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ABSTRAKT

Diplomova prace prezentuje projekt testovani pouzitelnosti webovych stranek vybraného
e-shopu. Cilem priace je navrhnout novy vzhled e-shopu, tak aby spliioval trendy
soucasného e-commerce. NavrZzeny design je vytvoien na zdkladé teoretickych a prak-

tickych poznatkd, které jsou vysvétleny v piisluSnych kapitolach.

Vsechny oblasti vyzkumu jsou testovany s ohledem na zvySeni poctu objedndvek,
vracejicich se zdkaznikil a ziskani novych. Vstupni data k zjiSténi analyzy soucasné situace
e-shopu jsou pouZita z ndstroje Google Analytics. ZjiSténé nedostatky jsou odhaleny na
zéklad€ uzivatelského testovani a heuristické analyzy. Cely projekt je podroben analyze

rizik, ¢asu a nakladu.

Hlavnim pfinosem tohoto vyzkumu je pomoc s nalezenim toho, co neni v souladu s
pouzitelnosti webovych stranek a na zdklad¢ vysledkd je moZné navrhnout feSeni, které

bude vytvotfeno presné na miru tomuto e-shopu.

Cela studie je velmi vyznamna diky zaméteni na oblast internetového marketingu e-shopu
v ramci B2C. Tato oblast se zdd byt mén¢ zkoumana ve srovnani s jinymi studiemi zabyva-

jicimi se internetovym marketingem.

Klicova slova: e-commerce, e-shop, pouZitelnost, uzivatel, uZivatelské testovani, heuris-

tickd analyza, web design, internet marketing

ABSTRACT

Master thesis presents the project of web usability testing for a chosen e-shop. Its purpose
is to design new layout which will meet the current e-commerce trends. Proposed design is
created based on the theoretical and analytical knowledge that is described in relevant

chapters.

All areas of the research will be tested considering the increase of the number of orders,
returning customers and attracting new customers. The input data of the current situation
analysis of the e-shop are used from Google Analytics tool. Identified shortcomings are
revealed through user testing and heuristic analysis. The project is submitted to risk, time

and cost analysis.



The main contribution of this research is to help with finding things that are not in accord-
ance with the web usability and based on the outputs it is possible to propose solution that

is tailored for the e-shop.

The study is important especially for its focus on the internet marketing field of B2C of e-
shops. This area seems not to be researched so much in comparison to other studies dealing

with internet marketing.

Keywords: e-commerce, e-shop, usability, user, user testing, heuristic analysis, web de-

sign, internet marketing
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INTRODUCTION

Contemporary e-commerce is saturated by plenty of e-shops that offer the same or similar
products. Online shoppers usually search for information about desired product on the in-
ternet and choose an e-shop that satisfies their needs and wants according to clarity of
websites, range or products, availability, terms and conditions and ways of delivery and
payment. It is therefore necessary to distinguish the shop from the competition and offer

added value to its products.

Before figuring out the added value, it is required to know what should be done better to
increase the amount of orders and to retain customers. Such analysis can be done by one
specialist who will reveal common mistakes and will add his personal ideas. On the other
hand the research can be focused on other e-shop buyers’ usability skills and performed
with the assistance of other potential customers, which will support the analysis from a
different point of view. It is very important to impress with the design and functionality but

most e-shops do not follow new trends and their online shops have an obsolete look.

The company chosen for this thesis is Zdrava vyziva Hronov, which owns both an e-shop
(www.zdravavyzivahronov.com) and a physical store in the city of Hronov. This company
offer healthy food, detoxification medication, aids and much more in context of healthy
living. Owners of this e-shop were willing to cooperate on the research and provided all the
necessary information needed for the analysis. They know that now is the right time to do
changes and to offer something more than their competitors to increase sales, otherwise

they will be pushed out of the market.

The author is glad that she could explore another area of internet marketing in practice
because in the syllabus of the Management and Marketing study program there was only
one class dealing with this particular subject. Also this kind of analysis is offered by many
companies that are involved in internet marketing which ensures great practice for a future

job position.
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OBJECTIVES AND METHODS OF MASTER THESIS PROCESSING

The purposes of this thesis are classified in two fields. Firstly, to find out if the e-shop
www.zdravavyzivahronov.com meets all rules of e-shop usability that are known based on
the current e-commerce trends. Secondly, to reveal drawbacks that restrain the e-shop from

acquiring new customers and which should be redesigned to increase the conversion rate.
Research questions:

1. Does the e-shop meet all rules of usability?

2. What are the drawbacks of the e-shop?

Methodological Approach

The research contains two kinds of qualitative analysis. Both methods are very important
when testing usability and together they complement each other perfectly. First method is
user testing which tests the usability of e-shop with 3 to 5 people who could be its potential
customers. Second method is called heuristic analysis and it uses specific rules - heuristics

that test if the actual state of the e-shop coincides with the rules or not.

The thesis consists of two parts. The first part deals with theoretical knowledge about e-
commerce, testing methods and e-shop usability. The second part is based on the theoreti-
cal background and it includes analysis and the project itself. The analysis is a very crucial

part that provides data from the research and it will be used as the basis for the project part.

Dispositions
This thesis consists of the following chapters:

Chapter 1.E-commerce: This chapter describes important terms of e-business and results of

e-commerce in last few years.

Chapter 2. Design Focused on The User: This chapter introduces how important it is to

create a design that is focused on the user and what the rules in web design are.

Chapter 3. Types of Testing Methods: This chapter reveals types of testing methods. Quali-
tative and quantitative methods are defined there and it is also described what they are used

for.
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Chapter 4. E-shop Usability: This chapter is about usability as the most important part of

this e-shop which is subsequently elaborated on the analytical part of the thesis.

Chapter 5. About the Chosen E-shop: This chapter introduces the e-shop, its strategies,

target customers, facing problems and its aim of the research.

Chapter 6. Testing Schedule: This chapter explains what is necessary to be prepared for

before user testing like timetable, special tools, script and participants for the testing.

Chapter 7. Web Usability Testing Outputs: This chapter describes the results of user testing

and heuristic analysis and it is used as a source for the project.

Chapter 8. The Project of Web Usability: This chapter proposes solution in the form of

new graphical design and changes in functions.

Chapter 9. Risk, time and cost analysis: This last chapter submits the whole project to risk,

time and cost analysis.

Used sources

Number of e-shops, their turnovers, trends in design and usability are changing very fast
and that is the reason why it is not possible to use only books as sources of information for
this thesis. Such sources would be outdated and this study requires new information. For
that reason, the most sources of material used in this study are internet sources which help

to keep up with the latest trends from the e-commerce world.
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I. THEORY
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1 E-COMMERCE

According to Suchédnek (2013), e-commerce is a part of e-business (Figure 1) which has
much broader meaning. E-business covers a lot of business and manufacturing activities
that support and increase the effectivity in business processes. Those activities are for ex-
ample customer relationship management, marketing, packaging, shipment, warehousing,
human resource management and many others. What they have in common is that all of

them are managed by using electronic tools.

Electronic business
(e-business)

Electronic commerce
(e-commerce)

Electronic shops
(e-shops)

Figure 1: Areas of electronic business (Suchdnek, 2013)

Whereas e-commerce is mainly focused on business activities in which the most crucial
communication interface is electronic shop as e-shop which is presented by specific web
application. To become an e-shop there is one requirement that has to be met and it is that
all the communication between business entities takes place through ICT (Information

Communication Technology) to satisfy demand and supply.

1.1 Categories of E-Commerce

As in traditional commerce, in e-commerce there are 4 categories in which businesses and
customers can buy and sell products and services. Those categories are B2B, B2C, C2B

and C2C.

B2B as Business to Business means commerce among businesses. Manufacturers sell its
products to distributors and those sell it to the retailers in the form of goods. In the case of
services it can be for example a company creating web design will create web for another

company who will use it for its own business.
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B2C as Business to Customer focuses on final customers, which means that companies sell
its products for consumption or usage. Some of the biggest and well known Czech e-shops

in B2C are Mall.cz and Alza.cz.

C2B as Consumer to Business is the opposite of B2C. Customers contact an enterprise and
raise suggestions and ideas about innovation of products or services. Companies then

choose the most suitable customer for cooperation.

C2C as Consumer to Consumer consists of consumers who want to sell purchased products
to those consumers who want to buy them. It usually takes place in some marketplaces or
forums, nowadays also on social networks. One example from Czech C2C is Aukro.cz but

it can also be Facebook or Instagram. (Arline, 2015)

1.2 Contemporary E-Commerce

According to Heureka Roadshow (2016), the number of e-shops (Figure 2) is increasing
every year. Results from last two years are not so striking but the turnover (Figure 3) in-
creases very fast, in four years it increased almost twice. From both graphs it is visible that

it is the right time for having e-shops and doing business online.

Figure 4 shows the share of visits in 2015 where the leader is still electronics and white
goods. On the other hand clothing and fashion, cosmetics and food have grown faster than
other areas of online business therefore it can be expected that those areas will be more

favourite among online shoppers.

Figure 2: Trend in number of e-shops (Heureka Roadshow, 2016)
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Figure 3: Turnover of e-shops in billions of CZK (Heureka Roadshow, 2016)

Share of visits in 2015 2014/2015 visits growth
37 % Electronics 14%
23 % White Goods 14%
1% House and Garden 27%
6 % Clothing and Fasion 30%
5% Hobby 28%
4% Sport 21%
4% Baby items 21%
3% Cosmetics 33%
3 % Auto-moto 20%
2% Movies 20%
2% Food 32%

Figure 4: Share and growth of visits (Heureka Roadshow, 2016)

Nowadays, people shop online because it is more convenient for them, they can get infor-
mation faster, everything is in one place and prices are usually lower because the provider
of e-shop does not have to pay extra fee for the physical store — rent, energy, salesclerk.
Customers can easily sort products by the cheapest or by best sellers, purchase in a few

clicks and pay online as well.

There are also businesses that provide both e-shop and a physical shop which helps them to
serve customer in a better way. It means that a customer can order and pay a product online
but he can pick it up in the shop. There is no delivery time and cost and the customer does
not have to wait home for the delivery, he just come into the shop and picks it by himself
in his free time. Also when there occurs a complaint, it is much easier to hand over the

product than sending it by post which is much more expensive.
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2 DESIGN FOCUSED ON USERS

When talking about e-commerce, it is very important to think about the design which will
influence customers. There will be no person like in a shop that will help with the shopping
and change a visitor to a customer but the design has to speak and convince customer to do
the conversion. Conversion means getting visitors to do what companies want them to do,
it can be purchasing a product, signing up for a newsletter, filling out a contact form or
downloading some file (Adaptic, 2016). It depends on the company type and the purpose
of its websites. Some companies do not want visitors to purchase on the first time of their

visit but they can get their e-mails and do e-mail marketing after that.

2.1 Web Design

According to Powell (2004), the definition of web design consists of 5 important fields that

are necessary to be considered when creating web sites. Those areas are:

1. Technology — language that will be used to create web site (HTML, CSS) and other
interactive elements like JavaScript.

2. Visuals — it means what the layout of the page will look like and which graphic el-
ements will be used for decoration and navigation.

3. Content — all information covered on the web, the meaning, arrangement and pur-
pose. This field includes as form as organization of the content. It is important how
is the content written and presented to attract visitors.

4. Delivery — how fast will the web be delivered to the visitor and how safe.

5. Purpose — what is the purpose of the web, for what reasons it was created. It is usu-
ally connected to the economic reason — to present a company and to sell products

and services.

Figure 5 shows all necessary aspects of web design when creating web pages. Those 3 are-
as are very important and none of them should be prioritized because it would not lead to

targeted goals.

As Powell (2004) states, even if designers create functional and good-looking web sites
their users do not have to share the same feelings. Sometimes designers or project manag-
ers spend too much time considering their own desires than those of web site’s users.

Therefore designers have to think about customers’ needs and wants in the best form which
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is understandable, with easy to use functions and in economic purpose which is to gain

money.

Even if there are experts able to construct a beautiful and functional Web site, their users
may look at their beautiful construction with puzzlement. It is very important to see a web
site from the other side, from the prospective of a visitor to understand what is needed and
what is above that. Therefore all 3 areas (form, function and purpose) have to be taken into

account and meet the purpose from the designers’ point of view and users’ as well.

PURPOSE
(Economlcs)

S

A@A

USERS / l l ] [ l ] \ DESIGNERS
| [ 1T N
| CONTENT | [\
g / I I N I .
[ [ T T T\
FORM FUNCTION
(Visuals) (Technology)

Figure 5: Aspects of web design (Powell, 2004)

2.2 Personas

To serve customers in the best possible way, it is required to create personas. As Barnum
(c2011) mentions, personas are fictional representatives of people who are created from
real data about companies’ users. Those personas should have essential characteristics —
name, gender, age, occupation, income, goals, environment and technical expertise to easi-
ly create the design based on user characteristics and needs. Figure 6 is an example from

Holiday Inn China and it shows what personas can look like.

In practice it means that company knows profiles of its customers and can adapt its prod-
ucts and services to those backgrounds. Based on those personas enterprises put their mon-
ey effectively in areas where it is needed. Also they can create perfect marketing cam-
paigns because they know what the problems that their customers face are and can help

them purchase its products or services which were designed just for them.
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The number of personas depends of companies’ time and sources but in general it is be-

tween 2 and 12 (Barnum, c2011).

Min HE

Female “I am still not very comfortable using the
45 years old
internet. I want a simple and secure procedure.
Min is married
and has an 11- It will be great if the site provides some
year old son.

attraction and shopping center information.”

Min has been in the United States with her husband for

Occupation: Part-time accountant in her husband’s 13 years. She has not been back to China since her son
computer shop was born. She still has relatives in China. This summer,
Family income: $90,000/year her family is going back to China for the Olympic Games.
Technical profile: Somewhat uncomfortable with She will be traveling, as well as visiting her relatives.
technology; sharing a computer with other family

members Min’s husband owns a computer shop, which is the
Internet use: Email and information source of the family income. Min works in the shop 4
Hobbies: hours a day and spends most of the time with her son.

* Traveling

* Hanging out with her son She booked a hotel room online before, but it was not a
* Cleaning the house and cooking for her family happy experience. She wants to learn but is afraid she

cannot accomplish it.

Figure 6: Preview of a persona (Barnum, c2011)

2.3 Web Conventions and Accessibility

In last years, several web conventions appeared to be well known on the internet to users
and should be followed. Those conventions should all designers take into consideration
when creating design not to confuse visitors. Figure 7 shows how those conventions look

in practice for the British web site Amazon.co.uk. Those conventions are:

- The logo should be situated on the top of the page on the left side and should link
back to the homepage.

- All links should be underlined and should have different colour than the rest of the
text to be recognizable. Also visited links should change colour to be distinguisha-
ble from not visited links.

- The web navigation should be always on the same place on all web pages so the

visitor will not lose orientation.
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- Every web page should contain search box so the visitor can search through the
web — through products, services, articles or whatever he is looking for.

- To lead the visitor through subpages, the breadcrumbs are necessary to be imple-
mented, so visitors always know where they are and can easily go back.

- If there is some element that looks like a button, it should also act like it not to mis-
lead the visitor.

- All fields where the visitor has to click should be easily clickable; it means both the
object and text.

- Website should be accessible with using both www and without www in the URL.

(Netaccountant.net, 2010)

Logo in the top left, Search labelled "Search" Blue and underlined links
linking back to the homepage and hutton "Go"

Buttons

Help

amazoncouk Hello. Sign in to ge! I"'ﬁ gw Customer
~—

ACvanced Browse New & Future
Snr’ Genres Reieases

SO Bargan Specel Sel Your

stsellers Paperdack
S - *| Books Books Offers 800ty

elea#s Most Gifted Most Wished For

lsl'slsvllvrs in Web Design
[»‘-f-f Category > Books > Computing & Internet > Web Development > Web Design (Updated Muny)l

« Any Category
« Books

« Computing & Intemet

« Web Development

Breadcrumhs

Consistent navigation
with active link differentiated

Applcations
Databases & the
Wed RRP: £24-99
Virtual Realty Price: £14.20
Neb Graphics & You Save: £10.79 (43%) o ) .
Animation 45 yeed & neydrom—Visited link is not blue
Target area without <label= Target area with <label>
Do ypu have an Amazon.co.uk password?| Do you have ah Amazon.co.uk password?
No, I am a new customer. |O No, 1 am a new customer.|
Yes, 1 have a password: | [® Yes, 1 have a password]|

Figure 7: Web conventions according to Amazon.com (Netaccountant.net, 2010)

According to Ruibar (2005) accessibility is an attribute of the web that ensures that the
web will be accessible to variously handicapped people. It means to those who are physi-

cally or technically disabled. Physically disabled is someone who is blind or deaf. Techni-
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cally disabled is someone who uses PDA, other browsers or screen resolution that was not

taken into consideration when designing the web.

The main international organization that creates standards for World Wide Web and also
provides guidelines for web content accessibility is W3C. These guidelines consist of a
huge amount of recommendations that explain how to create more accessible web and

therefore only few of them were chosen to demonstrate it.

- Content is accessible and legible — all non-text elements have to provide alternative
text and the design should not impede the legibility.

- Information is clear and understandable — web sites communicate information
through easy language and homepage describes the sense and purpose of the web.

- Links are clear and provide guidance for users — each link is distinguished from the
other text (not only by a colour) and the landing page' should be clear.

- Code is technically competent and structured — specific language is used.

- Work with the web is managed by the user — the content is changed by an element

activating. (Spinar, 2016)

2.4 Usability vs UX

Before describing what the usability is and why it is so important, there has to be explained
what is the difference between usability and UX. Sometimes those two expressions are

misused but they are not the same.

UX as User Experience is much broader than just usability. UX is about feelings and emo-
tions between the customer/user and the product/service. User experience is focused on the
end user satisfaction, results and quality of the relationship, whereas usability is about
practicality. It helps people to use products, services or web pages easily, so they do not

have to think about anything, they just do it because it seems natural to them. (Kuniavsky,

c2010)

' “A landing page can be any page that someone lands on after clicking on an online marketing call-to-
action.” (Thelandingpagecourse.com, 2013)
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2.5 Usability and Users

One of known usability definitions is from ISO and it says that usability is: “The extent to
which a product can be used by specified users to achieve specified goals with effective-

ness, efficiency, and satisfaction in a specified context of use.” (Barnum, c2011)

The most important rule of usability is “Don’t make me think!” which is also a title of Ste-
ve Krug’s book. This sentence seems easy and clear but in reality it is much difficult. It
means that each product/service/webpage should be intuitive, understandable and self-
explanatory. Figure 8 shows how designers create links and how much visitors have to

make an effort to figure out the issue.

< OBVIOUS REQUIRES THOUGHT >
Hmm.
[Milliseconds of thought] Hmm. Could be Jobs.
Jobs! Jobs! But it sounds like more than that.
Click Click Should I click or keep looking?

’ : Jobs . N Employment Opportunities » 3 Job-0-Rama
_Cal) i) =l

N - N

< OBVIOUSLY CLICKABLE REQUIRES THOUGHT >

Hmm.
[Milliseconds of thought]
| guess that’s the link. Hmm.
Click Click Does that do anything?
S} Report @Tl Report 6 ;T Report

Figure 8: Things that make us think (Krug, c2014)

Steve Krug (c2014) mentions in his book 3 facts about users. Those facts are:

1. People do not read pages, they scan them. (Figure 9)
There are several reasons why people do it - they do not have much time and they
know that it is not necessary to read all. They are looking for some words or
phrases that catch their attention. Simply, people look for certain information and
scanning or skimming will help to find the relevant bits. Sometimes pages are more

complicated that visitors can absorb and understand.
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2. People do not make optimal choices, they satisfice.
Because people are usually in hurry they choose the first reasonable option and if
this option was wrong they can go back and try something else which is faster than
considering more options and choosing the best one. It requires thinking that it is
not what people want to do.

3. People do not figure out how things work, they muddle through.
For most people it is not important how things work, they do not go through in-

structions; they just want to use them. Read of instructions is the last possible way.

WHAT WE DESIGN FOR... THE REALITY...

Read Look around
DI0 feverishly for
Read anything that
Read a) is interesting,
) or vaguely
Read resembles what
you’re looking
[Pause for for, and
reflection] b) is clickable.
Finally. click = o e s As soon as you find
on carefully ~~ ) == ’ R a halfway-decent
chosen link - | maorommuntins~ g match, click.
e b If it doesn’t pan
out, click the Back
button and try
again.

Figure 9: What we design for vs the reality (Steve Krug, c2014)

Each website should be therefore user friendly which is not simple because of internet be-
ginners. For such purpose BFU look should be used. Rubiar (2005) in his book states that
BFU is a bit offensive abbreviation that describe ordinary or totally inexperienced user.
This abbreviation has a lot of expressions and some of them is Brain Free User. It means
that this person is incompetent and at the same time capable of anything. That is why BFU
look should be used when creating web design to avoid complex tasks that cannot be han-

dled by such user.

According to Krug (c2014), another important thing is that people do not like visual noise
that disturbs them. It means that some pages consist of a lot of elements, invitations to buy,

animations, slideshows and many more. Visitors cannot easily orient and their attention to
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important areas decreases. Therefore it is important to avoid “shouting” elements, disor-

ganization and clutter to sustain a customer.

As it was already written, people do not read pages but scan them. For this purpose it is
very demanding to format texts on pages. It is required to write catching heading which
attract customers’ attention, short paragraphs and use bullet points for greater clarity. Be-
cause people are looking for some specific keywords or phrases, there is nothing easier
than to highlight them to catch attention. Figure 10 shows the difference between unfor-

matted page (left) and formatted page (right). It is obvious that formatted text is better for

orientation and people are more willing to read it than the unformatted text.

On the Web, links are a key factor in this navigation process. Users can exclude links
that proved fruitiess in their earlier visits. Conversely, they might revisit links they
found helpful in the past. Most important, knowing which pages they've already visited
frees users from unintentionaly revisiting the same pages over and over again.

Generally, Web browsers are severely deficient in supporting user navigation
However, they do provide one feature that helps users orient themselves: browsers let
designers display links in different colors, depending on whether the links lead to new
pages or pages that users have seen before. Changing the color of visited links has
been part of Web browsing since Mosaic arrived in 1993, sc it's completely standard;
almost all users understand it

Currently, 74% of websites use different colors for visited and unvisited links, making
this design approach a strong convention that people have come to expect. Hypertext
theory, the Web's history, and current design conventions all indicate the need to
change the color of visited links. Further, empirical observatons from user testing
have identified several severe usability problems on sites that violate this convention.
When skes use the same color for visited and unvisited links, users unintentionally
revisit the same pages repeatedly, get lost more easily because their understanding of
each link's meaning is reduced, often misinterpret or overlook the difference between
two simiar links if they?re unsure about which one they've already visited, and give up
faster because they have a reduced sense of mastery when the site fails to reflect
their actions and thus help them navigate.

Such usability problems are particularly damaging to users with weak short-term
memory, who often have trouble remembering what they've clicked without a visual
representation. Of course, “weak short-term memory” is an inherent shortcoming of alf
humans, which is why all users are harmed by unchanging link colors. But this
definitely impacts some people more than others, so it's particularly important to
change link colors if you have many older users. Given the extensive theoretical and
empirical support for using different link colors, it's astounding that a quarter of all
websites continues to infict extra usability problems on people by choosing a uniform
link color.

Most important, knowing which pages they've already visited frees users from unintenticnally
revisitng the same pages over and over again

The Price of Uniform Link Color

Generally, Web browsers are severely daficient in supporting user navigation. However, they
do provide one feature that helps users orient themselves: browsers let designers display
links in different colors, depending cn whether the links lead to new pages or pages that
users have seen before.

Currently, 74% of websites use different colors for visited and unvisited links, making this
design approach a strong convention that people have come to expect

Hypertext theory, the Web's history, and current design conventions all indicate the need
to change the color of visited links. Further, empirical observations from user testing have
identified several severe usability problems on sites that violate this convention. When sites
use the same color for visited and unvisked links, users:

« unintentonally revisit the same pages repeatedly;

« often misinterpret or overiook the difference between two similar links if theyre unsure
about which one they've already visited; and

« glve up faster because they have a reduced sense of mastery when the site falls to
reflect their actions and thus help them navigate

Given the extensive theoretical and empirical support for using different link colors, it's
astounding that a quarter of all websites continues to inflict extra usability problems on peopie
by choosing a uniform link color.

Why the Problem Persists

Even people who believe in usability sometimes question the need for changing link colors. |
think this is bocause thoy don't pick up on the probloms caused by unchanging links whon
they conduct their own user testing. Unfortunately, the symptoms of these problems are
among the most difficutt to detect when you observe users.

Figure 10: Unformatted page vs formatted page (Krug, c2014)

What cannot be missed in any e-commerce is navigation (Figure 11) which helps custom-
ers to go through pages smoothly without any hesitations on what to click, if it will work or
what will happen after that. It is like signs on streets or in markets which help to find the
right aisle because if people cannot find what they are looking for they will leave. Usually
only text is used to direct customers but when an icon/picture is added, it is much better for

imagination and it enables faster decision making.
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Figure 11: E-commerce navigation (Chawla, vwo.com)
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3 TYPES OF TESTING METHODS

Each area of marketing activities can be tested and when talking about usability it is re-
quired to test and verify customer’s satisfaction, therefore this chapter is focused on types
of testing methods. Those methods can be divided into quantitative and qualitative meth-

ods and some of them were used in the analytical part of this thesis.

3.1 Quantitative Methods

Results of quantitative methods are expressed as numbers. There have to be more respond-
ents to reach more representative data than in qualitative methods. Results are not depend-

ent on expressions and feelings and therefore it leads to easier interpretation.

3.1.1 Data Mining

First method that is used is data mining. This method requires an effective data collection
and warehousing through which companies try to find some pattern to increase revenues
and learn more about its customers. It is based on special software which takes data from a
database, searches patterns and creates predictions. (Oracle.com, 2016) Figure 12 shows
the data mining process that starts in the database, continues in mining and finishes with

the new knowledge about researched behaviour.

Data Trans- Data Interpretation
Selection formation @ Mining Evaluation [~ — ,]

Target Data Patterns Business
- Data Warehouse Knowledge

Databases < >

Figure 12: Data mining process (O Brien, 2009)

3.1.2 A/B Testing

Another method which tests only one function is A/B testing. This procedure contains
comparison of 2 variants, evaluates the effectivity and chooses the one that performs bet-
ter. In practice it means that 50 % of visitors see the original web page and the other 50 %
see the modified web page in the same period of time to have proper data for analysing the

results. (Optimizely.com, 2016)
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This method is usually used for e-commerce websites that persuade visitor to buy or for
websites where visitors should register. However, the main goal is to figure out which ver-
sion is better in terms of more conversions (revenues, registrations, reservation, subscrip-
tions to the newsletter and so on) that increase the conversion rate and this version should

be implemented. (VWO.com, 2016)

Figure 13 shows how it works — only a colour of conversion button was changed and then
tested. It is evident that the orange button gets more conversions and therefore it is as-

sessed as better for implementing.

) | > 23%

50 % visitors conversion

see variation A

Variation A
50 % visitors conversion
see variation B

Variation B

Figure 13: A/B testing (VWO.com, 2016)

There are several areas that can be tested, for example text or colour of call to action but-
ton, placement or different types of images, colour or size of headings and subheadings,
content of the page and everything that would be a source of low conversion rate. (Oracle,
2016) But important is to decide only for one area because if more of them are chosen the

results will be biased and it will never be known which tested areas had an effect.

A great tool that can be used to analyse the results of A/B testing is Google Analytics.
Google Analytics is an analytical tool of Google company that obtains the statistical data
about the users of a web site. This analysis catches all sources of sessions and it makes the
whole testing much easier. From Google Analytics (Figure 14) it is visible at first sight
which variant is better in terms of bounce rate, visited pages, average visit duration and the

most important conversion rate. (Laja, 2014)
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Acquisition Behavior Conversions
Custom Variable (Value 02) Pages ] Goal
Visits % New New Visits Bounce ge: Avg. Visit 3
Visit Conversion
Visits Rate Duration

Rate

20,403 67.08% 13,687 2.90% 1.50 00:03:52 1.13%

1. Variation_1 10,265 67.12% 6.890 3.03% 1.51 00:03:43 1.15%

2. Original 10,138 67.04% 6,797 2.77% 1.48 00:04:00 1.11%

Figure 14: A/B testing in Google Analytics (Laja, 2014)

3.1.3 Online Questionnaire

According to the Business Dictionary, a questionnaire is an easy tool that contains listed
questions for which the obtained data are analysed. Respondents are asked those questions
and researchers then create results that help companies to reach specific information.
Online means that these questionnaires are not printed or the research is not on the tele-

phone, but everything is done on the internet.

As an article on the Survio’s blog (2013) states, online questionnaires have pros and cons.
For companies it is a simple tool for reaching customers and obtaining their opinions. It is
not difficult to create such online questionnaire and deliver it to customers and also the
analysis of results is simply concluded because of available tools that are provided nowa-

days.

But the disadvantages are very crucial because they can affect the whole research. One of
the disadvantages is that it is anonymous, so the company does not know who the respond-
er is, except the information about gender, age and occupation which can be part of the
questionnaire. Also there can be very low response rate when a wrong channel of distrib-
uting questionnaires is used. A problem with understanding questions can appear too. For
example if a respondent does not understand the question, he can be de-motivated to finish

the questionnaire or he can answer differently than he should.

When deciding to use online questionnaire as a method for a research, all problematic are-

as have to be taken into account to gain proper results.
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3.2 Qualitative Methods

Qualitative methods are about individuals or groups and their opinions. These methods do

not use statistical techniques but psychological and sociological techniques.

3.2.1 Benchmarking

Benchmarking is a systematic comparison of processes and performance of the organisa-

tion that lead to improvement. Shortly, it is learning from the most successful ones.
There are few types of benchmarking that compare different areas such as:

- internal processes within the organisation,

- comparison with competition (way of delivery, pricing policy, ingredi-
ents/components),

- functions within similar industry,

- and many more. (Van¢k, 2015)

It can take long time to watch competitors and learn from them but it is a great source of
what actually works in reality. It does not mean that if one tool has good results it will be
the same for everybody. Benchmarking can be therefore used at the beginning of a project
to research competitors, how they run their businesses, take the best from that and do it

differently to distinguish.

Figure 15 describes the whole process of benchmarking based on PDCA cycle (plan, do

check, act) which simply describes continuous improvement of actions within a company.

Define what
to Benchmark

v
Form a

Benchmarking
Team

Collect and Analyse
Benchmarking
Information

Identify
Benchmarking
Partners

PDCA ‘Continuous Circle’ Framework:
Adapted from Camp (1989), Spendolini (1992)

Figure 15: Benchmarking process models (Vanek, 2015)
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3.2.2 Eye-tracking

This method is very interesting but on the other hand very expensive because of tools
needed. Eye tracking is an instrument that measure how long is a person looking in one
area. It is a great tool in connection to usability testing because it supports the whole test-
ing and brings remarkable results. For eye tracking a special computer with implemented
software is required, participants are invited into special labs and researchers do not test
only where those people look and click (Figure 17) but also why, thanks to prepared re-
search questions. Also there are other two results that are very important to the research

and those are opacity map (Figure 16 - left) that shows areas that caught participants’ at-

tention and gaze plots (Figure 16 - right) that shows that path of participants’ eye move-
ment. (Usability.de, 2016)

_-<-< hannover
-~ F awport

Figure 16: Opacity map (left) and gaze plots (right) (Usability.de, 2016)

Much cheaper way of tracking is mouse tracking which monitor the mouse movements and
creates colourful maps (Figure 17) that indicate the amount of interactions. Red colour
indicates the most interactions and blue colour the least. In many cases (84 — 88 %) the
cursor of the mouse is moving with eyes, so this method is cheaper and more aesthetic than

eye tracking. (Krausz, 2010)

However, mouse tracking belongs to the quantitative field because it only observes and
analyses the user behaviour without disturbing the natural environment of the person. On
the other hand it can reveal why people do not finish the order process and what is difficult

for them to understand and use.



TBU in Zlin, Faculty of Management and Economics 31

Figure 17: Preview of a heat map (Provim.net, 2015)

3.2.3 Card Sorting

Each e-shop sorts its products into groups of similar products and puts them into menu

items to help customers quickly and easily find what they are looking for.

As Wilson (2010) mentions, card sorting it a great method that classify products into
meaningful groups. It can be done by group of people or it can be re-sorted by a researcher.

Both variants are possible and effective.

The process is as follows - all products have to be written on small cards and handed out to
every participant of the testing. Each tester is asked to create groups of similar products

from those cards. Collected results are then evaluated and the best solution is implemented.

This method helps to reveal how people associate terms in their minds and make the e-

shop menu more usable and well-arranged for everyone who would like to make an order.

3.2.4 Heuristic Analysis

Usability of web sites can be tested by heuristic analysis or by user testing. As written in a
journal by S. Y. Chen (2005), heuristic analysis is much faster and cheaper method in

comparison to user testing because only one expert that evaluates the web is required.

This method tests the user interface according to heuristics — specific rules. Those heuris-
tics could be found on the internet but usually marketing agencies create their own based

on their experience and the type of testing web site.

It is said that heuristic analysis will reveal more mistakes and problems than user testing

but on the other hand there is no interaction with the user. It means that there are some
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rules that are tested by an expert whether they are implemented or not but no person who

actually uses the web is present to provide his feedback.

That is the reason why both methods are very important for testing websites because both

reveal all important elements and areas that are the most problematic.

3.2.5 User Testing

User testing as the title suggests tests web sites with a help of users. To conduct such re-

search there are several elements that have to be followed. Those areas are listed below:

- user profile,
- task-based script,
- process of testing,

- changes based on findings from the research.

Profiles of users should be created from the data about companies’ customers and also per-
sonas can help to choose the right people for testing. Figure 18 shows that there is no need
to test with more than five people because then it is not so effective. Five users ensure
85 % of results, other users will repeat the same and only a few small problems will be

found. (Nielsen, 2000)

100% -
75% -
50%

25% A

Usability Problems Found

1l J J |
T T T 1

0 3 6 9 12 15
Number of Test Users

0%

Figure 18: User testing curve (Nielsen, 2000)

A script will help during the whole testing to keep direction of the research and to get reli-
able results. Therefore specific tasks, that participants of the testing are required to perform

in a way they are capable of, have to be set.
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The whole testing should be organized by a moderator who gives tasks to the participants
and ensure smooth procedure. The test should be a think-aloud process which means that
participants are required to express their opinions and feelings aloud. Sometimes it is not
known why people click here or there but when they will tell the reason, it is much more
understandable and thanks to that companies can do meaningful changes. Concerning user
testing it is most important to speak aloud and express everything that comes to partici-
pants’ minds. It will support the research and it will be possible to look into users’ thoughts
for a while and reveal banal and serious mistakes. Moderator cannot interfere with the pro-
cess, he can only give tasks and remind participants to speak aloud because sometimes

they can forget to do so.

The last part that has to be done properly is the change itself. Based on what has been
learnt from the user testing, problems that have been found should be changed and the test
repeated. The second test will find out whether the changes were done correctly and will

uncover other mistakes that were not visible for the first time. (Barnum, c2011)



TBU in Zlin, Faculty of Management and Economics 34

4 E-SHOP USABILITY

As it has already been mentioned in chapter 1, e-shop is a part of e-commerce which ena-
bles doing business on the internet. People can choose a product, add it to virtual cart, pay
online and a delivery company will bring their order to them. Usability in chapter 2 was
described as a very important area that companies should focus on. It can be implemented
into anything and therefore this chapter pays attention to e-shop usability and most fre-

quent mistakes of e-shops that can be found on the internet.

4.1 Successful E-shop Usability

Crucial goal of each e-shop is to convert visitors into customers and usability plays big role

in this process.

According to Spyers Studios (2011) which is an online web design magazine, there are
several recommendations that help to sustain potential customers. That does not mean that
if an e-shop follows those suggestions that all visitors will make a purchase the first time
visiting the site. It will help them with orientation, it will navigate them and the persuasion

to do conversion will be much easier.
Recommendations for successful usable e-shop are:

1. Use of breadcrumbs (Figure 19) which helps with orientation within the website.
Visitors know where they are exactly and can go easily back. There usually is a

specific symbol ‘greater than’ that is used to define which category is superior.

° (]
Advanced Se
EpOIﬂt Q Search| Siemap
1st level
Books Kits Video: gnd level eSts Marketplace  Forums  Referen

Home » Server-side Coding » Server Side Essentials » Introducing Joomla

Figure 19: Preview of navigation (Anthony, 2013)
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2. Big issue in e-commerce is trust which can stop potential customer from ordering

and because there is a huge amount of e-shops, people carefully pick to whom they
give their money. For this reason it is important to have visible contact infor-
mation (Figure 20), so the customer feels that he can ask for help anytime. One of
great tools of communication is live chat which represents the seller in the store and

questions are answered immediately.

A very important element that cannot be missing in any e-shop is search box
(Figure 20). Because if somebody does not like looking for products through menu
or if he cannot find the product in the menu, he can use search box as a faster
searching tool. It means that this box has to be visible so everybody can find it - it

is usually located on one side above the main menu on the top of the page.

find a store store ads store servioss I track order help 1-800-322-1188 I

enne registry coupons & offers B 2] join us | R | Enter search term or web ID g
: handbags + jewelry + -
home store men jcpteen kids baby shoes accessories watches patio clearance
americanaLivine SEPHORA wzclaiborne  cAwr SPRING shopping bag 0 items $0.00

FREE SHIPPING 22.95iszof900crmore . foo shin 3 foutme tostore

get details & exclusions »

Figure 20: Visible contact and search box (Fekete, 2011)

4. To increase sales and attract customers to buy more, related and recommended

products should be provided. Those products are usually situated in product details
or in the shopping cart and try to entice customers to buy them. Because if someone
is purchasing a couch, he or she will probably need an ottoman or a chair (Figure
21). Or this attached product does not have to be related but it can be recommended

by the e-shop so the customer can be convinced to buy it as well.
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& RELATED PRODUCTS

Couch Check items to add to the cart
or select all
Email to 3 Friend e
K Ottoman
2Review(s) | Add Your Reviey - z g
Regular Price
Availabilty: In stock $200.90
Special Price:
$599.99 $199.99
Qty: 1 FYIECI*- @l OR Addto Wishlist Add to Wishlist
Add to Compare =
dinds 3 - o L Chak
Quick Overview
For a sleek, simple and stylish piece, look no further than » Special Price:
the Magento sofa - or sofabed! $99.99

Add to Wishlist

Double click on above image to view full picture
= +

|1] COMPARE PRODUCTS

- You have no tems to compare.

Figure 21: Related products in product detail (Astrio, 2012)

5. To attract customers, it is recommended to use call to action buttons (Figure 22).
Those buttons are usually coloured and clearly visible and says what will happen if
a visitor clicks on it. Call to action buttons are very important because they will at-
tract attention and can influence decision so the customers do not have to think
what to do, he or she just clicks on it because it provides clear statement. Those
button should direct a visitor through the whole web site and lead him to a conver-

sion page.

WWIX  Free Website Templates

Get Your Free Website \‘;‘;\‘\\\\
W)
"Getstarted > & N

Who else uses templates:

TechCrunch Forbes The Street - NETWORKWORLD

€7 No Programming Needed €7 Froo Hosting
€ 100 of Free Templates &7 Google Friendly

Figure 22: Call to action button (Wolf, 2013)

6. When a customer adds an item to the cart, the cart should be visible. Sometimes it
can happen that customers cannot find where the cart is and therefore they will not
finish the order and leave without purchasing. For that reason the cart should be lo-
cated in the right corner and should be highlighted so everyone can notice it (Figure

23).
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Figure 23: Shopping cart (Fekete, 2011)

7. When the customer finds the shopping cart, the order process should be as simple
as possible to ensure the order completion. Usually the process should not have
many steps because it would be too long and customers could leave the cart when
something does not work or they do not understand it. Therefore it is recommended
to have one step shopping cart, which is simple and shows all fees (shipping, pay-

ment) at once.

8. Last area that is recommended by SpyerStudios is pre-confirmation page. This
page is very important because customers can review their orders before purchasing

and can avoid mistakes.

Roman Viliavin from Small Business proposed further recommendations which should not
be missing on any company’s usability list. These features affecting the site look should be

taken into account when creating e-shop design:

1. Products that are not in stock should not be visible to visitors because if a potential
customer finally finds what he was looking for and finds out that it is not possible

to order it, he will be angry and leave.
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2. Owner of e-shops usually use bad quality images of their products or use manufac-
turer’s images and because people buy with their eyes, pictures are worth a thou-
sand words. To differentiate it is required to use own pictures in high quality and if

possible also videos which allow to highlight the benefits of those products.

3. Customers should not be reminded every time that a product has been added into
the cart in a disturbing form. This can be annoying and it slows the order process,
therefore if there is a pop-up box, it should be possible to disable its function. Bet-
ter solution can be information about the adding into the cart in form of some bob-
ble or a stripe in the bottom of the page but without any changes on the page like

pop-up box or redirection to the cart page.

4. To catch visitor’s e-mail and use it later for sending news, invitations to buy or dis-
count coupons, newsletter subscription (Figure 24) is recommended. This is one
way how companies can gain e-mail addresses. Another way is to offer a discount,
e-book, hints, tips and tricks or anything that will ensure that the person will pro-

vide the e-mail that will be then used in the e-mail marketing.

EMAIL NEWSLETTERS

NEVER MISS A POST!

Figure 24: Newsletter subscription (Wpsites.net)

5. People like reading other user’s experience — testimonials of a product or a service.
It helps companies to improve their products/services and contributes as sales pro-
motion for future buyers. It is a very important menu item which should not be hid-
den and it should be part of each webpage to support the business. Figure 25 shows
what such testimonials can look like. It is good to use pictures of people because

then the reference seems more real.
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Sarah Jenks — "B-School gave me step-by- Tangela Ekhoff — "My husband is proud of Amy Tan — "My biggest win from B-
step guidance on how to grow my business me, my kids are proud of me, but most of School was understanding how to create a
and make more money. My first major all, I'm proud of myself for never giving up, business that is custom-tailored for me and
launch brought in $50,000 in one week.” no matter how bad it got. B-School truly that allows me to work in my genius zone

Read More changed my life.” Read More and reach the people who need my help
the most.” Read More

Figure 25: Testimonials (Mcdonalds, 2014)

6. Add to cart button (Figure 26) is also a call to action button and that means that it
should not be less visible than any other button as for example the social button

“like”. Moreover this button is the most important and crucial for the whole busi-

ness so the clear visibility is desirable.

ADJUSTABLE GARMENT RACK

ADJUSTABLE GARMENT RACK
wass20.05 now $19.99
[ [ e [ [ [ oA <

Adjustable Garment Rack provides easy access to shirts, pants, jackets or other
apparel. Handy for laundry rooms; as an auxiliary rack when closets overflow.
Notches lock poles into place atthe desired height Adjusts from 371/4 to 653/4'H
Lower rack is ideal for shoes. Tubular steel, 17 1/4 x 32 3/4 x 65 3/4",

3 friend '\,/] 0 ﬂ

Quantity 1 ADD TO CART

In stock and ready to ship? YES

Q VIEW LARGER IMAGE

Figure 26: Add to cart button (Chopra, Vwo.com)

7. The most important principle when creating e-shop is to stand out from the
crowd. People should not copy other web sites; they should distinguish from them

to attract more customers. There are 37 400 e-shops and all of them want to in-
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crease sales. To be better than competitors it is necessary to be original and unique,

otherwise it is just another e-shop in many.

4.2 The Most Frequent Mistakes of E-shops

Recommendations are well known but there still are e-shops that make mistakes and their

potential customers leave without making any order. There are several reasons why it is so.

Visitors can be discouraged from purchasing at first sight because the e-shop is confusing
and it is difficult for customers to create an order. Sometimes owners of e-shops have nev-
er gone through the whole order process and do not know that there is a problem. If there is
just one ambiguity, the customer could leave to the competition. Reasons of this are that
what is expected by the customers is missing or it is located on a different place than it is

common.

If e-shops want to gain money, they should avoid the most frequent mistakes. Peter Ilieve
(2014) from Metrilo company that specializes in e-commerce marketing published com-

mon mistakes that decrease sales of e-shops.

1. Companies lack quality product description and use manufacturer’s text. This has
resulted in no differentiation from the competition and also search engines will not
rank those pages in good positions. For this reason, copywriting2 is very important

because it will bring more visitors to the e-shop.

2. Lack of delivery information is another mistake of e-shops. There should be note
that clarification of availability and shipment to other countries (for example to
Slovakia) and what the price and delivery time is. All of this information will satis-

fy potential visitor’s questions and help with their decision-making.

3. It is known fact that buyers on the internet will usually get better prices than in
physical stores. Some e-shops do not respect this unwritten rule and offer products
with higher prices. This can also be a way of increasing sales but there has to be an

added value which is worth compensating the higher price. It has to be well ex-

* ,,Copywriting is in the first instance the creative process of conceptualising advertisements and marketing
devices such as events and other platforms promoting brands or services. “ (Copywriters.co.za, 2008)
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plained and obvious, otherwise customers will leave to competitors who sell cheap-
er products.

One example of this pricing policy can be seen in the e-shop of Vojtéch Kulhdnek
that sells bicycles and its accessories. The e-shop offers a cross bike Leader Fox
Paradox for 21 500 CZK but in the physical store the price is only 19 900 CZK.
Moreover this company provides after purchase service free of charge which is not

beneficial for customers who live hundreds kilometres far from this shop.

4. More and more customers use mobile phones or tablets for searching information,
booking but also online shopping. This cannot be ignored and each website should
be mobile/tablet friendly and responsive not to lose customers. Responsive web de-
sign is therefore a set of techniques and technologies which purpose is to open up
as many applications as possible to users on a variety of devices. (Sharkie and
Fisher, 2015) According to FrantiSek Doupal from NetDirect (2015), it is known

that only a one fifth of e-shops have responsive web.

5. Sometimes it can happen that the e-shop is perfectly prepared for customers, con-
tains high quality pictures, copy write texts, easy order process, everything is well
organized but people do not make purchases. Very crucial in this situation is to find
the biggest source of traffic and focus on increasing the sessions or to prepare spe-

cific marketing campaign that will increase the traffic and conversion rate as well.

6. Last mistake which is often seen and tells a lot about companies is their logo. The
logo is one of the first impressions that visitors have from the e-shop but most of
the e-commerce shops do not use it. (Lazazzera, 2015) Owners think that it is very
expensive to create such logo and therefore run their business without it. Current
technologies allow us to use tools which work almost alone and creation of the logo

does not take that much time and the results are satisfying.

Running an e-shop is not as easy as it may seem at first. Everything has to be taken into
account and a lot of time has to be devoted to continuous improvements to follow trends
and differentiate from competition. Otherwise a lot of money will be thrown out for things
that do not work. Also creating an e-shop does not mean that people start purchasing but a

lot of effort has to be given to the marketing to increase the awareness about the e-shop.
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II. ANALYSIS
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S ABOUT THE CHOSEN E-SHOP

5.1 Zdrava vyziva Hronov

Zdrava vyziva Hronov (hereinafter ZVH) is a family company that was founded by Zderka
Lantové and Jan Lanta. This company is interested in areas of healthy eating and healthy

lifestyle and therefore they have opened their own physical store in March 2005 in Hronov.

At the beginning of 2007, an e-shop www.zdravavyzivahronov.com has been launched.
For this online shop, the perfect packaging is the principle. In September of the same year,
the business has been extended and a new store has been opened in the nearby city of

Nachod.

Company’s goals are to promote healthy products, to teach customers to make a change in
the composition of their diet to feel better and to realize the connection between diet, men-

tal well-being and health.
The range of products is very wide, here are some of them:
e BIO products,
e dietary supplements,
¢ ECO cosmetics,
e detoxifying medication,
e pharmacy products,

e vitamins, minerals and so on.

5.2 Strategy

Strategy of the e-shop is excellent performance in terms of packaging and communication
with customers. It means that if anybody makes an order, the phone call is done and all
necessary conditions are agreed upon. Before the order is handed over to the shipping
company, the packaging is done very carefully. Customer’s satisfaction is the most im-
portant in the whole process of doing the business. Their motto says: “Our work is our

hobby, so the customer is always on the first place.” (ZVH, 2016)

This online shop also concentrates on the range of products and tries to offer huge amount

of them so everybody who is interested in healthy food can easily choose. Once a month
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every customer who has ever ordered will receive a newsletter that informs about new

products that have been added to the e-shop or about the products of the month.

5.3 Target Customer Group

From Google Analytics data (Figure 27) the biggest group of customers that create the
highest profit of e-shop are customers in the age from 25 to 34. Concerning gender, it is
almost balanced — 40.20 % male and 59.80 % female. This information can be biased be-
cause one computer can be used by many users with different demographic background.

Therefore these facts are taken into account to have some general data.

Age 100 % of total sessions
34,90%
25,90%
15,95%
13,25%
6,50%
. 3,50%
18-24 25-34 35-44 45-54 55-64 65+

Figure 27: Age of target customer group (Source: Google Analytics)

5.4 Identification of the problem

The main problem which the ZVH is facing is a decrease in revenues and increase in
bounce rate. Google Analytics is a perfect source of information about all traffic and

sources of revenues and that is why ZVH uses it to monitor the statistics.

Figure 28 shows sessions (light blue) and revenues (dark blue) from December 2013 to
July 2015. It is evident that the revenues have decreased from around 150 000 CZK per
month to 50 000 CZK per month.
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Figure 28: Graph of sessions vs revenues (Source: Google Analytics)

Revenues are connected to the amount of transactions (Figure 29) that have been decreas-

ing as well from around 150 transactions per month to 50 transactions per month.

® Transactions Sessions
200 15,000

“100 w

January 2014 April 2014 July 2014 October 2014 January 2015 April 2015 July 2

Figure 29: Graph of sessions vs transactions (Source: Google Analytics)

Also the bounce rate (Figure 30) is a big problem because this metric should be decreasing
but the opposite is true. At the beginning there was 61 % of bounce rate and in July 2015

the rate has increased to 73 %.

® Bounce Rate Sessions

100.00% 15,000

[ g e

50.00% 7,500

January 2014 April 2014 July 2014 October 2014 January 2015 April 2015 July 2

Figure 30: Graph of sessions vs bounce rate (Source: Google Analytics)

5.5 Aim of Testing

ZVH believes that two types of testing will help to solve their problem. For this purpose

the user web usability testing and heuristic analysis were used.

The main aim of the user web usability testing is to observe potential customer behaviour
on the website and find out what cause the biggest problems with looking for information,
searching products or creating an order and to find the reasons why customers leave the

website without purchasing anything.
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The main purpose of the heuristic analysis is to verify whether the e-shop offers the basic
functions that are required to simplify potential customers’ orientation on the website and

to bring them to create an order.

The output of the testing will be creation of a new strategy, redesign, e-mail marketing and
simplification of the entire e-shop that will help to increase transactions and revenues to at
least the figures from 2013 and decrease the bounce rate by at least 10 % which is the main

goal of the company.
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6 TESTING SCHEDULE

Because the whole process of user web usability testing is very time demanding, every-
thing had to be planned carefully to avoid unpleasant complications. Following sub-

chapters describe the whole preparation procedure.

6.1 Timetable

The user web usability testing was held on July 20, 2015 at 3 p.m. in the office of PSHK
Ltd. which is a company that cooperates with ZVH in the field of internet marketing and
which also helps the author with her preparation for a future job. The date was chosen ran-
domly. There were 4 participants and each of them had 1 hour for testing process. It means
that the first participant tested the e-shop from 3 to 4 p.m., the second one from 4 to 5 p.m.,
the third one from 5 to 6 p.m. and the last one from 6 to 7 p.m. Independently of this test-

ing there was a heuristic analysis performed by the author few days later.

6.2 Technical Requirements and Tools

Some technical tools were required to implement the testing. Without those tools it would

not be possible to get the accurate data and the whole research would be cancelled.

6.2.1 Computer with Internet Connection

The most important tool for testing was a computer with internet connection, without
which there would not be any research implemented. A computer from PSHK Ltd. compa-

ny was used.

6.2.2 Camera and Mouse Tracking Software

To properly analyse the results a private camera was used to capture the whole testing with
both picture and sound. Also there was a software tool needed for recording mouse move-
ments on the screen and audio. For this purpose the CamStudio software was used to en-

sure that if a problem with the camera occurred, this software would be used as a backup.

6.2.3 Heat Maps

Two weeks before testing, a trial version of mYx code, which tracks clicks of visitors dur-
ing their sessions, was implemented. With this tool it was possible to verify whether the

most important menu items and buttons were situated in the right place. It was not possible
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to use the full version because ZVH would have to pay around 500 CZK per month which

was not planned in this research.

6.2.4 E-mails

E-mails that are sent from the e-shop had to be prepared to ensure the authentic process of
ordering. It means that if there is an order in the e-shop, a confirmation e-mail has to be
sent to the customer within 24 hours. Also the customer should be informed about any
changes regarding the status of the order — for example when it is prepared at a pickup

point or is handed over to the shipping company.

6.2.5 Refreshments and Gifts for Participants

To provide nice surroundings and to get closer to the participants, a calm environment,

refreshments like water and snacks were available for them.

To reward participants for their time and help with testing, small gifts were prepared from

ZVH Company.

6.3 Budget

Concerning the budget of the testing, the entire process that consisted of preparation, user
web usability testing, heuristic analysis and analysis of the results of the project was done
free of charge because of the thesis purpose. The total price of testing by PSHK Ltd. com-
pany was originally calculated at 15 000 CZK + overheads + participants rewards. Heuris-
tic analysis was estimated at 2000 to 5000 CZK + an overhead, the fee depends on the

scope of a web.

The only sources that had to be paid were water and snacks that were served during the
testing to all participants and gifts that were in-kind from the ZVH Company. These gifts
contained boxes of tea, cones of nuts and candied fruit that ZVH sells in their e-shop as a

thank you for participating in the testing.

The budget was therefore estimated at 250 CZK per participant.

6.4 Permission Form

To use all data from user testing for the research, permissions from all participants had to
be acquired. For this purpose a permission form was created, which states that participants

agree with recording video and authorize the ZVH company to use this record for internal
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use only and for improving the usability of the web. The whole form both in Czech lan-
guage (the original form) and English language (translation) is provided in the Appendix I:

Permission form.

6.5 Script

The testing script was compiled based on advice from Steve Krug (2010), the guru of usa-
bility testing. To ensure all necessary data for the research would be collected, specific
questions had to be asked. The whole script is attached in the Appendix II: Usability test

script.
The scrip starts with basic information about the process as follows:

¢ introduction of the moderator,

® duration of the testing,

® request to speak loudly and express all thoughts and feelings,

e if there are any questions from the participants, they will be answered before or
right after the testing,

¢ information about camera and recording,

® signing the permission form.

Then several basic questions about the participants were asked, such as:

® age

® occupation,

® free time,

¢ frequency of online purchasing,

e preferred form of transportation and payment.

After introducing the procedure and asking personal questions the user testing of e-shop

www.zdravavyzivahronov.com started.

Tasks that were tested were created to verify the most important areas of the e-shop and
then used as sources for creating new strategy. Those tasks simulated the real process of
ordering that ensured gathering suitable data for the research. Each task was introduced to
the participant but after that there was no conversation between the participant and the
moderator not to affect the testing results. Therefore participants were left to their own and

had to cope with the tasks alone.



TBU in Zlin, Faculty of Management and Economics 50

Tasks consisted of several detailed sub-tasks. The first area concentrated on the first im-
pression about the homepage of the e-shop. It was mainly about feelings and thoughts that
are the most important for every potential customer because based on the first impression,
customer will choose either to purchase or not. Second area was about searching infor-
mation that is important when deciding whether to leave the e-shop or stay. Another area
focused on contacts that could be very crucial for potential buyers and on product details,
which plays very important role in decision making. Then participants had to sign in,
change a password, log in and create an order - ordering procedure should be the most un-
derstandable within the whole process because it is known that 70 % (Aktualne.cz, 2014)
of customers leave e-shops without ordering. This can be caused by some quite petty mis-
takes that discourage customers from completing orders. Last important tested area was e-
mailing that informs customers about order status. The overall impression was also part of
the research and it helped to know what were the reasons of purchasing, leaving without

ordering and summarized the whole testing.

6.6 Participants

For choosing the best participants for this testing, there were 2 conditions. The first condi-
tion was online shopping experience and the second condition was related to buying
healthy food. To get more precise results, those participants had to be also between 18 and

44 years old because this age group is the most profitable for ZVH e-shop (Figure 27).

Selection of participants was carried out on the social network Facebook as the cheapest
way how to reach the most relevant candidates. After one month of posting offers, 5 people
were chosen for testing but finally 1 of them did not come, so only 4 people joined the re-
search. Their profiles are shown in the following sub-chapter. Participants in the ration of

half male and half female were selected in all the most profitable age groups (Figure 27).

6.6.1 Profiles of Participants

Marecela is 24 years old. She studies Political and Cultural Geography in Ostrava. She is
vegan and her free time in mostly connected to yoga exercises. She purchases online once
per month. Costs for transportation are very important for her so she chooses the cheapest
way that is available. She prefers pickup points, DPD or PPL delivery companies and for

payments she uses cash on delivery or card payment.
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Ondfrej is 24 years old. He studies Information Management in Hradec Krédlové. He is ce-
liac and therefore he has to buy healthy products. He spends his free time by dancing. He
shops online very rarely. He chooses products on Heureka.cz where he can compare prod-
ucts based on price. For shipment he usually selects pickup point as Ulozenka or Heureka

Point and he is used to pay by card.

Marek is 35 years old. He organizes corporate events. He is interested in healthy food and
in his free time he is doing sports. He purchases online from 10 to 20 times per month. The
price of a product is not important for him but the availability and short delivery time is the
main deciding factor. As a way of payment he uses cash on delivery or card payment and

for transportation it is Czech post, PPL delivery company or pickup points.

Jitka is 26 years old. She is a graphic designer. She is dependent on healthy food and pre-
fers yoga as the healthiest sport for body and soul. She usually purchases online once per
month. The price is very crucial for her and for transportation she uses Zasilkovna or any

other pickup point where she can pay in cash.
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7 WEB USABILITY TESTING OUTPUTS

The testing was divided into 2 parts. First part was done with real users and the second part
was analysed by the author based on heuristic rules. In sub-chapters below, readers of this
thesis can see detailed outputs and overall results of those analyses that lead to setting a

new strategy to increase conversions.

7.1 User Testing - Process

Because the outputs/problems that were found by participants were overlapping, the author
will firstly introduce what was the goal of testing the area and then the identified problems

will be show.

7.1.1 Homepage

Homepage (Figure 31) was examined based on the first impression that all potential buyers
get when seeing the e-shop and it was also tested which elements were visible to partici-

pants and which were not.

- Marcela liked the design of the page but she was disappointed that the width was
very narrow, which she described as old style web. She also liked the main menu
and left menu which seemed well-arranged. She enjoyed new and recommended
products and search box which was excellently visible. Problems she was facing
were — a lot of elements on the page that made the orientation more difficult and al-
so the right bar with news contained too much text and thus was confusing and
spoiled the simplicity of the page.

- At first glance Ondrej noticed logo, left menu, some products, contacts and a sur-
vey. He found out that people can register but not based on the big green banner on
the top of the page (Figure 35) but he saw small font in the right corner (Figure 34).
He also noticed the Tibetan flag which is located down on the page on the left bar.
He felt lost and observed that titles of new and recommended products were not
recognised at first sight, only some products were visible.

- Marek noticed search box, left menu, new and recommended products, contacts,
news in the right bar, the survey and best sellers. For him the news was too long
and he would welcome more and bigger images and less text. He thought that there
is too much information on one page. Also best sellers were tucked down that he

believed it was a mistake. He lacked information about the e-shop because he
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thought he was not on the homepage. He was confused with so many colours that
could be better organised.

- Jitka firstly saw the search box and left menu, then she noticed contacts and news
on the right bar. Her opinion was that everything is green and that the web is very
old. She did not feel comfortable and because of her profession she remarked that
green and red colours could not be together in such concentration. She would not

purchase in this e-shop if she was to decide based on the appearance.
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Figure 31: Preview of the homepage with the news on the right bar (ZVH, 2016)
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7.1.2 Searching Information

This area concentrated on ways of searching needed information. There were 2 tasks. First
one researched which information user usually need when purchasing online. The second
one investigated what participants would do if they did not find needed information.

Whether they contact the company or not and which communication channel they use.

- Marcela was looking for ways of payment and shipment and Terms and Conditions
which were the most important for her when buying online. She found them with-
out any problem and she chose menu item VSe o ndkupu / All about purchase. She
just remarked that the text on this menu item could be arranged better. The second
task was much complicated for her because she could not find any contact infor-
mation. Finally, she found it on the homepage on the left bar (Figure 33) but she
was confused about telephone numbers which were not described well. She sug-
gested that contacts should be placed as a main menu item on the right side because
it is a standard nowadays. As the best communication channel she picked e-mail. In
this part she also noticed the green banner (Figure 35) that brought attention to the
10% discount when registering. She described it as an interesting idea for regular
shoppers but she would not be interested in it because 10 % discount was a low
number.

- Ondrej was interested in product range, prices and reviews. When he found a
product that he would buy, he was missing comments and reviews and also instruc-
tions of food preparation. He was rather satisfied with prices of products he would
buy. He wanted to have more products visible in a category but he could not find
where to change it. After few minutes he was able to alter the setting but it did not
work as it should therefore he was dissatisfied. Concerning the second task, he did
not need any contact information. When he did not find the product that he was
looking for, he would leave without ordering.

- For Marek product range was the most important. As the way of searching infor-
mation he used left menu but he was confused because he would not find gifts and
glasses in the menu item Zdrava vyZziva — zboZi / Healthy products. If he had found
a product that he needed but this product would not be available he would contact-
ed the company but the contact was missing in the product detail. If he had not hur-
ried with delivery of that product he would write and an e-mail or make a phone

call. If he had not found the product, he would leave without contacting the compa-
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ny and he would rather look for another e-shop through Google search engine. The
second task was a bit tricky for him because he was looking for the contact below
the logo or in the footer, he would not seek it in the middle of the left bar. He
would welcome a chat through which potential buyers could communicate with the
e-shop in real time.

- Jitka was interested in products which she was searching through search box be-
cause she thought that the left menu is very incomprehensible for her. Fortunately,
she found the product that she was looking for but she was confused because of the
title of products like “Chlorella Akce I/Chlorella Sale I” and ‘“Chlorella Akce
II/Chlorella Sale II”. She did not know what the difference between those products

was. If she had not found a product that she wanted to buy, she would leave without

ordering anything.

Hledej Uvod | Obsahkosiku | Mijacet | Veonakupu | ProE nakupovatunas | Informace, zajimavosti

Figure 32: Preview of the main menu (ZVH, 2016)

Kontakt

PRIJEM OBJEDNAVEK:
9:00 - 16:00
tel.: 777 923 668

Zdrava Vyiiva Hronov

Hostovského 565
549 31 Hronov
ukazat na mapé

Zdrava Vyiiva Nachod

Plhovska 863
547 01 Nachod
ukazat na mapé

tel.1: 608 830 709
tel.2: 602 709 486

info@zdravawyzivahronov.com

- ICQ 586468047

[ Tato stranka se milibi |

Figure 33: Preview of quick contacts on the homepage located on the left bar

(ZVH, 2016)
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7.1.3 Registration

This part tested whether participants liked the offered 10% discount after registering, how
they would sign in and also whether they could change their password when it was forgot-

ten.

Figure 34: The first way of registering placed on the homepage in the right corner
(ZVH 2016)

ZAREGISTRUJTE SE A ZISKEJTE

SLEVU AZ 10%

Figure 35: The second way of registering — green banner placed the on homepage

(ZVH, 2016)

- Marcela registered through the green banner (Figure 35) which was posted on the
homepage. She had no problems with filling all the required information. When she
visited the e-shop for the second time she easily found where she could change the
password. She also knew that the new password would be sent to her e-mail so she
checked the mailbox and logged in. But after logging in with the new data she was
confused because she did not realize that she was already logged in. After that she
clicked on her name (Figure 36) which looked like her account and changed the
given password to a different one.

- Ondrej did not know how to register because of the green colour which was eve-
rywhere. Finally, he chose the green banner as the way of registering. He was inter-
ested in the discount but after reading all information he did not understand the
conditions at all. After signing in he understood that all data about his account were
hidden in the menu item Miij ti¢et / My Account. He had no problem with changing
his password and he understood that after using new data he would be logged in

immediately. To change the password he clicked on his name (Figure 36).
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- Marek registered and changed the password without any obstacle. He just men-
tioned that if he registered because of the discount he would do it when finishing
the order, not before that.

- Jitka noticed the green banner on the homepage but for her it was banner blindness
because used colours were green but when she was decided to purchase she would
probably sign in. For registering she chose the green banner but she was annoyed
with a lot of text and conditions which discouraged her. After signing in she was
very angry because she remarked that her discount is only 2 % instead of offered 10

% and she felt ripped off.

Figure 36: Preview of the discount when logged in (ZVH, 2016)

Note about the discount rules which is explained when clicking on the green banner: Once
you reach with your orders the following amounts, your next orders will have that discount
regardless of the number of orders. For our accurate records it is necessary to register

and to purchase with your account. Here are our discount rules:

- 2% discount immediately after registration,

- 3% discount when purchased over 5.000 CZK,

- 4% discount when purchased over 10.000 CZK,

- 5% discount when purchased over 20.000 CZK,

- 6% discount when purchased over 30.000 CZK,

- 8% discount when purchased over 40,000 CZK,

- 10% discount when purchased over 50.000 CZK. (ZVH, 2016)

7.1.4 Product Detail

Product detail tested which information was important for participants (price, availability,
product description, add to cart button, etc.) how they understood given information and

what was missing.
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- Marcela noticed the paw symbol (Figure 37) which she tried and found it useful.
She missed related products and information about availability.

- Ondrej was interested in all symbols. He understood functions of the star and hand
symbols but he did not know what the paw symbol used for. After reading infor-
mation about this function in the menu item Muj ucet / My Account he was still
confused. He also tried this function but after couple of minutes he gave up.

- Marek liked comments and answers of the e-shop and product dosage. He did not
like very long product description. He would welcome more structured text with
bullet points. He missed related products and products that are the most frequently
purchased.

- Jitka noticed all necessary information but she was not interested in any symbol.
She was confused with prices because there were 3 prices visible (Figure 37). She
did not know what the actual price was and also whether the final price is with the

discount or the discount will be applied when finishing the order.

Sirup Svestkovy BIO

EE

Sirup Svestkovy BIO (350g9)

Znacka: Country Life
Kategorie:  Sjadidla. dZemy
Dostupnost: Obvykle skladem

Kod:
Skladem: ANO
Cena: béZna cena: 142,00 K&
usetfite: 6,76 K& (5%)
135,24 Ké
1 Sl =" Koupit

Figure 37: Product detail preview with special symbols and 3 types of prices
(ZVH, 2016)
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Note: After log in there are 3 symbols that helps when purchasing. The symbol “star”
means that this product will be added to favourite items, the symbol “paw” means that
when there is any change in price or availability the user will be informed by an e-mail.

The last symbol “hand” compares chosen products. (ZVH, 2016)

7.1.5 Miij ucet / My Account

Tasks related to menu item Mij dcet / My Account (Figure 38) tested whether users need

this information and if they have ideas about what they learn there.

Menu item M1j acet / My Account contains information about favourite products, watch-

dog, my orders, account setting and buttons — return to the e-shop and log out.

- Marcela skipped this task because she had already described this menu item when
she changed her password and she was satisfied with all the information provided.

- Ondfrej also skipped this task because he examined all functions when he created
his account.

- Marek well guessed what Mtj tcet / My Account would contain. He liked the star
and paw symbols and found them useful.

- Jitka was not interested in this menu item because she does not like reading. For

her, the most important is to purchase easily and without long texts.

7.1.6 Order

This part of testing was the most important because all participants had to create a real or-
der. Here the research tested how users purchase, their understanding, their abilities, what

the obstacles were and what was easy.

- Marcela searched products through the left menu with offered products and she
found what she was looking for without any problem. She was able to add products
into the cart but she did not notice the condition that it was necessary to order
above 350 CZK to finish the order which was written in the pop-up box (Figure
39). She noticed the free shipment condition and she would welcome if the pop-up
box did not appear after every adding to the cart because it impeded her. As a way
of shipment she chose DPD delivery company and for payment she chose cash on
delivery because she did not want to pay in advance. She filled the whole order

form without any problems.
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Klientské centrum

,Vase nastaveni obchodu*

Iveta Chlupova
2200
R

Odhlasit se
00
| % cumepooze | & oo

Jedna se o zboZi, které ¢asto kupujete Virtualni hlidaé, ktery kontroluje zmény

a nechce se Vam jej hledat pokazZdé, u Vami zvoleného zboZi. Zjisténé

kdyZ navstivite nas obchod. Do informace odesila na email, ktery byl

oblibenych poloZek se produkt vioZi po uveden pri registraci (popr. v osobnim

kliknuti na ikonu hvézdicky. nastaveni) jednou denné. Do hlidaciho
psa Ize pridat zboZi ve vypisu produkti
nebo v detailu produktu kliknutim na
ikonu pejska.

Zobrazte si vaSe objednavky, sledujte Upravte si nastaveni vaseho uctu jako

pribéh jejich vyrizovani, komunikujte s naprikiad vase heslo, e-mailovou

vasim operatorem. adresu a podobné.

-~
| C momsocoonoas | ™ omasse

Pokracujte v nakupovani. Do Pokud jiz nechcete pracovat v

klientského systému se muzete kdykoli klientském systému a odchazite od

vratit kliknutim na odkaz v hlavicce. pocitace, odhlaste se. Nikdo tak
nebude moci prohlizet a ménit vase
udaje.

Figure 38: Preview of Muj ticet / My Account section (ZVH, 2016)

- Ondrej also searched through the left menu with products but he was confused
with the button Koupit / Add to cart which appeared twice in the product details.
Also he had a problem with the minimum order price which he thought was very
restrictive. When finishing the order he did not know if the price is with his dis-
count or not because there was no information about it. As a way of shipment he
would normally choose DPD delivery company but his task was to choose pickup
point. For payment he would choose transfer to the bank account but in case of
pickup point he chose cash.

- Marek found out that the pop-up box appeared every time when inserting into the
cart which was confusing, annoying and full of text. 350 CZK condition pushed
him to purchase more which would discourage him from buying. He missed the
possibility to select the number of pieces of some product in each product category

which would help with faster order creation. He did not like that the Terms and
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Conditions are hidden in the cart detail and also he missed the check box which
confirms the agreement. Marek is used to purchase as a company, not as a final
customer and therefore the billing address was misleading to him. He did not un-
derstand immediately that if user purchased as a company, he would have to fill in
the address again, even though at the beginning there was a written note that if both
addresses are identical, there is no need to fill it in again. For the way of delivery he
chose Czech post and for payment he chose cash on delivery.

- Jitka searched products through search box because the left menu was very huge
and she found out that it would take a lot of time to find a specific product. She was
a bit disappointed because she did not find everything that she was looking for and
also using search box it was not visible in which category she was located. She did
not pay attention to the pop-up box but when she wanted to finish the order she
could not because of the 350 CZK condition. This condition limited her and if she
was a potential customer she would leave without making an order. As a way of
shipment she chose the cheapest one because that is crucial for her when buying
online but if there was a pickup point in her home town she would choose it. After
clicking to the button Objednat / Purchase she was confused if the order was al-

ready sent or not because the screen had the same look as in the previous steps.

Pokracovani
Do kos$iku bylo vloZeno zboZi.

Minimalni cena nakupu je 350,00 K&. Musite
objednat jeSté nejméné za 186,00 KC.

Pro ziskani dopravy DPD zdarma Vam zbyva
nakoupit za 1136 K¢. Chcete pokracovat
VvV nakupu?

l Ano | ‘ Ne - zobrazit kosik ]

Figure 39: Preview of the pop-up box (ZVH, 2016)

7.1.7 E-mails

Last step of the tasks concentrated on e-mails that are delivered to the customers’ e-mail
boxes and inform about order status. Participants were asked to describe those e-mails and

comment what was missing. All e-mails are attached in the Appendix III: Old e-mails.
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7.1.7.1 Order Confirmation E-mail

- Marcela had a problem with finding the final price in this e-mail because it was not
visible at the first sight. She mentioned that the design of the e-mail was very aver-
age and grey which made the orientation more difficult.

- Ondfrej was satisfied with this e-mail and did not pay much attention to it.

- Marek described this e-mail as non-professional because of the design which he
suggested should be in the same visual style as the e-shop to help with recognition.
He would be more satisfied with the invoice attached and well-arranged text.

- Jitka evaluated this e-mail as graphically unprocessed text which contained not
important information for her as the address of the supplier and her address. She
was interested only in the bank account and the amount of money that would be
transferred. She had a problem with finding the sum of the order because the e-mail

was confusing.

7.1.7.2 Order is processed

- Marcela was happy with this information about order status but she did not like
that the registration discount was repeated there because it was not her case. She
would welcome if the system remembered that she had already been registered. She
missed information about the delivery of certain product because when she pur-
chased it, this product was not available but it was possible to buy it.

- Ondfej was happy that something was happening with his order.

- Marek did not like the remark about registration discount.

- Jitka welcomed the information about order status but she did not like the ad-

vantages of registration.

7.1.7.3 Order has been shipped

- Marcela commented on this e-mail in the same way as the previous one.

- Ondfej assumed that he could pick his order up the other day but he did not know
where it would be delivered to. He estimated that he could collect his package in
Hronov because the URL of the e-shop is www.zdravavyzivahronov.com but he

was not sure, therefore he would call and ask.
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7.1.8

Marek did not like the remark about registration discount. He would prefer some
banner in the footer of the e-mail which would not disturb the overall impression of
the e-mail.

Jitka missed information about the e-shop which would help her to recognise it be-
cause it could happen that she would not remember what she ordered and in which
e-shop. She also missed the tracking of the Czech post or DPD to know when the
order would be delivered. And again she did not like the note of the advantage of

registration.

Overall Impression

Marecela really enjoyed the colourful background, colours of the e-shop and nice
bubbles. She did not like the right bar which contained a lot of text and made the
page more confusing. She mentioned that the width of the page was very narrow
which showed that the e-shop is old. She missed automatic loading of products on
the page so a user does not have to click on the button next page. 10% discount was
not attractive for her and the pop-up box was annoying because it appeared all the
time. She thought the product list lacked more filters for product searching; there
were only price and title filters and also there was no information about future
availability of products that were not in stock at the time. Finally she mentioned
that when she was browsing through products on the bottom of the page, the left
menu was not visible so she had to scroll up to select another menu item. She also
hoped that she could unsubscribe from the newsletters if some would be delivered.
Ondrej rated the e-shop as confusing and very green in terms of colours. He would
differentiate recommended and new products and the best sellers to the top of the
page to be more visible. He had not understood the registration discounts and the
watchdog. He then tried again to find some information about the watchdog using
the search box but the e-shop searches only among products.

Marek judged the shop as simple and well-arranged but he believed that the
homepage is the most important; therefore he missed some information about the e-
shop and some benefits or emotional pictures that would catch the attention and
convince a potential buyer to order. His opinion was that there was too much text
which should be more systematic and also that the contacts should be on the top of

the page to be more visible.
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- The web had an effect on Jitka as very old which is not good for decision making.
The background was full of green shades and did not make sense to her. Also the
ICQ number gave the impression that the web was very old and she would not

make any order. She would purchase only if there were unbeatable prices.

7.2 User Testing — Overall Results

In Table 1 there is the evaluation of each task of the user testing. The following criteria
were taken into consideration while rating: overall impression, satisfaction, ability to find
the needed information, speed and comprehension. Rating scale is from 1 to 5, where 1 is

the minimum and 5 is the maximum points.

Task Marcela Ondrej Marek Jitka

First impression 3 3 2 1
Searching information 5 4 3 3
Contacts 3 1 1 1
Product detail 3 2 2 3
My account 5 3 5 1
Order 3 2 2 1
E-mails 2 1 2 1
Overall impression 3 2 2 1
TOTAL 3.375 2.25 2.375 1.5
TOTAL SCORE OF TESTING 2.375

Table 1: User Web Usability Testing (own processing)

Table 1 shows that the overall assessment of all participants is below the average (2.5) and
changes that lead to increasing conversions and sales are needed to be done. The exact

changes are based on the actual testing.

7.3 Heuristic Analysis

Heuristic analysis is cheaper and faster than user testing and it compares e-shop rules with
actual status and help to reveal serious mistakes. In connection with user testing it is a
great source of detecting web inadequacies and that is why this combination was used for

the research.
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The analysis for this thesis consisted of given questions that were created by PSHK Ltd.
and provided to this testing and analysed by an expert on web usability - the author. All

questions with answers are attached in the Appendix IV: Heuristic analysis questions.

Heuristic questions were divided into 8 categories based on the area of analysis and each

consisted of 3 to 10 questions. Those areas were:

- homepage,

- focus on tasks,

- navigation and information infrastructure,
- forms and data entry,

- quality of content,

- page layout and visual design,

- search,

- error, feedback and help.

Each question was ranked from 1 to 4, where 1 means that the rule and actual state coin-
cide, 2 — more likely to coincide, 3 — more likely not to coincide, 4 — inconsistency of rules

and actual state.

Table 2 summarises the comparison of heuristic rules and facts from all areas. It shows that
39 % of rules coincided with the facts and therefore there is no need to make any changes.
22 % of rules were more likely to coincide with the facts and these areas do not require any
immediate changes. 15 % of rules were more likely not to coincide with the facts and thus
changes are recommended. And finally 24 % of rules were inconsistent with the rules and

hence it is necessary to make changes.

Statement Quantity Percentage
1 Coincidence 21 39 %
2 More likely to coincide 12 22 %
3 | More likely not to coincide 8 15 %
4 Inconsistency 13 24 %

Table 2: Heuristic analysis (own processing)
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Table 3 shows number of questions in each area, maximum attainable score, actual score

and also actual score converted into percentage for better clarity.

Tested area Number of Max score Actual | Score
questions score /)

Homepage 4 16 10 63%
Focus on tasks 6 24 11 46%
Navigation and Information Infrastructure 10 40 28 70%
Forms and Data Entry 3 12 11 92%
Quality of Content 10 40 27 68%
Page Layout and Visual Design 9 36 25 69%
Search 6 24 19 79%
Error, Feedback and Help 7 28 21 75%

Table 3: Heuristic analysis data and results (own processing)

After getting results from heuristic analysis results, a spider graph (Figure 40) was created.
It is usually used for defining which areas of analysis coincide with actual status and which
not and how much. It is visible that the least problematic area is forms and data entry (92
%), which focused on description and requirements of entry fields. The most problematic
area is focus on tasks (46 %), which tested how easy it was to finish a task. All other areas

scored between 60 % and 80 %, which is the average.

Homepage
100%

Error, Feedback and

Help
Navigation and
Search Information
Infrastracture

Page Layout an
Visual Design

Quality of Content

Figure 40: Heuristic analysis results (own processing)
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Based on the findings from heuristic analysis research, it is highly required to improve the
focus on tasks (46 %) area. It is the most important mission for the owner of the website
because if potential customers cannot find wanted products and finish the order in a few
clicks due to a huge menu or disturbing elements, they will not purchase and leave to com-

petition and that is not the goal of this e-shop.

Second area that deserves more attention is the homepage (63 %) because it is usually the
landing page or the page that visitors return to when they get lost or do not know what to
do and start again from there. Also heat maps were used to verify one heuristics which asks
if the menu on the homepage is arranged logically with respect to the most frequent user

needs. Appendix V: Heat map of the homepage confirms this statement.

All recommendations and a proposal of a new design and functions are described in the

following part — The project of web usability.
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8 THE PROJECT OF WEB USABILITY

This part of the thesis is related to the project that will lead to increasing sales which is the
most problematic area for the e-shop. This chapter is divided into several sub-chapters for

better clarity and understanding.

8.1 Design

As a new strategy, it is proposed to create a new design of the e-shop which would attract
attention and would be easy to understand. Participants of user testing were confused be-
cause there were a lot of elements on the page and the only colour that was visible was
green which made the whole orientation more difficult. It is therefore suggested to get in-
spiration from these e-shops that have easy and united graphics: www.palelo.cz,

www.nutri-vyziva.cz and www.celidia.cz.

Also responsivity of the web is necessary because nowadays people browse more on mo-
bile phones and tablets which can be seen in Figure 41. It is evident that the desktop is still

the largest source of sessions but the use of mobile phones and tablets also increases.

Sessions by device 2011-2015
110000 -AVA\
100000 =-11898x + 131173
90000 xy St
80000 ~

S
E
S 70000
S 60000 AW
T 50000
0 40000
N
S 30000
20000 =2159,2x - 16978
10000 YEEOREE T S
O ”-‘ 4%— T T T T 1
2011 2012 2013 2014 2015
=4 Desktop =fli—Mobile Tablet
Linedrni (Desktop) Linearni (Mobile) Linearni (Tablet)

Figure 41: Sessions by device 2011-2015 of ZVH (Google Analytics, 2016)



TBU in Zlin, Faculty of Management and Economics 70

To predict the sessions in 2016, trends of each device were estimated which shows in the
Figure 41. The number of sessions from desktop will be lower than in 2015 and vice versa

concerning mobile phones and tablets.

Also computation of the predicted values was done based on the annual average growth
that is shown in the Table 4. From the table it is evident that the amount of sessions from
desktop will decrease from 60 892 to 47 991, from mobile they will increase from 9 070 to
11 088.25 and from tablets they will increase from 5 254 to 6 553.

Desktop Mobile Tablet

2011 112 496 997 58
2012 104 285 2004 1307
2013 111 210 4378 3341
2014 88516 7 450 4 832
2015 60 892 9070 5254
A -12 901 201825 1299
' 47991 11088.25 6 553

Table 4: Prediction of the number of sessions in 2016 (own processing)

From those results it is noticeable that the responsivity is necessary and therefore it is high-

ly recommended to ZVH to implement it.

Concerning the logo of the e-shop, there currently is none. There is no recognition of the
company which lead to no connection to its customers. Logos are often used in e-mails and
in products comparators as an identification of a company. Based on the philosophy of the

ZVH company, two graphical designs of the logo were created (Figure 42).

@ & Ef} Necht tva strava je tvym lékem a ne 1ék tvoji stravou !

Zdrava vyzZiva Hronov

Necht tva strava je tvym lékem a ne lék tvoji stravou !

Figure 42: Proposed logos (own processing)
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8.2 Homepage

The homepage should be more recognizable and so it is proposed to add a slider with 3
pictures that will show special offers, new products and interesting information from the
healthy eating world. It is also suggested to take away the green banner which does not
play a big role and participants did not even notice it at the first sight. A better way is to

highlight the registration discount in the order process to attract relevant customers.

As it was mentioned in the user testing - recommended products, new products and best
sellers are not so visible on the page, which is another crucial aspect of the design that will

be changed. Those products will be moved to the top of the page, right below the slider.

Also it is advised to add at least 3 traits to the top of the page, which will attract user’s at-
tention and which will try to persuade creation of an order instead of leaving. Here are

some traits that could be used:

- 10 years on the market,

- 90 % of customer retention,
- excellent packaging,

- 130 pickup points,

- detoxification specialist,

certified consultants.

The proposed homepage either in English or in Czech is attached in the Appendix VI:
Homepage design. The design was created using wireframe (= a project documentation of

a new web site) that places all individual elements on the page.

8.3 Main menu

Main menu is considered to be rearranged. The most important areas will be main items
and the less important sub-items. Also the contact is not visible which is not appropriate

for this kind of web.

Figure 43 displays the redesign main menu which is changed based on the current trends,
so at the beginning there are items homepage and about us and at the end there are the
ways of payment and shipment, the terms and conditions and the contacts. In the middle,
there were added the most important content items that support the e-shop thanks to inter-

esting stories, news from the healthy world and healthy recipes.
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Domu O nés Detoxikace Recepty Clanky Doprava a platba Obchodni podminky Kontakty

Home About us Detoxification Recipes News Shipping and Payment Terms and Conditions Contacts

Figure 43: Proposed main menu in Czech (above) and English (below)

(own processing)

8.4 Left menu

Due to the unclear division of products into categories (for example: glasses placed in the
healthy food category), it is requested to reorganize the left menu into main items and sub-
items in a drop-down form. It is recommended to reduce the number of main categories to

have a shorter menu and to rearrange and rename the sub-items to get closer to customers.

The new design of the left menu is divided into three levels — main menu, sub-menu and a
second sub-menu. Because of saving space, the second sub-menu will be visible only in a
category detail (Figure 44). The whole proposed left menu with submenus is attached in
the Appendix VII: Left menu arrangement and the proposed design of the submenus is

attached in the Appendix IX: Category design.

Products in our e-shop: Home > Healthy products > Tea SECOND SUBMENU
Healthy products TEA
— Lorem ipsum dolor sit amet, sapien etiam, nunc amet dolor ac odio mauris justo. L , uma praesent at id quisque ac.
Detoxification Arcu es massa vestibulum malesuada, integer vivamus elit eu mauris eus, cum eros § #liquam wisi. Nulla wisi laoreet
suspendisse integer vivamus elit eu mauris hendrerit facilisi, mi mattis pariatur aliquantpharetra eget.
Ecodrugs
. i g The ch -
Cosmetics Tea leaves Japanese tea Fantastic tea Dr. Popov tea e cheapest
Books
. Product name Product name Product name
Gifts & Complementary goods
Aids
Healthy problems
F 100 CZK AVAILABLE 100 CZK AVAILABLE 100 CZK AVAILABLE
Special offers
Sales pc | ADDTOCART pc | ADDTOCART El pc | ADDTOCART

Figure 44: Proposed main menu and second submenu (own processing)

During the user testing, participants had a problem with the left menu movements because
when they clicked on any main item, the menu became very long and confusing. It means
that instead of folding out to the right side it dropped down and did not return back after
clicking on another item. The orientation was very difficult and there was a huge amount

of sub-items at once. Because of that reason, the left menu is required to change function to
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fold out to the right side, therefore if a user clicks on any main item, the submenu will ap-
pear on the right side and when he clicks on another main item, the previous submenu will
disappear to save the space on the page. The proposal is attached in the Appendix VIII:

Left menu design.

8.5 Product Detail

The product detail contains 3 prices — a common price, a discount with percentage and a
final price (Figure 45). This made participants confused because those prices are not graph-

ically separated and therefore it was not clear at the first sight which price was final.

The discount and percentage is not necessary so this information will be deleted in the new
design. Also the common and final/your price will be in a different font and the common

price will be strikethrough to be more recognizable.

Xilovit Zero

doporuéujeme
Xilovit Zero - Erythritol(500g)
Aot Znatka:  VideoArt Production s.r.o.

O Kategorie:  Sladidla. dZzemy
Dostupnost: neni skladem <\
Kod: 2x mformation
Skladem: NE «— about availability
Cena: bézna cena: 265,00 K¢

Q usetiite: 10,00 K& (4%)

255,00 K& \

3 types of price

Podrobny popis Komentaie Mozno doko:

Dalsi informace:

100% prirodni rostlinné sladidlo, zdrava nahrazka cukru\sniZuje nadvahu,
udrZuje nizkou hladinu v cukru v krvi.

SloZeni:100% Erythritolu \

Energeticka hodnota:0 kcal. distributor text

Zemé plvodu:EU

Obsah: 500g / 2x button Add to cart
1 (Sl = Koupit

Figure 45: Example of a current product detail (ZVH, 2016)

The availability is described only with the word “Ano / Yes” or “Ne / No” (Figure 45) and

that is why it is necessary to add the amount of available pieces so the customer knows
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how many of them he or she can order. On the other hand if the product is not available, it
should be stated in what time product will be available again and temporarily disable the

Koupit/Add to cart button.

Because in some cases the product description is very long, a second button Add to cart
was added in the past. That in itself is understandable but when there is a very short text,
both buttons are visible at once (Figure 45) which is confusing. One of the participants had
a problem with those buttons because he did not know where to click. Also participants did
not like very long distributor text without formatting. Because of those reasons, it is pro-
posed to write own descriptions which will be written in formatted paragraphs and bullet
points. The whole description text will not be visible at once, only the first paragraph will
be shown and if a customer would like to read it, there will be a post thumbnail with a but-

ton to see the whole text.

Some participants missed the related products which would inspire them during online
shopping. Many e-shops have this function accessible and therefore 3 related products will
be added to each product to increase sales. In case that there is no related product, best
sellers will be added. All proposed solutions of product detail are attached in the Appendix
X: Product detail.

8.6 Content of the web

Each page of this e-shop contains right bar with news. This element is not very necessary
to be everywhere and that is why news will be moved to the main top menu. That will cre-

ate new space which will enable to extending the width of the e-shop.

There is also a problem with the clarity of the text. It means that each text will be reformat-
ted to fit the design for easier reading and orientation. All important information will be
visible and separated from other text. Headlines will have different font and each
text/description/story/recipe will be written in shorter paragraphs and will highlight rele-

vant or interesting facts. Simply, the content must be easy for reading not to burden eyes.

8.7 Functions

There were several functions found that did not work clearly. All of them are very crucial
to be changed. The search box searches only within products but not within the whole web

which is a function advised to be added.
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Link hover colour is not working which confuses the customer and also the colour of a
visited link is not set. It is proposed to have a green link, dark green hover colour and a

brown visited link colour to fit the design (Figure 46).

Chlorella Chlorella Chlorella

Figure 46: Colours of links (own processing)

A contact form that could be used for communication with the company is missing. A sim-
ple form was designed accordingly (Figure 47) that is easy to use and customers will find it
in the menu item Kontakt / Contact. Another possibility how to get to the contact form is

through “Contact us” button which is situated in the footer of the web (see Appendix VI:

Homepage design).
i/aée jméno | Your name:
i/a'é e-mail | Your e-mail:
Predmét zpravy Subject:

Vase zprava Your message:

ODESLAT SEND

Figure 47: Contact form in Czech (left) and English (right) (own processing)

Participants also had a problem with registration. When they finished the whole procedure
there was no feedback that a registration has been successfully made, only redirection to
the homepage. It is proposed to create a simple paragraph (2-4 sentences) that will inform

the customer that he has been signed up and what he is allowed to do.

Concerning registration an ambiguity with the prices of products has been found. It means

that it was not clear if the price of a product after log in was with the discount or if the dis-
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count would appear when finishing the order process. In this case it would be proper to

display the price with discount and describe it as it is show in the Figure 48.

Common price: 108-€ZK

Your price with discount: 69 CZK

1| pc =~ ADDTO CART

Figure 48: Price with discount (own processing)

Because of the plethora of products in each submenu it is recommended to use automatic
loading of products on the page. This function is very useful for visitors because it is more
convenient when searching products. Instead of clicking on a number or an arrow which
signals that the visitor will be shown other products, those are automatically loaded on the
page by scrolling down. Thanks to that, there are no more clicks forwards and backwords,

all products are visible on one page and the customer can easily choose the best one.

8.8 Order

When evaluating the order, all participants were disappointed with the minimum amount of
350 CZK that did not motivate them to finish the order process. Even though it is not so
high amount, it limits the order and that is something that people do not like. Because of
this reason, it is highly recommended to change this rule and do not limit the order, but
instead make it that if a customer’s order will be only 100 CZK, he will have to pay higher
postage and packaging charges. This factor will be very motivating to increase the order

amount.

Also when a customer adds a product into the cart, a pop-up box that informs about the
limit amount which has to be met and about the amount for free transportation appears.
Participants of the testing found this pop-up box useful for the first time but after adding
other products in the cart it was irritating and slowing the order process. Figure 49 shows a
proposed pop-up box without limited amount for an order and with a checkbox that disa-

bles this window’s future appearance.
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Zbozi bylo vlozeno do kosiku

Pro ziskani dopravy DPD zdarma Vam zbyva
nakoupit za 1136 Kc.

Chcete pokraCovat v nakupu?

Ano I ‘ Ne - zobrazit kosik

[] Nezobrazovat toto okno

Item added into the cart

To obtain free shipment of DPD, it is necessary
to purchase even for 1136 CZK.

Do you want to continue with the shopping?

Yes I | No - Go to the cart I

[] stop showing this window

Figure 49: Pop-up box in Czech (above) and English (below) (own processing)

Regarding the pickup point choices, there is no possibility to select either the city of
Hronov or N4chod. There is only one choice that states Nachod / Hronov. The possibility
to choose a specific city is very crucial for the customer and that is the reason why it
should be added. It will make the order procedure easier for the company and also the cus-

tomer will be satisfied too. The proposed design is displayed in the Figure 50.

Vyberte zpusob dopravy

Vyberte zpusob dopravy

ODPD (do 40ti kg) - cena: 85,00 K¢

O Ceska posta balik do ruky (do 30ti kg) - cena: 90,00 K&
O Osobni prevzeti na prodejné Hronov - zdarma

O Osobni prevzeti na prodejné Nachod - zdarma

Select the way of shipment

Select the way of shipment

O pPD (30 kg maximum) - price: 85 CZK

O Czech Post (30 kg maximum) - price: 90 CZK
O Pick up point Hronov - free of charge

(O Pick up point Nachod - free of charge

Figure 50: Proposed ways of transportation (own processing)
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At the beginning of the user testing, the moderator asked all participants what ways of
payment and transportation they prefer. All of them answered that they prefer pickup
points as the cheapest and easiest way that is available nowadays. According to Daniel
Morévek (2015) from a business portal Podnikatel.cz the number of pickup points is in-
creasing each year. Because of this fact, ZVH should cooperate with a pickup point com-
pany and offer its customers better prices for transportation and more comfortable picking

up parcels.

It is advised to cooperate with the DPD delivery company which is already a partner of
ZVH. DPD provides around 130 pickup points (Figure 51) and 13 depots within the Czech
Republic and also a tracking tool that monitors the immediate location of the parcel.

(DPD.cz, 2016)

Figure 51: Pickup points of DPD (DPD ParcelShop, 2016)

The Figure 52 shows how this way of transportation will be implemented in the order pro-
cess where the customer can easily find the nearest pickup point for his parcel delivery.
This function will also inform the customer about the opening hours of the selected pickup

point and about the card payment possibility.
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Vyberte zplsob dopravy

Vyberte zpusob dopravy

ODPD (do 40ti kg) - cena: 85,00 K¢

O Ceska posta balik do ruky (do 30ti kg) - cena: 90,00 K¢

O Osobni prevzeti na prodejné Nachod - zdarma

O Osobni prevzeti na prodejné Hronov - zdarma

O Postou na Slovensko, dobirka (do 20ti kg) - cena: 285,00 K¢
® Vyzvednuti na odbérném misté - cena: 50,00 K¢

Vyberte odbérné misto

Zvolte si ODBERNE MiSTO nejblize Vasemu bydlisti

Trida 3. kvétna 1205, Zlin - Malenovice

Pondéli 09:00-18:00
Utery  09:00-18:00
Streda 09:00-18:00
Ctvrtek  09:00-18:00
Patek  09:00-18:00
Sobota 09:00-17:00
Nedéle 09:00-17:00

Platba kartou: ANO

Zadeje své PSC 76001
Zvolte si odbérné misto | Mountfield, Tfida 3. kvétna 1205, Zlin - Malenovice ~
Mountfield

Select the way of shipment

Select the way of shipment

O DPD (30 kg maximum) - price: 85 CZK

O Czech Post (30 kg maximum) - price: 90 CZK

O Pick up point Hronov - free of charge

O Pick up point Nachod - free of charge

(OCzech Post to Slovakia (20 kg maximum) - price: 285 CZK
(® Pick up point - price: 50 CZK

Vyberte odbérné misto

Select the closest pick up point
Write your zip code: 76001

Select the pick up point:  [Mountfield, Trida 3. kvétna 1205, Zlin - Malenovice

v

Mountfield
Trida 3. kvétna 1205, Zlin - Malenovice

Monday 09:00-18:00
Tuesday 09:00-18:00
Wednesday 09:00-18:00
Thursday 09:00-18:00
Friday 09:00-18:00
Saturday 09:00-17:00
Sunday 09:00-17:00

Card payment: YES

Figure 52: Proposed way of pickup points (own processing)
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8.9 E-mails

E-mailing is nowadays a very good tool form of communication with the customer or a
potential customer. E-shops are obliged to send a confirmation e-mail that the order has
been received and they should also inform customers about the order status, specifically
when the order is processing, has been handed out to a transport company or has been pre-

pared for pick up.

During user testing, participants found out that the e-mails form of ZVH did not look very
professional and contained a lot of information that was not important. Also they did not
like the registration discount reminder in each e-mail and had a problem with finding the

final price and a bank account number which were the most necessary figures for them.

In the e-mail Order has been shipped, the ordered products are missing and in the e-mail
that informs about the package being ready for collection, there is no information about the

pickup point so the customer does not know where his parcel is located.

For all the reasons written above, new e-mails have been created. These e-mails contain only
necessary facts that help the customer to recognize the e-shop (the newly designed logo is
added), recapitulate the ordered products, highlight the price and a bank account number
and do not repeat the registration discount. Also new e-mails are designed in a way that
everybody can easily imagine what is going on with the parcel and who is responsible for
1t.

All newly designed e-mails are attached in the Appendix X: New e-mails.

8.10 New Menu Items

To attract more customers 2 new menu items have been designed. Both of them will con-

tain interesting and useful information that will have added value for all e-shop visitors.

8.10.1 Detoxification

First menu item that have been added is Detoxikace / Detoxification. ZVH are specialists
in detoxification. They detoxify according to MUDr. Jonas and they use medication from

the Joalis company that helps them to sell more products from their e-shop.

Nowadays, people are looking for more information before purchase and try to find rec-

ommendations, reviews and stories (Novinky.cz, 2016). Based on this trend, a new menu
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item has been added to show potential customers the whole process of detoxification and

results of the procedures.

Stories of clients will be written by Jan Lanta who is an expert on detoxification and who
has the best contact with his clients. On the other hand if customers will be willing to share
their stories, they will have a possibility to write them by themselves and it will contribute

as a testimonial for the e-shop.

8.10.2 Recipes

More and more people change their eating habits and try to eat healthy and this is the right
time for added value information. Because of this reason the second menu item that has
been added is Recepty / Recipes. The ZVH e-shop is about healthy products and it is there-
fore appropriate to write recipes from the healthy food world. All recipes will be written by

Zdenka Lantovd whose whole life is dedicated to healthy eating.

Moreover, if products from the e-shop are necessary for cooking the meal/snack, it can
help them to make more sales. It is recommended to add links to the text of recipes that

will land on the product details’ pages.
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9 RISK, TIME AND COST ANALYSIS

Analysis is an integral part of any project and so it is necessary to estimate possible out-
comes in order to know the starting point. Sometimes one analysis can change the deci-

sions of companies.

This part of the thesis is therefore related to risk, time and cost analysis.

9.1 Risk Analysis

As every project in a business, this one also faces risks that have to be taken into consid-
eration. Current situation in e-commerce is that who can attract customers makes more
money. It is thus necessary in this field to take some risks to achieve desired results or to
get closer to them. It is very important to create the best possible plan to avoid or minimize

potential risks. Potential risks of current project could be:

1. Internal risks

a. The revenues that are supposed to increase, because it is the purpose of the
whole project, will stay unchanged or will decrease.
Mitigation: The project will be proposed in the best possible design to meet
the trends in today's e-commerce and explore all areas that increase revenue
to the maximum.

b. The amount of hours allocated to the project will be higher and it will not be
possible to finish on time because of some complications.
Mitigation: The offer to the client will have to be submitted with some re-
serves, in case of problems that will slow down the implementation.

c. The costs of the project will be higher than estimated.
Mitigation: This internal risk is connected to the previous risk b because
more time spent on the project causes higher costs. Because of that, the
schedule of the project development will have to include extra working
hours in order to keep costs down.

d. The graphic designer or programmer will quit the job and the project will
not be finished on time with the estimated budget.
Mitigation: It will be necessary to create a good working atmosphere that
will ensure satisfaction of employees. Also for this project, a person who

has a relationship to the topic of healthy eating will be chosen.
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2. External risks

a. There will be change of legislation in the area of healthy products, which
will affect the e-commerce. For example European Union will ban the sale
of healthy products on the internet.

b. The electronic records of sales will also be applied to e-shops. It means that
each e-shop will have to hand out monthly records of their transactions, so
the state will have all businesses under control.

c. There will be a change in tax policy that will increase prices of products,
which will affect the final customer.

d. The state will intervene in the free market in a way that the company will
not be able to continue with its business.

Mitigation of external risks: It is very difficult to find a way of mitigating external
risks because those risks cannot be influenced by any company. But it is important

to be aware of those risks and be ready for any changes.

9.2 Time Analysis

In order to achieve defined goals and reach desired results, every project needs to be
framed by time. Time planning helps companies with guidance of the project and defined
deadlines which lead to set outcome. It is also very important to define the longest and
shortest possible time frame in which the project can be finished. Immediate predecessor

says which activities are dependent and which can be done simultaneously.

Time analysis of this project is initiated through PERT/CPM method of WinQSB software.
The abbreviation PERT means Program Evaluation and Review Technique and it is a sta-
tistical tool that is used in project management and analyses the duration of each phase,
dependences and the shortest possible time for project implementation. CPM means Criti-
cal Path Method which is the longest possible way from the initial activity to the last one.
It states the total time required for the project and therefore if there is a hold-up in any ac-

tivity of the critical path, the whole project will be delayed.

Table 5 describes all activities involved in the project, their dependencies and duration in
MD unit. MD signifies 8 working hours per one person per one day. (Note: 2 MDs is equal
to 16 working hours in 2 days for 1 person or 1 day for 2 persons.) This table also contains
input data that are used in the WinQSB tool to find out the project completion time and

critical path.
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Name of Immediate Time
Description of an activity
an activity predecessor (MD)
A Meeting with the client none 0
B Key words analysis A 1
C Web usability proposal B 2
D Approval of the proposal C 3
E Copywriting D 7
F Web design proposal D 14
G Approval of the proposal F 3
H Programming and coding of the homepage G 7
I Programming and coding of subpages H 14
J Filling the content E 7
K Testing and tuning shortcomings IJ 7
L Final approval K 3
M Launching the full version L 1

Table 5: Activities of time analysis (own processing)

Figure 53 is a solution from the WinQSB tool and it shows that there is only one critical

path and the project completion time is 56 weeks.

03-07-2016 | Activity | On Critical | Activity | Earliest | Earliest | Latest | Latest| Slack
09:06:49 Name Path Time Start | Finish | Start | Finish | (LS-ES)

1 A Yes 1 0 1 0 1 0

2 B Yes 1 1 2 1 2 0

3 C Yes 2 2 4 2 4 0

4 D Yes 3 4 7 4 7 0

5 E no 7 7 14 31 38 24
6 F Yes 14 7 21 7 21 0

7 G Yes 3 21 24 21 24 0

8 H Yes 7 24 31 24 31 0

9 | Yes 14 31 45 31 45 0
10 J no 7 14 21 38 45 24
1 K Yes 7 45 52 45 52 0
12 L Yes 3 52 55 52 55 0
13 M Yes 1 55 56 55 56 0

Project Completion Time = 56  weeks
Number of  Ciritical Path(s) = 1

Figure 53: WinQSB solution (own processing)
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Graphical solution and critical path of the project is shown in the Figure 54. The critical
path goes through almost all activities except E and J and those activities cannot be de-
layed because than the whole project would be delayed. Activities E and J can each have

24 weeks of hold-up and the project would still be finished in time.

The critical pathisA-B-C-D-F-G-H-I-K-L-M.

1 | 2 | 3 [ Project Completion Time = 56 weeks s | 9 | 10 | 11

| {2 s
NUIZEAN 7

Figure 54: WinQSB graphical solution and critical path (own processing)

9.3 Cost Analysis

When creating any project, it is very necessary to know the budget, so it will not be a sur-
prise that the costs of any stage are higher than anticipated. And this project is no excep-

tion.

The costs are based on the amount of time, in this case hours and the hour rate. All budget
items were selected from time analysis which summarises all stages of the project that have
to be converted into money. Table 6 shows the estimated budget of the project implemen-
tation, Figure 55 demonstrates all costs in percentage and it is visible that the biggest area

of costs is web coding and programming with 27 %.

The price is set based on the hour rate (600 CZK) of PSHK Ltd. and can be found in their
price list. The quantity is estimated time that will take to finish tasks and it is also a figure

that is used to calculate the total costs of each part and for the whole project.

The total costs of this project are calculated at 66 000 CZK. It is not a standard price for e-
shops but because this e-shop has a huge range of products and requires redesign, the price
has to be higher to cover all work stages of the company, that would create a new e-shop —

in this case the aforementioned PSHK Ltd.
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Cost Price (hour rate) Quantity Total
(hours)
Web usability proposal 600 CZK 12 7200 CZK
Key words analysis 600 CZK 8 4 800 CZK
Graphic design (responsive) 600 CZK 20 12 000 CZK
Web coding (responsive), programming 600 CZK 30 18 000 CZK
Copywriting 600 CZK 15 9 000 CZK
Filling the content 600 CZK 10 6 000 CZK
Blog programming 600 CZK 5 3000 CZK
Redesign of e-mailing 600 CZK 10 6 000 CZK
TOTAL COSTS | 66 000 CZK

Table 6: Budget estimation (own processing)

Blog programming

5%

Key words

analysis
7%

Redesign of e-
mailing
9%

Figure 55: Budget estimation in percentage (own processing)
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CONCLUSION

The topic of this thesis was chosen based on the author’s working experience in PSHK Ltd.

which cooperates with company Zdrava vyziva Hronov in the field of internet marketing.

Thanks to this project, the author had a chance to research the usability of an e-shop that
specializes in healthy products, could help the company with analysis and created a pro-

posal that would be a basis for future changes.

One of the research questions asked if the e-shop meets all rules of usability. The answer is
that not all of them, actually only less than half of them. The e-shop has a lot of drawbacks
which was the topic of the second research question. This online shop lacks visible contact
information that customers could use if they wanted to ask something or got lost. Related
and recommended products are visible only on the homepage but not in products’ details.
Call-to-action buttons are also missing and that is the reason why visitors get confused on
the page. In the product offer there are products that are out of stock and they lack the
availability. When a user wants to add a product in the cart, there is recurring pop-up box
which is annoying and cannot be disabled. Also testimonials which support the business
and newsletter subscription that sends customers e-shop news are missing. Last and very
important function that is ambiguous is the confirmation page that informs that the order

has been sent and what the customer should do.

It was not possible to do a planned second research which could reveal another mistakes
and it would be possible to create a proposal that would cover all problems found. The
reason is that it would be costly for the company in short period of time and therefore only

one user testing was done.

The present time requires constant improvements in terms of design and functions and that
means that what is good today may not be true in a few years. It also means that if the
company Zdrava vyZziva Hronov does not realize proposed changes within one year, it will
be needed to do another testing because what was found during this research could be out-
dated. What will not change is the fact that who differentiates from competitors, offers
extraordinary products and services with added value and guaranties something that no-
body else does, this company will reach more relevant customers who will purchase again

and increase sales of the e-shop.
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Finally, the author acknowledges having an opportunity to try out a completely new area of
skills and appreciates the contribution of this thesis for her next professional life. It was the
first step towards web analytics and the acquired skills will continuously extend and en-

hance.
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APPENDIX I: PERMISSION FORM

Original scanned Permission Form in Czech language:

Souhlas s nahravanim a zpracovanim dat

Dé&kujeme za Gcast v naSem vyzkumu na téma uZivatelské testovani

pouZitelnosti webu pro firmu Zdrava vyZiva Hronov.

Celé testovani bude nahravano a bude slouZit jako podklad pro zpracovani

analyzy pro spolecnost Zdrava vyZiva Hronov.
Prectéte si prosim prohlaseni nize a potvrdte jej svym podpisem.
Souhlasim s nahravdnim videozdznamu. A udéluji opravnéni spolecnosti PSHK

s.r.0. a Zdrava vyZiva Hronov pouZivat tento zaznam pouze pro interni potrebu

a za Uéelem zlepseni pouZitelnosti webovych stranek.

Vase jméno: Q./UDEEJ ...... bENES .........

Datum: 28.cervence 2015



Translation of the Permission Form into English language:

Permission to recording and processing data

Thank you for participating in this user web usability testing research for Zdrava vyziva

Hronov Company.

The whole procedure of testing will be recorded and then will be used as a source for the

research.

Please read the statement below and confirm it with your signature.

I agree with recording video and I authorize Zdrava vyZziva Hronov Company and PSHK

Ltd. to use this record for internal use only and for improving the usability of the web.

YOUL NAIMNE: .veerrrnnnieeeeeeeenneeeeccecsesssecccccssanee

Date: 28" July 2015

.
N 14 1 1111 N



APPENDIX II: USABILITY TEST SCRIPT

Hello, name of the participant. My name is Iveta Chlupova and I will be the moderator for

today’s testing.

Before we start the testing I have to tell you some information, I will read them not to for-

get anything.

Maybe you know or have some idea about today’s testing. I will just shortly summarize
everything to be clear. Today we will do web usability testing and it will last about one
hour. I have to mention that we are not testing you and your skills but the web. So, it
means that you cannot do anything wrong. You do not have to worry that you will do any

mistake.

When you will test the web, please, speak loudly and tell me everything that comes to your
mind, your feelings, your thoughts, what are you looking at, what you are doing and why.

It will really help me during this testing.
Do not worry that you will tell something that

Do not be afraid that you would somehow hurt my feelings. We are going to change the

web, so speak sincerely and tell me what you really think.

If you have any questions, you can ask but I will answer them after the testing. The reason
why is that we are testing user behaviour on the web without any help of other people, like
you were at home. So, if you still have any questions after the testing, do not hesitate to ask
me, it will be pleasure for me to answer them. If you need a break during the testing, just

tell me, it will not be any problem.

Here we have a camera that will record mouse movement and our conversation. It will help
me during the testing because I will not have to write so many notes. The record will be
used only for internal purposes of the company. It will help us with the improvements of
the web and this record web e shown only to people who are involved in this research,

which means me, PSHK Ltd. Company and ZVH Company.

Now, please read and sign the Permission Form which says that you agree with the record-
ing and analysing the data which will be recorded today and which will be used only for

internal purposes.



OO0 Permission Forma and pen
O During reading and signing the Permission Form start the recording and

mouse tracking

Do you have any questions?

Before we start, I would like to ask you some quick questions. What is your occupation?
What do you do in your free time?

Which websites do you like?

How often do you purchase online?

Is form of transportation, payment and price important for you? Is it crucial when purchas-

ing? What do you prefer?

Which explorer do you use?

O Open homepage of www.zdravavyzivahronov.com

TASKS: FIRST IMPRESSION

Well, please look at this website and tell me what you see, what do you think, what type of
this page is, what do we use it for, where would you click and why but please do not click

anywhere but you can scroll down.

OO0 3-4 minutes leave the participant examine the webpage

Does he/she know the web?
Did he/she notice the search box?
Did he/she notice the menu on the left side?

Did he/she understand the discount when registering?

O 0o o o0

Did he/she understand that transportation is free of chargé when ordering

over 1300 CZK?



O Did he/she notice
O recommending goods?
new products in the e-shop?
contact?
news in the right column?
menu item — why purchase in this e-shop?
survey?
best sellers?
interesting links?

shop assistant of the e-shop?

o o o o o o o o g

controlled detoxification?

TASKS: SEARCHING INFORMATION

Now imagine that you are a potential customer of this e-shop. Which information are you

interested in? Please try to find them.

[0 Way of searching information — menu or search box?
O Did he/she find all answers? Why not?
O Did he/she read all the text?

Now you are in the situation that you need some additional information but you cannot
find them on the web, what would you do? Will you contact the company? Which form of

contacting would you choose?

O Did he/she find the contact?
O Which form did he/she choose?

TASTKS: REGISTRATION

Now imagine that you are interested in the discount when registering. Please, register and

log in to make an order.

[0 Did he/she find where to register?
O Did he/she manage to register?

O Did he/she be able to log in after receiving registration confirmation e-mail?



Now you visit the web for the second time, for example after one month and you want to
sing in to purchase with the discount but unfortunately you forgot the password, what will

you do?

Did he/she find the log in form?
Did he/she find the link of forget your password?
Did he/she understand that the new password has been sent to the e-mail?

Did he/she able be able to log in with the new password?

O O o o d

Did he/she understand that after filling in the new log in data, he/she would

be already logged in?

Now, please change your new password so you can remember it.

[0 Did he/she manage to change the password?
O Which way of changing password did he/she choose? — My account or

clicking on his/her name?

TASKS: PRODUCT DETAIL

Please show details of any product that you like and describe everything you see.

O Did he/she notice labels — recommended, new product (if it is available)?

O Did he/she understand those symbols?

= Star
= Paw
= Hand

Did he/she find the price?
Did he/she notice if the product is available or not?

Did he/she notice detailed description of the product?

O O O O

Did he/she understand that the button Purchase means Add to cart?

TASKS: MENU ITEM - MY ACCOUNT

What do you think that you will find in the menu item Mij ucet/My Account? (Ask only if

he/she did not do this task in the previous task in registration.)

O Did he/she estimate what is hidden in the menu item Muj icet/My Account?



O Did he/she understand
0 what is popular items?
[0 what is watchdog?
[0 that here he/she can find status of his/her orders?
O that here he/she can change the setting of the account?
O that here he/she can log out?

TASKS: ORDER

If you were at home with your PC or if you visit a shop with healthy food, what would you

buy? Please try to find it?

Way of searching information — menu or search box?
Did he/she find what he/she is looking for? Why not?
Did he/she can add products to the cart?

O O o O

Did he/she understand that transportation free of chargé is from above 1300
CZK order?
[0 Could he/she return back for searching other product after adding a product

to the cart?

Please create an order and use this contact information — testovanipshk @ gmail.com,

Veverkova 1343, Hradec Kralové, 500 02.

[0 Which way of transportation did he/she choose and why? (Classify one way
to each participant.)
= DPD - Marcela
= (Czech Post - Jitka
= Personal collection — Ondfej, Marek
= Slovakia
0 Which way of payment did he/she choose and why?
[0 Cash on delivery
O Transfer to the bank account
O Cash

O Could he/she fill in all information of order form correctly?



O Did he/she understand that right after making an order there will be an

e-mail delivered?

TASKS: EMAILS

O Did he/she understand

[0 confirmation e-mail?
e-mail - order is processed?
e-mail — shipped?

e-mail — settled?

O O o O

e-mail- cancelled?

When choosing personal collection as a way of transportation — Did he know where to pick

up the order and how much to pay?

O How did he find that information?

[0 Did he check the e-mail to find the price?

[0 Did he check the menu item Mij ucet/My Account -> Moje objednavky/My
orders?

O How did he figure out which shop and address would the order be deliv-

ered?

TASKS: COMPLETION

[0 Turn of the computer screen

What is your opinion on this web? Did it catch you?

Last question — What would you change in today’s testing? What did not suit you? What

would help you to feel more comfortable?

O Acknowledgement and handing over the gift




APPENDIX III: OLD E-MAILS

PREDMET E-MAILU - DORUCENI OBJEDNAVKY

Viézeny(4) pane(pani)lveta Chlupova,
prave jsme pfijali Vasi objednavku (€.19625) ke zpracovani. Dékujeme Vam za divéru, kterou nam

projevujete. Pokud jste zvolili platbu pfedem, plat'te na tcet 35-9561630257/0100, V.S.19625.

REKAPITULACE OBJEDNAVKY:
Dodavatel:
Zdrava VyzZiva Hronov
Hostovského 565
549 31 Hronov

tel.: +420 608830709
mob.: +420 602709486

IC: 728 53 603

DIC: CZ7354083242

bank. spojeni: 35-9561630257/0100 - Komerc¢ni banka
konstantni symbol: 0008

specificky symbol: -

variabilni symbol: 19625

Osobni ddaje:
jméno: test
email: test@test.cz

telefon: 123 456 789

Dodaci adresa:
jméno:
firma:
ulice: Veverkova 1343
mésto: Hradec Krédlové
PSC: 50002
stat: Ceskd republika



Nakoupené vyrobky:
- Celozrnna Zitnd mouka BIO (1ks) ... 28,00K¢
- Aloe Vera 100% (1ks) ... 385,00K¢

Recyklaéni popl. ... 0,00K¢
Platba (Pfevodem) ... 10,00K¢
Doruceni (DPD (do 40ti kg)) ... 85,00K¢

CELKEM 508,00K¢ (v¢etné DPH)

Zaregistrujte se (pokud jiZ nejste) a nakupujte se slevami 2-10% !

Internetovy obchod
Zdrava Vyziva Hronov
Hostovského 565

549 31 Hronov

www.zdravavyzivahronov.com

tel.: 777 923 668

PREDMET E-MAILU - ZPRACOVAVANO: OBJ. 000

Viézeny zédkazniku,
Vase objednévka ¢. 000 ze dne 28.07.2015 je prave zpracovavana.

Zaregistrujte se (pokud jiZ nejste) a nakupujte se slevami 2-10% !

Internetovy obchod
Zdrava Vyziva Hronov
Hostovského 565

549 31 Hronov

www.zdravavyzivahronov.com

tel.: 777 923 668



PREDMET E-MAILU - PRIPRAVENO K EXPEDICI: OBJ. 000

Vézeny zdkazniku,
Vase objednévka ¢. 000 ze dne 28.07.2015 je pfipravena k expedici.

Zaregistrujte se (pokud jiz nejste) a nakupujte se slevami 2-10% !

Internetovy obchod
Zdrava Vyziva Hronov
Hostovského 565

549 31 Hronov

www.zdravavyzivahronov.com

tel.: 777 923 668

PREDMET E-MAILU - EXPEDOVANO: OBJ. 000

Viézeny zédkazniku,
Vase objednévka ¢. 000 ze dne 28.07.2015 byla praveé expedovana.

Zaregistrujte se (pokud jiZ nejste) a nakupujte se slevami 2-10% !

Internetovy obchod
Zdrava Vyziva Hronov
Hostovského 565

549 31 Hronov

www.zdravavyzivahronov.com

tel.: 777 923 668



PREDMET E-MAILU - VYRIZENO: OBJ. 000

Vézeny zdkazniku,
Vase objednévka ¢. 000 ze dne 28.07.2015 byla pravé vyfizena.

Zaregistrujte se (pokud jiz nejste) a nakupujte se slevami 2-10% !

Internetovy obchod
Zdrava Vyziva Hronov
Hostovského 565

549 31 Hronov

www.zdravavyzivahronov.com

tel.: 777 923 668



APPENDIX IV: HERUSTIC ANALYSIS QUESTIONS
Homepage

1. Is the important content located on the homepage or within reach of one click?
- Some products are on homepage.
- Other products are in categories — 2-3 clicks.
- Information about the purchase — 2 clicks.
- Points of interest — 1 click.
2. Is the menu logically arranged with respect to the most frequent user needs?
- Yes — from heat map results which show the areas where users click the
most. (Appendix V: Heat map of the homepage)
3. Is the homepage URL address easy-to-remember?
- Yes but the ending .com gives the impression that the page is not Czech.
4. Is the homepage specific/distinguishable from the others?
- No, it is not. The homepage is distinguished only by the green banner and

offer of recommended products and new products.
Focus on Tasks

1. Is the necessary scrolling down and clicks minimal?
- No, it is not. On one page there are a lot of products and user has to often
scroll down an up.
- Clicks are very frequent because there is a lot of categories from where to
choose.
2. Is it possible to quickly finish the most frequent steps and tasks?
- Add to cart and order creation is quick.
- Pop-up box slows the whole order.
3. If the task consists of several required steps, are these steps to complete shown to
the user in advance? Is a feedback provided during doing this task?
- In the order form there are all steps visible but they are not so highlighted to
be recognised.
- Feedback does not appear every time. When finishing the order then yes but
after logging in no.

4. Do the pages contain only relevant and non-disturbing elements and information?



- Disturbing elements are colours because each button has different colour
and there is a lot of text on each page, mainly because of the right bar with
news.

If the web requires personal information for registration, does it contain the Letter
of Privacy?

- No, it does not contain.

Is there visible and easily accessible possibility to contact any employee of the
company which ensure quick respond? (e.g. e-mail, telephone, ...)

- Contacts are not so visible, there is missing contact form.

Navigation and Information Architecture

1.

Is it possible to move easily among related pages and is easy to return to the
homepage?
- Yes, itis.
Is it clear from the menu, which item has been selected?
- No — when searching through search box, main menu or when choosing the
last category.
- Yes - when choosing main category.
Is there visible navigation feedback? (For example breadcrumbs.)
- Yes, itis.
Is necessary information displayed in the upper part of the screen?
- No, mostly it is displayed in the lower part of the screen.
Is frequently needed information easily and quickly available from any page?
- Partly yes. This information is located in the main menu but a user has to
click farther.
- Cart content — 1 click
- My Account — 1 click
- Contact, Terms and conditions, Transportation and Shipment — 2 clicks
- Information and Points of interest — 1 click
Are there all common elements and terminology across the web consistent? (For
example — logo, menu, frequently used terms, ...)
- Yes, there are.
Does the appearance of the cursor change when moving it to a place of the active

element where is possible to click? (From the shape of an arrow to a hand.)



- Yes, it does.

8. Is there the list of items in the main menu rather longer and more transparent than
the shorter and deeper? (In the case of narrow menu, items are comprehensive -
"deeper", which may lead to worse clarity.)

- There are not so much items in the main menu and therefore a user has to
click farther.

9. In case of more complicated and more comprehensive web, is there the site map
available?

- No, it is not.

10. Does each category correspond to menu titles, links and other elements of its con-

tent?
- Not all of them. Those sub-categories do not correspond: Bryle / Glasses,
Darkové a doplnkové zbozi / Gifts and Complementary products, Sex a in-
timita / Sex and Intimacy.
Forms and Data Entry

1. Does the description of input fields explain clearly what information is required?
- Some button labels are written grey colour which a user can easily over-
look.
2. Is visible which answers are required and which not when filling in fields?
- Yes, it is. Those fields are marked with a star.
3. Does the page enable easy error correction when filling in information? (For exam-
ple if a user skip required field and want to continue, this field will be highlighted
and there appears a label that the information is required.)

- Yes, it does.
Quality of Content

1. Is the content easy for scanning (note: looking for specific information instead of
careful reading)?
- The text is often dull, unformatted and hard for scanning. Headings and par-
agraphs are not often separated and usually there is used the same font.
2. Are there links and their captions predictively described?
- Yes, they are.

3. Is there recognition in colours between visited and unvisited link?



- No, there is not.
4. Are there words, phrases and concepts understandable to standard user (also to a
new comer)?
- Healthy food is very specific field and therefore all users should know the
terminology.
5. Is each page labelled with a meaningful headline?
- Yes,itis.
6. Are all headlines and subtitles brief and accurate?
- Rather yes.
7. Is there some archive of previously published content?
- Yes, it is — News archive.
8. If there on a page a part of an article or list of items which appear after click then is
this attribute and the possibility to see the whole content after click visible?
- Unfortunately not.
9. Is there a possibility to change language available?

- No, it is not and it is not needed now.
Page Layout and Visual Design

1. Is the web responsive?
- No, it is not.
2. Is there on any page balanced proportion of the content and empty space?
- There is more content than empty space.
3. Are there items / zones clearly separated?
- Yes, they are.
4. Is it possible to get on homepage when click on the logo?
- Yes,itis.
5. Is there a difference in the design of active element and inactive element? (Inactive
elements attract the attention to click on it and vice versa.)
- Not everywhere, for example in the menu item Informace a zajimavosti / In-
formation and Points of interest it is confusing.
6. Are text lines optimally long? (Approximately 50-100 characters.)
- Yes, they are.

7. Is the background of the web simple and enough contrast with the text?



- The background could be disturbing for somebody because there are a lot of
elements.

8. Are animations, differences in size and font together with other elements which can
disturb a user used only within the relevant communication? (Maximum four sizes
of font and three types of font.)

- Rather yes.
9. Is the font sufficiently large and readable?

- No, it is not. The font is small.
Search

1. Is there a search box available?
- Yes,itis.
2. Are there all results of search clear, helpful and ordered by the relevance or the da-
ta?
- No, it is searching only in products, not in the news or points of interest.
3. Does the page contain search result duplicity?
- No, it does not contain.
4. Is the search box located on the place where estimated? (In the right upper part.)
- Yes, itis.
5. Is the search box enough long?
- Yes,itis.
6. Does the result of search contain important meta-information? (For example the
size of a document, date of publishing,...)

- There does not work search in articles therefore it does not contain.
Errors, Feedback and Help

1. Is the error page 404 adopted? Does it contain any tip show to get to the search
page, homepage link or call to use search box?
- Yes, it is adopted.
2. Is the error page understandable and does it contains instruction how to continue?
- Yes, it is understandable.
- Yes, it contains all necessary information.
3. Are there error and warning notifications written in the user friendly and non-

aggressive form?



- Yes, they are.

- Only in one case the notification is not friendly. There is a condition that the
minimum amount of order is 350 CZK and in the cart there is written
,Musite objednat jesté za XY CZK.*“/ You have to order more to reach the
limit.

. Do the pages load quickly? (Approximately 5 seconds.)

- Yes, they do.

Is there a feedback available after each user step?

- Mostly yes. For example when a user adds a product into the cart there ap-
pears pop-up box.

Is it easy to return back or to cancel a process?

- Rather yes. Only one problem has been discovered — an item cannot be re-
moved from the cart by click on a cross which is usually used for cancelling
or removing. To remove the product, there has to be written amount of
pieces 0 and then it has to be recalculated.

Are there instructions or help available when needed?

- Yes, there are.



APPENDIX V: HEAT MAP OF THE HOMEPAGE
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APPENDIX VI: HOMEPAGE DESIGN (CZECH AND ENGLISH)

Regstrace / Prihlaseni

[ KOSiK |
L O G O Beneft Beneft Beneft
[ HeeoAr |

slogan

Domu Onas Detoxikace Recepty Aktuality Doprava a platba Obchodni podminky Kontakty

Produkty vnasem e-shopu:

Zdrava vyziva

SPECIALNI NABIDKY, AKTUALITY, INFORMACE O PRODUKTECH

Detoxikace

Ekodrogerie

Kosmetika

Knihy

Dérky a dopliikové zboZzi

Pomticky CTA
B . o O o
Zdravotni problémy
Speicélni nabidky
Akce Nejprodavanéjsi Akce Novinky
Nazev produktu Nazev produktu Nazev produktu
RYCHLY KONTAKT
100 KE Skladem 100 KE  Skladem 100 KE Skladem
FACEBOOK .. - -
ks DO KOSIKU E ks DO KOSIKU E ks DO KOSIKU
NEJNOVEJSi CLANKY
Clanek Datum
. Etiam bibendum elit eget erat. Etiam ligula pede, sagttis quis, interdum ultricies, scelerisque eu.
CENY A ZPUSOBY DOPRAVY A F tet N M = i tg « leo. Eti i
PLATBY usce consectetuer nsus a nunc. Maecenas aliquet accumsan leo. 1am.... élST DALE
Clanek Datum
Etiam bibendum elit eget erat. Etiam ligula pede, sagttis quis, interdum ultricies, scelerisque eu.
Fusce consectetuer risus a nunc. Maecenas aliquet accumsan leo. Etiam ST DALE
ODBER NEWSLETTERU Clanek Datum
Etiam bibendum elit eget erat. Etiam ligula pede, sagttis quis, interdum ultricies, scelerisque eu
Fusce consectetuer risus a nunc. Maecenas aliquet accumsan leo. Etiam &iSTDALE
ZDRAVA VYZIVA HRONOV
KONTAKTUJTE
NAS
ADRESA HORNOV .
O nas
Detoxikace
Recepty
Novinky
Doprava a platba
ADRESA NACHOD Obchodni podminky
Kontakty




English version:

Regstration / Sign in

| CART |
L O G O Beneft Benefit Beneft
[ SEARCH |

slogan

Home About us Detoxication | Recipes News Shipping and Payment Terms and Conditions Contacts

Products in our e-shop:
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(o] o O
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F : I leo.
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F tets i .M I t leo. Etiam....
usce consectetuer risus a nunc. Maecenas aliquet accumsan leo. Etiam READ MORE
ZDRAVA VYZIVA HRONOV
CONTACT US
ADDRESS HORNOV
About us
Detoxication

News
Shipping and Payment
Terms and Conditions
ADDRESS NACHOD Contacts
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APPENDIX VII: LEFT MENU ARRANGEMENT
Zdrava vyziva — produkty

- Bezlepkové potraviny
- Chléb a housky
- KaSe a vlocky
- Mouky a smési
- Naépoje
- Polévky
- SuSenky a mlsini
- Testoviny a ryze
- BIO produkty
- Dobroty
- Dochucovadla
- Kofeni
- Naépoje
- Oleje
- Potraviny
- Vino
- Caje a bylinné smési
- Caje a smési Dr. Popov
- Fantastic tea
- Japonské Caje
- Sypané Caje — Cerné
- Sypané ¢aje — Cervené
- Sypané ¢aje — ovocné
- Sypané ¢aje — rooibos
- Sypané Caje - zelené
- Chlazené vyrobky — pouze osobni odber
- Kavoviny
- Koreni, dochucovadla a soli
- Zdravé ndpoje, sirupy a stavy
- Bylinné sirupy

- Javorové sirupy



Kitl
Népoje a stavy

Susené népoje

Zdravé potraviny

LuSténiny

Obiloviny, mouky a kaSe
Octy

Polévky

Pomazéanky

Sladidla a dzemy

Sojové maso

Téstoviny a kuskus

Vlocky, otruby a klicky

Rasy a houby

Zdravé mlsdani

Cokol4da

Dobrtitky v polevach na vahu
Kornouty a balicky

Miisli ty€inky

Oftechy na véhu

Susené ovoce na vihu
Zvykagky

Ostatni zdravé mlsani

Zelené potraviny

Chlorella a spirulina

Mlady je¢men a mlada pSenice

Detoxikace podle Mudr. Jonase

Pro dospelé

Balicky podle organti a potizi
Bioharmoni

Ro¢ni detoxikace

Pro deéti

Vitaminy a minerdly



Eko-drogerie

- Do koupelny

- Do kuchyné

- Hygienické potieby

- Kartdce

- WC distice

- Ostatni cistici prostredky

Eko-kosmetika

- Nimbovd kosmetika

- Saloos kosmetika

Hydrofilni odli¢ovaci oleje
Karité

Koupelové oleje

Kvétinové pletové vody
Regeneracni oblicejové oleje
Sprchové oleje

Télové a masazni oleje

- Chlorella cosmetics

- Konopnd kosmetika Cannaderm

Afty a opary

Akné

Atopie a lupénka
Détska pokozka
Intimni hygiena
Mykéza

Opalovéni
Regenerace

Svaly, klouby a zily
Vlasova péce

Ostatni

- Solex agro kosmetika

- Cakrdrni éterické oleje

S rozpraSovacem



- S kapéitkem
- Henna kosmetika
- Koriské masti
- Kosmetika Dr. Popov
- Aloetrox kosmetika

- Mydla z rucni vyroby
Knihy

- DuSevni literatura
- Motivacni literatura

- Zdravd vyZiva
Darkové a dopliikkové zbozi

- Bio dopliky

- Bryle pro zlepSeni zraku
- Ddrky

- Prirodni antibiotika

- Sex a intimita

- Zdsaditd péce o organismus
Pomiicky

- Vydejniky — dispenzory
- Zdravé plnospektrdlni svétlo
- Zdravotni pomiicky a wellness
- Lampy a svitidla nasli
- Lampy ott-lite
- Lampy verilux
- Simulétor slunce
- Uspomné zafivky a Zarovky
Zdravotni potize
- Angina
- Astma

- Bolesti hlavy a migrény

- Celiakie



Celulitida
Detoxikace
Diabetes
Dna
Gynekologické potiZe
Hemeroidy
Chripka
Imunita
Jatra
Klimaktérium
Kouby
KozZni problémy
- Akné
- Atopicky ekzém
- Kozni alergie
- Lupénka
- Opary a afty
- Plisné
Krecové Zily
Ledviny
Lymfaticky systém
Nadvdha a obezita
Nachlazent a kasel
Oci
Pdlent Zdhy
Pohybovy systém
Prostata
Prekyseleni organismu
Psychika
Sexualita
Srdce a cévy
Spatné spani

Urologické potiZe



- Usi

- Vlasy

- Vysoky krevni tlak

- Zdcpa

- Zvyseny cholesterol

- Zaludek a zaZivdni
Akce
Vyprodej

Vano¢ni balicky



English version:
Healthy products

- Algae, mushrooms

- BIO products

- Chilled products — only personal collection
- Coffee

- Gluten-free products

- Green products

- Healthy drinks, syrup, juice

- Healthy food

- Healthy sweets

- Spices, flavourings, salt

- Tea and herbage
Detoxification
Ecodrugs
Cosmetics
Books
Gifts & Complementary goods
Aids
Healthy problems
Special offers

Sales



APPENDIX VIII: LEFT MENU DESIGN

Regstration / Sign in

[ CART |
L O G O Beneft Beneft Beneft
[ serRcH |

slogan
Home About us Detoxification | Recipes News Shipping and Payment Terms and Conditions Contacts
Products in our e-shop: Home > Healthy products > Tea

, nunc amet dolor ac odio mauris justo. Luctus arcu, uma praesent at id quisque ac.

Detoxification teger vivamus elit eu mauris eus, cum eros quis aliquam wisi. Nulla wisi laoreet
ris hendrerit facilisi, mi mattis pariatur aliquam pharetra eget.
Ecodrugs
Cosmetics Fantastic tea Dr. Popov tea The cheapest  ~ |
Books
Product name Product name
Gifts & Complementary goods
Aids
Healthy problems
. 100 CZK  AVAILABLE 100 CZK  AVAILABLE
Special offers
Sales m pc ADD TO CART m pc ADD TO CART
Product name Product name Product name
QUICK CONTACT
100 CZK AVAILABLE 100 CZK  AVAILABLE 100 CZK AVAILABLE
FACEBOOK
m pc ADD TO CART m pc ADD TO CART m pc ADD TO CART




APPENDIX IX: CATEGORY DESIGN (CZECH AND ENGLISH)

LOGO

slogan

Regstrace / Prihlaseni

- @ &
Beneft Beneft Beneft
[ HLEDAT |

Domu O nés

Obchodni podminky Kontakty

Detoxikace Recepty Aktuality Doprava a platba

Produkty vnaSem e-shopu:

Domi > Zdrava wava > Caje

CAJE

Lorem ipsum dolor sit amet, sapien etiam, nunc amet dolor ac odio mauris justo. Luctus arcu, uma praesent at id quisque ac.

Detoxikace Arcu es massa vestibulum malesuada, integer vivamus elit eu mauris eus, cum eros quis aliquam wisi. Nulla wisi laoreet
" suspendisse integer vivamus elit eu mauris hendrerit facilisi, mi mattis pariatur aliquam pharetra eget.
Ekodrogerie
Kosmetika Sypané caje Japonské caje Fantastic tea Dr. Popov caje Nejlevnéjsi -
Knihy
Nazev produktu Nazev produktu Nazev produktu
Darky a dopliikové zboZi
Pomucky
Zdravotni problémy
: 100 KE  Sklade ¢ { ¢ {
Specisinf nabidky adem 100 KE Skladem 100 KE Skladem
Akce El ks DO KOSiKU El ks DO KOSIKU El ks DO KOSIKU
Nazev produktu Nazev produktu Nazev produktu
RYCHLY KONTAKT
100 KE Skladem 100 KE Skladem 100 KE Skladem
FACEBOOK
ks DO KOSIKU El ks DO KOSIKU El ks DO KOSIKU
Nazev produktu Nazev produktu Nazev produktu
CENY A ZPUSOBY DOPRAVY A
PLATBY
100 KE Skladem 100 KE Skladem 100 KE Skladem
|I| ks DO KOSIKU E| ks DO KOSIKU ks DO KOSIKU
Nazev produktu Nazev produktu Nazev produktu
ODBER NEWSLETTERU
100 KE Skladem 100 KE Skladem 100 KE Skladem
|I| ks DO KOSIKU E] ks DO KOSIKU |I| ks DO KOSIKU
ZDRAVA VYZIVA HRONOV
KONTAKTUJTE
NAS
ADRESA HORNOV :
O nés
Detoxikace
Recepty
Novinky
Doprava a platba
ADRESA NACHOD Obchodni podminky
Kontakty




English version:

Regstration / Sign in

| CART |
L O G O Benefit Benefit Benefit
| SEARCH |
slogan
Home About us Detoxification | Recipes News Shipping and Payment Terms and Conditions Contacts

Products in our e-shop:

Lorem ipsum dolor sit amet, sapien etiam, nunc amet dolor ac odio mauris justo. Luctus arcu, uma praesent at id quisque ac.

Home > Healthy products > Tea

Detoxification Arcu es massa vestibulum malesuada, integer vivamus elit eu mauris eus, cum eros quis aliquam wisi. Nulla wisi laoreet
suspendisse integer vivamus elit eu mauris hendrerit facilisi, mi mattis pariatur aliquam pharetra eget.
Ecodrugs
Cosmetics Tea leaves Japanese tea Fantastic tea Dr. Popov tea The cheapest v
Books
Product name Product name Product name
Gifts & Complementary goods
Aids
Healthy problems
. 100 CZK AVAILABLE 100 CZK AVAILABLE 100 CZK AVAILABLE
Special offers
Sales m pc ADD TO CART El pc ADD TO CART El pc ADD TO CART
Product name Product name Product name
QUICK CONTACT
100 CZK AVAILABLE 100 CZK  AVAILABLE 100 CZK AVAILABLE
FACEBOOK
|I| pc | ADDTOCART pc | ADDTOCART [Zl pc | ADDTOCART
Product name Product name Product name
PRICES AND WAYS OF PAYMENT
AND SHIPPMENT
100 CZK AVAILABLE 100 CZK AVAILABLE 100 CZK AVAILABLE
El pc ADD TO CART El pc ADD TO CART El pc ADD TO CART
Product name Product name Product name
NEWSLETTER BOX
100 CZK AVAILABLE 100 CZK AVAILABLE 100 CZK AVAILABLE
E] pc ADD TO CART III pc ADD TO CART m pc ADD TO CART
ZDRAVA VYZIVA HRONOV
CONTACT US
ADDRESS HORNOV About us
Detoxication
News
Shipping and Payment
Terms and Conditions
ADDRESS NACHOD Contacts




APPENDIX X: PRODUCT DETAIL (CZECH AND ENGLISH)

Regstrace / Prihlaseni

[ KOSiK |
LOG O Beneft Benefit Benefit
| WHLEDAT |

slogan
Domu O nés Detoxikace Recepty Aktuality Doprava a platba Obchodni podminky Kontakty
Produkty vnasem e-shopu: Dom > Zdrava wava > Caje > Sypané aje > Maté

[ "¢ 105

Lorem ipsum dolor sit amet, sapien etiam, nunc amet dolor ac odio mauris justo. Luctus arcu, uma praesent at id quisque ac.
Detoxikace Arcu es massa vestibulum malesuada, integer vivamus elit eu mauris eus, cum eros quis aliquam wisi. Nulla wisi laoreet
suspendisse integer vivamus elit eu mauris hendrerit facilisi, mi mattis pariatur aliquam pharetra eget.

Ekodrogerie
Kosmetika Vyrobce: ZVH
Knihy Kategorie: Sypané Caje

Darky a dopliikové zboZi

Skladem: Ano (10 ks)
Pomiicky Bé&Zna cena_109KE

Zdravotni problémy

Vase cena po slevé: 69 K¢

Specialni nabidky
Akce [1] ks  pokosiku

Popis produktu Komentare

RYCHLY KONTAKT

Lorem ipsum dolor sit amet, sapien etiam, nunc amet dolor ac odio mauris justo. Luctus arcu, uma praesent at
id quisque ac. Arcu es massa vestibulum malesuada, integer vivamus elit eu mauris eus, cum eros quis

aliquam wisi. Nulla wisi laoreet suspendisse integer vivamus elit eu mauris hendrerit facilisi, mi mattis pariatur
aliquam pharetra eget.

FACEBOOK Lorem ipsum dolor sit amet, sapien etiam, nunc amet dolor ac odio mauris justo. Luctus arcu, urna praesent at id
quisque ac. Arcu es massa vestibulum malesuada, integer vivamus elit eu mauris eus, cum eros quis aliquam

Souvisejici produkty:

CENY A ZPUSOBY DOPRAVY A Nazev produktu Nazev produktu Nazev produktu
PLATBY
100 KE  Skladem 100 KE Skladem 100 KE  Skladem
. ks DO KOSIKU |I] ks DO KOSIKU |I] ks DO KOSIKU
ODBER NEWSLETTERU
ZDRAVA VYZIVA HRONOV
KONTAKTUJTE
NAS
ADRESA HORNOV z
O nés
Detoxikace
Recepty
Novinky
Doprava a platba
ADRESA NACHOD Obchodni podminky
Kontakty




English version:

Regstration / Sign in

[ CART |
L O G O Beneft Benefit Benefit
| SEARCH |

slogan
Home About us Detoxification | Recipes News Shipping and Payment Terms and Conditions Contacts
Products in our e-shop: Home > Healthy products > Tea > Tea leaves > Maté
b M 7% 10
Lorem ipsum dolor sit amet, sapien etiam, nunc amet dolor ac odio mauris justo. Luctus arcu, uma praesent at id quisque ac.
Detoxification Arcu es massa vestibulum malesuada, integer vivamus elit eu mauris eus, cum eros quis aliquam wisi. Nulla wisi laoreet
suspendisse integer vivamus elit eu mauris hendrerit facilisi, mi mattis pariatur aliquam pharetra eget.
Ecodrugs
Cosmetics Producer: ZVH
Books Category: Tea leaves

Gifts & Complementary goods
Availbale: Yes (10 pieces)

Aids Common price: 109-€7K
il ] i Your price with discount: 69 CZK
Special offers

Sales [1] pc  ADDTOCART

Product describtion | Comments

QUICK CONTACT

Lorem ipsum dolor sit amet, sapien etiam, nunc amet dolor ac odio mauris justo. Luctus arcu, uma praesent at
id quisque ac. Arcu es massa vestibulum malesuada, integer vivamus elit eu mauris eus, cum eros quis

aliquam wisi. Nulla wisi laoreet suspendisse integer vivamus elit eu mauris hendrerit facilisi, mi mattis pariatur
aliquam pharetra eget.

FACEBOOK Lorem ipsum dolor sit amet, sapien etiam, nunc amet dolor ac odio mauris justo. Luctus arcu, umna praesent at id
quisque ac. Arcu es massa vestibulum malesuada, integer vivamus elit eu mauris eus, cum eros quis aliquam

Related products:
PRICES AND WAYS OF PAYMENT Product name Product name Product name

AND SHIPPMENT

100 CZK  AVAILABLE 100 CZK  AVAILABLE 100 CZK  AVAILABLE

E pc ADD TO CART III pc ADD TO CART EI pc ADD TO CART
NEWSLETTER BOX

ZDRAVA VYZIVA HRONOV
CONTACT US

ADDRESS HORNOV
About us

Detoxication

News

Shipping and Payment
Terms and Conditions
ADDRESS NACHOD Contacts

@ ©




APPENDIX XI: NEW E-MAILS

Registrace / Registration
W9
< Zdrava vyZiva Hronov
Necht tva strava Je tvwm lékem a ne lék tvojl stravou !

Mild/y Jméno,

nize Vam zasilame pristupové tdaje pro pfistup do klientského centra.

UZivatelské jméno: test

Heslo pro pfihlaseni: test

Tyto pFihlasovaci udaje mlZete pouZit pro pfihlddeni na adrese:

http://www.zdravavyzivahronov.com/prihlasit

Hezky den preje Vase
ZArAVA VYZiva Hronov

Internetovy obchod
Zdrava VyZiva Hronov
Hostovského 565

549 31 Hronov

www.zdravavyzivahronov.com
tel.: 777 923 668




Zapomenuté heslo / Forgotten password

W

’

Zdrava vyZiva Hronov
Necht tva strava je tvwm lékem a ne lék tvofl stravou !
Mild/y Jméno,

zasildme Vam uzivatelské jméno a nové vygenerované heslo pro prihlaseni do internetového
obchodu.

UZivatelské jméno: test

Nové heslo pro pfihlaseni: test

Tyto pfihlasovaci udaje mUZete pouZit pro pfihlaSeni na adrese:

http://www.zdravavyzivahronov.com/prihlasit

Hezky den preje Vase
ZArAVA VYZiva Hronov

Internetovy obchod
Zdrava VyZiva Hronov
Hostovského 565

549 31 Hronov

www.zdravavyzivahronov.com
tel.: 777 923 668




Objednavka byla prijata / Order has been received

nJ

Zdrava vyziva Hronov

Nocht tva strava jo tvim [S<em a ns 6k tvoji stravou !

Milé/y Jméno,
pravé jsme prijali Vasi objednavku (¢.0000) ke zpracovani. Dékujeme Vam za davéru, kterou ndm projevujete.
Janu posleme do skladu pro Vase produkty co nejdfive, nejpozdéji vdak do 5 dnd. PFi pFipadné telefonické &i

pisemné komunikaci, prosime, uvadéjte Cislo objednavky.
V pfipadé, Ze jste zvolili platbu pfedem, niZe zasilame podklady pro platbu.

Informace pro platbu bankovnim prevodem:

¢islo Gétu: 35-9561630257 / 0100
variabilni symbol: Cislo vasi objednavky

zprdava pro pfijemce: vase jméno

Rekapitulace objednavky:

Ndzev produktu mnozstvi cena
Ndzev produktu mnoZstvi cena
Ndzev produktu mnozstvi cena
Ndzev produktu mnozstvi cena

CELKEM CENA

Pfi osobnim odbéru nebo vyzvednuti objednavky na odbérném misté, vyckejte na vyzvu, kterou obdrZite na

tento email. Jestlize Vam vyzva nedorazi, Jana jeSté nepfripravila objednavku k odbéru.

Hezky den pfeje Vase

ZArAVA VYZiVA Hronov

Zdrava VyZiva Hronov
Hostovského 565
549 31 Hronov

www.zdravavyzivahronov.com
tel.: 777 923 668




Objednavka se zpracovava / Order is been processed

L Y

Zdrava vyziva Hronov

Nocht tva strava jo tvym [$<em a ns 16k tvoji stravou !

Mild/y Jméno,
pravé jsme poslali Janu do skladu, aby pFipravila vSechny Vase produkty z objednavky (¢. 000), peclivé je
zabalila a s usmévem na rtech predala do téch spravnych rukou. Pokud Jana nenajde néjaky produkt, obratem

se Vam ozveme a domluvime se na dalS$im postupu.

V pripadé, Ze jste zvolili platbu pfedem a ¢astku jeSté neuhradili, niZe zasildme podklady pro platbu.

Informace pro platbu bankovnim prevodem:

¢islo uétu: 35-9561630257 / 0100
variabilni symbol: Cislo vasi objednavky

zprava pro pfijemce: vase jméno

Rekapitulace Vasi objednavky:

Ndzev produktu mnozstvi cena
Ndzev produktu mnozstvi cena
Ndzev produktu mnozstvi cena
Ndzev produktu mnozstvi cena

CELKEM CENA

Pfi osobnim odbéru nebo vyzvednuti objednavky na odbérném misté vyckejte na vyzvu, kterou obdrzite na

tento email. Jestlize Vam vyzva nedorazi, Jana jeSté nepfripravila objednavku k odbéru.

Hezky den pfeje Vase

ZAravA vYZiva Hronov

Zdrava VyZiva Hronov
Hostovského 565
549 31 Hronov

www.zdravavyzivahronov.com
tel.: 777 923 668




Objednavka je vyrizena — Ceska posta / Order has been processed — Czech post
»

Zdrava vyziva Hronov

Nocht tvé strava jo tvym [S<em a ns 6k tvoji stravou !

Milé/y Jméno,
Vasi objednavku (& 000) dnes Jana predala Ceské posté. Baliek mizZete ogekavat v nasledujicich dnech na

Vasi adrese.

Rekapitulace Vasi objednévky:

Ndzev produktu mnozZstvi cena
Ndzev produktu mnozstvi cena
Ndzev produktu mnozstvi cena
Ndzev produktu mnozstvi cena

CELKEM CENA

Hezky den preje Vase

Ziravi w;é«;w» Hronev

Zdrava VyZiva Hronov
Hostovského 565
549 31 Hronov

www.zdravavyzivahronov.com
tel.: 777 923 668




Objednavka je vyrizena — ParcelShop / Order has been processed — ParcelShop
w

Zdrava vyziva Hronov

Nocht: tvé strava jo tvym ld<em a ne 6k tvoji stravou !

Milé/y Jméno,
Vasi objednavku (€. 000) dnes Jana predala spole¢nosti DPD ParcelShop, ktery Vas balicek dopravi na Vami

zvolené misto. Informace o adrese odbérného mista a oteviraci dobé jsou uvedeny niZe.

Informace o odbérném misté:

Adresa:

Oteviraci doba:

Rekapitulace Vasi objednavky:

Ndzev produktu mnoZstvi cena
Ndzev produktu mnozstvi cena
Nézev produktu mnoZstvi cena
Ndzev produktu mnozstvi cena

CELKEM CENA

Hezky den preje Vase

ZArava vYZiva Hronov

Zdrava VyZiva Hronov
Hostovského 565
549 31 Hronov

www.zdravavyzivahronov.com
tel.: 777 923 668




Objednavka je vyrizena — Hronov / Order has been processed — Hronov
w

< Zdrava vyziva Hronov
” Necnt tva strava jo tviym I<om a no 16k tvoji stravou!

Mild/y Jméno,

Vasi objednavku (¢. 000) dnes Jana pripravila na nasi pobocce v Hronové.

Informace o pobocce:

Adresa: Hostovského 565, 549 31 Hronov zobrazit na mapé
Telefon: 608 830 709

Oteviraci doba: Po - P4: 8.00 - 17.00, Sobota: 9:00 - 11.30, Nedéle: zavieno

Rekapitulace Vasi objednavky:

Ndzev produktu mnoZstvi cena
Ndzev produktu mnozstvi cena
Ndzev produktu mnoZstvi cena
Ndzev produktu mnoZstvi cena

CELKEM CENA

Hezky den preje Vase

ZRravA VYZiva Hronov

Zdrava VyZiva Hronov
Hostovského 565
549 31 Hronov

www.zdravavyzivahronov.com
tel.: 777 923 668




Objednavka je vyrizena — Nachod / Order has been processed — Nachod

Y

( Zdrava vyziva Hronov
” Necht tva strava je tvym ld<em a ne 6k tvoji stravou !

Mildé/y Jméno,

Vasi objednavku (¢. 000) dnes Jana pFipravila na nasi pobocce v Nachodé.

Informace o pobocce:

Adresa: Plhovska 863, 547 01 Nachod zobrazit na mapé

Telefon: 602 709 486

Oteviraci doba: Po - P4: 8.00 - 17.00, Sobota: 9:00 - 11.30, Nedéle: zavieno

Rekapitulace Vasi objednavky:

Ndzev produktu mnoZstvi cena
Ndzev produktu mnozstvi cena
Ndzev produktu mnoZstvi cena
Ndzev produktu mnozstvi cena

CELKEM CENA

Hezky den preje Vase

ZArava vy Ziva Hronov

Zdrava VyZiva Hronov
Hostovského 565
549 31 Hronov

www.zdravavyzivahronov.com
tel.: 777 923 668




Ohodnoceni / Evaluation
| Y.

Zdrava vyziva Hronov
~ Necht tva strava jo tvym I8<em a na 6k tvoji stravou !
Milé/y Jméno,
pred neddvnem jsme poslali Janu do skladu, aby pfipravila Vasi objedndvku, a doufdme, Ze vSe probéhlo k Vasi

spokojenosti.

Stale se snaZime zdokonalovat nabizeny sortiment a také servis, ktery poskytujeme nasim zakaznikd, jako jste
i Vy. Proto bychom Vas chtéli poprosit o zodpovézeni par jednoduchych otazek. Celé to zabere jenom

minutku a budeme Vam nesmirné vdécni.

I CHCI OHODNOTIT E-SHOP |

Hezky den preje Vase

Ziravi Vﬁéiv’w Hronov

Zdrava VyZiva Hronov
Hostovského 565
549 31 Hronov

www.zdravavyzivahronov.com
tel.: 777 923 668

Dotaz na stornovani / Request to cancel the order
)Y

Zdrava vyziva Hronov

Nocht tva strava jo tvm S<em a ns 6k tvoji stravou !

Mild/y Jméno,

Vase objednavky byla stornovana.

Hezky den preje Vase

ZArAVA VYZiVA Hronov

Zdrava VyZiva Hronov
Hostovského 565
549 31 Hronov

www.zdravavyzivahronov.com
tel.: 777 923 668




Stornovani objednavky / Order cancelation

04
( Zdrava vyziva Hronov
' Necnt tva strava jo tvgm Iékem a na &k tvoji stravou!
Mild/y Jméno,

Vase objednavky byla stornovana.

Hezky den preje Vase

ZAravVA VYZiva Hronov

Zdrava VyZiva Hronov
Hostovského 565
549 31 Hronov

www.zdravavyzivahronov.com
tel.: 777 923 668




