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Abstract: This article focus on the e-selling process of products and services. Using the web as a 

trading tool, all products “lost” their physical characteristics. The conventional products also become 

intangible on the web. So, it is important to know the purchasing/buying process on the web. In this 

paper I try to introduce the details of this process. 
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Introduction 

To analyze or manage the service process it is essential to know the elements of service-

product. But, before that we must make clear one important thing which plays different role 

at the conventional and e-trading of the services. These are the physical evidences. I think it 

is important to accent once more that it is lost the role at the e-service. 
 

Risk management at the e-services 

We can read very much about the physical evidences in the service marketing or services 

management books in many languages. They write the problem the intangibility of services. 

When we use the web as a trading tool, all products “lost” their physical characteristics. 

The conventional products also become intangible on the web. Therefore it is very 

important to decrease the buyers’ risks. The forums, leaving feedbacks or reviews by the 

customers are use for it on the web. 
 

Forum        – The members can write their opinion about the products, the sellers, their 

experiences about the usage of the products etc. The posts can be seen by 

anybody. 

 So, this tool can be the part of the service or can be operated on a different 

website. It is a two way communication and an interactive tool. It takes us to 

web 3.0. 

Feedback   – The seller can leave feedback for and about the buyer and about the details of 

the transaction. The buyer can do the same for and about the seller. The 

feedbacks can be seen by any other user. 

Review      – The user of the service can write his/her opinion about the service. It is a one 

way communication. This tool can be the part of the service or can be 

operated on a different website also. 
 

Nowadays the customers are active. They don’t wait only for the sellers but try to find 

themselves the risk decreasing factors. It doesn’t mean that sellers don’t need to do 

anything for risk decreasing. These things are as important as earlier but the consumers 

make their own activity for it. How and what? Imagine a customer who wants to buy a 

camera. If he/she is a conventional consumer he/she goes to a specialist and asks the  
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opinion of a sales person and makes decision on the well known way. It can be seen on 

Figure 1. 
 

 

Figure 1. Consumer Buying Process 

Source: Kotler, Keller: Marketing management. 12
th

 edition, 2006, 265 
 

The buying process is the same at the new customers too, but they use other risk 

decreasing methods. They actively use the internet as a web tool and buy products via 

internet. If they don’t know the desired product (the camera) and feel risky the shopping 

without contacting the product, they go to a special shop and collect information from the 

shop assistants and empirical facts about the product. If the camera is attractive for him/her, 

he/she buys it on the internet. Why there? Of course, for the lower price. The above 

mentioned risk decreasing tools (forum, reviews, feedbacks) can substitute this behavior 

but the risk sensitive consumers can do this in spite of being these tools. Now let’s see how 

we can get to the risk, so what is the process of e-service. 

 

The process of e-service 

This process is different from the conventional one. It can be separated into seven 

steps/elements. These are: 
 

1. Presentation of products and services (“shop window”) 

Here happens the borning of the desire and need. Surfing on the internet, in the 

webshops is similar the walking on the high street in front of the shop windows. 

2. Comparison 

This phase is the info collection about the products/services. Here borns the first 

decision: buy it or not. It depends on the accessible products. If there are any 

which adequate the needs then the answer is: buy. 

3. Info-collection (enter into the shop) 

In this step we enter into the shop virtually. Here the users can collect information 

about the buying opportunities of the adequte products/services and about the 

terms and conditions. 

4. Product/service choosing 

When the consumer has found the place of the purchasing, it is the time to choose 

product/service. After the choosing, we take it to the basket and transport it to the 

cashier desk. 
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5. Purchasing/buying 

At the cashier the customer has to pay the product/service. The consumer can 

choose different payment methods. 

6. Costumer service 

It helps the customers if they have any problems. It works similarly like the 

conventional customer services.  

7. Related services 

These services can heightened the level of consumer satisfaction. They can be very 

different and depend on the type of the product/service. 
 

After the overview of the process of e-services, we examine it step by step to see what kind 

of tools the suppliers use to affect to the users and potential consumers. And how can they 

try to make easier the usage of the e-services. 

 

Presentation of products and services 

The first step is the Presentation of products and services. This is the virtual window of the 

e-shop as we have mentioned it.  

If you want to show all of the product groups of the shop, the best possibility is a well 

structured shop window. If you want to present your products in a well structured system 

you can use the 
 

• Multileveled grouping 

It is a useful tool if you have classical products in your webshop. You can imagine 

it as you would stand at the end of the shelves in a store and see the names of the 

product categories on the shelves. It can be seen diagrammatical on Figure 2. But 

on a website it is used the possible technical tools like photos, videos, some words 

about the product categories, etc. These tools help the consumers to identify the 

product categories. 
 

 
Figure 2. Multileveled grouping 

Source: Own edited after webshops 
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Or it can be a list under the categories menu. In this case there are no photos in the 

list. 
 

When you enter into a product category, you get into the shelves of the product groups. 

Here the customer can see a group of a product like cameras. On this level the dear buyer 

can find more subgroups like: 

 compact digital cameras 

 DSLR cameras 

 digital camera accessories 

 digital camera batteries 

 camera lenses 

 manuals 

 etc. 

 

The numbers of subgroups depend on the width of the range of products. More specialized 

shops have fewer subgroups. 
 

There some other opportunity to show the products. The next one is 
 

• Mixed placement 

In this case the products come up randomly on the screen. The products of 

different categories are mixed on each screen. Usually it is not too sympathetic to 

the consumers. They like to customize these sites. The level of customization is a 

very important thing at the e-services. On Figure 3 you can see the place of e-

services among the other services from this approach. 

 

 
 

Figure 3. Value creating in the services 

Source: On the basis of Rekettye, G.: Value creating in the marketing, 1997, 40 
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If the customers can customize the shopping chart he can create the thematic placement of 

the product. 
 

• Thematic placement – sorted by something 

In this case the products are sorting by any characteristics. It can be: 

 Best match with the keyword of the search 

 Most popular products 

 Price without P+P (packeging and posting) 

o Lowest first 

o Highest first 

 Price with P+P 

o Lowest first 

o Highest first 

 Time (The validity deadline of the offer) 

o Ending soonest 

o Listed newly 

 Condition 

o New first 

o Used first 

 Distance 

From the buyer registered address. The nearest will come up first in the 

list. 

 Alphabeticly by the product name 
 

There can be more information and tools on the main or any other page of a webshop 

beside the presentation of the products. The products are in the middle of the page and 

somewhere around it there are other things. 
 

Let’s see some main option. 
 

• Adverisements, sales 

The Sales promotion activities are mostly connection with the products of the site. 

They offer price reduction for a limited time period. 

The advertisements can be placed by any companies or anybody who pays the fee 

of it. 

From both type can be seeded ones which are placed somewhere in the center. For 

example on the top of the main page or in a pop up window on the main page. 
 

• Top/bestseller lists 

This is a list or some lists where the most popular products or services are listed. 
 

• Consumer reviews 

We have written earlier about the review. The consumer reviews can be connected 

to the product and service and/or the seller of them. The buyer can qualify the 

product, the seller’s activity and many details of the transaction like the p+p costs, 

product/service description, etc. 
 

• Prices 

Of course this means the measure of money which has to be paid for the 

product/service. 
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• Service fees 

It is not always a part of the price. Sometimes it is paid by the seller if the operator 

of the site is a third party. In some case it is paid by the buyer for example the 

booking fee at ticket booking. In this case the operator of the e-service is usually 

not the seller. 
 

• Service deadlines 

It is a date as long as the offer is alive. It is not essential to have service deadline. 

The offer can be continous or can be alive to the amount of stock. For example at 

an event ticket there is no deadline because it is obviously the date of the event. 
 

These are the main elements of the presentation of products/services, shortly the e-

shop windows. 
 

There can be some differences if we offer different services using the web 2.0 tools. Think 

a webshop, bank, airways, tourist agency, online booking system (hotels, tickets), 

individual hotel, catalogue shop etc. 
 

Comparison 

This helps the consumers – with the comparison of the parameter(s) of products/services – 

to make the right or the best decision. There are two ways of the operation of this tool. 
 

• Individual e-services/webpages 

There are special service operators who specialized to the comparison of a product 

or service cathegory. For example cameras. Usually this comparison is confined to 

the comparison of prices. The comparison of other product/service parameters are 

left to the users. Usually it helps to the customers to find the shop of purchasing. 
 

• Integrated e-services 

The situation is easeir when the service operator supplies this tool. In this case the 

users get more opportunity. The comparison is not confined to the prices. We can 

compare more product/service parameters. For example homepage of mobile 

phone manufacturers. Usually it helps to the customers to find the right 

product/service. 
 

The users don’t find the price always appropriate. In this case they should have to check it 

time after time and waiting for the right changing. The next tool can help them in it. 

• Price monitoring and alarm system 

This system saves time and trouble for the customers.  

– Price – moving diagram 

It shows the changing of the price of the product/service from the coming 

up. The tendencies can be seen on it. It helps to estimate the price in the 

near future. 

– Current price 

– Desired price 

The customers can give the desired price in this system. They can do it on 

two ways. 

 As an absolute number 

 To correlate to the current price. Giving the measure of the desired 

changes. 
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If the consumer wishes, in this case the system can send an alarm when the price 

decreased on the desired level. It can be sent via e-mail or sms. Or the user has to 

enter into the system to see the alarm. 

– Monitoring period (usually max. 90 days) 

The system can determine the maximum of the monitoring period. Or the 

user can do this if it is necessary. After the period the system delete the 

product/service from the monitoring and alarm system. 

 

When the consumer decided to want to buy a product/service, he/she has gone to the shop. 

 

Info-collection (enter into the shop) 

It can be called virtually the entering into the shop in the case of e-services. It is not as easy 

as in a real shop. 
 

1. The consumers have to make registration first for the requisition of the service.  

At the registration the users have to give some personnel information (username, 

password, address, phone number etc.). It is risky so the users have to be careful at this 

procedure about whom and how give these data. At this phase the costumers have to 

accept the terms and conditions of the payment and shipping/posting.  
 

2. Then the users have to come to know the supplying contract and the method of 

contracting. He/she can meet here the description of service or service process. The 

typical parts of it are: 

 Who we are? – Information about the supplier 

 Order and ordering methods 

 Product/service information 

 Prices 

 Accessibility 

 Delivery methods, prices and deadlines 

 Payment methods, security and extra charges 

 Tax and duty refund opportunities 

 The condition of returns 

 Warranty  

 Related services 
 

These descriptions can be very long. Sometimes (in a bank) about 200 pages. 
 

3. At the requisition of electronic services the supplier and the consumer always come 

into contract. It can be a: 

a) conventional contract 

It is a paper based bilateral representing conclusive evidence contract. It is 

particularly used at financial contracts, long term and/or large quantity 

activities, special fields of products/services and out of date solutions. 

It is not preferred nowadays.  

b) electronic contract 

The bilateral contract comes into implied conduct. (If you accept, click on 

the OK button.) Both sides need covers.  

 

http://szotar.sztaki.hu/dict_search.php?M=2&O=HUN&E=1&C=1&A=0&S=H&T=1&D=0&G=0&P=1&F=0&MR=100&orig_lang=ENG%3AHUN%3AEngHunDict&orig_mode=2&orig_word=bizony%C3%ADt%C3%B3&flash=&sid=a955d373c063d7d7d36b67e3bdcc8387&vk=&L=ENG%3AHUN%3AEngHunDict&W=private%20document%20representing%20conclusive%20evidence
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For the suppliers: The name, address, phone number and credit and/or 

debit card information of the customer. 

For the customers: The name, address, phone numbers, registration 

number, bank information of the supplier. Name, photo, position of front 

office and/or customer service members, employees. 

 

c) The accessibility of the service is needed a web or wap address. It is possible some-   

times via telephone. To use the service the user needs some identifiers: 

 username / login name / e-mail address 

 password 

 pin code/bank account number 

 chip card 

 etc. 

 

When the potential customer is sure that the service can be used safely and the supplier is 

valid, he/she can begin shopping.  

 

Product/service choosing 

When the customer has known the conditions and chosen the shop, the next step is 

choosing the appropriate product. This is the most important phase of the purchasing 

process for the seller and for the shop. This is where the consumer makes the next to last 

decision before buying. (The last one is the payment.) Unless this is the most important 

phase, it cannot be written too much about it. 

The consumer has to face to the presentation of the product/service again. Here the 

supplier can use and they use the most modern multimedia tools for presenting the 

products/services. The customers take the chosen product(s) / service(s) virtually to the 

cashier desk. It means, they put them into the basket. This is the virtual transport system 

from the shelves to the cashier desk, like in a real shop. 

Before to take the product/service into the basket, the consumer has to specify some 

important characteristics of the product/service. For example, the size and color of the 

clothes, the picture on the credit card, the number of the products, etc. 

The suppliers/sellers dislike if the customer wants to remove the product from the basket. 

Therefore they try to make it more difficult. How? They hide the remove button on the page 

or take it to other (for example the summery) page.  

In the better webshops after finishing the shopping, the customer gets a summary page 

where he/she can check the characteristics of the chosen products. After it can ‘go’ to the 

cashier to pay. 

 

Purchasing/buying 

When the decision was made, the next step is the Purchasing/buying. The customer is at the 

cash-desk virtually in this phase. The main task at this point is the SAFETY. So, here we 

must write about the payment methods a little bit more. We examine the methods below 

from the aspect of safety and show the process of payment in every case. 

There are security guarantees which serve the safety of the operation: 

 https (using of SSL protocol) 

 certificates 
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When the consumer gets to this phase of the e-service, he/she can choose from different 

payment methods. These are the nexts: 

 Collect on delivery 

This is the favorite method because this is the safest for the customers. They have 

to pay only when they receive the ordered product(s). They pay the price of the 

product and all other fees (for example p+p) to the courier. 

 

 Card payment 

In this case the payment comes after the choosing of the product/service. The 

customers can use different types of cards. It can be  

o credit card 

o debit card 

o solo card 

o web card (It can be used for internet payment only.) 

 

After choosing the type of the card, the costumer has to type in the details of card 

information. These are: 

o Payment card number 

o Expiry date of the card 

o Security number 

o Billing address 

After it he/she has to click on the confirm payment button to finish the procedure. 

 

 Bank transfer 

In this case the consumer uses the e-banking system of his/her bank to pay for 

something. He/she sends the price of the product/service to the seller first and 

when the seller receives the money he/she sends the product or let the service go. 

It is safe only if the seller and the buyer know each other.  

 

 Mobile payment 

The consumers can use mobile phone also to pay for product/services in an e-

service system. 

There are four primary models for mobile payments: 

o Text message based transactional payments 

The consumer sends a payment request via text message to a short code 

and a premium charge is applied to their phone bill or their online wallet. 

The seller is informed of the payment success and then can release the 

paid product/service. 
 

o Direct Mobile Billing 

After two-factor authentication, the customer has to give a PIN code and 

one-time-password. The consumer’s mobile account is charged for the 

purchase. It is a true alternative payment method that does not require the 

use of credit/debit cards or pre-registration. 

 

 

 

http://en.wikipedia.org/wiki/SMS_text_message
http://en.wikipedia.org/wiki/Short_code
http://en.wikipedia.org/wiki/Two-factor_authentication
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o Mobile web payments (WAP) 

The consumer uses web pages displayed or additional applications 

downloaded and installed on the mobile phone to make a payment. It is 

the same as using a PC. 
 

o Contactless Near Field Communication 

Near Field Communication (NFC) is used mostly in paying for purchases 

made in physical stores or transportation services. A consumer using a 

special mobile phone equipped with a smartcard waves his/her phone 

near a reader module. Most transactions do not require authentication, but 

some need it using PIN code, before transaction is completed. The 

payment could be deducted from pre-paid account or charged to mobile 

or bank account directly. 
 

 Safety systems 

These systems are safe because they do not expose the financial information of the 

users. These systems are designed from the ground up to be one of the safest ways 

to send money online. Unlike other financial institutions, our payments are sent 

without sharing financial information. In fact, they never share the customers’ 

financial information with or sell it to merchants.  

o Paypal 

 The sensitive financial information of user is securely stored on the 

servers of Paypal. 

 When the customers use PayPal to pay online, they provide only the 

PayPal email address. 

 The merchants/retailers receive payment from PayPal without ever 

seeing the financial information of users. 

o Abaqoos 

This sytem works almost like the Paypal. The main difference: it uses 

voucher to the payment. 

o Debitcode 

This system works like the Abaqoos but e – voucher is placed on debit or 

credit cards. They can be top up. 

 

This is the end of the buying process of an e-service or product by e-services. If the 

customer has any problems later, he/she needs the help of the customer service. 

 

Costumer service 

If the customer needs connection with the seller, he/she can do it by the customer service. 

There are two most common electronic customer service solutions: 

 Customer service by telephone (free of charge) 

 E-mail writing option under the contact us menu. 

 

Related services 

There can be many different services which can heighten the level of consumer satisfaction. 

These depend on the characteristic of the products/services. Here we mention only some 

examples. 

http://en.wikipedia.org/wiki/Wireless_Application_Protocol
http://en.wikipedia.org/wiki/Near_Field_Communication
http://en.wikipedia.org/wiki/Near_Field_Communication
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 Product and service packages. For example: 

o Flight ticket + hotel room + transfer 

o Suit + tie + shoes 

o Bank account + debit card + credit card 

 Extended warranty 

 Personnel consultancy for the consumers 

 

Conclusion 

The importance of e-services has increased the last few years. This trend will keep going 

away. So, the customers have to learn the safe usage of these tools because it is the part of 

our life. 
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