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1. METHODOLOGY 
 

During the rationalisation phase, the partners will elaborate concrete conclusions from the analysis 

carried out in relation to the current state of play in e-Commerce practices of footwear sector SMEs 

in partner countries [National Phase]. 

The conclusions of the National Phase reveal the present situation ("AS-IS").  

Partners identified also the winning practices from footwear SMEs from countries topping the e-

Commerce charts in terms of cross-border sales. The 6 countries studied are: Italy, Netherlands, 

Ireland, Austria and Lithuania [Transnational phase].  

The comparative analysis of the Transnational Phase with the National Phase revealed the gap 

between the desired situation ("TO-BE") and the present situation ("AS-IS"). 

 

 National Phase 
 

During this phase the objective is to identify the practices carried out by the e-commerce retailers 

of the footwear industry in the countries of the partnership (Poland, Greece, UK, Germany, 

Portugal, Romania) with focus also in cross-border online sales. 

 

Transnational Phase 

 

During this phase the objective is to identify the best practices carried out by the e-commerce 

retailers in these sectors in the countries previously identified as leaders [Italy, Netherlands, 

Ireland, Austria and Lithuania] with focus also in cross-border online sales in the European Union. 

 

Comparative Analysis 

 

During this phase the comparative analysis of the Transnational Phase with the National Phase 

will reveal the gap between the desired situation ("TO-BE") and the present situation ("AS-IS"). 

This gap will drive the inception of the perceived needs which will be presented to targeted 

beneficiaries for validation in the context of O1/A2. 



                                  PUBLIC 

CIVIC, COIN Deliverable: O1/A1 

BOOST4SHOES Version: 1.2 

O1/A1 RATIONALISATION PHASE: STATE OF PLAY Issue Date: 09/02/2018 

 

 
2017-1-UK01-KA202-036733 

 
 

Variables Definition 
 

In order to begin with our analysis of the state of play in each partner country, we created a 

questionnaire which has to be filled in with all the information originating from the analysed 

websites. In this questionnaire we identified the Site Information, some Predictor Variables and 

some Dependent Variables. 

All the variables we have included have relevant questions which gave us a lot of information 

about the website and its structure, and could be the key to define why a certain web is more 

successful selling abroad than another.  

Through these questions we can analyse important matters such as the main infrastructure of the 

site; or the variation of tools that help users to find the product they are looking for, provide all the 

information about it and help the purchase decision. 

We studied also which marketing tools the websites featured, if they had ways to try to make long 

term clients; and which specific cross border tools were present, such as multilingualism  

We were able to see if a website had good usability making the shopping process easy for the 

customer and we also look at the dependent variables which analyse the website’s traffic and traffic 

sources too. The questions are the following: 

 

Table 1 - List of variables 

Site Information: 

 

 

 

 

 

 

Predictor variables: 
 General infrastructure 

o Main menu with categories organized by shoe type (Yes/No) 

o Main menu with categories organized by brand (Yes/No) 

o Outstanding search bar (Yes/No) 

o Full width slider in the homepage (Yes/No) 

o Main menu remains at the top of the site when scroll down (Yes/No) 

o Search bar remains at the top of the site when scroll down (Yes/No) 

o Shopping cart always visible (Yes/No) 

o Responsive (Yes/No) [Refers to mobile friendly, check: https://search.google.com/search-

console/mobile-friendly] 

 Helping tools 

o Method to mark favorite items (Yes/No) 

o Multiple filters to choose from (Yes/No) 
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o The shoe sheet contains a list of related shoes or other shoes in the same category (Yes/No) 

o Section where the shoes are shown classified by styles (Yes/No) 

o Comparing shoes tool (Yes/No) 

o Search of shoes seen history (Yes/No) 

o Automated shoe recommendation tool (Yes/No) 

 Basic risk reduction tools on the shoe (product) sheet 

o Environmental information about the shoe on the shoe sheet (Yes/No) 

o Full width pictures on the shoe sheet (Yes/No) 

o Multiple views of the shoe with pictures (Yes/No) 

o Videos on the shoe sheet (Yes/No) 

o Shoes stock information (Yes/No) 

o Shoes delivery information (Yes/No) 

o Enough information about the shoe (Yes/No) [Look especially for materials, country of origin] 

o Possibility to comment/score shoes (Yes/No) 

 Basic risk reduction tools based on Payment Methods 

o Secure payment method (Yes/No) 

o Cash on delivery payment (Yes/No) 

 Basic risk reduction tools based on General Information about the site 

o Information about brands distributed (Yes/No) 

o Easy to find information about its return policy (Yes/No) 

o Complaint form (Yes/No) 

o Questions and answers section and/or FAQ (Yes/No) 

o Warranty (Yes/No) 

o Personal advice (Yes/No) 

o Phone number for queries, customer service (Yes/No) 

 Advanced risk reduction tools 

o Advanced shoe visualization (AR, VR) (Yes/No) 

o 3D images (Yes/No) 

o Shoe configuration tool (Yes/No) 

o Shoe fitting tool (Yes/No) [size finder and/or width finder] 

 Marketing tools 

o Price includes shipping costs (Yes/No/Under certain conditions) 

o Free returns (Yes/No) [Even for the first order only] 

o Flash sales (Yes/No) 

o Featured shoes on the main menu (Yes/No) 

o Coupons to promote shoes (Yes/No) 

o Offers a reward for referring to friends (Yes/No) 

o Minimum guaranteed price (Yes/No) 

o Newsletter (Yes/No) 

o Blog (Yes/No) 

o Promoted in mass media (Yes/No) 

 Cross border tools 

o The site sells abroad (Yes/No) 

o Multilingual (Yes/No) 

Dependent variables: 
 Traffic analysis 

o Well categorized 

o Category rank if well categorized 

o Visits/month(average 6 months) 

o Visit duration(average 6 months) 

o Pages/visit 
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o Bounce rate [the percentage of visitors to a particular website who navigate away from the site 

after viewing only one page] 

 Traffic sources 

o Traffic own country 

o Traffic from main 5 countries 

o Direct [Direct traffic categorizes visits that do not come from a referring URL.  Often, these 

visitors manually enter the URL of the website or have it bookmarked] 

o Referrals [Referral traffic is used to describe visitors to your site that come from direct links on 

other websites rather than directly or from searches] 

o Search [Search engine traffic refers to the visitors who arrive at a website by clicking search 

results leading to that particular website] 

o Social [refers to traffic from social media, so it is shows the effectiveness of social media 

advertising] 

o Mail [One of the most powerful forms of marketing is direct mail advertising, through which 

personally addressed advertising about a product or service is sent through the mail to homes or 

businesses. Direct mail extends beyond mail order to also include announcements, information 

about store openings and events, recalls, coupon books, brochures, samplings and general 

information to increase awareness]  

o Display [A display ad, also known as a banner ad, is a form of online paid advertising that is 

typically a designed image or a photo] 

o Organic search [Organic search is defined as visitors coming from a search engine, such as 

Google or Bing] 

o Paid search [Paid search refers to any search process where results are dictated by payment 

from advertisers] 

 

 

Data Gathering 
 

To start the process of gathering information from websites from the partners’ countries, we 

established three different search criteria that each partner has to use to look for online shoe 

shops (in the Google page of their own country and with their own language): 

Table 2 Search criteria 

a) B2C Online Shops (up to 9 websites from partner’s country) 

b) B2B Online Shops (up to 3 websites from partner’s country 

c) B2C Online Shops from online sales toppers (up to 3 websites from one of the 5 

toppers) 

 

Once the list with the results is showed, this is the procedure the partners have to follow: 

- Choose the first 6 websites for B2C sales / first 3 websites for B2B sales and first 3 B2C 

websites from the topper country studied.  

- Reject duplicates. 

- Verify that they are B2C / B2B  
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-  Check that the site’s domain is registered in the partner’s country or in the topper country 

studied. 

-  Verify that the chosen sites count more than 2000 visits in the last 2 months.  

These steps of the procedure are explained in a separate document so that all partners collect 

the same information.   

Before giving all the instructions to the partners, we analyzed ourselves some websites to check if 

the questionnaire was adequate, and to see how long it takes to fill it in. 

Then, for the transnational phase study we selected the 5 European countries that have relevant 

ecommerce sales outside their own country, to analyze their sites.  To find out which countries 

were more adequate, we used the following source: 

http://ec.europa.eu/eurostat/statistics-explained/index.php/E-

commerce_statistics#Web_sales_predominantly_done_via_own_website 

In these statistics it is stated that in 2016, among the EU-28, the percentage of enterprises making 

e-sales ranged from 8 % in Romania to 33 % in Ireland, closely followed by Sweden (31 %), 

Denmark (30 %) and Belgium, Germany and the Netherlands (each 26 %).  

The largest proportions of EU enterprises in 2016 with web sales to other EU countries were 

recorded in Ireland (13 %), followed by Austria and Lithuania (both 12 %).   

We have not found (yet) statistics about enterprises that have done electronic sales to the rest of 

the world in the last 6 years.  

So, following this approach the countries on the top were: [Italy, Netherlands, Ireland, Austria 

and Lithuania].  

From these countries, 3 sites from each one had to be analyzed answering the questionnaire.   
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2. Overall Results 
 

94 websites were analysed in total: 

 

For the list of websites (URLs) please refer to the results excel. 

 

Website distribution by country 
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Year of domain registration 
 

The oldest was 1994 and the youngest 2017. 

 

Type of e-Commerce Site   
 

Most websites are explicitly selling shoes. 

 

 

However, the website owners are not necessarily footwear manufacturers 
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Type of seller  
 

Most websites are from companies selling only online 
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3. Predictor Variables Summary 
 

In the following section we provide a summary of the analysis of the 94 websites. The significant 

findings are clearly highlighted as follows: 

- Must have features 

- Good to have 

- Opportunities (Potentially Winning Practices) 

The identification/classification of practices is made by taking into account the number of websites 

which follow these practices in correlation with their turn over. 

 

General Infrastructure 
 

The majority of websites have the following characteristics: 

 Main menu with categories which is organized by shoe type (79%) 

 Main menu with categories which is not organized by shoe brand (72%) 

 An outstanding search bar which occupies a big part of the screen so that it is very visible 

(69%) 

 Full width slider in the homepage (64%) 

 Main menu remains at the top of the site when scroll down (53%) 

 The search bar does not remain at the top when scrolling down (55%) 

 The shopping cart is always visible (52%) 

 The site is responsive (90%) 

 

Helping Tools 
 

The majority of websites have the following characteristics: 

 The site provides functionality to save favourite products (66%) 

 The site provides multiple filters to choose from (87%) 

 The shoe sheet contains a list of related shoes or other shoes in the same category (Size, 

color, fabric, style... ) (84%) 

 The shoe sheet has a section where the shoes are shown classified by styles (62%) 
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 The site does not have a tool for comparing shoes (96%) 

 The site does not have a search of shoes seen history (68%) 

 The site does not have an automated shoe recommendation tool (55%) 

 

Risk reduction Tools  
 

With regards to basic risk reduction tools on the shoe (product) sheet, the majority of sites have 

the following characteristics: 

 Do not provide environmental information about the shoe on the shoe sheet (78%) 

 Provide full width pictures on the shoe sheet (80%) 

 Provide multiple views of the shoe with pictures (94%) 

 Do not provide videos on the shoe sheet (95%) 

 Provide information about shoes stock (86%) 

 Provide information about delivery of shoes (96%) 

 Provide adequate information about the shoe (69%) 

 Do not provide the option to comment/rate shoes (59%) 

 

With regards to basic risk reduction tools based on Payment Methods, the majority of sites have 

the following offering: 

 Offer a secure payment method (96%) 

 Offer cash on delivery payment (54%) 

 

With regards to basic risk reduction tools based on General Information about the site, the majority 

of sites have the following characteristics 

 Do not show information about brands distributed (61%) 

 Easy to find information about its return policy (96%) 

 Do not offer a complaint form (60%) 

 Feature a questions and answers and/or FAQ section (59%) 

 Do not offer a warranty (61%) 

 Do not offer personal advice (68%) 

 Provide a phone number for queries, customer service (80%) 

 



                                  PUBLIC 

CIVIC, COIN Deliverable: O1/A1 

BOOST4SHOES Version: 1.2 

O1/A1 RATIONALISATION PHASE: STATE OF PLAY Issue Date: 09/02/2018 

 

 
2017-1-UK01-KA202-036733 

 
 

With regards to advanced risk reduction tools, the majority of sites have the following 

characteristics: 

 Do not feature advanced shoe visualization (AR, VR) (96%) 

 Do not show 3D images on the shoe sheet (86%) 

 Do not provide a shoe configuration tool (89%) 

 Do not provide a shoe fitting tool (62%) 

 

Marketing Tools 
 

With regards to marketing tools, the situation is as follows: 

 Inclusion of shipping costs in the price is conditional for the majority of sites (53%) while 

it is included in 1/3 of the sites (32%) and not included in 16% of the sites 

 Free returns are conditional (e.g. first return free) for the majority of sites (63%) while it 

is free in 1/3 of the sites (29%) and not free in 8% of the sites 

 Flash sales are provided by the majority of sites (67%) 

 Featured shoes are displayed in the front page in the majority of sites (82%) 

 The majority of sites do not use coupons to promote sales of shoes (57%) 

 The majority of sites do not offer a reward for referring friends (98%) 

 The majority of sites do not offer a minimum guaranteed price (75%) 

 The majority of sites feature a newsletter (73%) 

 The majority of sites feature a blog (70%) 

 The majority of sites are promoted by mass media (85%) 

 

Cross-border Tools 
 

With regards to explicit cross-border characteristics, the majority of sites: 

 Sell cross-borders (72%) 

 Are not multilingual (54%) 

 Do not have multi locale sites (71%) 
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Traffic Analysis 
 

The majority of sites are not categorised well (61%) but from the sites that are categorised well, 

the vast majority is not on the first 3 pages of results. 

 

Traffic Source 
 

The vast majority of sites receive 80% or more of their traffic from their home country while 

a great deal receives 100% of its traffic from just 5 countries. 

The bulk of the traffic is Direct (Direct traffic categorizes visits that do not come from a referring 

URL.  Often, these visitors manually enter the URL of the website or have it bookmarked) and not 

via Referrals (Referral traffic is used to describe visitors to your site that come from direct links 

on other websites rather than directly or from searches). 

The majority of sites receive less than 50% of their traffic from search engines (Search engine 

traffic refers to the visitors who arrive at a website by clicking search results leading to that 

particular website. Search engine traffic refers to the visitors who arrive at a website by clicking 

search results leading to that particular website). 

Only one website receives more than 50% of its traffic through social media (Refers to traffic 

from social media, so it is shows the effectiveness of social media advertising) 

Only one website receives more than 20% of its traffic through direct mail. All others receive less 

than 20% through direct mail 

The majority of sites receives traffic through organic search (Organic search is defined as visitors 

coming from a search engine, such as Google or Bing) 

The majority of websites receives less than 30% of their traffic through paid search (paid search 

refers to any search process where results are dictated by payment from advertisers). 
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4. Conclusions 
 

Based on the outcome of the analysis we concluded to the following core elements of an e-

Commerce website for selling shoes (this represents the “TO-BE” situation): 

Must Have Features: 

 Infrastructure: 

o Menu with categories 

o Very visible search bar 

o Responsive site 

 Helping Tools: 

o Multiple filters to search on and to display results 

o Shoe sheet displaying similar or related shoes 

 Risk reduction: 

o Shoe sheet displaying full width pictures 

o Pictures with multiple views of the shoe 

o Information about shoe stock 

o Information about delivery 

o Secure payment method 

o Phone number for queries and customer service 

 Marketing Tools: 

o Shipping costs free upon conditions 

o Free first return 

o Featured shoes on the front page 

o Newsletter 

o Blog 

o Promotion through mass media 

 Cross-Border: 

o See cross-border to as many destinations as possible 

 Traffic: 

o Ensure site is categorised appropriately 

o Focus on achieving Direct traffic 

o Focus on Organic Search 

 

Good to Have Features: 

 Infrastructure: 

o Full width slider in the homepage 
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 Helping Tools: 

o Functionality to save favourite products/wish lists 

o Filters to display shoes by style 

 Risk reduction: 

o Provision of adequate shoe information 

o Provision of option to comment/rate shoes 

o Offer cash on delivery payment option 

o Show information about the brands sold 

o Feature an FAQ section 

 Marketing Tools: 

o Use coupons to promote sales 

 Cross-Border: 

o Provide multiple locale sites 

 Traffic: 

o Use paid search services 

 

Opportunities for distinguishing from competition: 

 Infrastructure: 

o Main menu with categories organised by shoe brand 

 Helping Tools: 

o Tool for comparing shoes 

o History section with shoes viewed 

o Recommender engine for shoe recommendations 

 Risk reduction: 

o Provide environmental information on shoe sheet 

o Provide videos about the shoe 

o Offer some kind of warranty 

o Offer some kind of personalised advice 

o Provide a shoe configuration tool 

o Provide a shoe fitting tool 

 Marketing Tools: 

o Include shipping costs in the price (free shipping) 

o Provide free returns (unconditionally) 

 Traffic: 

o Focus on countries which are overlooked today but are emerging as markets 

o Focus on receiving traffic through social media 
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Overall Remarks 

- It does not seem to be significant whether the site sells only shoes or sells also shoes, as 

long as it has most of the features identified as significant. 

- Sites which are associated to physical stores can sell more provided they offer at least the 

same functionality as a site which is not associated to a physical store. 

- It helps if the site is categorised logically as otherwise it is highly unlikely to achieve being 

listed in the first 3 pages of results 

- It helps to have in place a specific social media strategy but it will produce results only if 

all the necessary features are in place. 

- Paid search services are overrated but provided everything else is in place it can help 

increase sales offering some value for money. 

 

 


