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AbstrAct

The purpose of this chapter is to help Web market-
ers better understand the basis for the develop-
ment of more customer-focused, value-enhanced 
Web sites. To help address this issue, this chapter 
integrates theory and research from user-centered 
design with theory and research from marketing 
on value and goal-directed behavior to develop 
and support a model of online customer value. 
The model based on means-end theory provides 
a theoretical explanation for linking Web site 
features and functions to perceptions of value 
by consumers.  

IntroductIon

To compete in today’s turbulent business envi-
ronment firms are being directed to focus ef-
forts on increasing value delivered to customers 
(Vandermerwe, 2000). This focus on enhancing 
customer value is also at the cornerstone of many 
high-profile e-commerce books (Seybold, 1998; 

Tapscott, Ticoll, & Lowy, 2000). The consensus 
from these sources is that the firm’s Web mar-
keting efforts will only be successful if the Web 
site offers something of value to the site visitor. 
Research on value creation (Day, 1990; Naumann, 
1995) further emphasizes the importance of creat-
ing value for customers as a means of competing 
more effectively in the marketplace. Research on 
delivering customer value is consistent with the 
notion that firms need to be increasingly market 
oriented (Kohli & Jaworski, 1990; Narver & Slater, 
1990). Unfortunately many Web sites fail to deliver 
on the opportunity that the Internet provides for 
enhancing value to customers. Thus the purpose 
of this chapter is to help Web marketers better 
understand the basis for the development of more 
customer-focused, value-enhanced Web sites.

In order to better understand the nature of 
value online, this chapter integrates theory and re-
search from Human–Computer Interaction (HCI), 
marketing, and psychology. I begin by reviewing 
the principles of user-centered design (UCD) and 
highlighting the commonalities between UCD 
and consumer behavior (CB). Second, I review a 



  259

User-Centered Design and Marketing

variety of value-related concepts and perspectives 
from the marketing and HCI literature in order 
to propose a definition of online value. Next, I 
present and support a model customer value that 
links Web site features to perceptions of value (see 
Figure 1). Finally, I discuss some key implications 
of the model.

user-centered desIGn And  
consuMer behAVIor

There has been considerable attention paid to 
the issue of how to develop more useful, more 
user-friendly systems in the field of user-centered 
design (Karat & Karat, 2003; Maguire, 2001b). 
UCD is an approach to the design of user interfaces 
that includes continuous and early focus on the 
consumer’s tasks and goals. UCD emerged from 
researchers and practitioners of HCI. HCI is an 
interdisciplinary field made up of researchers from 
numerous fields including psychology, cognitive 
science, engineering, and information systems. 
HCI researchers and practitioners are focused on 
creating more usable systems by ensuring that 
technology matches people’s needs and supports 
the tasks that people would like to perform. 

UCD is a design process that aims to improve 
the “quality in use” of a system. While the market-
ing literature focuses on customers or consumers, 
the UCD literature emphasizes the importance of 
the “user” as the focal point of the design effort. 
The term “user” refers to the general population 
of individuals who are expected to make use 
of the system. At the heart of UCD is the core 
philosophy that the best way to design a system 
is by focusing on the user and their activities. 
Focusing on users is critical in design because 
systems appropriate for one user group may be 
completely inappropriate for another set of users. 
For example, an information system developed 
for data professionals that allows a high degree 
of flexibility in structuring queries against a da-
tabase would likely be incredibly frustrating to 

managers with minimal database expertise. By 
emphasizing users and their tasks, UCD aims 
to create systems that provide the appropriate 
functionality and are easier to use.   

CB and UCD have a great deal in common. 
The two fields have followed parallel paths in their 
development and share an emphasis on human 
beings as part of their core philosophy. UCD was 
developed as an alternative to a technology-cen-
tered approach to design (Henneman, 1999). The 
technology-centered approach to design involves 
first identifying the functionality that a system 
should support and then designing a system that 
will support that functionality. The problem with 
this approach is that it overlooks the central role 
of the users of the system. Ultimately, the philo-
sophical shift from technology-centered design to 
user-centered design in information systems mir-
rors the philosophical shift from sales orientation 
(product focused) to market orientation (customer 
focused) in the marketing literature.  

While the emphasis placed on understand-
ing and serving human needs is part of each 
discipline’s core philosophy, the fundamental 
purposes of each field have led to differences in 
how human behavior is studied and understood. 
Marketing’s purpose—to sell products—results in 
an emphasis on the exchange process. The human 
studied is the consumer or customer and the goal 
of the research is to understand the internal and 
external factors that affect the consumer during 
product consideration, acquisition, and consump-
tion. In contrast, UCD’s purpose—to design better 
systems—leads to a focus on the usage of the 
product or system. The human studied is the user 
and the goal of the research is to understand the 
individual, task, and contextual factors that affect 
the user as he/she carries out his/her work. These 
differences in orientation have led to a subtle but 
distinct difference in marketing’s “customer” and 
UCD’s “user.”

Marketing, heavily indebted to the field of 
psychology, frequently emphasizes the human 
as a “black box” that needs to be understood. As 



 

 

11 more pages are available in the full version of this document, which may be

purchased using the "Add to Cart" button on the publisher's webpage: www.igi-

global.com/chapter/user-centered-design-marketing/9470

Related Content

A Customer Relationship Management System to Target Customers at Cisco
Rahul Bhaskar (2004). Journal of Electronic Commerce in Organizations (pp. 64-74).

www.irma-international.org/article/customer-relationship-management-system-target/3441

Internet Shopping: The Supermarket Model and Customer Perceptions
Martyn Roberts, Xianzhong M. Xuand Nekatarios Mettos (2003). Journal of Electronic Commerce in

Organizations (pp. 32-43).

www.irma-international.org/article/internet-shopping-supermarket-model-customer/3411

Enhancing Competitiveness of B2B and B2C E-Commerce
Henry Aigbedo (2008). Electronic Commerce: Concepts, Methodologies, Tools, and Applications  (pp. 1313-

1322).

www.irma-international.org/chapter/enhancing-competitiveness-b2b-b2c-commerce/9553

Segmentation of Optic Disc in Fundus Images Using an Active Contour
A. Elbalaoui, Y. Ouadidand A. Merbouha (2018). Journal of Electronic Commerce in Organizations (pp. 97-

111).

www.irma-international.org/article/segmentation-of-optic-disc-in-fundus-images-using-an-active-contour/196184

Framework for Mobile Payment Systems in India
Mahil Carr (2009). Mobile and Ubiquitous Commerce: Advanced E-Business Methods  (pp. 237-254).

www.irma-international.org/chapter/framework-mobile-payment-systems-india/26424

http://www.igi-global.com/chapter/user-centered-design-marketing/9470
http://www.igi-global.com/chapter/user-centered-design-marketing/9470
http://www.irma-international.org/article/customer-relationship-management-system-target/3441
http://www.irma-international.org/article/internet-shopping-supermarket-model-customer/3411
http://www.irma-international.org/chapter/enhancing-competitiveness-b2b-b2c-commerce/9553
http://www.irma-international.org/article/segmentation-of-optic-disc-in-fundus-images-using-an-active-contour/196184
http://www.irma-international.org/chapter/framework-mobile-payment-systems-india/26424

