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SUMMARY

E-commerce is a field with an increasingly significant presence and adoption in the
Romanian market. The growing level of competition among online stores raises the need for
differentiators that go beyond the utilitarian sphere and enter the hedonic one, namely, interface
and user experience elements of these online stores. This paper updates the current state of
knowledge in these interconnected domains, starting from theoretical foundations applicable to
e-commerce and extending to emerging technologies that will transform how consumers shop
online. By consulting online store owners in Romania, the evolution of e-commerce
technologies in recent years has been observed. However, as the field is still in an early stage,
improvements to user interface and experience are often made based on internal assumptions,
and performance measurement is typically based solely on commercial results, despite
widespread recognition of their importance. The analysis of consumer perspectives reveals a
much more complex reality. There are different segments of consumers with distinct needs and
expectations from online stores, from the strong visual impact desired by younger segments, to
the need for security among older consumers, the demand for "social proof' among women,
and the need for detailed information among men. Only after analyzing several open-source e-
commerce platforms does a complete picture emerge. The need for simplicity is universal from
all perspectives, both functional and aesthetic, the conclusion being that form must follow

function, even in e-commerce platforms.

KEYWORDS

e-commerce, customer behavior, user interface, user experience, web interfaces, e-commerce

platforms, Romanian e-commerce



ACKNOWLEDGEMENTS

I would like to express my sincere gratitude to the scientific coordinators of this thesis,
Professor Gheorghe Orzan, PhD, and Professor Stefan Claudiu Caescu, PhD, for their guidance,
constant support, and valuable expertise throughout the development of this work. I am
especially thankful for the defining impact they have had not only on my academic training but,
more importantly, on my personal and professional life.In addition to my supervisors, I would
also like to thank the members of the doctoral committee for their time, their thorough

observations, and their valuable contributions to this thesis.

Special thanks go to my colleagues with whom I participated in scientific conferences
and co-authored published articles, for the exchange of ideas, constructive collaboration, and

mutual motivation throughout these academic endeavors.

This academic journey is the culmination of the collective efforts of a great number of
individuals who have contributed with their expertise, personal experiences, support in
dissemination, and practical help. The experiences they shared have shaped the empirical
foundation of this research, and I am deeply grateful for their assistance and the time they

dedicated.

Last but not least, I express my heartfelt gratitude to my family and to all the dear people
in my life who have stood by me with trust, patience, and unconditional love. Without their

moral and emotional support, this work would not have been possible.



TABLE OF CONTENTS
INTRODUCTION

CHAPTER I. ONLINE CONSUMER BEHAVIOR

1. 1. The concept of online consumer behaviour

1.1.1. Definition and distinction from traditional consumer behavior

1.1.2. The impact of e-commerce on consumer buying behavior.

1.2. Theoretical foundations

1.2.1. Theory of planned behavior

1.2.2. Technology acceptance model

1.2.3. Uses and gratifications theory

1.2.4. Social learning theory

1.3. Determinants of consumer behavior

1.3.1. Demographic factors

1.3.2. Psychological factors

1.3.3. Social factors

1.3.4. Technological factors

1.4. The online decision-making process

1.4.1. Need recognition

1.4.2. Information search

1.4.3. Evaluation of alternatives

1.4.4. Purchase decision

1.5. Checkout process and shopping cart abandonment

1.5.1. Determinants of cart abandonment

1.6. Post-purchase behavior in e-commerce

1.6.1. Online reviews

1.6.2. Consumer loyalty

1.7. Consumer behavior on mobile devices

1.7.1. Specific features of mobile behavior

1.7.2. Micro-moments in mobile usage

1.7.3. Psychological modeling of mobile experience

1.8. Measuring and analyzing online consumer behavior

1.8.1. Defining online consumer satisfaction

1.8.2. Methodological framework for studying online behavior

1.8.3. Quantitative methods for measuring satisfaction

1.8.3.4. Surveys and questionnaires

— O o0 X =

13
15
16
19
20
21
23
25
27
28
29
30
30
31
32
33
34
35
36
38
38
39
40
41
41
42
44
44



1.8.3.5. Econometric and statistical models

1.8.3.6. Net promoter score

1.8.3.7. Kano analysis

1.8.4. Qualitative methods for measuring satisfaction

1.8.4.1. In-depth interviews

1.8.4.2. Focus groups

1.8.4.3. Direct observation

1.8.4.4. Behavioral analysis

1.8.4.5. Content and sentiment analysis

1.9. Trends and future directions in online consumer behavior

1.9.1. Hyper-personalization of experience

1.9.2. Omnichannel commerce

1.9.3. The context of emerging technologies

CHAPTER II. THE CONCEPT OF ONLINE USER INTERFACE (UI)
2.1. The concept of user interface (UI)

2.1.1. Definition and importance of Ul in e-commerce

2.1.2. Evolution of user interfaces

2.1.3. The role of Ul in the consumer decision-making process

2.2. Ul design principlesUI

2.2.1. Clarity, simplicity, and consistency

2.2.2. Visual hierarchy and content structuring

2.2.3. Accessibility principles and inclusive design

2.2.4. International accessibility standards and best practices

2.3. Color and typography in Ul

2.3.1. Color psychology and its impact on perception

2.3.2. Choosing color palettes for e-commerce platforms

2.3.3. The role of typography in attention guidance and readability

2.3.4. Visual balance and contrast

2.4. Layout and navigation

2.4.1. Information structuring

2.4.2. Common navigation patterns

2.4.3. Microdesign elements

2.5. Methodologies and practices in UI design

2.5.1. User-centered design (UCD)

2.5.2. Prototyping and wireframing

45
46
47
48
49
49
50
52
53
56
57
57
58
61
61
61
63
64
65
66
67
68
70
71
73
73
76
79
81
82
83
84
85
85
88



2.5.3. Iterative design improvement 90

2.6. Performance indicators in Ul 92
2.6.1. Usability KPIs 93
2.6.2. Engagement and interaction KPIs 93
2.6.3. Performance KPIs 93
2.6.4. Conversion KPIs 94
2.6.5. Accessibility KPIs 94
2.6.6. Satisfaction KPIs 95
2.6.7. Mobile UI KPIs 95

2.7. The influence of UI on consumer behavior 95
2.7.1. Direct impact 96
2.7.2. Indirect impact 96
2.7.3. Trust building through design elements 97
2.7.4. Persuasive design techniques 100
2.7.5. Dark patterns and ethical dilemmas 102

2.8. Emerging trends in Ul 104
2.8.1. Augmented reality and virtual reality 104
2.8.2. Chatbots and Al assistants 105
2.8.3. Recent aesthetic trends 106
2.8.4. Design for emerging platforms 108

CHAPTER III. THE CONCEPT OF USER EXPERIENCE (UX) IN THE ONLINE
ENVIRONMENT 111

3.1. The concept of user experience (UX) 111
3.1.1. Definition and importance of UX in online marketing 112
3.1.2. Evolution of the UX concept 113
3.1.3. The importance of UX in online marketing 115
3.1.4. UX objectives in business performance 116

3.2. UX principles 118
3.2.1. User-centricity 119
3.2.2. Usefulness 119
3.2.3. Usability 120
3.2.4. Value 121
3.2.5. Hierarchy 122
3.2.6. Aesthetics 123

3.2.7. Consistency 125




3.2.8. Performance 126

3.2.9. Feedback 128
3.2.10. Accessibility 129
3.3. The relationship between UX and UI 130
3.3.1. Ul as an integrated part of UX 130
3.3.2. The influence of UX and UI on online consumer behavior 131
3.4. UX theories and models 133
3.4.1. The five elements model of UX 133
3.4.2. The UX pyramid 135
3.4.3. The UX honeycomb 137
3.4.4. The three levels of design 138
3.4.5. Flow theory 140
3.4.6. Fogg’s behavioral model 141
3.4.7. The HEART framework 142
3.4.8. Self-determination theory 144
3.5. User research and human-centered design 145
3.5.1. Importance of user research 145
3.5.2. The concept of personas 146
3.5.3. User behavior analysis 150
3.5.4. User journey mapping 152
3.5.5. Usability testing 154
3.5.6. Heuristic evaluation and UX audits 158
3.5.7. A/B testing and continuous improvement 163
3.6. Measuring UX performance 164
3.6.1. UX performance indicators 166
3.6.2. Data collection methods 168
3.6.2.1. Analytical methods for behavioral data 169
3.6.2.2. Experimental and direct testing methods 169
3.6.2.3. Explicit feedback collection methods 170
3.6.2.4. Emerging and mixed approaches 171
3.6.2.5. Ethical and methodological considerations 171
3.6.3. Results interpretation and analysis 172
3.6.3.1. Interpreting quantitative data 172
3.6.3.2. Interpreting qualitative data 173

3.6.3.3. Practical challenges and solutions 174




3.6.3.4. Emerging approaches in UX data analysis

CHAPTER IV. QUALITATIVE MARKETING RESEARCH ON SPECIALISTS'
ATTITUDES REGARDING THE IMPACT OF UI/UX ON ONLINE CONSUMER

BEHAVIOR

4.1. Research methodology

4.2. Analysis and interpretation of research results

4.1.1. Decision problem

4.1.2. Defining the research purpose

4.1.3. Setting research objectives

4.1.4. Designing the interview guide

4.1.5. Establishing sample size and structure

4.1.6. Data collection method

4.1.7. Participant recruitment

4.1.8. Research implementation

4.2.1. Platforms used and technical decisions

4.2.2. Design priorities for online stores

4.2.3. Mobile device adaptation

4.2.4. Visual elements impacting conversion

4.2.5. Checkout process optimization

4.2.6. User behavior monitoring and analysis

4.2.7. Measuring the impact of UI/UX changes

4.2.8. Personalization of user experience

4.2.9. Current challenges and future trends

4.2.10. Relationship between usability and conversions

4.2.11. Overlooked aspects in e-commerce

4.2.12. Recommendations for new online stores

4.3. Research conclusions

4.3.1. Interface design priorities

4.3.2. Impact of mobility on user experience

4.3.3. Factors influencing purchase decisions

4.3.4. Maturity of analysis and optimization practices

4.3.5. Personalization and emerging technologies

4.3.6. Particularities of Romanian e-commerce

4.3.7. Recommended improvement strategies

CHAPTER V. QUANTITATIVE MARKETING RESEARCH ON THE INFLUENCE OF
KEY UTAND UX ELEMENTS IN THE PURCHASE DECISION

175

176
176
177
177
178
179
181
182
182
183
183
184
186
187
189
191
193
194
197
200
203
204
205
207
207
208
208
209
209
210
210

212



5.1. Research methodology

5.1.1. Decision problem

5.1.2. Defining the research purpose

5.1.3. Establishing research objectives and hypotheses

5.1.4. Questionnaire design

5.1.4.1. Question formulation

5.1.4.2. Questionnaire administration

5.1.5. Sampling process

5.1.5.1. Defining the target population

5.1.5.2. Sampling frame

5.1.5.3. Sampling method

5.1.5.4. Determining sample size and structure

5.1.6. Methods for data collection and systematization

5.2. Data analysis and interpretation of research results

5.3. Univariate analysis of research results

5.3.1. Sample structure by demographics

5.3.2. Analysis of UI/UX factors by perceived importance

5.3.3. Interface elements analysis

5.3.3.1. Product image quality

5.3.3.2.Influence of website colors

5.3.3.3.Text readability

5.3.3.4.Consistent layout

5.3.3.5.Visibility and intuitive button placement

5.3.3.6.Screen size adaptability

5.3.3.7.0verall professional appearance

5.3.4.User experience elements analysis

5.3.4.1. Intuitive navigation

5.3.4.2.Product comparison functionality

5.3.4.3. Relevant product recommendations

5.3.4.4. Order status updates

5.3.4.5. Immediate feedback for actions

5.3.4.6. Response speed to inquiries

5.3.4.7. Loyalty program

5.3.5. Trust and security elements analysis

5.3.5.1. Security certificates

212
213
214
215
220
220
221
222
222
223
223
224
225
226
226
226
228
230
230
231
231
232
233
234
235
236
236
237
238
239
240
241
242
243
243



5.3.5.2. Payment method logos 244

5.3.5.3. Reviews and ratings 245
5.3.5.4. Contact information 246
5.3.5.5. FAQ or chat support 247
5.3.6. Functional performance analysis 248
5.3.6.1. Page load speed 248
5.3.6.2. Category organization 249
5.3.6.3. Search function 250
5.3.6.4. Advanced filters 251
5.3.6.5. Checkout process 252
5.3.6.6. Payment option variety 253

5.3.7. Analysis of general satisfaction, purchase completion, and cart abandonment _ 254

5.3.7.1. Factors influencing overall satisfaction 254
5.3.7.2. Elements driving purchase completion 255
5.3.7.3. Factors leading to cart abandonment 256
5.3.7.4. Reasons for cart abandonment 257
5.3.8. Impression formation and recommendation factors 260
5.3.8.1. Impression formation time 260
5.3.8.2. Influence of factors on recommendation likelihood 261
5.4. Bivariate analysis of research results 263
5.4.1. Age-based variation analysis 263
5.4.1.1. Digital native consumer (18-24 years) 268
5.4.1.2. Efficient consumer (25—-34 years) 269
5.4.1.3. Strategic consumer (35—44 years) 270
5.4.1.4. Pragmatic consumer (45-54 years) 271
5.4.1.5. Cautious consumer (55—64 years) 272
5.4.2. Gender-based variation analysis 274
5.4.2.1. Female consumer 276
5.4.2.2. Male consumer 277
5.4.2.3. Observed gender differences 278
5.4.3. Income-based variation analysis 279
5.4.3.1. Profile: under 2500 RON 285
5.4.3.2. Profile: 25004000 RON 286
5.4.3.3. Profile: 4001-6000 RON 287
5.4.3.4. Profile: 6001-8000 RON 287

5.4.3.5. Profile: over 8000 RON 288




5.4.4. Education-based variation analysis

5.4.4.1. Profile: high school education

5.4.4.2. Profile: bachelor’s degree

5.4.4.3. Profile: master’s degree

5.4.4.4. Profile: doctoral studies

5.4.5. Urban vs. rural variation analysis

5.4.5.1. Urban consumer profile

5.4.5.2. Rural consumer profile

5.5. Hypothesis validation

5.6. Resulting personas typologies

5.6.1. Ana — the digital native (18-24 years)

5.6.2. Andrei — the efficient professional (25-34 years)

5.6.3. Maria — the strategic parent (35—44 years)

5.6.4. lon — the cautious consumer (55—64 years)

5.6.5. Vasile — the traditional rural consumer

6.7. Conclusions and recommendations

289
296
297
297
298
299
306
307
308
313
313
314
315
315
316
317

CHAPTER VI. MARKETING EXPERIMENT ON COMPARATIVE USABILITY TESTING

OF MAJOR OPEN-SOURCE E-COMMERCE PLATFORMS

6.1. Research methodology

6.1.2. Defining the decision problem

6.1.3. Establishing the purpose and objectives of the experiment
6.1.4. Setting the experiment hypotheses

6.1.5. Defining the sample

6.1.6. Designing the experimental framework

6.1.7. Developing research instruments

6.2. Analysis and interpretation of results

6.2.1. SUS score analysis for Opencart

6.2.2. SUS score analysis for Prestashop

6.2.3. SUS score analysis for WooCommerce

6.2.4. Comparative SUS score analysis

6.2.5. Comparative analysis of platforms

Filtering system efficiency

Clarity of product information presentation

Simplicity of the checkout process

Visual appeal and overall design

323
323
323
324
326
326
327
334
336
336
338
339
340
344
346
354
359
369



Perceived loading and response speed

Overall shopping experience satisfaction

6.3. Conclusions, limitations, and recommendations

6.3.1. Conclusions

6.3.2. Limitations

6.3.3. Recommendations

BIBLIOGRAPHY

377
378
382
382
384
386
389



