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Purpose.The authors of the article aim to analysis 
scientific literature and to investigate the peculiarities 
of the user experience design of the e-store. 

Research methods. The article was prepared on the 
basis of the analysis of scientific literature and the 
analysis of semi structural interview data.

Research methodology – analysis of scientific litera-
ture and semi structural interview used in the work. 
Literature analysis is a theoretical method of research-
ing scientific literature and scientific articles. This ar-
ticle analyzes, compares, and evaluates other scholars’ 
literature on the user experience design that addresses 
a research problem. The literature analysis shows the 
necessity of the study and the significance of the study.

Results – the study evaluated the effect of the user ex-
perience on their satisfaction in the case of the electronic 
store. And it showed that an effective good search is one 
of the most important aspects for users. 
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Abstract. The article analyzes that the user experience design requires effort and investment. Improving the user ex-
perience can increase sales, improve customer loyalty, and create a good image for the company. The user experience 
strategies such as the user research, prototyping, and continuous improvement can be used to create product designs 
that meet users’ needs and improve their experience. A successful user experience design is critical to a product’s suc-
cess, as providing a good experience makes users more likely to become loyal customers and recommend the product 
to their friends. A well-designed user experience can help increase product sales, improve the user experience, and 
reduce the number of support requests. To ensure a good user experience, it is necessary to follow certain design prin-
ciples and use the right strategies. A good product without design is not enough – it is important that it is convenient 
to use and meets the needs of users. A scientific question. How to improve the user experience design of the e-store? 
The authors of the article aim to investigate the peculiarities of the user experience design of the e-store. The 
article was prepared on the basis of the analysis of scientific literature and the analysis of interview data. A semi-
structured interview method was used.
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1. Introduction

The business is currently looking for new ways to ensure 
that the service or product provided is ideal for the user 
and the overall feedback means that our service/product 
is recommended by word of mouth. In business, we call 
this phenomenon Customer Experience. Often, when 
providing a product/service, we reach a dead end, which 
leads to the fact that the user may be dissatisfied with 
something, even though the product is fully functional. 
The user experience design is a hot topic. It has been 
extensively studied by such scholars as Albert and Tullis 
(2022), Zhu and Hou (2021), Wang et al. (2020), Pei et al. 
(2020). IJsselsteijn et al. (2007), Jevremović et al. (2022), 
Hussain et  al. (2022), Battarbee and Koskinen (2005), 
Csikszentmihalyi (1990), Pellas et al. (2021). 

Scientific question. How to improve the user experi-
ence design of the e-store?

https://creativecommons.org/licenses/by/4.0/
https://vilniustech.lt/bm
https://orcid.org/0000-0001-9108-0525
https://orcid.org/0009-0009-8207-1753
https://orcid.org/0009-0003-3428-307X


The user experiences design theoretical and practical aspects

503

Practical implications. The user experience design 
helps a company invest in the improvement of search 
algorithms, so that users can quickly and easily find the 
goods they want. This includes not only searching for 
basic keywords, but also filtering by the category, author, 
year of publication and other important criteria. The rec-
ommendation system is also an important aspect, which 
indicates that a company should improve its recommen-
dation algorithms in order to provide personalized and 
targeted good suggestions based on users’ browsing his-
tory, previous purchases and preferences.

Originality/value – an attractive design, the website 
usability are related to aspects such as speed, user-friend-
liness, security, technical details, website navigation, con-
tent, and search engine optimization are among the most 
important criteria for evaluating users’ experience.

2. User experience design concept

Discovering the user needs and problems is important 
in finding solutions. Solutions help create products that 
are easy to use and provide a good user experience for 
users. The creation of user experience design consists of 
important stages that help to create an individual, unique 
design adapted to the field of business activity – a deep 
analysis is carried out in various sections, the user expe-
rience prototype is created, large-scale testing is carried 
out and design implementation is carried out. User ex-
perience design helps to ensure that using a product is 
simple, convenient and satisfying for the user. 

Berni and Borgianni (2021) stated that tracking the 
user experience is important. Today, not a single success-
ful company is complete without monitoring the user ex-
perience. The user experience is about digging deep and 
understanding what customers need, what they value, as 
well as what they are capable of and where they need 
help. Therefore, the user experience consists of all user 
interactions with a product, service or system. Berni and 
Borgianni (2021) mentioned that in addition to the gen-
eral division into “positive” and “negative”, three dimen-
sions of experience can be distinguished. Ergonomic, 
cognitive, and affective dimensions are defined here as 
key features that describe the overall experience.

Li et  al. (2022) mentioned that nowadays consum-
ers pay more attention to the services and experiences 
provided by products, tangible products with intangible 
experiences. According to Li et al. (2022), the user ex-
perience design must be linked to the development of a 
sustainable society.

Hu et al. (2022) mentioned that the user design pro-
cess includes identifying customer needs, establishing 
design specifications. According to Hu et  al. (2022), a 
special attention is paid to the needs of target custom-
ers. The basis of the identified needs of customers, it will 
be specified exactly what product is needed to meet the 
needs of the customer. 

Doi and Doi (2023) investigated the effect of a prod-
uct usage on consumers’ subjective evaluation before 

usage. According to Doi and Doi (2023), the results show 
that consumers had higher expectations of products 
when they could more easily imagine how to use them.

Musulin and Strahonja (2023) argued that the user 
experience (UX) can be treated as a personal outcome 
of interaction with digital products and services, which 
can certainly increase the value for the customer. Ac-
cording to Musulin and Strahonja (2023), UX should 
be included in strategic plans and business models. As 
stated by Musulin and Strahonja (2023) business models 
should reflect a sustainability-oriented strategic concept 
that creates the value on an economic, social, and envi-
ronmental basis.

Marques et al. (2021) in their article pay a great at-
tention to the quality of the user experience by evaluat-
ing emotions. Much attention is paid to the importance 
of UX evaluation. Marques et al. (2021) mentioned that 
despite the variety of methods, it is difficult to capture 
the problem that led to bad UX. Therefore, it is difficult 
to determine what caused a negative user experience.

Fayez et  al. (2023) mentioned that traditional stu-
dent perceptions reveal students’ readiness to accept the 
new digital transformation, while the user experience 
reflects transformation practices. According to Fayez 
et al. (2023), the concept of UX itself has grown into an 
emerging trend in the evaluation of human-computer 
interaction, making it relevant for online lessons. Fayez 
et al. (2023) argued that basic UX principles complement 
a student-centered mindset that contributes to a better 
online course design.

Hussain et al. (2022) stated that consumers nowadays 
want innovative products that provide a positive and 
proactive experience. According to Hussain et al. (2022), 
a positive UX design is determined by the user satisfac-
tion, the context of use, quality, enjoyment, ease of use.

Luther et  al. (2020) argue that the user experience 
is a subjective matter. According to Luther et al. (2020), 
however, in order to create long-term consumer loyalty 
to a brand, it is no longer enough to keep consumers 
satisfied, it is necessary to consider emotional factors and 
strive for a positive and trust-building experience.

Krueger et  al. (2020) argue that consumers prefer 
products and services that promote positive experiences. 
According to Krueger et al. (2020), positive experiences 
promote a long-term use and consumer loyalty. Pell et al. 
(2021) stated that UX is the internal state of the user, 
which includes inclinations, expectations, needs, motiva-
tion and mood. Merritt and Zhao (2021) mentioned that 
today’s customers are more tech-savvy than ever, making 
it increasingly difficult to remain competitive.

Summarizing the opinions of the above authors it 
can be concluded that not a single successful company is 
complete without monitoring the user experience (Berni 
& Borgianni, 2021), consumers pay more attention to the 
services and experiences provided by a product (Li et al., 
2022), it will be specified exactly what product is need-
ed to meet the needs of the customer (Hu et al., 2022), 
business models should reflect a sustainability-oriented 
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strategic (Musulin & Strahonja, 2023), investigated the 
effect of a product usage on consumers’ subjective evalu-
ation before usage (Doi & Doi, 2023), it is difficult to 
capture the problem that led to bad UX (Marques et al., 
2021). 

Summarizing the opinions of the above authors about 
the user experience design, it can be said that the user 
experience is dynamic and changeable: companies are 
recommended to create experiences focused on specific 
topics, strengthen positive impressions through symbols, 
eliminate negative aspects, and create a memorable im-
age. In this way, it aims to fully stimulate users, creating 
an enriched and memorable experience for them. Thus, 
the user experience design is closely related to customer 
experience, both in physical and digital environments, 
and involves users’ rational perceptions and emotions. 
Therefore, not only the quality of the product is taken 
into account, but also the creation of a memorable, 
meaningful experience for the user. Experiential market-
ing is one of the essential factors in promoting customer 
satisfaction and loyalty to a product or service.

3. User experiences design indicators

The user experience indicators are quantitative measure-
ments that are necessary to evaluate and measure various 
aspects of the user interaction with products. Albert and 
Tullis (2022) argue that the user experience indicators 
must be designed to be observable and quantifiable. In 
other words, they need to be measured and expressed 
in numerical units. Some of the most common user ex-
perience indicatorsare the probability of successful task 
completion, user satisfaction, and error rate. These in-
dicatorsmetrics are used to measure different aspects of 
the user experience such as efficiency (ability to com-
plete a task), productivity (how much effort is required 
to complete a task), and satisfaction (the level of the user 
satisfaction after completing a task). Zhu and Hou (2021) 
conducted a study on mobile applications in government 
services, where previously mentioned user experience in-
dicators of the task success probability, user satisfaction, 
and error rate were critical to improving government 
service applications. In this context, the task success 
rate measured how successfully, and efficiently certain 
government tasks were completed using mobile applica-
tions. The user satisfaction score measures overall user 
satisfaction, while the error rate measures the frequency 
and impact of problems encountered by users. The aim 
was to improve the efficiency and reliability of govern-
ment services delivered digitally by improving the user 
experience. 

Albert and Tullis (2022) state, unlike any other indi-
cators, e.g. indicators that measure physical characteris-
tics such as distance or speed that the user experience 
metrics focus on the interaction between the user and 
the product. These indicators aim to capture different as-
pects of the user experience, for example, how easy it is 
for the user to use a certain product, how easy it is and 

how difficult it is, and how it meets the user’s needs and 
expectations. To be useful, the user experience metrics 
must be based on a consistent and reliable measurement 
system. This is the only way to ensure that the results of 
different studies or assessments are comparable.

4. Use experiences design measurement and 
principles

At present, there are increasing changes in consumer be-
havior towards brands. Consumers increasingly choose 
not only functional or physical brands, but pay more 
attention to the emotional characteristics of the brand, 
the user experience. Goods are more and more often 
characterized by technologically and physically similar 
properties, so a homogenous offer increasingly encour-
ages consumers to rely on the image of the brand. Many 
organizations are aware of the importance of building 
and developing a brand image in order to create a posi-
tive view of their brand in the minds of consumers.

In the business world, especially recently, customer 
orientation is often emphasized, i.e. the attention is paid 
to the user and meeting his expectations and needs. The 
user experience should be the goal of every successful 
business, because when the price and quality of a prod-
uct or service are similar, it is perhaps the most impor-
tant competitive factor that can help you stand out in 
the market. Creating the user journey is an important 
part of the marketing strategy “The user experience with 
a brand or company is best described by the user jour-
ney – to purchase a product or service, a customer must 
perform certain actions, such as clicking on a banner, 
going to a store, etc. t., – says D. Juozulynas. – Often the 
consumer journey begins long before he buys a product, 
and the experience he takes away from it accompanies 
him much longer than the doors of the store or service 
company close.” 

Kocaballi et al. (2019) emphasized an approach based 
on developing a rich understanding of users’ needs, 
wants, dreams and motivations through various meth-
ods, including visual and textual data and creative tasks 
during the design phase. Kocaballi et al. (2019) approach 
provides a holistic view of the user experience, focusing 
on understanding the interaction between users, technol-
ogy and the environment.

Wildner et al. (2015) developed a model to measure 
the subjective perception of the user experience. Accord-
ing to Wildner et al. (2015), the model includes task-ori-
ented characteristics reflecting learning and operability, 
self-oriented characteristics reflecting more general hu-
man needs, aesthetic characteristics reflecting the sense 
of the product’s appearance and feel.

Wang et al. (2020) argued that the user actions must 
be consistent throughout the process. The whole process 
must be computer-friendly and respect the user experi-
ence. According to Wang et al. (2020), it is necessary to 
ensure that products maintain the same basic functions 
across different mobile devices, such as smartphones, 
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phones, and tablets, and to define their functions for dif-
ferent usage scenarios.

IJsselsteijn et al. (2007) found out that central to all 
of these experiences was a psychological state they called 
flow, an optimal state of enjoyment in which people are 
fully engaged in an activity. IJsselsteijn et al. (2007) ob-
served that this experience was similar for all, regardless 
of differences in culture, social class, age, or gender.

According to Hussain et al. (2018), a common meth-
od for eliciting affective and cognitive aspects is through 
retrospective oral or written questionnaires in which the 
user is asked questions about his or her experiences. 

Sankowski and Krause (2023) argue that measure-
ment methods are usually designed for a certain level 
of user interaction and therefore require functional and 
physical prototypes. However, there are also efforts to 
implement the evaluation of human-centered aspects 
even further in the development process.

Ke and Yoon (2020) mentioned that positive emo-
tions foster creativity and connectedness and enable the 
development of long-term intellectual, social and psy-
chological resources. According to Ke and Yoon (2020), 
this positive effect has led to increased interest in the 
development of positive emotions. As stated by Ke and 
Yoon (2020), it is important to create distinctive and sa-
lient positive emotions such as pride, admiration, and 
surprise through unique utility features.

Vrhovac et al. (2023) analyzed that customer experi-
ence with last-mile delivery is a relatively new and un-
derstudied aspect. Vrhovac et al. (2023) contribution to 
this study is that they attempted to develop a measure of 
the user experience in the product delivery process. Ac-
cording to Vrhovac et al. (2023), the development of this 
tool will also allow the comparison of the experiences of 
different users in the last mile delivery process, which 
can be very important in order to improve the existing 
services in this area in practice.

According to Franzoni and Bonera (2019), experience 
depends not only on what destination it provides but also 
on how it interacts with the environment. Franzoni and 
Bonera (2019) argue that experience is internally created 
and the user constructs his own experience based on past 
experiences, education, values, attitudes, and beliefs.

Noguchi et  al. (2013) mentioned that “the user ex-
perience design” focuses on improving the interface of 
products to facilitate usage, taking into account various 
physical and psychological needs and wants of end users. 
According to Noguchi et al. (2013) experience design in-
volves both passive and active involvement of end users.

Yang et al. (2020) proposed a methodology to meas-
ure the user experience (UX) using artificial intelligence-
aided design (AIAD) technology in mobile application 
development. To protect users’ privacy, only a few di-
mensions of information are used when browsing and 
using the mobile application.

The company strives to be attractive to customers 
so that they return and share their positive experiences 
with others. In this way, it is aimed to take into account 

and understand what people need most. To achieve this, 
several basic principles are used that can help companies 
reach the desired customer. One of the most important 
principles of the user experience design is to understand 
the user needs, preferences and weaknesses. Another 
principle is representativeness. One of the examples of 
application of the principle is the design of a web page. 
It should be safe and easy to use. Closely related to this 
principle is the fact that the company’s website will at-
tract more users. Another important principle of the user 
experience design is to set goals for your company that 
are clear and linked to the needs of users. For this, vari-
ous techniques can be used to help track the company’s 
progress towards the set goal. The next principle of the 
user experience design is testing and innovation. Testing 
should be done not only within the team but also with 
real users to find out exactly what can be improved and 
what is already creating a positive experience for users. 
The next principle of the user experience design is learn-
ing and growth. Users’ reviews can help monitor this. It 
can also be recorded in documents and shared with other 
people during training. The final principle of experience 
design is to involve the entire team in improving the user 
experience. Employees who deal with customers every 
day know and understand what they really need.

5. Research methodology and data analysis

5.1. Research methodology

The interview is used and widely applied at various stages 
of the research in order to define the problem and specify 
the research problem. Interviews can also be used to pre-
pare the methodology of large surveys/surveys, testing, 
and developing questionnaires. In qualitative studies, the 
purpose of which is to explore a problem more deeply, 
to reveal emotional, experiential, or other aspects, in-
terviews can be successfully used as the main method 
of information gathering. A semi-structured interview 
method was used.

As Bitinas et al. (2008) state, semi-structured inter-
views are most acceptable in a qualitative research. The 
researcher foresees in advance the topics and problems 
that will be discussed during the interview but does not 
stick to the order of questions or the intended words to 
be said, freely changes their places, and asks additional 
questions. According to Bitinas et  al. (2008), the main 
advantage: more detailed, structured data is obtained, 
compared to an informal interview, and the interview 
remains informal, it takes place during the interview.

The purpose of the research is to analyse users’ ex-
perience in the online bookshop of patogupirkti.lt and 
to provide guidelines for electronic bookstores regard-
ing the more efficient creation of the user experience 
in online bookstores, a qualitative study was conducted 
through interviews. During the interview, 7 respondents 
were interviewed.

Purposive sampling was used to select the interview 
participants. The following criteria were used for the 
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selection of respondents: 1) position (middle manager); 
2) awareness of the internet marketing situation in the 
company; 3) at least 5 years of work experience in the 
field of internet marketing. Sample volume using half 
structured interview method consisted of 7 respond-
entsThe interview was conducted in February 2024 by 
interviewing respondents in a semi-structured interview.

Table 1. Instrument for the interview questionnaire

Interview question The authors,  
who examined aspect

Overall customer satisfaction 
Webside

Guo et al. (2023), Pei et al. 
(2020)

Convenience and efficiency 
of the website Cho et al. (2022)

Website design Jevremović et al. (2022)

5.2. Results

When asked about overall customer satisfaction on the 
site, respondents said that for many shoppers, the digital 
space is much more natural than the physical one, so 
they will expect to find a much faster response speed, 
reliable information, convenient payment, and delivery 
solutions here (see Table 1). During the interviews, it was 
found out that efficient book search is one of the most 
important aspects for users. This means that the web-
site should invest in improving search algorithms so that 
users can find the books they want quickly and easily. 
This includes not only searching for basic keywords, but 
also filtering by category, author, year of publication and 
other important criteria. Respondents positively assess 
the billing process and customer service.

Responding to the question of how they value the 
convenience and efficiency of the website, the respond-
ents said that the website design is the first impression 
of the website. Customers usually get to the website page 
from search engines, and social networks, through rec-
ommendations. Therefore, it is important that customers 
navigate easily and conveniently and quickly find what 
they came here for. A website with a neat, attractive, and 
user-friendly design website trust, which encourages 
people to spend their money and recommend the web-
site to other potential customers. The recommendation 
system is also an important aspect, which shows that e-
store should improve its recommendation algorithms to 
provide personalized and targeted book offers, based on 
users’ browsing history, previous purchases, and prefer-
ences. This can help users discover new books that match 
their tastes and interests, driving higher user engagement 
and longer time spent on the site. 

Responding to the question of how they value web-
site design, the respondents said that an attractive design 
is necessary for every website. It is necessary to assess 
whether the customers who visit the website for the first 
time clearly understand who you are and what you offer 
them. The design of the website should seem to encour-
age you to take the action you are aiming for, such as 

purchasing a product or service. The usefulness of a web-
site is related to the aspects such as speed, user-friend-
liness, security, and technical details. Site navigation is 
also important. Respondents indicated that the content 
is important. Website content should be legible. If the 
content is not relevant and useful to the visitors, there 
is a high probability that they will simply leave the site 
and go to competitors. The style is also important, since 
it reflects the brand and creates a positive impression on 
customers. Respondents also noted that website design 
has a significant impact on a search engine optimization. 
In order to optimize your website design, it is also im-
portant to use targeted keywords.

6. Discussions

Schmitt (1999) emphasizes that experiential market-
ing is not focused solely on the product or service and 
its features, but it also includes the experiences – both 
emotional and rational – that companies create for their 
customers. This means that the focus is not only on cus-
tomer experience, but also on its management, requiring 
marketing strategies and decisions to be updated based 
on five key elements: sensation, emotion, action, think-
ing and interaction. Important aspects of experiential 
marketing include consumer experience, consumption as 
a holistic process, customer rationality and emotionality, 
and the variety of applied marketing methods. According 
to Yang et al. (2020), experiential marketing is a strategy 
that focuses on how consumers perceive and evaluate 
products, services, companies or brands based on their 
experiences. The essence of this approach is to create a 
positive experience that not only reinforces the value of 
a product, brand or company, but also emphasizes the 
emotions and sensations of consumers, rather than the 
quality of products or services. Experiential market-
ing is dynamic and changeable: companies are recom-
mended to create experiences focused on specific topics, 
strengthen positive impressions through symbols, elimi-
nate negative aspects, and create a memorable image. In 
this way, experiential marketing aims to fully stimulate 
consumers, creating an enriched and memorable experi-
ence for them.

This study presents that tracking the user experience 
is critical for business growth. Today, not a single suc-
cessful company is complete without monitoring the user 
experience. The user experience is about digging deep 
and understanding what customers need, what they val-
ue, as well as what they are capable of and where they 
need help. Therefore, the user experience consists of all 
user interactions with a product, service, or system. Cre-
ating interesting and unique experiences is one of the 
best ways to connect with customers in order to ensure 
that they want to learn more about the brand and the 
features it offers.

According to the research conducted, the key to cre-
ating a more effective user experience in e-book stores is 
to ensure an intuitive and fast search system, convenient 
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navigation, high-quality customer service and a well-
adapted website design for mobile devices, since these as-
pects strongly contribute to users’ satisfaction and drive 
their purchase intentions, which are essential factors for 
a successful   e-bookstore.

7. Conclusions

1. The user experience includes everything your user 
feels and experiences while using the product. A good 
user experience means that visitors can easily find what 
they are looking for, understand the structure of the site, 
and feel comfortable using your site. A well-designed 
user experience makes it easier for visitors to take desired 
actions, such as ordering services or purchasing goods. 
Satisfied users are more likely to return to your site, rec-
ommend it to others, and engage with your business. The 
user experience is a critical factor in visitor satisfaction 
and website success. The user experience is dynamic and 
changeable: companies are recommended to create expe-
riences focused on specific themes, strengthen positive 
impressions through symbols, eliminate negative aspects, 
and create a memorable image that involves all the user’s 
senses  – sight, smell, touch, taste and hearing. In this 
way, the aim is to fully stimulate users, creating an en-
riched and memorable experience for them.

2. With the rapid growth of the number of this form 
of trade, the attractiveness of websites to the user is one 
of the indicators of a successful business in the digital 
space. Therefore, it is very important to know how us-
ers evaluate websites and what indicators influence their 
choices. From the point of view of researchers, the digital 
space where products and/or services are purchased is 
equivalent to a retail store, as it allows consumers to see 
the product.

3. The principles of the user experience design are 
very useful when creating and using a digital product. 
They help designers create user-friendly interfaces, un-
derstand the role of the user in software development, 
product managers make the right decisions, inform mar-
keters about the customer preferences, and help business 
owners meet consumer expectations.

4. Respondents said that an attractive design and 
the website usability is related to such aspects as speed, 
user-friendliness, security, technical details, website navi-
gation, content and search engine optimization that are 
the most important criteria for evaluating the user ex-
perience.
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