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Introduction
CTCP is a private, non-profit organization which provides for 30 years now, all sort of services to footwear
and leather goods’ industry, which includes more than 1500 SMEs. CTCP’s support is focused on the
dynamic factors of competitiveness including the work conditions improvement and the wellbeing of the
footwear and leather goods’ industry collaborators.
The most relevant CTCP’s activities are: Quality Control, Consultancy in all areas of footwear
competitiveness, Training, Marketing and Promotion, Research and Development, Health & Safety,
Environment, Business Intelligence, Studies and comparative Research.
CTCP also provides support on marketing and digital issues to Footwear and Leather Goods’ companies.

Description of the Project
Portugal is in the 13th position of the biggest exporters countries worldwide in terms of value, producing
and exporting more that 82 million pairs of shoes yearly with an average price of 26,08 US dollars, the 2nd
highest worldwide. Nowadays, Portugal exports almost 100% of its production. However, most of the
Portuguese companies work to private label, meaning that they are subcontracted by foreign distributors,
who actually domain the value chain. Many companies have their own brands that are difficult to sell
abroad (to export) as they don’t have sufficient resources to produce big quantities, demanded by the big
distributors. Summing, the Portuguese Footwear exportations are based on the private label strategy,
therefore supported on selling to big distributors, and not on the Portuguese brands. To be competitive
in this line, Portuguese brands/companies have no domain in the value/distribution chain.
In addition, at the moment the main way to disseminate and sell their products is through the
participation in fairs and events and shoe exhibitions abroad (MICAM, GDS, RIVA, MODACALZADO...)
which are very expensive and oblige to have real physical samples, increasing again the cost of
publicizing/exhibiting. Apart from increasing costs which are reflected in the product, this way of
exhibiting has a high ecological footprint, and so not sustainable.
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If big companies or even mature SMEs are able to cope with those described costs, this is not the case for
small SMEs, ateliers, new entrepreneurs, designers. This limitation increases the difficulty of exploring
new foreign markets.

Portuguese Footwear cluster has several capacities that make it a difference worldwide, as such:
•

Diversified industrial base, flexibility, speed of response

•

Know how related to foreign markets

•

Growing international reputation (quality, fashion and design)

•

Cluster articulation and consistency

The companies have all potential to be competitive worldwide if adopting the right strategy what
marketing and commercialization concerns.

In Europe and also outside Europe, the consumers buy more and more directly on-line, more and more
access to internet to purchase any type of products even the most high-end products, mainly through the
mobiles devices, rather than through PCs. Portuguese SMEs should also modernize in this aspect. And try
to offer experiences on-line to capture the attention of big distributors at minimum cost, to reach the final
consumer with their own brands, to become more sustainable, opting by green marketing practices.

This is what BOOST4SHOES project aims at tackling.

The project promotes the use of the Internet as a sales channel to increase revenues from cross-border
sales both within the EU and outside, improving the exporting performance of the sector.
This includes changing sales and marketing strategies, adopting new types of organisation and acquiring
knowledge on e-Commerce technologies.
The project envisages to deliver training to footwear SMEs on how to penetrate foreign markets by
upgrading their online presence in order to increase cross-border sales revenues using the Internet as a
sales channel.
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The BOOST4SHOES project will support the development of competences in the footwear companies on
e-commerce with benefits in:
-

Placing their own brands on-line and reach easily and directly the final consumer.

-

Placing their products on-line and reach other distributor, easier, greener, cheaper and faster,
eliminating the need of producing samples (and so the inherent costs in manpower, materials and
logistic as to product sample implies negatively in the organization of a footwear company)

-

Offering motivating on-line experiences increasing the linkage between consumers to the product

-

Reducing costs

-

Gaining of image by adopting green marketing practices

More information on project website https://boost4shoes.eu/

Questionnaire Objectives
This project aims at creating an 'Online Sales Manager' (OSM) that will provide a hands-on training course
to help Footwear SMEs to improve cross-border sales across Europe.
Therefore, a deep research on the status of the companies in these issues, practices already implemented
and lack of skills / knowledge is relevant for the quality of the project results.
The objective of the questionnaire is to gain an understanding of what Footwear SMEs are currently doing,
what works, what doesn't in order to compare this acquired knowledge to previous research of the current
'Big Players' and identify 'quick wins' and changes that can be made with and without investment.
The survey is targeted to the Footwear SME, VET providers, e-Commerce/Digital marketing
coaches/experts and trainers.

Implementation of the Questionnaire
The survey was applied mainly by internet, through the link https://boost4shoes.eu/complete-survey ,
specifically created for the questionnaire, allied to the dissemination of the project. The dissemination
has been made toward the whole industry through CTCP’s website www.ctcp.pt
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A banner in the partner organisation website was also produced as following, to be the basis to the project
dissemination and to invite the target group to complete the questionnaire.

The same type of dissemination was made through CTCP newsletter number 3/2018, sent to 4619
contacts.
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A post in the CTCP’s facebook https://www.facebook.com/pt.ctcp was also added with the possibility of
redirecting to the questionnaire as following:
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In the same line, a post in the CTCP’s linkedin https://www.linkedin.com/company/ctcp---centrotecnologico-do-calcado-de-portugal/ was made, with 554 followers at the time.

More directive e-mails have also been sent for special e-mail address of actual and regular clients of CTCP’s
services, especially the training and consultancy services. Priority was given to companies that have online shops.
However, most of the companies have been approached individually to complete the questionnaire
through face-to-face interviews.
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Summary of Questionnaire Results
Initial Information
In total, 28 questionnaires completed have been achieved.
This low rate is the result of a very selective approach to companies that have on-line shops. However,
and considering the companies who replied, a good coverage of the sector has been achieved, with
respondents from the most important locals in footwear implantation, with different types of footwear
and strategies, most of them having a shop online.

The characterization of the respondents regarding the type of business is the following:

3% 3%

Type of business
28%

Shoes retailer

Manufacturer B2B

66%

Support Footwear companies/
consultancy/trainning

Manufacturer (B2C)

Most of the business inquired are B2B manufacturers. This strategy characterizes the footwear sector in
Portugal. However, many of the inquired companies have their own brand and therefore some of them
run parallel on-line businesses. 28% of the inquired businesses are retailers according to the graphic
below.
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Position Group
Footwear product technitian
3% 3%

18%

Communication specialist
CEO
18%

4%

Manager
Human Resources manager / administrator

7%

Financial manager
Commercial Manager

4%

Consultant
25%

14%
4%

Administrator
Didn't answer

The approach was made to target mainly managers or respondents with high level of responsibility within
the companies inquired. Most of the respondents were managers, CEO’s, administrators, therefore, with
a wide view of the business. Still, a significant percentage of the respondents didn’t indicate their role in
the business.

Age group
18%
29%
20-35
36-50
51-65

53%
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The majority of the respondents are mature in the footwear sector, within the range of 36-50 years old.
In the second position are the respondents within 20-35 years old and finally a small percentage for the
respondents between 51-65 years old.
Below some information regarding characterization of business model of the surveyed companies, namely
connected with commercial/markets, online sales channels, sales performance.

Q5 - Does your company have a channel for online sales?

Does your company have a channel
for online sales?
36%
Yes
No

64%

Q5 a) - If "YES", what kind of channel?

Kind of channel for online sales
6%

Own solution
(marketplace/SaaS)

94%
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External solution
(Cloud
Solutions/Open
Source/ Custom
development)

12

Q5 b) - What level of e-commerce do you operate?

Level of e-commerce
A fully automated
system down to an on
line order

19%

81%

An ad-hoc purchase
via email request

Naturally, most of the companies inquired have a channel for on-line sales, as the approach to the
companies to complete the survey privileged those with online sales channels, as those companies could
naturally provide more important information regarding pre-knowledge and needs on the issue. Among
these group the most usual is the “traditional” on-line own solution, fully automated.

Q6 - Does your organization sell online across borders?

Does your organization sell online across
borders?
43%

Yes
No

57%
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Portuguese Footwear sector exports almost 100% of its production and this trend is expanded to the online sales as well, although a significant part of the online sales is due to internal market.

Q7 - Which of the following EU countries have you traded online with in the past 3 years?

15
14
13
12
11
10
9
8
7
6
5
4
3
2
1
0

If "Other" or "Outside EU", please indicate:

Other countries and Outside Europe
6
5
4

3
2
1
0
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The Footwear Portuguese sector exports nowadays to more than 150 different countries worldwide but
still Europe remains as the most important market. Regarding non-EU countries, USA is the most
significant market for Portuguese shoes nowadays.

Regarding the production and sales performance, the panorama of the inquired companies is the
following:

Q8 - What is your sales performance (pairs per year)?

Performance (pairs of shoes)
1600
1400
1200
1000
800

No of Companies with same
performance

600

Performance (pairs of shoes)

400
200
0
1

2
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Q9 - What is your sales performance (annual turnover)?

Performance (annual turn over)
2500000

2000000

1500000
No of Companies with same
performance

1000000

Performance (annual turn over)

500000

0

1

2

3

4

5

6

7

Most of the companies inquired are medium sized SME, which represents the largest slice of the
Portuguese Footwear sector.
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Q10 - What percentage of your total sales do you consider domestic sales and what export sales?

Domestic vs. export total sale percentage
14

12

10
a. Domestic Sales

8

6
b. Export Sales

4

2

0
<10%

11-30%

31-50%

51-75%

>75%

This graphics are in line with the well-known exporting strategy of Portuguese Footwear sector, that
exports almost 100% of its production for a wide range of countries.
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Q11 - What percentage of your sales corresponds to online sales?

Domestic vs. export online sales percentage
12

10

8
a. Domestic Sales

6
b. Export Sales

4

2

0
<10%

11-30%

31-50%

51-75%

>75%

Conversely to the previous analysis, the different between domestic and export sales through the online is now slighter. The two strategies seem to be closer what concerns on-line.
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Skills and knowledge
In this section a detailed analysis to the questionnaire’s results regarding skills and knowledge is made,
through the analysis of the questions from 12 to 16. In the questions 12 to 15 the respondents were
asked to grade the importance of the different features for the adoption of a successfully on-line sales
strategy

Q12 - Which of the following features do you consider important for selling products/services online?

30
25
20

5

15

4

10

3

5
0

2
1
0

The respondents graded as most important features for selling products on-line the safe payments, the
flexibility of returns, the delivery methods and order tracking and the quality of the product
visualization. They added important features as customization and costumer assistance especially what
concerns measuring the foot.
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Q13 - When communicating with a cross-border purchaser, which means of communication do you
consider important?

30
25
20
15
10
5
0

5
4
3
2
1
0

In the same way, the inquired companies in fact considered important all the possible means of
contacting the consumers but graded as most important mean of communication the e-mail, online
chat, the contact form and phone call.
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Q14 - Sort in order of importance from 0-5, the following skills you consider to be important on an
ecommerce sales manager tool.

30
25
20
5

15
4

10
5
0

3

2

1

0

As critical skills to be succeed in the on-line sales strategy, all the given skills were pointed as important
with special relevance to more transversal skills and less to specific IT skills which they can outsource.
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Q15 - What elements of the website do you consider important?

30

25
20
15
10

5
4
3

5
2

0
1
0

All the elements of the website related to design and communication tool with the consumer, trust of
payments and flexibility whether in payments and return policies, seem to be important for the
companies inquired.
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Q16 - What concerns do you have when it comes to cross border sales?

Major concerns in cross border sales
20
18
16
14
12
10
8
6
4

Other

Consumer/vendor confidence

Concern about privacy

Hassle of building one’s brand…

Uncertainty whether there is a…

Inexperience with other cultures

International regulation

Distribution issues

Unknown payment services

IT Skills

Lack of trust in Internet…

Worried about falling victim to…

Worried about exchange rates…

Credit card payment costs for…

Language problems

0

Different legal systems / lack of…

2

The respondents pointed as biggest concerns when it comes to cross boarder sales, the legal and
international regulation issues, the distribution which takes a higher importance and in general all the
features can turn into concerns to the companies involved. They add the customs costs as a new
concern, although it is related to international regulations and legal aspects.

In Question 17, the respondents had the opportunity to analyse and grade their weaknesses what
concerns ICT skills.
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Q17 - As you have indicated ICT skills as a potential concern, please indicate what you consider your
weaknesses are or what would benefit you?

5

Mobile technologies

4

Online / Computer Security
Social Networking

3

Internet consumer intelligence

2

Basic/core skills

1

Skills enhancement would
enable you to expand into
ecommerce

0
0

2

4

6

8

10

Not surprisingly the companies inquired consider themselves weak in almost all the topics presented
and all of them determinant for the success of the on-line strategy. Aspects such as security, and
knowledge on mobile technologies seems to be the most outstanding ones.
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Payment Tools
In this section an analysis of the survey results on the payment tools will be made through the collection
of questions 18 to 20.
As it’s possible to see below, all respondents don’t have doubts about the security of the online
payments and offer them alone or with an offline possibility.

Q18 - Do you consider that online payment systems have the appropriate security?

Online payment systems' security

Yes
No

100%

Q19 - What kind of payment do you offer?

Kind of payment offered by
businesses
0%

19%

Offline
Online
Both

81%
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Q20 - If you offer only an offline payment system, why have not you implemented an online payment
system?
Not applied to the scenario showed above.
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Data Analysis
In this section, a summary on the data analysis issues is presented.
The respondents consider not to have the adequate knowledge for data analysis and therefore, don’t
use any kind of software or procedure consider this point. This is an outline topic to be treated within
the training solution.

Q21 - Do you consider yourself with the necessary knowledge for data analysis (data mining and/or
big data)?

Necessary knowledge for data
analysis19%
Yes
No

81%

Q22 - Do you use any specific data analysis software?

Use of data analysis software
0%

Yes
No

100%
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Q23 - Do you use a database to keep the information of your clients and products?

Use of a database for products and
clients
0%
Yes
No

100%
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Communications and Media
In this section, a summary of the data collected from questions 24 to 35 and correspondent analysis
concerning Communication and Media issues is presented.
The respondents are generally very confidence with their on-line features, no matter the difficulties and
lack of skills evidenced in the above sections.

Q24 - Indicate how confident you are when you get your services/products to the web through:

Integration with offline
promotional activity

5
4

Promotional strategies

3
2

Data requirements (product
information management,
imagery, attributes,
metadata)

1

Basic presentation (searches,
filters, sort orders,
promotions)

0
0

5

10

15

What concerns communications and social media, 80% of the companies surveyed don’t have a person
in charge.
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Q25 - Has your organization a person in charge of communications and Social Media (Community
Manager)?

Communications Manager
19%

Yes
No

81%

Q26 - Which of the following e-Commerce concepts are you familiar with?

The surveyed companies seem to be familiar with an already wide range of terms around e-commerce,
specially SEO, PPC, conversion rate among other but not at all what regards User Modelling, Open-source
merchant server software which are more specific and out of the common vocabulary, evidencing a lack
of knowledge on basic e-commerce concepts.

2017-1-UK01-KA202-036733

0

2017-1-UK01-KA202-036733

launch of promotions of their products.
Personalised…

Data Mapping

User Modelling

Local e-Commerce

Search engine ads

Conversion rate

Web usability

Personalization

Open-source merchant…

E-commerce templates

Site building tools

Hosted e-Commerce sites

Pay Per Click (PPC)

Search engine placement

Search Engine Optimisation…

30

Familiarisation with e-commerce concepts

25

20

15

10

5

In addition, companies use majority the facebook as the elected social media specially for publicity and

31

Q27 - Mark the social media tools that your organization uses:

25

Social media tools used

20
15
10
5
0

Q28 - Which of the following tasks do you carry out through social media?

Tasks through social media
25
20

15
10
5
0
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However, what comes to correlations between online offerings and SEO and/or PPC, the surveyed
evidence a lack of skills, as well as what concerns cookies for personalization, and are medium confident
regarding the understanding of certain aspects and techniques of persuasion, usability and other key
aspects about navigation, checkout process as it’s showed from Q29 to Q32.

Q29 - Do you know how to make your online offerings interact with SEO and/or PPC?

Do you know how to make your online
offerings interact with SEO and/or
PPC?
31%

Yes
No

69%

Q30 - Are you familiar with the use of Cookies for personalisation?

Familiarisation with cookies for
personalisation
38%

Yes
No

62%
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Q31 - Are you currently using any metrics or performance indicators to measure your sales
performance?

Use of indicators for sales performance
measurement

Yes

46%
54%

No

Q32 - Please indicate how confident you are with your understanding of the following aspects:

How shopping bag design can be
improved to increase
clickthrough to checkout

5

4

Essential usability & persuasion
techniques for delivering an
intuitive checkout process

3
Key usability & persuasion
principles for product page
design

2

Key usability & persuasion
principles for search, navigation
& browsing

1

Key principles which encourage
visitors to buy

0
0

5
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Q33 - Do you have policies on sales or returns?

Policies on sales or returns
21%
Yes
No

79%

Another important issue surveyed was the existence of policies on sales or returns, which the majority
of the surveyed companies declared to have defined.

Inquired about possible barriers to the expansion of the e-commerce business, the companies outstood
the financial restriction and the lack of skills/knowledge and added the taxation are a limitation.
Language can be a limitation…sometime, but not strongly.
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Q34 - What are the barriers to you in expanding your e-commerce provision?

Barriers in expanding e-commerce provision
20
18
16
14
12
10
8
6
4
2
0

Q35 - Is language a barrier to cross-border e-commerce?

Language barrier to cross-border ecommerce
14%
36%

Yes
No
Sometimes

50%
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Graphic Design
The surveyed companies bet on the use of software for video creating and editing, photography and 3D
design to implement in their own websites.
Q36 - Do you use specific software tools for the following tasks when implementing changes to your online
store, website or social media?

Software tools for implamenting changes to online store,
website, social media
25
20
15
10
5
0
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Marketing Tools
This set of questions allowed to understand that the majority of the surveyed companies don’t have
previous training on marketing for online sales, and don’t use because probably lack of skills on tools for
website visits enhancement. 81% of the surveyed in Portugal have a trademark.

Q37 - Have you ever participated in a training course on marketing strategies for online sales?

Training courses on marketing for online
sales

37%

Yes
No

63%

Q38 - Do you use a sales and marketing software, such as AdWords, to increase the rate of visits to
your website?

Use of software for website visits increase

30%
Yes

70%
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Q39 - Do you have a trademark?

Do you have a trademark?
19%
Yes

81%
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English language
The majority of the websites of the online stores correspondent to the inquired companies are in English
and the local language, in this case Portuguese. However, one can see a substantial approach to the
inclusion of versions languages correspondent to the market the companies use to trade, in this case
Spanish, Dutch and Italian

Q40 - In which languages is your online store available?

Language used in online stores
20
18
16
14
12
10
8

6
4
2
0
English
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French

German

Arabic

Other(s)
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Training on e-commerce
Through the questionnaire, the companies surveyed expressed their opinion on the need of training and
support for the adoption or increase of e-commerce practices regarding local / domestic trade or cross
boarder sales.

Q41 - Considering all your responses what information/assistance would best suit your business to be
more e-commerce active DOMESTICALLY?

Assistance needed for domestic e-commerce
14

12
10
8
6
4
2
0
Greater
Information on
how to succeed
by using ecommerce
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Market
intelligence

Retail / vendor
confidence

Economic
assistance

Other
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Q42 - Considering all your responses what information/assistance would best suit your business to be
more e-commerce active CROSS BORDER (EXPORT)?

12

Assistance needed for cross border export

10
8
6
4

2
0
Greater
Information
on how to
succeed by
using ecommerce

Market
intelligence

Retail /
vendor
confidence

Economic
assistance

Other

It’s visible that both type of e-commerce would benefit from a more accurate assistance and training,
especially what concerns critical knowledge on using e-commerce and market intelligence.
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Conclusion
The survey allowed to reach important findings on the practices of the companies what concerns
commercialization of their products as well as needs of training and assistance to implement and/or
expand the e-commerce practices whether targeted to local/internal market or to cross boarder markets.

Some of the results were conditioned from the beginning as for the survey we approached mainly
businesses with already installed e-commerce practices. However, and as the questionnaire was launched
on-line, some of the respondents don’t have online sales channels.

Some of the results were already predicted as the companies approached were mainly medium sized with
specific characteristics, as well as the dynamic of the Portuguese Footwear sector to be very targeted to
the exportations. Interesting was to see that e-commerce practices cover not only exportations but also,
with an interesting expression, the internal market. It’s in fact an interesting channel to browse into the
internal market.

Safe payments, the flexibility of returns, the delivery methods and order tracking and the quality of the
product visualization are the most significant features in the relationship with the on-line costumer.

The surveyed companies consider design and communication tool with the consumer, trust of payments
and flexibility important features to guaranty and explore within an on-line sales strategy and use to add
the legal and regulations issues what concerns cross border sales.

Security issues, knowledge on mobile technologies and data analysis methods and tools seem to be the
most points to explore in terms of training.

What concerns communications and social media, 80% of the companies surveyed don’t have a person in
charge.
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Many of the common concepts on e-commerce are familiar to the respondents, and social media a very
used tool for publicizing and launching campaigns.

Financial restriction and the lack of skills/knowledge are a limitation to the expansion of the e-commerce
strategy. Language can be a limitation…sometimes, but not strongly.

The majority of the surveyed companies don’t have previous training on marketing for online sales, nor
lack of skills on tools for website visits enhancement.
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