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Critical Success Factors 
for Online-Shops of Drugstores

7LPHVDYLQJ� RSWLRQV� WKDW� KHOS� WR� VXFFHVVIXOO\� RYHU-
come daily challenges seem to be preferable. Home 

banking, smartphone usage or online shopping are 

examples for procedures that minimize the time 

QHHGHG�WR�FDUU\�RXW�GDLO\�WDVNV��7KH�ODWWHU�LV�VLJQLϧ-

cantly gaining importance especially because it is a 

convenient alternative for going to physical stores. 

Another reason is that retailers are undertaking few 

adjustments regarding their stores in order to make 

shopping more convenient for consumers. Instead 

Information Systems and Marketing Requirements for Webshops Offering Fast-Moving Consumer Goods 
and a Webshop Evaluation of Two German Drugstores

Verfasser(innen) Sabrina Svechla, Jessica Fischer & Hans-Michael Ferdinand

Die wachsende Digitalisierung des Alltags wirkt sich auch auf die Kaufgewohnheiten der Kunden aus. Die 

Veränderung der Gewohnheiten spiegelt sich in der zunehmenden Anzahl an E-Commerce-Händlern wider. 

Online-Shops im Business-to-Consumer-Markt sind im Bereich der Bekleidungs- und Elektronikbranche 

VHKU�HUIROJUHLFK��'RFK�QLFKW�MHGH�%UDQFKH�ϧQGHW�YRQ�$QIDQJ�DQ�JUR�HQ�$QNODQJ�EHL�.XQGHQ�LP�2QOLQH�*H-
schäft. Der folgende Artikel befasst sich mit einem noch wenig frequentierten E-Commerce-Bereich, den 

2QOLQH�6KRSV�YRQ�'URJHULHPlUNWHQ��'HUHQ�(UIROJ�KlQJW�YRQ�]ZHL�)DNWRUHQ�DE��GHU�1XW]HUIUHXQGOLFKNHLW�
GHV�,QIRUPDWLRQVV\VWHPV�XQG�GHU�'XUFKJlQJLJNHLW�GHU�0DUNHWLQJVWUDWHJLH��%HL�GHU�1XW]HUIUHXQGOLFKNHLW�
ZLUG�GHU�)RNXV�]XQlFKVW�DXI�GLH�4XDOLWlW�GHV�6\VWHPV�VHOEVW�JHOHJW��]X�GHU�HWZD�HLQH�HLQIDFKH�1DYLJDWLRQ�
und eine klare Seitenstruktur des Shops gehören. Aktualität, Relevanz und Verständlichkeit der Informati-

onen sind wichtige Aspekte der Informationsqualität. Schließlich entscheiden Angebote wie eine Hotline 

oder ein FAQ-Bereich über die Servicequalität eines Informationssystems. Aus Marketingsicht sind eine 

gute Kenntnis des Verbraucherverhaltens über alle Kaufphasen sowie eine Multi-Channel-Strategie wich-

tig, die die Vorteile des Einkaufs im Ladengeschäft (Anfassbarkeit der Produkte) und des Online-Shop-

pings (Bequemlichkeit) miteinander verbindet. Eine vergleichende Analyse der Webshops von Schlecker 

und Rossmann anhand der dargestellten Erfolgsfaktoren zeigt, warum Drogeriemärkte im E-Commerce 

erfolgreich sind – oder nicht. 

ZUSAMMENFASSUNG
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WKH\�DUH�KROGLQJ�RQ�WR�µROG�KDELWV��ϧ[HG�SULFH��ϧ[HG�
opening hours, often an unchanging layout in the 

VKRS�DQG�QHZVSDSHU�RU�OHDϩHW�DGYHUWLVLQJ�RQO\µ��0R-
lenaar 2010, p. 2). 

Meanwhile, the usage of the internet and online-shops 

in Germany is at a high level: four of ten Germans 

surf the internet daily and every second German goes 

VKRSSLQJ�RQOLQH��+DUPV�������S�������7KHVH�QXPEHUV�
show that ”the Internet has become a good alterna-

tive to the time-honoured physical act of shopping” 

(Molenaar 2010, p. 31). Moreover, a 2011 study of 

(UQVW�	�<RXQJ� VKRZV� WKDW�RYHU�����RI� WKH�FRPSD-
nies asked saw very good perspectives regarding the 

e-commerce business (Harms 2011, p. 12). Over two-

thirds of all retailers have their own online-shops and 

the internet is already the largest shopping centre of 

WKH�ZRUOG��+DUPV�������S�����/XGRZLJ��������,Q�*HU-
many alone, the e-commerce turnover was more than 

GRXEOHG�ZLWKLQ�WKH�SDVW�ϧYH�\HDUV�DQG�LV�VWDWLQJ������
ELOOLRQ�(XUR�IRU�������EYK�	�716�,QIUDWHVW��������0R-
OHQDDU� �������S������ LV�SXWWLQJ� LW�EULHϩ\�E\�VWDWLQJ��
”Every purchase is really only one click away.”

However not every economic sector is successful with 

e-commerce strategies. Among the online-shops with 

KLJKHVW�WXUQRYHU�DUH�$PD]RQ��2WWR��1HFNHUPDQQ�DQG�
1RWHERRNVELOOLJHU� �(+,� 5HWDLO� ,QVWLWXWH� ������� 7KDW�
means currently it is wholesalers or companies in the 

fashion, lifestyle and entertainment sector that are 

DEOH�WR�JDLQ�JURXQG�RQ�WKH�PDUNHW��LELG����7KH�XVDJH�
RI�RQOLQH�VKRSV�LQ�RWKHU�VHFWRUV�LV�VLJQLϧFDQWO\�ORZHU��
$�VWXG\�RI� WKH�1LHOVHQ�FRPSDQ\�VKRZV�WKDW� LQ�*HU-
many only every sixth internet user visits a fast mov-

ing consumer good online-shop generating a share 

RI�RQO\������RI�WKH�RYHUDOO� WXUQRYHU�LQ�WKLV�ϧHOG�RI�
SURGXFWV��1LHOVHQ�*PE+��������6R�RQH�FRXOG�DVN��LI�
the success of online-shops depends on the kind of 

SURGXFWV�RϱHUHG�E\�D�FRPSDQ\��

7R�SXW�LW�FRQFLVHO\��WKLV�DUWLFOH�VKDOO�IRFXV�RQ�PXOWL�
channel drugstores selling their products through re-

WDLO� VWRUHV� DQG�YLD�RQOLQH�VKRSV��7KH�REMHFWLYH� LV� WR�
analyse success factors for e-commerce business re-

JDUGLQJ�FRPSDQLHV�LQ�WKLV�VSHFLϧF�ϧHOG�

For companies that dare to launch an online-shop, 

success is not guaranteed. As supposed earlier it may 

GHSHQG�RQ�WKH�NLQG�RI�SURGXFWV�RϱHUHG��0RUH�SUHFLVH-
O\��LW�FRXOG�GHSHQG�RQ�VSHFLϧF�EX\LQJ�EHKDYLRXUV�WKDW�
FRPSDQLHV�KDYH�WR�IDFH�UHODWHG�WR�GLϱHUHQW�FDWHJRULHV�
RI�JRRGV��7KHUH�PLJKW�EH�D�GLVWLQFWLRQ�LQ�H�FRPPHUFH�
strategies that has to be made regarding groups of 

SURGXFWV�� 7KDW� FRXOG�PHDQ� IRU� H[DPSOH� WKDW� UHWDLO-
ers selling consumer electronics have to follow dif-

ferent rules in their online-shops compared to those 

RϱHULQJ�ERRNV�RU�PHGLFLQHV��)XUWKHU�UHOHYDQW�DVSHFWV�
that might need to be considered are e.g. the range of 

SURGXFWV�RϱHUHG�RϮLQH�DQG�RQOLQH��WKH�FRRUGLQDWLRQ�
of prices across channels or the emotional approach 

in physical stores and in online-shops.   

When it comes to e-commerce, care products are 

PRUH� GLϫFXOW� WR� KDQGOH� EHFDXVH� WKH\� EHORQJ� WR� D�
category of goods with special characteristics – fast 

moving consumer goods. Due to the facts that they 

are used every day, involve a certain routine of buy-

ing behaviour and do not need major investments, 

they require low involvement prior to purchase (Kai-

ser 2011, p. 608). A considerable amount of daily 

purchased items belong to this group of products. 

7KDW�PHDQV�WKH\�DUH�ERXJKW�RQ�D�UHJXODU�EDVLV�ZKLFK�
involves buying behaviour that is driven by habits. 

7DNLQJ� WKLV� LQWR� FRQVLGHUDWLRQ�� LW� FDQ� EH� VDLG� WKDW�
customers prefer a one-stop shopping experience in 

supermarket chains, where they can get all the items 

of every-day use at once and often for low prices (Mo-

lenaar 2010, p. 49). Besides that, getting used to the 

layout and shelf structure of their favourite super-

market, helps to guide people through the shop in 

RUGHU�WR�ϧQG�SURGXFWV��7KLV�FLUFXPVWDQFH�ZRXOG�DOVR�
result in time savings. 

When it comes to buying behaviour of fast moving 

consumer goods and especially care products, the ad-

vantage of a one-stop shopping experience seems to 

be worth more than shopping those items online. As 

surveys show over 50% of people still buy care prod-

ucts in drugstores and over 10% in supermarkets. 

6SHFLϧF�&KDUDFWHULVWLFV�RI�&DUH�3URGXFWV
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Other options are perfumeries, pharmacies or direct 

sales. Only 0,2% of the customers buy on the internet 

�,IDN�,QVWLWXW�����D������E���

Considering these rates it does not seem to be attrac-

tive for drugstores to establish online-shops and in 

fact many companies share that view. Among those 

dm – one of the most successful drugstores in Ger-

many – also decided not to launch an own online-

shop (Mende 2012). With a customer loyalty in the 

retail stores of 48% they take on a leading position 

compared to former Schlecker (6%) and Rossmann 

(at least 25%) (Groh-Kontio 2012). And still dm is 

holding onto its scepticism. As being shown low rates 

of online-shop usage can lead to the assumption that 

customers might not consider it as being an essential 

service that has to be provided by their drugstore. 

Figure 1 supports that argument. 

On the other side dm is not ignoring the importance of 

e-commerce and aiming at cooperations with success-

IXO�RQOLQH�VKRSV��6LQFH������$PD]RQ�LV�RϱHULQJ�GP·V�
private labels for retail store prices (Mende 2012). As 

increasingly more visitors started to put trust into the 

website’s shopping system Amazon extended their 

UDQJH� RI� SURGXFWV� RϱHUHG� �0ROHQDDU� ������ S�� �����

1RZ� WKH� RQOLQH� VKRS� LV� VHOOLQJ� HYHU\WKLQJ� WKH� FXV-
tomer might need, including care products (Amazon 

2013). Going along with that strategy the company 

became a strong competitor for a lot of other busi-

nesses, just as for drugstores. It has chosen a strategy 

that is aiming to provide a one-stop-shopping experi-

ence for their users.

Information System’s Perspective 

Provided that an online-shop is being established, 

there are a lot of aspects that need to be considered 

for managing the web-shop. Starting with the imple-

mentation of a system and connected processes vari-

ous topics regarding information technology issues 

must be taken into account. First of all the core ques-

tion of those would be how to design a system that 

IXOϧOV� WKH�FRPSDQ\·V�DV�ZHOO�DV�FXVWRPHU·V�H[SHFWD-
tions and hence leads to success.

In 1980, initial questions concerning the success of 

information systems (IS) were asked by P.G.W. Keen. 

Since then, a lot of articles have been published 

RQ� WKH� WRSLFV� RI� WHFKQRORJ\� DFFHSWDQFH�� ,6� EHQHϧW�
frameworks, and the business value of information 

technology. For over 25 years, William DeLone and 

Figure 1: Shopping behavior in online drugstores; 
Source: Own illustration based on Dialego 2010
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Ephraim McLean have been working on a concept 

WR�HYDOXDWH� WKH�VXFFHVV�RI� LQIRUPDWLRQ�V\VWHPV��7KH�
ϧUVW�YHUVLRQ�ZDV�SUHVHQWHG�LQ������DQG�EHFDPH�WKH�
most cited article regarding this topic throughout the 

following decades what lead to the further develop-

ment of the concept. A lot of authors added further 

investigations on the constituents of the model, their 

LQWHUGHSHQGHQFH�DQG�PHDVXULQJ�PHWKRGV��8UEDFK�	�
0�OOHU�������S�����'H/RQH�	�0F/HDQ�������S����ϱ����
In 2003, DeLone and McLean themselves updated  

WKHLU�FRQFHSW�DQG�SXEOLVKHG�D�UHYLVHG�YHUVLRQ��7KH�,6�
success model follows a three-stage process of send-

ing information, activating consumers and achieving 

EHQHϧWV��,W�LGHQWLϧHV�VL[�FRQVWUXFWV�DV�GLPHQVLRQV�RI�
,6�VXFFHVV��8UEDFK�	�0�OOHU�������S���I��VHH�ϧJXUH����

,Q�WKH�ϧUVW�VWHS�WKH�IRFXV�LV�RQ�WKH�SURFHVV�RI�VHQG-
ing information. For that purpose the authors con-

FHQWUDWH� RQ� WKH� FKDUDFWHULVWLFV� RI� WKH� V\VWHP�� 7KH\�
are using three dimensions of success to describe and 

evaluate the quality of an information system like an 

online-shop: system, information, and service qual-

LW\��7KH�V\VWHP�TXDOLW\�VXEVXPHV�DVSHFWV�OLNH�WKH�XV-
ability of the system, the navigation, the ease of use, 

system features etc. Information quality measures the 

relevance, consistency, comprehensibility, and – in 

the end – the overall usefulness of the e-commerce 

FRQWHQW�� 7KH� FRQVWUXFW� RI� VHUYLFH� TXDOLW\� JLYHV� DQ�
RYHUYLHZ�RI�,7�VXSSRUW�DVSHFWV�OLNH�,6�WUDLQLQJ��KRW-
line, or helpdesk.

7KH�VHFRQG�VWHS�LV�WR�HYDOXDWH�WKH�DFWLYDWLRQ�RI�FRQ-
VXPHUV�� 7KH� VXEVHTXHQW� XVH� RI� D� V\VWHP� �UHVS�� WKH�
intention to use) and the user satisfaction obvious-

ly depend on the quality of an information system. 

5HJDUGLQJ� WKH� ϧUVW�� GLϱHUHQW� DXWKRUV� SRLQW� RXW� WKH�
TXDQWLWDWLYH� VLJQLϧFDQFH� RI� DFWXDO� YLVLWV� LQ� WHUPV�
of ”real uses of the information system” – and thus 

evaluate the frequency of use, the number of visited 

sites, or the number of transactions. Others empha-

size qualitative aspects and thus the intention to use 

by questioning visitors about their experience with 

WKH�V\VWHP�DQG�WKH�SUREDELOLW\�RI�UHXVLQJ�LW��7KH�XVHU�
satisfaction though is often analyzed as overall sat-

isfaction with the e-commerce system, in contrast to 

VLQJOH�DVSHFWV�WKDW�DUH�LQϩXHQFLQJ�LW�VXFK�DV�VKRSSLQJ�
experience, payment, receipt, and service.   

)LQDOO\� WKH� WKLUG�VWHS� IRFXVHV�RQ�EHQHϧWV�JDLQHG�E\�
users, suppliers, and other stakeholders. In this con-

text questions like the following are relevant: ”Have 

internet purchases saved individual consumers time 

DQG�PRQH\"�+DYH� WKH� EHQHϧWV� VXFK� DV� ODUJHU�PDU-
NHWV��VXSSO\�FKDLQ�HϫFLHQFLHV��DQG�FRQVXPHU�UHVSRQ-
VLYHQHVV�\LHOGHG�SRVLWLYH�QHW�EHQHϧWV� IRU�DQ�RUJDQL-
]DWLRQ"µ��'H/RQH�	�0F/HDQ�������S�������3XWWLQJ�LW�
EULHϩ\��WKLV�GLPHQVLRQ�LV�FRQVLGHULQJ�WKH�RYHUDOO�SRVL-
tive or negative outcome for every party involved. It 

also allows conclusions about customer’s loyalty as 

well which marks a very important variable in to-

day’s consumer markets.

Figure 2: Updated Information System Success Model of DeLone & McLean 
Source: Own illustration based on DeLone/McLean 2003, p. 24.
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7KH� FRUUHODWLRQ� EHWZHHQ� WKH� GLϱHUHQW� GLPHQVLRQV�
within the model has been proven by various authors 

and allows the following summary: If an online-shop 

RϱHUV�D�KLJK�XVDELOLW\��V\VWHP�TXDOLW\��DQG�JHQHUDWHV�
a target-orientated content (information quality), 

user satisfaction is high and the result is the custom-

HU·V�OR\DOW\��XVH���'H/RQH�	�0F/HDQ�������SS���ϱ���
7KH� FRQVHTXHQFHV� DUH�PXWXDOO\� JDLQHG� EHQHϧWV� IRU�
WKH�FRPSDQ\�DQG�XVHUV��QHW�EHQHϧWV���LELG���

Marketing Perspective – Success Factors 

2QFH�WKH�V\VWHP�LV�GHYHORSHG�WKHUH�DUH�GLϱHUHQW�DV-
pects that come into play. Changing from the Infor-

mation System to the Marketing perspective one has 

to ask how the online-shop can be integrated in the 

buying process of consumers. Just like in other distri-

EXWLRQ�FKDQQHOV�� WKHUH�DUH�GLϱHUHQW�VWDJHV� LQϩXHQF-
LQJ�WKH�EX\LQJ�GHFLVLRQV�RI�FXVWRPHUV��7KHVH�QHHG�WR�
be considered for online-shops as well. 

�7KH�SKDVH�PRGHO�RI�EX\LQJ�GHFLVLRQV��ϧJXUH����FRXOG�
be a helpful tool to reach that aim. It describes the 

process a consumer passes through when buying 

something. Companies use the model to implement 

target-orientated marketing and sales activities, and 

WR� HYDOXDWH� WKH� HϱHFWLYHQHVV�RI� WKRVH��$FFRUGLQJ� WR�
the model, the creation of awareness and sympathy 

LQ�WKH�ϧUVW�SKDVH��SUH�VDOHV��LV�QHFHVVDU\�WR�LGHQWLI\�
potential customers and arouse their interest in a 

product or store. 

During the second phase (sales) the aim is to generate 

acceptance of a store or product and increase con-

sumer’s intention to buy. Based on a positive experi-

ence with the product or store customer satisfaction 

can be conversed to customer loyalty during the third 

phase (after sales). 

 

Although the concept is relevant for general sales 

activities it can be applied to e-commerce as well. 

Regarding pre sales activities it has to be taken into 

DFFRXQW�WKDW�WKH�RYHUDOO�LPDJH�RI�D�FRPSDQ\�DϱHFWV�
LWV�ZHE�SUHVHQFH��WRR��7KDW�PHDQV�WKDW�DQ\�RQOLQH�DF-
WLYLWLHV�XQGHUWDNHQ�DUH�LQϩXHQFHG�E\�WKH�FRPSDQ\·V�
previous behaviour and the image that customers as-

sociate with it. Besides that, the core task for online 

shops in the pre-sales phase must be to create aware-

QHVV��7KDW�FDQ�EH�DFKLHYHG�E\�RQOLQH�DQG�RϮLQH�FDP-

SDLJQV�WR�JHQHUDWH�WUDϫF�RQ�WKH�ZHEVLWH�
7KURXJKRXW� WKH�DFWXDO� VDOHV�SKDVH�� VKRSSLQJ�KDV� WR�
be fun, carefree, surprising, and customers must be 

DGGUHVVHG� HPRWLRQDOO\� �0ROHQDDU� ������ S�� ��I��� 7R�
reach an emotional shopping experience companies 

should comply with some rules, e.g.: 

• ,QWHJUDWLRQ�RI�VDOHV�FKDQQHOV���PXOWL�FKDQQHOOLQJ��
µ7R�VXFFHHG�RQOLQH��HVWDEOLVKHG�PHUFKDQWV�QHHG�WR�
create an integrated shopping environment that 

combines their catalog (sic), store, and online ex-

SHULHQFH�LQWR�RQHµ��/DXGRQ�	�7UDYHU�������S������� 

Figure 3: Brand- and customer-related goals along the buying process
Source: Pätzmann 2013, p. 36
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• 6SHFLDO�DSSHDUDQFH�DQG�IHHOLQJ�IRU�GLϱHUHQW�WDUJHW�
groups (Molenaar 2010, p. 63).

• Use of technological features: As Molenaar (2010, 

p. 65) states: ”Emotion will play an ever more im-

portant role in the Internet […]. Videos on a web-

VLWH��VKRUW�ϧOPV��FKDW�IDFLOLWLHV�DQG�WKH�LQWHJUDWLRQ�
RI�WKH�ZHEFDP�RϱHU�LQWHUDFWLRQ�DQG�YLVXDO�H[SHUL-
ence.”

When it comes to online after sales measures, compa-

QLHV�VKRXOG�SURYLGH�GLϱHUHQW�RϱHULQJV�OLNH�UHWXUQLQJ�
goods or exchanging items easily. Such procedures 

would lead to increased satisfaction for consum-

ers. If the product does not meet the expectations it 

can be sent back without problems and discussions 

ZLWK�VDOHV�VWDϱ��)XUWKHUPRUH��JXDUDQWHHV�FRXOG�DOVR�
LQϩXHQFH� WKH� EX\LQJ� GHFLVLRQ� �0ROHQDDU� ������ SS��
32f.). 70% of online-shop customers prefer a website 

that has clear terms and condition agreements and 

a money back guarantee (ibid., p. 61). In addition 

to that, web-shops could implement a log-in system 

that purchasers have to use in order to buy products. 

7KHUHE\�FRPSDQLHV�FDQ�XVH�WKH�H�PDLO�DGGUHVVHV�WKDW�
are needed to create an account to communicate di-

rectly and to respond to visits and buying behaviour 

RI�XVHUV��0ROHQDDU�������S�������7KDW�FRXOG�LQFOXGH�
PDNLQJ�QHZ�RϱHUV�EDVHG�RQ�IRUPHU�SXUFKDVLQJ�DQG�
VHDUFKLQJ�EHKDYLRXU��LELG����3XWWLQJ�LW�EULHϩ\��EXLOG-
ing up a relationship with the customers throughout 

every single of the three buying phases is an impor-

tant factor to gain their loyalty.

Two German Drugstores and Their  
(�&RPPHUFH�%XVLQHVV

In order to illustrate the two perspectives previously 

explained the online-shops of two important German 

GUXJVWRUHV�VKDOO�EH�DQDO\VHG�EULHϩ\��

6FKOHFNHU�²�0LVVLQJ�0XOWL�&KDQQHO�
3KLORVRSK\�DQG�%DG�,PDJH

7KH� IDLOXUH�RI�6FKOHFNHU� FUHDWHG�D�ZDYH�RI�QHZV� LQ�
2012: Based on several management decisions with 

high impact on the business’ situation the drugstore 

chain had to report bankruptcy. Schlecker not only 

had to close its retail stores, but also their e-com-

merce business, Schlecker Home-Shopping. 

7KH�FRPSDQ\�LQYHVWHG�D� ORW�RI�PRQH\�LQ� LWV�RQOLQH�
shop initially established in 2002, as well as into its 

successful relaunch in October 2011 (GfK 2012). At 

the same time though it strongly held on to the con-

cept of area covering supply through physical shops. 

As a result, Schlecker had no clear multi-channel 

VWUDWHJ\��DQG�FRXOG�QRW�JDLQ�V\QHUJ\�HϱHFWV��&DPSLO-
lo-Lundbeck 2012). In general a concentration of 

both, store selling and e-commerce is important to be 

in a competitive position. In Schlecker’s case a con-

sistent strategy alignment has been missing, which 

OHG�FRPELQHG�ZLWK�DQ�LQHϫFLHQW�FRVW�VWUXFWXUH�WR�D�
failure of the overall concept (ibid).

Evaluating the online-shop from the IS perspective it 

can be said that the structure of the online-shop and 

WRR�PDQ\�ϩDVKLQJ�SLFWXUHV�ZHUH�FRQIXVLQJ�WKH�XVHUV�
and therefore caused a poor system quality. In this 

respect, absolute disasters have been data leaks and 

WKH� SXEOLFDWLRQ� RI� FXVWRPHUV·� FRQϧGHQWLDO� LQIRUPD-
tion (Flaig 2010). 

With regards to buyers’ behaviour it was mentioned 

that awareness and sympathy are keys for success 

(pre-sales). If negative press is clouding a brand’s or 

company’s image, customers will start looking for 

alternatives which leads to declining sales, like it 

happened to Schlecker. Before bankruptcy the com-

pany hit the headlines with reports about bad treat-

PHQW� RI� VWDϱ� DQG� LQDSSURSULDWH� VDODULHV�� 7KHUHIRUH�
the reputation of the company was negatively bur-

dened (Campillo-Lundbeck 2012). Another aspect: 

7KH�FRPSDQ\�ORVW�LWV�XQLTXH�VHOOLQJ�SURSRVLWLRQ�GXH�
to increasing expectations of customers who wanted 

more than cheap prices (Campillo-Lundbeck 2012). 

7KH� GHPDQG� IRU� VSHFLDO� WUHDWPHQW� DQG� VHUYLFHV� OHIW�
Schlecker in a position of being outrun by the com-

petitive stars of the branch – dm and Rossmann. 
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Besides the 1.600 retail stores in Germany, Ross-

mann has introduced an online-shop in the year 

�����DV�RQH�RI�WKH�ϧUVW�FRPSDQLHV�LQ�WKH�EUDQFK��
$QG�WKH�FRPSDQ\�LV�WKULYLQJ�ZLWK�LW��7KH�VKRS�PDGH�
revenues of 34 million Euro in 2011 (Mielke 2012). 

Concerning the Information System perspective Ross-

mann’s press release of the year 2011 states, that 

achieving user-friendliness was the aim, regarding 

WKH� FRPSDQ\·V� RQOLQH�VKRS� �5RVVPDQQ� ������� 7KLV�
SDUWLFXODU� DVSHFW�ZDV� UHDOL]HG� DQG� OHG� WR�PRGLϧFD-
WLRQV� RI� WKH� RYHUDOO� H�FRPPHUFH� FRQFHSW�� 7KH� ZHE�
VKRS� LV� IRFXVHG�RQ�YLVXDO�HϱHFWV�EXW�DOVR�RQ�D�QHZ�
and fast technique (system quality) (Rossmann On-

line 2012). Furthermore, simple and intuitive naviga-

tion is ensured by a task line on the left side of the 

webpage that functions as a guide through the shop 

(system and information quality). A special service 

RϱHUV�WR�LQIRUP�FXVWRPHUV�YLD�H�PDLO�RQFH�D�PLVVLQJ�
SURGXFW�LV�DYDLODEOH�DJDLQ��VHUYLFH�TXDOLW\���7KDW�LQ-
creases the chance of consumers’ return to the online-

shop in order to buy the product and hence supports 

customer loyalty. In addition to that, people can rate 

VSHFLϧF� LWHPV� DQG� VKDUH� WKHLU� H[SHULHQFH� ZKLFK� LV�
used as a tool to build trust in the product’s quality 

�VHUYLFH�TXDOLW\���7KHUHE\�5RVVPDQQ�FUHDWHV�D�FRP-

munity feeling in which customers can interact and 

help each other with buying decisions. 

Regarding the buying behaviour of visitors, Ross-

mann tries to create an emotional shopping experi-

ence by placing emotional dynamic pictures on the 

front page, e.g. Christmas motifs. Moreover, one 

could see an integrated advertising strategy: Visitors 

VHH�WKH�LWHPV�SURPRWHG�LQ�WKH�QHZVOHWWHU�DQG�OHDϩHW�
DW�D�ϧUVW�JODQFH��,Q�WKH�UHWDLO�VWRUH�VWUDWHJ\�5RVVPDQQ�
concentrates on care and decorative cosmetics just 

OLNH�RQ�KRXVHKROG�SURGXFWV��7R�VHOO�LWHPV�HϫFLHQWO\�
via internet though, the drugstore noticed that it has 

WR�GLϱHUHQWLDWH�WKHLU�UDQJH�RI�SURGXFWV��$Q�H[DPSOH�
LV� WKH�RϱHULQJ�RI� VFRRWHUV�ZKLFK� LV� VXSSRVHG� WR�DG-
GUHVV�PHQ�E\�VHOOLQJ�HOHFWURQLF�SURGXFWV��7KH�VXFFHVV�

of this strategy is visible: about 34% of the online 

customers are male with more than seven minutes 

OHQJWK�RI�VWD\��1LHOVHQ��������

&RQFOXVLRQ

7KURXJKRXW� WKH�DUWLFOH� LW�ZDV�VKRZQ�WKDW� UHJDUGLQJ�
care products the one-stop shopping experience in 

physical stores turns out to still be a more attrac-

tive choice than online-shopping. If drugstores want 

to overcome that and succeed with a multi-channel 

strategy by integrating a web shop, they need to con-

sider certain aspects that are critical. 

Firstly, a user-friendly information system (IS) is es-

sential and reduces the barriers of going online for 

VKRSSLQJ�IDVW�PRYLQJ�FRQVXPHU�JRRGV��7KH�TXDOLW\�RI�
three aspects is crucial here: the system, the informa-

tion sent and the service provided. 

If the customer is confronted with clear structures of 

the web-shop and can navigate through it easily, high 

XVDELOLW\� LV� OLNHO\� �V\VWHP�TXDOLW\���7KH� LQIRUPDWLRQ�
presented need to be up to date, relevant and com-

SUHKHQVLEOH�VR�WKDW�FRQVXPHUV�ϧQG�LW�XVHIXO��LQIRUPD-
tion quality). For problems or questions that might 

arise during using an online-shop drugstores need 

to provide help, e.g. by a hotline, a helpdesk, a live 

FKDW�ZLWK�VWDϱ�RU�D�)$4�VHFWLRQ��VHUYLFH�TXDOLW\���2Q�
the condition that drugstores analyse and implement 

these points, target orientated content will be gener-

ated and result in satisfaction and customer loyalty 

when using the system. Secondly, in the context of a 

multi-channel strategy drugstores need to implement 

the online-shop rather as a part of an existing dis-

WULEXWLRQ�V\VWHP�WKDQ�DV�DQ�DGGLWLRQDO�HQWLW\��7KXV��
FUHDWLQJ�VWUDWHJ\�DOLJQPHQW�LV�D�QHFHVVLW\��7KH�ZHE�
shop will constantly be associated with the company 

DQG� LWV� LPDJH�� 7KLV� EHFRPHV� LPSRUWDQW� GXULQJ� SUH�
sales activities when customer’s awareness is created. 

7KH�FHQWUH�SRLQW�RI�DWWHQWLRQ�IRU�GUXJVWRUHV�PXVW�EH�
to create an emotional shopping experience. In this 

context the challenge is to compensate the lack of 

sensory perception and contact with people when 

VKRSSLQJ�RQOLQH��7KDW�FDQ�EH�DFKLHYHG�E\�FRQQHFWLQJ�

Rossmann – User-Friendly Shopping  
Experience and Extended Product Range



24

WKH� GUXJVWRUH·V� RQOLQH� DQG� RϮLQH�ZRUOG�� 7HFKQLFDO�
features of the information system may remind cus-

tomers of previous emotional experiences in one of 

WKH�FRPSDQ\·V�VWRUHV��,PDJH�ϧOPV��ϩDVKLQJ�SLFWXUHV��
OHDϩHW�DGYHUWLVHPHQW�DQG�WKH�VDPH�ZHHNO\�RϱHUV�OLNH�
in stores result in an integrated online shopping en-

YLURQPHQW��7KH�RYHUDOO�JRDO�PXVW�EH�WR�JLYH�FXVWRP-

ers all the advantages of physical shopping online as 

well. Exchanging items, returning goods or money 

back guarantees belong to those, too. On top of that, 

there must be an online surplus in form of an extend-

HG�SURGXFW�UDQJH�RU�DGGLWLRQDO�VHUYLFHV��7KDW�PDNHV�
it more attractive for customers to go online instead 

of having a one-stop shopping experience in a physi-

cal store. One of those services can be a follow up on 

the satisfaction with products, which is easier when 

contact data like an e-mail address or login informa-

WLRQ� DUH� DYDLODEOH�� 3XWWLQJ� LW� EULHϩ\�� EXLOGLQJ� XS� D�
relationship should be the company’s focus during 

every single phase of the buying process that con-

sumers pass through when ordering articles online.
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