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Motivation behind the topic of the PhD thesis 

 The Internet as a new medium for social communication lets consumers access almost 

endless information resources. Attracting a customer’s attention in a skillful manner as well as 

evoking interest in the offer and processing the whole transaction in such a way that positive 

experience is created, are therefore becoming a necessity.  

 The number of Internet users in Poland is increasing, which results in a constant 

growth of online sales. 28.5 million Poles used the Internet in February 2019. Only 10 years 

ago the number of Internet users in Poland was about 15.8 million. On average, 4.5 million 

women browse websites devoted to online shopping on a single day. Among men the number 

is 3.9 million. An average Internet user spends 1h 49 min online per day 

[http://pbi.org.pl/raporty/]. Constant growth of the number of Internet users gives online 

retailers the opportunity to reach a vast group of possible buyers. 

 Online shopping enables one to buy products at a lower price than in traditional stores 

and lets one find unique items that are difficult to access in brick-and-mortar locations. Not 

only the growing number of Internet users but also the Sunday retail trade ban, investments of 

brands, omni-channel retailing, advanced programmatic marketing, AI as well as popularity 

of personalized advertising and common use of smartphones to shop online are key factors, 

which are going to facilitate dynamic growth of that market in Poland in the next few years. 

 However, customers’ expectations in today’s reality and in the face of greater 

competition are changing fast. Sales solely ceased to be the only customers’ need. 

Increasingly frequent they expect entertainment, and want to experience a product, forming 

emotional attachment to it at the same time. Therefore, companies have to give customers an 

unforgettable experience connected with the purchase and the use of a product, which may 

evoke desired emotions and a positive experience, which in turn may result in the growth of 

trust towards the company and to e-commerce in general later on. Creating a positive online 

shopping experience applies to all steps of customer-shopping path, therefore, it is essential to 

analyze them with regard to customer’s emotions.  

 Goals to create a positive shopping experience from a company’s management 

perspective are always the same, regardless the branch, the offer or the place of sales, since 

they form a lasting bond with customer and win their loyalty. Sustaining a positive shopping 

experience enables retailers to gain satisfied customers, who are going to come back and write 

positive reviews and recommendations.  

 A customer’s behavior on the market concentrates around the purchase, however to 

understand it better, science creates further models, which include numerous economic, 
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psychological and social determinants. Following factors are additionally a part of the 

customer’s behavior: customer’s proceedings before deciding to make a purchase, the 

situation in which the purchase is made and consumption experience connected with 

a product. All these actions are called the decision making process, which may look different 

for each group of consumers, for different markets as well as for different categories of 

products. A model, which would fully include specific consumers’ proceedings during the 

decision making process, which would emphasize consequences of both positive and negative 

online shopping experience, and which might be applied to building trust in e-commerce,  has 

yet to be developed. The research issues tackled in the PhD thesis resulted from the foregoing 

considerations.  

 Furthermore, choosing e-commerce market as the object of the research in the thesis is 

also dictated by high dynamics of changes on the market, which are present both on the side 

of companies along with high competition and ongoing production concentration as well as on 

the side of consumers, where quick changes of behavior and clear preference diversification 

are being observed.  

 Another circumstance for formulating the topic in a such way, which is to be linked to 

the object and the subject of the research, is relevancy of the topic for researchers as 

e-commerce is constantly growing not only in Poland but in the world. Theever growing 

number of Internet users in Poland, who make purchases online, caused not only researchers 

but also many business organizations to make them a significant object of their research. 

A knowledge of buyers and especially of factors forming their behavior is significant and 

should be constantly updated, because consumers’ behavior and their preferences are 

changing all the time. 

 The main research issues of the thesis are based around consumers’ behavior. To 

analyze such complex phenomenon as purchase decisions one needs to apply scientific 

findings not only from the field of management sciences but also of economics, psychology or 

sociology. As a result the thesis has become interdisciplinary.  

 

          Area of research, PhD aims and hypotheses   

 The area of research of the thesis is e-consumers’ trust in e-commerce, built on the 

basis of previous shopping experience.  

 In the light of the presented research issues the main aim set in the PhD thesis is to 

develop a decision making model for an e-customer, resulting from previous online shopping 
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experience. Reaching the main aim was possible due to the realization of the following 

detailed aims: 

A1: overview and systematics of terms connected with e-commerce, 

A2: characteristics of chosen e-customers segments, 

A3: diagnosis of the role of trust in e-commerce, 

A4: explaining the correlation between positive and negative shopping experience, and 

respectively increase and decrease of trust, 

A5: analysis of already existing models of customers’ behavior with regard to shopping 

experience, 

 The set aims were realized thanks to a thorough analysis of the literature of the object 

and thanks to results of the author’s own empiric research. Moreover, following research 

hypotheses were formed to realize the main aim of the thesis: 

H1: a positive shopping experience is the most important factor for most e-customers in 

building trust in e-commerce, 

H2: a positive shopping experience has an impact over next e-commerce purchases, 

H3: a negative shopping experience leads to resigning from online shopping in 2/3 of 

e-customers for at least a year,  

H4: there is a positive connection between e-customers’ attitude towards online shopping and 

the frequency of doing it. 

 

 Scope of the thesis 

 Having the research issue set as aforementioned, the object of the thesis are: 

e-commerce, consumers’ trust and shopping experience. The subject of the thesis are 

individual buyers making purchases online and companies operating in e-commerce (in B2C 

marketing). The spatial scope of the thesis is the area of the Republic of Poland, and the time 

scope for the analysis conducted in the thesis are the years from 2000 to 2018, the author’s 

own research spans two years, from 2018 to 2019.  

 

 Data sources and research methodology  

 The data sources used in the thesis can be divided into primary and secondary sources. 

The former of which were essential to write the theoretical part of the thesis I.e. chapters 1-4. 

The specialized literature of the object including: books, articles published in specialized 

magazines as well as in inland and foreign conference proceedings, mainly from the field of 

management science, economics, psychology and the law, was used in this part of the thesis. 
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National reports by the Polish Central Statistical Office, by Gemius, by PwC and by Center 

for Public Opinion Research, concerning e-commerce in Poland as well as acts of the Polish 

law regulating the rights and responsibilities of entities engaging in selling and buying online, 

also proved to be a useful resource. The data analyzed in the empirical part of the thesis were 

found on the e-shops’ websites. In the process of writing the thesis the author used 239 

bibliographic sources, including 212 items of the literature of the object, 57 of which were 

published in English.  

 The data found in the secondary sources proved to be insufficient to realize the aim of 

the thesis and to verify the set hypotheses. As the result to prove the set hypotheses and to 

realize the aims of the thesis, the author implemented their empirical verification, which was 

conducted with the means of both quantity and quality scientific research. The quality 

research includes focused group interviews and case studies, whereas the quantity research 

includes surveys.  

 The first stage of the planned research was the quality one. Its aim was to characterize 

the process of the purchase among e-consumers. A further aim was to get to know attitudes, 

habits and motivation connected with online shopping. In particular to observe the attitudes 

towards online shopping among e-buyers and among customers who do not buy online, the 

motivation behind choosing e-shops and purchased products, spending in each category and 

sources of information about products. The method of the survey was an in depth interview 

with the use of projection techniques, implemented mainly to recognize the influence of 

shopping experience on trust building in e-commerce. The survey was also used to single out 

the other factors, influencing the building of trust in online shopping, with particular emphasis 

on positive and negative shopping experience with the description of the consequences of the 

experience itself. The author conducted four interviews in a group of 7-10 people chosen 

according to the age criterion, since such selection let the author diversify interviewees 

according to the most significant, for the issues tackled in the research, socio-demographic 

variables I.e. according to sex, education and income. The interviews took place between 

October and December 2018, with the first focused group interview being treated as a pilot 

survey.  

 Collected recommendations and the conclusion from the research were used to 

construct a questionnaire for an online survey, which in turn was used to do the quantity 

research. After the focused group interviews and their analysis had been conducted, the 

survey research was done. The survey questionnaire was uploaded to the website of one of 

online services which conduct marketing research. The service in question is 
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https://www.survio.com/pl/. The survey was available for everybody with an Internet access, 

which does not mean that, each of the potential respondents completed the survey. Choosing 

the online survey was determined by the object of the research and by popularity of such 

questionnaires, which contributed to reaching more survey respondents. Due to the lack of 

national database of respondents, the author set the minimal number of respondents after 

analyzing scientific papers describing consumers’ behavior and e-commerce, but also after 

analyzing, the previously mentioned, national reports. In the case of the former the sample 

was 400 respondents, the latter up to 1500 respondents. The statistical formulas which  

determine the sample size for quality features in a finite population proved also to be helpful. 

The following data were taken into consideration while writing the equation: 

 size of the general population – 28 500 000, hence this is the number of Internet users 

according to the latest research by Geminus for February 2019, 

 size of fraction – 0.5, 

 trust level – 0.95, 

 permissible error – 0.03. 

 With the given data the sample size was set to 1067 respondents. The survey was 

conducted between February and March 2019. The planned sample size was exceeded and 

rose to 1136 respondents who make purchases online, which might indicate both great 

popularity of online shopping as well as relevancy of the topic of e-commerce. 

 The analysis of the survey and the focused group interviews let the author draw 

a conclusion about consumers’ behavior on the e-commerce market with regard to shopping 

experience and trust, whereas the third kind of the research, which was the case study, was 

used to determine the way in which e-commerce retailers manage the process of trust 

building, with a special emphasis on creating a positive shopping experience. The case study 

was conducted with the help of personalized in depth interviews and a content analysis of 

three shops’ websites I.e. PHU Eska, Leroy Merlin and megakoszulki.pl. The choice of the 

e-retailers was determined by their size, their websites’ appearance and functionality as well 

as their assortment of goods. Such selection of the shops for the research allowed the author to 

draw conclusions concerning the management of creating a positive shopping experience, 

leading to an increase of trust, and to indicate similarities and differences in the functioning of 

each e-shop. The aforementioned research was utilized to write chapters 5-6. 
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 Structure of the thesis  

 The structure and the content of the thesis were determined by the research aims. The 

dissertation is divided into 6 chapters, which are preceded by an introduction and followed by 

a conclusion. The first chapter is an overall introduction to the topic of the thesis, which is 

e-commerce. After the key terms have been discussed, the author describes e-commerce 

market in Poland. The chapter concludes with observations about e-customers’ attitudes and 

their behavior.  

 The second chapter is devoted to the trust building process in e-commerce. The author 

determines the aims of building trust and the factors, which play a role in the process, as well 

as stresses the issue of trust transfer from traditional commerce to e-commerce, which is of 

special importance in the management of a company. After the reader has been introduced to 

the process management of trust building in e-commerce, the author discusses the meaning of 

basic terms, such as: trust, experience, satisfaction, loyalty, which are used later on in the 

thesis.  

 The third chapter presents the reader with the impact of shopping experience on the 

trust building process in e-commerce. The ground for later reflections is set by introducing the 

term of the shopping experience, and by discussing its elements and kinds. The author also 

determines the role of the shopping experience, which is, being one of the factors that 

influence trust in making e-purchases. The author attempts to characterize the marketing of 

experience as well. The chapter concludes with a discussion about the place of  shopping 

experience in models of customer’s decision making process. The author outlines models of 

customer’s behavior, which use the element of shopping experience as a factor influencing the 

decision making process. The author then proceeds to analyze and evaluate them with the 

regard to her own research hypotheses. 

 The fourth chapter tackles the issue of dishonest market practices, which constitute 

a negative shopping experience for people affected by them. They result in breaking trust in 

e-commerce. After their short description, the author outlines consumer and entrepreneur 

rights and responsibilities applied to market practices, which are regulated in Poland by 

respective laws. The fourth chapter concludes the theoretical part of the thesis. 

 The fifth chapter opens the empirical part of the dissertation and includes findings 

from the author’s own research I.e.: from focused group interviews and surveys. The author 

presents the research methodology and drawn conclusions. At the end of the chapter there is 

a-proposal of the author’s own model which shows the impact of the online shopping 
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experience (positive or negative) on decisions made by e-customer, which results in a change 

(either increase or decrease) of trust in e-commerce.  

 The sixth chapter is empirical and concludes the thesis. It observes the management of 

the trust building process in selected e-commerce retailers. The chapter is based on a case 

study, which aim was to show conditions for the trust building in e-commerce on the example 

of chosen companies. In the chapter the author also characterizes the researched companies, 

and their ways of creating a positive shopping experience. 

 In the conclusion the author makes general statements, resulting from the analysis of 

the literature of the object, and from the research made for the purpose of the thesis. The 

author also presents the results of verifying the research hypotheses. A collection of 

appendices is an integral part of the thesis. It includes i.a.: the survey questionnaire specimen 

and the scenarios of the conducted research. 

 

 Results and further steps  

 In e-commerce, which is a highly competitive domain, e-customers are the main object 

of interest for online retailers. One of the main tasks of e-companies is to get to know both 

their needs and preferences, as well as factors which influence decisions that e-customers 

make when they shop online. High dynamics of changes in e-commerce results from the 

development of technology, great competition and from changing needs of e-customer, who is 

becoming more informed thanks to the omnipresent Internet. 

 A knowledge of e-customers’ behavior and of factors which determine it, is a basis for 

companies’ marketing actions, since it allows them to chose right marketing tools that help to 

guide e-customers’ behavior precisely. Buyer behavior changes depending on the kind of 

retail. Individual external and internal factors influence e-customer in a different way. The 

decision making and risk reducing processes, concerning the purchase, progress differently in 

e-commerce and in traditional retail.  

 The object of the thesis are issues connected with the process of building e-customer’s 

trust towards e-commerce companies on the basis of a positive shopping experience.  

 The main aim of the dissertation was to create a decision making model for 

e-customer, in which decisions were influenced by a previous  shopping experience. As 

a result, the theoretical part of the thesis defines e-commerce, outlining its forms, formal 

regulations and explains terms connected with the issue of e-commerce. There are differences 

between the behavior of e-customers and buyers in traditional retail, therefore the theoretical 
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part of the thesis tackles the issue of evolution of e-customers’ behavior, and recognizes their 

profiles. 

 The literature analysis of the object proved that, trust is an interdisciplinary issue and 

is particularly important on the ever changing market. In connection to that the author tries to 

identify the purpose for which e-commerce companies manage the process of trust building in 

e-customers. In the process of studying the literature the author drew a conclusion that, 

shopping experience is a significant factor influencing e-customers’ behavior. With regard to 

this, the thesis also describes the impact of shopping experience on the trust building process, 

and its management in e-commerce. Positive and negative shopping experiences were 

outlined  and the author also determined their influence on decisions made by e-customers 

during online shopping. An example of a bad shopping experience are dishonest market 

practices used by online retailers. The issue is common and important for the management of 

the trust building process, hence the term of dishonest market practices was explained in the 

thesis, and Polish legal regulations, that are applied to the practices, were also outlined.  

 The research made in order to achieve research aims and to verify the set hypotheses, 

was of quantity and quality character. The for merkind included focused group interviews, 

aiming to recognize e-customers’ preferences in online shopping, and their motivation behind 

choosing e-retailers. The quality research included individual in depth interviews, which 

allowed the author to describe the management of  trust building process in e-commerce 

companies, with a special focus on their methods to create a positive shopping experience. 

The quantity research was conducted in a form of a survey, which aim was to identify factors, 

influencing trust in e-commerce, and to indicate e-customer’s decisions that were facilitated 

by a previous shopping experience.  

 The results of the main conducted research indicate unambiguously the significance of 

the shopping experience for the trust in e-commerce. It allows the author to verify positively 

the first and the second research hypothesis.  

H1: for the majority of e-customers, a positive shopping experience is the most important 

factor that influences trust building in e-commerce. 

H2: a positive shopping experience influences recurrent e-purchases 

 Conclusions, drawn from the conducted empirical research, indicate a great popularity 

of online shopping among consumers. High competition in e-commerce enables one to choose 

products from numerous offers. E-customers, impactedby their previous experience, become 

increasingly brave in their decision making, and are prone to take risks, connected with the 
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purchase of a product without a prior physical contact. With regard to the aforementioned 

reflections, the third hypothesis was not verified: 

H3: a negative shopping experience leads to resigning from online shopping in 2/3 of 

e-customers for at least a year. 

The conducted research enabled the author to positively verify the fourth hypothesis that was 

set in the thesis: 

H4: there is a positive connection between e-customers’ attitude towards online shopping and 

the frequency of doing it. 

 As a result of the theoretical and empirical study, the author proposed a decision 

making model for e-customer, in which decisions are influenced by the shopping experience. 

A distinctive feature of the proposed model is outlining a cause and effect chain of 

dependencies, that appear between experiencing positive and negative consequences of 

shopping, and between actions taken by e-customer as the result of the said consequences, 

which in turn lead to the change of frequency in buying from an online retailer, with whom 

a certain shopping experience is connected.  

 The conducted research also let the author draw a conclusion that, trust towards an 

online shop is a significant factor during the decision making process regarding buying. 

Factors, influencing trust in e-commerce, are present on every step of purchasing a product: 

from product search, through ordering to post purchase service. First interaction with a shop’s 

website and transaction execution determine, to a large extend, building trust to the e-retailer. 

For e-customer, it is also important to receive a product matching its description, which 

evokes positive emotions in the purchaser. The most important factor, impacting a recurrent 

purchase from an online retailer, and simultaneously influencing trust in e-commerce, is 

a positive shopping experience connected with a previous purchase.  

  Compering the results of the research with proceedings taken by the analyzed 

e-companies let the author conclude that, e-retailers should cater for customer’s positive 

shopping experience on each step of online shopping. A comprehensive approach towards the 

process management of trust building facilitates gaining customer’s trust, and surviving on the 

competitive market.  

 Summarizing the conducted research, the author should emphasize that, it does not 

cover completely the issues connected with e-customers’ behavior. It would be interesting to 

make further research into e-consumers’ behavior, which would allow one to quantify positive 

experiences more precisely, and which would make it possible to develop a scale of positive 

effects that result from an understanding of factors determining e-customers’ attitudes. The 
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research should concern the purchaser side, with a special regard to e-customers’ behavior 

according to individual categories and groups of products, that are bought online, and should 

not concern the whole market. The research on e-customers should be based, to a large 

extend, on quality methods, since they facilitate better understanding of e-customers’ hidden 

behavior motives and their latent attitudes. Basing the research on issues from the field of 

sociology, neurolinguistics or psychology enables one to better understand e-customers’ 

behavior. Researching the behavior of consumers, who base their online purchase decisions 

on subconscious and unexplained brain processes, might have an impact on implementing 

a different process management in building trust with the help of positive shopping 

experiences.  

 


