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E-commerce is one of the most important and fasivgrg way of trading. The
obstacles common in traditional market seem to the& meanin here. More and
more often the benefits given to the customersrangarkably alike among wide
range of stores providing their merchandise vi@ernerce service. Those features
determinate the question in what way the custonieyalty to the particular online
store can be achieved and how the trust can béedread maintained. The main
aim of the paper is to analyze the case of an erditore and its trust-building
strategies not related only with price of offeredqucts, as well as presentation of
the results of adopted actions which were to enswurease in sales and to build
strong market position of a multi-brand e-commeetailer.
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1. Introduction

E-commerce is still very debatable area. The piggilof implementation
changes and improvements, either in IT sector @tocoer service, makes the
dynamics of competition in this market particuldnigh.

The difference, however, between e-commerce anlitioaal trading is that
not every change requires huge financial outlaysstvbf changes implemented
into e-commerce platforms are IT based, introduoedstages and tested on
selected groups of users in real time.



What is more, factors typical for traditional marlseem to be irrelevant in
the process of customer loyalty building. Neverbs| experience shows that
online stores are focused on acquiring customeerahan building their trust or
their own brand or image, what should be obtaitmglementing IT solutions, as
well as IT-based marketing solutions into e-commeznsures reaching this goal,
what can be observed in managing practice.

The main objective of the paper, as well as thennggial for managing
practice in e-commerce sector is not only to shioevibcrease in sales of offered
products but also to describe the process of braodgnition building among
potential customers and steps required to achitnags market position as a
retailer. In order to reach those goals, trustebng strategies are implemented.

On the detailed level the article presents fields which particular
improvements, corelated with the main goal, werdentaken. The starting point
was the diagnosis of purchase process in ordeuitd blear customer’s journey
path. The next step was to define the moment afstommation customer into
client so the particular marketing strategies alb aglT solutions could have been
adopted into managing practice. Last, but not Idatiled objective was to follow
all implementations in real-market conditions id@rto analyze their efficiency in
terms of consumer’s trust.

2. Research methodology

In 2004 American Marketing Association expanded kating definition,
which had been published in 1985. The currentlydudefinition states that
“marketing is an organizational function and a eétprocesses for creating,
communicating and delivering value to customers fordmanaging customer
relationship in ways that benefit organization @adtakeholders” [1].

In order to organize the process accordingly taésnition, what is required
the most is any information that a company caniokdl@out its customers, their
satisfaction level, their needs, their brand awaessnas well as their motivation
and behavior related to shopping (or in case ajrarnerce online purchases).

Gathered information allows to build not only kneddje about firm’s clients
but, what is more important from organizationalnpaf view, to predict, to plan
and to prepare the trade offer for the customefrsctwwill respond their needs.
The marketing process organized around those aotmnbe considered as both
effective and efficient.

Information used further in managing process is timosbtain from
researches. Research is collecting specified datated on identifying (ex. market
share research, market potential research, saldgsenresearch etc.) or solving
(ex. market segmentation research, product resganicing research etc.) a certain
problem [2].
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Scientific marketing research process includes rakvetages such as:
indentifying the problem or opportunity; conductingxploratory research;
development of hypothesis; conducting conclusiveeaech; building conclusion
[1]. What is more, the subject of the researchiregproper research methodology
in order to collect precise data.

The research process should start by defying wipat of data is needed to be
collected. In order to focus on quality of reseantditter, qualitative research are
prepared. The purpose of qualitative researchéxptore people’s behavioras well
as their motivation. Quanitative research is useguantify the problem by way of
generating numerical data or data that can beftianed into usable statistics [3].

The marketing research tools can base on primawyeiisas secondary data.
Depending on their type those data are obtained fmany sources.

Telephone
interviews

Research

UX research Desk research

tools

Observation

Figure 1. Marketing research tools

In case study, presented in the article, data watieered by: UX research
of a working online store, client's purchase pracasbservation, telephone
interviews conducted by Customer Service Centre @esk research including
general overview of business competitors. Colledath were qualitative and
referred to the customers’ behavior during purchpsecess as well as any
obstacles which occurred and interrupted it.
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The main purpose for this paper was to show howoitapt for any
e-commerce retailer is to build trust-based refestop with its customer. First
research hypothesis for such an objective can teftétre process of trust formation
or, in other words, to the steps that can be uaklent by the retailer in order to
gain such a trust as a result of careful cliet'bdwsor observation. The second
hypothesis refers to the particular tools that lbarused and implemented to form
and then sustain long-lasting relationship withdhent.

3. Electronic commerce - definition outlines

The Central Statistical Office in Poland definesoeamerce as “transactions
carried out by networks, based on the IP protoodl ather computer networks”
and emphasizes that “the goods and services ageearthy these networks, but the
payment and final delivery can be made in both waydine or off-line” [4].
However, according to quoted definition, orderseireed by phone, fax or e-mail
are not part of e-commerce. Among enterprises tipgran this area these forms
are a supplement for electronic sales. They arsidered as a communication
channels.

The term “multi-channel” refers to the usage ofeast two communication
channels by the seller in order to conduct trammadb]. Marketing channel is
considered as a "point of contact with the custoanenedium through which the
company interacts with the consumer" [6].

In accordance to the business point of view andtli@r purposes of the
following considerations those two channels araté@ as a part of the e-
commerce sales strategy.

The relation-building aspect of e-commerce clasifighen to analyze “E-
commerce in Poland 2017” report prepared by Gefoius-Commerce Poland and
Polish Chamber of Digital Economy. In 2017, 54% FRdlish Internet users
shopped online, which is a 4% increase by the pusviyear and shows an
unflagging upward trend in this market [7].

Among factors, which determine the choice of eteutr purchases over other
forms of shopping, mentioned by the participantstted research, were: 24/7
availability, comfortability, simplicity, taking ks time and saving money.

Crucial information for building loyalty in e-comme is the opinion of
examined group towards the security of online simgpgdn 2016, 43% of research
participants claimed that shopping online is riskfnile in 2017 such an opinion
decreased down to 38%.

The results of these studies indicate growing comess interest in online
shopping and willingness to use e-commerce services
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4. Customer’s trust

Marketing defines trust as building consumer retathip through trustworthy
dialogue and unbiased information [8].
In case of out-of-date or questionable informatibbe result may be in
abruption of shopping process.
4.1. Process of purchase

Entrepreneurs in e-commerce prepare marketingegirdbased on possible
and diagnosed consumer behavior, which can be sbavenfunnel diagram.

AWARENESS /
INTEREST | VISITOR

CONSIDERATION SUBSCRIBER / SALES LEAD /

\\ PURCHASE | CLIENT
RETURNING /
RETURNABILITY | 27X

\ BUZZ FAN /

Figure 2. Sales funnel

Stage O - Awarenesghe consumer is aware of the need of a commodity.

Stage 1: Interest/VisitoiThe network user initiates the product purchasstm
often starting from entering general key phrasessearch engines.

Building brand relationships with external stakeleo$ at this stage is mainly
limited to creating convincing marketing messages.

Stage 2: Consideration/Sales Lead (SubscribEne network user begins the
initial recognition of the Internet as a marketiests online stores with products
which meet his needs and visits websites of saleméne stores.

In this stage, the website visitor has severalomgtifor further action, which
will finally transform him into Subscriber: to naiw the search or to leave contact
details in order to use store’s advisory offer.

In response for visitors action and to build trasid consumer loyalty e-
commerce store may optimize web page content guddibugh providing with
useful and reliable information (both: product dgson and trade offer), access
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to product opinion and UX optimalization (ex. CTAs well as contact customer
via phone or e-mail or implement marketing autooragolutions.

Stage 3: Purchase/ClienSubscriber (sales lead), deciding to finalize the
transaction and stepping into purchase stage, bexoan client. A client is
understood as a user who made a single purchasg ionline store.

In order to induce safety an online store providesnt with UX check-out
process optimalization, security of payment systamd e-mail post-transactional
information.

Stage 4: Returnability/Returning clieratisfied by purchase and transaction
service client is willing to make another order. @®ying that may be considered as
returning client.

The store may support client’s returnability by keding actions (ex. cross-
selling offers, loyalty programs, extended “Thamuypage”) or sharing discount
coupons for next order.

Stage 5: Buzz/ Farthe client, who makes many purchases and who is ver
satisfied by any of them as well as the customevice and order fulfillment
identifies with store brand and recommends it alevith the products (buzz
marketing).

4.2. Trust management as a marketing strategy

The importance of trust in e-commerce is meaningiife define trust
management as “a set of actions to create systemsneethods that allow
individuals to make assessments and decisionsngkat the reliability of potential
operations involving risks, related to other urfassessment of the credibility of
other entities), and enabling the participants anwders of these systems to grow
and proper represent their own credibility” [9].

Building one’s own credibility is a complex and nngtage process, however
building trust will in the future attract loyal dosners, as well as expanding the
range of commercial activity to consumers curremthgonvinced to this form of
shopping. This expansion may be considered asma éérreaching an important
market segment defined as “a group of buyers withénmarket, created by clients
with similar needs” [10]. The main need of this megt is to trust the entity
responsible for the online orders service.

Lee-Turban model of consumer confidence for onponechases emphasizes
that trust depends on factors such as: trust ir-theller treated as an element of its
credibility; confidence in technology; trust intisaction security [11].

Therefore, an e-commerce company, building a tmehagement strategy,
should pay special attention to those aspectsstitadfy consumer’s need for trust
by: selecting appropriate logistic partners; sébectreliable and product-safe
packaging service; offering safe and proven systembsandling online payments;
providing reliable information about products aahility; providing authentic
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photos of offered products; an objective and coimgmsive description of the
products proposed; professional customer servitewfag for easy contact by
phone, e-mail or personal with the store); clead amtuitive interface of the
website; ensuring participation in credible opirforming programs; transparent
shop regulations, returns, complaints, privacyqyotif the user.

The elements mentioned above are necessary to butd In order to
implement them it is crucial to involve all the f§taf the online store, at every
level.

The value of trust and its existence in business@iestionable, the issue of
measuring it becomes more problematic, though.&raex, however, factors which
can be observed and measured that can indicatewlleof customer’s trust. For
such indicators one can consider: external progrmsesearching the level of
client’s satisfaction; ciclitality of orders; engagent in social media; indicator of
emails openness; loyalty programs statistics; usagéscount coupons.

5. IT solutions for e-commerce

E-commerce is characterized by measurability of dignts operations.
Modern e-commerce platforms to measure customestvitg use their own
analytic tools, as well as external systems. Commiattice is to summarize
statistics from different sources in order to ceeattended reports.

5.1. Tools for customer’s trust analysis

The most popular and accurate tool is Google Areytwhich in its basic
free version indicates the traffic on the site déd into user’s sessions and unique
visits. Calling the session several times sugg#sas the user is considering
purchase, analyzing products or information abloetstore itself.

An important information that can be obtained fribra same tool is the user's
journey map. It indicates, for instance whetherdbstomer is familiar with store
regulations, or looking for detailed informationoaib the product.

Google Analytics also provides with special e-comraeeports that indicates
turnover within a particular brand (in the casenailtibrand stores) or within a
particular product. Analyzing products with a sianifeatures and price, of which
only few are characterized by significantly higlsates, one can suspect that the
description or photos for the rest of the prodwses not convincing and reliable
enough. One can also assume that the the customebenaware of a negative
products’ or brands’ opinion. In this particulaseahe trust carefully built by the
store towards its offer may be undermined not beeai its own fawlty strategy,
but rather due to external factors.
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An interesting tool for trust level measurement pregrams recording the
user's path. The installed script allows to regigt@use movements, page
scrolling, highlighted and user-clicked elements tbe page. Analysis of the
sessions recorded in this way perfectly shows oitlwhlements of the page the
user focused longer.

Specialized tools for analyzing various aspectshef website will indicate
elements necessary to examine the level of custeatefaction and trust, as well
as verify the effectiveness of the implementedsgwof building client’s trust.

5.2. CRM and marketing automation as a key toalofog-lasting
relation building

Customer Relationship Management (CRM) in the ngesteral definition is
understood as “a set of procedures and tools impbih managing customer
contacts’[12]. CRM is thus understood in two wags,a business strategy or as a
definition of software used to manage custometicgis.

CRM as a kind of software enables collecting customformation in the
form of an index. Customers can be segmented baseahy criteria. Most often,
they are also placed on a specific stage of thdiored sales funnel.

Using the CRM system the information about thentliean be entered into
database both manually or automatically. The fisguation refers to all
information obtained by the sales consultants wtdlemunicating with the client
(ex. through phone). The second case involvestscoperating on the website,
which track clients movements. What is particulanhportant is that the rules for
the scripts are configured individually by the netde, according to the needs.
Obtained information is stored, but not every sngihe is used within the process
of offer personalization.

Modern, technologically powerful CRM systems codpl&ith marketing
automation systems allow to direct client's movetsiém an automated way. As a
result of performing specific actions on the webgiex. purchase, entry to the
product card), the customer receives subsequentdagn response to a given
event the system performs assumed action (ex. regrati email). The actions
performed by the system are strictly correlatedhwltent’s purchase map or with
estimated preferences based on previous behavioeon

Using meticulous annotations about customers, fbreiferences, previously
used products, and even life situations mentioneithé conversation, strengthens
the relationship between the online store and tistomer. That suggests to the
customer lack of anonymity and has a real impadhe client's sense of security.

Each time building a trust management strategyuitiop CRM tools and
marketing automation must be individually constedciThe use of IT tools in the
communication process, conducted analytical as&iand constant improvement
of online store’s UX are the key factors necessarypanage the trust of customers.
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Online stores implementing these elements and tefédg managing customer
trust can significantly differentiate their offepm the competition, depart from the
patterns of activities, practiced for years, thasgirsg significantly the advertising
budget. At the same time, focusing their attentmm maintaining customer
relationships, they can engage much less fundsttitese necessary to acquire new
customers.

6. Case study

The following case study was prepared based orethenple of the online
store, operating in the dermocosmetics sector. datlteristic feature of online
stores in this industry is having the same rang@rofiucts offered at the very
similar prices (suggested by the producers forilreiatribution). Those factors
need to be taken into consideration while buildimg customer’s trust strategy.

In the initial phase, analyzed store has adaptetthéocommon methods of
operation among competitors. Product prices weduaed to the lowest. In
response to the prices offered by competitors emntlrket many times the price
was lower by one grosz. Lowering prices gave theodpnity to obtain the first
position in price comparison websites, which corstgmare willing to use, and
which can sort by prices. However, it turned outt thuch an action causes a never
ending price fight until it falls below the brealem point.

The next step aimed at increasing the number oftiaddl benefits that the
customer will achieve by choosing the store's offdre store focused on adding
more and more attractive gifts to each order. Mastbse costly giveaways were
cheaper full-size products, samples or gadgets. péttive store used the same
model of operation at the same time. The additiofreebies, however, started to
increase costs of every transaction and the mafgoffered products once again
fell below the break-even point.

The next strategy was to implement a free deliteryhe order, which also
increased the transaction costs for the store.nAhe previous strategies, in this
case the value added effect was quickly compendatdtie competitor. Each of
these activities was aimed only at increasing ttradiveness of the offer in order
to attract a customer, not to gain his loyalty.

The described activities were undertaken on thes lmdsanalysis that the store
had been conducting. It was observed that thetalas not willing to return to the
store to buy another product even though in casieohocosmetics the effects of
they usage are visible only after using severakages of certain treatment.
Conducted analysis also showed that customers whghb the first product, did
not buy another one, or bought a random produanfrior instance, five-step
treatment. The conclusion of this analysis was thatclient, despite the need to
continue the treatment, was not loyal to the stonehich he was recently buying,
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but he started the purchase process from the haginsearching for stores
offering the product and choosing the most attvaatiffer at that time.

Due to the fact that store and its competitor heathed the same point, in
which the same products were offered, at the samgesp with free delivery and
the same range of free gifts, and hence, there mefactors that could distinguish
any of the stores in a way that attracts custonspecial attention was paid to
building loyalty and customer service, creating epasate strategy for these
elements.

As part of its activities, described store begampayg special attention to the
dialogue with customers in two areas: interperscpaimunication maintained by
the Customer Service Center (CSC) and automatedhocomation via e-mail and
SMS.

In order to improve interpersonal contact maintdity the CSC, quality
monitoring standards of conversations were intredud@ he procedure obliged the
CSC employee to create annotations about the diesed on the information
obtained during the interview, as well as periamiatact with the client in order to
present a new offer or inform about promotions.

As part of automated communication improvement, rtaeom regular
mailing of newsletters, the store introduced semdiegmented newsletters and
post-trade messages encouraging participation ferred programs for opinion
polling.

None of the introduced changes was directly relatethe purchase stage.
The changes focused on building client’s trusthie ¢onsideration stage as well as
sustain it in the returnability stage.

7. Conclusion

The customer’s trust towards the entity performitige transaction is
particularly important in e-commerce. The implenagioin of appropriate IT tools,
meticulous analysis and improvement of systemsrims of user experience has a
real impact on the level of trust. The implemewtatof the trust management
strategy influences the attractiveness of the dodfedt the competitiveness of the
store among others, operating in the same marksdrse

All mentioned and described actions may resulhmitcrease in number of
customers, returnability of customers, and undalipptelients’ opinion about the
store and its offer. Those factors are the backygidar considering the store as a
reliable and trustworthy business entity, as welhee the key for its positive image
building.

What is more, careful trust management strateggisl@ga advertising costs
reduction aimed at attracting new customers. Thanmigmg customer is known to
the store that answers accurately his needs amutaimes a long-term relationship
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with him. A motivated customer whose loyalty waguiced by the store in a well-

thought-out management process can become a esBabrce of store’s income,

as well as an informal marketing tool, by sharihgughts about the store, offered
products or customer service with other potentiahts.
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