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Executive Summary 

This Master’s Thesis focuses on mix retail and its relationship with the online 

advertisement industry. It contains an explanation about how mixed retailers (businesses 

with both web-shops and physical stores) in Iceland and Thuringia utilize user data, 

tracking, analytics and diverse online advertisement schemes to increase sales; the way 

data protection regulations in the European Union have changed how online 

advertisement agencies and hosts conduct their business and sell services in these two 

territories; and finally, an analysis of the ethical implications of tracking and the use of 

personal information for marketing purposes. 

Zusammenfassung 

Diese Masterarbeit befasst sich mit mixed retail und seinen Beziehungen zur Online-

Werbebranche. Es enthält eine Erklärung, wie gemischte Einzelhändler (Unternehmen mit Webshops und 

physischen Läden) in Island und Thüringen Benutzerdaten, Nachverfolgung, Analysen und verschiedene 

Online-Werbemaßnahmen nutzen, um den Umsatz zu steigern. Die Art und Weise, wie 

Datenschutzbestimmungen in der Europäischen Union verändert haben, in der Online-Werbeagenturen und 

-Hostings ihr Geschäft betreiben und Dienstleistungen in Thüringen und Island verkaufen; und schließlich 

die ethischen Auswirkungen des Trackings und der Verwendung persönlicher Informationen für 

Marketingzwecke. 

Útdráttur 

Þessi meistararitgerð fjallar um rafræn viðskipti og tengsl þeirra við stafrænan auglýsingaiðnað. 

Hún gefur skýringu á hvernig smásalar á Íslandi og í Thuringja, sem hafa bæði að geyma verslun og verslun 

á netinu, nota gögn, mælingar, greiningar og fjölbreyttar auglýsingar á netinu til að auka sölu. Hún mun 

einnig kanna hvernig gagnaverndunarreglugerðir í Evrópusambandinu hafa breytt því hvernig 

auglýsingastofur á netinu og netheimili eiga viðskipti og selja þjónustu. Að lokum verða gefnar 

siðferðilegar ályktanir af mælingum og notkun persónulegra upplýsinga í markaðslegum tilgangi sem og 

hvernig viðskiptavinir verða í auknu magni háðir því að versla á netinu. 

Key words 

e-commerce, personal data, data mining, tracking, analytics, online advertisement, 

GDPR, privacy, business ethics, Iceland, Thuringia. 
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Foreword 

Within the nations we are witnessing a development under which the economic 

system ceases to lay down the law to society and the primacy of society over that system 

is secured. This may happen in a great variety of ways, democratic and aristocratic, 

constitutionalist and authoritarian, perhaps even in a fashion yet utterly unforeseen. 

The future in some countries may be already the present in others, while some may still 

embody the past of the rest. But the outcome is common with them all: the market 

system will no longer be self-regulating, even in principle, since it will not comprise 

labor, land, and money. 

Karl Polanyi, 1944 

The Great Transformation: The Political and Economic Origins of Our Time  



1. Introduction 

This Master’s Thesis is the culmination of several months of research in the fields 

of e-commerce and online marketing, and is presented to obtain the degrees of M.A. in 

International Business and Economics in the Schmalkalden University of Applied 

Sciences, and of M.Sc. in Business Administration in Reykjavík University, as part of a 

double degree agreement between both institutions of higher education. 

The choice of subject and independent research came from the author’s personal 

interest on the topic of, at first, the fashion and beauty (cosmetic care) industries, and 

secondly Big Data and the increasing emphasis and focus businesses are putting into 

developing an online presence both on their own websites and in their social media 

profiles and for which users’ information is more important every day. The latter aspect 

is especially important for businesses whose model exists partly or entirely online and 

depend on being “visible” to customers on the internet in order to direct traffic to their 

site and sell their products; rather than businesses whose intentions for their online 

presence is just to attract clientele to their brick and mortar locations. 

Initially, the questions were how much impact online advertisement actually has 

on businesses’ sales and revenue, and whether it was worth it to pay for ads in social 

media or not, particularly when a business can just create a free profile; but a new, and 

much more crucial, aspect was brought into light because of how exactly the online 

advertisement and data businesses actually work behind closed doors, how widespread 

this practices are and how they affect the users. 

How online advertisement damages users’ privacy is not a new question, and has 

been addressed numerous times from the perspective of business, of marketing, finance 

and even sociology, but it is a topic of novelty that must be addressed in rigorous 

academic research -particularly because it is so critical to people’s everyday life that it 

has already resulted in the alteration of established public policy: in the 25th of May of 

2018 the European Union introduced changes to the General Data Protection Regulation 

(GDPR), whose aim is to protect European citizens and residents from privacy abuses 

and data breaches, particularly online.  

The GDPR, as it stands now, places limits on how some user information can and 

cannot be processed by companies and requires that users explicitly accept this gathering 

of information, or the tech firms processing such data will be punished by heavy fines or 

even bans. This does not mean that companies can no longer subtract user data to be able 
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to target advertising, or to provide analytical services for websites, only that they need to 

obtain consent before they do so. However, while data harvesting regulations may apply 

in the entire European common area, there is still very little law enforcers can do about 

ad fraud. 

This regulation had not been radically changed in 20 years, and it had allowed for 

marketing hosts and service providers to build a complex and extremely effective 

apparatus of (essentially) surveillance of users with which they could learn their interests, 

behaviors and monitor their activities, in order to serve them ads and content that guided 

them to a purchase, either on or offline. Changing this has not and will not be easy. 

In this thesis, the extent to which the GDPR has been effective in curving the 

continuation of the surveillance-marketing schemes is not largely discussed, but rather 

the strategies which both businesses, marketing agencies, and online advertisements 

providers are currently using (and have used) to reach their target, how they have changed 

since the introduction of the new regulations, and the ethical responsibilities that these 

actors ideally have to assume that are the outcome of their relationship with users. 

 

Users, and potential buyers, now are faced with an aggressive advertisement 

infused and commercially driven ecosystem online. Never before in the history of 

humanity has buying objects been easier than it is now, and businesses are capitalizing 

on their customer’s online availability to try to sell products continuously. Anything, from 

a pair of socks to highly specialized medical equipment, or even the fresh produce 

necessary for that same day’s meal, is a couple of clicks and a quick online bank 

transaction away from being conveniently delivered to an address. 

E-commerce giants such as Amazon, Alibaba, eBay, Rakuten and, in Europe, 

Zalando, have revolutionized the relationship people have with their computers and 

mobile devices, as well as the generalized expectations about the user-friendly interfaces 

of online shops and the ease of purchase fulfillment. Now, smaller businesses are 

struggling but actively trying to replicate these systems by generating their own web 

shops and mobile applications.  
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Managing online purchases has become so convenient and profitable for 

businesses that ironically, now showrooms or physical locations of popular online stores 

exist just so people can see and try the product, decide whether they like it and then place 

an order online on-site, to be delivered to their home later that day or the next (Amazon 

Go, Warby Parker and Glossier, to name a few examples).  

But their efforts to show how much easier it is to get the things online instead of 

in a store can go even further than that. Some of these same e-commerce behemoths allow 

users to scan barcodes in competitor’s physical stores and look for the same product 

within their catalog, to compare prices and decide if it is cheaper to buy the product the 

person is seeing in the store, or online. 

These examples mean, at first glance, a complete change in the paradigm of how 

consumers have known the shopping experience to be until now; how businesses conduct 

their work both on and offline and what they prioritize; and more importantly for this 

thesis, the way online advertising hosts and social media sites have to target and approach 

the potential clients of the businesses who employ them.  

For the purpose of the simplification and execution of this research work, Prof. 

Þröstur Sigurjónsson suggested, in November of 2018, this initial triangle of actors 

(consumers, businesses and online advertising hosts) and, alongside the author, looked at 

how their relationship is like: all actors, inevitably, have contact with one another in the 

business process, but do so at varying degrees of knowledge, as will be explained in a 

later chapter of this work. 

 Furthermore, for smaller sized businesses, the triad becomes a quadrangle with 

the entrance of a new actor: the “agencies” that take care of generating and implementing 

the marketing strategy for them and also buy the services off the marketing hosts as 

proxies for their client web-shops, or can even provide Big Data and analytical solutions 

themselves. 

However, it is important to clarify in the very introduction of this text that there 

isn’t, necessarily, a problem to resolve or a solution to propose when it comes to e-

commerce or even online advertisement, but rather a lot to explain and understand, and 

more accurately, bring light to in this field: especially from the companies’ perspective 
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of business development and incorporation into the online world, which covers a 

substantial part of the methodology of research.  

The real, and mostly camouflaged issue is the ethical aspect, or ethical 

consequences, of online advertisement and the utilization of user data. This work contains 

an exploration from the user’s and client’s perspective of whether these practices are 

ethical or not from a business perspective, and who is responsible for them. This last issue 

arose from the fact that there have already been legal repercussions for breaches of the 

established data protection regulation, but even within the legal limits the ethical gray 

areas are left entirely for the businesses to decide how to act and what to determine as a 

final frontier. 

In this regard, this work is complimentary and recapitulating to more in depth and 

topic focused previous research done in the fields of user data protection, privacy, ethics 

of online marketing and competition. 

 

1.1 Outline 

The main goal throughout this exploratory research study is to explain the way 

small to medium sized enterprises (Eurostat, N/D) in Germany and Iceland are currently 

utilizing online marketing resources to communicate with their customers, or potential 

clients, to increase their sales, how this is done and what the long term outlook of this 

business model is.  

Drawing from Zuboff’s previous research (2015) the starting point of this Thesis 

is “to sharply delineate the epistemic features of ‘big data’ – heterogeneous, unstructured, 

trans-semiotic, decontextualized, agnostic – and to illuminate the epistemological 

discontinuities such data entail for the methods and mindsets of corporate strategy’s 

formal, deductive, inward-focused, and positivistic conventions.” 

This means, in more mundane words, contextualizing what the big picture of 

online marketing and social media advertisement is in Europe (not entirely, but mainly in 

Iceland and Thuringia), focusing on the way mix retailers and web stores are visibly 

applying marketing and targeting tools; as well as explaining how the advertising hosts 



 

 

 

- 5 - 

and networks function and what they do with user’s data and online activity to be able to 

provide such services; and finally what it means for the user’s online privacy and even 

shopping anonymity.  

These aspects are so closely related to one another and follow a quasi-systemic 

chain of information and dependency that the author found it impossible to focus on a 

single topic of the online marketing  to make an overture, and instead this thesis will touch 

on the more important aspects of each theme with a clearer focus of two ad hosts, 

Facebook and Google (used by all the surveyed participants of the study, as shown in 

chapter 3); and a central issue: user privacy. 

To illustrate the business strategy and utilization of online marketing schemes in 

Thuringia and Iceland, in the methodology the author has used a combination of in depth 

and short surveys made to the in-house marketing team or general managers of 4 different 

companies to explain how data harvesting and user tracking has completely reformed the 

way companies do business online, as well as the online advertising landscape, whilst 

remaining for the most part in the shadows.  

For instance, to the general public it is still a novelty to know personal data is 

being stored and used by tech corporations: 74 percent of all adult Facebook users in the 

USA surveyed by the Pew Research Center did not know that the social media classified 

their personal interests. To go even further, “84 percent of those who reported that 

Facebook had categorized their interests did not know about it until they were directed to 

their ad preferences page.” (Hitlin & Rainie, 2019) 

There are many potential oversights in conducting such a study with only 4 willing 

participants. In Hofstede’s words, “one of the weaknesses of much cross-cultural research 

is not recognizing the difference between analysis at the societal level and at the 

individual level,” (2011) which is why the interviewee’s opinions about the online 

marketing environment and their expectations were separated from the facts about their 

business and marketing game plan. This distillation made it possible for the businesses’ 

details to be analyzed on their own, to extract specific data about their strategy and 

processes, but even then, the research lacks size and reach to be anything more than 

demonstrative on a small scale. 
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The last chapter covers the conclusions of both the literature review and the 

research methodology and raises, as well as tries to answer to a certain degree, 

considerable ethical questions (that should ideally be developed with further research 

whose only focus is that) such as: is tracking and data collecting for marketing purposes, 

as it functions now, ethical? Is it necessary to raise public awareness to this business 

practice? Is the social media business model, when it is centered around advertising, 

exploitative of its users? 

However in this study the author does not intend to be a judge and dictate whether 

businesses and marketing hosts are being bad or acting out of ill-intent, or simply 

capitalizing on an extremely effective business opportunity and tool; but rather to 

consider how things are being done and if it is necessary for the market to self-regulate 

and adjust, or if external restrictive measures should be applied. 

This last part stems from the client’s perspective and rights, but it is very 

complicated for law makers and regulators. People don’t like to be tracked, or 

categorized, but it is acutely useful for business to be able to do that. To illustrate the 

author proposes the following brief example: 

On the one hand social media’s users are not happy with Facebook creating a 

shadow profile of them where a list of interests is done and categorized for advertisers to 

be able to choose an audience based on. This list can include harmless and public aspects 

like hobbies and topics of interest, but go as deep as political affiliation, ethnicity, and 

sexuality: “with a majority of users noting that Facebook at least somewhat accurately 

assesses their interests, about half of users (51 percent) say they are not very or not at all 

comfortable with Facebook creating this list about their interests and traits,” (Hitlin & 

Rainie, 2019). 

But on the other, Facebook’s perspective on the reason for the creation of trait 

profiling -taken from an announcement published on the business site of the platform-, is 

so convincing and innocuous, that it even sounds like a necessary approach for a business 

seeking advertisement opportunities to take: 

“Advertising should empower you to learn about things that are relevant to you, 

that speak to you, that reflect you and your community […] this is a process known 
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in the ad industry as “exclusion targeting.” This prevents audiences for 

community-specific ads from seeing a generic ad targeted to a large group […] 

This kind of communication is positive: it reflects an advertiser’s respect for the 

diverse communities it is trying to reach.” (Martinez, 2016, n.p.) 

It is exactly this irreconcilable duality of needs and exigencies which makes user’s 

personal privacy concerns (and the topic) in general so interesting and polemic; and the 

author believes an ethical analysis of such dilemma is the most fitting and fruitful 

proceeding for an academic examination of it. 

 

2. Background work 

To be able to explain how businesses in Thuringia and Iceland use online 

marketing resources to increase sales, the first step is to define and describe how these 

territories are comparable to one another on a business level. The reason why this country 

and federal state were chosen for this study is in the introduction of the thesis.  

In second place, this chapter contains a description of what the mixed retailers’ 

online marketing tools are, how they work and how they apply to an online business 

strategy. These tools and subchapters are e-commerce, online advertising, social media, 

analytics.  

Finally, this chapter also contains a succinct explanation of the personal data and 

privacy concerns these tools mentioned in the last paragraph raise. 

2.1 Country comparison  

This first subchapter of the background work contains a concise overview and 

analysis of the general economic, cultural and basic demographic aspects of both Iceland 

and the Federal State of Thuringia, and transitions to the social media and advertisement 

business specifics of each region. 

Iceland 

As of January of 2019, the total population of the island was 356,991 inhabitants, 

according to the National Statistical Institute of Iceland (Statistics Iceland, 20 March 

2019) The number of inhabitants is expected to grow steadily, although “the total fertility 
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rate was 1.707, compared with 1.710 in 2017, and has never been so low. The total fertility 

rate in Iceland peaked during the late 1950s and early 1960s, was 4.27 in 1960 and 4.24 

in 1959.” (Statistics Iceland, 02 April 2019). The continuous growth in population can 

also be explained by the influx of foreign migrants, which in 2018 amounted to over 6.6 

thousand people (Statistics Iceland, N/D). 

To understand the country’s culture better, Prof. Geert Hofstede’s cultural 

dimensions laid out in the book “Culture’s Consequences: International Differences in 

Work-Related Values” (1980) can be used as a basic framework. In it, culture is defined 

as a “collective programming of the mind” (p.13), and though that is a very constrictive 

definition, which allows for almost no variations, it does give room to understand unique 

national phenomena or what he calls “value systems” (p.22). 

Available online is a continuation of Hofstede’s work called Hofstede Insights 

that now evaluates using 6 cultural dimensions (Power Distance, Individualism, 

Masculinity, Uncertainty Avoidance, Long Term Orientation and most recently 

Indulgence). In the case of Iceland, and particularly pertinent to the subject matter of this 

study, four key insights were taken from the Country Comparison: Iceland (N/D): 

1. “In Iceland hierarchy is established for convenience, superiors are always 

accessible, and managers rely on individual employees and teams for their 

expertise. Both managers and employees expect to be consulted and 

information is shared frequently. At the same time, communication is informal, 

direct and participative.” (n.p.) 

2. “There is a focus on planning, and these plans can be altered at short notice 

and improvisations made.” (n.p.) 

3. “They exhibit great respect for traditions, a relatively small propensity to save 

for the future, and a focus on achieving quick results.” (n.p.) 

4. “In addition, they place a higher degree of importance on leisure time, act as 

they please and spend money as they wish.” (n.p.) 

Iceland is, in short, a very non-hierarchical and rather socially flat nation, due to 

both its small population and culture. This social attitude and openness are distinctively 

important when it comes to the recognition of people’s private sphere and online 
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activities, which will be explained later in this chapter, and the boundaries they put up for 

themselves and expect from others. 

People are readily available to one another and enjoy leisurely and collective 

activities, and a tight knit social tissue can result in very positive aspects such as scoring 

as the safest country in the world in the Global Peace Index (2019, p.8).  

The surge of immigrants in the past years that have moved to Iceland can also be 

explained by the high standard of living and relatively steady economy the country has 

enjoyed for the past years. Iceland ranks 6th in the United Nation’s Human Development 

Index, included in the Human Development Indices and Indicators report (UNDP, 2018), 

and has a gross domestic product (GDP, the sum of the value of all services and products 

produced in a country, typically measured yearly) of 25.88 billion U.S. dollars as of 2018 

(IMF 2019, in Statista). 

Iceland’s GDP is projected to keep expanding over the next years, and is 

comparable to that of countries such as Estonia, which closed 2018 with a 30.2 billion 

U.S. dollars GDP, and Nepal, with 28.8 billion U.S. dollars; taking data from the World 

Bank (2019), although they both have a much greater population. 

Iceland’s industrial prowess is contained to a few sectors only, but those of which 

are decidedly strong and developed to remarkably high standards. According to the U.S. 

International Trade Administration’s “Market Overview” (2019), Iceland’s largest 

exporting industries are: 

“Aluminum products and fish products. In 2017 marine products were 17 percent 

of total exports, aluminum products another 17 percent, and manufacturing 

products other than aluminum accounted for 6 percent. [On the other hand] main 

material imports to Iceland in 2017 were industrial supplies 27 percent, capital 

goods (except for transport) 21 percent, transport equipment 19 percent, fuels and 

lubricants 12 percent, consumer goods 13 percent, and food and beverages 8 

percent.” (n.p.) 

Interestingly, the two subjects of this study are quite strong business partners; 

according to CIA, published in Statista (2019), Iceland imports more products from 

Germany than from any other country in the world. 
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Although they are not key players in the country’s economy, retail services both 

on and offline, alongside all consumer goods and services in Iceland contribute punctually 

to both the standard of living and the perception of urban development, which in company 

with the natural resources of the island, also are a main point of attraction for tourists 

around the world.  

Between the years 2016 and 2018 there was only a slight change in the adult 

clothing retail panorama in Iceland, as seen in Table 1 below (Statistics Iceland, 2019), 

with a small number of registered retailers closing its doors in all regards, with the 

exception of jewelry: 

 

Source: Statistics Iceland. 

The number of physical (also referred to as brick and mortar) clothing stores 

registered in the Internal Revenue Directorate went down 3.42 percent, whereas a more 

notorious change, as well as more pertinent to this academic work, could be observed in 

the amount of businesses registered under the “retail sale via mail order houses or via 

Internet” code; that rubric increased over 17 percent in the same two year period.  

It is imperative for this study to know how and why new online stores, or stores 

who offer delivery services for online sales additional to their physical locations, are 

opening in Iceland. The author believes that to understand the result, first we must go 

back to the source of this new business opportunity: the widespread use of the internet in 

the country, and as mentioned earlier in the chapter, the noticeable cultural openness of 

the people. 

According to Hootsuite & We Are Social (2019) in their Digital 2019: Iceland 

report, there are 335.8 thousand active internet users in the country, which means the 

Registered enterprises and organisations 2008-2018

2016 2017 2018

46.42.0 46.42.0     Wholesale of clothing and footwear 136 132 127

46.48.0 46.48.0     Wholesale of watches and jewellery 13 12 14

47.51.0 47.51.0     Retail sale of textiles in specialised stores 64 64 65

47.71.1 47.71.1     Retail sale of clothing (execpt children's clothing) in specialised stores263 252 254

47.72.1 47.72.1     Retail sale of footwear in specialised stores 31 31 29

47.77.0 47.77.0     Retail sale of watches and jewellery in specialised stores 39 38 40

47.91.0 47.91.0     Retail sale via mail order houses or via Internet 181 199 213
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internet penetration rate is of over 99 percent of the Icelanders; of these, 280 thousand are 

active social media users, accounting for 83 percent of the total population. 

In the same report, the 3 most visited websites in Iceland (sourced from Amazon’s 

Alexa research project) are Google.com, Youtube.com and Facebook.com in that order. 

The total advertising audience on Facebook, based on the platform’s monthly users, is of 

260 thousand profiles, divided equally between genders. 

According to Statista’s report on the highest Facebook audience reach in 2019, 

the social network had an addressable ad audience of about 90 percent in Iceland, as seen 

in Statista (2019). 

This means, in short, that there is a very large and well segmented pool of potential 

shoppers over the age of 13 exposed to advertisers through their social media profile (and 

online presence across the board), as well as advertisers and businesses who are 

swimmingly reaching their target audience very effectively through Facebook and its 

satellite marketing services. 

Germany 

Germany, located right in the center of Europe, borders with 9 other countries, 

which gives it a very unique economic and political advantage. The population, as of June 

of 2018, according to the Federal Statistical Office or Destatis (N/D) was of 82.8 million 

people, of which approximately 20.8 million are either immigrants or nationals with at 

least one immigrant parent or parent who is not German by birth (Destatis, 2019).  

Moreover, in recent years the influx of refugees and immigrants from Middle 

Eastern, African and Central American countries has resulted in the total foreign 

population accumulating over 13 percent of the country’s total (Destatis, N/D). 

Even so, Germany’s culture remains decidedly European although increasingly 

internationalized. Like for Iceland, Hofstede’s Insights are key in understanding the 

business culture and people’s attitudes towards social interaction both on and offline. The 

following insights have been taken from the Germany Country Comparison (N/D): 
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1. “A direct and participative communication and meeting style is common, 

control is disliked, and leadership is challenged to show expertise and best 

accepted when it’s based on it.” (n.p.) 

2. “The German society is a truly Individualist one […] Communication is 

among the most direct in the world following the ideal to be “honest, even if 

it hurts” – and by this giving the counterpart a fair chance to learn from 

mistakes.” (n.p.) 

3. “German culture is Restrained in nature. Societies with a low score in this 

dimension have a tendency to cynicism and pessimism. Restrained societies 

do not put much emphasis on leisure time and control the gratification of their 

desires.” (n.p.) 

From this we can gather that Germany is in general a much more individualistic 

society than, contrastingly, Iceland. People tend to be a lot more self-reliant and this 

reflects on several of their social characteristics, like their housing habits, as described by 

Destatis (2019): 

“In 2018, there were roughly 41.4 million households in Germany […] one-

person households accounted for the largest proportion (42 percent). This means 

that roughly 17.3 million people, or one in five persons, in Germany lived in a 

one-person household. In 58 percent of the households (24 million) there were 

two or more people. The largest group among multi-person households was two-

person households (34 percent of all households). Three-person households 

accounted for 12 percent, four-person households for 9 percent. Only 3 percent 

of the households comprised five or more persons.” (n.p.) 

Other than social and cultural reasons, this residential phenomenon could also be 

explained by Germany’s strong economy and the habitants’ ability to securely maintain 

a household with their jobs, although the way it affects digital trends may seem 

counterintuitive. Only 67 percent of the single resident households have an internet 

connection at home, and this number rises to 97 percent if the house has more than 4 

residents (Initiative D21, 2019). 



 

 

 

- 13 - 

In 2018, Germany’s Gross Domestic Product exceeded 3.99 trillion U.S. dollars, 

according to the World Bank (N/D), and the value per capita was of a little over 48 

thousand dollars. Although only .7 percent of all businesses in the country are categorized 

as “large” enterprises, almost 40 percent of the working population is employed by them 

nationwide (Destatis, N/D). 

Germany also ranks right above Iceland in the United Nation’s Human 

Development Index, in fifth place, with an overall grade of .935 (UNDP, 2018), and has 

maintained a top position in the Index with very little variation since 2010. Furthermore, 

the country has unceasingly earned a grade above .80 since the first measurement was 

done in 1990. 

Since that first human development assessment, Germany has grown and 

developed astronomically, especially in terms of science and technology; and Germans 

have a special affinity for technology. So much so, that as of January 2019, 96 percent of 

the population had internet access -a 5.8 percent increase from the previous year. 

According to Destatis, about 65 million Germans 10 years or older access the internet 

regularly (2018); however, only 46 percent of the internet users in the country utilize 

social media (Hootsuite & We Are Social, 2019). 

Notably, according to the same Hootsuite report, Facebook is not the most popular 

social media platform in the country: YouTube is, although it could be categorized as an 

entertainment and video sharing platform, and not necessarily a social media site. The 

five websites with the most monthly average traffic in Germany in 2018 were Google.de, 

Google.com, Youtube.com, Facebook.com and Amazon.de (Hootsuite & We Are Social, 

2019). 

Although Germans appear not to be big on social media, about 77 percent of the 

regular internet users in the country do buy goods and services via the internet: “that is 

50 million online buyers. Based on current results of 2018, the Federal Statistical Office 

also reports that especially clothing and footwear (67 percent) are purchased online, 

followed by furniture, toys and other consumer durables (52 percent), holiday 

accommodation (42 percent), tickets (41 percent) and books and periodicals (40 percent)” 

(Destatis, 2018). 



 

 

 

- 14 - 

The specific focus of this study requires the geographic, demographic and 

financial delimitation of a territory that resembles Iceland but does not necessarily mirrors 

exactly its particularities. Thuringia, where the author resides, is the 6th smallest state in 

territory in Germany, and the 5th least populated. 

Thuringia’s GDP in 2018, according to the Statistische Ämter des Bundes und der 

Lände, was of over 63.8 billion Euros (2019), about 2.5 times that of Iceland. Its “much 

diversified industrial sector […] ranges from the food to the automotive industry to high-

tech industries such as biotechnology and opto-electronics.” (State Development 

Corporation of Thuringia, N/D). 

In Thuringia, like in Iceland (European Comisison, 2014), the overwhelming 

majority of enterprises are small to medium sized, as is the trend throughout all of 

Germany. About 99.6 percent of all companies have less than 250 employees according 

to Thuringian Ministry of Economy, Science and Digital Society (2015). Interestingly 

when contrasted with the national statistic, more than 91 percent of the working 

population in the state is employed in a small to medium sized enterprise in the State 

(Schwartz & Gerstenberger, 2018). 

Perhaps its biggest difference with Iceland is Thuringia’s internet penetration. In 

the State there is an acute difference of internet users by percentage from the rest of the 

country: it is in fact the federal state with the least desktop internet users of all, as 

measured in the D21 Digital Index of 2018/19 (Initiative D21, 2019). It is also the only 

‘Bundesland’ that did not increase in internet users since the last measurement of 2017/18. 

However, the outlook for mobile internet use is slightly better, as there Thuringia 

grew 6 percent from last year, to reach 62 percent of the population connected to the 

internet via a mobile device. In this regard both Sachsen and Brandenburg score lower. 

This deferment in internet use can perhaps be explained by social reasons, as the 

same study shows that 75 percent of the population older than 65 years remains offline, 

as well as 82 percent of the unemployed; and Thuringia has an unemployment rate of 5.3 

percent, .2 percent higher than the national average (Bundesagentur für Arbeit, 2019). 
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2.2 e-commerce 

In this second subchapter of the literature review the description of the online 

business and marketing tools companies use to sell online begins. The first of these, and 

foundation of the entire business system and this thesis, is e-commerce. In this section 

the author will explain how and why e-commerce started an online revolution. 

Creating the infrastructure to buy and sell things online was the natural course of 

action for businesses when a new form of technology (the internet) that promised to 

connect the entire world through computers became popular. 30 years after the foundation 

of the world wide web, online shopping has become a near form of entertainment and the 

ways vendors and service providers are reaching their target audiences is extraordinarily 

accurate and effective. 

There are three main reasons why online shopping is so successful, and although 

this has not been this way from its early days as an industry, the reach and potential of e-

commerce now -particularly when contrasted with traditional commerce, seems to have 

no obvious limit.  

Firstly, right now vendors have an extraordinary capacity to know their clients, 

that had never occurred before: “The informating of the [digital] economy […] is 

constituted by a pervasive and continuous recording of the details of each transaction. In 

this vision, computer mediation renders an economy transparent and knowable in new 

ways. This is a sharp contrast to the classic neoliberal ideal of ‘the market’ as intrinsically 

ineffable and unknowable” (Zuboff, 2015, p. 78). For online stores, knowledge has 

become a currency and their biggest strength. 

In second place, online businesses are extremely successful for the unending 

availability of their services, whose only limitation is perhaps the scheduling of shipping. 

When a physical store in Germany might close at 8pm at the latest, an online shop will 

be open 24/7. For younger generations, who are the biggest users of online shopping 

services according to the D21 Digital Index, this is tremendously valuable.  

Additionally, this availability is also corporal, as a user can be buying a product 

online whilst being anywhere in the world, whereas to buy from a brick and mortar store 

being physically present in the store is necessary. 
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And thirdly, the range of products and services available online is unparalleled. 

Even the largest shopping centers with the biggest stores cannot compete with the 

unlimited catalog of products that a person can buy from online stores, either singles or 

marketplaces. The vast amount of choices and price points is like anything that has ever 

existed in the world. 

This new and exciting opportunity is also more readily available for businesses 

than before, because of the internet use penetration in both Iceland and Germany and the 

increasing digital awareness of even the smallest business owners. In 2019, be it due to 

these reasons or a generational change, it is clear that a lot of brands and businesses see 

the value of selling their stock online. This is true for almost any carrier whose products 

can be safely shipped or delivered to a location outside their stores or storage facilities 

and can be anything from a box of cookies to an industrial machine. 

Getting started on a web shop is not easy, and it requires a level of expertise that 

very few small and medium sized businesses have on hand in their teams; and hiring an 

outside consulting firm or IT agency can be both costly and time consuming for a 

company that is watching their sales go down and wants to be online immediately. 

Therefore, setting up shop in a “marketplace is the ideal starting point for 

merchants to gauge market potential without large capital outlay or resource investment. 

Collaboration with these platforms is the perfect way to lower the main five barriers to 

international expansions – localization, language, logistics, laws and legislation.” 

(McDermott, 2015, p.6) 

A marketplace is like an online shopping mall where producers and merchants can 

publish an item for sale, and the purchase is processed by the host bringing security and 

trust to the consumer. The seller can either fulfill the shipment through the marketplace 

or by themselves, depending on where the stock is and the contract they’ve paid for.  

Some of the most popular ones in the world are Amazon, eBay, AliExpress and 

Wish, and they attract vendors and producers by the massive amounts of traffic they have 

on their site, particularly during the holiday and sales seasons. Moreover, it is expected 

that by 2020 marketplaces will control over 40 percent of the global online market 

(McDermott, 2015) Against the seemingly infinite offer of online marketplaces it would 



 

 

 

- 17 - 

seem that small retailers wouldn’t be able to compete at all. For example, a query on 

Amazon.de for ‘clothing hangers’, in August of 2019, yields more than 60 thousand 

results. Then, how could a small store of house items compete with such a vast amount 

of choices in just hangers? 

For mixed retailers, like the participants of this study, it is paramount that their 

online presence matches and drives traffic to their brick and mortar location too, to 

generate shopping synergy and maximize the potential of both businesses, particularly 

for urgent purchases: “searches for “near me” have grown over 3 times in the past two 

years, and almost 80 percent of shoppers will go in store when they have an item they 

want immediately.” (Pollak, 2018, n.p.)  

Then, if the store is closed when the client wants to urgently buy, the online shop 

would be available and ready to undertake the purchase. Businesses can capitalize on 

opportunities like this and optimize their location-targeted ads to ensure they’re reaching 

this audience. 

Online stores have several resources like this one in their hands to reach their 

customers: in short, they are advertising, social media and analytics. They will be 

explained in detail in latter subchapters but there are crucial ways in which they affect the 

way online stores are set up that cannot be separated from this e-commerce section. 

A fundamental part of how online stores are set up that contributes to their success 

is price discrimination (done through the use of trackers). This means that the price of a 

product or service might go up or down according to the ‘type’ of users that are viewing 

the item. With this system businesses can decide whether the pricing is fixed for all users 

coming to the site, or if it varies on a single person basis, depending on what that person 

has been “shopping around” for in other websites before coming to the online shop: 

“Price discrimination involves varying the price of any specific product or 

service, depending on the amount that a customer is willing to pay. The vast 

amounts of user-data gathered on the modern web are a natural fit for such a 

pricing strategy. Knowing, for instance, that a user visits web pages which sell 

high-end goods can be used to infer the income level of that user. This knowledge 

can, in turn, be used to dynamically increase the price of a product on a, 
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seemingly, unrelated website, simply because that user is likely to have the ability 

and willingness to pay more for that product”. (Vissers et al., 2014, p.2) 

But this is not the only way price discrimination can occur. It can be so that a 

website, say an airline’s online shop, can identify that a single user has been repeatedly 

visiting their page looking for a specific ticket. They can gradually increase the price of 

such a ticket, and the user might think that because the date is approaching or because 

there is a lot of demand, it is urgent to buy the ticket, and the purchase decision will be 

made then. If the same person were to look for the same ticket from a different browser, 

or computer, the price would probably be much lower.  

These particular types of price discrimination are two of the more aggressive but 

useful ways online shops and service providers can exploit other online resources 

available and turn them into successful purchases. 

Perhaps because of practices like this, and the lack of consumer trust in the early 

days of e-commerce, some people (and especially older generations) remain skeptical of 

online shopping. In Initiative D21’s Index, Germans under 30 engage the most not only 

in online shopping, but also social media use and other mobile technologies. However, 

this trend by itself doesn’t say much. Therefore, it is important to know what the e-

commerce market already looks like in the regions this study focuses on, as well as the 

industries that the survey takers are a part of. 

In Germany 81 percent of the internet users above the age of 15 have completed 

purchases online or have paid for services through the internet. Crucially, 91 percent have 

visited at least one online retailer’s website in the past year. The total number of Germans 

purchasing goods via e-commerce last year was 63.90 million; and the value of the 

consumer goods e-commerce market toped the 70 billion U.S. dollars. Although this 

might sound like a lot, in reality it was only a little over 8 percent of the total retail 

spending in the country, but the trend does point upwards in the future. 

In regard to the fashion and beauty industries the numbers are even more hopeful 

for the participants: in 2018 consumers spent more than 19 billion U.S. dollars in buying 

apparel and cosmetic care products online (a growth of 9.7 percent from the previous 
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year); becoming the third most popular e-commerce category in the country after travel 

and electronics (Hootsuite & We Are Social, 2019). 

A good amount of the fashion and beauty e-commerce sales come from fast 

fashion online retailers. “Fast fashion is a new term that is inspired by the term fast food. 

Fast fashion can be defined as quick-release products with short renewal cycle and fast 

delivery” (Knošková, 2019) this means that clothes and shoes of comparatively low 

quality are being mass marketed and sold, especially online, and are intended to be used 

only a couple of times. This has revolutionized the way consumers find and buy clothing, 

especially women, and 46 percent of European consumers prefer fast fashion over more 

traditional and durable offers (Knošková, 2019). 

E-commerce for fast fashion is expected to grow on average over 10 percent every 

year until 2022 (Knošková, 2019); but how can a business that sells something like 

clothes and shoes have a successful web shop when customers can’t see, feel or try on the 

product they’re going to buy? According to Salsify, a product content manager from the 

USA, in their 2017 report, it is up to the store’s visuals to ‘sell’ the sale, as 70 percent of 

buyers need at least three pictures of the product, and 86 percent of customers need to 

read three or more reviews of the product before placing an order. 

Not only fashion but the entire e-commerce field shows no signs of slowing down 

in the future, and trends point to sustained growth worldwide: “despite the fact that some 

markets are getting closer to their saturation point, all e-commerce markets are still 

growing solidly. This is quite an achievement, particularly in markets where online 

shopping has existed for more than twenty years.” (Mcdermott, 2015) This is the case for 

the European market, where businesses, like one of this study’s participants that has 

continuously had an online store since the late 1990’s, have been available online for 

decades. 

Now the focus for online businesses to continue growing and competing in a filled 

market is in having a strong international presence, or expanding to have it, and it being 

as authentic as possible. Web shops should have natural or even native translations, local 

payment options, and it is important to place effective and segmented advertisement in 
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the target country. The marketing strategy should be culturally sensitive and developed 

to ‘sell’ the business to the new market, not only the products. 

The following sub-chapters show a vast array of digital marketing services and 

how they can be used by online stores to achieve their goals. 

 

2.3 Online Advertising 

Advertising today is quintessentially different to the mass publicity consumers 

were taught to identify last century. Then, the creation of massive campaigns for 

television, the publishing of ads on newspapers and even the repetitive radio messages 

were the norm, in hopes that many (or any) of the people exposed to them had empathy 

or liked the ad, and decided to buy or try the product being sold. Consumers knew how 

to identify advertisement from entertainment content and “commercial” breaks were the 

norm. 

In 2019 it is not so simple to differentiate them, and marketers no longer have to 

rely on mass exposure to send an effective message, but the complete contrary occurs 

now: ads can be generated for and shown to a small number of consumers who fit a list 

of criteria and are much likelier to purchase a product or service. 

This is all thanks to what Joseph Turow calls “history’s most massive stealth 

efforts in social profiling” (2011). Such efforts are hardly noticeable, and the results seem 

almost natural: people see ads for things they already are or could be interested in, 

discounts for products they’ve looked for in the web, a banner of a brand they recently 

discussed with a friend. 

None of these events originated out of thin air but are the product of a massive 

system of tracking, measuring, comparing, profiling and grouping internet’s users. 

There are two foundations to online advertisement as it is known today: one is 

“data extraction and analysis… what everyone is talking about when they talk about big 

data” (Varian, 2014 as quoted by Zuboff, 2015); and the other lays in behavioral 

advertisement, which selects users (or targets them) based on their previous behavior on 

the web, or their previous purchases. Although big data can come from a number of 
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sources, like wearable gadgets, surveillance cameras, browsing history, bank transactions 

and even government data bases. To build a foundation for the advertisement business 

the author will focus on the online based activities of users, for which tracking, and 

cookies were created. 

“Third-party web tracking is the practice by which third parties like advertisers, 

social media widgets, and website analytics engines — embedded in the first party sites 

that users visit directly — re-identify users across domains as they browse the web.” 

(Lerner et al., 2016) 

This re-identification can be done via two methods: “stateful, where the client 

browser saves an identifier locally which can be retrieved at a later time, or stateless, 

where information about the browser and/or network is used to create a unique 

fingerprint.” (Karaj et al., 2019) 

For example, if a person opens a news site like www.dw.com (Deutsche Welle) 

the browser could make extra requests to the site doubleclick.net to load behavioral 

targeted ads and also to Facebook to load tools like the “Like” button. This means both 

Doubleclick and Facebook will know about that person’s visit to DW and will be able to 

offer customized advertisement by learning about this behavior and link it to others.  

There is good reason to trust computer and algorithm learning to accurately predict 

human behavior. A recent study by Youyou et al. (2015) about human vs. computer 

judgement of character traits found that “computer-based models are significantly more 

accurate than humans in a core social-cognitive task: personality judgment. The potential 

growth in both the sophistication of the computer models and the amount of the digital 

footprint might lead to computer models outperforming humans even more decisively.” 

(p.4) 

Businesses that want to have successful online marketing campaigns are entirely 

dependent on the marketing service providers, insights and the segmentation tools that 

they offer. That means, the larger the corporation is, the bigger reach they will have and 

the more sophisticated segmentation they will be able to offer to their clients. 

Mailchimp, one of the most popular e-mail marketing service providers published 

a study based on the company’s own information of 2 thousand Mailchimp users, where 

http://www.dw.com/


 

 

 

- 22 - 

they found that globally (with all segmentation possibilities in average) the e-mail 

recipients were over 14 percent likelier to open the digital correspondence if the sender 

had segmented the target, than if they had sent the e-mail to the entire contact list they 

owned. Crucially, those segmented e-mails were also 100.5 percent more likely to 

generate a click from the receiver, implicating that the customization of the ads was 

crucial for the engagement of the recipient (Mailchimp, 2017). 

People click on the things they can connect with or they liked, and if a business 

can show them ads designed so they or a group of people with similar taste might like, 

they are much more prone to click on or buy it. Unsurprisingly then, online marketing 

and advertisement have become a multibillion-dollar industry that estimates bring to 

about $330,371 million U.S. dollars in ad spending for 2019 worldwide, the majority of 

which will be in the search advertisement rubric (Statista, 2019). 

Only in the second quarter of 2019, Facebook reported a revenue of more than 

16.6 billion dollars from advertising alone, and 14.9 during the first quarter (Facebook, 

2019). That means that within the first two quarters of this year, Facebook’s income has 

already surpassed Iceland’s yearly GDP of 25 billion dollars (World Bank, 2019). 

Although only about 16 percent of Facebook’s users reside Europe, the continent 

generates more than 24 percent of the company’s revenue from advertising. This means 

every single active Facebook user in Europe produced 10.50 US dollars in ad revenue for 

Facebook between April and June of this year (Facebook, 2019). 

But even with this astonishing facts and figures, Facebook is not the world’s 

leading provider of marketing and advertising services: Google is. According to Alphabet 

Inc.’s (Google’s parent company) Investor Report of 2018, the advertising revenue of the 

search engine was 116 billion US dollars for that year, an increase of over 21 percent 

from the previous year. This sizeable return could be distributed amongst Google’s other 

services and businesses, like YouTube, but as far as ads go “Google it is the largest ad 

network with a presence on approximately 60 percent of popular web sites” (Willis & 

Tartar, N/D) 

There are several ways a business can buy online advertisement for their shop. 

The two this thesis focuses on are display advertisement, and search advertisement. 
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Display or contextual advertisement 

Display marketing is the banners, pop-ups and little texts users see when they visit 

a website that advertise companies, services or products. For example, when a user goes 

to The New York Times’ cover site, it will show side or head banners with publicity. 

Normally, these ads will display content that the user has either looked for, bought or is 

interested in acquiring, meaning that the ads are catered to each individual’s tastes and 

history on the web. 

But how can this be? The central element in the system is the tracker. A tracker is 

“a company which collects information about you as you browse the web. Their scripts 

and tracking pixels are inserted into the websites you visit by publishers or advertising 

networks […] Trackers usually use some kind of user identifier in order to link 

information about you from different sites, in order to build up a profile, based on your 

browsing history.” (WhoTracksMe, 2017). 

The pixels or cookies are a little piece of code that can be accessed by an ‘outside’ 

website and embedded into the visited site’s code and stored in the user’s session in the 

browser. They were created so websites could “remember” information like log in, items 

left in the cart before checkout in a web shop, or even to leave a session open during a 

purchase if the client has to be redirected to a bank website or a paying portal to complete 

the process.  

When it is part of a system (called browser tracking) and not a single site, it carries 

the information it gathered off the person from the previous web page, essentially linking 

the data to a single user and “knowing” what they’re doing:  

“Browser based tracking allows the collection of data across several web pages 

and over multiple online sessions. For instance, if a consumer visits a commercial 

web page such as Bloomberg.com, a cookie is installed on the consumer’s 

browser. The cookie marks this particular browser so that it will be recognized if 

the consumer moves on to other websites. This enables the advertiser to assemble 

a profile of the individual consumer by combining many pieces of information 

collected in different contexts and at various times.” (Manny, 2010, 91-110). 
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Websites that insert the tracker’s pixels into their site are called publishers1; a 

publisher is a website that allows the presence of advertisement in exchange for monetary 

compensation. This are the news sites, blogs, community boards, etc. that internet users 

visit (consume) every day and where they are exposed to ads. Most websites use this 

system be able to publish content for free or keep the website running, generate traffic, 

and still be able to earn money: 

“Millions of companies and organizations around the world have activated the 

Facebook pixel on their websites. The Facebook pixel records the activity of 

Facebook users on these websites and passes this data back to Facebook. This 

information then allows the companies and organizations who have activated the 

pixel to better target advertising to their website users who also use the Facebook 

platform.” (Hitlin & Rainie, 2019, n.p.) 

Usually brands and businesses don’t have a say into which specific publishers’ 

websites they appear, but the marketing service provider puts the ad within the network 

of publishers in its portfolio that fit a general topic or criteria of the audience the business 

wants to reach. Normally the more specific this target group is, the more expensive the 

ad placement will be.  

According to Rebecca Stimson, head of the public policy of Facebook UK, in a 

letter sent to a member of the UK Parliament “between 9 April and 16 April 2018, the 

Facebook Like button appeared on 8.4 million websites, the Share button appeared on 

931k websites, and there were 2.2 million Facebook Pixels installed on websites.” (14 

May 2018) 

The installation of cookies or pixels is done across the board with both the clients 

and the publishers in a marketing hosts’ network. As explained formerly, through this 

system the hosts and third-party service providers are able to follow a person’s online 

activity and show them relevant ads in the next websites they use.  

                                                 

 

1 although online shops also have the pixels inserted in their code, they generally do it to surveil 

the user’s activity and so that their ads can be shown elsewhere, not have ads shown in the store itself. 
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Putting pixels and installing cookies in users’ computers is now more popular and 

more complex than ever, as  “websites contact an increasing number of third parties over 

time (about 5 percent of the 500 most popular sites contacted at least 5 separate third 

parties in early 2000s, whereas nearly 40 percent do so in 2016) and that the top trackers 

can track users across an increasing percentage of the web’s most popular sites.” (Lerner 

et.al., 2016) 

So, for example, if a user visits the German online store aboutyou.de they are 

exposed to 72 tracker companies with cookies on the site, as found by WhoTracksMe 

(N/D). 45 of those trackers are placed for advertising purposes, and 10 for site (or shop) 

analytics. The vast majority of the cookies are directed to Google and Facebook (to 

advertise) and in second place to Wingify, a digital marketing agency that specializes in 

analytics and performance, so it can be assumed that its purpose is to analyze. 

There are several forms of tracking, the most common ones are tracking for 

analytics, advertising, testing, social media, comments and interaction with clients. In this 

section the author will focus on the second type of tracking, as tracking for analytics and 

optimization covers a later part on this chapter. Comments and interaction with clients 

are left out of this work, as they don’t directly affect advertisement management. 

For many years, companies have been utilizing tracking cookies to gain access to 

potential clients, and they have proven quite effective in the race to gain a larger market 

segment in the e-commerce landscape. Every single piece of explicit publicity that users 

are exposed to on the internet (banners, videos, pop-ups) is there especially for them, and 

it has allowed businesses that have partnered with advertisement hosts like Google or 

Facebook to target specific audiences and to focus on campaigns that actually work, 

essentially getting rid of the wasteful expenditure of massive campaigns. 

Since 2018 and the introduction of the GDP, online advertisers have been forced 

to disclose a little more of their (until then) secret inner workings, such as the tracking 

and harvesting of user’s information to be able to segment and offer this super effective 

marketing campaigns. This has put pressure on publisher’s sites and webstores to generate 

privacy policies that enumerate the data that is being collected, as well as notices to gain 

consent from users. 
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Advertisers are now a little more reticent to use advertisement services and 

tracking than before as explained by Patrick Hounsel (2019) on Think With Google:  

“Our publishing partners are also concerned about the changes happening to the 

ads ecosystem. While they recognize it’s important to obtain consent before 

collecting and using people's data, they worry that, in an ever-evolving regulatory 

landscape, they’ll miss something and face both reputational and financial 

consequences. On top of this, browser changes to limit third-party cookies have 

cut into ad revenue for publishers. Advertisers generally pay less for impressions 

that can’t be personalized with the help of third-party cookies, so the value of ads 

on publishers’ websites declines, putting pressure on their profitability.” (n.p.) 

Interestingly in this same abstract the personalization of ads is mentioned but not 

prioritized as the most valuable aspect of online advertisement, and what is most in danger 

with regulation that hinders hosts abilities to provide a segmented service. 

In a latter subchapter the negative connotations of user tracking and the privacy 

implications of it will be largely discussed, but it is undeniable that this practice is what 

makes display and contextual advertisement so potent and frankly impressive. 

Search advertisement 

Compared to the complexity of display advertisement, search ads should not either 

be written off entirely, as they bring users directly to a website or product of their choice 

because they appear when a person does a query on a search engine. They’re in fact a 

more popular way to advertise online than display advertisements (Statista, N/D) and are 

easier to identify by users because they have distinctive features that separate them from 

regular search results like color, position and the legend “sponsored”. 

Google is the most sought-after service provider for this type of online 

advertisement, because of their massive reach and the fact that Google.com is the most 

popular website in the world according to Alexa’s Top Sites (N/D).  

They pioneered search advertisement from the earliest days of online marketing 

by harvesting information out of the free searches people did on their platform. Like many 

internet based companies, they opted for ads as a source of income. “The new approach 



 

 

 

- 27 - 

depended upon the acquisition of user data as the raw material for proprietary analyses 

and algorithm production that could sell and target advertising through a unique auction 

model with ever more precision and success. As Google’s revenues rapidly grew, they 

motivated ever more comprehensive data collection” (Zuboff, 2015, p.79) 

It is a fairly easy to use system, although many specialized marketing agencies 

and experts partake in Google’s training programs to be as precise and efficient as 

possible when optimizing an ad or choosing the key words. These key words are 

associated to the ad and if called up on a query they will show up as results. They describe 

their own ‘search’ advertisement as follows: 

“Through a product called Google Ads, Google also delivers many potential 

customers to businesses via the sponsored ad placements above and below the 

search results on Google.com, as well as across our other properties, partner 

sites, and apps. To use Google Search ads, businesses need to create short text 

ads and bid in an online auction for the keywords they want their ads associated 

with.” (2018, n.p.) 

When a user conducts a search on the Google Chrome bar, or through Google.com 

the answers to the search are shown by relevance. On top of the landing page will be the 

paid-for advertisements that derive from the search containing one or more “key words” 

that the ad contains and are selected by the business or marketing agency in charge of 

purchasing that advertisement space (the so-called Google Ads). 

Bellow those advertised search results will be the organic results, sorted by 

popularity. Meaning that the websites with more traffic or more relevance in the web will 

be shown first, and less known websites will be further down in the list of results. 

Web searches can be as specific or wide as imaginable, so if a business wants to 

place paid search advertisement on Google, it is crucial that they find the correct key 

words to use and associate with their ad. Inaccurate key words can result in a campaign 

being completely useless and generate very little traffic to the advertiser’s site, although 

search advertisement can’t be gauged as successful or not by traditional standards. 

In a recent study done by SparkToro and Jumpshot, clickstream data providers, 

they found that almost 49 percent of all Google searches result in zero clicks; meaning 
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that either a person found a result in the content of the result summaries or did not find 

anything of interest at all before abandoning the quest. Only a little over 7.2 percent of 

all Google searches sent users to paid results, which indicates that this people found what 

they were looking for in a search advertisement placed in the platform.  

These results come from over 150 billion searches analyzed; and interestingly “in 

Q1 2019, Google directed nearly 12% of all search clicks back to Alphabet-owned 

properties, an absolutely mammoth amount.” (SparkToro, 2019) Which might mean that 

Google is actively prioritizing their own products (like Google Maps, Gmail, Youtube, 

Google News, etc.) over independent websites in their organic results. 

In Germany alone during 2018 ad spending in the search advertisement segment 

amounted to 2.9 billion Euros: 810 million Euros in mobile and 2.18 billion Euros in 

desktop search ads (Statista, N/D). Comparatively, in Iceland the yearly spending only 

added up to 19 million Euros (Statista, N/D), which is a tremendous amount considering 

the country’s population and online businesses’ development. 

It must be noted that search advertisement along with display advertisement, 

however necessary, are the two more ‘advanced’ forms of online advertisement. They 

require activities like campaign design, delimitation and monitoring, as well as a certain 

know-how of purchasing advertisement spaces and integrating cookies and trackers on 

the web store’s site. 

Consequently, for smaller businesses or newcomers that do not have marketing 

budgets, a marketing team or an agency available, social media is a safer and much more 

user ‘friendly’ option to promote a business or product and can be completely self-taught 

to use. 

 

2.4 Social media for marketing 

Additional to these two types of advertising there is a more organic form to push 

things to clients online. Social media is the generic name of the free internet-based 

platforms where users communicate with one another, share pictures, videos, written 
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posts and information about their life or their interests, and form an online community of 

their friends, families and acquaintances.  

This type of platforms have been around since the digital boom of the early 2000’s 

and have exploded in popularity in the world in the past few years because of the rising 

availability of internet services and mobile devices; especially in developing countries 

such as India, where Facebook as of July 2019 is at its most popular according to Statista 

(2019).  

In many social media apps and websites, users are shown advertised posts, side 

banners and even sent promotional messages from companies after they’ve opened or 

seen a post from them. This can be interpreted as an “exchange” for being able to use the 

platform without paying, and it has been the visible part of the business model of social 

media companies throughout the years: a user signs up for a free account and in exchange 

agrees to be shown publicity of brands and things that the platform thinks they might like; 

in return, the platform charges the advertisers a fee for placing their ads in the user’s feed. 

Facebook is by far the most popular social media platform in the world, with about 

375 million more active users than the second most popular, YouTube (Statista, 2019). It 

was founded in 2004 as a rather innocent medium to connect with university friends and 

share posts about interests and daily life and see what friends and acquaintances lives 

looked like. 

As of the second quarter of 2019, Facebook has more than 1.58 billion daily active 

users (Facebook, 2019). That means almost 21 percent of the world’s population logs 

onto their Facebook profile either from a computer or a mobile device every single day. 

That number grows exponentially when you consider users who utilize the platform only 

on a monthly basis: 2.4 billion people worldwide. 

The business of social media advertisement can be either sophisticated and 

scientific, and/or very organic and empirical. Brands can reach their target audiences by 

either generating content and publishing it for free through their profiles to reach their 

“earned” audience (that means people who have liked or follow those profiles); or by 

paying for ad campaigns in which the target users can be determined and selected, which 

requires more planning and knowledge about which audiences to reach and how. 
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Social media advertising is, much like display and search advertisement, a 

multibillion industry. In Germany, in 2018, advertisers spent 1.38 billion Euros in social 

media ads, 73.5 percent of which were designed specifically for mobile devices and not 

even shown on computers. Ad spending in this rubric is expected to grow to 1.9 billion 

Euros in 2019. (Statista, N/D). According to Hootsuite and We Are Social (2019) 

Facebook reports that it can reach about 32 million people with its ads in Germany, 

Instagram can reach 20 million Germans and Snapchat can reach a little over 10 million. 

These are the three largest social media platforms in globally as well as Europewide. 

There is good reason for social media’s advertisement opportunities to have grown 

exponentially in the past years, as has been proven that “consumers are around 41 percent 

more likely to discover new brands or products via ads seen on social media, and 47 

percent more likely to via updates on brands’ social media pages.” (Valentine, 2019) 

But it is not only a good platform to let users discover a brand, it is also incredibly 

important when a business wants to convince a client to buy something, “opinions and 

suggestions on social media sites—posted by friends and strangers alike—have more 

influence on specific purchase decisions than factors that retailers can control, such as 

advertising, promotions, and pricing” (PwC, 2018, p.6). So more and more businesses are 

encouraging their customers to share their experience and their opinion on social media, 

to ‘connect’ with other users like them, but in reality it is to get organic and influential 

word of mouth publicity. 

Unlike the other types of advertisement, that are part of a network and link ads 

and cookies from site to site, in social media all the user information and all the ads they 

will be shown are contained in a single platform, making ad publishing more convenient 

and easier to understand. Moreover, discovering new audiences is not a matter of waiting 

for a query or a linked visit to their sites, but an activity businesses can proactively take 

part of. 

In Facebook’s Business website, they describe how businesses can reach ‘custom 

audiences’ through their segmentation tools, which are built from existing client’s 

information that businesses can normally have in their data base or can get for example 

from mailing lists. These can be: 
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- Contact lists: “with data from your CRM system or customer contact lists – 

such as phone numbers or email addresses – you can connect with your 

customers and contacts on Facebook.” (n.p.) 

- Website visitors: “using the Facebook pixel, a snippet of code you install on 

your website, you can create a Custom Audience of people who have visited 

your website. You can even use the website traffic data to show people ads for 

things they've shown interest in on your website.” (n.p.) 

- App users: “The Facebook SDK, a snippet of code you install in your app, lets 

you create a Custom Audience of people who use your app, so you can inspire 

them to return to a game or view an item that they may be interested in 

buying.” (n.p.) 

Brands can also gain access to their customers through social media but outside 

of the platform via social plugins. These are little “widgets” like the sharing or like 

buttons that can be embedded in any website and “assuming the user has an active session 

with the social network site, the site will associate the request with the user’s profile and 

respond with personalized content tailored to that particular user and visited web page” 

(Kontaxis, 2012, p.2-3). Essentially, trackers follow anonymous2 users, but social plugins 

track named persons. 

Even from within the social media platform itself, users provide sites like 

Facebook with enough information to make segmentation and ad targeting possible. 

Simply by the ‘likes’ given from user’s profiles an algorithm can “discriminate between 

homosexual and heterosexual men in 88 percent of cases, African Americans and 

Caucasian Americans in 95 percent of cases, and between Democrat and Republican in 

85 percent of cases” (Kosinski, 2013). This excludes all other types of input that can be 

attributed to a person’s profile, showing just how accurate a ‘simple’ mechanism like the 

like button can be for profiling. 

                                                 

 

2 The degree to which tracked users can truly remain anonymous despite what aggregators and 

hosts say is discussed in a later chapter and is the principal reason for privacy concerns in tracking and 

online advertisement. 
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Notably, the power and influence of social media advertisement transcends the 

scope of e-commerce, the offer of services or even brand publicity. It can be a crucial 

aspect of political campaigning and electoral advertising: 

“Theresa Hong, a member of the Trump digital election campaign described 

‘Project Alamo’, which involved staff working for the then presidential candidate 

Donald Trump, Cambridge Analytica staff and Facebook staff all working 

together with the Cambridge Analytica data sets, targeting specific states and 

specific voters. The project spent $85 million on Facebook adverts and Ms. Hong 

said that “without Facebook we wouldn’t have won””. (House of Commons, 

2019, p.40) 

In Hitlin & Rainie (2019) it was found that among the U.S. located Facebook users 

that are labeled with a political view in their ad preferences “close to three-quarters (73 

percent) say the listing very accurately or somewhat accurately describes their views.” 

This is 15 percent more accurate than the multicultural or racial affinity that these same 

users are given; showing Facebook’s clear interest in obtaining a more accurate 

segmentation in this regard. 

Adversely, advertisement in social media, users’ insights and profiling can be 

bought in more ways than simply logging into a business account and starting a campaign. 

Other forms of business relationships (especially with larger tech corporations) have 

made policy makers in the world question whether users really aren’t paying anything for 

the right to use social media platforms other than the publicity exposure. 

In the Final Report of Disinformation and ‘fake news’ by the House of Commons 

(2019), the free of charge aspect of social media is put into question as follows: “it is 

either free in that there is an exchange of information that is not monetary, or it is an 

exchange of personal information that is given to the platform, mined, and then resold to 

or reused by third-party developers to develop apps, or resold to advertisers to advertise 

with.” (p.41) 

One kind of hidden (or shadow) data trade that social media platforms engage in 

is called data reciprocity, and it occurs when a social media site gives user information to 
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an app or developer, and then allows access the other way around, from developer to the 

social media platform with added value and information.  

According to the House of Commons (2019), Facebook has been one of such 

social media platforms to engage in this practice.  “Reciprocity’ agreements with certain 

apps enabled Facebook to gain as much information as possible, by requiring apps that 

used data from Facebook to allow their users to share of their data back to Facebook (with 

scant regard to users’ privacy).” (p.35) 

This way, the profiles and ‘packs’ of users of social media sites, who generate the 

content for it in the first place, become the objects being sold and profited with by the 

platforms and affiliated developers, instead of just being sold objects through the site. 

The users become the products, and the purchase of advertisement space in the platform 

becomes only a part of the business model, in which the real business is data. 

 

2.5 Tracking for analytics 

Tracking for analytical purposes is a bit different than the tracking websites and 

businesses use to display behavioral advertisement. There are three entities in current 

tracking systems for analytics, which have all been described before: the publisher, the 

data aggregator, and users. Publishers create and own the websites. Data aggregators, or 

analytics hosts, give the publishers the aggregation service to do the analytics; and users 

access and consume the content on the publisher’s site and are subjects to quantifiable 

tracking. (Akkus et al. 2012) For e-commerce, this quantifiable tracking is crucial, 

because it is what comes out of measuring the behavior of users within their own site. 

The goal of this type of tracking is to asses user’s activities within a website or a 

network of sites as accurately as possible. This can be aspects like the duration of stay, 

links clicked within the site, items put in a shopping cart, objects viewed etc. Often times, 

if not always, when trackers are part of a network, they can accurately link aggregated 

information carried from site to site to figure out or infer demographic aspects of the users 

visiting the site such as gender, median age, income bracket etc. 
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Analytics services are very important for e-stores not only because of the 

behavioral learning opportunities that arise from them, as well as the segmentation, but 

because of the analytical tools that allow them to optimize the layout of their site and 

other parts of the shopping experience to extract the maximum amount of purchases, or 

other types of conversions such as newsletter subscriptions. 

Through analytical services online stores can run different tests to find which 

landing page or design works best, find out where in the checkout process clients are more 

likely to abandon the site, what objects are viewed by which type of demographic, if and 

what they look for within the website, etc. and measuring this kind of phenomena is quite 

necessary in today’s hyper competitive online market. 

There are several analytics providers in the market, which offer different types of 

services at different levels of costs, for free or some are even open sourced, and most 

website hosts offer analytics services when you buy a domain or design a site with them. 

Even Facebook offers analytics. However, Google offers a very big number of complete 

and free analytical tools, so it is generally preferred by small to medium sized companies. 

After all, why pay for a service you can get for free elsewhere? 

The way analytics and analytical trackers work is through the collection of 

information that can be quantified and organized. Google yields in-depth analysis of the 

market share and users based on a thorough and personalized data collection policy: 

“We collect information to provide better services to all our users — from figuring 

out basic stuff like which language you speak, to more complex things like which 

ads you’ll find most useful, the people who matter most to you online, or which 

YouTube videos you might like. The information Google collects, and how that 

information is used, depends on how you use our services and how you manage 

your privacy controls. 

When you’re not signed into a Google Account, we store the information we 

collect with unique identifiers tied to the browser, application, or device you’re 

using. This helps us do things like maintain your language preferences across 

browsing sessions. When you’re signed in, we also collect information that we 
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store with your Google Account, which we treat as personal information.” 

(Google, N/D, n.p.) 

Once a business has placed one or several of Google’s cookies on their site’s code 

and accessed their analytics site, they gain insight into almost the entire chain of 

information that Google is capable of collecting. Incidentally, although some of this data 

is labeled as “unique” or “identifiable” by Google themselves in their data policy (from 

which the abstract above was taken), and they collect very private information all the way 

to user’s IP address, the extent to which they share this information with people who use 

their analytics tool depends on whether they bought analytics services or if they’re using 

them for free.  

Through basic/free Google Analytics (and also Facebook Atlas) marketers and 

businesses can measure how people engage with their website or app and other on /offline 

touchpoints; manage and update their business’ tags; run A/B and other content 

personalizing testing; create visual dashboards and reports to understand different aspects 

of the website’s performance. If a business pays for Google Analytics 360 the array of 

services becomes personalized to cater to all of their needs but generally includes the 

former and grows to incorporate surveys, audience lists and client “building” tools, along 

with specifics about all of the site’s specs performance, and from this service they can 

also manage and most importantly attribute ad impressions and ad clicks, etc.  

As of May of 2018, Google Analytics was present across 87 percent of the top 

half a million websites in the world, and it uses identifiers that expire after varying 

amounts of time (from 48 hours to 2 years) but can still be used to track users across sites. 

(Who Tracks Me, 2018). However, utilizing this service is not easy and although Google 

offers training and certification programs, arguably very few companies have the human 

resources to dedicate to achieve this feat, and then create a position for them in-house.  

That’s where the 4th actor in the quadrangle of online advertisement comes into 

the stage. Marketing agencies and even experts who specialize in Google Analytics offer 

to take care of the analytical side of online businesses, normally including the advertising 

as well, and send reports and key insights to the businesses who hire them. Essentially 

outsourcing this part of the marketing strategy is very common for smaller sized 
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companies, and on the other hand it is common to have experts on this area in 

advertisement or marketing agencies. 

Tracking, for analytical purposes or not, is not as exact of a science as service 

providers might have businesses believe. And even the most popular analytics hosts might 

present inconsistencies in their reports and analytical dossiers, like the case of Quantcast 

and DoubleClick (which is owned by Google): “even with tracking, inferring accurate 

user demographics is a difficult task that may produce inconsistent results. For example, 

according to Quantcast, 24 percent of rottentomatoes.com’s visitors in US are between 

18 and 24, and 20 percent are between 35 and 44, whereas DoubleClick says these 

numbers are 10 percent and 36 percent, respectively.” (Akkus et al., 2012, p.1) 

However, perhaps the arena where service providers are the most aggressive and 

diligent with their data analytics and analytical tracking is measuring their own 

performance and analyzing user’s activities and sentiment towards themselves and their 

competition. 

An extreme case of this ill-intentioned tracking for analytics can be Facebook’s 

two instances where they used a VPN platform in users’ phones. The first was Onavo, an 

Israeli VPN app they bought and subsequently set up to collect user information about 

their entire online persona, such as which apps they downloaded and, if they were online, 

how they used them, all websites they visited, the messages they sent and general activity 

while the VPN was “on”. It was like having a security camera installed above the head of 

the user watching everything they did, generating reports and insights and feeding them 

to Facebook.  

The second case was Facebook Research, also a VPN app, but one created by 

Facebook directly. It was marketed as a research tool for the company and targeted 

towards young users, which, as described in the House of Commons’ Final Report, since 

2016 functions as following: “Facebook secretly paid users, aged between 13 and 25, up 

to $20 in gift cards per month to sell their phone and website activity, by installing the 

Facebook Research app.” (p.37) The app was discovered by Apple and blocked in January 

of this year, arguing a transgression in their terms of service for violating user privacy 

internal measures, but the app was not blocked from Android’s Play Store. 
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To this an Apple spokesperson replied: “Facebook has been using their 

membership to distribute a data-collecting app to consumers, which is a clear breach of 

their agreement with Apple. Any developer using their enterprise certificates to distribute 

apps to consumers will have their certificates revoked, which is what we did in this case 

to protect our users and their data.” (House of Commons, 2019, p.37) 

Evidently not all companies process user’s information the same way, whether for 

advertisement, analytics or any type of service. Right now there are alternatives to the 

traditional analytics that utilize user tracking, that either store user’s information on their 

own computer, delete the information accrued every single day, or measure only the 

user’s activities within the site, without linking them to any other; or any combination of 

these three forms. 

There are not any widespread analytics services who use these kinds of 

mechanisms, and companies’ concerns over data protection and user privacy are limited 

to international regulation compliance, with little to no intention to change their practices 

unless there is an external demand for it. That will be explored in the following 

subchapter. 

 

2.6 Online advertisement and tracking in context  

There is a visible market domination in Europe from Facebook and Google for 

analytical and advertisement online services. This ‘dominance’ came about because of 

the popularity of these platforms, as well as the vastness and low-cost profile of their 

services. 

For this subchapter the author will draw heavily from Karaj et al. (2019) (the main 

collaborators of Who Tracks Me and Cliqz), who conducted a massive study from May 

2017 to April 2018 that comprised the loading of 1.5 billion websites to evaluate the 

presence of trackers, either for analytics or advertisement. The 1,330 most visited 

websites were analyzed separately and found that 71 percent of the traffic directed at these 

pages contained tracking: 8 trackers on average per site and around 17 requests to load 

trackers in each. Predominantly, the ‘News and Portals’ category of websites contained 
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the larger number of trackers with a 79 percent prevalence, followed by recreation and 

finally e-commerce. 

Karaj et al.’s study measured the most persistent third parties on these 1,330 

websites and looked for whether they had a tracking context or not (in this case context 

means that they use unique identifiers for the users). By far the most popular tracker found 

was Google Analytics, present on 46 percent of the websites. Compellingly, from the 10 

most prevalent trackers found, Google is the owner of 8; only Facebook and ScoreCard 

are ‘independent’ and still gigantic in size and grasp. 

If the trackers found on those 1,330 most popular sites are organized by clusters 

or organizations Google’s reach is even larger, as it is present in about 82 percent of the 

total web traffic. It is followed distantly by Facebook with about a 30 percent penetration 

and Amazon with around 18 percent. On subsequent and much smaller brackets of scope 

are ComScore, Twitter, Criteo, Microsoft, Adobe (who offers a very complete back-end 

solution for e-commerce called Magenta, used by one of the Interviewees), Oracle and 

AppNexus. 

Almost half of all the trackers analyzed by Karaj et al. in those 1.5 billion page 

loads provide advertising services. In the case of Germany, the majority of the tracking 

requests take user’s information to the USA, in second place they stay in servers in 

Germany and in third to the Netherlands. 

Prior to the application of the GDPR in the European Union the adoption of 

trackers in sites was growing extremely rapidly. In the year analyzed by Karaj et al. 

Google Analytics’ presence grew by over 20 percent and Facebook’s radius as a third 

party grew almost 12 percent in the world. Lesser known trackers also seemed to be on 

the rise as AppNexus expanded in presence 27 percent and Snowplow 26.4 percent. 

As is the instance with Google’s Ad services, the larger the company is, the more 

comprehensive the ad services they need and the closer their relationship is with the hosts 

who provide them. Evidence suggests that since the new GDPR was enforced, 

advertisement effectiveness decreased significantly and “for European Union firms, 

recorded pageviews fall by 7.5 percent, recorded conversions fall 12.5 percent, and third-

party tracking falls 6.2 percent” (Jia et al., 2018).  
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The larger companies had an easier time putting resources into making sure their 

practices complied with the new GDPR regulations, while smaller companies who might 

have still been in the norm suffered from it: most of their clients could have looked for 

services elsewhere (like Google) or stopped using them altogether.  

The big winners, or at least less-losers of this regulation were the big tech 

corporations, as showed on Graph 1 below, compiled form data gathered by Cliqz, an 

online privacy start-up based in Munich: 

Source: data taken from Cliqz (2018) 

There is comparative evidence to sustain that this decrease was only felt in Europe 

and does not show a global trend, as “since April 2018 the average number of trackers 

per page in the EU has dropped by almost 4 percent while in the US it has increased by 8 

percent” (Who Tracks Me, 2018). 

Now that the marketing tools have been described and contextualized in facts and 

figures it is necessary to understand how they affect users. 
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2.6 Personal Data & Privacy Concerns 

There is one last topic that, although it is not a tool used for marketing purposes 

online, still requires a foundation of previous research before it is touched on the 

methodology of this thesis and it is personal data.  

Acquisti et al. (2016) defines privacy as something that “relate[s] to the 

boundaries between the self and the others, between private and public.” On the web, 

what is private and what is public is not so easily delimited, nor is the definition of the 

self and the others, as the collaborative and open culture that permeates the internet 

continuously challenges the traditional forms of self and group identity and ownership.  

Is what a person posts on Facebook theirs or the company’s? Is a Google search 

private, or does it belong to the company, as a secret would belong to a friend too had a 

person asked them instead of the search engine? If the information tech companies have 

about a person was freely given by them, and served back in useful ads and discounts, 

does it still raise privacy concerns? 

To understand how inserting third party content and pixels to a website to track 

users can be harmful to people’s privacy, even more now that very few websites contain 

only content produced by themselves, the author draws from Libert et al.: 

“First-party content is defined as material downloaded from the address a user 

sees in their browser window, which is typically the outlet or organization the 

user intends to visit.  In contrast, third-party content is downloaded from a 

different address, and in many cases a different company, than the website a user 

is visiting. When third-party content is present on a website, data about the user’s 

browsing habits may be transferred to third parties, representing a potential 

impact on privacy.” (2018, p.2) 

Even if users are okay with Facebook and Google using the information they 

freely give in exchange for an unpaid service, most would probably take issue with other 

companies they don’t know about harvesting information off the websites they use in a 

disguised or obscured manner, and the websites they are knowingly visiting not being 

transparent about it. 
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It may be easy to underestimate what companies track off users’ online behavior. 

Nothing is too small or unimportant. “Facebook ‘likes,’ Google searches, emails, texts, 

photos, songs, and videos, location, communication patterns, networks, purchases, 

movements, every click, misspelled word, page view, and more.” (Zuboff, 2015) All of 

this information is gathered, datafied, abstracted, then aggregated with previous 

information harvested, packaged, analyzed, categorized and finally sold. This flow of 

information and data is also known as data exhaust and the more ‘exhausted’ a package 

of information is, the more it resembles waste or is deemed unimportant, the least likely 

it is that its use will be regulated by the government’s privacy policies, or even contested 

by users. 

As recently as 2014 “95% of the top 200 free iOS and Android apps exhibit at 

least one risky behavior including location tracking, access to social networks, and 

disclosing the user’s personally identifiable information.” (Jian et al., 2018, p.3)  

It might seem like things have changed towards a more positive and fair treatment 

of information. Since 2018, users’ private information is protected by the General Data 

Protection Regulation. Evidence shows that far fewer websites with third party cookies 

and content gather information without explicit consent from users “the overall number 

of third party cookies on news sites is down 22 percent, including significant drops in 

advertising and marketing (14 percent) and social media (9 percent) cookies, and a seven 

percentage point drop in the number of news sites that host third-party social media 

content, such as sharing buttons from Facebook or Twitter.” (Libert et al., 2018, p.1) 

However the new law has an important loophole: data that is inferred is not 

protected; and the information that a tracker can infer about a specific profile through the 

summation of the data they have shared, can very well be personally identifiable, as 

explained by WhoTracksMe (2017): "as trackers use user identifiers to group data 

received from each unique user, and browsers send the URL of the first-party page to 

third-party resources in the page as standard, trackers are effectively able to collect a 

subset of users' browsing history. Even if this history is linked to an 'anonymous' 

identifier, any browsing history of reasonable length can be deanonymised to find the 

user behind it.” (n.p.) 
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The way this anonymous data can be assigned to a single user is not that 

complicated, and can even be done if the user changes their IP address “if two web pages 

embed the same tracker which tags the browser with a unique cookie, then the adversary 

can link visits to those pages from the same user (i.e., browser instance) even if the user’s 

IP address varies.” (Englehardt et al., 2015, p.1). 

This is especially dangerous with trackers who use a data collection method called 

fingerprinting, a practice that is yet to be banned. If a user has disabled the use of cookies 

from the web browser, or limited them to a degree that only makes the websites they visit 

“usable” but not allowed to track activities, a tracker can in theory still be able to identify 

a single user through information packs that browsers and cookies blockers are unable to 

identify because of their uniqueness (Eckersley, N/D). 

Beyond trackers having the possibility to easily deanonymize a user through their 

own packs of information, there are studies that claim that this could be a byproduct of 

the tracking mechanisms by themselves: 

“A substantial share of websites and apps track how people use digital services, 

and they use that data to deliver services, content or advertising targeted to those 

with specific interests or traits. Typically, the precise workings of the proprietary 

algorithms that perform these analyses are unknowable outside the companies 

who use them. At the same time, it is clear the process of algorithmically assessing 

users and their interests involves a lot of informed guesswork about the meaning 

of a user’s activities and how those activities add up to elements of a user’s 

identity.” (Hitlin & Rainie, 2019, n.p.) 

As mentioned in earlier sections of this chapter, social media sites like Facebook 

have also installed tracking cookies and social plug-ins to publisher’s websites, to be able 

to “share” a site or give it a Facebook like in a seemly innocent way. However, these 

social cookies once installed in the browser are linked to real user profiles that contain 

information like name, e-mail, phone number, etc., and make this type of tracking 

exponentially dangerous and invasive “third-party tracking cookies as used by advertising 

networks and traffic analytics services aim to track the pages visited by a specific user. 

While this can already be considered as personally identifying information to some 
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extent, in addition to that information, social plugins reveal much more: the browsing 

history of individuals.” (Kontaxis et al., 2012, p.1). 

Another type of privacy breaching targeted identification for marketing purposes 

in social media is possible “through the data profile matching and the ‘lookalike audience’ 

advertising targeting tool. […] advertisers have the advantage of reaching new people on 

Facebook “who are likely to be interested in their business because they are similar to 

their existing customers”. (House of Commons, 2019, p.17) This means that a person 

doesn’t even have to interact with a brand or product in a site with a social plugin to be 

targeted; it suffices that their behavior within the social media site fits a certain parameter 

that resembles users who have been tracked so the ‘gaps’ can be filled in. 

Arguably, a person could opt out of receiving targeted advertisement on their 

social media, but there is evidence that platforms, such as Facebook, sometimes override 

people’s privacy settings with new terms of use or specs within the app, so that their data 

becomes available for third party use again, as stated by the House of Commons (2019) 

“the vast majority of Facebook users had no idea that their data was able to be accessed 

by developers unknown to them, despite the fact that they had set privacy settings, 

specifically disallowing the practice.” (p.25)  

Additionally there are other instances where the personal data given to a free 

service provider is not being accessed by third party developers, but by the service 

providers themselves in order to sell services, brands or products, as was the case of 

Google: since it was found that they used institutional emails from ad-free Google Apps 

for Education to target direct ads in users’ personal and private accounts (Lécuyer et al., 

2014). 

It seems to have come out of a science fiction film, to think that a machine is 

reading users’ e-mails and putting advertisement in their inbox according to the content 

they found; or that devices can listen to people’s conversations and decode words, turn 

them into commands and offer ads and content in accordance to what was said. But this 

is, essentially, what happens when a user grants a social media platform’s app access to 

the device’s microphone and camera functions. 
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As long as the app is in use, even in background, these functions are fully 

operational and gather sounds, conversations and commands that are said aloud. This 

occurs even with advertisement that users might deem delicate and extremely private, 

such as medical conditions or sexual orientation (Leon et al., 2013) 

In some cases, when the location tracking is allowed or even necessary for an app 

to function, and if the user has granted access to this information to the app “all the time”, 

tech companies and social media enterprises know where their users are, most if not all 

of the time. Apps like FourSquare run location ads and promos when users are in a place 

or near it.  

On a recent PwC survey (2018) people were question about the possibility of 

stores tracking their physical location and sending them alerts or texts with special offers 

and discounts regarding their interests “only 34 percent [of respondents] said they would 

be happy to get personalized offers based on their whereabouts. While 37 percent said 

they would not be happy about such surveillance. Chinese and Indonesian consumers are 

an exception: 59 percent are happy to get personalized offers based on their whereabouts 

and only 14 percent of Chinese and 9 percent of Indonesian shoppers are not.” (p.8) 

Additional to this is the fact that some advertisement hosts platforms have come 

up with mechanisms to track people’s activity out of the internet and link them back to 

their account and to other people with similar kinds of behaviors. “Facebook has a tool 

allowing advertisers to link offline conversions and purchases to users – that is, track the 

offline activity of users after they saw or clicked on a Facebook ad – and find audiences 

similar to people who have converted offline” (Hitlin & Rainie, 2019, n.p.). This tool is 

offered as a third party service provided by the company Nielsen Catalina Solution and 

is just one in a myriad of third party measuring tools integrated into Facebook’s analytics 

service, Atlas. 

Increasingly businesses are requesting Facebook and Google to provide with tools 

that let them cross examine brand growth, in store sales and campaign measurements 

from different mediums. This is a tremendously complex goal to achieve, however, these 

companies have enough user information stored to make it possible. 
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Even more concerning is Google’s extraordinary reach and knowledge on 

people’s everyday lives, and the massive amount of information the company can gather 

from projects like Google Earth or Google Street View: “Google puts innovation ahead 

of everything and resists asking permission. The firm does not ask if it can photograph 

homes for its databases. It simply takes what it wants” (Zuboff, 2015). Even then, it is not 

the simple use of personal data which arises concerns and public outcry by itself, but more 

so what information precisely is being collected what concerns them -after all a picture 

of a house is just a picture if the inhabitant remains anonymous.  

In Carnegie Mellon University’s ‘What matters to users?’ (Leon et al., 2013) it 

was found that “nearly half of our participants were not willing to disclose information 

for the purpose of receiving targeted ads. The remaining participants distinguished 

between the types of information they would disclose. For instance, 45 percent of 

participants were willing to disclose the operating system they used, while under 1 percent 

were willing to disclose their Social Security number or credit card number. […] 

participants were most willing to disclose arguably innocuous information, such as their 

country (53 percent) and gender (46 percent)” (p.5) 

The fact that companies are tracking user’s online and using their personal 

information does not mean this is completely bad and unredeemable, contrary to the 

picture the author has painted throughout the last chapter, that would be irreparably 

simplistic and unfair; but it does depend on the type of information being collected what 

users find ok or out of limits and based on that businesses and advertisement hosts can 

build a universe of fair advertisement. 

Utilizing personal data has been shown to improve the usability of applications by 

letting them predict content users might like or adapt to user’s needs and preferences by 

learning from their past interactions within the platform, which is what most users want 

out of their online experience: they want to be shown content that fits their interests and 

discover new things that fit their lifestyle and personal image. Research has even found 

that over 35 percent of users would be happy to disclose information about hobbies and 

lifestyle, which is very helpful to target ads based on customer’s interests (Leon et al., 

2013). 
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Using trackers allows businesses to place products effectively and target 

advertisement to people who are actually interested in buying them or on the type of item 

being sold, and not have to rely on massive campaigns that might never come to fruition. 

And even “Twitter data has been successfully applied to public health problems, crime 

prevention, and emergency response.” (Lécuyer et al., 2014) 

If a user is willing and knowingly gives up personal information (like age, gender, 

likes and dislikes) in order to receive a curated and interest specific shopping experience 

in a webstore, everybody wins. Same thing when a company makes the most of the 

analytical findings that resulted from installing a tracker on the website and optimizes 

their landing page in a way that makes users fall in love with the design and the brand. 

Finally, efforts have been made to design advertisement networks that protect 

user’s privacy and are fully functional (with a click through rate similar to that of Google), 

that also work in a similar way to the current available options: they make custom and 

interest targeted ads, placed in publisher’s websites that link to real web stores and 

generate purchases. In these “user profiling and ad serving are delegated to the client 

software, which runs on the user’s device” (Reznichenko, 2014) making it impossible for 

ad hosts to hoard user’s information: they simply don’t have access to it. The system 

aggregates user information the same way a normal tracker would, but this information 

never leaves the user’s local files, and instead “pulls” relevant ads from a pool of options. 

While this was a pioneer real life experiment made for a study, the author believes 

it provides enough evidence to sustain that there are alternatives out there for developers 

to pursue and bring to the market new targeted advertisement services for business that 

care about their clients’ privacy. 

 

3. Methodology of research 

Having a theoretical framework of concepts, tools and a few examples of cases 

only explains what the panorama of online retail and marketing currently looks like in 

Europe; why it is polemic and even how it affects every day internet users; but it cannot 

illustrate the way small and medium sized businesses are applying such tools, and whether 
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they are being effective or not for their strategy. Or even if stores must utilize online 

marketing schemes to sell at all. 

Because of this, it was necessary to gather information directly from the 

businesses and understand why they use the methods they use, how they handle user’s 

data and whether they think government regulation affects the way they utilize this 

information or what they would be able to do otherwise, and what they feel have been the 

biggest outcomes of their online digital strategy. Compare the results to one another is 

also a possibility with such a similar pool of participants. 

As stated in the introduction of this thesis, the principal aim of this study is to 

understand how online marketing tools are used by mixed retailers to increase their sales, 

and in second place why using these tools might pose an ethical challenge; this is a matter 

of description, not of knowing how many businesses are using these resources, or which 

tracker is most popular amongst the type of shop investigated.  

“The methods used by qualitative researchers exemplify a common belief that 

they can provide a deeper understanding of social phenomena than would be obtained 

from purely quantitative data” (Silverman, 2000). Therefore, a qualitative method was 

favored to gather the necessary data; because of the flexibility it allows when conducting 

the survey interviews and because of the nature of the question the author is trying to 

answer.  

Another critical aspect of the selection of this method was the possibility that the 

common ground between businesses was not very vast. If a business puts a bigger 

emphasis on one aspect or one resource of the online advertisement offer, then more 

information should be gathered there to understand the reasoning behind it. Likewise, if 

a business has no interest or no knowledge of one tool or a concept, they should be free 

to explain more about what they do know, rather than guess. 

On the matter of how impartial and reliable the interpretation of the information 

gathered in this methodology is on the part of the author, it is difficult to determine 

precisely. With a long questionnaire and several topics covered in a single interview, what 

was selected for the body of the thesis describes only a part of the strategy as a whole. It 

is important for the author that readers should be able to form their own opinion on all 
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subjects discussed in this thesis with the information provided, but for this to occur the 

information cannot be incomplete or heavily summarized. Therefore, the full phonetic 

and unedited transcript of all interviews, including the German version of one, is available 

in the annexes but not within the body of the thesis. Short snippets, quotes and the main 

discoveries of the interviews are discussed at length in chapter 4: Findings. 

In the next subchapter a description of the design of the research questionnaire, 

the participants and the methods to conduct the interview are described. In the second 

subchapter the topic of how this study is limited and how valid and valuable the insights 

are is covered. 

 

3.1 Research design 

The study is sustained by what the author calls a semi structured qualitative 

survey. This means a standard set of questions was written in advance to all 4 interviews, 

but the participants were encouraged to answer only the ones where they had specific and 

true knowledge, instead of giving opinions that may or may not be correct or a part of 

their strategy. 

In total, four interviews were conducted with mixed retailers of shoes and clothing 

as well as and beauty products in the European Union; for the reasons explained in section 

2.1, the participants were chosen, and the interviews done specifically in Iceland and the 

Federal State of Thuringia.  

In this particular context, being mixed retailers means that within their business 

model they have both an online store and at least one physical shop in which their clients 

can fully complete a purchase. By these parameters all showrooms in which a client can 

look at the inventory but must place an order online, and all ‘web shops’ in which the 

client can look at pictures and descriptions of the existing products but must go to the 

physical store to obtain the items or must contact the seller to place an order via e-mail or 

telephone were immediately disregarded.  

In second place, all participants are small to medium sized enterprises, of up to 

250 workers, according to the standards dictated by the European Union and published in 
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Eurostat (N/D). Although they belong to the same category, a considerable difference 

between a company with 4 workers and one with 240 does exist, as will be explained in 

a later section of this chapter. However, and by the standards described by Eurostat, the 

similarities in between this group are much larger than those of a company of 250 and 

one of 50 thousand workers. 

Initially, the amount of years a retailer has been in business was not a part of the 

decision to include them in the survey, and it did not appear to have a big impact on the 

business’ general online strategy either but it was quite notable that younger companies 

rely and utilize online resources more actively than older ones, so in that regard the choice 

was a right one. 

To ensure the full picture would be obtained from the interviews, the participants 

were chosen in equal parts between territories (Thuringia vs Iceland) and business types 

(manufacturers vs resellers). This means that interviews were conducted with one 

manufacturer in Iceland and one in Thuringia, and with one reseller in Iceland and another 

in Thuringia. Both Icelandic participants are based in Reykjavik, while one Thuringian 

participant is located in Eisenach and another in Erfurt. 

The participants chosen in Thuringia were taken from a small pool of potential 

interviewees, since fashion and cosmetics are not in the state’s key or most developed 

industries; on a side note, the participant manufacturer was the only who asked for its 

answers to remain anonymous.  

In regard to the Icelandic partakers, they were not preferred for geographic reasons 

at all, but for the products they offer: a nationwide search for willing and unpaid 

contributors was done, and these two fit the necessary criteria the best. Even though the 

country is not that populated, the fashion and beauty industries are quite advanced, at 

least more visibly so than in Thuringia. 

The search for possible and willing participants started very early in the process 

of first defining and then writing this thesis, and the first interview was done as early as 

march of 2019, when the background work of the thesis was not yet fully developed. 

Therefore the questions used, which to make the process as fair as possible was used in 

all other interviews, was developed with sufficient knowledge of the topic but not a 
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wholly structured thesis in mind. This means that while the hypothesis is still answered 

by the questionnaire, other subtopics and interesting areas developed in the background 

work are not included in it. 

The following is the complete set of questions that was used when interviewing 

all the participants, and was derived from 3 topics: company generalities, marketing 

strategy and privacy concerns. 

1. How many employees currently work in the company? 

2. When did you go into business? 

3. When did you set up the online shop? 

4. Right now, which is the bigger stream of revenue, the brick and mortar or 

online shop? 

5. Do you ship internationally? 

a. If not, why not? 

6. Which resources do you use for your marketing strategy? Like, for 

example, paid publicity, social media, etc. 

7. Which host do you use for your website/online shop? 

8. What trackers do you accept on your website/online shop?  

a. Why did you choose those services? 

9. Do you use analytics?  

a. Which company provides them?  

b. For what purpose do you use them? Like, for example, client 

segmentation, A/B testing, conversion rates, etc. 

10. Has using analytics changed the amount of online sales, compared to 

before you used them?  

a. Do you have specific numbers? 

11. Has using trackers for publicity changed the amount of online sales, 

compared to before you used them? 

a. Do you have specific numbers? 

12. Has the introduction of the new GDPR changed the cookies and third party 

services you use? 
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13. Do you have information about the traffic your online ads bring to your e-

commerce site? 

14. Do you know how many complete purchases per individual visit your 

online shop has? 

15. Do you have information of how many users read the Privacy Policy in 

your website? 

16. Do you include all the data collection you do in your Privacy Policy? 

a. If not, what information do you leave out and why? 

Evidently, some of the questions included in the set required only a yes or no 

question, which is why there is a big difference in the responses of the pair interviewed 

in person or over a video call, and those who were given the option to respond over an 

email. Asking the questions in person means having immediate feedback, and knowing 

where more information may lay, or asking the interviewee to elaborate if a response was 

“yes” or “no” instead of taking it as the full answer. 

Having two different types of interviews was not the choice of the author but 

rather a necessity of the companies who did not have enough time or manpower to 

dedicate hours to this study but were willing to participate still. 

On a practical note, to simplify the reading of this section, the interviews will be 

named in accordance with their appendix numbers, where the full phonetic transcripts and 

posterior additions are found. So, from this part onwards, as well as in chapter 4, they will 

appear as follows: 

- Appendix 1, Interview with Húrra Reykjavík: interview 1. 

- Appendixes 2 and 2.1, Interview with M.Baetz: interview 2. 

- Appendix 3, Interview with Anonymous cosmetic company: interview 3. 

- Appendix 4, Interview with 66North: interview 4. 

The two resellers (interviews 1 and 2) were the ones questioned face to face with 

in-depth questionnaires. In the case of the Thuringian participant, the original interview 

was done in German language, and was consequently translated by the author. These 

resellers are referred to as such because they are mixed retailers that do not produce their 

own merchandise, but sell the stock first purchased from the original producers. Their 
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main added value is the “curation” of a style and identity associated with the store by its 

customers, and the author believed before the interviews that this might have a large 

impact on the brand’s online marketing strategy. 

For both of these initial interviews follow up questions where sent to the 

participants requesting additional information that was not available on hand when the 

interviews took place, and which were later answered via email. This information is also 

taken into account for the analysis as if it was part of the original interview. 

The other two participants (interviews 3 and 4) were interrogated digitally with a 

questionnaire on a Microsoft Word editable file, which filled out by the participant and 

sent back via e-mail. They are both medium sized companies and mixed retailers, with a 

strong international presence both off and online, but in contrast with the other 

participants, they produce their own goods; meaning that from these interviews the “brand 

perspective” was acquired.  

Interestingly, both of the interviews conducted in person were done with the 

smaller two businesses, and resellers; and the written interviews were answered by the 

two larger companies and also producers. This was a mere coincidence as all participants 

were chosen at random. 

 

3.2 Limitations and validity 

There is, naturally, a very large margin of error when analyzing a survey with so 

few participants. It is dangerous to make assumptions and generalizations based on so 

little information, especially when not even within the survey all questions were answered 

the same way or to the same length.  

Ideally, the sample size should have been much larger to begin with, to include 

more participants in both countries, and to be able to produce in-depth questionnaires for 

all of them, conducted in person or at least in a video conference; for future iterations of 

similar comparative studies, the author strongly recommends direct communication 

instead of having to rely on rigid digital written communication as there is a clear 
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difference between the quality of the interviews conducted face to face than those done 

in paper, and the insights obtain from each are also abysmally different. 

Additionally, the study should have been divided into two different timelines 

where the first part is the construction of a solid background work and a hypothesis that 

cannot be answered in it but requires a qualitative (or even quantitative) study to answer. 

This way the design of the questionnaire becomes a more sophisticated and informed 

process, and the interview process overall better. 

The more a researcher knows about a topic before going into an interview the 

better the questions will be asked and the better the dialogue will be within the interview, 

as there is more knowledge to be extracted from the interviewee.  

Considering the last two strong critiques to the method the author concludes that 

the true value of this interviews is in their innovative and descriptive nature: 

understanding how smaller sized companies use certain tools, how much of a medium 

sized company’s advertisement budget is destined to online resources. Or it even why 

certain resources were chosen over others and too see clearly the difference between the 

strategies, and which are considered more successful by their executors and in realistic 

terms. 

Withal, the interviews served their purpose of explaining how this companies 

conduct their business, explaining their reasoning and illustrating whether they were 

aware of their clients’ privacy. The results and insights will be explored in depth in the 

immediately following chapter. 
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4. Findings 

In this section the author will examine the results and findings of the 4 interviews 

conducted between June and August of 2019. The breakdown will follow the same 

structure for each of the interviews, with a table form analysis filled out with the same 

information for each case: number of employees; year of founding of the company; 

opening of the webstore; whether the web is shop multilanguage; which is the bigger 

stream of revenue; sector the store belongs to; location/s; do they sell or ship 

internationally?; if they use trackers for analytics; in case they use trackers for 

advertisement; who is their analytics supplier; social media (whether they use it for 

marketing or not); if they pay for publicity; if they allow third party trackers on their site; 

and whether the introduction of GDPR has affected their marketing strategy. 

After this is basic information is established, an analysis of the key findings of 

each interview, as well as the most relevant quotes, follows the table. In a latter chapter 

of this study the information presented here will be discussed and contextualized. 

 

Interview 4  

This was the first survey collected, in one of the earlier stages of this study. It was 

answered via email on June 12th of 2019, after an initial successful contact with the 

company on the end of May. As they work with 3rd party agencies for their marketing 

services, some of the questions the author sent them could not be answered and were left 

blank on the questionnaire. A subsequent attempt to obtain the missing information was 

not done. 

Table 2: general aspects of 66North. 

Number of employees Unknown. Over 201 direct employees. 

Founding of the company 1926 by by Hans Kristjánsson in Súgandafjörður. 

Opening of the webstore Unknown. 

Is the web shop multilanguage? Yes. 
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Bigger stream of revenue Unknown. 

Sector Apparel (clothing, shoes, accessories). 

Location/s Headquarters in Gardabaer. 5 locations in Reykjavik, 1 

in Kópavogur and 2 in Akureyri. 

Sell/ship internationally? Yes, they have a very strong international presence. 

Use of trackers for analytics Yes. 

Use of trackers for advertisement Yes. 

Analytics supplier Google and Facebook. 

Social media Yes, both paid and free. They have profiles on 

Facebook, Instagram, Pinterest, Youtube, Tumblr and 

Twitter. 

Paid publicity They run paid campaigns on Facebook, Instagram and 

Google. 

Use of third party trackers Yes. 

Did the introduction of GDPR 

affect the marketing strategy? 

Yes. They have to be more careful with the data 

collection and have to ensure customers know their data 

is being collected. Direct impact on the newsletter. 

Key insights 

The company uses trackers from Facebook and Google to analyze the clients’ 

behavior on their online store. They access this information through Google Analytics 

and Facebook Analytics (Atlas) and use it to plan their daily marketing work as well as 

their marketing campaigns on Google Ads, Facebook and Instagram.  

This company offered a way to find out easily the type of trackers they use, as “. 

You can fetch the “Facebook Pixel helper” Google Chrome extension to see which 
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trackers are hitting you when.” However this information is not as easily found on their 

website or their privacy policy. 

They admitted to actively using segmentation tools, especially to funnel the so 

called “cold audience” (users that have never been in contact with the brand in any of 

their online channels) from one that has been visiting their site or profiles recently, or has 

done so at least once. The type of display publicity they show to each group is designed 

accordingly in order to catch the potential customer’s attention. 

Out of all the interviewed brands they were the only ones to explicitly admit to 

using this type of segmentation as their primary form to reach customers, which means 

they focus their efforts in display publicity rather than search or social media. This could 

be explained by the structure of the company: from all the businesses that participated in 

the survey, this is the largest one of all, which also might have influenced their decision 

to choose this form, as it is the costliest but also one of the most direct form of online 

marketing. 

Other than being the most visible and expensive, it could also be said it is the most 

effective for trans-border marketing efforts, as search publicity tends to be (in the past 

few years) increasingly localized and at their most effective when looking for brands or 

products that are geographically close to the user. Regardless of where the user might be 

looking for this type of garments, or if they have been in contact with similar brands 

before, this interviewee can effectively reach the client. 

They had some information regarding user privacy, as the implementation of the 

GDPR made them reconsider the type of trackers they used and the information they 

collected from the users. Notably, they generated the privacy policy and notice 

themselves (contrary to the rest of the participants) and claim to be very thorough with 

making sure users understand what is being collected and that they give their consent 

before any tracking is done. 

Considering user’s privacy has affected their marketing efforts as, “Now, after the 

implementation, we make sure that we’re extra careful regarding everything related to 

collecting data. This had an impact, for example, on the number of our newsletter 

subscribers.” 
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This last part cannot be confirmed by numbers, as they did not share the amount 

of users that read their privacy policy vs. the amount of visitors of their website that access 

and accept the use of cookies an trackers. 

 

Interview 1  

This interview was the second one conducted, on July 15th of 2019 via a video call 

using iPhone’s app FaceTime. The interviewee had been previously briefed on the topic 

of the survey, but not on the specific questions, so the majority of the questions were 

answered in full and without preparation.  

Because of this, and the necessity to fill in gaps of missing important or detailed 

information, two follow-up questions were answered via email by the marketing team of 

Húrra Reykjavik on July 31st, specifically regarding the privacy policy and the client 

segmentation. 

Table 3: general aspects of Húrra Reykjavík. 

Number of employees 14 

Founding of the company September of 2014 in Reykjavik. 

Opening of the webstore Late 2015. 

Is the web shop multilanguage? No, only Icelandic.  

Bigger stream of revenue Brick and mortar stores. Web is only about 20 percent 

of the income. 

Sector Apparel (clothes, shoes, accessories). 

Location/s Man’s and women’s stores in Reykjavik. 

Sell/ship internationally? Starting on the fall of 2019. 

Use of trackers for analytics No. 
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Use of trackers for advertisement Yes. 

Analytics supplier Formerly Google, now none. 

Social media Facebook and Instagram. 

Use of third party trackers Claimed no on the interview, but two Facebook pixels 

are found on their site. 

Paid publicity On Facebook, and in print during half-year sales. 

Did the introduction of GDPR 

affect the marketing strategy? 

Not noticeably, only in that the privacy policy had to be 

published. 

Key insights  

They opened the webstore after their physical locations as a way to cater to clients 

outside the Reykjavik area. At the time of the interview, they were working on rebuilding 

the site to offer a more international experience because they will open (start shipping) to 

foreign markets soon.  

For the brand this means changing what they do online to attract clients. Firstly, 

they will change the language of their social media posts and general online presence to 

English, as about 25 percent of their following on social media is not Icelandic, and they 

see a big potential in going international. 

The marketing director bases their entire marketing strategy on earned social 

media, particularly Instagram, Facebook and Twitter to a lesser degree. This means that 

most of their campaigns are directed and seen by people who follow the brand willingly 

and know about it and their content from past interaction, not a cold audience. Sometimes 

they do paid advertisement only on Facebook, but the larger part of their content is posted 

for free and on Instagram.  

As he describes it: “just doing the whole Instagram thing, and we kind of decided 

really early on that we were only going to use social media for our marketing strategy, 

so, since then we have bought 1 commercial in the newspaper, but that’s only if we’re 
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throwing like a stock sale and we want everyone to fucking know it, then we maybe do 

something else. But we just do the classic Instagram, Facebook, Twitter, we do, paid ads 

on Facebook of course.” 

The majority of their budget and time goes to producing the content for their social 

media, which is where they see the most value. His strategy is based on quality and 

consistency: “putting out great content and a lot of it”. 

The interviewee believes they owe the business’ huge success in Iceland to 

anticipating the trend of using social media for marketing and got ahead in the ‘game’. 

He started using Instagram as their principal tool for marketing 5 years ago when the 

influencer trend didn’t yet exist. He believes the popularity of the brand is mainly because 

they built a modern and cool online presence before anyone else was trying that strategy, 

neither for businesses or personal profiles. 

Húrra Reykjavik hired an external consultant to run Google Analytics for them, 

but after 5 months of seeing no positive or even visible result on sales, they abandoned 

that venture. They use the Facebook pixel, but the marketing director doesn’t know how 

to use trackers so opts for a pure social media strategy and only reads the Facebook 

analytics break down to evaluate how the campaigns placed directly on the site are doing 

and decide on changes, but not the analytics from the pixel. 

The interviewee claimed they chose Facebook as the basis for their strategy 

because of the incredible penetration of this social media site in Iceland. Most of the 

population has a profile and according to the interviewee “if you’re not on Facebook it’s 

like you don’t exist”. This was the best way to reach as many customers as possible on a 

single platform, and they feel it has worked out. At the time of the interview they had an 

open paid campaign on Facebook that had generated about 75 thousand views and over 

530 direct clicks to their site, which for Iceland is quite successful in his own words. 

The paid marketing campaigns that they run are quite specifically segmented. He 

targets people by age, gender, interests, location etc. It varies between the content of the 

campaign and the purpose of it which ‘filters’ they use.  

Regarding the privacy policy in their site, the marketing director said it was taken 

care of as a “standard” by the website developers, not the team employed directly by 
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Húrra. He did not show a lot of interest in the topic and had no information about how 

many people read the privacy policy other than “pretty much no one”. The interviewee 

believes that privacy is not a big issue in Iceland because it is a small community and 

there is not much crime, people are more open with one another and trusting too. 

Finally, the fact that he considers their marketing strategy to be successful at the 

moment, doesn’t mean that it will stay the same always, particularly in the future when 

the brand will have to cater to an international audience. This means opting for more 

sophisticated marketing tools, and going back to options they didn’t think necessary when 

they focused only on free social media: 

“We just kind of never got into Google. The guy who was working with this, last 

year with that thingy, he showed me a little bit of how it works and stuff, but we 

didn’t see any results, even if he was a really “he knew what he was doing” kind 

of guy, so… but we probably like, we must get back into that when we start 

shipping internationally. So that is definitely a part of the plan for the next step 

for the webstore and such…” 

This last piece of information is crucial when trying to understand that marketing 

schemes are not static, or rigid activities that stay the same over a longer period of time. 

As Húrra’s business has evolved over the years, so has their strategy and the shapes and 

types of their publicity. 

 

Interview 2  

This was the third one obtained and the only one done in person, on July 23th of 

2019 in M.Baetz’s brick and mortar store in the capital of Thuringia, Erfurt. The questions 

were answered by the store owner, for whom this is the second successful web-shop 

managed and has a lot of experience in the field. 

However, she only manages one part of the marketing strategy and activities, as 

the store does work with a marketing agency. To complete the missing information and 

questions that arose in the interview five follow-up questions were answered by that 

external team on August 22nd. 



 

 

 

- 61 - 

Table 4: general aspects of M.Baetz 

Number of employees 5 

Founding of the company In 2007. 

Opening of the webstore First launch in 2008 and second re-launch in 2015. 

Is the web shop multilanguage? Partly, some sections have an English version. 

Bigger stream of revenue Brick and mortar store. 

Sector Apparel (accessories and shoes). 

Location/s Headquarters in Erfurt. 

Sell/ship internationally? Yes. 

Use of trackers for analytics Yes. 

Use of trackers for advertisement Yes. 

Analytics supplier Google. 

Social media Pinterest, Youtube, Facebook, Instagram (not very 

active). 

Paid publicity Yes, GoogleAds. 

Use of third party trackers Yes. 

Did the introduction of GDPR 

affect the marketing strategy? 

Yes. Reflected directly on the newsletter subscribers but 

other aspects too (taken care of by the marketing 

agency). 

Key insights 

The owner takes care of the marketing plan and the online strategy to a certain 

extent (the more personal and creative side) and employs a marketing agency to oversee 
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the analytical part. This is the third online shop she sets up, the first one she pioneered in 

2004 (the early aughts of online shopping), but it had to be closed due to restructuring of 

the company. The second shop was set up in 2008 and finally rebranded and relaunched 

in 2015, which is the current one. 

Relaunching the brand and the online presence was a huge learning opportunity 

for the interviewee, and it showed her just how hard it is to depend on search engine 

visibility to be popular on the web. They had problems with the domain continuity when 

they rebranded the shop so the traffic that went to the previous store that was closed didn’t 

automatically find its way to the new one. They sunk from being on Google’s first page 

on a search for shoes in Germany to being near the 25th. This had a huge effect on the 

amount of sales they fulfilled and even the size of the company, a lot of workers that took 

charge of online orders had to be laid off. 

In her words they used to do ‘everything’ to advertise the brand on the web, “the 

entire social media fan”: Facebook, Instagram, Pinterest, they made YouTube videos and 

had a newsletter, and she took care of everything herself instead of paying a professional 

team to take care of the production.  

Then, she hired an agency to manage the Google AdWords campaign and the 

SEO, and after not seeing her work on social media pay off, now she uses the shop’s 

newsletter as a primary form of marketing and communication with the clients and the 

rest very marginally: 

“I have an agency that oversees all my SEO strategy and also the Adwords 

campaign, but that's really on a minimal budget. And then I do ... which totally is 

important, my main instrument is my newsletter. That would always 

simultaneously… everything is automated and posted on Facebook, so something 

happens at least a little bit on Facebook as well. But that’s not what I usually take 

care of; just like the other social media channels like Instagram and Pinterest and 

stuff ... and that's a time problem.” 

Like Húrra, managing the entire scope of online marketing possibilities generates 

a time problem, as there is only so much a single person can do before it is unsustainable. 

She chose the marketing agency that currently works with M.Baetz because they offered 
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her a solution based on her specific needs, and all other agencies she had previously 

worked with or contacted offered a standard selection of services that was the same for 

every client. “I find working with agencies very difficult , because they push packages 

and say that you have to do it all, this is what you need, and which costs an awful lot of 

money at the beginning, without any results to see for yourself in the shop or on the side.” 

For the analytics of the web shop they use Google Analytics, and prior to the 

interview the interviewee had no knowledge of Facebook or other companies like 

Amazon also providing comprehensive analytical services for businesses. She doesn’t 

believe using analytics by themselves has increased the amount of sales, but more the 

combination of all the marketing tools she uses has helped her re-build and strengthen the 

online store. 

She believes what brings the most traffic to the store are the affiliated programs 

(like the newsletter) because it is targeted at people who already know the brand, and the 

AdWords campaigns, which is essentially “being shown on top of the search result” both 

on Google and on Bing. They use various Google cookies (Analytics, Tag Manager, 

Audience, Conversion Tracking); as well as cookies from affiliate networks with display 

remarketing. 

The interviewee didn’t personally choose Google as a principal provider of ads 

and analytics, it was what the agencies she has worked with have always offered, but she 

doesn’t think her choice would change if asked, because of the range and scope of the 

services as well as Google’s trustworthiness. To her, Facebook doesn’t seem as serious 

for her brand as Google when it comes to showing ads.  

In total, only about 13 people have read her privacy policy in the last month, a 

very small amount of the website’s 8, 370 unique visitors (of which almost 2 thousand 

came to the site after clicking on advertisement). Moreover, she outsources all the 

tracking and payment aspects of the store, so they don’t keep any of the user information 

collected through the visit and purchases, so the responsibility of handling this data lies 

outside of her web shop. However, she only uses services deemed credible and does 

everything that is required by law to protect her client’s information and takes the issue 

seriously enough. When the GDPR was enforced she released a self-made video 
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explaining how the changes would affect the newsletter subscription and other aspects of 

the shop’s interaction with clients. 

Like 66 North she targets audiences if they’ve interacted with the shop or the 

segment in the past, but to her knowledge there is no demographic segmentation in the 

campaigns. The interviewee thinks that the most successful part of her online marketing 

strategy is the possibility to customize the ad words and adapt to what people are looking 

for: finding the compatibility in what people are looking for with what the store can offer. 

In this last regard tracking users and learning about their behavior and what they 

like or not like is crucial to the interviewee for two reasons. One, that it is extremely 

complicated for a shop owner to have enough digital knowledge and dexterity to be able 

to set up a marketing campaign and understand analytics to a degree where they are 

actually useful, so she and many other store owners like her have to rely on agencies and 

trust that they have their best interest at hand and are doing a good job. Second, that 

businesses should be able to know more and have more information about the users to be 

able to generate advertisement that really hits home and targets the right people, ideally, 

she wishes that more tracking and more user segmentation and insights were available. 

Finally, she believes that the web store itself is a form of marketing for the 

physical store, in terms of being visible online and then people visiting or buying from 

the brick and mortar store. The interviewee thinks that the synergy between the two faces 

of the business is crucial for a successful store in today’s market. 

 

Interview 3  

It was finalized via email with an Anonymous company. The full questionnaire 

done for interviews was filled out in English and in writing by a marketing representative 

of the cosmetic brand and sent back on August 1st of 2019, although some of the questions 

instead of being left blank were simply responded with yes or no answers.  

By data provided by themselves they are the oldest web-shop administrators of all 

the surveyed firms and are very private about how they have conducted their business in 

the past decades. 
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Table 5: general aspects of Anonymous 

Number of employees 57 workers. 

Founding of the company In 1905. 

Opening of the webstore Late 1990’s. 

Is the web shop multilanguage? Yes. 

Bigger stream of revenue Brick and mortar stores. 

Sector Cosmetics and accessories. 

Location/s Headquarters in Wutha-Farnroda, stores in Eisenach, 

Erfurt and Frankfurt. 

Sell/ship internationally? Yes, over 75 percent of the shipping is export. 

Use of trackers for analytics Yes. 

Use of trackers for advertisement Yes. 

Analytics supplier Google Analytics. 

Social media Pinterest, Facebook, Instagram. 

Use of third party trackers Unknown. 

Paid publicity Yes, 50 percent for social media campaigns, 30 percent 

for print media, 20 percent for radio and other channels. 

Did the introduction of GDPR 

affect the marketing strategy? 

Yes, it changed some of the cookies they used on their 

website. 

Key insights 

Out of all the interviewed participants, this company was the only one who 

dedicated a substantial amount of budget to traditional advertisement and only about half 
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of the available funds to online advertisement. From all the other participants, only Húrra 

Reykjavík admitted also to having run a campaign on a print newspaper and it was a one-

time venture. The answers to the questionnaire where quite straight to the point and did 

not elaborate on the company’s processes due to their tight-knit privacy standards, which 

put German cultural standards into evidence, however some interesting observations did 

come from it. 

By the percentages they offered in writing, they do not destine any of the paid 

publicity resources to either display or search advertisement but instead focus completely 

on a paid social media based strategy. “We use a wide range of marketing resources: 50% 

social media campaigns and social media channels; 30% print media; 20% radio and 

similar channels”. But this is simply inaccurate on their part. 

Arguably, it could have been so that they stopped using cookie centered 

advertisement after the implementation of the GDPR, as they claim that a substantial 

amount of third party cookies they used on their website had to be altered, but in another 

part of the interview they say that they use Google Analytics not only for the improvement 

of the website but also to enhance their search engine ranking, which means they must be 

using Ad Words or an affiliated advertisement program as well. 

Regarding the utilization of tracking for analytical purposes, they selected Google 

Analytics to analyze and to evaluate the customer behavior on the web store and to be 

able to design direct improvements on the site for the user experience. They were the only 

respondents that use tracking on their own site to improve the user interface and to test 

which landing pages or promo sites they’re using work better, which is a very traditional 

and standard form of testing the author expected more businesses to also use. 

 They don’t believe measuring user’s activities on the website has improved or 

changed the amount of completed purchases on the web store, but interestingly they use 

this service to measure user’s response to specific products, and again they were the only 

respondents that claimed to use analytics for this purpose.  

From the type of sector they use and the fact that they are product producers it 

makes sense that they do: by using tracking a business can find out which products are 

more or less popular and even gauge the size of a launch beforehand. The author thought 
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this insight in specific was brilliant and should have been a more widespread use for 

analytics for small businesses, as it can be resource optimizing. 

The introduction of the GDPR did change some of the cookies that were present 

on their website and although they have information about how many users visit the site 

every month and how many of those read the privacy policy (either before or after 

accepting the cookies) they opted not to disclose it. 

When asked about leaving information out of the privacy notice they accepted that 

there is information that they collect that is not spelled out in the policy as something they 

retain, and crucially what they leave out is the collection of the credit card information. 

Although this by itself could only mean that they are saving the credit card information 

for future purchases or to have a back-up or a client inventory should a payment go awry, 

the author believes this is pivotal information that should be shared with users and 

customers, regardless of the reason of the collection: all other surveyed businesses do 

explicitly share that they retain payment information. 

The brand does have a very strong international presence but on paper nothing in 

their advertisement strategy suggests that it is internationally oriented, as is the case with 

66North, “Yes, we ship internationally. More than 75% of our shipping is export.”  

Their more traditional marketing efforts are Germany based, which was also 

interesting considering they claim three fourths of their stock is sold and shipped abroad, 

so an internationally leaning plan would make more sense for them. 

There is no information in the interview about who in the company or outside of 

it made sure the data collection policies comply with the GDPR requirement that users 

are aware of the information being collected, and their website has a standard cookie 

accepting notice. The author was unable to verify who this text came from: the developers 

of the website as a blanket notice or the company itself. 

This last issue, added to the fact that they did not share the amount of users that 

read the privacy policy, indicated that there is not a strong focus within the company to 

protect user’s information beyond complying with the regulation. 
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5. Discussion 

Taking the information gathered from the interviews and contextualizing within 

the range of marketing tools in the internet available right now is necessary to answer the 

research questions that guide this thesis, but in no way do they present an innovative 

perspective of this topic. This is why a sub topic (business ethics) was introduced and a 

second research question formulated, and it is imperative that both parts are answered in 

full while producing new, current and original knowledge. 

This thematic bifurcation (and then re-seaming) originated from the preconceived 

notion that using customer’s personal information might be useful and even regarded as 

beneficial for a client-business relationship, there are still several concerns with the way 

user’s information is being treated, especially by the advertisement hosts, that have been 

mentioned in preceding sections of this thesis but not yet evaluated from an ethical 

perspective. 

Based on the information gathered in the previous 4 chapters, the author concludes 

that there are two surface problems with the way online advertisement works and became 

evident in the interviews. 1) The placement of ads in disinformation and fake news sites 

(which could be prioritized by platforms and marketing providers as ideal websites to put 

ads in due to their heavy traffic); and what has been the foundation of this thesis work 2) 

online user’s activity tracking for analytics and targeted advertisement. 

The first problem has a lot to do with the businesses who offer advertising services 

and very little connection to the businesses who employ them, because they don’t even 

know where their banners and paid advertisement are being shown: but they also don’t 

seem to care. As long as clients are coming into the store, ad vendors are free to place 

publicity wherever they see fit. 

This issue has been addressed by many governments in the world as a priority 

topic that requires public policy -mostly as a consequence of the Cambridge Analytica 

scandal and the infamous alleged interference of Russian agents in the 2016 US election- 

was also summarized in the Disinformation and ‘fake news’ Report (2019) in a way that’s 

hard to argue around: “The tech companies’ business models rely on revenue coming 
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from the sale of adverts and, because the bottom line is profit, any form of content that 

increases profit will always be prioritized.” 

The report, beyond being informative, is ground breaking because it proposes that 

where law is insufficient a government body should generate a code of ethics for internet 

advertisement and have the ability to enforce it upon social media and search engines to 

ensure that harmful and purposefully inaccurate content is not prioritized (and ideally not 

shared), and also that the tech companies have liability in cases where this is not 

effectively done. 

In the same regard, Disinformation and ‘fake news’ (2019) describes the content 

collection policies and practices that social media platforms, with emphasis on Facebook, 

have that are not transparent or accurate: 

“When asked who owns “the virtual you”, Zuckerberg replied that people 

themselves own all the “content” they upload, and can delete it at will. However, 

the advertising profile that Facebook builds up about users cannot be accessed, 

controlled or deleted by those users. It is difficult to reconcile this fact with the 

assertion that users own all “the content” they upload.” (p.17) 

This is crucial not because of the posts or content itself that users upload, which 

may have no more value beyond the personal and sentimental that the person attributes 

to it, and which coincidentally can be deleted at will, but because of the personal 

information that the user is unknowingly giving away to the platform which is used to, 

crudely, sell the users to advertisers. This has been the foundation of the internet’s free 

services since the beginning and have been normalized to the point of going unquestioned 

by users. 

There is, of course, a romantic view offered by Hounsel (2019) of how the 

internet’s ad centered businesses can keep functioning the way they do with ‘no harm 

done’: “We can do a better job of creating an ecosystem that works for everyone. Users 

should be able to access free, ad-supported content in full faith that their online privacy 

will be respected. Publishers should get fair compensation for their work. And marketers 

should be able to connect with people who are interested in what they have to offer.” 

(n.p.) 
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This quote implies that marketers and businesses rely entirely on advertisement 

providers to be able to reach their clients, and for the most part (excluding the anonymous 

interviewee who uses traditional marketing) this is the case. There is truly very little that 

companies can do to demand that the service they buy from marketing hosts comes about 

ethically. 

The businesses who collect user’s data and make all of the marketing and service 

options above possible should find a way to do so without infringing people’s privacy, 

finding shortcuts around legislation and making sure users are well versed on their rights 

online; which they have shown time and time again that they are not willing to do. Big 

tech corporations, as shown throughout this document, have bypassed regulation and 

sanctions many times to continue hoarding and selling user information; and this is not 

counting all the data aggregators that work illegally and gather personally identifiable and 

private user data with a complete lack of transparency. 

Interestingly, this willingness to override people’s right to privacy is not that new 

to the advertisement industry, it is just that the possibility of closely surveilling users by 

being able to track their online activities and then offering them optimized (and extremely 

effective) advertisement, exponentiated this voracious behavior:  

“According to a study on decision making in advertising, the majority of 

advertising professionals were influenced only by legal considerations; ethics 

exerted only a minor role (Davis 1994). Advertising ethics is often given little or 

no attention until the company is forced to make a reactive response when 

challenged by consumers or the law (Snyder 2008).” (Aalberts & Nill, 2014, n.p.) 

The heart of the problem, however, is not in the fact that users are being followed 

and tracked; or that the new GDPR is insufficient (or some might argue counterintuitive); 

or that fake news are severely harmful for the social tissue, and companies continue to 

place ads on them. The problem is the illusion of consent and the visible disregard of 

companies to the compliance of this requirement.  

If M.Baetz’s website has thousands of monthly visitors, and only 13 of them go 

to the privacy policy site (the author was probably one of them), it is inaccurate and 

irresponsible to say that the clientele understands how their information is being tracked 
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and stored by the website’s owners, hosts and advertisement providers, in a chain of 

information collecting and sharing with seemingly no end. None of the other companies 

interviewed other than Interview 4 showed a lot of interest in how their customer’s data 

is being processed, and the general feeling in the opinion of the author was that it was all 

a chore, not a part of the business where these firms could make a small but pointed 

difference in the information ecosystem online. 

Further than the illusion of consent is the illusion of choice. Some websites offer 

the possibility to decline the use of cookies for analytics or publicity (these are the 

minority) but claim some types of cookies are necessary for the functional aspects of the 

website and can’t be opted out of. Other sites have a blanket ‘we use cookies’ policy 

notices, with no option to decline. If they do have a ‘no’ button they won’t be able to see 

the content, so it is obvious that the majority of users will accept the cookies to get the 

content: they either don’t know or don’t care about what it means. 

“A lack of transparency might also lead to unfair competition. So far, most 

websites that charge money but protect consumers’ privacy have not been very 

successful. This is because in most cases consumers are in a position to locate a 

site that offers similar information for free. However, unbeknownst to most 

consumers, the “free” website might not charge money but will collect 

information about the consumer.” (Aalberts & Nill, 2014, n.p.) 

To the author’s knowledge after months of research, no website that complies with 

the regulation and is obligated to show the cookie policy has an option to decline the use 

of trackers and still see it in full. In another industry this would be fine: to be able to use 

a product or a service, the user must comply with the service providers regulation or go 

elsewhere to obtain it. But that is truly the issue, the ‘free’ internet has no competitor, and 

if a user wants to remain private and not have to share personal information, they must 

entirely stay off the internet: an impossible feat in 2019.  

The question of who is responsible is a lot more complicated. Considering the 

triangle/quadrangle of actors involved in online retail proposed in the introduction of this 

thesis, all parts (businesses, ad hosts, marketing agencies, users) are responsible, on very 



 

 

 

- 72 - 

different levels and for varying reasons. Additionally, publishers can be as crucial if not 

more when evaluating who is acting out of ill-will. 

Evidently, a user is not guilty for the unethical treatment of his private 

information. But as European users of highly developed nations with an average of 19 

years of education in the Human Development Index, Germans and Icelanders as groups 

should be much more resourceful and demanding of a responsible handling of their data 

and of data protection measures in general, and businesses should be a lot more 

transparent in what they do, not simply say that the cookie policy is a button to click (like 

Húrra Reykjavik’s opinion on the matter).  

Governments, as representatives of users and customers, too should be active in 

educating users of the risks and rights going online entails and fill the void that the lack 

of regulation is generating that results in such abuses in the first place. 

Businesses need to know their audience, their behaviors, market segment and 

expectations in order to provide a service that fits their needs and turns them into a 

lifelong customer of the store or brand. This aspect and need of marketing services is 

understandable and adequate, however when a company is approached by a tech company 

which offers client data bases and social graphs, they should question how this 

information was obtained. Even in traditional marketing, the analytical studies businesses 

paid for also included fees for participants, so that their insights (as done, for example, in 

focus groups) were recompensed, and they provided their personal information and 

private opinions freely and consensually.  

Now, businesses are willingly employing a ‘massive surveillance machine’ to 

follow clients out of their store and throughout their daily lives, digitally, to gain these 

insights, with no gain nor clear notice for the people being tracked. And, like in the case 

of M.Baetz, they want and they would like to purchase more knowledge, more tracking, 

more information, without really knowing what it means for the users that the information 

comes from. 

The author argues that having these tools available does not make them acceptable 

to use without questioning what they entail underneath the surface, even with less 

‘sketchy’ and more compliant companies. In the age of information businesses can no 
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longer claim that they’re simply doing the most with what’s available and turn a blind 

eye on the overreaching and invasive power of trackers. 

Almost all ad hosts and trackers have declared that all the information tracked and 

stored remains anonymous, and that the advertisement shown to users, which is based on 

their previous behaviors, is just the result of an algorithm working. However, affirming 

that is not a privacy breach to track a user only because in the server the information will 

appear as an IP address instead of a name and last name is not a sound reason, as the 

packages of information can still be aggregated to close in on or narrow down on a single 

individual, as has been done by Facebook in the generation of their ‘shadow profiles’ for 

advertisers. 

Marketing agencies are complicit in that they know how ad hosts are gathering 

information and what they’re doing with user data, because their job is to understand 

these services in depth and utilize them for their clients. They advertise solutions for 

clients for analytics, campaign development and implementation and even client 

communication, oftentimes not fully disclosing the information that they themselves 

gather (as is the case of two participants of the survey for this study). 

And finally, the websites that insert the tracking cookies and pixels into their code, 

and carry advertisement are a fundamental piece in the chain unethical gathering of 

information. Websites need to make money somehow, especially for news sites and other 

free content pages. But they know exactly which pixels they are inserting into their code 

and who they’re allowing to gather information from their visitors, and so they’re 

responsible for opening the doors to the whole advertising system themselves, be it illegal 

and fraudulent or regulation compliant and as innocuous as actually anonymous analytics. 

Turning a blind eye on which third parties are allowed on publishers’ sites is negligent at 

the last and dangerous at the worst. 

Moreover, tracking and offering advertisement to children and teenagers is 

probably where the biggest ethical problem arises. As the author mentioned in subchapter 

‘Tracking for Analytics’ there have been documented instances of ill-intentioned tracking 

done by large tech corporations, one of which was designed specifically for minors and 

young adults. 
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But this is far from being the only case. In a 2013 study by Cai & Zhao, it was 

discovered that “a majority of children’s websites carried advertisements, a third of which 

were Google Ads. Less than half (47 percent) of the children’s websites and about a 

quarter (24 percent) of the advertising websites complied with COPPA when they 

collected personal information from children.” The same study explains that children find 

it much harder to differentiate and recognize online advertisement, than for example ads 

shown on TV. 

One concern would be that children might give out personal information to 

trackers and third party data collectors without their parent’s consent, but in this matter 

the author maintains that tracking and using behavioral advertisement constitutes giving 

personal information away in any case, so it is already happening. Behavioral 

advertisement poses the risk of allowing companies to reach, manipulate and sell products 

and ideas to this very vulnerable group. 

From an ethical perspective, it is hard to see how an accumulation of deceiving to 

get consent, invading user’s privacy and catering behavioral optimized marketing will 

eventually add up to a greater or even public good. Rather, the necessity for ethical 

guidelines to curve these actions is more indispensable than ever. 

From the base up the author believes that online marketing hosts should be more 

careful about their relationship with internet users because their entire business model 

depends on them. If you take them out of the equation you don’t have a source of data 

and you don’t have a public for the ads. They’re more important and powerful than it is 

currently being valued by these companies; but even then only the larger companies who 

are looking to comply with regulation and worry about public opinion would care about 

this. Trackers and analytics firms with no user base wouldn’t care about bad publicity to 

begin with.  

Therefore, any self-regulatory measure should come from a dialogue or more 

transparent communication between all stakeholders (to then include the businesses who 

hire the trackers). This relates to the most traditional stakeholder theory, that claims that 

everyone that has a stake in a company or organization and is affected by its actions 

should be considered by it in the first place; so the ethical guideline the author proposes 
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should ideally come from this source, treating all stakeholders fairly, but not limited to it 

only. Government figures, organizations and academia should all cooperate in finding a 

new direction in which the digital lives of users are secure, while allowing the commercial 

side of the internet to thrive. 

 

6. Conclusions 

Being visible online means a lot more than setting up a website or web shop and 

publishing a catalog then creating a social media profile and uploading content every once 

in a while. For many brands it is an ongoing effort that requires a full team, or a marketing 

agency, to make sure when a person looks for a product they offer or a similar item they 

are easily found on the web; that they are shown across platforms and websites with 

effective and audience customized advertisement; and that they can analyze their 

performance and their audience continuously, to monitor and implement changes to the 

strategy. 

Undeniably, all of the above tactics are necessary in 2019 and even the smallest 

of digitalized businesses in Iceland and Germany are acutely aware of this need.  

This may very well be because as customers, internet users have grown 

increasingly impatient when it comes to buying products online. When a person decides 

to buy something, they will do so immediately and will most likely not take the time to 

compare several options of the same product or different brands, as offered by Todd 

Pollak (2018): 

“For urgent purchases, when conducting a search on their smartphones, 74 

percent of smartphone users agree they look for the most relevant information 

regardless of the company providing the information. As a result, brand loyalty 

can give way to the first retailer who offers the most seamless experience. So 

retailers should be there with flawless assistance during the moments that 

matter.” (n.p.) 

Now, businesses have to do more than stay current on the social media trends, 

advertisement opportunities and actively use analytical resources: they have to be 
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proactive and innovative in the way they use them. This requires a level of digital 

dexterity that not all small business owners can have on their team, and as was found on 

Interviews 1 and 2, oftentimes the only way to acquire them is to outsource these services 

to people who often provide them as “blanket” or homogenous packages that do not match 

a business’ needs and thus set them even further back in their efforts to be successful 

online. 

In general, the effectiveness of these tools, although it has been put into question 

by various researchers, is undeniable. This paper has proven time and time again how ad 

sales are skyrocketing in Germany and Iceland, as well as worldwide, and how Facebook 

and Google are earning record profits every year. It is likely that they are so incredibly 

effective because of the sheer massive amount of users they have and whose information 

they can accumulate, aggregate, catalog and serve to businesses in a way that is useful 

and by now necessary. Beyond that, it continues to be effective because consumers are 

simply not informed and involved enough in the protection of their data. There have not 

been enough real-life effects to make the public realize how serious the consequences of 

online advertisement really are and to ask for a change. 

Things are not likely to change in the near future. Joseph Turow wrote in The 

Daily You that “the centrality of corporate power is a direct reality at the very heart of 

the digital age.” This has occurred precisely because the way the internet has matured 

“from an architecture of decentralized and possibly anonymous interactions (Berners-Lee 

et al., 2000), to one where packets of data capturing all types of behaviors (from reading 

to searching, from relaxing to communicating) are uniquely (Bendrath and Mueller, 2011) 

and sometimes personally (Xie et al., 2009) identified. In this environment, a few 

“gatekeeper” firms are in a position to control the tracking and linking of those behaviors 

across platforms, online services, and sites, for billions of users.” (Acquisti et al., 2016) 

There has been a recorded negative effect post the entrance in vigor of the GDPR 

not only on the reach and number of small tech vendors and advertisement service 

providers as shown in section 3.3, but on technology venture investment itself, the number 

of venture deals, the size of those deals, and the overall amount of dollars invested in 

Europe (Jia et al., 2018); and by continuing to make uninformed decisions that strengthen 
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the position of big corporations like Facebook and Google, instead of incentivizing 

innovation competition and educating the general public it can only get worse. 

Perhaps the most impactful way we currently have to curve this power and stop 

the prevalence of data mining is not by social mobilization or public regulation that might 

harm the digital ecosystem even more, but by changing how businesses use and regard 

marketing tools: in the end they are the ones who choose which pixels, trackers and social 

media channels to use thus give money and power to both the publishers that earn money 

by placing advertisement and trackers on their own, and the aggregating companies that 

do all the data collecting and mining.  

The big question to answer when it comes to the marketing tools that Icelanders 

and Thuringians us is whether the “surveillance economy” is really necessary for social 

media and online advertisement to work or not. Based on the evidence collected in the 

interviews the author would argue that it is not, not even for businesses in highly 

competitive markets like clothing retail. It would seem that most marketing agencies and 

businesses have forgotten about the power of the organic, and even viral, experience of 

free content.  

However, there are others, like surveyed Húrra Reykjavik, that take pride in being 

able to work on a marketing scheme that basically depends only on a ‘won’ audience, 

creates campaign content organically and transmits the feeling and the identity of the 

brand through these posts. Although, it could be that they are the exception of the rule -

that the more a business knows an audience, can track it and can optimize aspects like 

search criteria, the easier it will be to design marketing campaigns that will turn into 

conversion and sales, which is what the other surveyed reseller believes.  

Arguably, both are successful in their own way. There is no right or wrong formula 

for online marketing, there is only what makes the marketing strategy successful or 

lacking and deciding on it depends as much in the brand as the people who run the 

business themselves. In the end, the underlying issue and what businesses should consider 

firsthand is not effectiveness but the customer’s right to privacy. 

With the online advertisement panorama as it is now (opting for traditional instead 

of organic) there is very little small business owners and small business marketing 
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managers can really do about their advertising hosts’ data collection policies, and 

currently there are little to no alternatives. Even in Interview 2, it is evident that M.Baetz 

cares a lot about its customers and their right to privacy and makes sure that they don’t 

put their information at risk. However, the author finds that even then changes are 

necessary. In addition to choosing which cookies and trackers not to use because their 

providers abuse user’s information, businesses should make a conscious effort to inform 

customers about what is being done with their information when they visit an online shop, 

and what they’re doing to protect their privacy. This can do a lot to strengthen client’s 

trust in the web shop, as well as solidify their relationship with the users that have bought 

or used their services in the past: 

“Many users would be more willing to permit data collection for OBA purposes 

if given the opportunity to control this collection a priori. We also found that 

privacy concerns significantly reduced willingness to share while perceived 

benefits from targeted ads significantly increased it. These results suggest that in 

order to increase users’ comfort with OBA, privacy concerns should be mitigated 

by both better informing users about information handling practices and 

providing them with greater control to limit behavioral advertising on their own 

terms.” (Leon et al., 2013, p.10) 

Businesses need to figure out a way to make consumers aware of the benefits of 

sharing personal information. “It could be in the form of the pleasure of reconnecting with 

a long lost friend via an online social network; or in the form of coupons, discounts, or 

personalized services one receives after joining a merchant’s loyalty program” (Acquisti 

et al., 2016) especially this last part is directed at online shops to guide how to build their 

marketing strategy and get the customer loyalty they are trying to obtain.  

Ad vendors and trackers so far have failed to convince the informed users (i.e. 

users aware of their data collection policies) that what they’re doing is not bad and can 

bring benefits. Businesses could theoretically take this ‘off their hands’ and openly talk 

about how the data obtained from them can become something useful. 
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4.1 Further research 

In the author’s consideration there is not enough serious long-term empirical 

research on this field to sustain a thorough regulation that protects the internet’s users 

from data abuse. Therefore, further research on this topic should focus on the legal aspects 

of the data collection practices but also the corporate responsibility of the advertisement 

service providers, third party data collectors and social media sites to track and hoard user 

information.  

“Measurement studies of web tracking are critical to provide transparency for 

users, technologists, policymakers, and even those sites that include trackers, to 

help them understand how user data is collected and used, to enable informed 

decisions about privacy, and to incentivize companies to consider privacy.” 

(Lerner et al., 2016, p.1) 

The question of how much users really are consenting to when they accept the 

cookies on a website or sigh up for a new social media platform, when they don’t read 

the terms and conditions much be approach from several disciplines. From a legal 

standpoint a click may suffice, but on broader terms, when companies know and have 

data that shows that their privacy policy is not being read by users and continue to harvest 

their information through pixels, cookies, and affiliation programs, are they deceiving 

customers? And if so, are they liable by trade regulations or another form of commercial 

policy for their behavior? 

 Current projections of tracker’s business development point to a continuous trend 

towards user data integration and more control on its users overall: 

“Time and again […] the general public have been surprised by the porous nature 

of Facebook data security protocols and the extent to which users’ personal data 

has been shared in the past and continues to be shared today. The scale of this 

data sharing risks being massively increased, given the news that, by early 2020, 

Facebook is planning to integrate the technical infrastructure of Messenger, 

Instagram and WhatsApp, which, between them, have more than 2.6 billion 

users.” (House of Commons, 2019, p.23) 
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Because of this, future research should place a bigger emphasis on the 

development of tracking and big data mining across several years, as investigating 

vertically in a single point in time might be fruitless in the long run, as the digital 

ecosystem is constantly evolving and regulation might push companies to change even 

more rapidly. Plus, putting context on past mishaps and abuses on the tracker’s part is 

necessary for preventing them from happening in the future. 

Regulating the online landscape is like navigating treacherous waters, because of 

the lack of information and smear campaigns that might arise from such efforts, as was 

the case prior to the vote on the GDPR in 2018, that are propagated by the very users 

governments and organizations are trying to protect. 

Previous research has suggested that under 1 percent of internet users participants 

would allow their Social Security number or credit card number to be collected by 

trackers, and that under 5 percent of participants would let their credit score bracket, exact 

location, phone number, or home address to be collected (Leon et al., 2013). So, this 

would be a good place to start for more in depth longitudinal research and even 

government regulation: users’ true limits and a differentiation of the private-private and 

digital-private spheres. 

Beyond privacy concerns, from a business standpoint it is imperative to downscale 

the mega sized digital corporations and introduce more competition (as is being currently 

pioneered by the Bundeskartellamt in Germany). After the introduction of the GDPR 

most small online marketing hosts and third party advertisement providers took a ‘big hit’ 

and saw their numbers go down drastically, but the big companies didn’t suffer the same 

big downturn: “Google (96 percent), Facebook (70 percent), and Amazon (57 percent) 

remain present on the highest number of the news sites in our sample; of these, only 

Facebook has seen a significant drop in reach after GDPR (down five percentage points).” 

(Libert et al., 2018)  

This happened because “compliance costs and data regulation, respectively, can 

create barriers to entry and may thus hurt innovation” (Jia et al., 2018), and so it is much 

more likely that these giant advertisement and analytics providers continue to absorb 

more market share and become unstoppable.  
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If researchers and policy makers can figure out a way to contain tech giant’s ever 

expanding reach, increase transparency and digital literacy, then perhaps more fair 

competition will lead to both market efficiency and the industry’s self-regulation. If the 

path continues as it has until now, it is likely that Google and Facebook (and to a certain 

extent Amazon) will be the sole decision makers choosing what the internet looks like in 

the future; and analyzing which marketing tools small and medium sized businesses in 

Iceland and Thuringia use and why they use them would be absurd. Then, the market 

would most likely be completely homogenous. 

Finally, on the subject of qualitative marketing research, the author believes that 

more relevant and interesting information may come from conducting a similar study to 

this one but with larger companies, that use online marketing resources in depth or tools 

that have been personalized for them by the vendors. Then, an overview beyond the 

‘basic’ services might be more observable and useful, particularly for educational 

purposes. 
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Appendix 1 

Interview with Oli Olafsson, Marketing Director of Húrra Reykjavik. 

https://hurrareykjavik.is/ 

Duration: 33 minutes. 

Format: audio recorded from FaceTime interview. 

 

Full Transcript: 

O: What is your whole thing? What are we talking about exactly? 

P: So the thing is that I am writing my thesis. Cause you know there is a law suit, 

well kind of a law suit, going on in Germany about Facebook and their data collection 

policies and stuff and my research is basically how a lot of businesses, because that is the 

case in Germany, at least, most businesses use facebook for their ads, and for their 

analytics, because they have the biggest profile, and the bigger resources and it is like the 

most useful to be honest, but how that constitutes basically, that is stopping competition 

from growing in Germany, for like online ads and online marketing, because most 

businesses don’t really have another option, because you know they’re the biggest, and 

they comply with the GDPR, they and Google, are the ones that did it faster, so a lot of 

the smaller marketing agencies that also provide like third party (hosting) and cookies, 

and tracking, all that stuff, they couldn’t keep up, so it is like basically how there is a lack 

of competition going on right now… 

O: alright, I get it 

 

P: yeah, so you know, it is not really about the business and about online shops, 

but you have to talk about it in a way 

O: yeah, alright. Bring it! 
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P: Okay, so I am going to ask you a few questions about the company, even though 

I know they’re on your website I do apologize but I have to have them on record. 

O: yeah, yeah, yeah, of course. 

 

P: So, how many employees currently work in Húrra? 

O: I think it is about 13-14, something. It is like, if I count it… it is about 14. 

Yeah. 

 

P: When did you first go into business? 

O: The store opened up in September of 2014, so it is 5 years old now, and yeah. 

 

P: Cool, I actually went to your brick and mortar store when I was in Reykjavik, 

so, it is cool 

O: Oh you did? That’s nice! Which one did you go to? The Men’s or Women’s? 

 

P: The ladies’! I got a Stussy t shirt, the only one I got so that’s cool yeah. And, 

when did you set up the online shop? 

O: The online shop, uh, it was opened up I think around the store’s first birthday. 

So, yeah like late 2015. 

 

P: Right now for you guys, which is the bigger source of income? Like the bigger 

stream of revenue? Like the physical or the online? 

O: The physical is way bigger, yeah. It is like… I think… I don’t have the numbers 

exactly but I think the web-shop is only around 15 to 20% of our income. So it is not that 

much, but we are actually working on our new website right now and, uh, we’re going to 

open up to international shipping and… 
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P: oh yeah, that was my next question if you shipped internationally. 

O: no, we haven’t done that. We’re aiming on starting to do it this fall and we’re 

going to change everything to English… the whole website and all written words on social 

media and stuff. Because we have a lot of products that usually sold out everywhere else 

in the world, and we often, like, have them a bit longer because Iceland is such a tiny 

market, so we’re aiming on starting with international shipping soon. 

 

P: that’s exciting for me, because I don’t live in Iceland anymore. I went to your 

website to do research on the stuff that you have, and the trackers that you use, and I saw 

a bag from North Face that I liked, but I couldn’t’ buy it! 

O: Exactly! And I think we have a huge potential there, because we’re getting 

questions on our Facebook and our Instagram all the time about stuff, asking if we can 

send it; because obviously when you enter the website you can’t do it… and if we look at 

our following’s numbers and stuff, we have around 25,000 followers on Instagram and 

around 25% of those are not Icelandic, even though we write everything in Icelandic… it 

is pretty cool. 

 

P: yeah, big market opportunity for sure. And, about the marketing, which 

resources do you use for your marketing strategy? 

O: yeah, when I started working on the store when it had been open for around 2 

months, and I quickly got into helping Sindri (one of the owners) with you know, just 

doing the whole Instagram thing, and we kind of decided really early on that we were 

only going to use social media for our marketing strategy, so, since then we have bought 

1 commercial in the newspaper, but that’s only if we’re throwing like a stock sale and we 

want everyone to fucking know it, then we maybe do something else. But we just do the 

classic Instagram, Facebook, Twitter, we do, paid ads on Facebook of course and we tried 

last fall, we were experimenting with the company that did the Google thing, the Google 

part of it, making banners and search engine ads and all that. We had it going on for 4 or 

5 months, and it kind of didn’t do anything for us. So, we stopped using that. Yeah, so it 
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is basically just social media, most of our marketing costs goes into producing the content, 

which is kind of the most essential part of a social media game for a clothing store 

anyway, you have to have cool photos and you know… 

 

P: constantly 

O: constantly, yeah, yeah. So that part has been growing a lot for the past 3 years. 

It used to be only me and Sindri taking photos with our iPhones, and now we hire 

photographers and have a studio, and it is a little bit bigger. 

 

P: yeah, it is more produced. So my next two questions were related: which 

developer interface do you use for your website/ online shop? and which trackers? But I 

think you’ve kind of said Facebook. 

O: The web we use is called, oh I forgot, ah! It is Wordpress. The wordpress 

website and we use WooCommerce for the backend of the web-store. And, the trackers… 

we… I feel it is one of those things I feel like we are really behind on: the tracking and 

with pixels and all of that. I tried to get into it, I just kind of didn’t get it, but I need to get 

more into that. So, I have a pixel installed on it but I kind of don’t use it… 

 

P: the only one I could find is the Facebook one and there’s another one for 

location but it might be disabled, or like at least I couldn’t you know… see much. 

O: yeah, we have the Facebook one on there, but it isn’t… I am not using it really. 

 

P: and can I ask, why you chose Facebook and not Google? 

O: I think it probably has to do with Iceland’s craze with Facebook… 

 

P: yes! You have that, no? Like 90% or something? 
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O: yeah, yeah, yeah, it’s like if you’re not on Facebook, you kind of don’t exist. 

If you look for a person on Facebook and you can’t find that person, it is like… weird. 

So everybody is on Facebook and it is really accessible and it is really, you know, because 

Iceland is such a small community, things like these are really, or get really easily rooted 

in the society. Facebook had been there for, I think we’ve had these crazy numbers like 

since 2010. It is like, it happened really fast and it is just a huge part of how our 

communication works. 

 

P: I like it! 

O: it is like everything from like, if somebody is hosting a party, or whatever, you 

have to make an event on Facebook here. You’re not going to call everybody.  

 

P: you just make an event and people show up. 

O: yeah, and that’s just the way it works. 

 

P: from the cultural aspect, I guess I understand 

O: yeah and so, we just kind of never got into Google. The guy who was working 

with this, last year with that thingy, he showed me a little bit of how it works and stuff, 

but we didn’t see any results, even if he was a really “he knew what he was doing” kind 

of guy, so… but we probably like, we must get back into that when we start shipping 

internationally. So that is definitely a part of the plan for the next step for the webstore 

and such… 

 

P: Do you also use facebook analytics? 

O: no… I read into how well my ads are doing and I just make small adjustments 

and try out new things but it’s like… I am not… It is a small team. I am kind of like a 

one-man marketing team on the company. I have the guys who work with me on stores 

for you know producing photoshoots and stuff like that, but I am just constantly – I kind 
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of don’t have the time for it because I am constantly just battling to keep up with 

producing content, because you have a store and you are are getting new shipments in 

everyday… 

 

P: and you have to get them up… 

O: yeah so I don’t spend much time reading into numbers, yeah. 

 

P: that’s cool, very organic. I also would do it like that. So my other question has 

something to do with what you did last year with this guy that was helping you with 

google analytics. I was going to ask whether using this sort of services changed the 

amount of online sales as to before you used them, but we can say about for example the 

pixel from Facebook. So when you set up first the online shop, versus when you started 

using the Facebook ads and so, was there a bug change? 

O: the sales on the webstore have kind of gradually gone up the whole time. It has 

been a slow process. To begin with it was like a tiny part of the business and I think 

what’s been the biggest part in increasing our online sales has just been you know around 

the sales in January and in July, like now, that’s the time when most people are using it, 

and that’s the time when the most new users are coming in too, so, like, when you tried 

the web shop once and you know, everything went smoothly and you got your stuff in the 

right time, then you are way more likely to use it again. So we’ve been using, you know, 

when we have sales that’s when we’re really pushing the website and then we always get 

the spikes. But I am not sure if I have the numbers or any recollection of it spiking... 

 

P: If it had, you would probably remember… 

O: yeah, because we have been doing paid Facebook ads since before the webstore 

opened I think, so I am not sure I have a good answer for that question. 
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P: no, it is good. I mean if it doesn’t change. I also think a part of what has made 

your business successful is that it has been an organic process. The trackers and analytics, 

pixels, they don’t have to work for every business, and that is also part of what I am trying 

to prove. 

O: yeah exactly. We have been running our entire marketing strategy over the 

years [based] kind of solely on quality and consistency. Putting out great content and a 

lot of it.  

P: Now about the privacy concerns. I don’t know how much of an issue it has been 

in Iceland, but here in Germany it has been all the rave for the past year or so. About these 

data policies and… 

O: yeah, yeah, yeah, talking about when all the websites all of a sudden had to 

have an accept button for cookies and that stuff… 

 

P: yeah, that! Has it changed, this law, the cookies and 3rd party services you use, 

or no? 

O: ah, nope.  

 

P: because you keep on using Facebook? 

O: yeah. 

 

P: do you have info about the traffic that your online ads, like for example your 

ads on Facebook, bring to your website? 

O: yeah… I have them… I have that info somewhere. I can find it. What do you 

want to know? 

 

P: like how effective they are. 
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O: Hm... well it is kind of difficult to answer that. Because I know for a fact that 

they are really effective. But I am not sure how effective they are in terms of website 

traffic, because when we put something out it always… you know… 

 

P: reflects in sales? 

O: yes! It always does. And that is, you know, because Iceland is a strange market 

and a strange community and like, you lived here? 

P: yes, last year. 

O: yeah so you know how it works. Everything is really close to each other and 

just everybody has a car, and you go out and drive and it takes 10 minutes to be there, so. 

Because like our webstore mostly caters to people who live in Akureyri and that live 

around the coast line. And if you think about it: why would you buy something online 

when you can take a 10 minute drive and actually try out the item? So, that’s another part, 

in why I think, in why the web store isn’t a bigger part of the business. It’s like… but let’s 

see if I can find something here… [looks into computer] 

Like just for an example, because we have the sales going on right now, and I have 

a ad going on for it on Facebook, it’s had like 75 thousand people who have seen it 

[impressions], which is pretty… 

 

P: that’s a lot… especially for Iceland. 

O: yeah, and… it’s been shown a total of 260,000 times. So people are seeing it, 

more than one third, but then again it only has 530 clicks. 

 

P: ok, that’s pretty normal? 

O: yeah, you’re telling everybody there’s sales, you know, but there are not that 

many who are actually like oh! Let’s shop something! 
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P: let’s go in there, yeah… 

O: yeah, yeah, yeah. So, that’s something, but this is a campaign that’s pretty… 

it’s a lot of people seeing it because we’re putting a lot of money into it as well. Then we 

do a lot of, we still find it really effective just posting something and boosting it, the old 

way, without it being in the whole ads manager that goes also into Instagram as well and 

let’s see… 

P: but as you said it is completely different in Iceland because you can just drive 

or walk there, but when you open to international markets that [the ads] is probably going 

to spike tremendously… 

O: hopefully!! So the question was what again? 

 

P: yeah, if you know how much traffic goes to your website. So if from about 75 

thousand views that opens to 530 clicks, that’s… 

O: it is alright… 

 

P: it is okay… 

O: yeah, sure… 

 

P: now about your privacy policy on your website, that I had to translate because 

it is in Icelandic, do you have info on how many people actually read it? 

O: I have never given it a thought, actually. I am actually, to be honest, never 

given this whole thing a thought. This is like, I just remember all of a sudden all of the 

websites you started to visit… 

 

P: you had to accept all the cookies 

O: yeah I just do it and I kind of don’t care. But yeah, for us the website guys just 

kind of took care of it, and I don’t know much about it, to be honest. 
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P: yeah. I think that aspect in particular is also very cultural. Because people in 

Iceland… you can go online and find people’s kennitala and phone number and address, 

everything, and you find them on Facebook in two seconds, but here in Germany people 

are super picky about that kind of stuff, so a lot of people don’t even go online to buy 

stuff because they say that “they will have my information” so 

O: yeah, probably. Most people are pretty chill about these things here, and it is 

probably cultural. It is a small community, and also just in terms of crime rate and safety 

and people kind of are just chill. So it is not a great answer either so… 

 

P: no, it is okay. Especially because you said that the people from the website are 

the ones who took care of the privacy policy it means its probably very standard. It would 

be cool to do a follow up interview to see how this has changed after you went 

international, but… missed opportunity 

O: and aren’t they putting out new EU laws that you have to ship inside the EU? 

 

P: I am not sure about that… 

O: yeah, I read last week that they are putting up new regulations… or I don’t 

know, maybe it was just ESTA or something? But they’re putting up regulations for 

online stores and forcing them to ship everywhere inside the European Union. 

 

P: that’s going to be a logistic nightmare for some people. That’s the problem with 

blanket European regulations, and also about this privacy policy, that it makes sense for 

some countries but it sure doesn’t for others. 

O: yeah. It is really strange if they’re forcing… you know Iceland is in the middle 

of the fucking north sea, and kind of the biggest reason why we haven’t done this already 

[shipping internationally] is because it is really expensive, you know, shipping a shoe box 

to Europe costs like 5 thousand islandic krone, or something, it is a lot. But on the other 
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hand there are so many people who just don’t give a shit. They just have the money, and 

they want the product, and they’re going to pay for it either way. But we’re also working 

on some contracts with the shipping companies, trying to make it a little bit better... 

P: yeah, which ones do you have up there, only Postur? 

O: Postur is the domestic, but we have Fedex and Ice Transport and some export 

companies that are like, mostly, shipping in and out containers and big stuff. 

 

P: it will be costly but if there’s a niche market, freaking go for it. 

O: yeah, of course, and they’re like “we’re paying for it” 

 

P: I don’t think I have any more questions written down but I don’t know if there’s 

anything you’d like to add? What’s the most special about your marketing? 

O: what’s special about it? Probably just, maybe not about the marketing itself, 

but it is kind of there’s one interesting thing about it, and it is a big reason for our success, 

without being too cocky, but our success in the Icelandic market has been huge. And it is 

mostly because we were probably the first ones to realize where everything was going 

with the whole Instagram and social media thing. I remember when I started doing this 4 

or 5 years ago there wasn’t even a thing called influencers, it didn’t even exist. This has 

been happening so rapidly and it has been blowing up so fast, and we were kind of the 

first players on this market that kind of took the social media marketing thing to, you 

know, another level; and put all of our energy to that instead of doing something else. All 

of the other stores they all had an Instagram page, but we just did everything better, put 

more into it and that translates also into, when it came to adding brands to the stores, 

which are like 40 now, they used to be only 12, when it comes to getting prestigious cool 

brands, like Stone Island and the Yeezy line with Adidas and all that, these more like high 

end brands they take into account what contents you’re making, how your Instagram 

looks and what other brands you’re having, so these things kind of worked together in 

building in top of each other… 
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P: yeah, they created synergy… 

O: yeah, yeah, yeah, so I don’t know where I am going with this… 

P: that that’s the special part of your marketing? 

O: yeah! And we also try to keep things personal, too. Like we’ve been, we mix 

like really high end well produced content with like pictures of our staff smiling in the 

store. People love that, just seeing a familiar face. 

 

P: I dig it! Do you mind if I use the name of the store for the text or should I keep 

it out? 

O: Sure, you can use it, it is fine. We are not giving out huge secrets. 

 

[conversation] 

  

Follow-up questions: 

1. when you said the guys from the website took care of your privacy policy, 

did you mean the guys from WordPress or the guys who directly program your website?  

The guys who directly program our website took care of the privacy policy. 

2. What is your target audience for your Facebook ads? do you divide by age, 

income, location, or how? 

We target people by age, gender, interests, location etc. It varies between 

content/campaigns.  
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Appendix 2 

Interview with Mechthild Baetz, owner and marketing manager of M.Baetz. 

https://www.mbaetz.com/ 

Duration: 30 minutes. 

Format: audio recorded from interview in person. 

 

Full Transcript in original language: 

P: Ich würde zuerst ein Paar persönliche Fragen stellen, wenn das passt. Wann 

haben Sie das Geschäft geöffnet? 

M: das Geschäft habe ich in 2007 geöffnet. Aber wir hatten vorher schon ein 

Geschäft, das haben wir… das hat damals mein Mann eröffnet in 1998. In 2001 bin ich 

eingestiegen, und in 2007 gibt’s den Laden (M.Baetz) [...] 

P: und jetzt wie viele Mitarbeiter arbeiten in diese Unternehmen? 

M: 3 

P: okay, so ist M.Baetz Ihre Persönliche Projekt, oder was würden Sie sagen? 

M: Ach so, es ist früher diese Laden „SchuhSign“, das war erst das Projekt von 

meinem Manne und mir, dann hatten wir 2 Läden und den Online-Shop, und nach der 

Trennung muss ich das umstrukturieren. Ach so persönlich, weil ich auch der Kinder 

habe, und denn nur noch ein Laden und den Online-Shop das war sonst nicht mehr zu 

schaffen, und dann gab es Probleme mit dem Domain; die habe ich nicht bekommen, und 

daher muss ich ein anderen Name nehmen, und da es mein persönliche Name ist, es ist 

mein persönliches Projekt. Und das ist nur deswegen entstanden, weil meine Mitarbeiter 

damals gesagt haben das sowieso wie der Laden und der Online Shop ist, das fängt bei 

mir an, und es endet bei mir. Ich kaufe ein, Ich mache die Fotos, ich bin das Gesicht, und 

ich verkaufe. Und deswegen auch der Name. 

P: okay… und wann haben Sie den Online Shop eingerichtet? 
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M: ja das habe ich fein überlegt, und der erste Online Shop hatten wir… ich würde 

sagen… in 2004, und dann gab es ein ersten Relaunch in 2008, und den ganz großen 

Relaunch von SchuhSign zu M.Baetz gab‘s in 2015, genau und so ist es jetzt, wie es jetzt 

gerade ist. 

P: und welches ist, derzeit, der größten Einnahmequelle -source of income auf 

Englisch? 

M: Der Laden, offline. 

P: ja ok. Versenden Sie International oder nur in Deutschland? 

M: wir schicken über allen. Und das ist auch das Potential des Online Shops. Weil 

den International Versand viel mehr wird.  

P: genau. Jetzt über den Marketingstrategie… welche Ressourcen verwenden Sie 

für Ihre Marketingstrategie? Zum Beispiel bezahlte Werbung, Social Media, Youtube und 

so was. 

M: Also wir haben früher eigentlich mal alles gemacht was man machen könnte. 

Einen Youtube Channel hatten wir und haben wir Filme gedreht. Sowieso Newsletter 

Marketing… Social Media, Twitter, Pinterest, Facebook, Instagram, alles… und 

inzwischen habe ich das ganze zusammen gefahren und ich mache noch… ich habe eine 

Agentur die betreut meine ganze SEO Strategie und auch die Adwords Kampanien, aber 

das ist wirklich auf einen minimalen Budget und dann mache ich… was total wichtig ist, 

mein wichtigstes Instrument ist mein Newsletter. Die wären immer gleichzeitig, das ist 

alles automatisiert auch bei Facebook gepostet, sodass in Facebook auch ein bisschen was 

passiert, aber es ist nicht was ich gerade pflege; genauso an die anderen Social-Media-

Kanäle wie Instagram und Pinterest und sowas… und das ist ein Zeitproblem. Auch 

Youtube Videos… ich würde das alles wieder machen, aber es ist schlecht gerade, weil 

ich zeitlich nicht schaffe.   

P: und welche host, oder, Firma verwenden sie für den Website / Online Shop? 

M: das ist „Magento shop“ (von Adobe) und… ob es schon die Frage 

beantwortet…? 

P: hmm, Sie haben nur gesagt, dass Sie eine Agentur haben… 
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M: ja, aber die sind zwei verschiedene Agenturen: ich habe eine Agentur, die den 

Shop gebaut hat, technisch, und programmiert hat. Und mit dem habe ich kein Vertrag 

mehr. Ach so da liegt der Shop und die vertrauen wenn was ist, und verbessern was wenn 

ich was habe, aber das ist nicht wo wir regelmäßig in Kontakt sind, weil der einmal steht 

wie er steht.  

P: Akzeptieren Sie Trackers und Pixels auf Ihrem Online Shop? 

M: sind das die Cookie Sachen? Ja? Dann Ja. 

P: Okay, wissen Sie welche? 

M: Leider nein, aber kann ich das nachfragen, wenn das wichtig ist.  

P: Ja! Wenn das passt, wäre es super! Und, warum haben sie diese, zum Beispiel 

die Marketingagentur, gewählt? 

M: weil ich in Erfurt sitze. Ich habe schon mit mehreren Online-

Marketingagenturen zusammengearbeitet, ich finde die Arbeit mit solchen Agenturen 

unheimlich schwierig, weil die schnüren immer Paketen und sagen „das muss man alles 

machen, das brauch man, das kostet unheimlich viel Geld“ am Anfang, ohne das man 

überhaupt schon irgendein Ergebnis für sich selbe im Shop oder auf der Seite hat. Die 

Agentur die ich hier habe, die sitzt eben hier in Erfurt, die sind in direkte Wege (ganz 

kurz), und wir sprechen regelmäßig Miteinander, stimmen uns ab, und durch das Treffen 

kann ich in diese ganzen Analytics und was ist da alles an Tools gibt, alles mitreingucken 

und andere Frage stellen, als wenn man immer nur über FaceTime und irgendwelche 

TechOs und so weiter machen muss. Außerdem es auch ein Punkt das es in Thüringen 

Förderermittel gibt für solche Strategien und Maßnahmen, und das… ich habe vorher mit 

eine Agentur zusammen gearbeitet die in […] sitzt, und das geht an nicht, es musst in 

Thüringen machen, weil die müssen sich zertifizieren lassen das diese Fördermaßnahmen 

bekommen können, so zu sagen, für die jeweiligen Mandanten. Das war auch ein Grund. 

P: Wissen sie, in diese Agentur [die Sie benutzen] welche Firma bietet die 

Analytics? 

M: Auf jeden Fall Google Analytics. Die nehmen noch andere, Facebook mag ich 

nicht, aber die nehmen noch anderes Analytics. Das weiße ich nicht, kann ich auch fragen.  
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P: okay. Benutzen Sie andere Forschung/Marketing Tools? Wie „Client 

segmentation“, A/B testing… 

M: ne, das mache ich nicht. 

P: okay. Hat sich durch die Verwendung von Analytics der Menge der Online 

Verkäufe im Vergleich zu vorher geändert? 

M: durch die Verwendung von Analytics, ne glaube ich nicht. Also wenn dann 

sind das anderen Maßnahmen gewesen die der Fokus [-broken-] dass sich die Bestellung 

und die Verkäufe geändert haben. Aber Google Analytics oder überhaupt Analytics Tools 

ne, das nicht. 

P: Oder, zum Beispiel durch [die Verwendung] von Trackers und Cookies? 

M: Vielleicht hängt das miteinander zusammen, weil man natürlich über diese 

Tools sieht wo eine Core Suchfüllung ist… wo ist die größte Nachfrage und nach der 

größten Nachfrage kann man die ganzen Maßnahmen, die man bestimmt am ersten 

abstimmen. Ja das ist ein Zusammenspiel. Sind schon wichtig, diese Analytics, und da 

hängen auch dieses ganze Tracking und Cookies und so weiter drin, weil nur dadurch 

wissen wir ja was anderen Kunden suchen weltweit am Ende. Wo eine Suchfüllung ist 

und nur am diese Suchfüllung wird ja quasi optimiert. 

P: Jetzt über Datenschutz- Hat die Einführung der neue DSGVO ihren Verwenden 

Cookies oder 3rd Parties geändert? 

M: eigentlich nicht. Ach so online merke ich davon Garnichts. Es gibt doch keine 

Kunden die anrufen und Fragen stellen und nicht wissen wie sie jetzt was noch anklicken 

und bestätigen sollen. Ne, das nicht. Für den Laden das ist nerviger geworden, weil man 

alles möglich unterschreiben lassen muss, aber sonst ne, hat nicht sich viel geändert. 

P: okay. Und haben sie zum Beispiel Informationen über das Traffic online 

Werbung auf dem Shop bringt? 

M: Ja, da gibt es... was wir auch nutzen sind diese Fillie-Programme, die 

erfolgreich sind, die gut sind, weil die so ganze zentriert sind. Die klicken nur die Leute, 

die auch ein Interesse daran haben. Mein Sortiment hier ist sehr speziell, und da wurde 

man nicht klicken, wenn man nicht eine Affinität hat zu irgendwelche, sag mal, 
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Andersausziehend und Alternativen Schuhen. Das nutzen wir… und ja das sind auf jeden 

Fall durch dieses Banner die überall anders geschalten werden kommen die Leute auf 

meine Seite, aber worüber ansonsten noch außer möglicherweise nur die AdWords 

Kampanien von Google, ne, die bezahlten Anzeigen, wo das man oben gelistet ist und 

darauf wird geklickt. Diesen bringen auf Trafik auf der Seite. Überhaupt die 

Positionierung auf der ersten Seite bei Google und weit oben. Und auch Bing ist eine 

andere Suchmaschine, die ist auch nicht unwichtig. Ja, das sorgt für klicks. 

P: Warum benutzen Sie Google mehr als Facebook? War diese Ihre 

Entscheidung? 

M: Ja, das stand gar nichts zu der Position. Ich wüsste gar nichts das Facebook 

auch Tools anbietet wie Google Analytics, die so umfangreich sind. Ich muss immer 

nachfragen, ich könnte vorstellen, dass… ach so. Ich weiß von den Agenturen mit dem 

ich besetz zusammengearbeitet habe, die haben alle mit Google Analytics gearbeitet und 

haben alle gesagt die sind unheimlich ausgefeilt, […] ach so, was man da Tracking und 

analysieren und sich am Field ansetzen kann, um Auswertung zu bekommen, ist schon 

sehr umfangreich.  Und, ich wurde, ach so, wenn die Agentur mir vorschlagen wurde, die 

wurden das erst über Facebook machen, oder mit einem Facebook Tool, und ich hatte den 

vergleich über Facebook und Google, dass ist nur die hin nur die Wahl zwischen Pest und 

Cholera- beides nicht top- aber ich wurde mich für Google entschieden. Ich würde nicht 

Facebook nehmen, das ist mir viel so… Google ist vertrauenswürdiger, in dem speziellen 

Gebiet. Es ist vielleicht sogar ein Überdehnt, weil eh klar… ich weiß schon wer das alle 

vertrauenswürdig ist, aber Facebook ist mit da noch viel zu… am Ende, für den 

persönlichen Erfolg, einzelner optimiert. Und da gibt’s nicht um die Sache. Und 

Facebook Werbung ganz in Speziell habe ich auch nie gemacht. Das würde ein Paar mal 

vorgeschlagen, weil mir das viel zu… Ich nutze [Facebook] selbe auch nicht und 

irgendwelche Werbung mir da ein zugucken oder mich von ins Begin zu lassen, und ja, 

punkt. 

P: Ja, okay, und nochmal über Datenschutz, wissen Sie wie viele Komplette 

Einkäufe pro Besuch in Ihren Online Shop getätigt wurden? 
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M: ob ich weiß wie viele Einkäufe pro Besuch… hm… ne, das weiß ich nicht. 

Dazu muss ich wissen wie viele Leute ich am Tag auf meine Seite habe, ehm… ne. Das 

kann ich so nicht sagen, aber es ist auf jeden Fall sodass durch den Relaunch, mit dem 

Domain Änderung von SchuhSign zu M.Baetz ist der Online Shop im Grunde genommen 

eigentlich auf der Google Plattform in die Tiefe gesunken. Weil meine damalige Agentur 

das es über meine Domain wechseln hat muss man sehr gut passen das man sämtliche 

Verlinkungen und links weiterleitet, und das gab ganz viele Fehlern in der Weiterleitung. 

Und das straft Google sofort ab. Sodass Leute die mich sonst gefunden haben unter 

SchuhSign mich nicht mehr gefunden haben, weil ich weiß nicht sonst auf Seite eins 

mehrmals erschiene, dann auf Seite 25 vielleicht sodass den Online Shop immense 

Einbruch hatte, und dann man braucht ganz lange bis man ein gutes Sendung hat und 

online da sichtbar ist, und gute Verkäufer hat und es geht ganz schnell wenn man ein 

Fehler macht, das man wieder ganz von unten anfängt. Und dann es ist wieder ein 

langsames hoch Arbeiten.  

Von den früheren, weiß es nicht, da waren mehr als 1000 (Besuchern) am Tag. 

Mehrere, viele Bestellungen, viele Mitarbeitern die nur zu Packen da waren, und so 

weiter. Also es ist mit Heute nicht vergleichbar, und anderseits muss ich auch sagen, dass 

wir damals auch viele Aktionen gemacht haben, Rabatt Aktionen, und „hier noch ein 

Gutschien“ und „da noch irgendwie was“. Und Ich Verkäufe mittlerweile die Schuhe, 

viel von den Preis den der Schuh wert ist, und da spricht natürlich ein viel kleinere 

Zielgruppe an, als wie ein Sale oder ein Rabatt oder ein Code zu nützen ist. Ja, aber die 

genauen Zahlen, muss auch fragen. 

P: und, zum Beispiel, haben sie Kontrolle über diese ganzen Aktionen, Rabatten, 

Alle? Ach so, machen die Sie selbst? 

M: ja. 

P: und, haben Sue Informationen darüber wie viele Benützer die 

Datenschutzbestimmungen auf der Website gelesen haben? 

M: das kann man bestimmte auf Tracking auch fragen. Ich glaube es liest kaum 

jeman durch.  
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P: ich habe ein Youtube Video, das sie gemacht habe über dem Newsletter 

gesehen. 

M: ja! Uber der Newsletter ja! 

P: das ist auch wichtig… und, nennen sie die gesamte Datenerhebung… 

M: ob die speichern bei uns ist? 

P: ja! 

M: nein, alles was wirklich wie persönliche Daten wie Kreditkarte und 

Bankverbindung und überhaupt alles was du diese Zahlungsvorgang geht, das ist alles 

outgesourced. Da gibt’s ein Anbieter, ich mache das alles über PayPal. Also nicht sodass 

die Kunden eine PayPal Konto brauchen, aber rechnungskauf und Kreditkarten Zahlung 

das bieten die alles an. Ich habe mit mehreren schon zusammengearbeitet und PayPal 

kann ich wirklich sagen ist super, die sind super schnell, und super übersichtlich und 

einfach in die Bedienung, und das ist alles… das ist wirklich super, eh? Und ich habe da 

nichts bei mir.  

Sodass ich da immer, und das ich würde für jede empfehlen, das sind so heikler 

Daten die muss man schon wirklich, da muss man sehr vorsichtlich mitumgehen. Und so 

wenn immer wieder neue Bestimmungen sind, ach so Datenschutzmessich, muss man 

noch irgendwo absichern, 2 Faktor authentifizieren und ich weiß nicht was alles muss da 

alles den anbieten machen. 

P: und zum Beispiel, diese Marketingfirma, die mit Sie arbeitet, nimmt diese 

Gruppe von dem Tracking und Cookies Information mit? 

M: die Nehmen nur die Information die Sie brauchen zum Auslesen der Analytics, 

aber ob das ganz persönlich… das muss ich auch Fragen. ich weiß dies gar nichts. 

P: okay… und… was noch… haben sie bestimmte Nummern (%) von Online 

Sales vs Offline? 

M: ach so welche an Verkaufter form besser läuft? In den Sales? Das ist klar 

online, weil wir diesen Teasern mit dem Newsletter und.... ach so, Sales und Rabatten 

funktionieren immer online und da wird immer geguckt. Die Öffnungsraten von den 

Newsletter sind auch sehr gut… und dadurch ist das auch den Kundenkreis meiner 
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Newsletter Empfänger die kann man sich ein bisschen erziehen, wenn man jeder Woche 

ein Newsletter schickt mit hier noch ein Sale und noch ein Sale, dann irgendwen wissen 

nach halb ein Jahr das es immer ein Sale kommt… und kann man die nächste Sale nehmen 

oder die übernächste… Aber wenn die wissen es gibt nur einmal im Halbjahren Sale, und 

am sonst sind das eben die originalen Preise… dann funktioniert, wenn man dann ein Sale 

macht, dann funktioniert der natürlich viel besser.  

Die sind denn erfolgreiche weil ich an mehrere als tausend Leute die Newsletter 

schicke und dann gucken mehrere tausend Leute auf den Online Sale drauf, indessen hier 

hänge ich möglicherweise nur ein Aufklebe ins Fernster, und die sehen die Leute die 

draußen vorbei gehen, Drau vorbei fahren und ihre Freunde sagen „eh, da ist ein Sale“ 

aber das ist natürlich viel weniger als online… das ist ja, weltweit. 

P: welche Service Provider benutzen Sie für die Newsletter? 

M: Mail Chimp. 

P: ja, haben sie (statistisch) Information über den online Kunden? Wie alt sie sind, 

und… 

M: eigentlich nicht. Also nur wenn es online Kunden gibt, die dann anrufen, oder 

nachfragen haben, ein email schreiben und dann man darüber ins bespricht kommt, oder 

online Kunden die irgendwann nach Erfurt kommen um den Laden anzugucken, und man 

sich so kennenlernt. Aber das ist nichts was ich Abfrage oder was irgendwo eingeben 

können, oder was ich nutzen wurde. Das ist Thema Datensparsamkeit, nur die 

Informationen bekommen das die man auch braucht. Ich verschicke keine 

Geburtstagsgrüße aus, also brauche ich den Geburtstag nicht wissen. Ja, das weiß ich 

wirklich nicht. 

P: okay, und zum Beispiel, die große Unterschied zwischen Google und Facebook 

für Ads sind „exposure“ vs „microtargeting“. Was ist für Sie wichtiger? 

M: das ist denke für mich wichtiger (das mehr Leute sehen die ad Kampanien), 

weil das auch die Aussage hat die mehr Leute sich für eine Sache interessieren, um so 

mehr Relevanz muss darin stecken. Also ich glaube heutzutage wo wir zugehen mit 

Werbung und ein möglichen, die die einigermaßen bewusst sein gucken sie nichts ein 
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wovon kein Interesse ist. Und daher ist es schon also, daher ist das Aussage das mir reicht, 

und was für Google spricht. 

P: wenn sie etwas für den online Marketing Strategie ändern könnte, was wurde 

das sein? 

M: schwierige Frage! Al so wenn ich was anderen könnte… Also diese ganze 

Marketing Strategie das alles ist ein Buch mit sieben Siegeln, was unheimlich kompliziert 

ist, was ein wirklich ganz spezieller Bereich ist, was aber jeder der online unterwegs ist 

braucht. Und das bedingt das man angewiesen ist auf Leute die da spezialisiert sind und 

das können. Und alles was bestimmte Abhängigkeiten hat finde ich immer schwierig, 

weil das bedingt auch gleichzeitig zum Vertrauensvorschuss, der wird die schon richtig 

machen was ich brauche. Und so funktioniert es aber leider nicht.  

Also und ich würde, wenn irgendwie was da etwas verbessern könnte, die 

einzelnen Dinge wusste ich jetzt nicht weil arbeite damit zu wenig ja, aber also wurde ich 

denken muss man vielleicht muss wie ein Programmierer oder Visionäre wie Steve Jobs 

und seine Crew mal da drüber gucken weil die können sehr schwierige Dinge auf sehr 

einfacher userfreundliche leichter Bedienung runterskalieren. Das wäre dafür total 

notwendig, weil dann brauch man zu noch die Spezialisten, die die Arbeit umsetzen, aber 

man hat selbe nicht das Gefühl, man guckt jedes Mal im Buch mit chinesischen 

Schriftzeichen und versteht nichts. Das finde ich unheimlichen Stress, dass man gibt das 

Geld irgendwohin und hofft, am Ende es ist immer eine Hoffnung, das irgendwie zu 

einem Umsatz komme, zu eine Konversion geht’s am Ende. Aber das muss man immer 

vertrauen. Das wurde ich ändern.  

Aber so ins Detail was ich wünschen wurde, an welchem Ding oder ob man mehr 

Tracking, noch mehr Bilder, noch mehr irgendwie was könnte ich nicht sagen. Ja, könnte 

ich glaube nicht sagen. So wie ich selber Google nütze, wenn ich versuche und was finde 

ich schon Selbs erklärend, ausreichend, und auch tiefend. Aber für dieses Buch mit sieben 

Siegeln das ein bisschen zu lüften, das finde ich gut.   

P: auf der anderen Seite, was ist die best-part über Ihre Marketing Strategie? 

M: ja, was es Erfolgreiche macht? Ja? Ehm… die Optimierung nach der 

tatsächlichen Suchfüllung.  Also, und zwar in der Abstimmung mit meinem Konzept, ich 
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habe schon immer Manufaktur firmen die von […] Schuhe herstellen, und die Produkte 

herstellen, das ist immer ein Nischen Produkt gewesen, was wir hier verkaufen. Und es 

gibt eine Menge Leute, die nicht das wollen, danach suchen was alle haben, sondern die 

genauen diese Nische suchen, und die nicht in der großen Stadt wohnen wo diesen 

Schuhladen mit dem Angebot gibt. Und die Optimierung von der Agentur, die ich jetzt 

habe, wirklich genau zu gucken was welche Such Kriterien sind kompatibel mit den was 

ich in Angebot habe. Und wo gibt es Potential das aufzubauen. Das machen die 

erfolgreicher als die anderen Agenturen, die ich bisher hatte.  

Und auch die Ausrichtung auf international, also, zu sehen, in diese schnell 

Meetings das wir haben, zu sehen es kommen regelmäßige Bestellungen aus den USA 

und Kanada, und Japan. Und dann zu gucken „ah ok“; wir haben natürlich auch eine 

englische Seite, das schon, aber die sind ganz viele texten nichts in englisch übersetz 

gewesen, und das auch zu bauen für die organische Suche. Das war ein richtiger Fokus. 

P: okay, und wissen sie wo die mehrere Ihre Kunden wohnen? Hier in Thüringen, 

ganze Deutschland, Europaweit? 

M: ach so es gibt ein Stammkunden Klientele die wohnen natürlich hier in Erfurt 

und Umgebung (sag mal man 150km zu umkreis), es gibt Stammkunden, die aus Holland 

kommen und regelmäßig irgendwie in Urlaub zu planen das sie Fahren. Es gibt einige 

Leute die Erfurt besuchen weil es aber auch die Synergie zwischen eine tolle Stadt und 

einem schonen Einkaufen generell gibt, und da geben auch mein Laden. Da würde ich 

sagen… das ist vornämlich Holland und Belgien… und online gibt es einigen 

internationale Stammkunden, tatsächlich.  

Das ist immer noch ganz ausgewillt, aber wir haben Stammkunden in New 

York… ach so das habe ich nur bemerkt weil es New York, da freue mich immer, aber es 

gibt noch andere auch in Amerika, da gibt es schon mehrere… Japan… das liegt aber 

daran die bestellen speziellen Firmen und die sind dort selbst unheimlich teuer, und selbst 

mit Zoll und dem ganzen Versand zahlen die weniger als wenn sie es dort kaufen und 

deswegen gucken die immer online und lassen sie es dann schicken. Ach so, es ist immer 

international aber der Hauptstammkundenkreis ist hier Thüringen, ja. 
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P: jetzt bin ich fertig mit mein Questionary, aber wolle sie etwas mehr sagen über 

den Online Shop? Was Wichtigste ist? 

M: also ich glaube in meinem Fall, wo sehr online und offline gibt, ist die Synergie 

unheimlich wichtig. Das ist zum Beispiel, ja das ist vielleicht noch die Antwort auf die 

Frage was ich wünsche, was ich verbessern könnte, dass man noch mehr Tracking könnte.  

Also meine Newsletter schicke ich natürlich an alle Kunden, die sich anmelden, 

auch die die in Erfurt leben und so weiter. Die kommen und die gucken was die 

Newsletter anbietet. Das ist eigentlich noch eine online Marketing Maßnahme, bestellen 

sie aber nicht im Online Shop sondern kaufen direkt am Laden. Damit fließt dem Umsatz, 

dass man analysiert immer in den offline Store. Diese Synergie zwischen online und 

offline, die halte ich für unheimlich wichtig. Und ich glaube, dass man, mittlerweile wenn 

man einen Laden hat, auf gar keinen Fall online verzichten kann. Ob man immer ein 

ganzen Online Shop mit allem großem Brimborium braucht, glaube ich nicht, aber man 

muss online sichtbar sein. Man braucht ein online Schaufernster. Was auflegen muss, was 

man mit Impressionen ersticken muss, das ist, glaube ich, ganz wichtig.  

Am Ende ist eigentlich der Laden auch eine online Marketing Maßnahme, weil 

das stationäre Gesicht ist. Und auch genau das ist was für die Kunden vertrauenswürdig 

macht zu wissen: „das ist ein Laden, da kann ich anrufen, da ist ein Telefon, da ist ein 

Bild, ich kenne die“.  Die kommen manchmal rein und sagen „Ah! Sie sind die vom 

Online-Shop“. Die denken manchmal die kennen mich, nur weil sie online bestellen und 

wir schon mal telefonieren haben, und wir Emails geschrieben haben, und so weiter, aber 

die sind von mir völlig unbekannte Kunden. Das ist eigentlich ein großes Standbein, wenn 

man so will von ein Marketing Strategie für den online Shop. 

P: nur noch eine Frage. Wenn Sie Facebook und Instagram benutzt haben, haben 

sie selbst die Fotos und Posts gemacht? 

M: wir haben immer die Fotos selbergemacht. Genau! 

P: auch die Fotos von der Website? 

M: ja, die auch! 
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Follow-up Fragen: 

 

1. Welche Cookies akzeptieren Sie auf Ihrer Website? 

auf der Website werden gar keine Cookies akzeptiert, das wird immer vom 

Besucher gemacht. Von der Website werden diverse Google-Cookies / Tracker genutzt 

(Analytics, Tag Manager, Audience, Conversion Tracking). Zusätzlich noch Cookies von 

Affiliate-Netzwerken bzw. Affiates (bei Display-Remarketing) 

2. Welche Analytics Services benutzen Sie (ausser Google)?  

Keine. 

3. Wie viele Besucher pro Tag haben Sie auf der Website? und, wie viele Besucher 

kommen aufgrund von Online-Anzeigen auf die Website? 

Für die letzten 30 Tage: Sitzungen ca. 12200, Nutzer ca. 8370; Davon ca. 2600 

Sitzungen durch bezahlte Werbung (1920 Nutzer). 

4. Wie viele Benutzer lesen die Datenschutzbestimmungen pro Monat? 

Zugriffe auf Datenschutz-Seite in den letzten 30 Tagen: 13 :-) 

5. Welche Informationen speichert die Agentur aus dem Tracking und den Pixeln 

auf Ihrer Website? 

Die Agentur speichern hier keine Daten; diese werden bei Google gespeichert 

(Nutzungsdaten der Website für einen Zeitraum von 26 Monate) bzw.  die Affiliate-

Netzwerke speichern die Daten für die Abwicklung von Affiliate-Verkäufen. 

 

 

Full transcript translated to English: 

 

P: I would first ask a couple of personal questions if that’s ok. When did you open 

the shop? 
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M: I opened the shop in 2007. But we had a business before, we have... that's what 

my husband did in 1998, he opened in 1998. In 2001 I joined, and in 2007 there's the store 

M.Baetz. 

 

P: And now how many employees are working in the company? 

M: 3 

 

P: okay, so is M.Baetz your personal project, or what would you say? 

M: Oh well, it used to be this shop " Shoe Sign ", that was the project of my 

husband and myself, then we had 2 stores and the online store, and after the breakup I 

had to restructure that. Also, personally, because I also have the kids, and because only 

one store and the online store that was not too much to do otherwise; and then there were 

problems with the domain: I did not get it, and so I have to take another name. Since it's 

my personal name, it's my personal project. And that's just why it arose, because my staff 

said that's anyway how it works, as the store and the online store starts with me, and it 

ends with me. I shop, I take the pictures, I am the face and I sell. And that's why the name. 

 

P: okay ... and when did you set up the online shop? 

M: Yes, I have finely considered, and the first online shop we had ... I would say 

... in 2004, and then there was a first relaunch in 2008, and the big relaunch from 

SchuhSign to M.Baetz was in 2015, that's exactly how it is now. 

 

P: and what is, currently, the biggest source of revenue - source of income in 

English? 

M: The store, offline. 

 

P: yes, ok. Do you ship internationally or only in Germany? 
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M: we send all over. And that is also the potential of the online shop. Because the 

international shipping is much “more”. 

 

P: exactly. Now about marketing strategy ... what resources do you use for your 

marketing strategy? For example, paid advertising, social media, YouTube and so on. 

M: Well, we used to do everything we could do in the past. We had a Youtube 

Channel and we made films. Anyway, Newsletter Marketing... Social Media, Twitter, 

Pinterest, Facebook, Instagram, everything... and in the meantime I managed the whole 

thing together and I still do...  

I have an agency that oversees all my SEO strategy and also the Adwords 

campaign, but that's really on a minimal budget. And then I do ... which totally is 

important, my main instrument is my newsletter. That would always simultaneously… 

everything is automated and posted on Facebook, so something happens at least a little 

bit on Facebook as well. But that’s not what I usually take care of; just like the other 

social media channels like Instagram and Pinterest and stuff ... and that's a time problem. 

Also YouTube videos ... I would like to do it all again, but it's just bad because I don’t 

have the time.  

 

P: and which host, or, company do you use for the website / online shop? 

M: this is "Magento shop " (from Adobe) and ... if it already answered the question 

...? 

 

P: hmm , you just said that you have an agency... 

M: yes, but they are two different agencies: I have an agency that has built the 

shop, technically, and has programmed it. And I have no contract with them anymore. 

Oh, there is the shop and they fix if something is wrong and improve it if I have 

something. But we are not in contact regularly, the shop is as it is. 
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P: Do you accept trackers and pixels on your online store? 

M: Are these the cookie stuff? Yes? Then yes. 

 

P: Okay, do you know which? 

M: Unfortunately no, but I can ask if that's important. 

 

P: Yes! If you can, it would be great! And why did you choose them, for example 

the marketing agency? 

M: because I am based in Erfurt. I have worked with several online marketing 

agencies, I find working with agencies very difficult , because they push packages and 

say that you have to do it all, this is what you need, and which costs an awful lot of money 

at the beginning, without any results to see for yourself in the shop or on the side. The 

agency I have here are based in Erfurt, they are close by (very briefly), and we speak 

regularly with each other. They give us feedback and we have meetings where I can see 

all the analytics and all there is, look at things, ask different questions. If you work with 

someone based elsewhere you have to do everything through Facetime and other TechOs 

and so on. In addition, it also a point that there are government funds here in Thuringia 

for such strategies and measures. I was working with an agency based in [...], and that 

didn’t work, it must be in Thuringia, because the need to obtain certification that these 

resources are being used locally, so to speak, for the respective Governments. That was 

also a reason. 

 

P: Do you know in this agency [which you use] which company offers the 

analytics? 

M: Has to be Google Analytics. I don’t know if they use Facebook, which I don’t 

like, and maybe others. I don’t know but I can also ask. 
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P: okay. Do you use other research / marketing tools? Like "client segmentation" 

, A / B testing ... 

M: I do not do that . 

 

P: okay. Has Analytics changed the amount of online sales compared to before? 

M: By using analytics, I do not think so. So if then the focus was the other 

measures [- broken - ] that has maybe changed the amount of sales and orders. Using only 

Google Analytics or any analytics tools, probably not. 

 

P: Or, for example, by [the use] of trackers and cookies? 

M: Maybe it's related, because of course you can see about these tools where there 

is a core search fill ... where is the biggest demand and after the biggest demand you can 

tune all the measures that you are using. Yes, this definitely works together. They are 

already important, these analytics, and when you put it together with all this tracking and 

cookies and so on… because only then do we know what other customers are looking for 

worldwide at the end. When they look for something and we know it we can optimize the 

search engines. 

 

P: Now about Privacy - Has the introduction of the new DSGVO changed the use 

of cookies or 3rd parties in the website? 

M: not really. Well online, I realize that's nothing. There are no customers who 

call and ask questions and do not know how to click and confirm and what else. No, not 

that. For the store because it has become annoying, because you have sign every single 

possible document, but otherwise no, it has not changed much. 

 

P: okay. And, for example, do you have information about the traffic online 

advertising on the shop? 
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M: Yeah, there's ... whatever we're using are those filial programs is successful, 

they are good because they're so centered. They’re only clicked by the people who are 

interested in it. The range here is very special, and normally you don’t click on something 

that you have no affinity for, like for example out of the ordinary or alternative shoes.  

That's what we're using... and yes that's definitely because of this banner being 

shown everywhere, people are coming to my side, but beyond that, maybe just Google's 

AdWords campaigns. Well, the paid ads where you are listed above in a search and it is 

clicked. In general, the positioning on the first page on Google and far above brings traffic 

to the site. And also Bing is another search engine, which is not unimportant either. Yes, 

that generates clicks. 

 

P: Why do you use Google more than Facebook? Was this your decision? 

M: Yeah, that did not matter to the choice. I did not know that Facebook also 

offers tools such as Google Analytics, which are so extensive. I always have to ask, I 

could imagine that ... oh well. I know about the agencies I worked with, they all worked 

with Google Analytics and they all said that they are very sophisticated, [...] that you can 

do everything to track and analyze and so on, that you get good evaluations, and that it is 

very extensive. And I was… so if the agency would propose to me or would recommend 

that we work only through Facebook, or with a Facebook tool, and I had to compare 

Facebook and Google, that's just the way to chose between plague and cholera - both not 

top- but I would have chosen Google.  

I would not take Facebook, that's just me ... Google is more trustworthy, in the 

specific field. It is perhaps even an over stretch because... I already know they are all 

trustworthy, but with Facebook is there still much to be... in the end, for the personal s 

success, single optimized. And there's nothing I know about it. And I've never done 

Facebook advertising in particular. That has been suggested to me a couple times because 

me too but I don’t use Facebook, and the way you just see advertisements on the first 

glance, no. And yeah, period. 
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P: Yes, okay, and again about privacy, do you know how many complete 

purchases per visit to your online store are made? 

M: If I know how many purchases per visit ... hm ... I do not know. To do that, I 

have to know how many people I have on my site every day, um ... no. I cannot say that, 

but it is definitely different after the relaunch, with the domain change from SchuhSign 

to M.Baetz. The online shop basically actually sunk on the Google platform in page depth. 

Because my former agency that had to change my domain did not fit very well all the 

forwarding of all the links and linked to the old page. And all these errors in forwarding 

are punished immediately by Google. So that people who found me under SchuhSign did 

not find me anymore, because whereas I was the result on page one with that name, I was 

now on page 25 maybe. So the online shop had immense slump, and then it takes a long 

time to get a good amount of visits and to be visible online. Even if you have good sales 

people, it's quick if you make a mistake that you start all over again from the bottom up. 

And then again it's a slow heavy work. 

Of the earlier site, do not know, there were more than 1000 (visitors) a day. 

Several, many orders, many employees who were just packing, and so on. So it is not 

comparable with today, and on the other hand I have to say that we also did a lot of sales 

back then, discount promotions, and "here's a coupon" and "there's something else".  

And I now sell the shoes for the price that they are worth, and of course this speaks 

to a much smaller audience than a sale or a discount or a code to use would. Yes, but the 

exact numbers, must also ask. 

 

P: and, for example, do you have control over all these promotions, discounts, all? 

Are you doing it yourself? 

M: yes. 

 

P: And, do you have information on how many users have read the privacy policy 

on the site? 
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M: You can ask that for certain on tracking as well. I think anyone hardly ever 

reads it through. 

 

P: I've seen a Youtube video that you made about the newsletter. 

M: yes! About the newsletter yes! 

 

P: that's important too ... and, do you do the entire data collection ... 

M: whether the data is with us at the store? 

 

P: yes! 

M: no, all that really matters like personal details like credit card and bank account 

details and anything else that you do this payment process is all outsourced. There's a 

vendor, I do it all over PayPal. Not so that customers need a PayPal account, but billing 

and credit card payments offer it all. I have worked with several companies already and 

PayPal I can really say that is super, they are super-fast, and very clear and easy to use, 

and that's all ... that's really great, eh? And I did because I don’t want to have nothing 

with me. 

So I always would recommend that for everyone, these are so sensitive data you 

have to be very cautious. And so if again and again are new provisions, like privacy policy 

changes, you still have someone to secure, 2 factor authenticate and I do not know what 

everything has to be done. 

P: and for example, this marketing company that works with you, does this group 

take information of tracking and cookies? 

M: the company only takes the information you need to read the Analytics, but 

whether that personally ... I also have to ask these questions. I do not know this at all. 
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P: okay ... and ... what else ... do you have specific numbers (%) of Online Sales 

vs. Offline? 

M: So which of the store format works better? In the sales? This is clearly online 

because we use these teasers with the newsletter and ... oh well, sales and discounts 

always work online and they are always looked at. The opening rates of the newsletter 

are also very good ... and therefore the clientele of my newsletter recipients can be a bit 

educated. When each week we send a newsletter with “here is a sale” and another sale , 

then anybody know after half a year, it's always a sale coming ... and you can take the 

next sale or the next but ... But if they know it is only once every six months, and 

otherwise there are just the original prices... works if you do a sale then, it works a lot 

better. 

They are successful on the webshop because I send a thousand people the 

newsletter and they go to the website and see it. However here I may hang just a label 

into the window, and the people walking past outside will see it, the people driving past 

will see it and tell their friends, “hey there is a sale” but that is of course much less than 

online... that is, worldwide. 

 

P: Which service providers do you use for the newsletter? 

M: Mail Chimp. 

 

P: yes, do you have (statistical) information about the online customers? How old 

they are, and ... 

M: not really. So just when online customers call, or write an email, or call to ask 

something you get to know them. Or when they come to see the store in Erfurt we become 

acquainted. But this is not data that I ask to be entered anywhere in the website or data 

that I have a use for. This is for data economy as well. I don’t send birthday greetings, so 

I don’t need to know the birthday. Yeah, those are things I don’t need.  
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P: okay, and for example, the big difference between Google and Facebook for 

Ads are "exposure " vs. "microtargeting". What is more important to you? 

M: that's think for me more important (the more people see the ad campaigns) 

because this also has the consequence that the more people are interested in one thing, the 

more relevance is put in it. So nowadays I believe that where we go with advertising, 

being reasonably aware, people are looking at the things they are interested in. And so 

that's it, so that's enough for me, and what Google speaks for. 

 

P: If you could change anything for the online marketing strategy, what would 

that be? 

M: difficult question! So if I could do something else ... So this whole marketing 

strategy, all this is a sealed book, which is incredibly complicated, which is a really 

special area, but which anyone who is online needs. And that requires that you depend on 

people who are specialized and understand this. And everything that has certain 

dependencies I always find difficult, because it means I have to trust the person doing it, 

that they will do right what I need. And sometimes it works, others unfortunately not. 

So I would, if somehow something could improve there, I did not know the 

individual things because I work with it too little, but so I would have to think you might 

have to be like a programmer or visionary like Steve Jobs and his crew, because they can 

scale down very difficult things to a very simple user-friendly way to use. That would be 

it totally necessary because then you need to have the specialists, to make the 

implementation work, but you would not have to look every time in the book with Chinese 

characters and understand nothing. I find that scary and stressful. You give the money 

somewhere and hope, in the end it is always a hope, that it will somehow come to a 

conversion in the end. But you always have to trust that. I would change that. 

But so in detail what I would like, or which thing if you have more tracking, more 

pictures, even more I could not say anything. Yes, I could not say that. Just as I use Google 

myself, when I try and what do I find self-explanatory, sufficient, and also in-depth. But 

I would like to reveal this “book with seven seals”.  
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P: On the other hand, what's the best part about your marketing strategy? 

M: yes, what makes it successful? Yes? Ehm ... the optimization after the actual 

search fill. So, in the concordance with my concept: I have a manufacture company that 

produces shoes [...] and manufacture the products, which is always a niche product  what 

we sell here. And there are a lot of people who do not know us exactly, but search for 

something similar or look for this exact niche, and not live in a big city to where there is 

a shoe store like this. And the optimization of the agency, which I now have, to look really 

exactly what search criteria are compatible with what I have in supply. And where is there 

potential to build that. They do this more successfully than other agencies I’ve had. 

And also the focus on international, so to see, in these quick meetings we have, to 

see regular orders coming from the US and Canada, and Japan. And then to look "ah ok"; 

of course, we also have an English page, that's it, but they have not all been translated 

into English, and that's what we have to build for organic research. That was a real focus 

for us. 

 

P: okay, and do you know where the several of your customers live? Here in 

Thuringia, whole Germany, Europe? 

M: Oh well, there is a regular customer clientele who live here in Erfurt and 

surrounding area (say 150km around), there are regular customers who come from 

Holland and regularly plan their holidays and come around. There are some people who 

visit Erfurt because there is also the synergy between a great city and a nice shopping in 

general, and there is also my shop. That's where I would say ... that's Holland and Belgium 

in the first place ... and online there are some international regular customers, in fact. 

That's still quite new, but we have regular customers in New York ... oh so I've 

only noticed because its New York and I am always happy, but there are others in America 

as well, there are already several... Japan... which is because they order from a special 

company and are there even extremely expensive over there, and even with taxes and the 

whole shipment they pay less than to buy it there, and that's why they look online and 



 

 

 

- 127 - 

have it sent. Oh, it's always international, but the main customer base here is Thuringia, 

yes. 

 

P: Now I'm finished with my questionnaires, but would you like to say something 

more about the online shop? What is most important? 

M: So I believe in my case, where there is a lot of online and offline, the synergy 

is incredibly important. That is for example, yes that is perhaps still the answer to the 

question of what I wish I could improve, that one could still more tracking. 

Of course, my newsletters are sent to all customers who register, including those 

who live in Erfurt, and so on. They come and see what the newsletter offers. This is 

actually an online marketing measure, but they do not order in the online shop but buy 

directly at the store. With it flows the turnover, that one analyzes always in the offline 

store. This synergy between online and offline, which I consider to be incredibly 

important. And I think, that's it. Now as a store you cannot go without something online. 

If you always need a whole online shop with all the big paraphernalia, I do not think so, 

but you have to be visible online. You need an online window shop. Someplace to put 

things and get impressions is, I think, very important. 

In the end, in fact, the store is also an online marketing campaign because the 

stationary face. And that is exactly what makes the customer trusting, to know: "this is a 

store, because I can call, there is a phone, there is a picture, I know them". They 

sometimes come in and say "Ah! It’s you from the online store ". They sometimes think 

they know me, just because they order online and we've been on the phone, and we've 

written emails, and so on, but they're completely unknown customers. This is actually a 

big pull, if you will, of a marketing strategy for the online shop. 

 

P: only one more question. If you used Facebook and Instagram did you make the 

photos and posts yourself? 

M: We always took the pictures ourselves. Exactly! 
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P: also the photos from the website? 

M: yes, that too! 

  

Follow-up questions: 

1. Which cookies do you accept on your website? 

Cookies are not accepted on the website, this is always done by the visitor. The 

website uses various Google cookies / trackers (Analytics, Tag Manager, Audience, 

Conversion Tracking). In addition, cookies from affiliate networks or Affiates (with 

display remarketing). 

2. What analytics services do you use (other than Google)? 

None. 

3. How many visitors per day do you have on the website? and how many visitors 

come to the site due to online ads? 

For the last 30 days: sessions about 12200, users about 8370; Of these, 

approximately 2600 paid advertising sessions (1920 users). 

4. How many users read the privacy policy per month? 

Views to privacy page in the last 30 days: 13 :-) 

5. What information does the agency store on the tracking and pixels on your 

website? 

The agency does not store any data here; these are stored at Google (usage data of 

the website for a period of 26 months) or the affiliate networks store the data for the 

processing of affiliate sales. 
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Appendix 3 

Interview with Caroline W. from an Anonymous company. 

Anonymous website. 

Duration: 0 minutes. 

Format: filled out questionnaire sent via e-mail. 

 

Full questionnaire filled via e-mail: 

1. When did you set up the online shop? 

We set up our online shop www.XCVBNM.com in the late 1990’s. 

2. Right now, which is the bigger stream of revenue, the brick and mortar or 

online shop? 

At the moment brick and mortar is the bigger stream of revenue. 

3. Do you ship internationally? 

Yes, we ship internationally. More than 75% of our shipping is export. 

4. Which resources do you use for your marketing strategy? Like, for example, 

paid publicity, social media, etc. 

We use a wide range of marketing resources: 50% social media campaigns and 

social media channels; 30% print media; 20% radio and similar channels 

5. Which host do you use for your website/online shop? 

Our webhost is a IT company called “intersolute”. 

6. What trackers do you accept on your website/online shop? 

We track with Google Analytics. 

7. Why did you choose those services? 

We choose this service to analyze and to evaluate the customer behavior on our 

website and to derive direct improvements for the user experience and the search engine 

ranking.  
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8. Do you use analytics? 

Yes, we use Google Analytics to analyze the traffic and our coverage. 

9. For what purpose do you use them? Like, for example, client segmentation, 

A/B testing, conversion rates, etc. 

We use it to analyze the behavior of our customers on our website, and as response 

to products. 

10. Has using analytics changed the amount of online sales, compared to before 

you used them? 

No, using Google Analytics has not changed the amount of online sales. 

11. Has using trackers for publicity changed the amount of online sales, compared 

to before you used them? 

No. 

12. Has the introduction of the new GDPR changed the cookies and third party 

services you use? 

Yes, the new GDPR changed some cookies we used before. 

13. Do you have information about the traffic your online ads bring to your e-

commerce site? 

Yes, we have information about it. Coupon service monitors the rate and the 

amount of sales. 

14. Do you have information of how many users read the Privacy Policy in your 

website? 

Yes. 

15. Do you include all the data collection you do in your Privacy Policy? 

No. 

16. If not, what information do you leave out and why? 

We leave out all the Credit Card information.  
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Appendix 4 

Interview with Ari Sigurbjonsson, marketing coworker from 66 North. 

https://www.66north.com/ 

Duration: 0 minutes. 

Format: short questionnaire answered via email. 

 

Full Questionnaire filled via email: 

As we work with 3rd party agencies that oversee some of these topics, we do not 

have detailed answers for you inhouse, but I’ll try to answer to my best knowledge. 

1. Do you accept trackers / cookies on your online shop? 

Our website contains trackers from Google and Facebook that gives us the 

possibility to track their behavior in our online store. You can fetch the “Facebook Pixel 

helper” Google Chrome extension to see which trackers are hitting you when.  

2. Do you use an analytics service? 

Yes. This information is accessible to us through Google Analytics and Facebook 

analytics and is used and considered in our everyday marketing work.  

3. How do you use analytics for your marketing strategy? 

This information helps us design the campaigns that we then run on both Facebook 

(Facebook and Instagram) and Google. 

We use a funnel to categorize what type of advertisements our customer gets. A 

“cold audience” doesn’t get the same advertisements as an audience that has been visiting 

our site frequently over the past week. 

4. How has the introduction of the GDPR regulation changed the cookies and 

third party services you use? 

The GDPR regulation required us to be careful regarding all collection of data on 

our website and other online platforms. We had to review and improve all of our “terms 

and agreements” and make sure that customers/visitors were all aware of the terms before 
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signing/accepting any type of use of their data. Now, after the implementation, we make 

sure that we’re extra careful regarding everything related to collecting data. This had an 

impact, for example, on the number of our newsletter subscribers. 


