reduce perceived risk and create emotional trust leading to customers convincing other 

users of the benefits of the system and, indirectly, influencing new users who enter the 

website to see the advanced technology. Srinivasa et al. (2002) confirm that 

personalizing the website may enable customers to execute their transactions more 

efficiently while reducing customer frustration and confusion while navigating the 

website. In turn, Lee and Park (2009) found that personalization is reported to be 

negatively related to privacy awareness, so customers perceive a higher privacy risk 

when giving personal information. Srinivasan et al. (2002) found that customers do not 

know what was tracked in their history, what has been inferred and what is currently 

being used to personalize content. 
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H3. A website that expresses the advantages of registration, in that it will offer exclusive personalized 

promotions, increases the amount of registered users and its users tend to log in while on the website more 

often than a website that does not. 

3.4.2. Onsite personalized recommendations 

The concept “onsite one-to-one communication” refers to all the promotions offered 

exclusively to each customer on the company’s e-shop according to their interests. That 

is a similar concept as Thruman and Schifferes (2012) noted as “homepage 

customization” where users obtain it according to their preferences. This personalized 

upselling recommendation is more powerful than the cross-sales recommendation (Moz 

2013b). 

Ho et al. (2005) states that personalized decisions improve the usefulness of the website 

and the ease with which customers can identify the product that satisfies their 

requirements, improving the overall quality of their purchase decisions. Specifically, 

personalization technologies enable retailers to tailor the web experience to its 

customers (Tam & Ho 2006; Ho et al. 2011) and provide individualized features ranging 

from a simple display of products with users’ name to complex catalog navigation and 

product recommendations depending on what fits best (Kramer et al. 2000). 

The more familiar the consumers are with buying apparel online, the more innovative 

are likely to be, and they may be more adoptive to new technologies (Kunz 1997). 

Hence, according to Lee and Park (2009), online savvy shoppers who have previously 

spent more money and time on online shopping (customer retention) would have less of 

a fear of new technology in terms of online shopping, so they may feel more 

comfortable using the online service personalization features. 

H4. A customer who usually purchases online is more comfortable with online personalization than 

another who does not. 

Thirumalai and Sinha (2013) state that online stores that have relatively large-scale 

operations, that provide greater variety and realize higher customer satisfaction with 

product selection, are more likely to pursue the decision one-to-one strategy. 

H5. Customers would like to obtain personalized product promotions from multicategory rather than 

monocategory e-shop. 
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3.4.3. Offsite personalized communication  

According to Kotler (2000, p.148), online advertising is advertising that appears when 

consumers search the internet, including banners, email marketing and other formats. 

Apart of the remarkable growth in terms of volume in the digital advertising (IAB 

2014), it has experienced a profound evolution, from new advertising formats and 

placement strategies to new delivery systems such as individualized advertisements. 

Personalized communication systems called “retargeting” are designed to target users 

who have previously visited the online shop with banner advertisements on display 

networks across the web, or via email (Moz 2011a). 

Personalized website advertising 

Website advertisements as all the other types of promotions have experienced an 

enormous evolution, from the basic banners displayed across the web to personalized 

retargeting strategies that are exclusively focused on specific customers. Retargeting 

banners display products that are equal, complementary, or from the category of the 

product previously viewed or bought in the online shop by the customer (Lambrecht & 

Tucker 2013; Kes & Woisetschläger 2012). Hence, retargeting only targets users that 

have visited or purchased in the e-shop before, and the primary aim is to retain 

customers who left which is an important factor in turning around the low number of 

loyal customers (Moz 2011a). In this section, the aspects to study are how to improve 

the one-to-one communication strategy in advertisement across websites while avoiding 

privacy concerns. Tam and Ho (2006) and Lambrecht and Tucker (2013) found that 

customers were receptive to the web shop providing features such as personalized 

advertisements displayed on websites. 

H6. A website advertisement that is perceived as “high fit” (offers the right product at the right moment 

and makes the information search process more efficient by relieving consumers of the need to search 

further) increases the customer satisfaction. 

H7. A website advertisement that is perceived as “low fit” (offers the wrong product and makes the 

information useless) causes reluctantly towards the firm. 

There are different types of retargeting strategies. Lambrecht and Tucker (2013) studied 

the effect of generic retargeting in comparison to specific retargeting advertisements 

called “dynamic” in a field experiment once the customer viewed the product. The 
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generic retargeting exposed advertisements about something of the same topic and 

dynamic retargeting exposed the product viewed before together with other related 

products in the same banner (Lambrecht & Tucker 2013). The results of Lambrecht and 

Tucker (2013) show that retargeted dynamic advertisements are, on average, less 

effective than their generic equivalents. Nonetheless, according to Lambrecht and 

Tucker (2013), when consumers have narrow construed preferences because, for 

instance, they visited review websites and they know exactly what they want, they do 

respond positively to advertisements that display products according to their interest. 

Furthermore, Kes and Woisetschläger (2012) analyzed the impact in the context that 

customers have already purchased the product. The banners showing complementary 

products to a former consumer are seen as highly personalized, while those banners 

referring to a category of visited products are slightly individualized. The results of Kes 

and Woisetschläger (2012) suggest that a category of viewed products had a stronger 

positive effect than those that contain products complementary to previously bought 

ones, although the authors of the paper state that highly personalized banners seem to 

be inferior when considered in isolation, in combination with a high frequency of 

exposure the probability of a click increases considerably. Furthermore, a high 

advertisement frequency goes along with the fear of oversaturation but it is also a mean 

to avoid banner blindness (Kes & Woisetschläger 2012). 

H8. A website advertisement that is perceived to match complementary products to a former consumer 

(highly personalized) generates higher customer satisfaction (customer retention and loyalty) than a 

category of visited products (slightly personalized). 

On the other side, Srinivasan et al. (2002), Franke et al. (2009) and Goldfarb and Tucker 

(2011b) studied that an offer that provides a high fit with consumers’ preferences may 

increase their purchase intentions, but there is the other side to the coin. A message 

with high fit may also reveal that the sender has used information about the consumer 

relating to his or her privacy concern, which can penalize the online shop (van Doorn & 

Hoekstra 2013) and if the personalization offers low fit with customers’ needs, it 

induces irritation (Thota & Biswas 2009) or even reluctance (Fitzsimons & Lehmann 

2004). Customers could even choose to boycott the particular website or talk badly 

about it amongst friends, both online and offline. In addition, intrusive advertisements 

also may be perceived as annoying and result in reluctance, such that consumers behave 

in the opposite way to the one intended by the advertiser (Ying et al. 2009). 
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Furthermore, Goldfarb and Catherine (2011a) emphasize that privacy regulations 

restrict programs that track users’ movements and reduce personalized advertisements’ 

efficiency, hence it affects the possibility to see whether users navigate to an external 

website. Customized advertisements require customers’ insights and the use of personal 

information, which may seem too invasive, because it might demand an unwanted level 

of knowledge of the consumer’s preferences and behavior (Tucker 2011). The literature 

offers some evidence that a consumer’s reaction to a customized message depends on 

both the degree of customization and the potential benefits of the offer. Goldfarb and 

Tucker (2011b) investigate the joint effects of “contextual targeting”, that is presenting 

an advertisement on a website that matches the topic, and the results show that 

purchase intentions increase in response to online advertising if it matches the content 

of the website. Van Doorn and Hoekstra (2013) found in the results of their research 

that information with greater distinctiveness increases feelings of intrusiveness, which 

negatively affects purchase intentions. Hence, the study of van Doorn and Hoekstra 

(2013) shows that high fit may lead to both higher purchase intentions but also higher 

levels of perceived intrusiveness. Consequently, they suggest that companies should 

account for the level of intrusiveness that their customized advertisements invoke. 

Furthermore, the purchase intentions are always higher for advertisements with high fit, 

although due to the effect of intrusiveness, the advantage of fit diminishes when it uses 

the name of the web visitor or includes transaction information (van Doorn & Hoekstra 

2013). 

H9. A website advertisement which is perceived as obtrusive, such as including visual or audio features, 

makes it harder to ignore the advertisement that negatively affects customer satisfaction and reluctancy to 

the firm. 

H10. A website advertisement which is perceived as intrusive, such as including users’ name or products 

purchased before, negatively affects to customer satisfaction and generates reluctancy to the firm. 

H11. Assuming that the communication strategy matches customer’s preferences, an advertisement 

presented on websites that both matches the topic, increases customer satisfaction more than in other non-

topic related websites. 
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Personalized social media advertising 

Social Media Advertising is a term that describes forms of advertising that focus on 

social media. According to Miller (2012, p.89), social networking is arguably the best 

way to ensure customer loyalty. The authors of the thesis separated social media 

advertising from website advertising because they believe there are numerous 

differences in the users’ perception of a particular type of advertisement. There is no 

doubt that social media platforms are growing continuously due to their support 

through advertising (Gregurec et al. 2011). The reason for this impressive advertising 

growth of social media is because of the social based personalization (Gregurec et al. 

2011). Facebook, Twitter, Linkedin and other social media platforms have access to lots 

of information about their users and their advertising programs allow firms to join this 

information together with the web shop’s own internal information (Facebook 2014). 

Consequently, firms can implement retargeting campaigns on social media platforms as 

well. These advertisements are displayed in various situations such as when searching 

for friends, looking at the home page or when users are browsing (Moz 2013a). 

In the personalized social media advertising section, the study focuses on the social 

network platforms rather than social media as a whole and it centers on Facebook 

because, as Williamson (2009) observed, it is becoming the premier destination for users 

in the United States as well as many other markets worldwide. According to a study 

carried out by Kuster and Hernández (2013), users have a positive attitude towards 

social networks and how personalization can offer better solutions and thus increase 

customers’ satisfaction. The aspects to study are how to improve the one-to-one 

communication strategy in advertisement across social media networks while avoiding 

privacy concerns. 

The social network advertising on Facebook can be divided in two areas. The first area 

works in three different ways: the marketplace advertisements are located in the right 

hand side, the premium advertisements are centered in the wall as sponsored comments 

and finally, the Facebook retargeting advertisements that works as in the website (Moz 

2013).  As Moz (2013a) points out, the marketplace and premium advertisements 

basically vary in the location and costs per click. The retargeting campaign allows firms 

to publish products’ promotions that the customer has viewed previously in the online 

shop, gathering information from the user profile’s account (Moz 2013a). At present, 
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this program allows firms to advertise for boosting posts, liking pages, clicks to e-shops, 

downloading apps and so forth. The second advertising area encompasses all the 

advertisements that a company posts on its page where, thanks to the Power Editor of 

Facebook, firms can target exclusive communication posts to every user (Facebook 

2014). However, as Gregurec et al. (2011) states, the success of advertising often rests 

on the ability to deliver advertisements that are in line with a user’s interests. 

H12. A Facebook “page” advertisement that is perceived to be high fit (offers the right product at the 

right moment and makes the information search process more efficient by relieving consumers of the need 

to search further) with customers’ preferences increases their customer satisfaction. 

H13. A Facebook “page” advertisement that is perceived to be low fit (offers the wrong product and 

makes the information useless) with a customers’ preferences generates reluctance to the firm. 

Social media sites allow users to contact vertically with a company and horizontally with 

other users (Cormode & Krishnamurthy 2008). In addition, and surprisingly, another 

result of van Doorn and Hoekstra (2013) is that discounts had no effect on purchase 

intentions, in contrast with findings in prior promotional literature pertaining to the 

effectiveness of discounts. Joining both concepts, the study wants to know what 

customers are willing to receive. 

H14. A Facebook “page” advertisement that is perceived to contain quality content for the user is more 

relevant than promotional discounts. 

Personalized email marketing 

Miller (2012, p.89) refers to email marketing as a remarkable channel to gain loyal 

customers. Nowadays as Laudon and Traver (2009) notice, consumers are confronted 

with a continuously growing online mail volume in their mailbox that brings increased 

competition for their limited attention. Although 75% of consumers see value in emails 

from firms with whom they do business, Laudon and Traver (2009) state that a much 

smaller fraction 17% is willing to receive emails from unknown sellers, the reason being 

the rise of spam. In recent years, spam campaigns have caused a big concern on 

legitimate firms that use the communication channel in an ethical way. Referring to this, 

Strauss (2006) discusses two known common tactics used in email marketing. Opt-out is 

when a business is sending emails without consumers’ permission. Among others, 

Strauss (2006) point out the risk of using this kind of strategy as the consumer registers 
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the email as spam, which will almost eliminate the chance to get through to the 

customer. On the other hand, opt-in is when the business asks for permission to send 

emails and makes it easy for the consumer to unsubscribe. Strauss (2006) means that 

opt-in strategy is more appropriate when firms’ goal is to build and maintain a close 

relationship with their customers. 

White et al. (2008) and Wattal et al. (2012) point out that personalized email 

advertisements can increase click-through rates but it can even be harmful if the 

individualized solicitations are perceived as intrusive and/or obtrusive and putting the 

sender into spam and/or penalizing the brand and company. 

H15. An email promotion campaign that is perceived to contain relevant content such as products of 

customers’ interest according to their preferences, has a positive effect on customer satisfaction (customer 

retention and loyalty). 

H16. An email promotion campaign that is perceived to contain irrelevant content such as products of 

customers’ interest, according to their preferences, has a negative effect on customer satisfaction (customer 

retention and loyalty) and causes negativity in future purchase intentions. 

In particular, when firms use product-based personalization where the use of 

information is not explicitly mentioned, consumers respond positively (Wattal et al. 

2012). On the other hand, Wattal et al. (2012) also conclude that consumers respond 

negatively when firms are explicit in their use of personally identifiable information as it 

is considered intrusiveness, although the negative response to personalized greetings is 

less for consumers who made any prior purchases with the firm. Wattal et al. (2012) 

suggest that a likely reason for the negative response is consumers’ uneasiness with 

seeing their information used for email advertising. 

H17. Assuming that the communication strategy matches the customer’s preferences, an email 

promotion campaign that is perceived to be for loyal customers can contain more personal information in 

order to stimulate higher customer satisfaction than with non-loyal customers. 

3.5. Customer stages process 

Miller (2012, p.86) refers to five stages conforming to the customer life cycle; reach, 

acquisition, conversion, retention and loyalty. The need for web shops to not only 

attract more customers but also convert and retain them into satisfied and loyal 

customers is further heightened due to the high customer acquisition costs (Srinivasan 
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et al. 2002). The benefits from repeat customers who return to make further purchases 

are significantly greater than that from new customers (Reichheld & Schefter 2000). 

However, the relatively low search costs, greater market outreach not limited by 

geographical distances, wider range of options, and the easy access to competitors on 

the internet makes it critical for firms to identify ways to retain and create loyal 

customers (Srinivasan et al. 2002). 

3.5.1. Retention 

The fundamental objective of personalization lies in increasing the customer retention 

rate by providing competitive value to customers (Kwon & Kim 2012). However, the 

phenomenon of customer retention, which indicates whether a customer continues 

purchasing in the same internet store or in another, encompasses a degree of 

scrupulousness (Kwon & Kim 2012). A number of previous studies have revealed that 

the concepts of satisfaction and loyalty have emerged as strong predictors of customer 

retention (Eshghi et al. 2007) and, looking at the next section, several studies certify that 

personalization has a positive effect on loyalty, thus it has an effect on customer 

retention as well. 

3.5.2. Loyalty 

Loyalty can be defined as a customer’s favorable attitude toward the retailer that results 

in repeat buying behavior (Srinivasan et al. 2002). The ability to build customer loyalty is 

a key objective for firms and it is imperative that they understand how they could foster 

loyalty through their interactions with customers (Srinivasan et al. 2002). The gains from 

loyal customers are central to the long-term profitability and success of an online retailer 

(Reichheld & Schefter 2000). Loyalty is built upon a strong long-term relationship 

between companies and clients and, once achieved, those customers become goodwill 

ambassador to create additional customers and business for the company (Miller 2012, 

p.87). Sometimes, Miller (2012, p.87) asserts, there is a necessity to reward them through 

offering discounts or vouchers. 

Studies by Fornell et al. (1992) and Johnson et al. (2001) on customer satisfaction index 

models reveal that providing a personalized and customized experience for the users 

results in customer satisfaction, which is a factor of customer loyalty. Moreover, 

Srinivasan et al. (2002) considered customization amongst seven other variables to have 
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a significant impact on loyalty, and studies by Peppers and Rogers (1997), Rust and 

Oliver (2000), Halimi et al. (2011) and Thirumalai and Sinha (2013) affirmed that 

personalization largely affects satisfaction and loyalty as well. Furthermore, Ball et al. 

(2006) discovered that it has both direct and indirect effect.  

Nonetheless, Ball et al. (2006) demonstrate that there is a significant negative 

implication when firms make normatively incorrect choices, with respect to online 

personalization. Thirumalai and Sinha (2013) indicate that individualization may not be 

uniformly beneficial, by way of increased customer loyalty, to all web shops. Hence, 

Thirumalai and Sinha (2013) highlight the need for retailers to examine the 

appropriateness of decision personalization strategy to their idiosyncratic operating 

context before committing resources to pursuing such a strategy. 
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4. Empirical findings 

This chapter presents the empirical findings of the research questions. It is divided into 

five subsections following the structure of the research questions to ease the reading. 

As the literature constitutes the hypothesis of the research questions, the empirical 

findings will follow the procedure started in the theoretical framework. The information 

gathered from the internet users’ survey is evaluated within the sample and clustered in 

groups. These groups are segmented by number of products purchased online (7 or 

more, or less than 7); amount of money spent online (250€ or more, or less than 250€); 

and number of online shops (4 or more, or less than 4) consisting of the participants’ 

purchases during the last year. Individuals who accomplish these characteristics are 

called “online regular users”. Besides this, in the onsite personalized recommendation 

system, the findings are segmented by who have navigated in an online store with this 

software or not, and in the social media advertising subsection the findings are 

segmented in terms of time spent using social networks (2h or more, or less than 2h). 

4.1. Web registration 

The vast majority of individuals remaining only log in on a website if it is necessary to 

purchase the product, and the remaining percentage is split equally between participants 

who usually register and who do not (Graph 1). 

There are four main factors to consider when it comes to motivating the registration 

process: web usability, quality of the product, customer service and web security. 9 out 

of 10 individuals affirm that these aspects are relevant to the final decision (Graph 2). 

When the survey asked for the relevance ranking, they selected web security as the most 

important and web usability the least one by a large divergence. The answers in 

information and customer services represent the second and third position respectively 

analyzed by the mean (Graph 3). 

Asking to the participants if they would agree to sign in and log in on the e-shop if the 

company explains the advantages of one-to-one communication with recommendations 

and discounts, 56,5% of the respondents agreed to it (Graph 4). Online purchases and 

money spent purchasing products online per year segmented by groups are significantly 

different that mean the ones who purchased and spent more are more interested in 

registering on the online shop if the firm explains the advantage of this new 
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communication. On the other hand, the number of online shops purchased last year has 

no difference between higher or lower number (Graph 5; Table 5). 

4.2. Onsite personalized recommendations 

8 out of 10 individuals declared to have received, at least once, onsite personalized 

recommendations from a particular online shop (Graph 6). In the onsite personalized 

recommendations, the customers’ rating of the system was just about sufficient. The 

vast majority of the individuals are located in a central position and just a few rated 

strongly positive (Graph 7). When segmenting the data from those who received 

personalized recommendations, the results are not significant (Table 6), thus there is no 

substantial difference. However, the ones who received personalized recommendations 

have a higher standard deviation which means they take a higher risk when selecting the 

extremes (Graph 8). The clusters from which received individualized recommendations 

are not significantly different (Table 7) which means there is not a strong difference 

between the groups (Graph 9). 

Finally, in terms of types of categories, single or multiple, half of the respondents’ 

sample stated that both types of online stores are valuable to the implementation of a 

personalized recommendation system, 33,1% prefer it in a multicategory and 15,8% in a 

monocategory (Graph 10). 

4.3. Offsite communication strategies 

4.3.1. Personalized website advertising 

In terms of offsite one-to-one advertisements, most of the individuals found it 

satisfactory and only few participants very useful (Graph 11). By clustering in groups, 

not all results are significant (Table 8) as there is a similarity between both groups 

(Graph 12). The overall effect of offsite personalized advertisements if the banner does 

not match participants’ interest is not that negative although there are several individuals 

who were hesitant with the campaign (Graph 13). 

A bit more of than half of the survey’ respondents thought that it are more interesting 

to see promotions of a category of products that they visualized previously (46,8%) than 

one that is complementary of products already purchased (Graph 14). 
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Furthermore, the two last questions asked for the penalization of obstructive and 

intrusive personalized promotion. The responses were very similar and harmful, as the 

first concern affected roughly 46% (two highest grades of penalization out of 7) and the 

second issue 47,4% (Graphs 15-16). 

Finally, customers confirm that they prefer to receive promotions once they visit a 

website that matches the topic (80,6%) rather than every website (19,4%) (Graph 17). 

4.3.2. Personalized social media advertising 

The personalized social media advertisements on Facebook “pages” for an important 

group of individuals who respond the survey is considered insufficiently satisfactory. 

Although most of the individuals chose the central area of the histogram, a consistent 

part of the sample found it very annoying (Graph 18). The result obtained, clustering 

the time spent chatting or navigating on the social network, is not significant (Table 9) 

as it does not affect to the opinion on advertisements (Graph 19). Therefore, looking at 

the other groups, they are also insignificant (Table 10) (Graph 20). On the other hand, 

the penalization of these campaigns is higher than advertising in websites, thus the 

percentage of annoyance of this type of communication seems higher and therefore 

harmful for the company (Graph 21). 

The customers prefer discounts in a 63,3% and quality content in a 36,7% in social 

media advertising (Graph 22). 

4.3.3. Personalized email marketing 

The one-to-one email marketing findings are similar to the personalized social media 

advertising, which means it is reasonably satisfactory to most of the individuals although 

a considerable part of the sample find it totally useless (Graph 23). Looking at the email 

marketing campaigns that do not fit customers’ preferences, users find it very annoying 

shown by the fact that as the pick is in the seventh row, the highest penalization (Graph 

24). 

Nonetheless, asking to the participant what they would think about email marketing 

campaigns from a firm where they purchased more than once already, which would 

offer individualized promotions about complementary products purchased previously, 

thus including private information, most individuals are highly satisfied with this type of 

advertisement and no one expressed an aversion to the company who carried out the 
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campaign (Graph 25). There is no significant difference between groups (Table 11) as 

internet regular and non-regular customers have similar, positive perceptions. 

Nonetheless, looking at the mean segmented by groups, the finding results show a 

higher mean for the selection made by regular customers (Graph 26). 
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5. Analysis 

The following chapter aims to study and evaluate the main results obtained in the 

theoretical framework and in the empirical findings following the same structure as the 

previous section. This section also attempts to approve or reject the hypotheses 

underlying the research questions. 

In the theoretical framework, several authors noted the positive effect of personalization 

in underpinning both the retention and loyal stages, which is often undervalued on 

internet. Fornell et al. (1992), Peppers and Rogers (1997), Rust and Oliver (2000), 

Johnson et al. (2001), Srinivasan et al. (2002), Ball et al. (2006), Halimi et al. (2011), 

Kwon and Kim (2012) and Thirumalai and Sinha (2013) studied the positive influences 

of personalization, customization or service personalization in customer satisfaction and 

loyalty thus the effect on the retention stage as there is a close correlation between the 

terms (Eshghi et al. 2007).  

Nonetheless Ball et al. (2006), Kwon and Kim (2012) and Thirumalai and Sinha (2013) 

show that there are some limits which website managers cannot surpass in the one-to-

one communication strategy. Thirumalai and Sinha (2013) indicate that individualization 

may not be uniformly beneficial. Ball et al. (2006) and Thirumalai and Sinha (2013) also 

demonstrate that there is a significant negative implication when firms make incorrect 

choices, with respect to online personalization. Hence, a specific analysis and previous 

test is necessary to assure the correct implementation of the campaign. 

The study aims to explore specifically the different communication channels, analyzing 

the personalized strategies to adopt if the customers are satisfied and explore how it 

should be implemented.  

5.1. Website registration 

The users sign in and log in procedure on the e-shops is the perfect scenario for an 

online store as it allows them to identify every customer and collect their data about 

views, purchases, products placed in a cart, etc. using it together with data from external 

sources (Lassila & Hendler 2007). This helps companies to know more about users’ 

interests and develop strategies to offer the products in accordance with what customers 

want thus enhancing their shopping experience and building long-term engagement 

(Pires et al. 2006). The registration process is an aspect vital carrying out a proper 
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personalization strategy, as nowadays only 1 out of 10 users sign in on the shop with 

non-purchase intentions. Consequently, the study aims to understand how to motivate 

users to fulfill the registration process before intending to purchase something. 

Vila and Kuster (2011) explore the factors that effect the purchase intentions and, in 

this particular study, evaluating it in terms of the registration process. From the selected 

factors; service provided, web security, web usability and quality information displayed; 

9 out of 10 individuals highlight the importance of those aspects for the final decision of 

registration. Consequently, the first hypothesis is approved as all four factors make feel 

the customer more comfortable, secure and therefore it increases the amount of 

registered users. 

H1. A perceived quality website that contains great usability, quality informative content, customer 

service and web security increases the amount of registered users in comparison to a poor website that has 

less usability, information content, customer service and perceived security. 

Analyzing every factor separately, the empirical findings indicate that the most relevant 

is web security followed by quality content. Hence the study also approves the second 

hypothesis.  

H2. A website that is perceived to contain higher web security over all other criteria increases the 

amount of registered users in comparison to a website that is perceived to contain other qualities such as 

usability, information content or customer service. 

As a result the inclusion of logos and certification badges to the store’s home page, 

experts’ opinions, clients’ recommendations, years of experience in the sector, etc., and 

the enhancement of products’ information, discounts, prices, catalogues and other new 

features such as onsite one-to-one recommendations will help to increase the number of 

registered users. 

In accordance with new improvements, Ball et al. (2004) and Rajamma et al. (2007) 

assert that a personalized systems create an emotional trust because is new and an 

advance technology. Therefore, setting up a recommendation system in the web shop 

generates a positive effect of trustworthiness and effectiveness that motivates customers 

to register. On the other hand, Lee and Park (2009) emphasize the negative impact as it 

includes privacy awareness. The empirical result of the thesis found that more than half 

of the individuals would sign in on the online store if the company expressed the 
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benefits of doing so. The third hypothesis is approved and concurs with Ball et al. 

(2004) and Rajamma et al. (2007).  

H3. A website that expresses the advantages of registration, in that it will offer exclusive personalized 

promotions, increases the amount of registered users and its users tend to log in while on the website more 

often than a website that does not. 

In addition, looking at the prior answer that only 1 out of 10 would register with non-

purchase intentions if an e-shop implements a recommendation system mentioning its 

benefits, the number of registrants would increase by almost six times. In the case of 

customers who bought more products, spent more money and purchased from more 

internet stores, the number of individuals who would register are nearly 7 times higher. 

Furthermore, Kwon and Kim (2011) asserted the necessity to develop incentives to 

motivate users to register and fill in the information requested such as discounts or 

vouchers. 

Finally, users’ registration does not only support an online personalization strategy but 

help firms to implement offsite strategies as well as improve the efficiency of the stores’ 

needs (Garrigos et al. 2012). Thus, a part of the advantage of offering personalized 

communication to the customer it also supports other areas which mean more 

departments can improve the effectiveness as well. 

5.2. Onsite personalized recommendations 

In the past, normal strategies for configuring products on the online store were arranged 

in a pyramidal structure, divided by categories (Cormode & Krishnamurthy 2008). 

Nowadays, the structure can be customized by a software based on individual users as it 

is possible to offer exclusive recommendations following the prior user’s track (Tam & 

Ho 2006; Ho et al. 2011). These recommendations appear on the home page (Thruman 

& Schifferes 2012) and include personalized discounts of complementary products and 

recommendations from viewed previously products. From the empirical research, 8 out 

of 10 individuals have navigated on an online store with a personalized recommendation 

system. 

Even though Fitzsimons and Lehmann (2004) and Ho et. al. (2005) refer to 

personalization as a useful strategy that affects the processing of web stimuli and 

decision outcomes, the empirical findings of the thesis suggest that these types of 
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recommendations do not offer a great shopping experience for customers. Almost all 

the participants only just find it satisfactory, although nearly no one is put off by the 

software. The customers who have already experienced a recommendation system have 

very similar ideas of its value to the remainder of the sample, the difference resides in 

the extremes where the ones who used it tend to select more positively sides than their 

counterparts. Hence, the study assumes that internet users who never used it selected 

the central area because they did not have a concrete opinion about its advantages and 

disadvantages. Consequently, only the users who have received recommendations have a 

concrete opinion on its advantages. “Regular internet users”’ opinions about 

recommendation systems are not higher in comparison to the whole sample. As a result, 

in the assumption the fourth hypothesis is rejected as all have a similar criteria and the 

only variation from the users who have never used the recommendation software. 

Therefore, it does not concur with Kunz (1997) and Lee and Park (2009). 

H4. A customer who usually purchases online is more comfortable with online personalization than 

another who does not. 

There are a few reasons why internet users do not feel comfortable enough with the 

software such as a wrong recommendation patterns and wrong display. Fitzsimons and 

Lehmann (2004) affirm that in certain circumstances individualized recommendations 

play a less positive and more undesirable role from both sides perspectives. Fitzsimons 

and Lehmann (2004) found that unsolicited advice that contradicts initial impressions 

leads to the activation of a reactant state on the part of the decision maker, not just 

ignoring but contradicting them. In relation to the second reason, Kramer et al. (2000) 

state that personalized recommendation systems have to be adapted according to what 

users want, from a simple display of products, adding users’ name, a complex catalog of 

recommendations, or with cross-sales products, or a mixture there of.  

Besides, Ho et al. (2011) stated another potential improvement. Ho et al. (2011) state 

that consumers prefer early promotions that eases their selection process, whereas 

adaptive systems can make personalized content better if they are allowed to collect 

more clicks. So, from the beginning, internet shops have to offer and modify 

recommendations depending on other customer selections, always assuring that they do 

not contradict the impressions (Fitzsimons & Lehmann 2004).  
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Thirumalai and Sinha (2013) state that online stores with relatively large variation of 

product categories are more likely to pursue the decision of one-to-one strategy. By 

asking the consumers about customer preferences as to e-shops containing single or 

multiple categories, half of the respondents state that both mono category and multi 

category are valuable when offering this type of personalized recommendation, a third 

said multicategory and a sixth part said only monocategory. As a result, the fifth 

hypothesis is accepted, although the study also concludes that the strategy should be 

implemented in every single shop no matter the number of categories in use.  

H5. Once the customer logs in, he or she would like to obtain personalized product promotions from 

multicategory rather than monocategory e-shops. 

Ho et al. (2011) found that a recommendation system also allow online stores to 

recommend items with better margins, products in stock, etc., to customers and to 

achieve a higher rate of cross-selling while serving the customers’ needs. 

5.3. Offsite personalized communication 

5.3.1. Personalized website advertising 

The personalized website advertising called “retargeting” is an enormous new tool, as 

users find advertisements on the internet that are related to what they have viewed or 

purchased previously (Lambrecht & Tucker 2013). Although the positive impacts of 

one-to-one advertisements seem obvious easy and fast purchasing, the individuals who 

responded to the survey conducted by the thesis’ researchers do not place a high value 

on it, although nearly no one found it totally useless either. Hence, the hypothesis 

number six is accepted but the result does not concur with the very positive effect 

affirmed by Tam and Ho (2006). 

H6. A website advertisement that is perceived as “high fit” (offers the right product at the right moment 

and makes the information search process more efficient by relieving consumers of the need to search 

further) increases the customer satisfaction. 

Looking at the clustered groups there is a strong similarity between them. Nonetheless, 

as happened in the onsite personalized recommendation section, there is the assumption 

that a potential lack of awareness from the non-regular consumers about these 

individualized advertisements, that means the study can conclude that “regular users” 
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are more interested in them, as the number of positive choices in the first and second 

columns are higher than the last two in relation to the non-regular users. 

On the other hand, in the case that advertisements do not match customers’ interests 

because of any error in the patterns, internet users do not have a particularly bad 

feelings towards the firm who carries out the campaign, although there is a group who 

would be hesitant towards it. That can be related to normal advertisements that are not 

targeting individually. Besides, according to Beales (2010, p.17), the conversion rates of 

a personalized advertisements are more than double those of non-individualized 

advertisements. As a consequence, the seventh hypothesis is rejected and the study does 

not concur with the statements of Ball et al. (2006) and Thirumalai and Sinha (2013) 

about the highly negative implication. 

H7. A website advertisement that is perceived as “low fit” (offers the wrong product and makes the 

information useless) causes reluctantly towards the firm. 

This is a relevant factor because it allows firms to implement the strategy without being 

highly penalized if there is an error, and so they can take a risk with the advertisements. 

In particular, there are some variations that can be made in order to make the 

advertisements more appealing. In the beginning of conducting the survey, the study 

wanted to know if customers only wish to receive promotions from complementary 

products to those already purchased, or to products previously viewed. The empirical 

findings demonstrate a higher satisfaction with products previously viewed only with a 

small difference compared to a product already purchased. Hypothesis number eight is 

rejected although the study concludes that both strategies are valuable when 

implemented at the same time. 

H8. A website advertisement that is perceived to match complementary products to a former consumer 

(highly personalized) generates higher customer satisfaction (customer retention and loyalty) than a 

category of visited products (slightly personalized). 

In depth, Lambrecht and Tucker (2013) found that generic retargeting is more effective, 

but specific retargeting is still valuable when users are sure about what they want to 

purchase. On the other hand, Kes and Woisetschläger (2012) found that personalized 

advertisements relative to the category of products had a high convert rate, although 

when the complementary products had a high frequency of exposure the conversions 

are also high as long as it does not create any form of obtrusiveness. 
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Two of the biggest problems about personalized advertisements are the obstructive and 

intrusive effects that they can cause. The obstructive effect is when users navigating 

across a website are annoyed with the audio, colors, frequency, etc., of the 

advertisements (van Doorn & Hoekstra 2013). Ying et al. (2009) state that large quantity 

of advertisements, or one advertisement being played repeatedly, risk irritating the 

viewer. Moz (2011b) suggests that the maximum number of banners showed should be 

between 7 and 11 every month, and that a shop should not display the same banner 

every time in order to avoid customer fatigue. Van Doorn and Hoekstra (2013) assert 

that the intrusive effect happens when the advertisements contain characteristics than 

make users feel stalked, such as writing their name or the product viewed before the 

advertisement was displayed repeatedly and in a wrong way. The study strongly accepts 

both the ninth and tenth hypotheses which are also supported by Goldfarb and Tucker 

(2011b) and van Doorn and Hoekstra (2013). 

H9. A website advertisement which is perceived as obtrusive, such as including visual or audio features, 

makes it harder to ignore the advertisement that negatively affects customer satisfaction and reluctancy to 

the firm. 

H10. A website advertisement which is perceived as intrusive, such as including users’ name or products 

purchased before, negatively affects to customer satisfaction and generates reluctancy to the firm. 

The empirical study of Tam and Ho (2006) partially agrees with the hypotheses as they 

obtained that personal greetings act positively to familiar customers. 

In terms of which kind of websites users would like to receive the banner displayed on, 

they absolutely prefer to obtain an advertisement on a website that has a similar topic, 

contextually-targeted ads, than another website where there is no relation with the 

product displayed. Hypothesis number 11 is accepted and it concurs with Goldfarb and 

Tucker (2011b) and Ying et al. (2011)’s empirical study. 

H11. Assuming that the communication strategy matches customer’s preferences, an advertisement 

presented on websites that both matches the topic, increases customer satisfaction more than in other non-

topic related websites. 

The result leads to a better relation between the advertisements and websites where they 

are displayed which will highly increase the conversion rates. 



39 

 

The dominant effect in choice settings could take place very early in the information 

processing stage (Tom & Ho 2006). Therefore, it is necessary to create a retargeting 

campaign directly as soon as the product is viewed. 

5.3.2. Personalized social media advertising 

As is mentioned in the theoretical framework, this study explores the type of 

advertisement that provides an advertisement to firms’ “page”. The assumption is that if 

fans do not receive more page impacts on their wall, the firm loses an important group 

of potential customers thus the facebook advertising system Power Editor advertises 

personalized posts to fans again (Facebook 2014). The study of Kuster and Hernández 

(2013) identified a positive and direct influence of social media in the shopping 

intention using the individual strategy. According to the participants of the thesis’ 

empirical research, social media advertisements on Facebook pages are less relevant 

than the typical one-to-one advertisements in websites and, for one group in the sample, 

it was totally useless. Hypothesis 12 is rejected. 

H12. A Facebook “page” advertisement that is perceived to be high fit (offers the right product at the 

right moment and makes the information search process more efficient by relieving consumers of the need 

to search further) with customers’ preferences increases their customer satisfaction. 

If the study analyzes the impact by grouping individuals together based on the time 

spent with social media, it does not affect their conception of individualized 

advertisements on “pages”. Looking at the other groups there is a slight difference in 

terms of the mean, as regular users are more keen on personalized advertisements on 

“pages”, although the T-test considers the difference irrelevant. Looking at the 

participants’ opinion about personalized social media advertisements displayed on 

“pages” that do not match their interests, most people found it annoying. As a 

consequence, hypothesis 13 is accepted and is in accordance to the findings of Ball et al. 

(2006) and Thirumalai and Sinha (2013). 

H13. A Facebook “page” advertisement that is perceived to be low fit (offers the wrong product and 

makes the information useless) with a customers’ preferences generates reluctance to the firm. 

They demonstrate that there is a significant negative implication when firms make 

normatively incorrect choices. As a result, a personalized campaign implemented on a 
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social media such as Facebook “pages” is not a good option. The explanation could be 

privacy awareness. 

Tucker (2011) analyzed the impact of one-to-one advertisements on social media and 

she found that when platforms gave users more control over their private information, 

users reacted more positively to personalized advertisements. As a consequence, this 

change can benefit both sides and negate athe users’ bad feeling of privacy concerns. 

Furthermore, in the case they received an advertisement in a page that matches fans 

preference, customers would prefer discounts than quality content. Hence, the authors 

reject the statement 14. 

H14. A Facebook “page” advertisement that is perceived to contain quality content for the user is more 

relevant than promotional discounts. 

Even on social media platforms, the participants, that in general, do not want to receive 

any advertisement. In the case they received they would have liked to see a discount of 

the product previously viewed displayed rather than information about the 

characteristics. In addition, the study does not concur with van Doorn and Hoekstra’s 

(2013) statement that discounts had no effect on purchase intentions. 

5.3.3. Personalized email marketing 

Strauss (2006) and Laudon and Traver (2009) point out the importance of implementing 

opt-in strategies if the firm wants to gain loyal users. An opt-in strategy means asking  

users, when they are in the web shop registration process, to accept if they want to 

receive personalized promotions via email (Strauss 2006).  

White et al. (2008) and Wattal et al. (2012) confirm that personalized email advertising is 

a positive communication strategy. Nonetheless, according to the empirical findings 

gathered, the rates given to individualized email marketing by the participants are 

unsatisfactory. Consequently, the study rejects hypothesis 15. 

H15. An email promotion campaign that is perceived to contain relevant content such as products of 

customers’ interest according to their preferences, has a positive effect on customer satisfaction (customer 

retention and loyalty). 

In addition, looking at the rates of the participants in the case the campaign is wrong, 

customers find it very annoying. Thus, the study accepts hypothesis number 16. 
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H16. An email promotion campaign that is perceived to contain irrelevant content such as products of 

customers’ interest, according to their preferences, has a negative effect on customer satisfaction (customer 

retention and loyalty) and causes negativity in future purchase intentions. 

This means the strategy has to be well studied, having the knowledge about their target 

group’s needs, double checked and tested before carrying out the campaign. 

Furthermore, White et al. (2008) and Wattal et al. (2012) affirm that personalized email 

advertising can be harmful if the content is perceived as intrusive and/or obtrusive. So, 

there are some limits to a web shop cannot surpass. Perceived intrusiveness with 

personal greetings, and obtrusiveness in the frequency of emails sent are two 

inconvenient factors in terms of security concerns. As Wattal et al. (2012) assert, 

personal greetings and higher email frequency can only be added to the campaigns 

targeting customers with a high degree of familiarity. 

If users have already purchased more than once and they received personalized 

promotions about complementary products purchased before which included private 

information, the participants of the survey conducted found this supposition very 

interesting in order to enhance their customer experience. So hypothesis 17 is accepted 

and the study concurs with Wattal et al. (2012) results. 

H17. Assuming that the communication strategy matches the customer’s preferences, an email 

promotion campaign that is perceived to be for loyal customers can contain more personal information in 

order to stimulate higher customer satisfaction than with non-loyal customers. 

Consequently, this shows the importance of an email marketing campaign that is well 

referred and only sent to customers that have already visited several times the website or 

have purchased a product. Furthermore, “online regular users” are even slightly more 

enthusiastic to receiving personalized email campaigns if they sent to regular consumers, 

although the formula considers the difference between the other groups too low to be 

significant. 
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6. Conclusion 

In the conclusion, the study presents the findings in line with the purpose of the aim 

and research questions. The authors summarize the analysis of the literature and the 

empirical results, providing some managerial implications. Some of the tips are listed in 

order to get a better comprehension. 

As the study identified the positive effect of one-to-one strategies to underpin the 

retention and loyal stages (Fornell et al. 1992; Peppers & Rogers 1997; Rust & Oliver 

2000; Johnson et al. 2001; Srinivasan et al. 2002; Ball et al. 2006; Halimi et al. 2011; 

Kwon & Kim 2012; Thirumalai & Sinha 2013) as well as its threats in terms of privacy 

concerns (Thirumalai & Sinha 2013)  and wrong decisions (Ball et al. 2006), it is time to 

sum up all the channels that are suitable to adopt a personalized strategy and explore the 

way this strategy has to be implemented in each case. Further, to a better interpretation 

the study composes the sections in order to answer the research questions and lastly a 

final conclusion. 

6.1. Website registration 

RQ1. Explore how to encourage users to sign in the e-shop and then once 

they are registered, how to persuade them to log in on it every time they 

enter. 

Since the study identified the importance of acquiring as many registered users and then 

logged in on the online shop every time they enter in order to collect relevant data to 

offer the best personalized offers to the potential customers and other offline purposes 

(Lassila & Hendler 2007), the study explores how to encourage them. 

 All the factors: web usability, web security, quality content and customer service 

influence users’ registration process. 

 Specifically, web security is the most remarkable, so characteristics such as logos, 

certifications, experts’ opinions, clients’ recommendations, years of experience in the 

field are a must. 

 Web quality content is the second notable aspect to develop in terms of information, 

color, offers, prices, discounts and catalogues.  

 The personalized recommendation system is a quality information improvement that 

creates trustworthiness to the user (Ball et al. 2004; Rajamma et al. 2007). 
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 In addition, the study highlights the necessity of offering incentives and informing 

the advantages of being registered such as a fast and better shopping experience and 

offering baits with discounts, vouchers and bonus to the customers to proceed with 

the registration (Kwon & Kim 2011). In addition, create incentives for the potential 

registrants offering interrelated online and offline advantages (Garrigos et al. 2012). 

6.2. Onsite personalized recommendations 

RQ2: Explore the effects of the personalized communication strategies for 

implementing recommendations in the e-shop? 

The study confirms that the implementation of a personalized recommendation system 

in the internet store is useful in terms of enhancing customer satisfaction and can be 

established in every web shop even if they have a single category of products. 

Individualized recommendation software includes personalized offers and discounts of 

complementary products purchased before, and products viewed previously (Lambrecht 

& Tucker 2013). However, it is not all a bed of roses. Customers do not see a big 

benefit in the software, although practically no one found it useless, nor even the group 

of individuals named “internet regular users”. Users who have used the system 

previously fancy the recommendation software more which means if they are satisfied, 

new users will like it more in the future. On the other hand, users who have never used 

it might not know the benefits. Hence, the study lists the aspects to improve in order to 

offer a better experience for the customer. 

 Minimize the recommended patterns that do not match customers’ interests 

(Fitzsimons & Lehmann 2004) by improving two aspects. Firstly, increase the 

information collected from the customers by motivating them to navigate logged in 

on the e-shop, and gather data with cookies and external sites (Lassila & Hendler 

2007). Secondly, modifying the variables used to define the pattern (Kramer et al. 

2000). 

 Recommendation systems have to be adapted according what users want including 

personalized strategies but also blend it with cross-sales of the most sold products 

related with the product viewed previously so they feel more comfortable (Kramer et 

al. 2000; Moz 2013b). 
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 Offer personalized recommendations directly once a product is viewed by the 

customer. Afterwards, through the customers’ next clicks it is necessary to bring up-

to-date adaptations (Ho et al. 2011). 

6.3. Offsite personalized communication 

6.3.1. Personalized website advertising 

RQ3: Explore the effects of the personalized communication strategies for 

implementing advertisements in websites? 

The study states that the implementation of retargeting strategies in websites is 

beneficial for an online store as it enhances customer satisfaction. However, online 

users value it is only satisfactory, although next to no one considered a totally useless 

strategy. In addition, the study found that “internet regular users” consider retargeting 

strategy slightly more useful, which means if the individuals that have been using it more 

often are satisfied, new users will find it beneficial in the future. Furthermore, online 

shops do not have to be that concerned with implementing a great retargeting campaign 

as users do not have particularly negative consideration for wrong advertisements. That 

means, web shop managers can risk more with the advertisement strategy. Hence, the 

study specifies some ideas to improve the current customer satisfaction. 

 The retargeting strategy is beneficial whether online stores advert a product 

previously viewed or a complementary product previously purchased. 

 In the “product previously viewed” case, web shops have to display a generic advert 

until the customer is sure about which product to purchase, and then they can be 

specific with the advertisement, dynamic advertisement (Lambrecht & Tucker 2013). 

 In the “product previously purchased” case, online shops have to display the same 

category of products and only complementary ones with a high frequency of 

impressions as long as it does not cause any form of obtrusiveness (Kes & 

Woisetschläger 2012). 

 Avoid any form of obtrusiveness (high frequency of ads) (Ying et al. 2009) and 

intrusiveness (personal greetings) (van Doorn & Hoekstra 2013). 

 Internet shops can only express personal greeting to non-familiar users (van Doorn 

& Hoekstra 2013). 
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 Advertising banners have to be displayed on websites that have the same topic in 

common. 

 The firms have to carry out a retargeting strategy on websites directly as the product 

is viewed or purchased by the customer (Tom & Ho 2006). 

6.3.2. Personalized social media advertising 

RQ4: Explore the effects of the personalized communication strategies for 

implementing advertisements in social network sites?  

The analysis reaches an agreement that advertisements on social network Facebook 

“pages” are not beneficial. The study examined the personalized advertisements 

displayed on “pages” as a post form and the results exposed a non-satisfactory 

reception. Hence, the study does not recommend implementing a personalized strategy 

on Facebook “pages” and firms will have to use another type of strategy to target 

potential customers one-to-one. 

Furthermore, the study recommends displaying discounts rather than information in 

social network sites. In addition, customers are more satisfied with individualized 

advertisements in social media platforms that have more control over privacy, thus 

these platforms are a better place to advertise (Tucker 2011). 

6.3.3. Personalized email marketing 

RQ5: Explore the effects of the personalized communication strategies for 

implementing email communication campaigns? 

At first sight, the strategy is conceived useless for most of the users. Consequently, there 

are some tips listed to turn customers’ perception around. 

 To implement an opt-in strategy that means before to proceed with the strategy, 

request the users if they want to receive one-to-one promotions (Strauss 2006). 

 Send the personalized campaign to users that have viewed at least a couple of times 

or purchased in the web shop before. 

 Avoid any form of obtrusiveness (high frequency of advertisements) and 

intrusiveness (personal greetings) (White et al. 2008; Wattal et al. 2012). 
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 Online stores only implement high frequency of emails sent and add personal 

greetings to users with a high degree of familiarity with the firm (White et al. 2008). 

If an online store adapts the personalized email marketing strategy with these ideas and 

as the empirical findings concluded, it will be a remarkable online communication 

channel. 

6.4. Final conclusion 

The study identifies the positive impact of online personalized strategies to convert loyal 

customers, in the final conclusion, the study exposes the primary implications of the 

research questions. Firstly, explaining the advantages of using a recommendation system 

is an important factor, together with discounts and adding security features to the e-

shop, to build trustworthiness and make customers fulfill the registration process. 

Secondly, in terms of which online communication channels nowadays suit to 

implement a personalized strategy, the study found that onsite recommendation system, 

retargeted advertising in websites and email marketing campaigns are beneficial. 

Nonetheless, the study asserted that personalized advertisements on Facebook ”pages” 

of social network sites are not satisfactory, although it is not possible to sum up with 

any positive or negative conclusion to other types of advertisements on social media 

platforms. As a result, the thesis’ paper lists a final general group of tips to consider for 

the implementation strategies in the communication channels. 

 Online shops might benefit from developing various types of personalization 

services (Thirumalai & Sinha 2013). 

 Blending personalized strategies according what users want with other type of 

strategies (Kramer et al. 2000), such as cross-sales promotions of the most sold 

products. 

 Offer personalized promotions directly once the product is viewed by the customer 

(Ho et al. 2011). 

 Minimize errors in patterns in order to completely match customers’ preferences. 

 Communicate promotions from products previously viewed and complementary 

products of products previously purchased. In addition, adapting them depending on 
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the customer shopping stage and advertisement frequency (Kes & Woisetschläger 

2012; Lambrecht & Tucker 2013)  

 Avoid any form of obtrusiveness (high frequency of ads) (Ying et al. 2009) and 

intrusiveness (personal greetings) (van Doorn & Hoekstra 2013).  

 Analyze and test the personalized strategy is an underlying requirement in order to 

assure if it is correct before to commit the implementation. 

Nonetheless, as a final reminder, the study underlines the products’ value as the most 

important key to determine whether the communication will be successful or not (Ying 

et al. 2009). 
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7. Final discussion 

In the final discussion, the thesis exposes theoretical implications, some limitations that 

are detrimental to obtain spotless results and further research to continue with the same 

field for practitioners and scholars. 

7.1. Theoretical implications 

The exploration of personalized strategies in online communication channels to retain 

and get customers loyal provides some practical implications commented in the 

conclusion section. In this section, the study aims to summarize the primary theoretical 

key contributions.  

The study enables readers to understand the most general aspects involving online 

personalized communication. This means it puts emphasis on the areas of work that 

concern the internet, how it was and how has changed to become the way it is today. It 

is a factor fundamental to understanding why, at present, there is the possibility to 

identify users as well as know more about their interests in internet.  

Furthermore, the study examined the concept of personalization together with its 

variations and its advantages and disadvantages both offline and online and the impact 

of different communication channels online. 

Finally, the study explored the impact of personalization in terms of the satisfaction of 

the customers’ experience, the impact in the retention and the long term engagement 

with customers.  

7.2. Limitations 

The results need to be carefully interpreted in light of some limitations. Firstly, due to 

the time frame to complete the thesis which was ten weeks and the requirement of a 

limited number of words, the study had to be adapted to follow these boundaries. The 

study takes a general first step in this area hence every section could be explored and 

analyzed more profoundly. Furthermore, the fact that the paper explores the customers’ 

opinion using surveys rather than web shop’s historical data might have limited the 

findings to a certain extent as users can act differently as to how they answer in a survey. 

In fact, that limitation could be minimized by conducting a qualitative questionnaire to 

Swedish online stores managers about the current situation in the market, although in 
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the end it was not possible to offer validity results due to the small sample with a 

heterogeneous type of web shops (Figure 8-14). The empirical results of the 

questionnaire carried out contain bias as it encompassed a predetermined social class 

and age group, as the participants are mainly students, and some of them are individuals 

from other countries with different cultures. Finally, it should be added that the bias can 

be even higher owing to the fact that most of the respondents did not answer the survey 

in their native language which might contribute to a fatigue issue.  

7.3. Future research 

Overall, the study is a holistic view of the impact of online communication in terms of 

retention and users’ loyalty. As the thesis aims to explore all different communication 

channels, it needs a deeper research on every channel and product field. In addition, 

further research is required through examining a larger and more homogenous sample. 

Also, considering the impossibility to carry out a research from the online store point of 

view and the importance of it, the study suggests different approaches as a future 

research. Firstly, qualitative research that includes questionnaires and interviews to the 

web shop managers, and secondly quantitative research analyzing and evaluating 

historical data of personalized strategies and testing individualized campaigns meantime. 

In a more futuristic perspective, there are potential studies to be considered. Nowadays, 

according to Baker and Roberts (2010), only a small amount of data is located on the 

internet and they foresee an increment in the long-term. On the other hand, Goldfarb 

and Catherine (2011a) and Shatz (2009) predict higher regulation in internet in the 

coming years because of privacy concerns. This would mean another study in the next 

years is required, as the effectiveness of the personalized strategies might be better or 

the imposition of regulations could have minimized the impact of the strategy. 
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Annex 

 
Table 1 Socio-demographic profile of internet users 

Socio-demographic profile of the participants 

Characteristics % 

Gender 

Female 54,7 

Male 45,3 

Education 

Primary 0,7 

High school 14,4 

Bachelors' degree 52,5 

Masters' degree 31,7 

Docotare 0,7 

Age 

Less than 20 1,4 

Between 20 and 24 33,1 

Between 25 and 29 46,8 

More than 30 18,7 

 
Table 2 Internet usage profile of internet users 

Internet usage profile of the participants 

Characteristics % 

Time spent in internet every day 

Less than 30min 1,4 

Between 30min to 1h 5 

Between 1 to 2h 24,5 

Between 2 to 3h 27,3 

More than 3h 41,7 

Time spent in social media every day 

Less than 30min 15,1 

Between 30min to 1h 30,9 

Between 1 to 2h 27,3 

Between 2 to 3h 12,2 

More than 3h 14,4 

Amount of online purchases every year 

0 5,8 

Between 1 and 3 21,6 

Between 4 and 6 27,3 

Between 7 and 9 20,1 

More than 9 25,2 
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Money spent purchasing online every year 

Less than 50€ 16,5 

Between 50 and 150€ 18 

Between 150 and 250€ 23 

Between 250 and 350€ 18 

More than 350€ 24,5 

Purchases in different e-shops every year 

0 7,9 

1 or 2 32,4 

3 or 4 33,8 

5 or 6 11,5 

more than 6 14,4 

 
Table 3 17 hypotheses clustered in the research questions 

RQ1: Explore how to encourage users to register in the e-shop and then once they are registered, log in 

every time they enter? 

H1. A perceived quality website that contains great usability, quality informative content, customer service and web 

security increases the amount of registered users in comparison to a poor website that has less usability, information 

content, customer service and perceived security. 

H2. A website that is perceived to contain higher web security over all other criteria increases the amount of 

registered users in comparison to a website that is perceived to contain other qualities such as usability, information 

content or customer service. 

H3. A website that expresses the advantages of registration, in that it will offer exclusive personalized promotions, 

increases the amount of registered users and its users tend to log in while on the website more often than a website 

that does not. 

RQ2: Explore the effects of the personalized communication strategies for implementing 

recommendations in the e-shop site? 

H4. A customer who usually purchases online is more comfortable with online personalization than another who 

does not. 

H5. Customers would like to obtain personalized product promotions from multicategory rather than monocategory 

e-shops. 

RQ3: Explore the effects of personalized communication strategies for implementing advertisements in 

websites? 

H6. A website advertisement that is perceived as “high fit” (offers the right product at the right moment and makes 

the information search process more efficient by relieving consumers of the need to search further) increases the 

customer satisfaction. 

H7. A website advertisement that is perceived as “low fit” (offers the wrong product and makes the information 

useless) causes reluctantly towards the firm. 

H8. A website advertisement that is perceived to match complementary products to a former consumer (highly 

personalized) generates higher customer satisfaction (customer retention and loyalty) than a category of visited 

products (slightly personalized). 

H9. A website advertisement which is perceived as obtrusive, such as including visual or audio features, makes it 

harder to ignore the advertisement that negatively affects customer satisfaction and reluctancy to the firm. 

H10. A website advertisement which is perceived as intrusive, such as including users’ name or products purchased 

before, negatively affects to customer satisfaction and generates reluctancy to the firm. 

H11. Assuming that the communication strategy matches customer’s preferences, an advertisement presented on 

websites that both matches the topic, increases customer satisfaction more than in other non-topic related websites. 
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RQ4: Explore the effects of personalized communication strategies for implementing advertisements in 

social network sites? 

H12. A Facebook “page” advertisement that is perceived to be high fit (offers the right product at the right moment 

and makes the information search process more efficient by relieving consumers of the need to search further) with 

customers’ preferences increases their customer satisfaction. 

H13. A Facebook “page” advertisement that is perceived to be low fit (offers the wrong product and makes the 

information useless) with a customers’ preferences generates reluctance to the firm. 

H14. A Facebook “page” advertisement that is perceived to contain quality content for the user is more relevant than 

promotional discounts. 

RQ5: Explore the effect of personalized communication strategy to implement email marketing? 

H15. An email promotion campaign that is perceived to contain relevant content such as products of customers’ 

interest according to their preferences, has a positive effect on customer satisfaction (customer retention and loyalty). 

H16. An email promotion campaign that is perceived to contain irrelevant content such as products of customers’ 

interest, according to their preferences, has a negative effect on customer satisfaction (customer retention and 

loyalty) and causes negativity in future purchase intentions. 

H17. Assuming that the communication strategy matches the customer’s preferences, an email promotion campaign 

that is perceived to be for loyal customers can contain more personal information in order to stimulate higher 

customer satisfaction than with non-loyal customers. 

 
Table 4 The procedure to obtain data in internet 

The procedure to obtain data in internet 

There is a technical process beyond the semantic web that permits to transform information flowing online into 

data and thus, trigger a better business-customer relationship. A typical website consists basically in content and 

links. In the Web 1.0 all links were treated essentially equal because there were no instruments to differentiate and 

only humans were able to check the information (Broder et al. 2000). However, if it was a way that allows 

computers to understand the information, it would turn to data. The solution started to be formed with extensible 

markup language (XML) that allows the creation of metadata with “meaning” by employing tags that are equal to 

every language to define elements of data (Baker & Roberts 2010). Nonetheless, XML only solve part of the 

problem, because the information interpreted by human users can be different that taken by robots. The question is 

how robots can choose the correct information giving an accurate representation of human thoughts? The resource 

description framework (RDF), ontology web language (OWL) and the already mentioned XML turned around the 

situation. RDF is a standardized accepted model for metadata. While XML identifies elements on the Web, RDF 

sets make statements about the traits of those elements and OWL describes how the elements relate to each other, 

providing standardized, computer-readable representations of relationships (Baker & Roberts 2010). These 

functions together with URLs is possible to link data checked by robots and so create mashups or gather valuable 

information to understand what customers expect from companies and offer a better customer experience. The 

transfer of customers’ information into data, permits companies to know in depth about personal information that 

refers to data concerning demographics such as age, gender, wealth, family relationships, hobbies, living area, 

purchasing and behavioral patterns thus allowing firms to offer a personalized strategy to every individual.  

For e-commerce retailers the online environment has given them the tools to excel with their marketing efforts 

since they can track every individual visitor’s purchasing behavior. These systems track users over a long period of 

time using browser cookies and often have little or no permission from the users, compared to social networks. 

The assumption that is made when using profiling is that users will like the same things that similar users do. The 



60 

 

system creates clusters of users who share similar characteristics, based on their past preferences. Customized 

marketing is done primarily by recognizing visitors’ cookies and information gathered by the customers’ online 

shop account. Whenever a user connects to an internet store, the website has the computer’s IP used and it is easy 

to obtain the cookies (van Horn 2004). Cookies make it easy to track down patterns among users, and this is often 

done without them even knowing about it. They can be seen as small pieces of information, show what websites 

have been looked at, where purchases have been made and can easily determine what interests and habits the 

internet users have. Cookies make the website recall what articles have been put in the shopping cart (van Horn 

2004). They have a long time of live that can reach 540 days as long as the user decides to remove the data gathered 

in the computer (Moz 2012). In addition, if customers are registered and logged in on the online shop, when they 

navigate, the track information is gathered and it will help to determine exclusively customer’s preferences. 

According to Bhushan and Nath (2012) the techniques for collecting it are separated in: explicit, implicit profiling 

and using legacy data. In the explicit profiling, visitors are asked to provide some basic information by filling out 

some questions. The implicit profiling is used for tracking the visitors’ behavior, saving the information of each 

user updating it at each visit. Finally, using legacy data with applications and previous purchases are used for 

valuable profile information tracking the visitors. 

 
 
 

 

 

Graph 1 Registration and log in procedure 



61 

 

 

 

 

  

Graph 3 Importance of well-developed online store per each group in the registration procedure 

Graph 2 Importance of web-developed online shops for the decision of registration 
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Graph 4 Incentive to register by explaining its advantages 
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Graph 5 Incentives to register explaining its advantages clustered by groups 
 

Table 5T-test for equality means to register clustering per groups 

 

If an online store explains clearly the advantages of registration as the company will offer 

exclusive personalized promotions to you, would you register and log in every time you enter in 

the e-shop? 

 T-test for Equality of Means  

t1 Sig. 95%2 

Online purchases per year  -2,513 0,013 

Money spent purchasing products online per year  -2,266 0,025 

Online shops purchased per year -1,782 0,077 
1. Student t-statistic 
2.  95% of significant that means 5% of standard error 

 

 

Graph 6 Individuals whether received personalized recommendations or not 

 



64 

 

 

 

 

Table 6 T-test for equality means to rate personalized recommendations whether has received 

or not 

How would you rate these personalized recommendations within the online shop? 

 T-test for Equality of Means 

t Sig. 95% 

Received personalized recommendations? 0,281 0,78 

  

Graph 8 Onsite personalized recommendations segmented by whether has received or not 

Graph 7 Onsite personalized recommendation 
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Graph 9 Onsite personalized recommendations segmented by whether has received or not and 

internet users' groups 
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Table 7 One way Anova multiple comparisons test for equality means to rate personalized 

recommendations clustered by groups 

How would you rate these personalized recommendations within the internet store? 

Received personalized recommendations?  

Yes or No 

How many products do you purchase online per year?  

Less than 7 or More than 6 

Multiple comparisons for Equality of Means 

One way ANOVA  

Mean Difference Sig. 95% 

Yes and Less than 7 No and Less than 7 0,157 0,644 

 Yes and More than 6 0,052 0,836 

No and More than 6 -0,060 0,899 

No and Less than 7 Yes and Less than 7 -0,157 0,644 

Yes and More than 6 -0,106 0,758 

No and More than 6 -0,217 0,680 

Yes and More than 6 Yes and Less than 7 -0,052 0,836 

No and Less than 7 0,106 0,758 

No and More than 6 -0,111 0,813 

No and More than 6 Yes and Less than 7 0,060 0,899 

No and Less than 7 0,217 0,680 

Yes and More than 6 0,111 0,813 

 
 

Graph 10 Type of e-shop to implement personalized recommendations 
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Graph 11 Rate of personalized advertisements in websites 
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Graph 12 Rate of personalized advertisements clustered by groups 
 

Table 8 T-test for equality means to rate personalized advertisements clustered by groups 

How would you rate internet shops that advert personalized promotions within websites and they match 

your interests? 

 T-test for Equality of Means 

t Sig. 95% 

Online purchases per year  -0,197 0,844 

Money spent purchasing products online per year  -1,487 0,14 

E-shops purchased per year -1,597 0,116 

 

 
Graph 13 Penalization for a non-matching personalized advertisement 
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Graph 16 Intrusive personalized advertisements 

Graph 14 Forms of personalized advertisements 

Graph 15 Obstructive personalized advertisements 
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Graph 17 Where to advert the personalized promotion 
 

 
Graph 18 Personalized advertisements in social media Facebook "pages" 
 

  

Graph 19 Rate of social media advertisements in pages in relation to time spent 
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Table 9 T-test for equality means to rate personalized advertisements in Facebook pages 

depending on time spent 

How would you rate online stores that advert personalized promotions within websites and they match 

your interests? 

 T-test for Equality of Means 

t Sig. 95% 

Social media time spent daily -0,451 0,654 
 

 

 

 

 

 
 

Graph 20Rate of social media advertisements in "pages" clustered by groups 
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Table 10 T-test for equality means to rate personalized advertisements in Facebook pages 

clustered by groups 

How would you rate personalized advertisements in social network “pages” that match your interests? 

 T-test for Equality of Means 

t Sig. 95% 

Online purchases per year  -0,869 0,382 

Money spent purchasing products online per year  -0,721 0,472 

E-shop purchased per year -0,194 0,852 

 

 
Graph 21 Rate of personalized advertisements in social media "pages" when they does not 

match users' interests 
 

 

 
Graph 22 Type of personalized advertisement in Facebook's "pages" 
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Graph 23 Personalized email marketing's rate 
 

 
Graph 24 Personalized email marketing's rate that does not match users' preferences 
 

 
Graph 25 Personalized email campaigns to regular users 



75 

 

 

 

 

 

 

 

 

Graph 26 Personalized email campaigns clustered by groups 
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Table 11 T-test for equality means to rate personalized advertisements in Facebook pages 

clustered by groups 

 How would you rate personalized advertisements sent by email that match your preferences if you are a 

regular customer and it includes private information to include products you viewed previously? 

 T-test for Equality of Means 

t Sig. 95% 

Online purchases per year  -1,244 0,216 

Money spent purchasing products online per year  -0,604 0,547 

E-shop purchased per year -1,293 0,201 
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Figure 1 Introduction of the questionnaire to internet users 



78 

 

 

Figure 2 Survey respondent profile of the questionnaire 
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Figure 3 Registration and log in process’s questions of the survey 
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Figure 4 Onsite recommendation system’ questions 
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Figure 5 Personalized advertisements in website' questions 
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Figure 6 Personalized social media advertisements in Facebook "pages” questions 
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Figure 7 Personalized email marketing questions 



84 

 

 

Figure 8 Introduction of the questionnaire to e-shop managers 
 

 

Figure 9 E-shop managers profile's questions 
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Figure 10 E-shop managers profile's questions 

 

 

Figure 11 Onsite personalized recommendation's question 
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Figure 12 Personalized advertisements in websites' questions 
 

 

Figure 13 Personalized social media advertisements in Facebook ”pages” questions 
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Figure 14 Personalized email marketing's questions 
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