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Summary 

Understanding the buying behavior of customers through traditional trade has been a 

subject of interest by marketing specialists, a necessity felt also in the digital environment due 

to the continuous evolution of technology as well as the transfer of traditional commerce into 

the online environment. That's why investigating user behavior online becomes an 

increasingly necessary process to consider in marketing planning for digital campaigns. At the 

border of marketing and psychology, consumer behavior has always been a topic of interest 

among marketing specialists with a particular impact on company revenue, being extremely 

important to be monitored and influenced to generate the desired results . 

Taking in consideration the rapid development of the online environment and 

implicitly of e-commerce, with this phenomenon and the fact that company webpages were 

affected by this current, the identification of the best structure of the websites became more 

and more important for companies, first of all, in order for marketers to create personalized 

digital campaigns that are fairly targeted to generate desired customer behaviors to establish a 

long-lasting relationship with them, and to offer different digital experiences from 

competitors to win the loyalty of their customers. 

Investigating potential page errors and optimizing them to generate a more attractive 

and optimal choice for customers are key to the success of a marketing campaign. In order to 

get to this point, monitoring, knowledge and understanding of the audience is needed, all of 

which are not possible until recently. 

Based on this reason, this paper reviews the online behavior of IT page visitors in 

order to analyze and understand the audience in order to optimize the elements that do not 

generate a planned response and influence the visitors to take the necessary actions. 

For this reason, the present paper demonstrates through the experiment how these 

digital elements are moved in terms of user behavior in the online environment. The purpose 

of the research was to identify the influence of smart devices (desktop / smartphone / tablet) 

on web page navigation and on-site actions by visitors to identify their behavior. 

In this paper, the proposed goals were to determine the behavior of visitors who 

visited the web page on a desktop / laptop or office computer. To determine the behavior of 



visitors who have visited the web page on a tablet; Determining the behavior of visitors who 

visited the web page on a smart phone. Another objective was to identify areas of interest to 

visitors, identify the areas where they spent the most time on the web page; to determine the 

extent to which the video viewer has captured the visitor's attention on the web page; to 

determine the extent to which the report download button has captured the visitor's attention 

on the web page; Determining the level of interest in using the contact button. Identify the 

extent to which the functionality of the breadcrumbs used on the web page has been carried 

out as required; to identify structural, content and visual elements that generated an 

unfavorable visitor's online behavior in order to optimize the page and determine the optimal 

structure of the web pages from the point of view of the structure, content and visual elements 

of the results. 

The present paper consists of two parts, the first part proposes a review of the present 

stage of the research by making a synthesis of the specialized literature in order to set the 

theoretical framework of the studied subject. 

The second part is represented by the practical elements of the thesis presented by the 

experiment with its results, the elements discovered and the related conclusions and, last but 

not least, the future prospects for the continuation of the research. 

The first part of the thesis, entitled "Digital Instruments for Online Behavioral 

Research", consists of three chapters each representing an important theoretical basis in 

defining the concepts addressed. 

Thus, the first chapter of the thesis titled "Concepts and Fundamentals of Online 

Marketing" is made up of four subchapters the aim is to complete the theoretical basis of 

chapter one by reviewing concepts such as the definition and evolution of online marketing, 

the advantages and disadvantages of the course particularities of this environment, marketing 

mix in the online environment as well as elements that will help to better present the activities 

of the second part of the thesis. 

The second chapter of the first part entitled "Tools for monitoring and analysis of 

online behavior" aims to present some of the most popular tools used by large companies in 

the market to monitor online behavior such as Google Analytics, HotJar and Optimizely and a 

brief comparison theirs. 

The third chapter of the first part of the thesis, entitled ”Behavioral Purchasing 

Patterns in the Online Environment”, focuses on defining the concept of buying behavior by 

analyzing the literature for understanding the concept of "buying persona", the advantages and 



disadvantages of the concept in the online environment, purchasing behavior as well as user 

experience on their journey and the relationship they establish with that product or company. 

The thesis continues with the second "Operational research on optimization of digital 

marketing campaign" and is as the name reflects, the practical part of the thesis. It is 

structured into five chapters, the first of which shows the instrument used in the experiment, 

touching descriptions, features, and benefits. 

Chapter Two of the second part of the thesis presents experimental models for a better 

understanding and classification of the experiment's thesis. 

  Chapter Three continues the thesis with the practical part and is the core of the whole 

work - the experiment. This chapter is divided in turn into three chapters each major elements 

of the experiment reaching such be design methodology and conceptual model, experimental 

research and analysis and interpretation of experimental results. 

Last but not least chapter of the second part of the thesis entitled focuses on using the 

results of the experiment to optimize the digital campaign, this chapter has in its structure 

three other subchapters presenting the results obtained in order to be included in the 

optimization, the innovation brought by the usage of such instruments and, recommendations 

for improvement through the use of such an instrument. 

The end of the thesis concludes with chapter five, for final conclusions, synthesis 

experiment results, limits and prospects of its future research. Being followed by 

bibliographic references and a list of figures/graphs. 

Following thorough monitoring and analysis of the online behavior of the visitors to 

the experiment, it has been found that page navigation has been done correctly, and an 

increased interest has been shown on the elements offered by the page from different 

perspectives. However, the experiment revealed that certain actions of the users of that page 

were directly influenced by the device from which they visited the web page. 

  Thus, building digital online marketing campaigns with a view to knowing the online 

behavior of their users is able to anticipate their need, which often turns into net worth for the 

company both through notoriety and income. 


