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Abstract

This bachelor's thesis focuses on online marketing communication for a small handmade
jewelry brand, Arts by Valery. In the theoretical part, the work describes the concepts of
marketing and online marketing. The analytical part collects data from the target audiences
throughout individual interviews for further website design solutions. E-shops of
competitors are also being analyzed to propose a website design that will be comfortable
for the user experience. The design is being offered based on the information collected

from the research in the analytical part of the thesis.
Keywords

Online marketing, E-shop, Website, Website design, Website content, Branding, Marketing
Mix
Abstrakt

Tato bakalatska prace se zaméfuje na on-line marketingovou komunikaci pro znac¢ku ru¢né
vyrabénych Sperkli Arts by Valery. Teoretickd ¢ast prace popisuje koncepty marketingu i
on-line marketingu. Analytickd ¢ast se zaméfuje na sbirani dat od cilové skupiny pomoci
individudlnich rozhovort pro dalsi navrh designu webovych stranek. Analyzuji se také e-
shopy konkurentii, aby bylo moZzné navrhnout design webovych stranek, ktery bude pro
zakaznickou zkuSenost pohodlny. Navrh je nabizen na zéklad¢ informaci ziskanych z

vyzkumu v analytické ¢asti bakalatské prace.
Kli¢ova slova

On-line marketing, E-shop, Webové stranky, Design webovych stranek, Obsah webovych

stranek, Branding, Marketingovy mix



RozSifeny abstrakt

Tato bakalafska prace se zaméfuje na on-line marketingovou komunikaci a jeji praktické
uplatnéni pii tvorbé designu webovych stranek pro znacku ru¢né vyrabénych Sperkti Arts
by Valery. Hlavnim cilem této prace je navrhnout design e-shopu, ktery bude vyhovovat
pottebam cilové skupiny a zaroven ji poskytne intuitivni uzivatelské zkusenosti a vSechny
potfebné informace o tomto byznysu. Tvorba designu e-shopu se sklada z nékolika fazi,
proto byla tato prace rozdélena do téchto dil¢ich cilii: provést vyzkum, ktery analyzuje
potieby zakaznikl v designu webovych stranek, zanalyzovat obsah webovych stranek dvou

hlavnich konkurentti a navrhnout design zalozeny na vysledku analyz.

Tato prace se sklada z teoretické, analytické a navrhové Casti, které jsou propojené a
zaméfuji se na stejny vysledek — design webovych stranek. Teoreticka ¢ast se zamétfuje na
zkoumani klicovych znalosti digitalniho marketingu. Analytickd ¢ast obsahuje popis
podnikani na zakladé¢ marketingového mixu, popis dvou hlavnich cilovych skupin a
analyzy potifebné pro sestaveni Domu kvality. Nasledujici prakticka ¢ast navrhuje design
webovych stranek na zdklad€ poznatkill ziskanych v analytické ¢asti. Design se zamétuje na

potteby zakazniki a jejich spokojenost a zdroven plnéni pozadavkil e-commerce platformy.

Cennym vysledkem analytické Casti je Dim kvality, ktery se stal zdkladem navrhu. Pro
sestaveni Domu kvality byl nezbytny vyzkum s cilovou skupinou. Jako technika sbéru dat
byly vybrany individudlni rozhovory se stalymi a potencidlnimi zékazniky znacky —

cilovou skupinou. B&€hem analyzy probé&hlo tfi rozhovory s kazdym z 10 respondenty.

Definice potiteb zdkaznikll je nezbytnd pro maximalizaci efektivity designu webovych
stranek. Proto byli respondenti v prvnim kroku pozadani, aby uvedli kritéria, kterd jsou pro
né pii prohlizeni e-shopii se $perky dilezitd. Udaje od cilové skupiny byly doplnény
pozadavky z teoretického zdkladu a detailn€ popsany jako 11 pozadavkl zakaznika.

Poté byli respondenti pozadani, aby ohodnotili dilezitost kazdého kritéria na stupnici 1-5,
hlavnich konkurentl. Respondenti hodnotili webové stranky konkurentd podle stejnych 11

kritérii za pouziti stupnice 1-5, kde 5 znamend, Ze e-shop kritérium plné spliuje, a 1



znamena, ze e-shop neuspokojuje potfeby zdkaznika uvedené v kritériu. Vysledky téchto

hodnoceni byly umistény v Domé kvality.

Analyza webovych stranek konkurentl byla také nezbytna pro vizualizaci designovych
moznosti e-shopu se Sperky a vnimani prilezitosti mozného zlepSeni, které lze vyuzit pii
tvorbé vlastnich webovych stranek. Na zikladé vysledki hodnoceni cilové skupiny byl
konkurent 1 (Himawari Jewelry) ohodnocen na maximum v 9 z 11 kritérii, proto byl tento

e-shop bran jako piiklad pro wireframing e-shopu pro Arts by Valery.

Dalsi krok byl zpracovan v expertni skupiné, kterou tvofili zakladatelka Arts Valery, IT
specialista a graficky designér. Béhem tohoto kroku byly stanoveny technické pozadavky
neboli znaky jakosti. Na kazdy zakaznicky pozadavek musi byt stanoven alespon jeden
odpovidajici technicky pozadavek, ktery je narozdil od zdkaznickych kritérii méfitelny. Na
11 pozadavki zdkaznika bylo popsano 13 znak jakosti, jelikoZ n€kterd funkéni feSeni jsou

Sirsi, aby se dali oznacit za jedno.

Expertni skupina také popsala cilové hodnoty pro kazdy technicky pozadavek. Tyto

hodnoty jsou cile, které by m¢l kvalitni e-shop spliovat.

Dalsi krok sestaveni Domu kvality bylo hodnoceni vztahu mezi pozadavky zékaznika a
znaky jakosti. Tyto udaje doplnily Diim kvality a poskytly procento dilezitosti pro kazdé
technické kritérium. Pro implementaci navrhu bylo vybrano pét hlavnich kritérii. Kritéria
byla zvolena na zéklad¢ jejich vyznamu a moZznosti provedeni v navrhu této bakalarské
préaci. Nicméné, cilové hodnoty pro vSechna kritéria byly popsany pro budouci pouZiti pii

tvoteni e-shopu.

Vysledky dosazené v analytické ¢asti byly pouzity k vytvofeni navrhu. Jako prvni krok,
byly vytvoteny wireframes — rozloZeni pro domovskou stranku a stranku zboZi. Tyto dvé
stranky jsou nejnavstévovangj$i na e-shopu, proto byly vybrany pro navrh. RozloZeni
stranek bylo vytvofené podle doporuceni cilovych hodnot a pro lepsi kompatibilitu ziistaly

zaloZeny na rozloZeni miizky.

Dal§im krokem byl navrh designu, konkrétné barevné palety a fonty. Pfedvolby designu

avSak mohou byt velmi individualni, proto bylo rozhodnuto navrhnout pro cilovou skupinu



dva mirné€ odli$né navrhy, ze kterych si respondenty mizou vybirat, ktery design se jim libi
vic. V individudlnich rozhovorech se stejnymi respondenty jako v analytické ¢asti byly
testovany dva ndvrhy pro stranku se zbozim pomoci A/B analyzy. 8 z 10 respondentii
zvolilo design B, proto byly jeho fonty a barevna paleta oznaceny jako findlni doporuceny

design. Vybrané barvy byly doporuceny také pro jednotlivé ¢asti e-shopu.

Co se tyCe copywritingu — obsahu e-shopu, byli zvolené velikosti pisma pro bézny text a 3
urovné nadpisii, aby se vytvofilo dostatecné vizualni oddéleni nadpisit od bézného textu.

Jako ptiklad obsahu byl navrzen popis jedné polozky e-shopu.

Pro dokonceni vysledkti tohoto projektu byl stanoven rozpocet a ¢asovy harmonogram.
Rozpodet na tvofeni a realizace navrhu e-shopu byl stanoven na 32 000 ké. Casovy ramec

ukazuje ¢as realizaci jednotlivych ukold, potfebnych pro vytvofeni e-shopu.

Tato bakalatské prace splnila cile, které byly stanoveny na pocatku. Byl proveden vyzkum
potieb cilové skupiny. Byly zanalyzovany webové stranky dvou hlavnich konkurenti. Na
zaklad¢ vysledkt analyz byl navrzen design e-shopu. Design je navrzen tak, aby spliioval

potieby cilové skupiny.
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Introduction

In the modern digital era, the internet has transformed the way businesses operate and
connect with their customers. The rapid growth of e-commerce has not only redefined
traditional marketing practices but has also presented countless opportunities for businesses

to thrive in competitive markets.

This bachelor thesis focuses on online marketing communication and its practical
application in creating a website design for a handmade jewelry brand called Arts by
Valery. As the brand’s owner, this thesis has both professional and personal significance,
providing me with an opportunity to apply theoretical knowledge to practice and improve

the digital presentation of my jewelry brand.

The main goal of this thesis is to suggest a website design that meets the needs of the target
audience while providing them with intuitive user experience and giving all the necessary

information about this business.

This thesis consists of three parts — theoretical, analytical, and the proposal. The theoretical
part focuses on exploring the key points of digital marketing. The analytical part includes a
description of the business based on the marketing mix, research of the customers’ needs in
the website design, and an analysis of the competitors’ e-shops. The following practical
part proposes a website design based on the insights from the analytical part. The design
focuses on customers’ needs and their satisfaction while meeting an e-commerce platform's

requirements.
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Defining the problem and goals for the thesis

Problem definition

This thesis focuses on suggesting a website design for the jewelry brand Arts by Valery.
Since the brand was started only in June 2023, it is still in the process of building its online
presence. Having a functional and appealing website can be beneficial for the brand’s
growth in the long-term horizon. A website can attract new customers, providing them with
professional product presentations and safe payment options, which is crucial in digital

growth.

Currently, Arts by Valery sells its goods mostly at the offline art markets. However, the
brand lacks proper online presentation and, therefore struggles to lead its customers to the
online environment and support its sales apart from those markets. The brand has a social
media presentation on Instagram, listing the available items. The website can provide a
more professional online presentation and be more universal in communication with

customers as it is not limited to one social media platform.

Thesis goals and methods

The main goal of this thesis is to suggest an e-shop design for the handmade jewelry brand

Arts by Valery, that would practically help this small business.

Creation of the e-shop design consists of several phases; therefore, this work will be

divided into those subgoals:

e Analyze the website content of two main competitors.
e Do research to analyze customers’ needs in website design.

e Suggest a design based on the result of the analysis.

This work consists of theoretical, analytical, and practical parts, which are connected and
focus on the same result — website design. In the theoretical part, the specifics of the topic

and terminology will be introduced to provide a deeper understanding.
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The analytical part will focus on the analysis of two competitors’ websites and the analysis
of the target audience’s needs. To get a better overview of website design options in the
jewelry industry, website research is necessary. For that research, two competitors will be
chosen. The competitors’ websites will be analyzed to visualize design options for a
jewelry e-shop and have a perception of the potential improvement that can be used in

building an own website.

To make the future website pleasant for users, an analysis of the target audience’s
requirements must be completed. Individual interviews with the brand’s frequent and
potential customers were chosen as a data acquisition technique. Defining the customers’
needs is necessary for maximizing the efficiency of the website design. The results of the

analysis made in this part will be used as a basis for the practical part of this thesis.

The final practical part is a summary of previous research presented in a website design
proposal. Results from the analytical part are considered for that proposal. The website

development should be practically implemented.
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1. Theoretical part

1.1. Online Marketing and Branding

1.1.1. Online Marketing

According to Kotler, and Keller (2013), marketing’s goal is profitably identifying and
satisfying human and social needs. The key to effective digital marketing is implementing
traditional marketing concepts such as segmentation, targeting, and positioning using tools
offered by digital platforms. That includes personalizing customer experiences and using

analytics to improve marketing strategies.

Ryan (2020) highlights that online marketing, like traditional marketing, is about
connecting with people and understanding their needs. Digital marketing is not merely
about promoting products but also creating a meaningful connection with customers. Ryan
claims that having a digital marketing strategy is the first important step in order to
understand how the digital marketplace affects the relationship between the brand and the
customer. Digital marketing strategy is also crucial for prioritizing the resolutions that are

the most relevant to the particular business and important for its target audience.

1.2. The Role of Branding in Online Marketing

According to Aggarwal and Commuri (2024), a brand is not equal to the brand’s name. The
brand name is what sets one product apart from another during a transaction or use.
Whereas the brand is “the differentiated promise that distinguishes one product from
another while evaluating alternatives, selection, and post-purchase evaluation” (Aggarwal
and Commuri 2024). In this context, the promise is a unique value that the company offers
to its customers, a set of associations with that brand. Branding represents an emotional
connection a company establishes with its customers. Branding goes beyond external
characteristics such as logos or the brand’s colors. It brings a certain feeling to the
consumer and builds a relationship with a customer that helps the brand overcome the

competition. Good strategic branding creates a situation where consumers see the value of

17



goods in a different way, which can put the product’s price ceiling higher than the niche

norm. Effective strategic branding, however, can push the price even above the ceiling.

1.3. Branding and Online Marketing for Small Business

Strong branding is the key factor to differentiate from competitors. As a small handmade
jewelry brand, where customers seek uniqueness and personalization, the importance of

building brand authenticity should not be underestimated.

Vysekalova et al. (2014) write about the importance of emotions in building a brand. A
brand should bring emotions to the client. Good branding requires research of what
customers think about the brand, and what emotions it evokes in them. The support of those
emotions evolves loyalty from the consumers. In order to be noticed in the overflowing

market, brands should have a deeper meaning behind their products.

Handmade brands have a different value for consumers than mass-market brands. Buyers of
handmade products often seek personalization and authenticity in their purchases. They
associate the goods with an emotional or sentimental value, often tied to a story of the
brand or particular item. Handmade products are often made as one-of-a-kind products,
therefore offering the uniqueness and specialty the audience is seeking. Emotional

marketing plays a big role in these types of purchases.

Kotler and Kotler (2012) introduce the concept of “brand equity,” which is the value that
comes from a customer’s perception of a brand. It influences the consumer’s behavior
toward the brand and the probability the customer will switch the brand for a different one

depending on the level of loyalty to the brand.

For small businesses, growing brand equity through storytelling, consistent messaging, and
customer trust is essential. These elements can be increased through digital marketing,
where storytelling on platforms like Instagram or a website blog can form deeper

connections with customers.

Kotler and Keller (2013) discuss the role of emotional and symbolic benefits in consumer
decision-making. They argue that products tied to personal values or significant occasions

resonate more deeply with consumers because they fulfill psychological needs like self-
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expression or social belonging. When considering the product’s value, both functional and
emotional benefits should be taken into account, and the product should bring more

benefits than its cost.

Therefore, emotional branding, together with digital marketing strategies, creates a

powerful tool to engage the audience for a small brand.
1.4. Online marketing communication

1.4.1. E-commerce & e-shop

According to Amazon, “e-commerce or electronic commerce is the trading of goods and
services online” (2022). E-commerce allows buying and selling goods electronically
through the Internet, supporting engagement for businesses in the online environment. E-
commerce offers benefits such as accessibility, globalization, direct access to customers,
and relatively low operating costs. Those benefits, however, attract many businesses,
therefore creating high competition. E-commerce also does not provide live interaction with
neither customers nor products, making it harder to earn trust of the new visitor. Moreover,
digital environment creates concerns about data security and technology reliance (Amazon,

2022).

Ryan (2020) claims that a significant part of growing modern businesses online is engaging
with audiences on social media, getting to know them, and interacting with them. Social
media can also support driving sales to the website. Kingsnorth (2016) highlights that
social media, such as Facebook, plays a significant role in product advertising nowadays as

it provides the space for target advertising.

While e-commerce refers to the overall online trading process, e-shop, or electronic shop,
means a specific type of e-commerce platform. E-shop is a platform within e-commerce,
where customers can browse, select, and purchase products or services. For a small
handmade jewelry brand, e-shop is a way to showcase unique jewelry pieces while

enabling a seamless buying experience for customers.
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1.4.2. Domain

Domain represents a website’s individual address on the internet. Domain is a business’
online identity. Domain names should reflect the business identity and be memorable, so it

is easy for customers to find the website (Forbes, 2024).

Ryan (2020) highlights the importance of securing domain ownership to make sure it is
safe from unauthorized use of the brand’s name. Ryan also points out that for business
having your own domain is necessary and also more professional than having a page on

someone else’s domain. For example, the website “https://arts-by-valery.weeblysite.com”

is hard to remember, not fast nor easy to type in. Having the address on Weebly’s platform

also does not look as professional as a personal domain would be.

1.4.3. Hosting

According to Wix (2024), hosting is a service that stores websites' files and makes them
available for Internet users. Basically, hosting means renting space on a powerful server
(Ryan, 2020). Reliable hosting ensures that the website runs smoothly even during busy
periods and protects it from downtime or data loss. Ryan (2020) claims that for small and
medium-sized businesses, shared hosting through a hosting provider is the most popular

and budget-friendly option.

Kotler and Keller (2013) highlight that secure hosting is necessary for protecting customer
data and maintaining the website’s reputation. Ryan (2020) recommends avoiding free
hosting as it can bring unwanted advertisements to the website, does not provide the

necessary level of data security, and may not work with the business’s own domain.

1.4.4. Web content

Web content is everything written on a website, including audio and visual information
presented there. It guides users through the website, so it is important to be user-friendly
and well-organized. Website content should meet certain criteria to be considered “good”.
Content should be clear, easy to understand, grammatically correct, valuable, and

interesting for users to consume (Shopify, 2023).
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Vysekalova et al. (2014) highlight the importance of emotions in content that would
represent customer’s values and desires. They talk about connecting with the audience on a
deeper level by creating content that evokes emotions in consumers, showing the non-
physical value of the product. Vysekalova et al. (2014) also note that emotional content has
an influence on consumers’ behavior. Creating content that aligns with customers’ personal
values helps to create stronger long-lasting relationships with the audience, and supports

the business’ sales.

Aggarwal and Commuri (2024) point out that consistent branding across all web content

makes the connection between the brand and its audience stronger and more valuable.

Ryan (2020) claims that the first step in writing successful website content is understanding
what the audience is seeking. He also highlights that the online environment differs from
the offline world—people online need information fast. They do not read the sites from top
to bottom; they scroll to extract the most valuable information. This characteristic should

be considered when creating website content.

When creating website content, it is also important to use keywords for optimizing Search
Engine Optimization (SEO), so the website can be found by the target audience (Shopify,
2023).

1.4.5. Web design

Web design includes the layout, visual appearance, and functionality of a website. A well-
designed website should provide a pleasant user experience (UX), giving the customer all

the needed information and tools to complete the purchase.

User experience (UX) focuses on the website's usability, making it intuitive, efficient, and
secure for users. User interface (UI) focuses on the visual part of the website, such as
graphical design, colors and fonts, overall visual aesthetics and consistency. The goal of
UX design is to make the website easy for users, whereas Ul makes sure the website is

visually appealing (Hamidli, 2023; Kingsnorth, 2016).

Krug (2014) highlights the importance of usability and the visual appearance of a website

design. He claims the design should be easy to perceive, so the newcomer can natively
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understand what the website is about, be able to intuitively navigate there, and find what
they are searching for. The design should be made in a way to support the customer’s

purchase, not complicate it.

For a modern website to work for businesses, the design should be compatible with all
devices. It is important to make sure the website works not only on the desktop but also on

the smartphone (Kingsnorth, 2016).

Ryan (2020) discusses 12 common mistakes that should be avoided when creating a

website design.
1. The design does not speak for itself

Colors, fonts, and other elements must represent the brand. The visuals of the website need

to show the brand’s values. It must be easy to identify what the brand is about.
2. Noisy, unorganized visuals

The content should be organized and user-friendly. It is important to have clear navigation
and readable texts. There should not be elements that distract users from getting what they

want.
3. Design manipulates or prohibits users from spontaneity

Web design should not manipulate or restrict user behavior by leaving users the choice to
make their own actions. Elements of the web design should help users navigate and engage

freely instead of forcing them into actions they do not want to take.
4. Unclear or broken navigation and structure

The website navigation should make it easy for users to find what they are looking for in a
few minutes. If the navigation is too complicated, it does not easily let to find a specific

item, the user is much more likely to leave that website for the competing one.
5. Confusing and misleading links

It is important to make sure the redirecting links on the website are leading where they say

they are leading. Buttons need to clearly look like buttons to avoid user confusion.
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6. ‘Long’ pages

Users do not appreciate getting lost on the page, or when it takes too much time to go back
to something that they need at the beginning of the page. Long pages should be divided into

smaller ones.
7. User filtration

Good web design should avoid getting users frustrated. It should give the customers a
seamless shopping experience. For example, having an automatic data fill-in or registration

through a Google account can make that experience easier and more pleasant.
8. Unreachable contact details

Contact details should be easy to find and contain several options to choose from. It is
important to see that a human being is ready to answer customer’s questions and help with

their needs.
9. Designs that will only work when...

The website should work in any browser, in any country, and on any screen size. It is
important to make sure the design is compatible with different users’ devices and displays

the content correctly.
10. Using splash pages

Splash pages are used as an introduction and contain a minimum amount of content. Using

many splash pages can influence SEO, making it harder to find that website.
11. Old design and content

The website design should be up-to-date, and the content should be regularly updated and
analyzed. It is important to question whether there is still a customer for old stock, or if it

might be irrelevant and needs to be removed.
12. No further analytics

It is important to use analytics on the website and adjust the website and its content based

on that. Analytics give the knowledge of what is working and what needs to be improved.
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1.5. Marketing mix

The concept of marketing mix was first introduced by McCarthy in 1960. The mix consists
of “4 Ps,” where each “P” represents a wide group important to the whole concept. The
content of each group can be seen in Figure 1. Kotler (2001, p. 10) describes marketing mix
as “...the set of marketing tools that the firm uses to pursue its marketing objectives in the

target market.”

Together with 4Ps, there are also 4Cs that represent the marketing mix from the customer’s
site. The 4Cs include customer solution, customer cost, convenience, and communication.
According to Kotler (2001), successful firms are those that satisfy customers’ needs both

economically and conveniently through effective communication.

Target market

Figure 1. The Four P Components of the Marketing Mix

Source: Own processing based on Kotler, 2001, p.10

1.5.1. Product

Product is the core of the marketing mix. The product represents the goods or services a
business offers to meet customer needs. The product includes the physical parameters of

the goods as well as the non-physical value it brings. When deciding on a purchase,
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nowadays consumers take into consideration the functionality of the item and the benefits it
brings more than its technical parameters. It is more about the solution that it gives to the

customer, rather than how exactly the product does that (Kotler, 2001; Ryan, 2009).

Kotler (2001) points out that during the creation of a new product, the marketers should be
included even in the first phase, to know what kind of product the audience needs. When
creating new product lines, it is important to make sure they solve customers’ problem and

will be demanded by the target audience.

In the handmade jewelry business, the value of goods also includes non-physical value,
such as uniqueness, emotional attraction, and artistry. The emotional value of handmade
products is no less important than the functionality. Kotler and Keller (2013) explain that
successful products fulfill both functional and emotional needs. In handmade jewelry, this
can mean using high-quality materials to provide functionality, while emphasizing
uniqueness and storytelling as an emotional value. Aggarwal and Commuri (2024) prove
that strong branding enhances product perception. Handmade jewelry can benefit from
branding, allowing customers to view the product as more than just jewelry but as a

reflection of the brand’s values.

1.5.2. Price

The price is the next part of the marketing mix. The price represents the cost that the

(3

customer is willing to take for a product. Kingsnorth (2016) wrote: “... the key factor is
whether you are asking for a price that people are willing to pay.” There are many factors
that are standing behind the cost that customers are willing to take. It can increase by seeing
the product’s high quality, reading positive reviews, or trusting the brand (Kingsnorth,

2016).

Kotler and Keller (2013) highlight that pricing must consider production costs, perceived
value, and market competition. The price should represent the value that the product brings
to its owner, but at the same time stay competitive in the target market. On the Internet,

where the prices can be easily compared, competitiveness is highly important. As Ryan
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(2009) wrote, “to compete you need to make sure your overall value proposition to the

customer is compelling.”

Price is one of the factors in the marketing mix that can be easily changed in a short-term
horizon. The price is not something permanent, but a changing characteristic. Discounts
and promotions are among the components that can change the price (Kotler, 2001). That
can be used for example, to increase loyalty to the brand by offering special pricing to

regular clients or increasing short-term sales by discounting old goods.

1.5.3. Place

Place is a part of the marketing mix representing the space where the product is sold. In
terms of digital marketing, the place would be the Internet. However, the place component
does not only include the location but also whether the necessary items are in stock in that
location and whether they are displayed in the right way (Kingsnorth, 2016). Place also
includes the distribution of products, which stands for the availability and management of
stock, and transportation from the producer to the customer (Kotler 2001). In other words,
the place is the factor that should make the product available, easy to find, and deliverable

for the customer.

In terms of online marketing communication, the Place includes SEO, which makes the
product visible to the customer, and navigation on the website, so the customer can find
what they are looking for and the information they need. This should not be underestimated
in the online environment because it is fast and easy to switch an e-shop online once the
person does not find what they were searching for, or the search becomes too complicated

(Kingsnorth, 2016).

1.5.4. Promotion

Promotion is the first association with marketing. Promotion includes advertising
throughout different channels. Kingsnorth (2016) introduces terms above-the-line and
below-the-line marketing. That divides the promotion into two categories. The first
category includes mass advertising to introduce the brand to a wide audience (above-the-

line). The second one is target advertising, which delivers a specific message to a smaller
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group of people (below-the-line). While above-the-line marketing includes outdoor
promotion and TV or radio advertising, below-the-line marketing focuses on SEO, paid

search, and direct mailing types of promotion.

Ryan (2009) claims that promotion includes the website as the key element, search engine
optimization, pay-per-click advertising, affiliate marketing and strategic partnerships,
online public relations, social networking, e-mail marketing, and customer relationship
management. Those elements are important for attracting new customers, keeping the

existing ones, and improving relationships with them.

Kingsnorth (2016) highlights that the biggest challenge of online marketing is having
limited space for advertising. This space is either limited by the number of symbols or by
the amount of time to catch the consumer’s attention. Kingsnorth (2016) also writes “smart
marketing is much more than shouting about your product and much more about taking

customers on a journey.”

To have a place in the target market, modern businesses must play smart. Our world is
overflowing with advertisements and to win the consumer’s attention, companies have to
be creative in their promotions. To create an attractive offer that will catch consumers’

attention, it is important to know the audience this product is made for.

1.6. Segmentation & Target Audience

Understanding and effectively communicating with a specific target audience is a major
aspect of online marketing. By segmenting the market, businesses can adapt their strategies

to meet the needs, preferences, and behaviors of different groups of customers.

1.6.1. Market segmentation

Market segmentation is a process of dividing a wide market into smaller groups, where
each group has different requirements for the products and demands they need to satisfy.
These groups, which are also called segments, share similar characteristics and behave
likewise on the market. The segments are important to understand and differentiate in order
to create a corresponding offer for each segment (Kingsnorth, 2016; Kotler, and Keller,

2013).
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When defining a segment, the four most common characteristics - geographic,
demographic, psychographic, and behavioral differences among buyers must be considered.

This chapter will describe each characteristic more specifically.
1. Geographic

This characteristic divides consumers based on their location. Unfortunately, it does not
give a perception of the potential customers’ needs, however, it brings a clue for targeting

the offer (Kingsnorth, 2016).
2. Demographic

The demographics categorize customers based on factors such as age, gender, education,
occupation, income, or economic status. This is, however, still not enough to predict the
segment’s behavior. People of the same age and even similar occupations may have
different interests, passions, and values, therefore it is necessary to consider the other two

characteristics (Kingsnorth, 2016).
3. Behavioral

Behavioral segmentation divides consumers based on their buying habits and their purchase
purposes. The consumers’ behavior is hard to predict and can change based on external or
internal circumstances (Kingsnorth, 2016). However, in the digital era, especially in the
online space, it is becoming easier to collect data and understand buyers more deeply.
Online tools, such as analytics software, enable businesses to process their segmentation by

collecting and analyzing customer data (Kingsnorth, 2016; Ryan, 2020).
4. Psychographic
Psychographic segmentation is about understanding the customer’s lifestyle. This type of
segmentation is based on consumer’s interests and beliefs (Kingsnorth, 2016).
1.6.2. Target audience

The target audience is a group of people that the company is aiming to reach with its
product. After defining the segments of the market, the next step is to choose the most

profitable one (Kotler, and Keller, 2013).
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Aggarwal and Commuri (2024) talk about the importance of identifying the target audience
for being able to create a meaningful connection with customers. Brands must adjust their
offers to the needs, values, and desires of the target audience. Vysekalova et al. (2014)
highlight the importance of emotional marketing as a tool to connect with customers,
increase their loyalty and engagement. To create a meaningful connection, brands need to

understand their target audience’s feelings and motivations.

1.7. Criteria for Website Evaluation

A well-designed website must meet certain quality criteria to ensure it is functional, user-
friendly, and meets the needs of its target audience. This chapter presents key website

evaluation criteria based on research by Moustakis et al. (2004) and Dragulanescu (2002).
Usability

Usability refers to how easily users can navigate and interact with the site. Usability

includes navigation and structure, loading speed, and mobile responsiveness.

Navigation should allow users to move easily around the website. The user should be able
to understand the website’s structure intuitively. The website should have a clear and

logical menu design with easy-to-find information (Moustakis et al., 2004).

The time required to load web pages significantly influences user experience and their
comfort on the website (Moustakis et al., 2004; Dragulanescu, 2002). The website should
be compatible with different browsers and optimized for different devices, including

smartphones and tablets (Dragulanescu, 2002; Kingsnorth, 2016).
Content Quality

Website content is an important part of the website evaluation. The content quality refers to

the relevance, accuracy, and general presentation of a website.

Quality content needs to be accurate and reliable, providing correct and up-to-date
information. The content should be consistently reviewed and updated as the information

changes. The use of clear language and appropriate formatting enhances readability
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(Moustakis et al., 2004; Ryan, 2020). The use of images, videos, and interactive elements

should support the website's purpose without overwhelming the user (Dragulanescu, 2002).
Design and Aesthetics

Website design plays a crucial role in attracting and retaining visitors. Key factors in this

category include visual appearance and design consistency.

It is important to have a unique and aesthetic appeal in website design. The website design
should be targeted at the audience’s needs and represent the values of the business to attract
potential target customers. Keeping a similar design across all website pages ensures a
professional appearance. Harmonic colors and layouts support user engagement and
improve the website value. Visual hierarchy and highlighting important elements such as
promotional offers and best-selling products ensure catching the user's attention to the

necessary parts of the website (Ryan, 2020; Moustakis et al., 2004).
Functionality and Performance

Quality websites should provide seamless functionality. There should be no broken links
that are not leading anywhere, it is important to make sure that all the features on the
website are properly functional. Websites also need an efficient search function that can
allow users to quickly find relevant information they are looking for (Dragulanescu, 2002;

Moustakis et al., 2004).

The website must be safe for users, providing secure connections (HTTPS), and privacy for
users and their data. It is also highly important to have safe payment options for e-
commerce websites. Safety is one of the first criteria for earning a user’s trust and

reliability for a website (Dragulanescu, 2002; Moustakis et al., 2004).
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User Satisfaction and Engagement

The website users should be able to find help with the website when they need it, meaning
there should be contact forms and support chat to reach out for help when needed.
Feedback options, the possibility to leave a review, or links to social media on the website

improve user engagement (Dragulanescu, 2002).

A well-designed website encourages users to return and engage with content over time.
This factor can be measured by analytical platforms, providing data about the length of the

visit and whether it is a repeated user or a new one (Dragulanescu, 2002).

Personalized experience on the website can enhance user satisfaction. It is possible to
personalize such features as recommended content (or in terms of e-commerce,
recommendation of items based on user’s search), user accounts, or personalized offers

based on the customer’s needs (Moustakis et al., 2004).

1.8. House of Quality

The house of quality is a matrix method of translating vague customer requirements into
specific technical features for a product or service. This method ensures that the final

product aligns closely with customer expectations (Reis, 2024; Nenadal et al., 2008).
The House of Quality method consists of seven steps.

The first step is the identification of requirements. It is important to ask customers about
their needs and add legal requirements to that list. There are several methods to gather
customer data, such as surveys and interviews, feedback forms, and market research
reports. Requirements gathered from customers are the features or functionalities customers
value the most. Those requirements are on the left side of the House of Quality (Reis, 2024;

Nenadal et al., 2008).

The second step is understanding the importance of each criterion based on customers’
feedback. Usually, the rating scale 1-5 is used, where 1 is the least important requirement,
and 5 is the most significant criterion. The final number in the table is counted as the mode

- the number that appears most frequently. (Nenadal et al., 2008; Reis, 2024).
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The third step is analyzing whether the company is able to fulfill those criteria compared
to the competing businesses. This step can be evaluated either by the marketing employees
or the customers. The same scale 1-5 as in the second step is used for competitors’

evaluation (Nenadal et al., 2008; Guthrie, 2023).

The fourth step is specifying technical product requirements. This step is important for
creating a strong base of measurable criteria that can be fulfilled in a product design. Those
criteria are in the top part of the House of Quality. In this step, the objective units of

measurement for each criterion are also defined (Hauser, and Clausing, 1988; Reis, 2024).

The fifth step is analyzing the connection between the customers’ requirements and the
technical criteria, which is also called a “relationship matrix.” Those connections are
evaluated as “strong,” “average,” “weak,” and “none.” The non-existing connection is left
with an empty cell, while the other connections are marked with chosen symbols (Hauser,

and Clausing, 1988; Nenadal et al., 2008; Reis, 2024).

The sixth step is evaluating the relationship between the technical criteria and how
improvement in one requirement can influence another. This evaluation is marked at the
very top (the roof) of the House of Quality and described as a positive or negative influence

(Nenadal et al., 2008; Hauser, and Clausing, 1988).

In the seventh step, there is enough information to evaluate the priorities for the product
and create a realistic goal of fulfilling the requirements for a new or existing product that

can fulfill customers’ needs (Nenadal et al., 2008; Hauser, and Clausing, 1988; Reis, 2024).

An example of a complete House of Quality is presented in Figure 2 on the next page.
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Source: ASQ, 2025
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2. Analytical part

2.1. Brand Introduction

Arts by Valery is a young handmade jewelry and accessories brand started in June 2023 by

Valeriia Zharinova (the author of this thesis). So far, only one person is standing behind all

the processes of this small brand. Since the brand is quite new, it is still in the process of

building its foundation, recognition, and online presence. However, the brand has its core

values that stand behind the brand’s name. One of the values is originality and

personalization. The mission of the brand is to provide customers with jewelry as unique as

each of them. Because of the specifics of the epoxy resin, that is used as the main material,

every piece is different, even if the same colors and decorations are used (the material is

described more specifically in the “2.2.1 Product” chapter). This value is represented in the

brand’s logo and additional printed materials, such as the backside paper for the jewelry

(Figures 3, and 4 below).

ARTS BY.

VAEERY
O S
Gn /'QUe 05*

Figure 3. Brand's logo

Source: own processing

&
&

ﬁ‘ " ARTS BY VALERY

JEWELRY AS UNIQUE AS YOU

WWW.INSTAGRAM.COM/ARTS _BY _VALERY.

Figure 4. Backside paper for
jewelry

Source: own processing

Another value of the brand is to help customers feel like themselves and freely show off

their personalities through accessories. The Arts by Valery’s jewelry is more accent rather



than ordinary; however, they can blend into daily life as an extraordinary accessory that
reminds the buyer about their exclusivity. Custom order based on customers’ preferences
helps to fulfill the need for the accessories that can be a hard preference match for the

customer.

2.2. Marketing mix analysis

This chapter describes the most important sites of the Arts by Valery brand based on the

marketing mix.

2.2.1. Product

The product of the Arts by Valery brand is handmade jewelry from epoxy resin, natural
minerals, and glass beads. The product line includes earrings, necklaces and pendants, pins,
and jewelry boxes. The best-selling products are devil cat pins (Figure 5), coffin jewelry

boxes (Figure 6), and various earrings depending on the season (an example of best-selling

spring-autumn earrings is in Figure 7).

Figure 5. Devil cat pin Figure 6. Coffin-shaped jewelry Figure 7. Sun-shaped earrings

box
Source: own processing Source: own processing

Source: own processing

35



The most preferred designs are usually one-of-a-kind items that do not have even remotely
close alternatives. Customers prefer the uniqueness and exclusivity that such an item brings
to them. As the main motivation for purchase, 43% of buyers highlighted the uniqueness of
the item (own processed social media survey, 2024). The survey participants also noted that

in handmade brands, the most valuable part is the originality of goods.

The main material used for the jewelry of Arts by Valery is epoxy resin. The process of
working with epoxy itself is what makes every item unique, even if the same fillings and
their proportions are used. The epoxy is liquid when worked with and takes 24 hours to
polymerize. The result is unpredictable because the colors, glitters, and other fillings of the
piece can move during the polymerization process, creating an exclusive design that cannot

have an exact same copy. That material specification became the brand’s special feature.

2.2.2. Price

The prices differ for every type of goods and depend on the material and the amount of
time necessary for creating each piece. Usually, the price of jewelry highly depends on the
amount of time spent on each piece, which can vary based on the complexity of the jewelry.
For clarity, the prices will be presented in two Tables, divided by the main material of the

jewelry — epoxy resin and beaded mineral jewelry.

Table 1 on the next page presents the prices for epoxy jewelry. These include materials
such as epoxy resin, colors, glitters, and other fillings (for example, dry flowers), as well as
stainless steel hardware. The price also includes the amortization of silicone molds, the

time necessary to create the piece, and a margin.

The prices for beaded jewelry are presented in Table 2 and include the materials, such as
natural stones, glass beads, stainless steel hardware, and charms. There are two types of
charms used, the glass ones are bought from the suppliers, and charms from epoxy resin are
made within the business. Despite the materials, the price also includes the amount of time

used for making each piece and a margin.
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Table 1. Prices for epoxy resin jewelry

Type of goods [epoxy resin] Price range
Earrings 300 —350
Pendants 200 - 250
Pins 200 - 350
Jewelry boxes and stands 350 —500

Source: own processing

Table 2. Prices for beaded mineral jewelry

Type of goods [beaded mineral jewelry] Price range
Minimalistic necklaces 350
Statement necklaces 550 - 750
Chokers 550 —-750
Bracelets 450 - 550

Source: own processing

The prices presented in the Tables above are relevant for November 2024. Personalized

orders are priced slightly higher than those presented in the Tables above.

Due to low fixed expenses in the beginning, this factor was overlooked in the price
establishment, and even though over time those expenses began to increase, the jewelry
price stayed constant. During the analysis of the current situation in the brand, it has been
noticed, therefore from the beginning of the year 2025, the price policy will be changed.
Fixed expenses will be included in the prices, and the new website expenses will also be

considered.

During the analysis, it has also been noticed that only the physical values are reflected in
the items’ prices. However, the exclusivity of the jewelry was not considered. It has been

questioned whether the prices of the goods represent the perceived value of the items.
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2.2.3. Place

Arts by Valery currently does not have its own offline place. Most of the time, the brand
sells at the offline art markets hosted by other companies or businesses. The brand also has
an online presentation on social media. Occasionally, the brand gets orders through
Instagram, however, they are irregular and most of the time unpredictable. For online
orders, Arts by Valery offers delivery by Zasilkovna or Czech Post as well as personal

pick-up in Brno.

Arts by Valery is currently working on expanding the business in the online environment
and growing the audience on social media. Making the brand’s own website is one of the
steps for improvement in the online area, making the orders safer and more trustworthy for

potential customers.

2.2.4. Promotion

As the main place for promotion, Arts by Valery uses an Instagram page. Until August
2024, the brand also had a page on Etsy (a shared website for handmade products),
however, Etsy restricted that page. Therefore, since September 2024, the whole product

presentation has been temporarily moved to Instagram.

On Instagram, Arts by Valery has pinned information (highlights) with all the necessary
instructions for customers. That includes information about how to make an order, photos

of products with prices, payment methods, delivery options, and jewelry care tips.

To promote the brand, Arts by Valery mostly uses reels (short trending Instagram videos).
Reels provide a free way to promote products on social media, which is an acceptable
option for low-budget marketing. Arts by Valery uses different types of video formats, such
as showing the final products, the process of creating new pieces, and storytelling about the
products' creation and the deeper meaning behind them. Arts by Valery also uses Instagram
stories, telling more details about the “Behind the scenes” processes inside the business to

create a deeper connection with customers and gain their trust.
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2.3. Target Audience

There are two main categories of people that this small business is aiming for. For

convenience they will be described as two personas.

2.3.1. Primary persona

The primary persona is an ideal customer for this jewelry brand. She is a woman shopping
jewelry for herself to highlight her unique style. She is bold and creative, and she likes
expressing herself through her outfits, accessories, and makeup, showing off her inner

exclusivity. She likes being creative and being noticed for her creativity.
1. Geographical characteristics

Primarily, this persona lives in the Czech Republic, mostly in bigger cities, such as Prague

or Brno.
2. Demographic characteristics

Working part-time or full-time women of age 22-35. Their income can vary, but it is
enough to support their basic needs and have extra cash to spend on themselves and the

things they enjoy.
3. Behavioral characteristics

Those women value artistry and unique meaningful designs. They prefer jewelry that
reflects their individuality and tells a story. They frequently shop online for exclusive items
for personal self-expression, special occasions, or meaningful gifts. They prefer brands that
provide high quality and value. They are willing to pay more for the pieces that stand out of

the crowd and can become a unique accent in their outfits.
4. Psychographic characteristics

They are attracted to art and culture and are likely to visit galleries, art markets, boutique
shops, or second-hand stores, where they can find rare items. They value authenticity in
their personal style, enjoy wearing items that make them feel unique and noticed, and help

them express their individuality. They are creative, confident, and sophisticated. They
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prioritize ethical, slow-fashion, small-batch, or handmade production over the mass market.
For inspiration, they are using visual platforms such as Pinterest or Instagram.

2.3.2. Secondary persona

The secondary persona is a man searching for an original gift for his loved ones.

1. Geographical characteristics

Primarily, this persona lives in the Czech Republic.

2. Demographic characteristics

Working men age 25-45, with a middle to upper income. Often in a committed romantic

relationship, seeking gifts for their loved ones.
3. Behavioral characteristics

This audience is searching for gifts for important occasions such as anniversaries,
birthdays, or holidays like Valentine’s Day or Christmas. They are willing to spend more
on high-quality, handcrafted, or unique jewelry that shows their appreciation and
thoughtfulness to their loved ones. They might have less knowledge about jewelry, so they
appreciate recommendations, reviews, and guides, such as the “perfect gifts for her”
section. They also prefer gift packaging, so the purchase is ready to be presented as soon as

it arrives.
4. Psychographic characteristics

They value personalization because they want their gift to be meaningful and special to the
recipient. They often see it as a sentimental gesture. They have a lifestyle of busy
professionals, so they value convenience and efficiency. They do not prefer to spend too
much time searching for a gift, so they appreciate ready-to-give solutions. They value clear,

simple choices.

2.4. Choosing a platform for the website

The choice of platform for the future e-shop is important. Different platforms provide a

variety of functions for multiple payment plans. The choice of platform influences not only
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the functionality of the e-shop, but also the whole website's appearance, suggesting
different styles for templates, fonts, and other design options. As a visual example, Figures
8,9, 10, and 11 below are made on the platform Shopify, showcasing the templates for e-
shops. Figures 8 and 10 present the shop categories in the mobile version, while Figures 9

and 11 show the homepage in both mobile and PC versions.

= MOON MAGIC g

= . S ZasSAR  lGMLEOLOWERS  GASGIAB  siet
Vibrant Gemstones & e

Meaningful Energies

25 Filter and sort

,,,,,,,

Bostseller Necklaces - Necklace Bundles
v

FILTERS + SORT BY +

843,00 K¢ 332,00 K¢

(>
Add to cart H Add to cart ’
Adorn mur;iw- with jewelry Black Obsidiar
gl e T

Figure 9. Category on the Figure 10. Moon Magic Figure 11. Category on the
website Vnch Shop in a website's front page in a website Moon Magic in a

mobile version mobile version mobile version
Source: Vnch Shop, 2025 Source: Moon Magic, 2024 Source: Moon Magic, 2024

Figure 8. VnchShop’s front page in the PC version

Source: Vnch Shop, 2025
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The platform Shopify was chosen for Arts by Valery’s e-shop because it provides all the
necessary requirements, such as website security, one-click checkout, website analytics,
emailing, and other marketing options, while offering various design templates, ensuring
each website is unique and customizable. The platform also provides functions for
international e-commerce, offering automatic translation and currency conversion based on
the customer’s geographical data. Shopify is also flexible in its payment plans, offering
several options for different budgets. As soon as the business needs to expand the website's
functionality, Shopify offers a plan switch while leaving the website functional without the

need to create a new website.

2.5. House of Quality

To create a high-quality website, the House of Quality method will be used.

2.5.1. Website evaluation requirements

The first step for creating a quality website is requirements identification. Those criteria
have been chosen based on the theoretical part, expanded by criteria named by the target

audience.

Based on the research in the theoretical part, those criteria are the most important for
website evaluation: Navigation, Loading speed, Functionality, Safety, Website design,
Customer support, and Website mobile version (Moustakis et al., 2004 and

Dragulanescu, 2002).

To gain insight into customers’ needs for the website, 10 individual interviews have been
held. The conversations included both regular customers and potential customers matching
the target audience’s description. Table 3 with data about the respondents is presented
below. In Table 3, gender is shortened to one letter, meaning “M” — male, “F” — female,

and “A” — agender.
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Table 3. Information about respondents

Respondent 1 2 3 4 5 6 7 8 9 10

Gender M F F F F F M F A F

Age 24 23 22 24 28 30 26 23 24 29

Source: own processing

Most of the respondents named “high-quality pictures” as the first and the most important
criterion. When shopping for jewelry, they want to have their full attention on the jewelry
itself rather than the website appearance or its design. Those criteria were also important,
however, only on a secondary basis. The respondents also noticed the importance of having
multiple jewelry pictures from different angles, so all the details can be seen. Another
important point is the possibility of enlarging the picture without misshaping the whole

website (Individual interviews — Round 1, 2024).

Respondents noticed they would prefer a minimalistic website design, rather in lighter
colors. They also noticed that the design should be modern and “clean” — without flashy
pop-ups or too colorful banners on the page. The e-shop should be consistent on all the
pages in its design. The design should blend with jewelry pictures and not interrupt from

them (Individual interviews — Round 1, 2024).

The complete results gained from the research are presented in Table 4 on the next page.
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Table 4. Customers' website requirements

Requirement

Specification

High-quality pictures

Bright, detailed pictures on a white minimalistic background.

of jewelry Several photos of one item. Picture of jewelry on a real person is
appreciated.
Clear pricing Prices of items are shown below the listing; clear pricing policies

without unexpected charges.

Easy intuitive

Easy-to-find and well-described categories, link to the items (or

navigation item category) right on the homepage. All the necessary
information is easily accessible. No endless pages without the
possibility to go up.
Design Clear minimalistic website appearance, modern design, consistent
design of the jewelry photos and website itself.
Compatibility with Adequate PC and mobile version.

different devices

Clear delivery

information

Accessible information about delivery options (without needing to

proceed with the order), and the country of origin.

Contact information &

support

Possibility to contact the shop, ask a question about the order;

links to social media; information about the shop.

Payments within the

website

Possibility to pay on the website without external platforms;

option to pay in one click, different payment options.

Reviews

Product reviews in the product listing; reviews with photos;

possibility to leave a review on the website

Source: own processing based on Individual interviews — Round 1, 2024.

For creating a high-quality jewelry e-shop, those quality criteria have been chosen: High-

quality pictures,

Clear pricing,

Easy intuitive navigation, Modern design,
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Compatibility with different devices, Clear delivery information, Contact information

& Support, Multiple payment options, Reviews, Safety, Quick loading Speed. The final

evaluation criteria are presented in Table 5 including their specifications.

Table 5. Evaluation criteria summary

Requirement

Specification

High-quality pictures

Bright, detailed pictures, several pictures with different angles.

Clear pricing

Prices are shown below the items; clear pricing policies without

unexpected charges.

Easy navigation

Easy-to-find and well-described categories; possible to intuitively

find all the necessary information. No endless pages.

Modern design

Modern appearance; consistent design of all web pages and

jewelry photos.

Compatibility with different

devices

Adequate both PC and mobile versions. Compatibility with

different browsers.

Clear delivery information

Accessible information about delivery options (without needing to
register on the website or proceed with the order); the country of

origin is clearly written.

Contact information &

support

Possibility to contact the shop, ask a question about the order;

links to social media; information about the shop.

Multiple payment options

Possibility to pay on the website without external platforms;

option to pay in one click, multiple payment options.

Reviews Product reviews in the product listing; reviews with photos;
possibility to leave a review on the website.
Safety Secure connection, data safety, secure payments.
Quick loading speed Quick website loading on all pages; media loading without delay.

Source: own processing
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2.5.2. Customer criteria importance

The second step in the House of Quality is realizing the importance of the criteria
discovered in the first step. For that, individual interviews with frequent and potential

customers have been held.

The participants were asked to rate the importance of each website quality criterion from 1
to 5, where 1 is the least important and 5 is the most important. For clearance, the criteria
descriptions from Table 5 were offered to the participants. The final rating is based on the
mode — the most frequently repeated number. The final result is presented in Table 6,

whereas detailed responses of the participants can be found in Table 7.

Table 6. Criteria evaluation results

Requirement Mode Frequency
High-quality pictures 5 9
Clear pricing 5 8
Easy navigation 5 7
Modern design 5 4
Compatibility with different devices 5 4
Clear delivery information 5 8
Contact information & support 3 4
Multiple payment options 5 8
Reviews 4 4
Safety 5 9
Quick loading speed 4 5

Source: own processing based on Individual interviews — Round 2, 2025.
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Table 7. Detailed individual responses

Requirement Respondent
R1 |R2 | R3 | R4 | R5 |R6|R7 | R8 | RY | RIO
High-quality pictures 5 5 5 5 5 5 5 5 5 4
Clear pricing 4 4 5 5 5 5 5 5 5 5
Easy navigation 5 5 5 5 5 5| 4 5 3 3
Modern design 4 4 3 5 5 4 5 5 4 3
Compatibility with different devices 3 5 3 5 4 4 5 3 2 5
Clear delivery information 5 5 5 5 4 4 |5 5 5 5
Contact information & Support 3 2 3 5 4 5 1 3 4 3
Multiple payment options 5 5 5 5 4 5 5 5 3 5
Reviews 4 3 5 4 4 3 3 4 2 2
Safety 5 5 5 5 4 5 5 5 5 5
Quick loading speed 5 3 4 5 4 4 | 4 5 1 4

Source: own processing based on Individual interviews — Round 2, 2025.

From the research, it has been defined that those criteria customers value the most (were

rated 5):

e High-quality pictures

e C(lear pricing

e Easy navigation

e Modern design

e C(lear delivery information
e Multiple payment options

e Safety
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Despite the frequency of naming this requirement in the individual interviews (Individual
interviews — Round 1, 2024) in the first step of HoQ, contact information & support were

rated only 3 in the importance evaluation.

= =
=
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E_‘ - g E Fequirements (Explicit
=t= ) :g é E and Implicit)
1T |8 0% | S > High-guality pictures
2 B 0% 5 5 Clear pricing
3 (B 0% 5 5 Easy intuitive navigation
4 B 0% | 5 3 KModern design
5 |B 0% 5 5 Compatibility with different devices
& |l 10% | 5 5 Clear delivery information
7l 6% 3 5 Contact information & Support
& |H 0% S 3 Muttiple payment options
5 1B &% | 4 5 Reviews
10 |8 0% | 5 5 Safety
11 (B 2% 4 = Quick loading speed

Figure 12. Customer requirement importance

Source: own processing
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Those criteria evaluations are now on the left side of the House of Quality (Figure 12).

2.5.3. Evaluation of Competitors

To be able to understand whether the business is capable of competing in the digital
environment, the competitors’ analysis is required. For this step of House of Quality,
customers of Arts by Valery will be asked to evaluate the websites of two main competitors
based on the criteria described in Table 5. For the evaluation, a similar scale 1-5 will be
used, 5 means the e-shop fully fulfills the criterion, and 1 means the e-shop does not satisty

the customer’s needs in the criterion.

As the two main competitors, websites of “Himawari Jewelry” (www.himawari.jewelry)

and “Az naprsi a uschnu” (www.aznaprsiauschnu.cz) have been chosen. Those two brands

offer handmade jewelry, both selling their pieces from the Czech Republic. Himawari
jewelry makes their pieces from Czech glass and natural minerals, while Az naprsi a
uschnu offers epoxy jewelry with natural dried flowers. Both of those materials are used to

create Arts by Valery jewelry.

Even though both of those businesses are based in the Czech Republic, Himawari Jewelry
has an English-language website and ships worldwide. Az naprsi a uschnu targets only the

Czech Republic market, therefore it has a Czech-language website.

Arts by Valery sells in the Czech Republic market; however, around 30% of its customers
are foreigners living in the Czech Republic. The Czech target audience is young people
who have at least a basic knowledge of the English language, therefore, it is more
convenient to create a website in the English language. The English website can also allow
an easy expansion into a worldwide market. The platform Shopify allows a dual-language
website, so it is possible to create a second version in the Czech language. For those

reasons, websites in both English and Czech language are analyzed as main competitors.

During the research of the competition, it has been found that not many handmade jewelry
businesses have a website. Many brands are selling through Instagram or platforms such as

Etsy or Flér, where multiple sellers can list their goods. However, Himawari Jewelry and
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http://www.himawari.jewelry/
https://www.aznaprsiauschnu.cz/

Az naprs$i a uschnu were chosen as the best websites in the handmade jewelry niche in the

Czech Republic.

The results of the customers’ competition evaluation are presented in Table 8 below

(Individual interviews — Round 2, 2025). The table includes the final rating based on the

mode - the most frequently repeated answer, and the frequency of those answers.

Table 8. Competitors’ website evaluation

Requirement Himawari jewelry AZ naprS$i a uschnu
Rating Frequency Rating Frequency
High-quality pictures 5 9 5 5
Clear pricing 5 8 5 7
Easy navigation 4 5 5 4
Modern design 5 6 3 5
Compatibility with 5 7 5 6
different devices
Clear delivery 3 4 5 5
information
Contacts & Support 5 6 4 4
Multiple payment 5 8 3 4
options
Reviews 5 5 2 5
Safety 5 9 5 6
Quick loading speed 5 6 5 6

Source: own processing based on Individual interviews — Round 2, 2025.

The respondents were also asked to complete their ratings with comments and share their

opinions on potential website improvements.
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Himawari Jewelry has its e-shop in the English language, and some of the respondents
struggled to find the country of origin or delivery information since it is not obvious that
the business is based in the Czech Republic. The respondents noted that the jewelry
pictures are high-quality and minimalistic, keeping a similar appearance throughout the
whole website. Those criteria for jewelry photos were named by the respondents in the first
step of HoQ, therefore, Himawari Jewelry was rated in this criterion at maximum by 9 out
of 10 respondents. Overall, Himawari Jewelry was rated at maximum on almost all the
criteria, making it a prime example of a superior jewelry e-shop (Individual interviews —

Round 2, 2025).

Az naprsi a uschnu, however, was rated slightly lower. The respondents rated the design
criterion as one of the lowest. They noticed that the main struggle was an unusual font
choice, making some of the texts on the website unreadable. The font might work for
bigger titles, however, the item descriptions or longer texts would be rather preferred in a
calmer font. Some of the respondents also noticed that the words sometimes blend with the
background color, making it harder to read as well. The respondents highlighted that they
would also prefer to have a bigger variety of jewelry photos as well as photos of jewelry on
a real person, which were missing in most of the item listings of AZ naprsi a uschnu e-shop

(Individual interviews — Round 2, 2025).

Az naprsi a uschnu has only one payment option - bank transfer, which is quite limiting and
sometimes inconvenient. Some respondents also noticed that such payment influenced their
safety rating. The e-shop does not have any reviews yet, which can be understandable for a
beginning business, however, it also creates a concern in the decision-making process

(Individual interviews — Round 2, 2025).

The evaluation results of the competitors’ websites, as well as the respondents’ comments,

will be considered for the proposal for the Arts by Valery e-shop.

Those results are now in the right part of the House of Quality, creating quality trails
(Figure 13 on the next page). Figure 13 presents two trails (lines), where the blue line
represents competitor 1 — Himawari Jewelry, and the green line shows competitor 2 - Az

naprsi a uschnu. The lines show trails of customer assessment on the scale 1-5. The scale
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can be found in the top part of the Figure. The left part of the Figure shows the rating by
each criterion of both competitors. Arts by Valery does not have an e-shop yet, therefore, it

will not be compared to the competitors.
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Figure 13. Trails of competitors’ evaluation

Source: own processing
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2.5.4. Functional requirements

The next step of the House of Quality is identifying the functional requirements. This step

is also called the “voice of engineers.” This step is usually being carried out by an expert

group. In terms of this thesis, the expert group consisted of the owner of Arts by Valery

(woman, 23 years), an IT specialist (man, 26 years), and a graphic designer (woman, 28

years). The goal of this step is to translate the customers’ requirements into functional, and

more importantly, measurable criteria.

Those technical criteria have been chosen:

Image resolution;

Price visibility;

Logical menu structure;

UX/ UI consistency, use of brand colors;

Text readability and fonts;

Cross-browser compatibility, mobile responsiveness;

Accessible delivery information, shipping calculator, multiple shipping options,
package tracking;

Contact form, social media links;

Payment gateway integration for different platforms (PayPal, Apple Pay, Google
Pay), encryption for secure transactions;

Customer review system (star rating, text reviews, image uploads);

SSL certificate (HTTPS);

data encryption and GDPR compliance;

Image and file compression, hosting storage (Expert consultation, 2025).

Some of the customers’ requirements have a wider technical solution, therefore, some of

the criteria were divided. For 11 customers’ requirements, there are 13 technical criteria.

Those criteria have been placed in the top part of the House of Quality.

2.5.5. VOC & VOC
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After the technical criteria have been chosen, the next step of the House of Quality is to
determine the connection between each customer’s requirement (Voice of Customers) and
functional criteria (Voice of Engineers). Those connections are marked with symbols

according to the legend in Figure 14 below. The relationships are presented in Figure 15.

Relationships
Strong @
Moderate ©
Weak

Figure 14. HoQ relationships legend

Source: own processing
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Figure 15. Relationships between customer requirements and functional requirements

Source: own processing
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2.5.6. Target values

In this step of the House of Quality, the target values for technical criteria have been set.
Those targets have been defined by the same expert group as in step 4 (Expert consultation,
2025). The results of the previous analysis and comments of the target audience (Individual
interviews — Round 2, 2025) have been considered in defining those targets. The values are

in the bottom part of the House of Quality, and are displayed in Figure 16 below.

Target

sizes, compatible with
enabled)
accessible place
Page load time under 3s:

Shipping costs and estimated
secured with HTTPS

duct within 3 clicks; clean
visually structured menu
Cohesive brand style, style
concistency on all web pages
Color contrast, line spacing
1.5x% the font size: 16px for
body text, 18px+ for headings
Flexible grid-based layout;
Responsive on all screen
delivery time clearly
displayed on pages and
Contact form response within
clearly placed in footer
Supports at least 3 different
payment methods; checkout is
Ability to leave star ratings,
texts and images: star
ratings displayed near
SSL encryption (HTTPS
images optimized for fast
loading without quality loss

images, photos with proper
lighting; zoom functionality
Prices displayed clearly on
product pages and in cart;
color contrast for readability
Customers should reach any

1080p resolution for product
24 hours, social media links
User data encrypted; GDPR-
compliant privacy policies in

<4
Max Relationship 2
Technical Importance Rating |247.06 | 127.45| 154.9 | 147.06| 196.08 | 223.53| 264.71| 141.18|223.53| 80.392| 176.47 | 123.53| 168.63
Relative Weight 11% 6% 7% 6% 9% 10% 12% 6% 10% 4% 8% 5% 7%

Weight Chart

Figure 16. Target values

Source: own processing

Figure 16 also shows the technical importance rating, which is calculated based on the
customer criteria importance rating and the connections between the customer requirements
and technical requirements. Based on that rating, it is clear that criteria 1, 6, 7, and 9 have
the highest rating of technical importance. Those criteria are listed below based on their

importance (from the most to the least important):

e Accessible delivery information, multiple shipping options
e Image resolution

e Cross-browser compatibility and mobile responsiveness

e Payment gateway integration for different platforms

e Text readability and fonts

e SSL certificate (HTTPS)

Those results will be considered in the proposal.
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2.5.7. Complete House of Quality
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Figure 17. Complete House of Quality
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Figure 17 on the previous page presents the complete summary of House of Quality. The
HoQ result presents the basis for the Arts by Valery e-shop proposal. The key points will be
described below to summarize the data gained from that research. All aspects of the House
of Quality analysis are divided into 2 categories: Ul and UX design. In each category, the

key points are sorted based on their priorities (from top priority to the least important).
User Interface (UI) — visual aesthetics

e Image resolution

Images of jewelry should have at least 1080p resolution. Each listing should have at least 3
images, including a photo of jewelry on a real person. The jewelry photos should be taken

with proper lighting and have zoom functionality.
e Text readability

The texts should have proper line spacing (at least 1.5x the font size). The headings should
have a size of 18px+, while the body text should be at least 16px. The strong color contrast

between the font and the background is recommended for text to be readable.
e Cohesive style & consistency

The style of the e-shop should be consistent on all the web pages, having a persistent color
scheme, fonts, and layout for a professional look. Lighter colors are recommended for the
website background to add visual space and not overwhelm the user, keeping the website

design minimalistic.
User Experience (UX) — website’s usability
e Structured menus

The menu should be horizontally structured, having dropdown menus with product
categories. The product categories should be clearly separated in the header from other
website information (such as the “about us” section). Customers should find any product
within three clicks to ensure ease of use and fast navigation. The website should exclude

too-long pages. The home page should not be endless; the product pages should rather be



separated into shorter ones. Longer pages should have an icon, allowing the user to return

to the top of the page.
e (Compatibility & mobile responsiveness

The website should be compatible with major browsers (Chrome, Safari, Firefox, and
Edge) and adaptive to different screen sizes. A flexible grid-based layout is recommended

for better adaptation to different screen sizes without breaking the design.
e Clear shipping information & multiple delivery options

The information about shipping policies should be listed as a separate category, describing
different available shipping options and their costs. The website should also provide
information about estimated delivery times and have a package tracking option. The

website should clearly state the country of origin for its goods.
e Multiple secure payment options

The e-shop should provide at least 3 payment options. Integration of one-click payments
such as PayPal, Apple Pay, and Google Pay is recommended. The checkout must have
HTTPS encryption for safety.

e Clear price visibility

The prices should be listed below the items on the common product pages, on the right side
of the item listing and in the cart. The prices are listed as a whole for every item without

additional unexpected charges.
e SSL Certificate (HTTPS)

The website and all web pages, including the checkout, must be secured by HTTPS.
e Fast loading speed

The website should have enough hosting storage and file compression to ensure a seamless
customer experience with fast loading (under 3 seconds). The recommended image

compression is WebP or AVIF to ensure fast loading without quality loss.

e GDPR Compliance
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The website should have data security, preventing any data leaks. The GDPR compliance
should be in an accessible place (such as the website footer). The customer should agree to

the website policies before payment.
e (Contact form & social media links

Customers should easily reach support and expect a response within 24 hours. The contact
form should be reachable on the footer or header of the website. The website should also

provide social media links in the footer of the website.
e Customer review system

Reviews help build credibility, therefore, the e-shop should have an integrated system,
allowing text and image-based reviews, as well as star ratings. The reviews should be
placed at the bottom of the home page. Ratings for individual items should also be seen in

the product listing.

2.6. Analytical part summary

The analytical part focused on the analysis of Arts by Valery. First, the business was
introduced, describing the basic information and the main values of the brand. The four
sides of business were described based on the marketing mix, focusing on the product,

price, place, and promotion. The two main target audiences were described.

Then, the research with the target audience was conducted. The research included 3 rounds
of individual interviews with each of 10 respondents, including both frequent customers
and potential customers. During the analysis, the main criteria for the handmade jewelry e-

shop were set, and their importance was rated by the respondents.

The analysis also included the competition rating. During the competition analysis, it was
found that many handmade jewelers do not have their own e-shop; therefore, creating the
website for Arts by Valery can be an opportunity to differentiate from the competition and
build trust with its customers. During the analysis, two websites of jewelry creators based

in the Czech Republic were analyzed by the target audience. Based on the results of the
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analysis, Himawari Jewelry was rated as maximum on almost all the criteria, therefore, its

website will be used as an inspiration for the design proposal.

As a result of the analysis, the target values for website design were set based on the
information gained from the research. The criteria for e-shop design are described in detail,
focusing on the most important data for the design implementation, which will be used in

the design proposal and for the e-shop creation.

The proposal will focus on six main criteria: high-quality pictures (11%), grid-based layout
(10%), text readability (9%), navigation (7%), website style (6%), and price visibility (6%).
The criteria were chosen based on their technical importance and the possibility of their

implementation in the design proposal.
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3. Proposal

3.1. Criteria selection

The main goal of this thesis is to propose an e-shop design. Therefore, this part of the
bachelor's thesis will focus on the six main criteria selected from the analytical part. The
criteria below are listed based on their technical importance (from the most to the least

important).

1. High-quality jewelry photos — high-resolution product images on a white
minimalistic background; photos of jewelry on a real person.

2. Grid-based layout for compatibility and better adaptation to different screen
sizes.

3. Text readability — proper line spacing, strong color contrast between the font
and the background.

4. Navigation — horizontally structured menu; product categories are separated in
the header from other website information (such as the “about us” section).

5. Website style — choice of persistent color scheme and fonts. Light color of the
website background for visual space and a minimalistic design.

6. Price visibility — prices listed below the items on the common product pages, on

the right side of the item listing and in the cart.

3.2. Wireframe

For visualization of the e-shop design, the first step is to suggest a wireframe that includes
all the necessary navigation parameters. This step is processed through Canva, a platform

that allows the creation of various designs for different purposes.

In terms of this bachelor’s thesis, the wireframe is suggested for the homepage and one
product listing. The designs are made as long-form desktop wireframes, showing the whole
page when scrolled down. The wireframes for those two pages are presented in Figures 18

and 19 on the next page.
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[relevant announcements) [relevant announcements]

Catalogue About Contact Shipping  Arts by Valery QA ® ¥ Catalogue About Contact Shipping  Arts by Valery Q@ B
[brand introduction photo] Item name
@ CTA button @ Price
Short description
/8/\ Short description
Product category
Add to cart

A 2 A A

Price Price Price Price

Long description
Reviews @ @ & item details

Order processing time &
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Payment option icons Socialmedialinks | | Payment optian icons Social media links
Figure 19. Homepage wireframe Figure 18. Product listing wireframe
Source: own processing Source: own processing

The homepage is the first web page that the visitor sees, therefore, it needs to be appealing
for the potential customer to be interested in staying on the website. The product pages are
the second most important page of the e-shop. It needs to contain high-quality product

images, the item’s price, as well as all the necessary information about the product.

The design was kept minimalistic to meet the target audience’s preferences. At the same
time, the design contains all the necessary navigation features and categories that were

discussed in the analytical part.

The header panel has navigation categories. One of those categories is “catalogue”, which
includes all the e-shop products. Such a section allows to separate product categories from
other information on the website. For clarity, all items in the catalogue were divided into
several navigation categories, enabling different types of searches to be comfortable for
different purposes or audiences: shop by the type of jewelry (earrings, necklaces, etc.), by

collection names, by materials, or shop all items. Despite such separation, navigation still
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keeps the 3-click rule. An example of a 3-click search: catalogue — earrings — product of

choice.

Shopify also allows to include a banner in the website header that can include one or
multiple announcements. This banner can be potentially used to highlight promotions or
new collections, state the country of origin, order processing time, or other relevant

information at the time.

The website footer has links to the necessary information and policies. Policies must
include terms and conditions, privacy policy, shipping, and return policies. The information
section may include such pages as jewelry care tips, a size guide, information about
materials, and a contact form. The footer also includes social media links on the right side

and payment icons on the left side, visualizing multiple payment options.

The homepage includes an introduction banner with a clear call-to-action (CTA) button.
The CTA leads to the product pages, with a sign “shop all” or “shop now.” The homepage
may also include featured products or product categories, such as bestsellers or new
collections. The next category appearing on the homepage is customers’ reviews. Having
reviews on the first page improves new visitors’ trust, showing feedback about an e-shop

from other customers.

The product listing page includes multiple item images on the left side with a bigger main
picture and additional photos placed under it. On the right side, the listing includes an item
name and its price right under the name. The top part of the page has a short attention-
catching item description and an “add to cart” button. By scrolling down the page, the user
can find more detailed information about the piece and the estimated shipping time or order

processing time (for example, personalized orders have an extended processing time).

Both homepage and product pages were made with a grid-based layout, which allows the

website to easily adapt to different browsers and screen sizes.

3.3. Website style

The website design requires a cohesive color palette and font choices. From the analysis

made in terms of House of Quality, the research participants (target audience) described
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their preferences for a handmade jewelry e-shop as a “minimalistic design with a light
background that does not take attention away from the jewelry itself” (Individual
interviews — Round 1, 2024). This description, however, is more abstract, therefore, it can
be implemented in different ways. A more detailed design (specific colors and fonts)
description can be very individual: a design described by one person can be unappealing for

another.

To choose a website design that would match the preferences of the target audience as a
whole, the design will be solved by A/B analysis. Two minimalistic designs with a light
background will be offered to the same 10 respondents as in the House of Quality. The

respondents will choose which of the two designs seems more appealing to them.

Two design options were made for the product page, which includes the jewelry images,
the product description, and the product’s price. That way, the design can be integrated into

the brand’s identity, and the participants can see if the design blends with the product style.

For the designs, several jewelry pictures on a white background were created, as well as
photos of jewelry on a real person. All the pictures made for the website have 1080p
resolution, which meets the target value for this criterion. The photos’ design was kept

minimalistic to meet the requirements of the target audience.

3.3.1. Design A

The first design - option A (Figure 20 on the next page) was kept simple, with easy colors
and fonts. The color palette for this design is mostly Black & White to not overwhelm the

user with colorfulness and keep the focus on the jewelry.

Design A has a white color for background and a black color for text. Additionally, light
gray was used in the footer to visually separate it from the main page. For the same reason,
the navigation menu in the header was kept dark gray. The black color in the header has a

too sharp look and might be overwhelming, therefore, a calmer dark gray color was used.

The font “Arial” was chosen for design A. Arial is one of the most popular website-friendly
fonts. It is comfortable to read in both headings and body texts and is supported by all

browsers. This font is a simple but safe option for the website.
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Shipping across Czechia is free

Catalogue About Contact Shipping Artsby Valery o ® ®&

GARNET GLOW
NECKLACE

850 K&

Highlight your inner glow
with this Garnet necklace

Add to cart

Materials
Handcrafted with love from natural
garnet and Czech glass beads.
Hardware is from stainless steel.
Size
The length of the necklace is 40 cm
+ 5 cm extension chain

Processing time
This necklace is made to order and
will be ready for you within 2 weeks.

Estimated delivery time
May 10" - 25", 2025

Information Policies

Jewelry care tips Terms & Conditions

Jewelry materials Privacy policy

FAQ Shipping policy

Contact form Return policy

GPay visa L] Follow us on social media (@)
Figure 20. Design A

Source: own processing
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3.3.2. Design B

For the second design option (Figure 21), a more colorful color palette was chosen. The
design is still minimalistic and soft, however, the colors in this option add a “fresher” and
warmer look. The colors of this option were chosen based on the style of jewelry, so the

items look organic with the website itself, and the website style matches the jewelry style.

Shipping across Czechia is free

Catalogue About Contact Shipping

ARTS BY VALERY QA ® &

Information

Jewelry care tips
Jewelry materials
FAQ

Contact form

G oy vsa [ 2

GARNET GLOW
NECKLACE

850 K¢

Highlight your inner glow
with this Garnet necklace

Add to cart

Materials
Handcrafted with love from natural
garnet and Czech glass beads.
Hardware is from stainless steel.
Size
The length of the necklace is 40 cm
+ 5 cm extension chain

Processing time
This necklace is made to order and
will be ready for you within 2 weeks.

Estimated delivery time
May 10™ - 25™, 2025

Policies

Terms & Conditions
Privacy policy
Shipping policy
Return policy

Follow us on social media (@

Figure 21. Design B

Source: own processing



The background color is light as desired by the audience; however, in this option, the ivory
color was chosen for a softer and warmer appearance. As a contrast color for text and the
header navigation bar, dark gray was chosen as it creates a softer contrast with ivory, while
keeping text readable. Dusty pink color was used for the footer part with links, and the top
announcement banner. This color visually separates those parts of the website and
maintains a catching appearance, while still staying in the soft color palette that does not

overwhelm the user.

Two fonts were used in this design option — one for headlines and another for body text.
Font used for headings is “Copperplate.” It has only capital letters, therefore, it cannot be
used for body text. However, it creates a great highlight on the website. The font for the
body text is “Georgia,” which is an elegant and web-friendly solution for the website. Both
bigger and smaller texts are readable in this font, it is supported by all major browsers, and

adds a soft touch of sophistication.

3.4. Customer’s choice

Two design options were offered to the same 10 research participants (target audience). The
respondents had to choose one design option that was more visually appealing to them and
comment on their reasons why they chose it. 8 out of 10 respondents chose option B. The

main arguments for option B were:

e Has a more interesting, fresh look;

e Visually more comfortable because the color contrast is less aggressive, and the
color palette is softer;

e The font is more elegant;

e Overall look is more balanced and harmonious (Individual interviews — Round 3,

2025).

The respondents who were familiar with the brand and its products also noticed that option
B looks more “natural” with the Arts by Valery style and fits the brand more (Individual
interviews — Round 3, 2025).
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3.5. Color palette

Based on the customers’ choice, design B was chosen as more appealing. Therefore, its
color palette will be used for the whole e-shop design, keeping it consistent. The color
palette is presented below, including its hex values (color codes) and descriptions of each

color's purpose in the design:

e Ivory (#ffff0) — background, text in the navigation bar;

e Dark gray (#363636) — body and heading text;

e Dusty pink (#eecbda) — background for top banners and the footer;

e Burgundy (#800020) — heading that needs to be visually separated (e.g., product

name).

The visualization of the color palette is presented in Figure 22 below.

ARTS BY VALERY

COLOR PALETTE

Base colors

Accent Colors

Figure 22. Final design color palette

Source: own processing
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3.6. Copywriting content

Copywriting is an important part of the website content. It includes not only the text on the

website itself, but also its size and length.

The recommended minimum size for the body text is 16px (pixels), which is equivalent to
12pt (points) in the font size. The headings should be 18px+, equivalent to 13.5pt. The
space between the lines should be at least 1.5x from the font size. The following font sizes

(in points) were chosen for the future e-shop:

e 28pt— Heading 1;
e 20pt— Heading 2;
e 16pt— Heading 3;
e 14pt—body text.

An example of the text sizes based on the product page for design B in Figure 21:

e H1: necklace name;

e H2: button text “add to cart”, “Arts by Valery” name in the navigation panel;

e H3: Navigation menu; “Information” and “Policies” heading in the footer;

e Body text: header banner, footer links, item descriptions.

e Line spacing was set at 1.5x the font size, which visually added more space to the

text and made it easier to read.

The texts on the websites are recommended to be kept concise. The item descriptions
should highlight the information necessary for the buyer and be logically divided into
several categories — technical specifications (materials, size), processing and shipping time,

including the estimated delivery date.

The product description may also contain details about the product or its collection to spark
interest in the potential buyer. However, it should be clearly separated from the other
information and kept to 8 lines of text maximum. For example, the website can have a

“learn more about the product” button, which unfolds the text:
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“Brighten your neck with a unique piece from our new autumn collection! The Garnet
Glow Necklace gleams with rich autumn hues to vibe with you this beautiful season. Do
you want to make a statement with your look this autumn? Then this Garnet Glow necklace
is right for you! Elegant but noticeable, it can be your perfect accessory for special

occasions and everyday wear. Carefully handcrafted from natural minerals and glass beads,

each necklace is unique & special just like you are! @~

3.7. Design proposal summary

To conclude the e-shop proposal, this chapter describes whether the targeted values that
were set in chapter 3.1 are fulfilled by the suggested design. The final design offering is
visualized as wireframes in Figures 18 and 19, whereas the complete design for the product

page is visualized in Figure 21.

Navigation has a horizontally structured menu with product catalogue and other important
categories — about, contact, and shipping. Those navigation sections were chosen based on

the preferences of the target audience. The menu is located in the header of the website.

The e-shop layout is grid-based, ensuring that each website section is compatible with
every screen size. The website-friendly fonts were chosen to ensure readability in every

browser.

The color palette for the website has soft colors with enough contrast for readability and
visual separation for different sections. The color palette is suitable for all pages of the
website, ensuring a consistent website style. The design is kept minimalistic, avoiding
flashy banners and incongruous colors. The final color palette with its color codes is

presented below:

e [vory (#{1fft0)

e Dark gray (#363636)
e Dusty pink (#eecbda)
e Burgundy (#800020)

The color palette is also visualized in Figure 22.
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Text is readable with line spacing 1.5x the font size and proper color contrast with the

background. Fonts that are used for the website:

e (Georgia for body texts and small headings;
e Copperplate for headings that need to be visually separated, such as the name of the

product on the product page.

Prices are listed under each item on the homepage and common product pages, and on the
right side of the item listing with enough color contrast and font size to be clearly

noticeable to the customers.

Overall, the design proposal meets the target criteria that were set.

3.8. Economic design evaluation
This chapter is dedicated to evaluating a budget for the project.

The total time necessary for creating a working jewelry e-shop is 160 hours. The timing
was counted for those phases: analytics and research, proposal summary, final
implementation, and testing. The first two phases were based on the actual time spent in
terms of this thesis, whereas the implementation time was predicted considering previous

experience with the design making.

e Analytics and Research — 56h. This phase included analysis of the current
situation, competitor analysis, research with the target audience, and a House of
Quality summary.

e Proposal — 22h. This phase included creating wireframes, A/B testing, and
finalization of the UX and UI design proposal.

e Practical implementation — 62h. This phase was calculated as a predicament of
time necessary for creating new catalogue pictures of jewelry (15h), copywriting
content (19h), implementation of the design on the platform Shopify (15h), creating

website policies (5h), and technical requirements such as domain, hosting, etc. (8h).
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e Testing — 20h. This phase was calculated based on the average amount of time
necessary for the e-shop functionality testing that must be done after the final design

implementation.

The hourly salary was set at 200 CZK, based on the average salary for a part-time job in
2025. Based on the amount of time necessary to create this e-shop and the hourly salary,

the final budget for this project is 32 000 CZK.

The total budgeting results are presented in Table 9 below.

Table 9. Project budget

Work phase | Analytics and | Proposal Practical Testing Total
Research implementation sum
Time [hours] 56 22 62 20 160
Money [CZK] 11200 4 400 12 400 4 000 32 000

Source: own processing
3.9. Control of proposed solutions

After the design is practically implemented — the website is created on the chosen platform
— the results must be tested before the e-shop's official launch. It is important to make sure
that every web page is working properly, the redirecting links lead to the necessary
destination, and more importantly, the customer's shopping route is seamless from the first

click on the website until the payment.
Testing will be divided into several categories:

e Graphical — the design is consistent on all pages and meets the target audience's
requirements. Texts are readable with proper contrast. The headings are visually
divided from the body text.

e Navigation — the menu is working, the catalogue has all the necessary categories,
and each of them is working properly. It is possible to find important shopping

information on the website.
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e Customer shopping route — the customer can find the desired product on the e-
shop, put it into the cart, and pay for it.

e Informational — the website provides all the necessary information, such as
policies, shipping information, and the About Us page.

e Copywriting — website content does not contain grammatical or orthographical
mistakes on any web pages. The texts are easy to understand and contain necessary
information about the goods, the brand, shipping, etc.

e Compatibility — the e-shop is compatible with major browsers. The website is

responsive on different devices — desktop, tablet, and mobile.

The testing should be provided by the owner of Arts by Valery and 5 members from the

target audience. Table 10 below provides the timing for testing each part of the website.

Table 10. Testing timeline

Testing phase Week 1 Week 2 Week 3 Week 4

Graphical

Navigation

Customer shopping route

Informational

Copywriting

Compatibility

Source: own processing
3.10. Project timeline

This chapter showcases the timeline for creating the e-shop for the jewelry brand Arts by
Valery. The timeline includes all the phases necessary for the e-shop creation, from the
analysis to the testing. The timeline is presented in Table 11 on the next page.

Abbreviations used in the Table: TA — Target Audience, EG — Expert Group.

73



Table 11. Whole project timeline

Work phase Year 2024 Year 2025

November | December | January | February | March | April | May | June | July | August

Current situation analysis

Creating TA - Customer requirement identification
House :
Requirement summary
of
Quality Competition analysis

TA - Requirement importance

TA - Competition rating

Data analysis

EG- Functional requirement identification

HoQ Summary

Summary of the set parameters for the e-shop

Proposal

Practical implementation

Testing

TA - testing

Source: own processing




Conclusion

The main goal of this thesis was to suggest an e-shop design for the handmade jewelry
brand Arts by Valery. To have a place in the online market, this handmade jewelry business
needs its own website. Having a website also increases loyalty with frequent customers and
gains the trust of new customers, as the whole shopping process on the e-shop is safer and

more trustworthy than shopping through social media.

This work was divided into three parts: theoretical, analytical, and proposal. Firstly, the
theoretical part described the key points in online marketing communication. The

theoretical part was an important basis for future analysis and proposal.

The analytical part focused on the analysis of the current situation of the brand and building
a House of Quality. The current situation was described based on the marketing mix, then
the two main target audiences were described. After that, the House of analysis took place.
During HoQ research, individual interviews with the target audience were conducted. The
interviews were used to set customer requirements for the jewelry e-shop, rate those
requirements, and rate the two main competitors based on the same criteria. Functional
requirements, important for seamless website functionality, were set by the expert group.
All data obtained were combined in the complete House of Quality, after which the target

values for the e-shop were set.

The results of the analytical part were used to create a proposal. Based on the analysis
conclusion, 5 main criteria were used in suggesting an e-shop design. In terms of the
proposal, website wireframes were created. Since the design preferences are individual, two
designs were suggested for the A/B testing with the target audience. The testing was
conducted in individual interviews with the same respondents as in the analytical part.
Based on the results of the testing, the final design was set, including color palette, font
choices, and their recommended sizes. As an example of copywriting content, a description

for one item was suggested.

To finalize the results of this project, the budget and timeline were set, showcasing the

implementation time for each phase.



References

AGGARWAL, A., and COMMURI, S., 2024. Brands and Branding: Strategy to Build and
Nurture Brands. New York: Routledge. ISBN 978-1-032-60043-7.

Amazon, 2024. What is ecommerce? Available at: https://sell.amazon.com/learn/what-is-

ecommerce (Accessed December 26, 2024).

ASQ, 2025. How to Build a House of Quality with Technical and Competitive
Benchmarking. Online. Available at: https://asq.org/quality-resources/house-of-quality

(Accessed January 23, 2025).

BUCKLEY, K., 2024. Safeguarding Your Brand: The Crucial Role Of Domain Names In
Your Online Strategy. Forbes. Online. Available at:

https://www.forbes.com/councils/forbesbusinesscouncil/2024/05/15/safeguarding-your-

brand-the-crucial-role-of-domain-names-in-your-online-strategy/ (Accessed December 23,

2024).

DRAGULANESCU, N.-G., 2002. Website Quality Evaluations: Criteria and Tools. Online.
The International Information & Library Review, 2002 (Volume 34, 3), pp. 247-254.
Available at: www.sciencedirect.com/science/article/pii/S1057231702902055 (Accessed
February 5, 2025).

EXPERT CONSULTATION. 2025. Internal analysis by expert group on functional
requirements of e-shop, conducted in March 2025. In-person discussion and written notes.

Conducted by Valeriia Zharinova and two anonymous specialists. Unpublished source.

GUTHRIE, G., 2023. How to make a House of Quality (a step-by-step guide). Nulab.
Online. Available at: https://nulab.com/learn/design-and-ux/house-of-quality/ (Accessed

January 23, 2025).

HAMIDLI, N., 2023. Introduction to UI/UX Design: Key Concepts and Principles.
Academia.edu, 2023,18 p.

76


https://sell.amazon.com/learn/what-is-ecommerce
https://sell.amazon.com/learn/what-is-ecommerce
https://asq.org/quality-resources/house-of-quality
https://www.forbes.com/councils/forbesbusinesscouncil/2024/05/15/safeguarding-your-brand-the-crucial-role-of-domain-names-in-your-online-strategy/
https://www.forbes.com/councils/forbesbusinesscouncil/2024/05/15/safeguarding-your-brand-the-crucial-role-of-domain-names-in-your-online-strategy/
http://www.sciencedirect.com/science/article/pii/S1057231702902055
https://nulab.com/learn/design-and-ux/house-of-quality/

HAUSER, J.R., and CLAUSING, D., 1988. The House of Quality. Online. Harvard
Business Review. Available at: https://hbr.org/1988/05/the-house-of-quality (Accessed
January 23, 2025).

IBM, 2021. What is web hosting? Online. Available at:
https://www.ibm.com/think/topics/web-hosting (Accessed December 18, 2024).

Individual interviews with 10 anonymous respondents — Round 1, conducted by Valeriia

Zharinova, December 2024. Unpublished research material.

Individual interviews with 10 anonymous respondents — Round 2, conducted by Valeriia

Zharinova, February 2025. Unpublished research material.

Individual interviews with 10 anonymous respondents — Round 3, conducted by Valeriia

Zharinova, April 2025. Unpublished research material.

Indeed Editorial T, 2025. 28 Web-Safe Fonts To Use On Your Site (Plus Definition).
Online. Indeed. Available at: https://www.indeed.com/career-advice/career-

development/web-safe-fonts (Accessed March 31, 2025).

JAMES, A., 2023. Understanding the Distinction Between E-Commerce and Online

Shopping. Foreignerds. Online. Available at: https://foreignerds.com/understanding-the-

distinction-between-e-commerce-and-online-shopping (Accessed December 28, 2024).

KINGSNORTH, S., 2016. Digital marketing strategy: An integrated approach to online
marketing. London: Kogan Page. ISBN 978-0-7494-7470-6.

KOTLER, P., 2001. Marketing management. Millenium ed. New Jersey: Pearson Custom
Publishing. ISBN 0-536-63099-2.

KOTLER, P., and KELLER K., 2013. Marketing management. 14" ed. New Jersey:
Pearson Education. ISBN 978-80-247-8570-7.

KOTLER, P., and KOTLER, M., 2012. Market Your Way to Growth: 8 ways to win. New
Jersey: Wiley. ISBN 978-1-118-51964-6.

KRUG, S., 2014. Don’t Make Me Think, Revisited: A Common Sense Approach to Web
Usability. 3 ed. San Francisco: New Riders. ISBN 978-0-321-96551-6.

77


https://hbr.org/1988/05/the-house-of-quality
https://www.ibm.com/think/topics/web-hosting
https://www.indeed.com/career-advice/career-development/web-safe-fonts
https://www.indeed.com/career-advice/career-development/web-safe-fonts
https://foreignerds.com/understanding-the-distinction-between-e-commerce-and-online-shopping/?utm_source=chatgpt.com
https://foreignerds.com/understanding-the-distinction-between-e-commerce-and-online-shopping/?utm_source=chatgpt.com

Moon Magic, 2025. Online. Available at: https://moonmagic.com/en-cz (Accessed

February 18, 2025).

MOUSTAKIS, V. et al, 2004. WEBSITE QUALITY ASSESSMENT
CRITERIA. Research paper: 1Q Concepts, Tools, Metrics, Measures and Methodologies,
2004, pp.59-73.

NENADAL, J., NOSKIEVICOVA, D. PETRIKOVA, R., PLURA, J. and
TOSENOVSKY, J., 2008. Moderni management jakosti. Online. Management Press. ISBN
978-80-7261-186-7. Available at: Moderni management jakosti - Google Books (Accessed
January 22, 2025).

REIS, A., 2024. House of Quality: The Key to Translating Customer Needs into Product
Features. Flowdit. Online. Available at: https://flowdit.com/house-of-quality/ (Accessed
January 22, 2025).

RYAN, D., 2020. Understanding Digital Marketing: Marketing Strategies for Engaging the
Digital Generation. 5™ ed. London: Kogan Page. ISBN 978-1-7896-6601-4.

RYAN, D., and JONES, C., 2009. Understanding Digital Marketing: Marketing Strategies
for Engaging the Digital Generation. London: Kogan Page. ISBN 978-0-7494-5389-3.

Shopify, 2024. Ecommerce Website Design: Examples and Tips (2025). Online. Available

at: https://www.shopify.com/blog/best-ecommerce-sites (Accessed December 26, 2024).

Shopify, 2023. Website Content: Definition, Types, and How To Optimize. Online.
Available at: https://www.shopify.com/blog/website-content (Accessed December 26,
2024).

TOMASIS, R., 2024. What is web hosting? A definitive guide. Wix Blog. Online. Available

at: https://www.wix.com/blog/web-hosting (Accessed December 18, 2024).

University of Virginia, 2024. Accessibility: Font size conversions. Online. Available at:
https://digitalaccessibility.virginia.edu/accessibility-font-size-conversions (Accessed April

3,2025).

78


https://moonmagic.com/en-cz
https://www.google.cz/books/edition/Modern%C3%AD_management_jakosti/MODqCwAAQBAJ?hl=cs&gbpv=1&kptab=getbook
https://flowdit.com/house-of-quality/
https://www.shopify.com/blog/best-ecommerce-sites
https://www.shopify.com/blog/website-content
https://www.wix.com/blog/web-hosting
https://digitalaccessibility.virginia.edu/accessibility-font-size-conversions

VYSEKALOVA, I., et al., 2014. Emoce v marketingu: Jak oslovit srdce zakaznika. Praha:
Grada Publishing. ISBN 978-80-247-4843-6.

Vnch Shop, 2025. Online. Available at: https://vnch-shop.myshopify.com (Accessed March
7,2025).

W3Schools, 2024. CSS Fallback Fonts: Commonly Used Fallback Fonts. Online. Available
at: https://www.w3schools.com/cssref/css_fonts_fallbacks.php (Accessed March 31, 2025).

Web.com T., 2023. What is a domain name? A simple guide to understanding the complex

world of domains. Online. Web.com. Available at: https://www.web.com/blog/what-is-a-

domain-name/ (Accessed December 18, 2024).

79


https://vnch-shop.myshopify.com/
https://www.w3schools.com/cssref/css_fonts_fallbacks.php
https://www.web.com/blog/what-is-a-domain-name/
https://www.web.com/blog/what-is-a-domain-name/

List of Figures

Figure 1. The Four P Components of the Marketing MiX ........cccccvviieiiiiesiien e 24
Figure 2. House of Quality eXample..........ccooiiiiiiiiiiiiiicece e 33
Figure 3. Brand's 1080 .......cooiiiiiiiiiiiiic s 34
Figure 4. Backside paper for JEWeIrY ......ccuviiiiiiiiiiiii e 34
FI1gUIe 5. DEVI CAt PIN weovivviiiiiiiiiiiie ettt sttt be e e be e e s bee s 35
Figure 6. Coffin-shaped JEWelry DOX .......cccooiiiiiiiiiiicic e 35
Figure 7. Sun-shaped €arrings ..........cceriveriiiriiieiieiiiiese e 35
Figure 11. VnchShop’s front page in the PC version ..........ccccovvviiiiiiniiiciin e 41
Figure 8. Category on the website Vnch Shop in a mobile version...........cccceviiiiiiiinnne, 41
Figure 9. Moon Magic website's front page in a mobile Version...........ccccvvvververvrierseennnnn. 41
Figure 10. Category on the website Moon Magic in a mobile Version...........c.cceevrvrreennnne 41
Figure 12. Customer requirement iMpPOTTANCE ........cvervverveerereerieeeeseesreesseseesseesse e sseesnens 48
Figure 13. Trails of competitors’ evaluation ...........cccoceeiiieiiiiiienice e 52
Figure 14. HoQ relationships legend ..o 54
Figure 15. Relationships between customer requirements and functional requirements .....54
Figure 16. Target ValUES .......ccocviiiiiiiiiie e 55
Figure 17. Complete House of QUality .........ccceiiiiiiiiiiiiiiicice s 56
Figure 18. Product listing Wireframe ............ccocoviiiiiiiiiiiiiicic s 62
Figure 19. Homepage WiIreframe ...........cccoooviiiiiiiiiiic e 62
Figure 20. DESIZN A .....ooiiiiiiie et 65
Figure 21. Design B ......ooiiiiiiici s 66
Figure 22. Final design color palette ...........ccooveiiiiiiiiiiiicic s 68

80



List of Tables

Table 1. Prices for epoXy IeSin JEWEITY ....ooiiiiiiiiiiiiiii i 37
Table 2. Prices for beaded mineral JEWelrY ........ccccooiiiiiiiiiiiiiici e 37
Table 3. Information about reSPONAENES ..........c.ccviiiiiiiiiii s 43
Table 4. Customers' WebSite TEQUITEIMENTS ......cccvvieiiuereiiiieeiiriessieessieessireessireessrreesieeesseeens 44
Table 5. Evaluation CTiteria SUMIMATY ........coivieiivieiiieresieeesieeesieesssseesssseessssesssssesssssesssseeens 45
Table 6. Criteria evaluation TeSULLS ........c.coiiiiiiiiiiiii e 46
Table 7. Detailed individual T€SPONSES ........ceivveriiiiiriiiriieie e 47
Table 8. Competitors’ Website evaluation .........ccceiiiiiiiiiiiiiiie e 50
Table 9. Project BUAZEL ........coiiiiiiiiiiieiee e 72
Table 10. Testing tiMEIINE ........ccciiiiiiiiieie s 73
Table 11. Whole project timeEline ..........cocveeiiieiiniiiieiiee e 74

81



List of Abbreviations
A — agender

CZK — Czech Crowns

EG — Expert Group

F — female

HoQ — House of Quality

HTTPS — Hypertext Transfer Protocol Secure

TA — Target Audience

M — male
SSL — Secure Sockets Layer

UI — User Interface

UX — User Experience

82



