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About e-Business W@tch and this report 

The European Commission, Enterprise & Industry Directorate General, launched the e-Business 
W@tch to monitor the growing maturity of electronic business across different sectors of the 
economy in the enlarged European Union, EEA and Accession countries. Since January 2002, the 
e-Business W@tch has analysed e-business developments and impacts in manufacturing, 
construction, financial and service sectors. All results are available on the internet and can be 
accessed or ordered via the Europa server or directly at the e-Business W@tch website 
(http://ec.europa.eu/comm/enterprise/ict/policy/watch/index.htm, www.ebusiness-watch.org).  

This document is a sector study by e-Business W@tch, focusing on the footwear industry. Its 
objective is to describe how companies in this industry use ICT for conducting business, to assess 
the impact of this development for firms and for the industry as a whole, and to indicate possible 
implications for policy. Analysis is based on literature, interviews, case studies and a survey among 
decision-makers in European enterprises from the footwear industry about the ICT use of their 
company.  
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Acknowledgements 

This report was prepared by Databank on behalf of the European Commission, Enterprise & 
Industry Directorate General. It is part of a deliverable in the context of e-Business W@tch, which is 
implemented by a team consisting of empirica GmbH (co-ordinating partner), Berlecon Research, 
Databank, DIW Berlin, Lios Geal Consultants, RAMBØLL Management and Salzburg Research, 
based on a service contract with the European Commission. 

e-Business W@tch would like to thank Mr Martin Baker of Tor Consulting (UK) and Mr Henry 
Ryan of Lios Geal Consultants, who are members of the Advisory Board in 2006, for supporting the 
work on this study. 

Contact 

For further information about this Sector Study or the e-Business W@tch, please contact: 
 

   
 
Databank S.p.A. 
Via Spartaco 19 
20135 Milano,  
Italy 
Fax: (39) 02 55 002 1 
databank@databank.it 

e-Business W@tch 
c/o empirica GmbH 
Oxfordstr. 2, 53111 Bonn, 
Germany 
Fax: (49-228) 98530-12 
info@ebusiness-watch.org  

European Commission 
Enterprise & Industry Directorate-
General 
Technology for innovation, ICT 
industries and e-business 
Fax: (32-2) 2967019 
entr-innov-ict-ebiz@ec.europa.eu  

Rights Restrictions 

Any reproduction or republication of this report as a whole or in parts without prior authorisation is 
strictly prohibited.  

Milan / Brussels, 2006 

http://ec.europa.eu/comm/enterprise/ict/policy/watch/index.htm
http://www.ebusiness-watch.org
mailto:databank@databank.it
mailto:info@ebusiness-watch.org
mailto:entr-innov-ict-ebiz@ec.europa.eu


Footwear   

3 

Table of Contents 

Executive Summary ................................................................................................... 5 

1 Introduction ....................................................................................................... 10 

1.1 About e-Business W@tch .......................................................................................... 10 

1.2 "e-Business" – the conceptual framework................................................................ 14 

2 Context and Background ................................................................................... 20 

2.1 Sector definition – scope of the study....................................................................... 20 

2.2 Industry background.................................................................................................. 21 
2.2.1 Size of the EU footwear industry....................................................................... 21 
2.2.2 Trends and challenges ..................................................................................... 23 

2.3 Review of earlier sector studies ................................................................................ 25 

3 Adoption of ICT and e-Business in 2006............................................................ 27 

3.1 Use of and Access to ICT Networks .......................................................................... 28 

3.2 ICT Skills, Outsourcing and ICT Budgets.................................................................. 31 
3.2.1 Demand for ICT skills and skills development ................................................... 31 
3.2.2 Outsourcing of ICT services and ICT investments............................................. 34 

3.3 Standards, Interoperability and ICT Security Issues ................................................ 38 
3.3.1 Types of e-standards used ............................................................................... 38 
3.3.2 Interoperability challenges................................................................................ 42 
3.3.3 Use of Open Source Software .......................................................................... 44 
3.3.4 ICT security measures ..................................................................................... 46 

3.4 Internal and External e-Integration of Processes...................................................... 49 
3.4.1 Use of software systems for internal process integration................................... 49 
3.4.2 Use of ICT for cooperative and collaborative business processes ..................... 51 
3.4.3 Deployment of e-invoicing ................................................................................ 52 

3.5 e-Procurement and Supply Chain Management........................................................ 55 
3.5.1 B2B online trading: companies placing orders online ........................................ 55 
3.5.2 e-Integrated supply chains: SCM, financial e-processes and ICT links with 

suppliers .......................................................................................................... 61 

3.6 e-Marketing and Sales................................................................................................ 63 
3.6.1 Companies receiving orders from customers online.......................................... 63 
3.6.2 e-Integration of marketing processes: CRM and ICT links with customers......... 67 

3.7 ICT and Innovation ..................................................................................................... 69 



  Footwear 

4 

3.8 Drivers and Inhibitors for the Uptake of e-Business................................................. 71 
3.8.1 Drivers of e-business adoption ......................................................................... 71 
3.8.2 Barriers to e-business adoption ........................................................................ 72 

3.9 Summary..................................................................................................................... 75 
3.9.1 Main findings for the footwear industry: limited ICT adoption............................. 75 
3.9.2 e-Business Index and Scoreboard 2006 .......................................................... 77 
3.9.3 Reasons for slow ICT and e-business adoption ................................................ 78 

4 Current e-Business Trends and Implications .................................................... 81 

4.1 The role of e-business in supporting enterprise networking ................................... 83 
4.1.1 Introduction ...................................................................................................... 83 
4.1.2 e-Business and collaboration with business partners ........................................ 83 
Case Study: Shoenet Project at Inescop, Spain ............................................................ 85 
Case Study: Whelan Shoes, Ireland.............................................................................. 90 
Case Study: The Adoption of ICT and e-Business Along the Value Chain of Ski Boots 

Production at Atomic, Austria ........................................................................... 95 
4.1.3 Summary of main points and conclusions....................................................... 100 

4.2 The role of e-Business in integration with distribution .......................................... 101 
4.2.1 Introduction .................................................................................................... 101 
4.2.2 Trends in the sector........................................................................................ 102 
Case Study: ERP system in Danish shoe retailing / Shoe-D-Vision, Denmark ............. 104 
Case Study: Moreschi, Italy ........................................................................................ 110 
Case Study: Alpina, Slovenia...................................................................................... 115 
4.2.3 Summary of main points and conclusions....................................................... 117 

4.3 RFID in the footwear industry .................................................................................. 118 
4.3.1 RFID in the supply chain ................................................................................ 118 
4.3.2 An example of RFID applied to product innovation.......................................... 124 
Case Study: RFID at Safe Way, Italy .......................................................................... 125 
4.3.3 Summary of main points and conclusions....................................................... 129 

5 Conclusions...................................................................................................... 130 

5.1 Business impact....................................................................................................... 130 
5.1.1 Implications for enterprises............................................................................. 130 
5.1.2 Implications for industry structure ................................................................... 136 

5.2 Policy implications ................................................................................................... 140 

References ............................................................................................................. 147 

Annex I: The e-Business Survey 2006 –  Methodology Report .............................. 149 

Annex II: Expanded Tables .................................................................................... 159 

Annex III: Glossary of Technical Terms ................................................................ 163 



Footwear   

5 

Executive Summary 

Objectives and scope of the study 

This sector study by e-Business W@tch focuses on the footwear industry. It describes 
how companies in this industry use ICT for conducting business, analyses the impact of 
this development for firms and for the industry as a whole, and indicates possible 
implications for policy. Analysis is based on literature, interviews, case studies and a 
survey among decision-makers in European enterprises about the ICT use of their 
company. 

The footwear industry as defined for the study purpose covers the business activities 
specified in NACE Rev. 1.1 Group 19.3.1 In 2003, the EU-25 footwear industry's turnover 
was €26.7 billion, representing about 0.5% of total EU-25 manufacturing turnover. 

The economic background for e-business2 

The footwear industry is dominated by small and medium sized enterprises (SMEs). 
This structure can be considered as both a strength and a weakness, as SMEs are 
generally more flexible, and yet at the same time more likely to lack investment capability. 
At present, the footwear industry is also highly globalised. Competition from countries 
with low labour cost and less-regulated working conditions has forced EU footwear 
production into serious restructuring strategies and re-location policies. The overall 
performance of footwear in the EU has been deeply affected by this unbalanced supply to 
the global market. 

Today, the European footwear industry is a mature sector where companies find it 
difficult to sustain a significant level of growth; it is strongly pulled by a highly unstable 
and rapidly changing demand, due to fashion-related and seasonal fluctuations. A 
profound restructuring of the distribution system is also taking place, giving more 
bargaining power to the distributors and putting pressure on prices. More and more, 
firms need to pursue innovation strategies based on creativity, quality and differentiation 
of products.  

In this context, cost competitiveness is a critical objective and driver of ICT adoption 
in this industry. Footwear manufacturers focus on initiatives to improve supply chain 
management, in order to increase their profitability. In addition to cost savings, a more 
efficient supply chain helps reducing cycle times and better meeting customers’ 
demands. Technological investments are therefore mainly used to streamline operations, 
partially automate formerly manual processes, improve customers’ service and knowl-
edge, enable new ways of innovating products and speed up distribution. 

                                                   
1 NACE Rev. 1.1 is a 4-digit classification of business activities. It is a revision of the ‘General 

Industrial Classification of Economic Activities within the European Communities’, known by the 
acronym NACE and originally published by Eurostat in 1970. 

2 Economic and Competitiveness Analysis of the footwear sector in the EU 25, September 2005, 
available at http://europa.eu.int/comm/enterprise/ footwear/documents/analysis_en_2005.pdf 

http://europa.eu.int/comm/enterprise/
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Usage of ICT and e-business in 2006 

Among the ten sectors studied by e-Business W@tch in 2006, the footwear industry is 
the one with the lowest overall use of ICT and e-business, in particular among 
manufacturing sectors. On the other hand, the survey findings also indicate that footwear 
firms are quite dynamic in adopting simple forms of ICT and e-business (e.g. accounting 
software), when such systems suit their specific needs, size and financial capabilities. 
What is striking is the relatively low level of e-business activity among the larger footwear 
companies. Although the survey results for this size-band can only be indicative,3 the 
overall picture is quite clear: e-business is not used in footwear as much as in the other 
sectors analysed this year by e-Business W@tch. Nevertheless, where needed and when 
economically justified, footwear firms also exploit ICT advantages. Several survey 
indicators point at this "digital divide" and a “dual face” of ICT use in footwear: 

 Internet access at the workplace: On average, significantly fewer workers in 
footwear companies have access to the internet at their workplace than in 
companies of a comparable size from other sectors (see Section 3.1). 

 Small base of ERP systems: the installed base of enterprise resource planning 
(ERP) systems, an important backbone for B2B integration and cooperation, is low 
in the footwear sector (see Section 3.4.1). This appears to be the case particularly 
among the medium-sized and large footwear companies, compared to the average 
in other manufacturing industries studied this year by the e-Business W@tch.  

 Online procurement is much less developed in footwear than in any other sector 
studied this year. Only about 30% of firms from this industry said that they place 
some orders online, compared to a 50% all-sectors respective average. 
Interestingly, footwear firms that do use e-procurement appear to be quite active in 
ordering production materials online and in buying from international suppliers (see 
Section 3.5.1). 

 Online marketing and sales appear to have gained momentum in footwear – the 
gap to other sectors is smaller in this area, also considering that B2B transactions 
prevail in this industry. Furthermore, footwear firms are more active at the 
international level in this area when compared to the respective all sectors average 
(see Section 3.6.1). Nevertheless, activity has probably not yet reached the critical 
mass needed to trigger ICT uptake on a broad level.  

  Footwear firms are innovating, especially in terms of products where – not 
surprisingly – the role of ICT is not very pronounced. However, the importance of 
ICT is much less pronounced for process innovation in footwear than on 
average in the other sectors studied this year by e-Business W@tch (see Section 
3.7).  

 Size and cost – the main barriers: companies that did not practice e-business 
said that their company was "too small" for doing e-business and that they could 
"not afford the required technologies” (see Section 3.8.2).  

                                                   
3 Only few interviews (N=23) could be realised with companies employing more than 250 persons 

in the EU-10. The main reasons are the small population of large companies in this sector and 
the increasing incidence of refusals to participate in telephone interviews among large firms. 
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Reasons for the delayed ICT adoption 

The overall delay in ICT and e-business adoption by footwear companies in Europe, 
relative to other sectors studied this year by e-Business W@tch, is at least in part caused 
by the economic circumstances and this sector’s competitive evolution over the past 
decades (see Section 2.2.2). The main reasons for this delay are: 

 Structural reasons: the high prevalence of small craft & trade companies, many of 
which have a low propensity toward ICT adoption. 

 Lack of “pull-potential” from distribution chains and business partners: in 
this industry, neither large firms nor distribution appear to be driving the adoption of 
e-business as in other industries. The strong competitive pressure (even in terms 
of survival) pushes footwear firms to be more focused on other strategic concerns, 
such as international competition from low cost countries. It appears that most 
companies do not see ICT as a viable tool to address this challenge. 

 e-Skills and the management factor. In micro and small footwear companies, the 
use of ICT equipment and access to the internet are often limited to the owner and 
to a few other key people (see Section 3.2.1). Knowledge and governance are not 
spread across organisations, while changing skills requirements and ICT-skill gaps 
are not considered as key issues.  

 Investment capability. The average small size and fierce pressure on prices and 
margins reduce footwear firms’ investment capability. Nevertheless, results from 
the survey illustrate that, presently, footwear firms are fairly in line with the average 
of all sectors studied this year by e-Business W@tch as regards current and 
planned investments in ICT (see Section 3.2.2).  

 Thus, although the picture of a ‘digital divide’ prevails, it can also be argued that 
the 2006 survey data illustrate a cautious and selective approach to e-business 
by footwear firms in Europe (see also Sections 3.4.3, 3.5.2, 3.6.2 and 3.8.2) . This 
applies whether ICT investments are estimated as a share of total costs or in 
absolute terms, within the same size bands. However, considering that micro and 
small companies account for more than 95% of the total in this industry and the 
fact that the sector’s larger companies seem to be the most reluctant to spending, 
the sector overall is not likely to accelerate its pace towards e-business integration. 

 The complexity of technology. Footwear companies interviewed in the survey 
said that the complexity of technology was a main reason for not using e-business 
(see Section 3.8.1).  

The picture is varied, however. There are examples of companies that reported difficulties 
in finding suitable solutions on the market for e-business integration with their distribution 
network (see the case studies on Alpina and Moreschi). Other examples show that even 
small companies can successfully adopt e-business, when user-friendly and low cost 
solutions are available (as illustrated in the case studies about INESCOP and SHOE D-
Vision). This potential dichotomy indicates that there might be a need for affordable, 
sector-specific e-business solutions addressed to footwear industry’s SMEs (see 
section 3.8.2). 
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Important e-business trends and implication 

This study focuses on the following e-business trends and implications which were 
identified as particularly relevant for this specific sector: 

 The role of e-business in supporting enterprises’ networking. The need to 
efficiently manage the complex and diverse organisation of production is the main 
driver towards the adoption of e-business solutions in the footwear industry. A key 
prerequisite for any kind of cooperation along the value chain is sharing data and 
management information among business partners. Survey results indicate, 
however, that tools for online cooperation are not yet widely used in this industry 
and that e-integration of business processes along this supply chain is limited (see 
Sections 3.4.2 and 3.5.2, respectively). Nevertheless, successful examples of e-
business integration are reported in the case studies presented in Section 4.1. 

 Integration with distribution. The competitive positioning of different footwear 
firms is strongly conditioned by the way they manage and integrate distribution. 
The main challenge is to manage effectively alternative product distribution 
mechanisms and resources in complex and fragmented distribution networks. 
There are examples of successful implementation of proprietary distribution 
networks in the footwear industry. However, online integration with external 
networks and, especially, with independent wholesalers operating with a high 
number of suppliers is relatively uncommon in this industry (see Section 4.2). 

 The diffusion of RFID is still limited, despite technological developments that have 
made this technology more functional and less expensive. As discussed in Section 
4.3, RFID applications in the footwear industry presently focus on supply chain 
management, as well as on reducing losses due to object misplacement and/or 
theft. RFID is also applied in this sector for enhancing quality control procedures, 
product tracking and for ensuring the authenticity of objects, representing a 
protection against counterfeiting. However, RFID tags are currently being used 
more for warehouse pallets than being embedded in individual items. 

Business impact 

The difficult economic situation and the fact that trading relations in this sector do not 
require particularly advanced ICT solutions account for the cautious attitude of most of 
footwear manufacturers towards ICT use (see Section 3.9.3). The identified low level of 
ICT adoption across this sector is consistent with the finding that only about half the 
companies felt that "e-business constitutes a part of how they operate" (see Section 5.1). 
In addition and in contrast to other sectors studied this year, the share of large footwear 
companies that regard e-business as relevant for their operations is not higher than the 
respective share of SMEs in this sector. 

Nonetheless, footwear companies also observe that e-business has a positive influence 
on internal work processes, business process efficiency and customer service. It appears 
that the main impact concerns operational improvements, in particular of logistic flows 
along the value chain (see Section 5.1).  

The e-business impact on companies’ performance (e.g. revenue growth) and on 
savings (e.g. for procurement costs) are less pronounced, or at least more difficult to 
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confirm by survey results and case studies. But this holds true for most of the sectors 
studied by e-Business W@tch in 2006. As regards the anticipated future impact of ICT, 
footwear firms identify management and accounting, as well as customer support as the 
most important areas, followed by marketing. 

Policy implications 

On the basis of evidence from this report, the following issues have been identified as 
particularly relevant for policymaking: 

 Interoperability and standardisation. The support of projects aiming at en-
hancing interoperability for the exchange of computerised data in this sector could 
continue. Emphasis, however, should be placed on a global classification and 
standardisation scheme of products. This includes the development of such 
schemes, as well as their dissemination in order to raise footwear companies’ 
awareness about global classification activities. Policy measures could aim at 
fostering faster and wider implementation of standards, in particular concerning the 
integration with distribution. In this context, a study to analyse the effectiveness 
and potential benefits of the various standardisation and interoperability 
activities undertaken so far for this sector would also be opportune.  

 Improving e-business skills, especially among SMEs, by promoting activities 
which aim at improving the entrepreneurial and managerial understanding of e-
business applications; providing information about e-business and support to 
decision-makers; improving the skills which are related to the reorganisation of 
working processes. Relevant policy measures may include ‘peer-to-peer’ 
demonstrations of successful ICT implementations, training courses in ICT and e-
business management, as well as the establishment of platforms and fora where 
footwear companies would meet ICT and e-business solutions’ providers. 

 Promote a favourable environment for innovation. Footwear companies need 
to pursue innovation strategies based on creativity, quality and differentiation of 
products in a very competitive environment. The e-Business W@tch 2006 survey 
results indicate that there is still considerable potential for footwear firms, notably 
the smaller amongst them, to exploit ICT-enabled innovative processes. In this 
effort, continuous investments and an improved governance of knowledge are 
critical. e-Business policies could, therefore, stimulate the diffusion of new 
technologies (e.g. RFID) that may help footwear companies in the EU to protect 
their Intellectual Property Rights (IPRs) and fight counterfeiting.  

 Cooperation with ICT service providers. e-Business uptake in this sector would 
benefit from an improved dialogue and cooperation between footwear industry and 
software providers, with the aim to enhance the development and diffusion of 
sector-specific, scalable and affordable solutions. 

 Mobilise industry associations. To increase the effectiveness of support actions 
for this sector, the footwear industry’s associations (at different levels: regional, 
national and European) should be actively involved. They can leverage actions by 
promoting the issues at stake among their members.  
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1 Introduction 

1.1 About e-Business W@tch 

Policy background 

The European Commission launched e-Business W@tch in late 2001 to monitor the 
adoption, development and impact of electronic business practices in different sectors of 
the economy in the European Union.  

The initiative is rooted in the eEurope Action Plans of 2002 and 2005. The eEurope 
2005 Action Plan defined the goal "to promote take-up of e-business with the aim of 
increasing the competitiveness of European enterprises and raising productivity and 
growth through investment in information and communication technologies, human 
resources (notably e-skills) and new business models".4 e-Business W@tch has been an 
important instrument for the European Commission to assess the developments and 
progress in this field.   

The i2010 policy5, a follow-up to eEurope, also stresses the critical role of ICT for 
productivity and innovation, stating that "… the adoption and skilful application of ICT is 
one of the largest contributors to productivity and growth throughout the economy, 
leading to business innovations in key sectors" (p. 6). The Communication anticipates "a 
new era of e-business solutions", based on integrated ICT systems and tools, which will 
lead to an increased business use of ICT. However, it also warns that businesses "still 
face a lack of interoperability, reliability and security", which could hamper the realisation 
of productivity gains (p. 7). 

In 2005, in consideration of globalisation and intense international competition, the 
European Commission launched a new industrial policy6 to create better framework 
conditions for manufacturing industries in the coming years. Some of the policy strands 
described have direct links to ICT and e-business developments. One of the new sector-
specific initiatives covered by the policy is the taskforce on information and 
communication technologies (ICT) competitiveness. The taskforce with stakeholders 
representatives focuses on identifying and proposing measures to remove obstacles that 
inhibit ICT take-up among enterprises. Another initiative is to conduct a series of 
competitiveness studies, to include for ICT, food, and fashion and design industries, in 
order to analyse trends affecting the competitiveness of these industrial sectors. 

These policy considerations constitute the background and raison d'être of e-Business 
W@tch as an observatory of related issues and a core theme for the analysis. Within this 

                                                   
4 "eEurope 2005: An information society for all". Communication from the Commission, 

COM(2002) 263 final, 28 May 2002, chapter 3.1.2 
5 "i2010 – A European Information Society for growth and employment." Communication from the 

Commission, COM(2005) 229 final. 
6  "Implementing the Community Lisbon Programme: A Policy Framework to Strengthen EU 

Manufacturing - towards a more integrated approach for Industrial Policy." Communication from 
the Commission, COM(2005) 474 final, 5.10.2005 
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broader policy context, two further important facets regarding the mission of the initiative 
are relevant. First, e-Business W@tch studies focus on sectors (and not on countries). 
Second, special emphasis is placed on developments and implications for small and 
medium-sized enterprises (SMEs).  

e-Business W@tch is one of several policy instruments used by DG Enterprise and 
Industry in the field ICT industries and e-business. Other instruments include  

 the e-Business Support Network (eBSN – a European network of e-business policy 
makers and business support organisations),  

 the eSkills Forum (a task force established in 2003 to assess the demand and 
supply of ICT and e-business skills and to develop policy recommendations),  

 the ICT Task Force, a group whose work is to draw together and integrate various 
activities aiming to strengthen Europe's ICT sector, and 

 activities in the areas of ICT standardisation, as part of the general 
standardisation activities of the Commission.7 

Focus and scope 

Since its launch, e-Business W@tch has published e-Business Sector Studies on more 
than 20 sectors of the European economy, four comprehensive synthesis reports about 
the state-of-play in e-business in the European Union, statistical pocketbooks and various 
other resources, such as newsletters and special issue reports. All publications are 
available at www.ebusiness-watch.org ('resources'). 

e-Business W@tch presents a 'wide-angle' perspective on the adoption and use of ICT 
in the sectors studied. The topic is not restricted to the measurement of e-commerce 
transactions (the volume of goods and services traded online), but also comprises an 
assessment of the degree to which business processes, including intra-firm processes, 
are electronically linked to each other and have become digitally integrated.  

In essence, e-Business W@tch studies cover the whole field of what could be described 
as collaborative commerce (see following chapter). However, it becomes practically 
impossible to cover in detail all areas and facets of e-business in a single sector study. 
Therefore, each study focuses on a few specific issues, thus allowing the reader to zoom 
into these topics in more detail.  

In addition to the analysis of e-business developments, the studies also provide some 
background information on the respective sectors. Readers, however, should not 
mistakenly consider this part of each report as the main topic of the analysis. An e-
Business W@tch sector report is not a piece of economic research on the sector itself, 
but a study which focuses on the use of ICT and e-business in that particular sector. The 
introduction to the sector is neither intended, nor could it be a substitute for more detailed 
industrial analysis.  

                                                   
7 The 2006 ICT Standardisation Work Programme complements the Commission's "Action Plan 

for European Standardisation" of 2005 by dealing more in detail with ICT matters. 

http://www.ebusiness-watch.org
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Methodology 

e-Business W@tch combines quantitative and qualitative research elements. The 
quantitative analysis of ICT and e-business adoption by firms is based to a large extent 
on representative surveys among decision-makers in European enterprises ("e-Business 
Survey"). Interviews are conducted by telephone, based on a standardised and computer 
supported questionnaire (CATI8 method). In total, more than 25,000 enterprises were 
interviewed in the surveys of 2002, 2003 and 2005. The most recent survey (conducted in 
April/May 2006) covered more than 14,000 enterprises from 10 sectors in all EU Member 
States and most EEA and Candidate Countries.9 

The e-Business W@tch Surveys have won recognition by the international research 
community as a useful instrument for piloting new e-business metrics. The experience 
gained from this piloting is used, for example, by Eurostat for planning and developing 
their own survey of ICT use by businesses. 

e-Business W@tch complements the statistical picture by a more detailed presentation of 
concrete e-business activity in individual enterprises from the sectors covered, mainly in 
the form of brief case studies. About 75 case studies are conducted in 2006 adding to 
more than 100 case studies conducted in previous years. Evidence from the survey and 
case studies is backed up by desk research and interviews with industry 
representatives and e-business experts. 

The importance of networking and debate 

Since its first implementation in late 2001, e-Business W@tch has increasingly developed 
from a market observatory into a think-tank and intermediary, stimulating debate 
among stakeholders at an international level about the economic and policy implications 
of e-business. The positive feed-back and large uptake for the various publications and 
statistics provided by the e-Business W@tch, for example their exploitation by various 
research institutions, reflects the demand for sectoral e-business analysis and discussion 
on related issues.  

e-Business W@tch uses several mechanisms for debate and networking with stake-
holders. An important platform for this is the website (www.ebusiness-watch.org), where 
all reports and survey data are published. Furthermore, results are presented and 
discussed with industry at workshops, within and via the Advisory Board, and, lastly, 
through the participation of study team members in other events, such as conferences, 
workshops and working groups organised by third parties. 

                                                   
8 Computer Assisted Telephone Interviews, a widely used method in representative household or 

decision-maker surveys. 
9 The EEA (European Economic Area) includes, in addition to EU Member States, Iceland, 

Liechtenstein and Norway. Candidate Countries, which are candidates for accession into the 
EU, are (as of May 2006) Bulgaria, Croatia, Romania and Turkey. 

http://www.ebusiness-watch.org
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The mission of e-Business W@tch is to monitor, analyse and compare the 
development and impact of e-business in different sectors of the European 
economy – not the sectors themselves.  

Its objective is to provide reliable results, based on commonly accepted 
methodologies, which are not readily available from other sources and will 
trigger the interest of policy-makers, researchers, and other e-business 
stakeholders for more in depth analyses or statistical surveys.  

e-Business W@tch has adopted a “wide-angle” perspective in its approach. 
The necessary trade-offs are transparently depicted in each of its deliver-
ables. 

 

The definition of sectors and the adequate level of aggregation 

Economic sectors constitute the main level of analysis for e-Business W@tch. The 2006 
studies cover sub-sets of ten different sectors whose configuration and definition are 
based on the NACE Rev. 1.1 classification of business activities.10 

Over the years since its initial implementation in late 2001, e-Business W@tch followed a 
roll-out plan in the coverage of different sectors.11 In each new period, some new sectors 
(not covered in previous years) were added.  

The rather broad aggregation of various business activities into sectors in earlier implem-
entation periods (2002-2004) made it possible to cover a broad spectrum of the economy, 
but also caused challenges for the analysis of e-business developments. In cases where 
rather heterogeneous sub-sectors were aggregated, it was sometimes difficult to make 
general observations or draw conclusions for "the sector" at stake. It also turned out that 
industry has a clear preference for comparatively narrow sector definitions. 

The approach for selecting and defining sectors which was used in 2005 and 2006 
reflects these concerns. Many of the sectors studied since 2005 are sub-sectors that had 
been part of larger aggregations in 2002-2004. A further argument for "zooming in" on 
former sub-sectors is that the broad picture for whole sectors is already available from 
earlier e-Business W@tch studies. 

The selection of sectors in 2006 has been made on the basis of the following 
considerations: 

 The roll-out plan of 2003. 

 Policy relevance of the sector from the Commission’s perspective. 

 Interest articulated by the industry in previous years on studies of this type. 

 The current dynamics of e-business in the sector and the impact of ICT and 
electronic business, as derived from earlier e-Business W@tch sector studies. 

                                                   
10 NACE Rev. 1.1 is a 4-digit classification of business activities. It is a revision of the ‘General 

Industrial Classification of Economic Activities within the European Communities’, known by the 
acronym NACE and originally published by Eurostat in 1970. 

11 See website: "selection of sectors" (www.ebusiness-watch.org/about/sector_selection.htm)  

http://www.ebusiness-watch.org/about/sector_selection.htm
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The 10 sectors studied in 2006 

The 10 sectors which are monitored and studied in 2006 include six manufacturing 
sectors, construction and three service sectors. The pulp and paper manufacturing 
industry is a 'new' sector, i.e. it had not been covered by the e-Business W@tch in any 
earlier period of implementation; the other nine sectors have been covered in previous 
years, mostly as parts of aggregated sectors (see Exhibit 1-1). 

Exhibit 1-1: Sectors studied by e-Business W@tch in 2006 

No. NACE Rev. 1.1 Sector  Reference to earlier (most 
recent) coverage  

1 DA 15  
(selected groups) 

Food and beverages 2005 

2 DC 19.3 Footwear 2003/04 (as part of the textile 
and footwear industry) 

3 DE 21 Pulp, paper and paper products -- 
4 DL 30, 32.1+2 ICT manufacturing  2004 (as part of electrical 

machinery and electronics) 
5 DL 32.3 Consumer electronics 2004 (as part of electrical 

machinery and electronics) 
6 DM 35.11 Shipbuilding and repair 2004 (as part of transport 

equipment manufacturing) 
7 F 45.2+3  

(selected classes) 
Construction 2005 (in a broader aggregation, 

including F 45 in total) 
8 H 55.1/3, I 63.3,  

O 92.33/52 
Tourism 2005 

9 I 64.2 Telecommunication services 2004 (as part of ICT services) 
10 N 85.11 Hospital activities 2004 (as part of health and 

social services) 

 

 

1.2 "e-Business" – the conceptual framework 

Fresh momentum after the 2001 odyssey  

Although the 'new economy' revolution has not taken place as it seemed for a short 
moment in history it might, the evolutionary development of electronic business does 
not seem to have come to an end. On the contrary, the maturity of e-business has 
substantially increased across sectors and regions over the past five years. It has been a 
quiet revolution this time, but as a result, a new picture of the digital economy is 
beginning to emerge. ICT and e-business do matter in the global economy – probably 
even more than during the hype of the late 1990s.  

The overall economic situation and market conditions for business innovation and invest-
ment have been difficult for European companies during the last few years. Nevertheless, 
e-business shows a dynamic development in the European Union. Drivers are new 
technological developments (wireless access technologies, for example) and the 
increasing competitive pressure on companies in a global economy. Firms are in 
constant search for opportunities to cut costs. This has probably been the most important 
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promise of electronic business: cutting costs by increasing the efficiency of business 
processes, internally and between trading partners in the value chain. 

From e-Commerce to e-Business 

As part of this maturing process, electronic business has progressed from a rather 
specific to a very broad topic over the past 10 years. Initially, however, particularly in the 
mid 1990s, the policy and research focus was very much on e-Commerce, which can be 
defined as online commercial transactions. 

The term 'transactions' refers to exchanges between a company and its suppliers or 
customers. These can be other companies ("B2B" – business-to-business), consumers 
("B2C" – business-to-consumers), or governments ("B2G" – business-to-government). In 
the broad sense, transactions include commercial as well as other exchanges, such as 
sending tax return forms to the tax authorities. In the context of this study on e-business, 
transactions are predominantly commercial business transactions (see boxes for 
definitions). 

 

Glossary 

Definitions by standardisation groups (ISO, ebXML) 

The term "business transaction" is a key concept underlying the 
development of e-standards for B2B exchanges. Therefore, definitions have 
been developed by the various standards communities as an underpinning 
for their practical work. Examples are: 

 Business: "a series of processes, each having a clearly understood 
purpose, involving more than one party, realized through the exchange of 
information and directed towards some mutually agreed upon goal, 
extending over a period of time [ISO/IEC 14662:2004] 

 Business transaction: "a predefined set of activities and/or processes of 
parties which is initiated by a party to accomplish an explicitly shared 
business goal and terminated upon recognition of one of the agreed 
conclusions by all the involved parties even though some of the 
recognition may be implicit" [ISO/IEC 14662:2004]  

 e-Business transaction: "a logical unit of business conducted by two or 
more parties that generates a computable success or failure state 
[ebXML Glossary] 

 

If transactions are conducted electronically ('e-transactions'), this constitutes e-
Commerce. Transactions can be broken down into different phases and related 
business processes, each of which can be relevant for e-Commerce. The pre-sale (or 
pre-purchase) phase includes the presentation of (or request for) information about the 
offer, and the negotiation about the price. The sale / purchase phase covers the ordering, 
invoicing, payment and delivery processes. Finally, the after sale / purchase phase 
covers all processes after the product or service has been delivered to the buyer, such as 
after sales customer services (e.g. repair, updates). 
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Exhibit 1-2: Process components of transactions 

Pre-sale / pre-purchase 
phase 

Sale / purchase phase After sale / purchase  
phase 

 Information about offer 
 Price comparisons 
 Negotiations between 

seller and buyer 

 Placing an order 
 Invoicing  
 Payment 
 Delivery 

 Customer service 
 Guarantee management 
 Credit administration 
 Handling returns 

Practically each step in a transaction can either be pursued electronically (online) or non-
electronically (offline), and all combinations of electronic and non-electronic implement-
ation are possible. It is therefore difficult to decide which components actually have to be 
conducted online in order to call a transaction (as a whole) ‘electronic’. 

In this context, during 2000 the OECD proposed broad and narrow definitions of 
electronic commerce both of which are still valid and useful:12 While the narrow definition 
focuses on 'internet transactions' only, the broad definition defines e-Commerce as "the 
sale or purchase of goods or services, whether between businesses, house-holds, 
individuals, governments, and other public or private organisations, conducted over 
computer-mediated networks. The goods and services are ordered over those 
networks, but the payment and the ultimate delivery of the goods or service may be 
conducted on- or offline" (OECD, 2001).  
 

Glossary 

Definition of key terms for this study  

 e-Transactions: Commercial exchanges between a company and its 
suppliers or customers which are conducted electronically. Participants 
can be other companies ("B2B" – business-to-business), consumers 
("B2C"), or governments ("B2G"). This includes processes during the pre-
sale or pre-purchase phase, the sale or purchase phase, and the after-
sale / purchase phase. 

 e-Commerce: Electronic Commerce. The sale or purchase of goods or 
services, whether between businesses, house-holds, individuals, govern-
ments, and other public or private organisations, conducted over 
computer-mediated networks. (OECD) 

 e-Business: Electronic Business. Automated business processes (both 
intra- and inter-firm) over computer mediated networks. (OECD) 

 e-Interactions: Electronic Interactions include the full range of e-Trans-
actions, and in addition collaborative business processes (e.g. collabor-
ative design) which are not directly transaction focused. 

 

                                                   
12 In 1999, the OECD Working Party on Indicators for the Information Society (WPIIS) established 

an Expert Group on Defining and Measuring Electronic Commerce, in order to compile 
definitions of electronic commerce which are policy relevant and statistically feasible. By 2000, 
work of the Group had resulted in definitions for electronic commerce transactions. 
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The addendum regarding payment and delivery is an important part of the definition, but 
can be debated. The difficult question is which processes along the different transaction 
phases constitute e-Commerce and which do not (see Exhibit 1-2). The OECD definition 
excludes the pre-sale or purchase phase and focuses on a specific part of the sale / 
purchase phase, namely the ordering process. e-Business W@tch follows the OECD 
position on this issue.13 

e-Commerce, defined in this way, is a key component of e-business, but not the only 
one. In recent years, it has been increasingly acknowledged among policy and research 
communities that the focus on e-commerce transactions may be too narrow to capture 
the full implications of e-business. A wider, business process oriented focus has been 
widely recognised. Reflecting this development, the OECD WPIIS14 proposed a (broader) 
definition of 'e-business' as "automated business processes (both intra-and inter-firm) 
over computer mediated networks" (OECD, 2004, p. 6). In addition, the OECD proposed 
that e-business processes should integrate tasks and extend beyond a stand-alone or 
individual application.  

This definition reflects an understanding of e-business that encompasses more than e-
commerce transactions. The broad concept of e-business also includes the digitisation of 
internal business processes, as well as cooperative or collaborative processes 
between companies which are not necessarily transaction-focused. Collaborative e-
design processes between business partners are a typical example from industrial 
engineering. The OECD definition implicitly indicates that the focus and main objective of 
electronic business is to be found in business process automation and integration, and 
the impacts thereof.  

To bridge the gap between 'e-Commerce' and 'e-Business', it was proposed in earlier 
years (mainly around 2000) to use the term 'c-Commerce' (collaborative commerce). 
Although this concept was rather abandoned when the new economy bubble burst, it has 
some value as it stresses the role of ICT for cooperation among enterprises. If web 
service and other emerging technologies (e.g. RFID, mobile applications) hold their 
promise, the digital integration of B2B trading processes could be taken to a new level, 
possibly with a considerable impact on industry structure. If so, it could be worth revisiting 
the former 'c-Commerce' concept.  

e-Business and the company's value chain 

Given the broad concept of e-Business applied for this study, which concentrates on 
business processes and a company's interactions with its environment, some further 
structuring and mapping of processes is necessary. Michael Porter's framework of the 
company value chain and value system between companies (Porter, 1985) is still valid 
and useful in this context, although dating back 20 years to the pre-e-business era. 

A value chain logically presents the main functional areas ('value activities') of a 
company and differentiates between primary and support activities. However, these are 

                                                   
13 This is reflected in the updated wording of the respective survey questions in 2006, when for 

"placing / accepting online orders" was asked instead for "purchasing / selling online".  
14 Working Party on Indicators for the Information Society 
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"not a collection of independent activities but a system of interdependent activities", which 
are "related by linkages within the value chain" (p. 48). These linkages can lead to comp-
etitive advantage through optimisation and coordination. In fact, it is exactly here that ICT 
have a major impact, as they are a key instrument to optimise linkages and thus 
increase the efficiency of processes.  

The value system expands this concept by extending the perspective beyond the single 
company. The firm's value chain is linked to the value chains of (upstream) suppliers and 
(downstream) buyers, resulting in a larger set of processes – the value system. 
e-Commerce, i.e. electronic transactions, occurs within this value system.  

Exhibit 1-3: Value chain framework of a company by  Michael Porter 

Operations Outbound
Logistics

Marketing
and sales ServiceInbound

Logistics

Primary activities 

Procurement
Technology development

Human Resources Management
Firm infrastructure

Support activities 

Operations Outbound
Logistics

Marketing
and sales ServiceInbound

Logistics

Primary activities 

Procurement
Technology development

Human Resources Management
Firm infrastructure

Support activities 

 

Source: Adapted from M.E. Porter (1985) – simplified presentation 

Key dimensions of this framework (notably inbound and outbound logistics, operations, 
and the value system) are reflected in the Supply Chain Management (SCM) concept. 
Here, the focus is on optimising the procurement-production-delivery processes, not only 
between a company and its direct suppliers and customers, but also aiming at a full 
vertical integration of the entire supply chain (Tier 1, Tier 2, Tier n suppliers). In this 
concept, each basic supply chain is a chain of sourcing, production, and delivery 
processes with the respective process interfaces within and between companies.15 The 
analysis of the digital integration of supply chains in various industries has been an 
important theme in sectors studies previously prepared by e-Business W@tch. 

e-Business and innovation  

A very important aspect for e-Business W@tch studies is the link between ICT and 
innovation. The European Commission places great emphasis on the critical role of 
innovation for European businesses in order to stay competitive in the global economy.16 
On the other hand, a strong competitive pressure provides powerful incentives for 
companies to continuously engage in innovation and R&D. Thus, innovation, competition 
and competitiveness are closely intertwined.  

                                                   
15 cf. SCOR Supply-Chain Council: Supply-Chain Operations Reference-model. SCOR Version 

7.0. Available at www.supply-chain.org (accessed in March 2006). 
16 See, for example, "An innovation-friendly, modern Europe". Communication from the 

Commission, COM(2006) 589, 12 October 2006. 

http://www.supply-chain.org
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ICT have been identified and widely recognised as a major enabler of innovation, in 
particular for process innovation. According to the e-Business W@tch survey 2006, 
75% of those companies that had introduced new business processes in 2005 reported 
that this innovation was directly related to or enabled by ICT.  

In many cases, the implementation of e-business processes in a company will const-
itute a process innovation in itself. In manufacturing sectors, e-business has triggered 
significant innovation inside the companies, notably in supply chain and delivery proc-
esses, such as automatic stock replenishing and improved logistics. In service sectors 
such as tourism, the innovative element is more evident in the way that external trans-
actions are accomplished. For example, if a company starts to sell its services online, this 
can imply innovation in the service delivery process and in customer communication. 

In some sectors, particularly in ICT manufacturing, consumer electronics and 
telecommunications, ICT are also highly relevant for product innovation. 

However, as more companies strive to exploit the innovation potential of ICT, it becomes 
more difficult for the individual company to directly gain competitive advantage from this 
technology. e-Business is becoming a necessity rather than a means to differentiate from 
competitors.17 In addition, the introduction of innovation can cause substantial costs in 
the short and medium term, as it may take time before the investments pay off. This 
causes challenges in particular for small and medium-sized companies. It is one of the  
reasons why e-Business W@tch focuses on such challenges in its sector studies (see 
also ‘Policy Background’ in chapter 1.1). 

 

 

 

 

 

                                                   
17 Cf. Carr, Nicholas (2003). "IT Doesn't Matter". In: Harvard Business Review, May 2003. 
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2 Context and Background  

2.1 Sector definition – scope of the study 

The activities covered by this analysis include the “Manufacture of Footwear” which is 
part of “manufacture of leather and leather products industry”, as specified by the NACE 
Rev.1.1 classification. 

The following table shows the business activities covered by the analysis. 

Exhibit 2-1: Business activities covered by the construction industry (NACE Rev. 1.1)18 

NACE Rev. 1.1 
Group(s) Class 

Business activities 

19  Tanning and dressing of leather; manufacture of luggage, 
handbags, saddlery, harness and footwear 

 19.3 Manufacture of footwear 

Footwear is classified as part of the leather industry. It is nevertheless a diverse industry, 
which is increasingly using alternative materials such as textiles, plastics, and rubber. 
This is particularly the case for products addressing the youngest market, and the casual 
& leisure segments in general. Products vary from different types of men’s, women’s and 
children’s footwear to more specialised items, like snowboard boots and protective 
footwear; they also include the manufacture of upper, outer and inner soles and heels. 
This diversity of end products corresponds to a multitude of industrial processes, 
enterprises and market structures. 

Specialised distribution plays a particularly important role in the European footwear sector 
and accounts for half of its turnover. There are some 80 00019 sales outlets employing 
some 300 00020 persons. This is equivalent to about the same number as are directly 
engaged in the upstream side of the industry. 

 

                                                   
18 NACE Rev. 1.1 is a 4-digit classification of business activities. It is a revision of the ‘General 

Industrial Classification of Economic Activities within the European Communities’, known by the 
acronym NACE and originally published by Eurostat in 1970. 

19 http://europa.eu.int/comm/enterprise/footwear/development.htm (April 2006) 

20 ibidem 

http://europa.eu.int/comm/enterprise/footwear/development.htm


Footwear   

21 

2.2 Industry background  

2.2.1 Size of the EU footwear industry  

Turnover and employment 

In 2003, the EU-25 footwear industry had a turnover of 26.7 billion euro, representing 
about 0.5% of total turnover of manufacturing. Although the relative importance of this 
industry may appear relatively modest, it is especially relevant for countries such as Italy, 
Spain and Portugal. Two thirds of the total EU footwear production is concentrated in 
these countries, while Italy alone accounts for nearly 50% of EU production.21 Among the 
Candidate Countries, Romania is the largest producer. 

The sector is dominated by small and medium sized enterprises, which together generate 
65% of the value added. The dominance of micro and small enterprises is, one the one 
hand, a point of strength of the EU industry as these companies are generally more 
flexible and prone to change; on the other hand they are more likely to lack the 
investment capabilities necessary to compete on the market and cope with the increasing 
international competition. 

Exhibit 2-2: Employment and number of companies in the EU-25 footwear industry 

  2001 2002 2003 2004 2004/2003 
Direct Employment 357,436 339,670 311,054 290,129 -6.7 
Number of companies 13,690 13,480 12,585 12,438 -1.2 

Source: CEC (2005) 

In 2004, the sector comprised 12,438 enterprises, which directly employed around 
290,000 people. The abrupt decline in employment in the footwear industry in the EU-25 
has not been accompanied by corresponding productivity gains. The average productivity 
of the footwear industry is about 40% below the average of manufacturing: production 
processes in this industry are still largely labour intensive and can only be partially 
automated. 

Exhibit 2-3: The footwear industry in the EU-25 (1000 pairs) 

 2001 2002 2003 2004 2004/2003 
Production 970,013 883,187 782,280 705,090 -9.9 
Exports 209,842 194,054 167,845 166,702 -0.7 
Imports  1,049,304 1,140,833 1,333,034 1,628,139 22.1 
Apparent consumption 1,809,475 1,829,966 1,947,469 2,166,527 11.2 

Source: CEC (2005) 

                                                   
21 Data from “Economic and Competitiveness analysis of the Footwear sector in the EU 25” at 

http://ec.europa.eu/enterprise/footwear/index_en.htm  

http://ec.europa.eu/enterprise/footwear/index_en.htm
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International trade 

In 2004, the EU-25 footwear production was 705 million pairs (down 9.9% relative to the 
previous year). The analysis of trends shows that there has been a massive substitution 
in consumption: imports – mostly from low labour cost countries – cover more than 75% 
of the demand, up from 57% in 2001. China is now the main supplier to the EU market, 
followed by Vietnam. 

During the same period of time (2001-2004), exports have steadily declined. The main 
destinations are USA and Switzerland. Overall, the EU still holds relevant market share in 
the higher quality segments of the market. However, it has experienced severe decrease 
on the domestic market. 

International trade performance has been deeply affected by an unbalanced market 
access. While, since January 2005, the EU has totally opened its market, EU firms still 
have to face commercial barriers on their main overseas markets. 

Other reasons accounting for import increases include the difficulty to compete against 
countries with lower labour costs and less-regulated working conditions, the poor 
environmental regulation in many of these countries for which players do not have to bear 
the same costs as EU players, and the strengthening of the euro. 

Exhibit 2-4: Destination of EU-25 footwear industry products (% of pairs) 

Country 2003 2004 
USA 33.4 32.4 
Switzerland 12.7 13.3 
Russia 5.3 6.0 
Norway 4.5 4.5 
Japan 4.5 4.2 
Canada 4.7 4.1 
Rest of the world 35.0 35.4 
Total  100.0 100.0 

Source: CEC (2005) 

Exhibit 2-5: Origin of EU-25 footwear industry imports (% of pairs) 

Country 2003 2004 
China 42.5 48.4 
Vietnam 20.2 18.1 
Romania 5.3 4.3 
Indonesia 4.0 3.6 
India 3.1 3.1 
Malaysia 1.5 2.6 
Thailand 2.6 2.0 
Macao 1.7 1.8 
Rest of the world 19.2 16.0 
Total 100.0 100.0 

Source: CEC (2005) 
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2.2.2 Trends and challenges 

The footwear industry is highly globalised and competition from low labour cost countries 
has forced footwear production in EU into a process of extensive restructuring and re-
location policies over the past two to three decades. 

The industry is subject to slow growth and rapid change of the demand, high competitive 
pressure both from overseas competition and from distribution, and the need for rapid 
strategic changes. 

A rapidly changing and unstable demand 

The footwear market is strongly pulled by a highly unstable demand, rapidly changing 
due to fashion-related and seasonal fluctuations. Customers are also seeking more 
variety in styling and price. 

The main features of this market are extreme fragmentation and diversification of 
purchases, strong price-sensitiveness and low loyalty, request for differentiation, and, 
relative to traditional retail, an increasing importance of new distribution channels 
(specialised stores, single-brand shops, outlets). 

Fashion-influenced consumer products present unique supply chain challenges for 
manufacturers. These companies have to cope with shorter product lifecycles and the 
need to produce multiple collections per year (no longer satisfied with the traditional bi-
annual events, the market is presently requiring 4 and even 6 collections per year) with 
an extreme fragmentation of production batches. In addition, style, colour, and size 
combinations must be balanced against global sourcing, outsourced manufacturing, long 
lead times, and complex distribution channels.  

Footwear manufacturers are beginning to leverage make-to-order business processes to 
differentiate themselves from the competition and to meet increasing consumer demands 
for customized products. 

Changes in the distribution systems 

There is an ongoing and profound restructuring of the distribution system which has given 
more bargaining power to the distributors and puts intense pressure on prices. Major 
distribution chains tend to concentrate and to internationalise orders, but they also tend to 
be more demanding in terms of quality and service. 

The increased power of large retailers’ requires SMEs to develop strong service-based 
collaborative relationships and to strictly adhere to retailer compliance requirements e.g. 
regarding adoption of standards such as RFID. In addition, the processing of 
merchandise preparation for stores is increasingly shifted from the retailer to the supplier, 
including pricing, product identification bar code tickets, security tags, and packing.  

Retailers are also broadening their range of activity. They are developing strong links with 
global suppliers, particularly in low labour cost countries. They increasingly push their 
own brands; they are price-competitive and very innovative in terms of product and 
service (continuous re-stocking). 
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At the same time there are more sales channels through which customers can shop 
(supermarkets, stock-houses, outlets, the internet) than ever before. 

Innovation in a mature industry 

The European footwear industry is now a mature sector where all companies find it 
difficult to sustain a significant level of growth. This means that they have to pursue 
innovation strategies based on creativity, quality and differentiation of products. The 
concept of differentiation includes not only the quality/price logic, but is more and more 
associated with other attributes such as design, comfort and utilitarian functions. These 
points of strength require constant investments.  

The increased role of fashion and design activities are making footwear production more 
and more complex; links between conception, production, distribution, marketing and 
sales are getting crucial and the governance of knowledge is becoming increasingly 
critical. 

Cost reduction and supply chain efficiency 

Cost competitiveness is crucial in this highly competitive and dynamic global industry. 
Today’s footwear manufacturers are trying to focus on supply chain management 
initiatives in order to improve profitability. In addition to cost savings, more efficient supply 
chains help to reduce cycle times and meet customers’ demands. 

The most innovative companies use technological investments to streamline operations, 
partially automate formerly manual processes, improve customers’ service and 
knowledge, enable new imaginative ways of innovating products, speed up distribution. 

Globalisation of production and markets 

The footwear industry has introduced considerable organisational and technological 
changes to meet the pressures of the market. The restructuring process has involved the 
outsourcing of more labour-intensive operations (which have less added value), to 
countries such as the New Member States (in particular Poland), to Acceding Countries 
(especially Romania) and to the Maghreb countries (Algeria, Morocco, Tunisia). 

The outsourcing of some phases of the production process - many companies maintain 
control in key phases- allows companies to better control production costs, avoid 
bottlenecks during seasonal peaks, and transform the fixed costs associated with plants 
into the variable costs of contract manufacturing. 

Outsourcing arrangements can vary remarkably depending on the different companies’ 
strategies. 

In response to market trends, successful companies in this sector are increasingly paying 
attention to strategic issues such as: further control on fixed costs; optimisation of 
production processes with the aim of reducing time to market and lead time; information 
technology systems able to integrate the whole supply chain from the point of sale (POS, 
bar code) to order management and logistics; rethinking of production and distribution 
strategy; and continuous process of innovation and increasing investments in R&D. 
Companies active in the higher market segments are increasingly diversifying their 
activities towards sectors such as fashion and cosmetics where they can find synergies in 
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terms of distribution and brand development. Or in which they can set up their own 
directly controlled network for distribution. 

The main market challenges companies will have to cope with and for which e-business 
can be a relevant support are: 

 Shortening the development cycle by co-ordinating all information on marketing 
forecasts, design, production scheduling, dispatch and delivery, thereby eliminating 
information lag and stock “hand-over” time between each stage of the process. 

 Improving links between existing and with new manufacturing operations –
especially if outsourced – in order to shorten lead times and to save on 
administration and management costs. These new manufacturing operations are 
increasingly small batch ones requiring efficient and quick management. 

 Capturing and analysing information about distribution channels and final 
customers in order to adjust marketing and production strategies and enhance 
bargaining power vis-à-vis larger customers. 

 Continuously innovate products and services. Companies seeking for sustainable 
success will have to continuously innovate. To compete on the highly globalised 
and competitive market, however, intangible assets such as creativity must be 
supported by the introduction and usage of information processing techniques able 
to convey, exploit and manage information to be used for product conception and 
design. 

 

 

2.3 Review of earlier sector studies 

Study on the textile, clothing and footwear industry (2004) 

e-Business W@tch covered the footwear industry as part of the combined textile, clothing 
and footwear industry report published in 2004. The resulting e-Business W@tch Sector 
Study (Aug. 2004)22 presented a comparative analysis on the e-business usage in textile, 
on the one hand, and clothing & footwear on the other. This current review highlights 
some of that data and in particular the trends, which were found to be relevant to the 
footwear sector. 

Conservative attitude towards ICT 

The report of 2004 concluded that the footwear industry was quite conservative in its 
adoption of ICT. Despite a tradition of long-term partnerships, many of its members 
appeared reluctant to share information and to open up their information systems. Other 
features identified as delaying the process of incorporating e-business in everyday 
practice were the typical micro/small size of the vast majority of the operators, the very 
limited degree of previous computerisation, and the diverse quality of access to ICT, 
which inhibits the process of integration. 

                                                   
22 Available at www.ebusiness-watch.org ('resources') 

http://www.ebusiness-watch.org
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Investments in innovation have traditionally targeted the production side. The main 
identified opportunity of electronic business was the acceleration of information flows 
along the value chain, in order to shorten the development cycle, improve links with all 
existing manufacturing operations, as well as to capture and analyse information about 
distribution channels and final customers. 

The 2004 survey data indicated that adoption rates of technologies and applications were 
lower than in other sectors. There was a clear divide evident between these industries 
and the other manufacturing and service sectors studied. This divide was comparatively 
larger than the divide evident between large and small companies within the sector itself. 

Data about the diffusion of e-business solutions and ICT to support internal processes 
also indicated a limited horizontal integration of ICT within companies. The fragmentation 
of the industry, in terms of the number of different players along the value chain, 
determined to a significant extent the range and development of ICT tools for the 
management of the various production processes. 

Low degree of integration in the supply chain 

Survey data showed that only a limited share of companies in this sector was integrated 
in their supply chain. Supply Chain Management was hardly ever practised. Data about 
the lack of integration with customers mirrored those about the lack of integration with 
suppliers. The online exchange of documents and production orders was found to be 
surprisingly low in a sector where there are many, and diverse, operational phases. 
Digitalization and integration of commercial activities was – even more surprisingly – also 
low, considering the number and frequency of supplying operations, the relevance of 
pricing and discount policies and the issue of stock.  

Collaboration in product development was the only area where companies had 
traditionally worked in an integrated way. The exchange of data related to product design 
has a long tradition in this sector – the introduction of CAD/CAM dates back some 
decades – and is diffused even among micro and small companies, without relevant 
differences among countries. 

The survey concluded that successful companies in this industry were expected to try to 
maintain and gain access to customers and to exploit advantages from this. It was also 
envisaged that ICT investments would address the issues of supply chain integration and 
customer management and monitoring. These issues are major topics in the present 
study. 
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3 Adoption of ICT and e-Business in 2006 

Background information about the e-Business Survey 2006  

e-Business W@tch collects data on the use of ICT and e-business in European 
enterprises by means of representative telephone surveys. The e-Business Survey 2006 
was the fourth survey after those of 2002, 2003 and 2005. It had a scope of 14,081 
interviews with decision-makers in enterprises from 29 European countries.23 

Most of the tables in this report feature a breakdown of the population of enterprises 
based on the aggregate of 10 EU countries – the "EU-10".24 In these countries the 
survey covered all 10 sectors (at least to some extent) and therefore comparability of the 
sample across sectors is given. The EU-10 represent more than 80% of the total GDP 
and inhabitants of the EU-25 and are thus to a large extent representative for the whole 
EU. 

The survey was carried out as an enterprise survey, i.e. focusing on the enterprise as a 
business organisation (legal unit) with one or more establishments. Similarly to 2005, the 
2006 survey also included only companies that use computers. The configuration of 
the survey set-up (e.g. sampling) reflects the mandate of e-Business W@tch to focus on 
sectors and SMEs. As a result, comparisons should mainly be made between sectors 
and between size-bands of enterprises. Breakdowns by country are also possible, but 
should be treated cautiously, for several reasons (see Annex I). 

In the footwear industry, 978 interviews were conducted; out of these, 769 with 
companies from the EU-10.  

More detailed information about the survey methodology, including information about 
sampling and the business directories used, the number of interviews conducted in each 
country and sector, data on non-response rates, as well as selected results by country 
are available in Annexes I and II and on the e-Business W@tch website. 

 

                                                   
23 The survey was conducted in March-April 2006 using computer-assisted telephone interview 

(CATI) technology. Field-work was co-ordinated by the German branch of Ipsos GmbH 
(www.ipsos.de) and conducted in co-operation with their local branches and partner 
organisations. The countries covered include EU Member States, Acceding and Candidate 
Countries, and countries of the European Economic Area (EEA). 

24 The EU-10 cover the Czech Republic, Germany, Spain, France, Italy, Hungary, the 
Netherlands, Poland, Finland and the UK. 

http://www.ipsos.de
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3.1 Use of and Access to ICT Networks 

Internet access  

At first sight, basic internet connectivity of companies from the footwear sector appears 
to be in line with the weighted average for the 10 sectors covered by the e-Business 
Survey 2006 (EU-10). About one out of ten companies that have computers is not yet 
connected to the internet; these are mostly small craft firms. By share of employment, 
companies representing 96% of the sector's workforce are connected (see Exhibit 3-1).  

Exhibit 3-1: Internet access and remote access to company network 

 
Companies 
with internet 

access 

Companies 
with 

broadband 
internet access 

Share of 
employees 

with internet 
access 

Companies 
enabling 

remote access 
to their 
network 

Weighting % of 
empl. 

% of 
firms 

% of 
empl. 

% of 
firms 

% of 
empl. 

% of 
firms 

% of 
empl. 

% of 
firms 

Footwear (EU-10) 96 89 75 62  28 17 10 
Micro (1-9 empl.)   86   58  34   10 
Small (10-49 empl.)   97   73  12   7 
Medium (50-249 empl.)   100   82  19   28 
Large (250+ empl.) *   100*   91*  20*   26* 
                
All 10 sectors (EU-10) 95 93 76 69  43 35 16 
Micro (1-9 empl.)  89  62  51  12 
Small (10-49 empl.)  98  75  29  22 
Medium (50-249 empl.)  99  83  33  43 
Large (250+ empl.)  99  84  44  60 
         
Food & beverages 95 88 72 64  25 35 14 
Footwear 96 89 75 62  28 17 10 
Pulp & paper 99 94 80 68  40 56 21 
ICT manufacturing 100 99 84 79  74 69 35 
Consumer electronics 98 97 87 74  80 51 32 
Shipbuilding & repair 100 100 87 86  30 41 27 
Construction 95 90 72 64  47 25 13 
Tourism 93 90 72 68  53 38 13 
Telecommunication 100 99 88 85  90 74 46 
Hospitals activities 100 98 85 78  41 39 34 

Base (100%) firms using 
computers 

firms using 
computers 

firms with internet 
access 

firms using 
computers 

N (for sector, EU-10) 769 769 698 769 
Questionnaire reference A1 A3 A2 A5 

* Data only indicative due to low number of observations (N ~ 25-50).  

Source: e-Business W@tch (Survey 2006) 
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The deployment of broadband access is also well aligned with the average of the 10 
sectors studied. Footwear companies representing about three quarters of the sector's 
employment say that they use an internet connection technology which can be classified 
as broadband (either DSL, cable, direct fibre connection or wireless broadband).  

However, a close look at the figures reveals that there are still gaps in the ICT uptake 
even at this basic level. While connectivity on the company level is average, significantly 
fewer individual workers in footwear companies have access to the internet at their 
workplace than in other industries. In the footwear industry, on average about 25-30% of 
workers have internet access at their workplace. This is one of the lowest values for the 
10 sectors monitored (a similar percentage is only reported by companies from the food 
and beverages and the shipbuilding industry). By comparison, all other sectors report 
percentages of 40% and up (43% on average in the 10 industries). 

This indicates that there are still many firms in the sector who have taken only the very 
first step and connected to the internet "as a company", possibly with only one central e-
mail address. In this situation, incoming e-mails will typically be printed out by a secretary 
(if it is not a one-person-company or similar) and be handed (in paper-format) to the 
receiver, who will then instruct the secretary how to reply. In many cases, this is sub-
optimal, since direct communication with the specific target person in the company would 
be more efficient for the communication with customers or suppliers.25  

This is not to say that each and every worker in craft' & trade companies from the 
footwear industry needs to have individual access to e-mail and the web. However, the 
current average figure of 28% is probably not the ideal situation; particularly among small 
firms with 10-49 employees, only few persons have internet access (12% on average). 

Comparisons with other sectors show that network access in the footwear industry, 
although on average among the 10 sectors studied this year by e-Business W@tch, is 
lower than in most of the other manufacturing industries.  

This gap is particularly evident for the share of companies that enable remote access to 
their computer network. In the footwear industry, only 10% of firms enable remote 
access; the figure is twice as high for companies from pulp and paper manufacturing and 
three times as high for firms manufacturing ICT and consumer electronics. Although this 
functionality is clearly not key to the competitiveness of footwear companies, it demonst-
rates the early stage of average ICT architectures of companies from this industry.  

Use of internal computer networks  

The use of ICT to connect computers internally to a company network (Local Area 
Networks – LAN, and Wireless LAN) increases with company size. LAN is widely 
deployed even among small firms, 50% of which said that they operate a LAN (see 
Exhibit 3-2). Wireless-LAN technology is already used by more than 50% of large firms 
from the sector, and about 15% of small and medium-sized companies. These findings 

                                                   
25 See also Sector Report on the Pulp & Paper Industry, where large firms confirmed in interviews 

that this has been the situation in many small companies from their sector until recently. 
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largely confirm those for the textile industry in 2005, where also about 50% of large firms 
reported the use of W-LAN.26 

Exhibit 3-2: Networks and protocols used 

 LAN W-LAN Use Voice-
over-IP 

Use VPN for 
remote access 

Weighting % of 
empl. 

% of 
firms 

% of 
empl. 

% of 
firms 

% of 
empl. 

% of 
firms 

% of 
empl. 

% of 
firms 

Footwear (EU-10) 58 33 17 10 15 10 33 18 
Micro (1-9 empl.)   25   9   10   16 
Small (10-49 empl.)   51   15   10   14 
Medium (50-249 empl.)   77   16   22   42 
Large (250+ empl.)*   97*  58*  37*  29* 
                 
All 10 sectors (EU-10) 65 46 32 16 16 13 57 26 
Micro (1-9 empl.)  35  12  14  20 
Small (10-49 empl.)  59  21  11  32 
Medium (50-249 empl.)  84  37  13  57 
Large (250+ empl.)  96  47  22  79 
         

Base (100%) firms using 
computers 

firms using 
computers 

firms using 
computers 

Firms enabling 
remote access 

N (for sector, EU-10) 769 769 769 130 
Questionnaire reference A4a A4b A4c A6d 

* Data only indicative due to low number of observations (N ~ 25). 

Source: e-Business W@tch (Survey 2006) 

Voice-over-IP 

The use of telephony services over internet networks, by means of digitized voice transfer 
technology, has gained momentum over the past few years. Established, as well as new 
telecommunication and internet service providers offer new services based on this 
technology which allows significant potential savings. 

These services are commonly referred to as "Voice-over-IP" (VoIP), as they use the 
Internet Protocol (IP) to transfer voice calls. However, there are many ways for VoIP to be 
implemented. For example, calls can be initiated and terminated via a computer or a 
VoIP-enabled phone. The provision of VoIP is driven by increasing broadband 
penetration. 

Private users typically encounter VoIP services as an internet-based ”peer-to-peer” 
network service (for example Skype or Google Talk). But from the perspective of 
corporate users, there are more usage scenarios. Corporate users can generally follow 
two paths if they want to benefit from VoIP. They can use either hybrid solutions or 
pure IP-based networks.27 

                                                   
26 See e-Business W@tch Sector Study on the Textile and Clothing Industry, July 2005. Available 

at www.ebusiness-watch.org ('resources'). 
27 See e-Business W@tch Sector Study on the Telecommunications Industry, 2006. Available at 

www.ebusiness-watch.org ('resources'). 

http://www.ebusiness-watch.org
http://www.ebusiness-watch.org


Footwear   

31 

VOIP seems to be spreading, even in a sectors demonstrating lower level of ICT use 
such as footwear. In 2006, 10% of all companies from the sector (accounting for 15% of 
employment) said that they used Voice-over-IP services (see Exhibit 3-2). Diffusion 
increases by size band: one in five medium-sized companies and one in three large firms 
use Voice-over-IP. These figures are similar to the total of the 10 sectors studied 
indicating that businesses, even from sectors like footwear, are swift in adopting those 
technologies which offer visible and quick cost savings without major organisational or 
other disruptions. It can therefore be expected that VOIP usage will increase fast over the 
next few years; eventually, as a common scenario depicts, all fixed network voice 
telephony might be converted to internet protocol. "Voice-over-IP" will then no longer be 
an issue, being the standard technology for telephony. 

The gap between footwear firms and those in other sectors studied this year by e-
Business W@tch in the use and access to ICT networks and of internal computer 
networks –even among large ones- mirrors the structural characteristics of this industry. 
All the players along the entire value chain, from suppliers of parts and components to 
distribution, are “delayed” in the usage of ICT, if compared to the average of 
manufacturing and service sectors. In addition, distribution does not exert a leading role 
in innovation as it does in other sectors analysed by e-Business W@tch (e.g. food & 
beverages).  

 

 

3.2 ICT Skills, Outsourcing and ICT Budgets 

3.2.1 Demand for ICT skills and skills development 

Improving e-business skills, especially among SMEs, has been identified as a relevant 
concern for policy in the sector study on the textile and clothing industry of 2005: 
"Improving managerial understanding and skills for e-business, which includes aware-
ness raising activities, is very important in a sector where micro and small enterprises 
dominate. Actions in this area should include both support to IT education and training 
and to the overcoming of cultural barriers impeding the introduction of new ICT based 
processes. … Survey data show that there is scarce investment in ICT skills development 
in this sector. " 

Results of the e-Business Survey 2006 by and large confirm this conclusion for the 
footwear industry (see Section 5.2 of this report)  

Specific indicators on the demand for ICT skills and ICT practitioners do not convey a 
clear picture. In total, about 13% of the EU-10 firms from the sector say that they employ 
ICT practitioners (see Exhibit 3-3), i.e. people with special skills and tasks related to the 
implementation and maintenance of ICT in the company. This is similar to other sectors 
with many small craft & trade companies, where ICT tasks are often performed by one of 
the employees with a special talent in this field, or directly by the manager. Even among 
medium-sized and large enterprises, however, and this may come as a surprise, only 
about a quarter of footwear companies said that they employ at least one employee who 
is mainly charged with ICT tasks.  
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Exhibit 3-3: Demand for ICT skills and skills development 

 
Companies 

employing ICT 
practitioners 

Regular ICT 
training of 
employees 

Companies 
with hard-to-fill 
vacancies for 

ICT jobs in 
2005 

Companies 
using 

e-learning 

Weighting % of 
empl. 

% of 
firms 

% of 
empl. 

% of 
firms 

% 
ofempl. 

% of 
firms 

% of 
empl. 

% of 
firms 

Footwear (EU-10) 20 13 14 6 1 1 7 5 
Micro (1-9 empl.)   10   4   0   6 
Small (10-49 empl.)   19   8   1   4 
Medium (50-249 empl.)   22   22   1   12 
Large (250+ empl.)  28*  21*  1*   6* 
                 
All 10 sectors (EU-10) 27 14 22 13 2 1 21 11 
Micro (1-9 empl.)  12  9  2  12 
Small (10-49 empl.)  15  16  0  11 
Medium (50-249 empl.)  29  28  2  19 
Large (250+ empl.)  59  41  6  35 
         
Food & beverages 26 11 26 14 2 0 16 9 
Footwear 20 13 14 6 1 0 7 5 
Pulp & paper 35 16 29 12 3 1 21 13 
ICT manufacturing 52 31 39 24 8 3 28 20 
Consumer electronics 35 17 21 16 4 2 23 18 
Shipbuilding & repair 36 33 29 20 4 0 14 15 
Construction 22 14 18 12 2 1 12 8 
Tourism 27 12 21 11 3 2 29 15 
Telecommunication 63 33 52 21 12 5 41 28 
Hospitals activities 57 39 39 34 5 3 26 22 

Base (100%) firms using 
computers 

firms using 
computers 

firms using 
computers 

firms using 
computers 

N (for sector, EU-10) 769 769 769 769 
Questionnaire reference B1 B4 B2 B5 

* Data only indicative due to low number of observations (N ~ 25-50).  

Source: e-Business W@tch (Survey 2006) 

Some of the other results on demand for ICT skills have to be assessed on the basis of 
the low overall employment of ICT practitioners in the sector. For example, only about 1% 
of all firms reported that they had hard-to-fill vacancies for ICT jobs in 2005. In light of the 
discussion about a presumed ICT skills gap and the attention which policy is paying to 
this issue, this figure seems to be surprisingly low. Two conclusions are possible:  

 first, that the skills gap is commonly overestimated. Indeed, the respective results for 
most of the sectors studied by the e-Business W@tch in 2006, show that the share of 
companies which reported difficulties in filling ICT-practitioners posts was –on 
average- practically negligible. The finding is similar for the footwear industry and only 
companies in heavily ICT-related sectors, like telecommunication services and ICT 
manufacturing, reported a significant skills gap.  
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 second, a normative assessment could be favoured in the sense that many 
companies are not aware that they should actually upgrade their ICT skills by hiring 
qualified people. The limited usage and knowledge of ICT is a hurdle for the adoption 
of advanced solutions at company level and this may impact the competitive position 
of the industry as a whole 

About 6% of all firms in the footwear industry, and about 20% from the medium-sized and 
large firms, regularly send employees to ICT training programmes. This not only 
includes ICT practitioners that run the systems, but also ICT users among the workforce. 
The share of active companies in that respect is significantly lower than in all other 
industries surveyed by e-Business W@tch in 2006. However, this reflects the 
comparatively lower importance of ICT in the footwear industry in the daily work routine of 
most employees. For example, in many footwear companies, production is not (yet) as 
much ICT-based as in other manufacturing industries. In many cases, footwear 
manufacturing relies on CAD-CAM28 solutions which are not integrated with the 
companies’ information systems. 

e-Learning, which means supporting training with learning material in electronic format, 
for example material that is available on the intranet or the internet, is used by a small 
fraction of footwear companies (about 5%), corresponding to 7% of employment. This is 
again significantly lower than the all-sectors averages which stand, respectively, at 11% 
and 21%. The latter, in particular, might be viewed as indicative of the structural 
specificities of the footwear industry and the, already identified, less importance attributed 
to ICT by the larger firms in this sector. e-Learning applications can be used for ICT-
related training, but also for other sector-specific or even company-specific training 
sources (e.g. about raw materials or manufacturing methods). 

In summary, the picture that emerges is that ICT skills are more of an issue on the 
managerial level, i.e. how to use e-business to support the company strategy. In smaller 
companies, the usage of ICT equipment and the access to the internet are limited to the 
owner and to a few key people. The potential of ICT as a working tool and as a means to 
gain productivity is not fully exploited, not even for the staff dealing with customers and 
the sales force. 

ICT skills gaps on the level of the individual workers are possibly not so much of a 
concern, given the nature of production processes in this industry. Manufacturing 
systems for the footwear industry incorporate a lower degree of ICT compared to 
production systems in other manufacturing sectors, for example in the pulp and paper 
industry, the automotive and chemical industries. 

 

                                                   
28  CAD (Computer Aided Design) is the use of a wide range of computer-based tools that assist 

the engineering process from conceptual design and layout, through detailed engineering and 
analysis of components to definition of manufacturing methods. The term CAD/CAM implies that 
the tools can be used both for designing a product and for controlling manufacturing processes. 
For example, once a design has been produced with the CAD component, the design itself can 
control the machines that construct the part.  
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3.2.2 Outsourcing of ICT services and ICT investments 

Outsourcing 

Firms were asked whether they had outsourced in 2005 any of their ICT services which 
had previously been conducted in-house. In the footwear industry, this is the case for 
about 15% of companies, with a slight increase by firm size (see Exhibit 3-4). This result 
is practically in line with the all-sectors average; a small difference in terms of 
employment-weighted data is probably stemming – again – from the sector’s structural 
characteristics.  

Exhibit 3-4: Outsourcing and spending on ICT  

 Have 
outsourced ICT 

services in 
2005 

Share of ICT 
budget as % of 

total costs 

Have made ICT 
investments in 

2005 

Difficulty to 
draw funds for 
investments 

Weighting % of 
empl. 

% of 
firms 

% of 
empl. 

% of 
firms 

% of 
empl. 

% of 
firms 

% of 
empl. 

% of 
firms 

Footwear (EU-10) 16 14 5 5 53 43 4 1 
Micro (1-9 empl.)   12   5   40   (**) 
Small (10-49 empl.)   19   5   47   (**) 
Medium (50-249 empl.)   19   4   61   (**) 
Large (250+ empl.)   20*   5*   83*   (**) 
                 
All 10 sectors (EU-10) 19 14 6 5 65 50 19 15 
Micro (1-9 empl.)  8  5  39  25 
Small (10-49 empl.)  21  5  60  3 
Medium (50-249 empl.)  21  6  78  6 
Large (250+ empl.)  31  6  86  29 
         

Base (100%) firms using 
computers 

all firms (excl. 
"don't know") 

firms using 
computers 

Firms with 
external funding 
sources for their 
ICT investments 

N (for sector, EU-10) 769 522 769 31 
Questionnaire reference B6 C1 C3 C5 

* Data only indicative due to low number of observations (N ~ 25). 
** Values not displayed because number of observations (N) is <20. 

Source: e-Business W@tch (Survey 2006) 

It is interesting to compare these figures with those for the textile industry from the e-
Business Survey 2005, where a different question was asked. In 2005, the question was 
whether companies had outsourced any ICT services, not necessarily in the previous 
year. More than 50% of the small firms and more than 80% of the medium-sized and 
large firms replied that they had outsourced ICT services. Assuming that the picture is 
quite similar in the footwear industry, this means that about one in four companies (out of 
those that use outsourcing in general) have outsourced additional ICT services in 2005.  

Asked whether outsourcing would increase, decrease or remain the same in 2006/07 
(compared to 2005), about 20% of companies from the footwear sectors anticipated an 
increase, and only very few companies said that outsourcing would rather decrease. 
Hence, about 80% said it will stay the same.  
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Exhibit 3-5: Outsourcing trend: percentage of companies that have increased / decreased 
their outsourcing activities in 2005 

0

-3

22

26

-5 0 5 10 15 20 25 30

Footw ear (EU-10)

All 10 sectors (EU-10)

Outsourcing has decreased Outsourcing has increased
 

 

Base (100%): Companies that have outsourced ICT services. N (for sector, EU-10) = 108. 

Weighting: in % of firms. Questionnaire reference: C2 

Source: e-Business W@tch (Survey 2006) 

 

ICT expenditure and investments  

The average ICT budget of a company from the footwear industry, including hardware, 
software, services and personnel, corresponds to about 5% of total company costs (see 
Exhibit 3-4). Interestingly, this percentage is practically aligned with the respective all- 
sectors average. About 20% of all firms from the footwear industry said that they plan to 
further increase their ICT budgets in 2006/07, compared to the current budget. Less 
than 5% said that they will cut down on their budgets (see Exhibit 3-6). Thus, a majority of 
about three quarters say that they will maintain the current level of spending.  

However, survey results also show that among micro footwear companies and, more 
importantly, among the large ones there appears to be a trend towards downsizing ICT 
budgets. In the latter group, in fact, more companies stated that they intend to decrease 
their ICT budget than increase it. It can be argued that this may indicate the extreme 
pressure on costs, and possibly also some disappointment with the outcome of earlier 
ICT investments. Moreover, these results should not be over-emphasised, because the 
number of cases on which this observation concerning the large firms is based is very low 
(N = 22). With regard to all firms, the budgeting trends are similar to the overall picture 
among the 10 sectors studied this year by the e-Business W@tch. 
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Exhibit 3-6: ICT budget trend: percentage of companies that plan to increase / decrease their 
ICT budgets in 2006/07 
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Will decrease ICT budget Will increase ICT budget
 

 

Base (100%): Companies using computers (excl. "don't know"). N (for sector, EU-10) = 714. 

Weighting: Totals (for the sector and for all 10 sectors) are weighted by employment and should be read as 
"enterprises comprising …% of employment in the sector(s)". Figures for size-bands are in % of enterprises 
from the size-band. Questionnaire reference: C2 

Source: e-Business W@tch (Survey 2006) 

No figures are available on the absolute size of investments; results for the textile 
industry from the e-Business Survey 2005 suggest that the absolute ICT investments in 
this sector correspond closely to those in most other manufacturing sectors29 within the 
same size-band of companies. To give an example, a medium-sized company from the 
textile industry had said in 2005 that it would invest (on average) about the same amount 
of money into ICT as companies from the automotive industry or the machinery and 
equipment industry. If this observation holds true, i.e. if figures for the textile industry are 
comparable to those from the footwear industry, then the average annual investments of 
footwear firms in ICT are about 4,000 euros for micro-companies, about 16,000 euros for 
small ones, about 43,000 euros for medium-sized companies and more than 400,000 for 
large firms (of course with large variations in this group, due to very different company 
sizes). 

In 2006, e-Business W@tch also asked companies about the major source from which 
they finance their ICT investments30, and if they have experienced any difficulties in 
receiving funds from this source (in case it was external financing sources). In all the 10 
sectors surveyed self-financing (out of the cash-flow generated) is the dominant source 
of financing ICT investments. In line with this average, more than 80% of firms in the 
footwear industry said that this is their major source. Bank loans are typically used for 

                                                   
29 The publishing and printing industry was an exception to this rule; investments were – on 

average – higher in this sector.  
30 Ideally, a question about the breakdown of investments into the different financing sources 

would be asked; however, only few interviewees would be in a position to spontaneously 
answer this question on the telephone; furthermore, such a question would be extremely time-
consuming. Thus, the only feasible solution was to ask for the major source.  
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larger ICT investments; they are the major financing source for about 10% of medium-
sized and large firms. Venture capital funding is insignificant compared to the other 
sources, as only about one in every hundred firms identified it as is the major source for 
their ICT investments. Some of the sector’s SMEs (about 5%) have reported successfully 
drawing from public funds for their investments.  

Exhibit 3-7: Major source for investments in ICT 

 Cash-flow 
financing Bank loans Venture capital Public funds 

and other 
Weighting % of 

empl. 
% of 
firms 

% of 
empl. 

% of 
firms 

% of 
empl. 

% of 
firms 

% of 
empl. 

% of 
firms 

Footwear (EU-10) 79 84 8 7 1 1 5 3 
Micro (1-9 empl.)   86   8   2   1 
Small (10-49 empl.)   83   4   1   5 
Medium (50-249 empl.)   78   10   0   6 
Large (250+ empl.)   72*   11*   0*   0* 
                 
All 10 sectors (EU-10) 74 82 5 7 1 1 9 7 
Micro (1-9 empl.)  82  8  1  2 
Small (10-49 empl.)  81  6  1  2 
Medium (50-249 empl.)  70  8  1  2 
Large (250+ empl.)  67  2  1  8 
         

Base (100%) firms that have made investments in ICT 
N (for sector, EU-10) 391 391 391 391 

Questionnaire reference C4 C4 C4 C4 
* Data only indicative due to low number of observations (N ~ 25). 

Source: e-Business W@tch (Survey 2006) 

The overall picture illustrates that, presently, footwear firms are fairly in line with the 
average of all sectors studied by the e-Business W@tch in 2006 both for current and for 
planned investments in ICT. However, as the current ICT adoption rate is very low and as 
the larger companies are the most reluctant to spending, the gap to other sectors is likely 
to remain unchanged, if not increase in the future.  
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3.3 Standards, Interoperability and ICT Security Issues 

A "standard", used as a technical term, is "a technical specification approved by a 
recognised standardisation body for repeated or continuous application, with which 
compliance is not compulsory".31 There are national, European and international technical 
standards. In addition to such formal standards there are also industry specifications 
which result from collaboration, in consortia or smaller partnerships, subject to differing 
levels of openness and participation. Whatever the source, agreement on shared 
technical standards is an instrument to achieve interoperability between different 
systems. Without standards and interoperability, advanced forms of e-business (such as 
the digital integration of systems in B2B exchanges) are hardly possible. 

 

3.3.1 Types of e-standards used 

The sector study on the textile, clothing and footwear industry of 2004 reported that "… 
companies tend to use proprietary standards. EDI is only used by medium-sized and 
large companies. Small firms tend to choose exclusive standards as agreed with 
commercial partners."  

While this general conclusion holds true for the footwear sector with regard to the use of 
proprietary standards, there is a striking difference with regard to EDI: Literally none of 
the large companies that were interviewed reported the use of EDI (see Exhibit 3-8). 
Results, however, are only indicative for large firms, due to the small number of 
observations (N=23). Out of those companies that reported using EDI in the footwear 
industry, a majority of about 60% said that it uses internet-based EDI and only very few 
firms reported using standard EDI. Lastly, about 35% said that they use both internet and 
standard EDI. Small firms tend to choose exclusive standards as agreed with commercial 
partners. 

In line with the all sectors’ average, proprietary standards are more widely diffused than 
any other family of standards in the footwear industry. 12% of firms on average, but a 
much higher share among medium-sized and large companies have agreed on 
proprietary standards with their business partners. The statistical constraints considered, 
it could consequently be concluded that in footwear, large firms’ e-business operations 
are based on proprietary standards.  

In fact, only few medium and large footwear companies reported using XML-based 
standards. Furthermore, firms using EDI were also asked to indicate whether they 
intended to migrate towards XML. Unfortunately, due to the low number of observations 
on which this question is based (only 2% of firms were EDI users), it would be unsafe to 
draw any significant conclusions about the EDI - XML migration in this sector. 

                                                   
31 Directive 98/34/EC, laying down a procedure for the provision of information in the field of 

technical standards and regulation of the rules of the information society services, available at 
http://ec.europa.eu/enterprise/tris/consolidated/index_en.pdf 

http://ec.europa.eu/enterprise/tris/consolidated/index_en.pdf
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Exhibit 3-8: Use of e-standards  

 EDI-based 
standards 

XML-based 
standards 

Proprietary 
standards 

Other 
standards 

Weighting % of 
empl. 

% of 
firms 

% of 
empl. 

% of 
firms 

% of 
empl. 

% of 
firms 

% of 
empl. 

% of 
firms 

Footwear (EU-10) 7 2 6 2 18 12 2 1 
Micro (1-9 empl.)   1   1   12   1 
Small (10-49 empl.)   5   3   10   1 
Medium (50-249 empl.)   11   12   23   3 
Large (250+ empl.)   0*   6*   36*   0* 
                 
All 10 sectors (EU-10) 9 3 11 5 19 12 4 2 
Micro (1-9 empl.)  2  6  10   
Small (10-49 empl.)  4  5  13   
Medium (50-249 empl.)  10  10  24   
Large (250+ empl.)  29  27  31   
         

Base (100%) firms using 
computers 

firms using 
computers 

firms using 
computers 

firms using 
computers 

N (for sector, EU-10) 769 769 769 769 
Questionnaire reference G1a G1b G1c G1d 

* Data only indicative due to low number of observations (N ~ 25). 

Source: e-Business W@tch (Survey 2006) 

XML in the footwear industry 

In order to understand the potential of XML, in general and for this industry in particular, 
it is worth bearing in mind that XML is only a standard to describe the contents of a page 
or file. While XML allows consistent formats, it does not guarantee consistent, 
comparable, shared semantic understanding of the content. XML is conceptually related 
to HTML. Both XML and HTML contain mark-up symbols to describe the contents of a 
page or file. HTML, however, describes the content of a Web page (mainly text and 
graphic images) only in terms of how it is to be displayed and interacted with. XML 
describes the content in terms of what data is being described. This means that an XML 
file can be processed purely as data by a program or it can be stored with similar data on 
another computer or, like an HTML file, that it can be displayed.  

XML is an open, web-enabled standard, which is protocol-, network- and platform-
independent. Being language-independent, XML is fostering interoperability amongst 
heterogeneous systems. Not surprisingly, therefore, it has raised large interest and has 
gained software makers' interest as the language of choice for Internet-based data 
exchange. However, being a meta-language, (i.e. a language used to create other 
specialized languages), XML provides a common foundation but requires an effort for the 
definition of specific terms to be used at industry and cross-industry level.  

In footwear, XML can potentially be used for exchanging electronic documents between 
manufacturers and retailers, exchanging electronic documents between manufacturers 
and suppliers, exchanging product engineering and design data, tracing materials and 
finished products. 
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In this perspective, XML has received particular attention in the footwear sector. In the 
past years a few EU initiatives, such as the “EFNET 1-2-3” project32 (European Footwear 
Network for Electronic Trading,) as well as the CEN/ISSS workshop "Footwear Industry 
Electronic Trade" (FINEC) were launched to address the issue of standardisation and the 
promotion of XML based solutions. While EFNET 2 addressed the downstream flow of 
information between manufacturers and retailers, or in general through the distribution 
chain, EFNET 3 addressed the exchange of data between different CAD33 systems used 
in the footwear sector. A small part of the resources of the current EU project 
CECMadeShoe34 is allocated to the issue of XML standards to be used both between 
manufacturers and retailers and between manufacturers and suppliers. 

The projects achieved their objectives and, from a technological point of view, the basis 
for a common European B2B “shoe ICT-system” has been set. However, this has not led 
to widespread adoption in the user community. As a result, the footwear sector remains 
without globally implemented standards and has not succeeded in the efforts to 
implement the exchange of synchronised data among the various players. 

If the technology is there, it is worth wondering why firms from the footwear industry are 
not using it on large scale. The reasons explaining the low usage of XML by companies in 
the footwear industry are, to a large extent, the same ones that explain the low usage of 
ICT in general. The first observation is that XML supports online integration with B2B 
partners. Therefore, it would be particularly helpful for firms adopting online activities on a 
larger scale and with a large number of partners. In a business environment which is 
characterised by a comparatively small number of business partners, and by long-
standing relations based on proprietary systems (or EDI), migration toward XML will 
rather not take place in the short term. The legacy of working proprietary implementations 
and standards is difficult to discard (or overcome). Moreover, this industry has a low level 
of concentration; therefore, neither manufacturers nor the distributors are in a position to 
enforce compliance to new standards. Finally, the current situation of the sector (fierce 
competition, slowly growing and unstable demand) limits the investment capability and 
footwear firms do not include ICT among their priorities. 

Global product classification in the footwear industry 

In the footwear industry, one of the most important issues in the area of standardisation is 
the need for a global classification and standardisation scheme of products. The 
dissemination and awareness about global classification activities are also equally 
important. 

                                                   
32 See http://www.efnetwork.org/Information.htm (April 2006) 
33  CAD (Computer Aided Design) is the use of a wide range of computer-based tools that assist 

the engineering process from conceptual design and layout, through detailed engineering and 
analysis of components to definition of manufacturing methods. The term CAD/CAM implies that 
the tools can be used both for designing a product and for controlling manufacturing processes. 
For example, once a design has been produced with the CAD component, the design itself can 
control the machines that construct the part. 

34  See 
http://ec.europa.eu/research/industrial_technologies/pdf/1_2c_presentation_en.pdf#search=%2
2CEC%20made%20shoe%20project%22 (September 2006) 

http://www.efnetwork.org/Information.htm
http://ec.europa.eu/research/industrial_technologies/pdf/1_2c_presentation_en.pdf#search
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The CECMadeShoe Project (see previous sub-section) and GS135 -with the GS1 Global 
Product Classification (GPC) for Footwear- can be considered reference examples of in 
initiatives that, in this field, have been and are still able to combine a pragmatic, short-
term approach with a long-term strategic vision. 

GS1 Global collaborated with the EU Confederation of the Footwear Industry (CEC) and 
other leading industry organisations including the American Apparel and Footwear 
Associated (AAFA) during 2005 to develop and publish (September 2006) a 
comprehensive product description classification for footwear. This classification 
conforms to the international GS1 system. It enables registration, subscription, validation, 
publication and search processes for individual catalogue items independently of the 
languages of origin. The common description is essential in electronic catalogues and of 
immense benefit to buyers and sellers. 

The GS1 GPC is also essential for effective operation of the Global Data Synchronisation 
Network (GDSN™). This secure and continuous data synchronisation network connects 
retailers, manufacturers and suppliers worldwide in many sectors across North America, 
Latin America, Europe and Asia Pacific. Launched in August 2004, it is an automated, 
standards-based global internet initiative that enables all trading partners to quickly and 
efficiently exchange supply chain data that is accurate, consistent and up-to-date. It was 
conceived and supported by EAN International (now GS1), the Uniform Code Council 
(UCC) and by leading companies and industry groups worldwide.  

Work is underway (September 2006) by GS1 to align the GPC classification with the 
UNSPCC (United Nations Standard Products and Services Code) system. While this may 
have some technical impact on the classification systems, it is unlikely that any change 
will affect the content of the Footwear classification. 

Thus dissemination of this core classification work is now timely. At present there is a 
small budget in CECMadeShoe for the dissemination of ICT standards, including the 
results of the GS1-compliant GPC. However, in view of its strategic importance, 
additional support and initiatives to increase the rate of adoption of this classification 
within the European footwear industry would be required. Accelerated implementation in 
Europe could help to increase competitiveness in the global market and, in addition, 
establish an essential pre-requisite for improved e-integration along this sector’s supply 
chain.  

In this latter respect, a study to analyse the impact, the effectiveness and the potential 
benefits from the various standardisation and interoperability activities undertaken so far 
for this sector, as well as to identify their future implementation steps would also be 
opportune.  

 

                                                   
35  GS1 (http://www.gs1.org/) is dedicated to the design and implementation of global standards 

and solutions to improve the efficiency and visibility of supply and demand chains globally and 
across sectors. It is governed by a multi-sectoral management board composed of key leaders 
and drivers from multi-nationals, retailers, manufacturers and other GS1 Member Organisations. 
The Footwear GPC is available from http://www.gs1.org/services/gsmp/kc/gpc/  

http://www.gs1.org/
http://www.gs1.org/services/gsmp/kc/gpc/
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3.3.2 Interoperability challenges 

Interoperability refers to the "ability of two or more systems to exchange data, and to 
mutually use the information that has been exchanged."36. In 2006, e-Business W@tch 
asked companies whether they regard interoperability as critical for conducting e-
business with companies from their own sector, from other sectors, and for producing 
their products or services. Results are fairly consistent with those obtained from the same 
question in 2005. Furthermore, no pronounced differences are shown between sectors 
(see Exhibit 3-9), with the possible exception of the construction industry where less 
importance appears to be assigned to interoperability for doing e-business.  

Exhibit 3-9: Perceived importance of interoperability: percentage of companies saying that 
interoperability is critical … 
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Base (100%): Firms using computers. N (for sector, EU-10) = 769.  
Weighting: in % of firms. Questionnaire reference: G5a-c 

Source: e-Business W@tch (Survey 2006) 

                                                   
36 Definition by IEEE and ISO, cf. e-Business W@tch Special Study on e-Business Interoperability 

and Standards, September 2005, p. 14. Available at www.ebusiness-watch.org ('resources'). 

http://www.ebusiness-watch.org
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In the footwear industry, about 35% of all companies see interoperability as critical in 
any of the three categories asked. Interestingly, all these shares are higher than the 
respective averages and second only to those reported by companies from ICT-savvy 
sectors like telecommunication services and ICT manufacturing. This finding must also be 
placed into perspective: about 51% of all footwear firms surveyed this year by the e-
Business W@tch said that e-business constitutes a "significant part" or "some part" of the 
way they operate (see exhibit 5-1). Thus, the majority of footwear companies for whom e-
business plays a role in their day-to-day routines are aware of the critical role of 
interoperability.  

In contrast, however, neither the perceived importance of interoperability, nor the role of 
e-business for the way the company operates, increases significantly by size-class in this 
sector. This is quite unique within the sample of sectors studied and it is reflected in the 
e-Business Scoreboard 2006 (see Section 3.9). There, the footwear industry comes out 
as the one with the lowest ICT use and e-business activity, especially when figures are 
based on employment-weighted data (i.e. emphasising e-business activity in large firms). 

e-Business W@tch also asked companies whether they experience any specific 
difficulties stemming from a lack of interoperability. Only those firms which said that 
interoperability was critical for e-business and/or producing the products were asked and 
seven potential problem areas were suggested. On average, 25-35% of the firms asked 
in this sector reported difficulties stemming from a lack of interoperability – shares which 
are systematically higher than on average among the 10 sectors studied this year (see 
Exhibit 3-10).  

Exhibit 3-10: Problems due to a lack of interoperability: firms experiencing difficulties in … 
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Base (100%): Firms that say that interoperability is critical for their e-business. N (for sector, EU-10) = 324. 
Weighting: in % of firms. Questionnaire reference: G6 

Source: e-Business W@tch (Survey 2006) 

The business function where most companies from this sector said that they experience 
interoperability challenges is payments; procurement, logistics and regulatory aspects 
are also important. This indicates two things: first, that electronic processing of payments 
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between companies is increasing fast, even in sectors with a comparatively low use of 
ICT; second, that there are still unsolved problems with regard to the compatibility of 
systems and standards. These considerations confirm the importance of interoperability 
for companies using e-business. 

 

Call for action to improve interoperability of ICT systems in the footwear 
industry 

A conclusion from the findings presented in this section is that the rather significant level 
of experienced interoperability challenges could be linked to the low deployment of e-
standards. If so, this calls for activities to amend the situation in order to encourage and 
facilitate e-business uptake among the industry. Projects aiming at enhancing 
interoperability for the exchange of computerised data should therefore be supported. 
Furthermore, efforts should continue to establish standards for product classification and 
to spread XML standards, since this could open up new possibilities for SMEs. 

In this context, it is important to ensure that the requirements of small firms are properly 
advocated, since these companies often do not have knowledge and resources to get 
involved in these activities. Moreover, in light of the challenging economic situation of the 
footwear industry, it is important to ensure that any activity is based on a long-term 
approach and on a strategic vision but is also able to bring short-term achievements. With 
this respect, particular efforts should be made on adequate implementation of 
interoperability in this industry. 

 

3.3.3 Use of Open Source Software 

The open source model 

Open source software (OSS) refers to computer software under an open source license. 
An open-source license is a copyright license for software that makes the source code 
available and allows for modification and redistribution without having to pay the original 
author. In the past years, the public awareness of OSS has grown steadily, with the 
operating system Linux (an alternative to proprietary operating systems such as 
Windows) being the best-known project. Besides Linux, other OSS such as the database 
mySQL or the Internet browser Firefox (a spin-off of the Mozilla browser) have achieved 
significant market shares. 

Policy makers are interested in monitoring OSS developments and the uptake among 
companies for several reasons. There is some debate and different views on whether the 
use of OSS based operating systems could possibly reduce ICT costs for SMEs, at least 
in the long run. Another aspect is whether OSS systems may help to "unlock" companies 
from specific ICT service providers in the future. 
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Deployment of Open Source Software 

Given this general interest on the issue by both policy and industry, companies were 
asked whether they used OSS, in operating systems, databases or browsers. Results for 
the footwear industry shows that use of OSS clearly increases by firms size, with 
considerable gaps between the small firms (with up to 49 employees) and the medium-
sized ones, and again between the medium and large ones. This is fully in line with 
findings of the e-Business Survey in 2005.  

In particular, operating systems (including Linux) based on OSS appear to be widely 
used by companies from the footwear industry. Among the large firms, more than 50% 
report that they have OSS operating systems in place. This figure, however, should be 
cautiously interpreted due to the low number of observations.  

Exhibit 3-11: Companies using Open Source Software 
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3.3.4 ICT security measures 

e-Business W@tch analysed security controls and other measures applied by European 
enterprises to counter security threats in its survey of 2005. Results, which were 
presented in a special report,37 indicated that basic components such as firewalls and 
secure servers – for those enterprises requiring these – already exhibited high levels of 
penetration. As a follow-up to this study on ICT security, questions on selected security 
measures which were of particular interest to policy were included in the e-Business 
Survey 2006 as well. 

Secure Server Technology and Firewall 

"Secure server technology" means that data exchange between computers is based on 
certain technical standards or protocols, for example "Secure Sockets Layer" (SSL). This 
is a commonly used protocol for managing the security of a message transmission on the 
internet. SSL has recently been succeeded by Transport Layer Security (TLS), which is 
based on SSL, but is still not widely used. TLS and SSL are not interoperable.38  

In the footwear industry, more than 15% of all firms reported using Secure Server 
Technology (see Exhibit 3-12). While figures for SMEs largely correspond to the average 
situation across the 10 sectors studied this year by e-Business W@tch, deployment 
among large firms appears to be significantly lower than in other sectors. Again, this 
result should be cautiously treated as it might only be due to the low number of 
observations for the specific size-band. 

Secure server technology is normally closely linked with e-commerce activity. In fact, 
deployment figures for footwear correspond in all size-bands very closely to the 
percentage of firms that say that they receive orders from customers online. This holds 
true for other sectors as well, with the exception of large firms; these use secure servers 
for other purposes than managing online sales to a larger extent than smaller companies. 

As can be expected, firewalls are widely used by companies from any of the 10 sectors 
studied; there is still a small gap, though, between the footwear industry and other 
sectors with respect to this rather basic security measure, particularly among smaller 
companies. On average among the 10 sectors, about 75% of small firms report the use of 
a firewall to protect their ICT systems from malicious mail and other forms of intrusion; in 
the footwear industry, only 55% do so, although 97% have internet access and are thus 
at risk.  

                                                   
37 See e-Business W@tch Special Study on ICT Security, e-Invoicing and e-Payment Activities in 

European Enterprises, September 2005. Available at www.ebusiness-watch.org ('resources'). 
38 Cf. Whatis.com (http://searchsecurity.techtarget.com) 

http://www.ebusiness-watch.org
http://searchsecurity.techtarget.com
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Exhibit 3-12: Use ICT security measures used by enterprises 

 Secure Server 
Technology Firewall 

Digital Signature or 
Public Key 

Infrastructure 
Weighting % of empl. % of firms % of empl. % of firms % of empl. % of firms 

Footwear (EU-10) 21 16 64 50 25 16 
Micro (1-9 empl.)   15   47   13 
Small (10-49 empl.)   18   55   23 
Medium (50-249 empl.)   30   78   30 
Large (250+ empl.)   22*  79*  44* 
             
All 10 sectors (EU-10) 36 20 78 62 21 15 
Micro (1-9 empl.)  16  13  56 
Small (10-49 empl.)  23  17  73 
Medium (50-249 empl.)  36  25  84 
Large (250+ empl.)  64  39  94 
       

    
Base (100%) firms using computers firms using computers firms using computers 

N (for sector, EU-10) 769 769 769 
Questionnaire reference G9a G9c G9b 

* Data only indicative due to low number of observations (N ~ 25). 

Source: e-Business W@tch (Survey 2006) 

Digital signature 

An e-signature is electronic information attached to or associated with a contract or 
another message used as the legal equivalent to a written signature. Electronic signature 
is often used to mean either a signature imputed to a text via electronic means, or 
cryptographic means to add non-repudiation and message integrity features to a 
document. Digital signature usually refers specifically to a cryptographic signature, 
either on a document, or on a lower-level data structure. The rationale for measuring the 
adoption of digital signatures is that it is an important step for the integration of business 
processes between different enterprises, specifically for the legal recognition of 
documents sent electronically, as is the case of invoices.39 

In 2005, e-Business W@tch had asked companies whether they had "rules that specify 
the use of digital signature or Public Key Infrastructure", as part of a question on the use 
of ICT security measures. In total, about 11% of firms (accounting for 20% of employ-
ment) reported that they had such rules. Figures in 2006 appear to be slightly higher; the 
adoption of e-invoicing may be a key driver here. In the footwear industry, 16% of firms 
reported the use of digital signature / public key infrastructure (see Exhibit 3-12). The use 
increases almost linearly with company size. 30% of medium-sized companies and nearly 
45% of large firms said that they use digital signature. Figures are similar to the average 
of the 10 sectors studied this year. 

                                                   
39 To this end, in 1999, the European Union issued the Electronic Signature Directive. 
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In general, the rather low levels of deployment of digital signature / public key 
infrastructure could represent an obstacle in the evolution of interoperable solutions for 
many e-business processes, particularly those with strong contractual content such as 
the transfer and agreement of large liabilities. 

Data about adoption and usage of security measures, including digital signature, are 
consistent with the overall ICT picture in this industry. ICT is not so pervasive and online 
activities with business partners are not so common as they are in other sectors. 
Therefore, footwear firms have not adopted security measures because they may –
simply- not need them. On the other hand, the lack of security measures is a potential 
barrier toward broader adoption of e-business practices in this sector.  
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3.4 Internal and External e-Integration of Processes  

The use of ICT and e-business to support and optimise intra-firm processes has become 
increasingly important, particularly in manufacturing. By digitisation of formerly paper-
based processes, information and documents related to incoming or outgoing orders 
can be seamlessly processed along the company's value chain; orders can be linked 
with production and inventory management, and the underlying software systems support 
controlling and management by enabling full transparency of all business processes. 
Furthermore, collaborative processes within and between companies are supported, 
such as information sharing among employees (for example by use of an intranet), 
planning and demand forecast, organising and archiving documents, and human 
resources management. In general, ICT applications for these purposes are 
predominantly used by large companies initially and eventually by medium-sized firms. 

3.4.1 Use of software systems for internal process integration 

In the footwear industry, only about one in ten companies uses an intranet, which can be 
a useful platform for the secure exchange of information within a company and, possibly, 
the implementation of internal training programmes. This is only about half as much as on 
average in the 10 sectors studied this year by e-Business W@tch (see Exhibit 3-13). It is 
also a lower figure than was reported for the textile industry in 2005 (17% of firms, 45% 
by employment).  

Exhibit 3-13: Use of ICT systems for internal process integration 

 
Intranet Accounting 

software ERP system 
Document 

Management 
system 

Weighting % of 
empl. 

% of 
firms 

% of 
empl. 

% of 
firms 

% of 
empl. 

% of 
firms 

% of 
empl. 

% of 
firms 

Footwear (EU-10) 27 11 69 58 23 7 12 11 
Micro (1-9 empl.)   8   53   5   10 
Small (10-49 empl.)   18   75   12   14 
Medium (50-249 empl.)   42   71   34   13 
Large (250+ empl.)  45*  88*  40*  5* 
                 
All 10 sectors (EU-10) 42 23 70 57 19 11 19 13 
Micro (1-9 empl.)  19  50  7  11 
Small (10-49 empl.)  28  70  16  13 
Medium (50-249 empl.)  43  85  25  19 
Large (250+ empl.)  76  88  45  42 
         

Base (100%) firms using 
computers 

firms that do not 
use ERP systems 

firms using 
computers 

firms using 
computers 

N (for sector, EU-10) 769 663 769 769 
Questionnaire reference D1a D1e D1d D1c 

* Data only indicative due to low number of observations (N ~ 25). 

Source: e-Business W@tch (Survey 2006) 
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Enterprise Resource Planning (ERP) systems are software systems that help to 
integrate and cover all major business activities within a company, including product 
planning, parts purchasing, inventory management, order tracking, human resources, 
projects management, and finance. Ideally, they link business processes electronically 
across different business functions and thus help to improve efficiency in operating those 
processes. In addition, ERP systems can play an important role for supporting the 
connectivity between enterprises. For manufacturing companies, ERP systems are an 
important "hub" for much of their e-business activities with other companies.  
 
The deployment of ERP systems in 
the footwear industry is considerably 
lower than in other manufacturing 
industries. Particularly among the 
medium-sized and large footwear 
companies, the installed base is low. 
This could hamper advanced forms 
of B2B integration, for example for 
processing orders, delivery notes and 
invoices.  

This finding raises some question 
marks, as it is not intuitively clear why 
ERP should be less relevant for foot-
wear companies than for other manu-
facturing firms.  

Exhibit 3-14: Companies with an ERP system 
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Source: e-Business W@tch (Survey 2006) 

In fact, case studies conducted for this report indicate that ERP applications are used by 
companies and bring relevant advantages (see case studies about Atomic and Shoe-D-
Vision in Sections 4.1 and 4.2, respectively). Other companies, however, highlighted that 
standard solutions may be too expensive and not tailored to the company’s specific 
needs (see case study on Alpina, in Section 4.2), or that the legacy system does not 
allow for the integration of standard solutions and imposes the adoption of ad hoc ones 
(see the Moreschi case study in Section 4.2). 

In the e-Business Survey (2006), e-Business W@tch asked those companies that do not 
use an ERP system whether they used any special accounting software (other than just 
spreadsheet calculation programmes, such as MS Excel). In smaller companies, 
accounting software typically substitutes the functionality of ERP software in larger firms, 
although on a much simpler level and with a lower potential for automating order-related 
document flows. Here, in contrast to the findings for ERP, the picture for the footwear 
industry is very similar to the one for the other sectors studied this year by the e-Business 
W@tch: except for micro enterprises, the majority of firms in footwear -as in all other 
studied sectors- reported using some type of accounting software – about 60% of firms 
representing about 70% of employment (see Exhibit 3-13). Focusing on SMEs in the 
footwear industry, this leaves about 5-8% of SMEs with neither an ERP system nor 
accounting software. One could assume that it would be difficult for these companies to 
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manage their financial and accounting processes, unless they have arrangements with 
external professionals to help them in financial management, reporting and governance.  

Special software systems for document management are rarely used in the footwear 
industry, as in most other sectors studied by the e-Business W@tch. These software 
systems are typically used to archive and manage documents of all types in digital 
format. This might be highly relevant in the insurance industry (management of insurance 
policies), for example, but much less important in craft and trade industries, such as 
footwear.  

 

3.4.2 Use of ICT for cooperative and collaborative business processes 

The supply chain in the footwear industry is quite complex and involves a number of 
discrete activities that are increasingly organised in integrated production networks (see 
Section 4.1). ICT tools can support the cooperation of companies within these networks.  

The current deployment of such tools for online cooperation and collaboration40 in the 
footwear industry is not spectacular. About 10% of all firms say they use online tools for 
collaborative design ("e-design") with other companies. In most other manufacturing 
sectors, the figure is quite similar for small companies, but higher for the larger firms. 
Therefore, adoption is higher on average in the 10 sectors (15%, and up to 25% in some 
manufacturing sectors) if figures are weighted by employment (see Exhibit 3-15).  

There is some doubt, however, whether collaborative e-design activities are really so 
widely diffused in various industries. In fact, it would be quite difficult to draw a clear 
borderline as to which software applications and which practices are included or not. 
Figures should therefore be used indicatively for these applications. Collaborative 
forecasting of demand is another example. There are quite sophisticated tools for 
calculating demand, determining the amount and time of production and, thus, the 
demand for various inputs (supply goods), storage capacity and other services. Figures 
for the adoption of related systems in the footwear industry are similar to those for 
collaborative design. For all the applications illustrated in Exhibit 3-15, the use is higher 
among larger firms. 

                                                   
40 "Cooperation" means splitting a common, centrally managed task into sub-tasks which are 

performed by different partners of the cooperation. "Collaboration" means that several partners 
work together on the same task at the same time. 



  Footwear 

52 

Exhibit 3-15: Online cooperation and collaboration within the value system 

 Share 
documents in 
collaborative 
work space  

Manage 
capacity / 
inventory 

online 

Collaborative 
design 

processes 

Collaborative 
forecasting of 

demand 

Weighting % of 
empl. 

% of 
firms 

% of 
empl. 

% of 
firms 

% of 
empl. 

% of 
firms 

% of 
empl. 

% of 
firms 

Footwear (EU-10) 18 12 17 9 11 10 11 11 
Micro (1-9 empl.)  10  8  11  13 
Small (10-49 empl.)  15  10  6  6 
Medium (50-249 empl.)  23  22  12  13 
Large (250+ empl.)  20*  25*  17*  19* 
         
All 10 sectors (EU-10) 27 14 22 10 15 7 20 11 
Micro (1-9 empl.)  10  8  5  10 
Small (10-49 empl.)  19  14  8  13 
Medium (50-249 empl.)  31  21  13  19 
Large (250+ empl.)  47  41  25  41 
         

Base (100%) firms with internet access 
N (for sector, EU-10) 719 719 719 719 

Questionnaire reference D5a D5e D5d D5c 
* Data only indicative due to low number of observations (N ~ 25). 

Source: e-Business W@tch (Survey 2006) 

 

3.4.3 Deployment of e-invoicing 

In the e-Business Survey 2006, special attention was paid to the issue of electronic 
invoicing (e-invoicing). e-Invoicing is a computer-mediated transaction between a seller / 
biller (invoicing entity) and a buyer / payer (receiving entity), which replaces traditional 
paper-based invoicing processes. In e-invoicing, the invoice is electronically generated 
and sent by the biller and electronically received, processed and archived by the payer. In 
practice, e-invoicing typically goes hand in hand with making payments electronically.41  

It is widely recognised that the use of e-invoicing promises rather easy-to-achieve cost 
savings for both parties involved (invoicing entity and receiving entity), because 
processing invoices in a standardised, electronic format can be accomplished much 
faster compared to the often cumbersome handling of printed invoices. The cost saving 
potential obviously depends on the number of invoices that have to be processed; 
companies and sectors differ widely in this respect. 

                                                   
41 For more background information on e-invoicing activities of enterprises, see e-Business 

W@tch Special Report "ICT Security, e-Invoicing and e-Payment Activities in European 
Enterprises" (September 2005). Available at www.ebusiness-watch.org ('resources'). 

http://www.ebusiness-watch.org
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Current state of adoption 

e-Invoicing can either be accomplished in a web-based environment, or processes can 
be integrated with the ERP system of a company. ERP-based systems (which are used in 
B2B e-invoicing) promise the highest cost-saving potential for companies. The low 
installed base of ERP systems in the footwear industry could, thus, hamper the adoption 
of e-invoicing. 

In fact, evidence from the survey confirms this assumption. Results show that e-invoicing 
is not used as much as in other sectors. In the footwear industry, firms representing about 
10% of employment reported sending e-invoices (to customers in the public sector and / 
or in the private sectors), and 17% said that they receive e-invoices from suppliers (see 
Exhibit 3-16). On average among the 10 sectors, it is about 20% of firms (by 
employment) that send and receive e-invoices. Both for sending and for receiving e-
invoices, the footwear industry is the one with the lowest adoption level out of all 10 
sectors surveyed in 2006.  

Exhibit 3-16: Adoption of e-invoicing: percentage of firms ... 
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Source: e-Business W@tch (Survey 2006) 

When only looking at those companies that actually use e-invoicing, the average share 
of e-invoices (measured as % of a company's total invoices sent or received) is very 
similar to the average figure for the total of the 10 sectors. On average, users reported 
that about one in five invoices sent electronically is an e-invoice, and about one in 10 
invoices received (see Exhibit 3-17). The difference is plausible, as many of the smaller 
companies start with issuing and sending e-invoices; this can be done in a web-based 
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environment, often supported by their bank or other financial institutions, or by adding a 
module to the accounting software, similarly as for online banking. Adapting existing 
software systems for receiving invoices electronically can be more complicated.  
Interoperability issues can also be an important challenge for payment and procurement 
processes (see Exhibit 3-10). 

Exhibit 3-17: Share of e-invoices as % of total invoices 
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Source: e-Business W@tch (Survey 2006) 

In summary, the survey data indicate that the footwear industry has not adopted on large 
scale ICT tools and applications that support advanced forms of B2B integration (e.g. 
ERP or e-invoicing). The considerably low share of large companies that have installed 
such solutions – even considering the limited number of observations in this specific size 
band – calls for a deep reflection about the reasons why. The topic of low adoption of 
B2B integration forms is fully analysed in Section 3-9.  

However, it is important to highlight that firms from this industry do not differ substantially 
from their counterparts in other sectors when it comes to adopting simpler forms of ICT 
tools (e.g. accounting software) which may be more suitable to their needs. The currently 
difficult economic situation and the fact that trading relations in this sector do not require 
particularly advanced solutions also account for the cautious attitude of most of footwear 
manufacturers towards ICT use.  

According to the experiences reported in case studies conducted for this report, the size 
of the firm (see the case study about Atomic in Section 4.1) and the degree of integration 
with a large and directly controlled distribution network (see case study on Shoe-D-Vision 
in Section 4.2) are the major drivers towards adoption. The expected benefits, however, 
may not be sufficient to counterbalance costs for customising existing solutions or 
developing ad hoc ones. 

 



Footwear   

55 

3.5 e-Procurement and Supply Chain Management 

Efficient management of procurement is a fundamental activity along a sector value 
chain, which is quite complex and fragmented as in the footwear industry. Due to a 
relatively large number of transactions, even slight improvements in this domain can 
produce significant overall cost savings. Online procurement can be carried out 
regardless of a real integration of systems with suppliers, for instance by making orders 
from a supplier's website. It is often the first step towards a more comprehensive and 
integrated use of ICT in business processes.  

Inputs that can be sourced and procured from suppliers online are mainly raw materials in 
this industry, the main one being leather. But footwear is a diverse industry which is 
increasingly using alternative materials to leather (for example textiles, plastics and 
rubber), particularly for product segments addressing the youngest and for casual & 
leisure segments in general. Ready made components are also needed, e.g. zips and 
buttons, but also special parts for manufacturing specialised products, such as 
snowboard boots and protective footwear.  

Similarly as in the textile and clothing industry, the physical characteristics of many of 
these products and the quality control of features of the exchanged goods are of utmost 
importance. This can be a barrier to the full deployment of e-procurement schemes as in 
other sectors in which supply goods are more standardized (e.g. in the chemical 
industry), unless commonly agreed standards for product quality and classification have 
been fixed. 

 

3.5.1 B2B online trading: companies placing orders online  

Online orders and the average share of e-procurement 

Close to a third of all firms active in the footwear industry in the EU-10 said that they 
place orders to suppliers online.42 The incidence is slightly higher for medium-sized and 
large firms than for small ones (see Exhibit 3-18). However, it is obvious that online 
sourcing and procurement arrives in this industry with a delay. The current level of 
adoption is significantly lower than in any of the other nine sectors studied. Particularly in 
other manufacturing industries, especially among the larger firms, adoption rates tend to 
be much higher than in the footwear industry.  

In previous surveys, the relatively high adoption rates of online purchasing/ordering 
always had to be qualified in terms of the share of e-procurement as percent of the total 
procurement volume.43 A significant percentage of firms that purchased online said that 

                                                   
42 Note that the underlying question in the e-Business Survey 2006 was changed compared to 

previous years. In 2006, companies where asked whether they "use the internet or other 
computer-mediated networks to place orders for goods or services online". In previous surveys, 
the question was whether they "use the internet or other computer-mediated networks to 
purchase goods or services online". Thus, a direct comparison of figures, e.g. with those for the 
textile industry in 2005, is not recommended. 

43 Companies are asked to estimate how large a share of their total purchases (2003, 2005) / 
orders (2006) is conducted online.  
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these purchases account for less than 5% of their total procurement. Obviously, many 
companies only occasionally ordered products or services from suppliers online (e.g. for 
office supplies), rather than practising e-procurement in a regular and systematic way.  

In the footwear industry, a vast majority of about 85% of those companies that reported 
placing orders online said that these orders account for up to 25% of their total 
procurement (see Exhibit 3-18). In other sectors, the relative share of e-procurement is 
somewhat higher on average. This applies particularly in ICT related sectors, but also in 
shipbuilding and tourism, where more than quarter of those companies that procure 
online said that this activity accounts for more than 25% of their total orders. 

Exhibit 3-18: Companies ordering supply goods online 

 Place orders 
online 

Place up to 
25% of their 

orders online 

Place more 
than 25% of 

orders online 

Use specific 
ICT solutions 
for e-sourcing 

Weighting % of 
empl. 

% of 
firms 

% of 
empl. 

% of 
firms 

% of 
empl. 

% of 
firms 

% of 
empl. 

% of 
firms 

Footwear (EU-10) 35 29 83 87 17 13 9 5 
Micro (1-9 empl.)   30   88   12   5 
Small (10-49 empl.)   23   86   14   6 
Medium (50-249 empl.)   47   82   18   13 
Large (250+ empl.) *   42*   71*   29*   6* 
                 
All 10 sectors (EU-10) 57 48 74 75 26 25 16 9 
Micro (1-9 empl.)  44  73  27  7 
Small (10-49 empl.)  54  80  20  10 
Medium (50-249 empl.)  60  76  24  16 
Large (250+ empl.)  68  75  25  29 
         
Food & beverages 54 39 86 91 14 9 14 5 
Footwear 35 29 83 87 17 13 9 5 
Pulp & paper 59 49 81 75 19 25 14 8 
ICT manufacturing 72 69 67 49 33 51 20 10 
Consumer electronics 70 71 60 47 40 53 16 9 
Shipbuilding & repair 62 53 78 69 22 31 18 12 
Construction 53 51 74 72 26 28 12 6 
Tourism 60 39 77 72 23 28 20 12 
Telecommunication 78 77 54 49 46 51 26 12 
Hospitals activities 67 67 71 73 29 27 19 12 

Base (100%) firms using 
computers 

firms placing 
orders online 

firms placing 
orders online 

firms using 
computers 

N (for sector, EU-10) 769 283 283 769 
Questionnaire reference E1 E3 E3 E7 

* Data only indicative due to low number of observations (N ~ 25-50).  

Source: e-Business W@tch (Survey 2006) 
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Main type of supply goods ordered online  

Online sourcing and procurement can relate to different types of inputs. These include 
MRO goods,44 raw materials, intermediary products and services. As indicated in the 
introduction to this section, the survey confirms that raw materials (such as leather and 
plastics) have the highest importance for footwear companies in their e-procurement 
activities. Indeed, a relative majority of firms (37%) that place orders online said that 
these orders are mainly for raw materials (see Exhibit 3-21); among small and micro 
firms, about 50% reported that their e-procurement is mainly for raw materials.  

This differs by sector; on average in the 10 sectors studied this year by the e-Business 
W@tch, a majority of firms (37%) said that the type of inputs procured online is "mixed", 
while only 22% responded that raw materials are the main category. This attitude is in 
contrast with the observed behaviour on average across all sectors studied this year, 
where more emphasis seems to be placed on MRO goods and services. This difference 
could indicate that, where needed and when economically justified, footwear firms also 
exploit ICT advantages. 

Exhibit 3-19: Main type of supply goods ordered online 
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from the size-band. Questionnaire reference: E4  

Source: e-Business W@tch (Survey 2006) 

                                                   
44 MRO goods are maintenance, repair, and operating supplies. This category typically includes 

office supplies and diverse other items which are not materials or components directly used for 
the products or services which a company produces.  
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Use of ICT for e-procurement processes 

As in 2005, e-Business W@tch asked companies whether they "support the selection of 
suppliers or procurement processes by specific ICT solutions." The rationale for this 
question is to further test whether electronic procurement is in fact a systematic and 
digitally integrated process in a firm, or rather an occasional business activity without 
much significance for the overall business.  

In the footwear industry, only about 5% of firms (representing about 10% of sector 
employment) reported the use of specific software solutions or internet-based services for 
e-procurement (see Exhibit 3-18). This shows that there is a considerable gap between 
the percentage of companies placing at least some orders online (~30%) and those that 
use special software for doing so (~5%). It can be assumed that companies without such 
software place orders mainly through websites or extranets of suppliers, which does not 
require any special e-procurement system. The digital back-office integration of 
procurement related processes (all the way from ordering to the receipt of goods / 
services) is probably not in advanced state in these cases. 

Those companies which have procurement systems in place use tend to use them for 
several functions, mainly for finding suppliers in the market (53%), inviting suppliers to 
quote prices (50%) and for placing orders (56%). These findings are quite in line with the 
picture in most other sectors (see Exhibit 3-20). About one out of every five footwear 
companies with special ICT systems for procurement said that it runs online auctions 
among suppliers. This is a relatively higher incidence than in most other sectors (7% on 
average).  

Exhibit 3-20: Sourcing and procurement processes supported by specific ICT solutions 
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Location of suppliers 

Most footwear companies (about 75% in total) reported that they order online mainly from 
suppliers in their own country. This is in line with the respective average across all 
sectors studied this year by the e-Business W@tch. In contrast, companies in the 
footwear sector reported less e-trading than on average with regional suppliers and, 
most interestingly, substantially more than on average with mainly international suppliers 
(see Exhibit 3-21). 

In fact, 25% of all firms in this sector and about a third of the large footwear firms which 
replied to this question (the small number of observations, however, to be taken into 
consideration) said that they buy online mainly from international suppliers. This is 
almost double than the respective share in the all-sectors average. The globalisation of 
production and markets, which is deeply affecting this industry (see Section 2.2.2), 
appears as the most plausible reason to explain this finding. In this sense, the high 
number of transactions at the international level would also explain why, in this particular 
area, footwear companies are more active than the average of the other manufacturing 
firms studied this year. 

Exhibit 3-21: Main location of suppliers in e-procurement  
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Source: e-Business W@tch (Survey 2006) 

Impact of e-sourcing on supplier selection 

As in previous years, e-Business W@tch asked companies that use e-procurement 
whether this has had an impact on the selection of suppliers, i.e. whether the number of 
suppliers has increased, decreased or stayed the same due to their e-procurement 
strategy. A majority of companies from the footwear industry, as in most sectors, reports 
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that e-procurement is without an effect on the number of suppliers (about 70%). 20% 
said that the number has increased, probably because e-sourcing has helped them to 
find new suppliers in the market. Only about 10% of firms said that they have 
consolidated their supplier base by means of e-procurement.  

Exhibit 3-22: Impact of e-sourcing and e-procurement on the number of suppliers  
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Source: e-Business W@tch (Survey 2006) 

This finding is somewhat in conflict with the general observation that large firms which 
have established (or are establishing) sophisticated e-procurement schemes have the 
explicit target to streamline their supplier base. In this context, ICT empowers them to 
bundle procurement activities of different establishments or even branches in order to 
exploit economies of scale. However, previous sector studies by e-Business W@tch have 
already shown that it is hardly possible to support this evidence by data from the e-
Business Survey. The main reason is that supplier consolidation is a strategy which is 
mainly used by the largest firms; thus, results do not really show up in this SME-focused 
survey. However, effects have clearly an economic impact. 

Not only the adoption rate of e-procurement, but also the average share of goods ordered 
online is lower in the footwear industry than in most of the other sectors studied. For most 
companies in the footwear industry, online orders account for less than 25% of their total 
orders. e-Procurement is mainly used for raw materials. This picture suggests that 
footwear companies are – slowly – implementing online exchanges with their base of 
traditional suppliers (especially if these are third parties based abroad) rather than using 
the web for searching new ones or adopting new procurement practices. 
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3.5.2 e-Integrated supply chains: SCM, financial e-processes and ICT 
links with suppliers 

SCM – Supply chain management 

Supply chain management (SCM) software can help companies to match supply and 
demand through integrated and collaborative interaction tools. SCM provides an 
oversight of the flows of products/materials, information and finances, as they move in a 
process from supplier to manufacturer to wholesaler to retailer to consumer. SCM 
coordinates and integrates these flows both within and among companies. One of the key 
objectives of any effective SCM system is to reduce inventory (with the assumption that 
products are available when needed).45 

In the footwear industry, enterprises representing 14% of employment said that they have 
an SCM system (see Exhibit 3-23). Clearly, according to the survey findings, the use of 
SCM systems increases by firm size. While only about 10% of small firms said that they 
have adopted SCM, about 20% of medium-sized ones and 30% of large firms did so. The 
current deployment of SCM in the footwear industry is close to average when compared 
to the total of the 10 sectors surveyed by e-Business W@tch in 2006. A comparison with 
other manufacturing industries, shows that adoption among medium-sized and large firms 
is higher in sectors such as food and beverages, pulp and paper, and ICT manufacturing. 

Exhibit 3-23: Supply chain integration: use of SCM and ICT links with suppliers  
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Source: e-Business W@tch (Survey 2006) 

e-Business W@tch also asked companies whether their ICT system was linked to that of 
suppliers. Interestingly, only about half as many footwear firms reported ICT links with 
suppliers compared to the share of firms with an SCM system (see Exhibit 3-23). This is 

                                                   
45 Cf. www.mariosalexandrou.com/definition/scm.asp: "Definition of Supply Chain Management" 

http://www.mariosalexandrou.com/definition/scm.asp
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somewhat in contradiction to the idea of SCM where some form of linking ICT with 
suppliers can be regarded as prerequisite. A possible explanation, however, is that many 
companies have software for managing their inventory and supplies internally, without 
really integrating suppliers directly through the ICT system. Thus, they use a form of SCM 
which is not interactive between different companies but simply automates the internal 
flows of materials and information, while they use other means to communicate their 
demand to suppliers.  

Integration of financial processes in international trade 

A new question in 2006 was whether the financial processes in trading with international 
suppliers were mainly paper based, internally automated or externally automated. It is 
acknowledged that this question remains a bit vague, as the difference between 
"internally integrated" and "externally integrated" is rather tentative, and because a 
telephone interview situation does not allow to go into a lengthy discussion of these 
issues. Even so, it gives an idea of the back-office integration of financial processes in 
international business.  

Exhibit 3-24: Integration of financial processes in international e-trade 
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from the size-band. Questionnaire reference: E6 

Source: e-Business W@tch (Survey 2006) 
 

Results for the footwear industry show that paper-based processes still dominate 
financial flows among SMEs. Among those small firms which said that they actually 
conduct international trade, more than 50% replied that processes are "best described as 
paper-based" (see Exhibit 3-24), while among medium-sized enterprises, internally 
automated processes are wider diffused. External automation only exists among large 
enterprises (15%). It is interesting to note, however, that the percentage of firms from the 
footwear industry which reported “no international trading” activities is substantially 
lower than the respective all-sectors average. This confirms the discussion about 
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globalisation of the footwear industry (see Section 2.2.2), as well as the data presented in 
Exhibit 3-21 about the international dimension of procurement activities in this industry. 

In summary, the use of the e-procurement and relevant applications by companies in the 
footwear industry is substantially lower than in other sectors studied this year by the e-
Business W@tch. Footwear companies are – slowly – implementing online exchanges 
with their base of traditional suppliers (especially if these are third parties based abroad) 
rather than using the web for searching new ones or adopting new procurement 
practices. On the other hand, footwear companies appear to be quite active in using e-
business to manage international operations (see Exhibits 3-21 and 3-24). Moreover, 
they use e-business mainly for purchasing goods directly related to their production 
activities (see Exhibit 3-19). This confirms that, where needed and when economically 
justified, footwear firms also exploit ICT advantages. 

 

 

3.6 e-Marketing and Sales 

ICT, in particular the internet, can be used in various ways to support marketing activities, 
including the communication with customers, offering products for sale, and developing 
new marketing strategies. Footwear manufacturers typically do not sell directly to end 
consumers, but to intermediaries (wholesalers, retailers, chains). Although companies 
from this sector may recognise the potential of ICT for marketing and sales, the migration 
towards web-based sales activities has not really taken place. e-Commerce and related 
applications, such as customer relationship management (CRM), are not yet as widely 
diffused in footwear as in other sectors studied this year by e-Business W@tch. 
 

3.6.1 Companies receiving orders from customers online  

Online orders from customers 

About a quarter of all firms active in the footwear industry in the EU-10 enable customers 
to order products online. There is practically no difference between companies from 
different size-bands in this respect or between companies from this and the other 10 
sectors studied in 2006 (see Exhibit 3-25). At first sight, this appears to be quite a high 
figure. However, due to a change of the survey question from 2005 to 200646, results 
about online-selling are not directly comparable to the ones from the previous surveys, 
e.g. for the textile industry in 2005, where only 14% of firms reported online sales.  

                                                   
46 Note that the underlying question in the e-Business Survey 2006 was changed compared to 

previous years. In 2006, companies where asked whether they "allow customers to order goods 
or book services online from the website or through other computer-mediated networks". In 
previous surveys, the question was whether they "use the internet or other computer-mediated 
networks to sell goods or services online". Thus, a direct comparison of figures, e.g. with those 
for the textile industry in 2005, is not recommended. 
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Furthermore, findings are put into perspective by the relative share of customer orders 
received online (as percent of the total order volume).47 In the footwear industry, a vast 
majority of more than 85% of those companies that enable customers to order online say 
that these orders account for up to 25% of their total orders received (see Exhibit 3-25). 
Only about 15% said that they receive more than a quarter of their orders online. In other 
sectors studied this year, the percentage of companies where online orders account for 
more than 25% is somewhat higher on average.  

As in 2005, e-Business W@tch asked companies whether they "support marketing and 
sales processes by specific ICT solutions." The rationale for this question is to further test 
to what extent their e-commerce activities are digitally integrated, or whether they use 
rather "simple" forms of e-commerce, such as receiving orders by e-mail without any 
system integration of the related information and document flow.  

Exhibit 3-25: Companies receiving orders from customers online 

 Accept orders 
from 

customers 
online 

Receive up to 
25% of orders 

online 

Receive more 
than 25% of 

orders online 

Use specific 
ICT solutions 
for e-selling 

Weighting % of 
empl. 

% of 
firms 

% of 
empl. 

% of 
firms 

% of 
empl. 

% of 
firms 

% of 
empl. 

% of 
firms 

Footwear (EU-10) 25 23 86 88 14 12 8 5 
Micro (1-9 empl.)   23   87   13   5 
Small (10-49 empl.)   22   92   8   5 
Medium (50-249 empl.)   29   86   14   11 
Large (250+ empl.)   21*   (**)  (**)  (**) 
         
All 10 sectors (EU-10) 35 25 73 75 27 25 18 9 
Micro (1-9 empl.)  23  79  21  6 
Small (10-49 empl.)  26  76  24  12 
Medium (50-249 empl.)  29  75  25  16 
Large (250+ empl.)  26  74  26  27 
         

Base (100%) firms using 
computers 

firms accepting 
orders online 

firms accepting 
orders online 

firms using 
computers 

N (for sector, EU-10) 769 182 182 769 
Questionnaire reference F4 F6 F6 F10 

* Data only indicative due to low number of observations (N ~ 25). 
** Values not displayed because number of observations (N) is <20. 

Source: e-Business W@tch (Survey 2006) 

In the footwear industry, about 5% of firms (representing about 8% of the sector’s 
employment) reported the use of specific software solutions or internet-based services for 
their marketing and sales activities (see Exhibit 3-25). The same exhibit shows that there 
is a considerable gap between the percentage of these companies using specific 
solutions for e-selling and the percentage of those receiving at least some orders online. 
Moreover, the gap here is significant between the figures for footwear and the all-sectors 
average. Differences are even larger in terms of employment-weighted data, indicating 

                                                   
47 Companies were asked to estimate how large a share of their total sales to customers (in 2003, 

2005) or orders from customers (in 2006) is conducted online.  
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again the structural characteristics of this industry (i.e. a vast majority of micro, small and 
medium-sized firms) and the limited involvement of its larger firms in e-business 
(statistical limitations in this respect, however, to be taken into consideration).  
Those companies which have specific sales systems in place tend to use them mainly for 
publishing offers to customers (51%) and for enabling customers to place orders 
(60%). invite suppliers to quote prices (50%) and placing orders (56%). Answering calls 
for tenders is less common (about 30%), and only one in five companies with such 
systems also enables customers to actually pay the goods online, which they have 
ordered. The latter incidence shows how important it is to make a difference between the 
various phases in e-commerce transactions when analysing this topic. Enabling 
customers to place an online order is in many cases still separated from the payment of 
this order. Payment is then accomplished in traditional ways, e.g. by bank transfer upon 
receipt of an invoice for the respective order. These figures, however, need to be 
cautiously read due to the small number of observations (see Exhibit 3-26).  

Exhibit 3-26: Marketing and sales processes supported by specific ICT solutions 
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Base (100%): Companies using specific ICT solutions for marketing / sales. N (for sector, EU-10) = 54. 
Weighting: in % of firms. Questionnaire reference: F11 

Source: e-Business W@tch (Survey 2006) 

Location and type of customers placing online orders 

Most footwear companies reported that they receive online orders mainly from customers 
in their own country, while not being focused on their own region: about two thirds of 
those companies that accept online orders reported either regional or national 
customers as their main geographic e-commerce market (see Exhibit 3-27). About a 
third said that their orders were truly international, i.e. they receive orders mainly from an 
international customer base. Thus, the share of footwear firms selling online to an 
international market is higher than on average in the ten sectors studied (23%), while in 
other industries the regional focus in e-marketing and sales is much more pronounced. 
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Exhibit 3-27: Main location of customers that order online 
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Base (100%): Companies accepting orders online (without "don't know"). N (for sector, EU-10) = 179. 

Weighting: in % of firms. Questionnaire reference: F7 

Source: e-Business W@tch (Survey 2006) 

As can be expected, much of the e-commerce activity in the footwear is either focused on 
B2B or is mixed. 46% out of those companies that accept online orders said that these 
are mainly from other companies. 19% said that orders are mainly from consumers, 
which indicates that these manufacturers have a different business model in terms of 
sales channels, i.e. they sell shoes and related products directly to customers rather than 
going through wholesale and retail intermediaries. This would typically be footwear 
companies that operate their own retail outlets or chains (in the case of larger 
manufacturers) and use the e-commerce channel to support sales in outlets. However, 
there are quite different ways in how footwear manufacturers organise distribution, and 
how they cooperate with other players (e.g. retailers) in this context. For a more detailed 
discussion of the role of e-business in integration with distribution see Section 4.2. 

Exhibit 3-28: Main type of customers that order online (B2B / B2C / B2G)  
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Base (100%): Companies accepting orders online (without "don't know"). N (for sector, EU-10) = 183. 

Weighting: in % of firms. Questionnaire reference: F8 

Source: e-Business W@tch (Survey 2006) 

The picture for on-line orders mirrors what has been illustrated for on-line purchasing. 
Firms are mostly using the e-mail to receive orders. There is a shift from traditional to 
digital means but there is still very little digital integration of selling processes. 
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3.6.2 e-Integration of marketing processes: CRM and ICT links with 
customers 

An ICT application that can help companies to improve the distribution of their products is 
Customer Relationship Management (CRM) for business intelligence purposes, i.e. to 
collect and analyse information about markets and customers. CRM is a term that refers 
to a broad range of methodologies and software applications that help an enterprise 
manage customer relationships in an organized way. Normally, this will be based on 
some kind of database with systematic information about customers and the business 
record the company has with them. Ideally, this information will support management, 
salespeople, people providing service, and possibly the customers themselves in their 
tasks; for example by matching customer needs with product plans and offerings, and by 
reminding customers of service requirements. Three levels of application of CRM are 
commonly distinguished:48 

 Operational CRM: supporting front-office work by storing basic data on customers 
(e.g. addresses, track record of contacts); front-office will enter new data as part of 
their work; 

 Analytical CRM: analysis of data gathered through operational CRM in order to 
segment customers;  

 Collaborative CRM: facilitates interactions with customers through all channels 
(personal, letter, web, e-mail) and supports co-ordination of employee teams. 

In general, therefore, CRM systems help a company to systematically increase the 
knowledge about customers and their profitability, and to build and adapt marketing 
strategies on the basis of this intelligence. 

CRM is not diffused in the footwear industry as widely as in the other sectors, although 
the application as outlined above could be relevant for several enterprises in this sector. 
In 2006, about 10% of enterprises reported the use of CRM (see Exhibit 3-29). The gap 
between the small firms, on the one hand and the medium-sized and large ones on the 
other, is clear. CRM is mainly used by companies with at least 50-100 employees (as 
illustrated also by the case study on Shoe-D-Vision in Section 4.2). CRM software suites 
are quite expensive and require a lot of organisational preparatory work to be effectively 
introduced in a company; these are probably the main reasons for the lower adoption 
among smaller firms in footwear. Moreover, footwear firms are more engaged in B2B 
trading therefore may not need CRM solutions 

In other industries studied this year by the e-Business W@tch CRM is more widely 
diffused, at least among the larger companies – e.g. in ICT manufacturing (31%), 
consumer electronics (25%), and the pulp and paper industry (22%). In some service 
sectors, in particular, CRM is a key application for many of the larger companies, for 
example in telecommunication services (48%) and in the tourism industry (23%). 

                                                   
48 Cf. www.mariosalexandrou.com/definition/crm.asp: "CRM Definition" 

http://www.mariosalexandrou.com/definition/crm.asp
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Exhibit 3-29: Use of CRM and integration of ICT systems with customers 
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Source: e-Business W@tch (Survey 2006) 

e-Business W@tch also asked companies whether their ICT system is linked to that of 
customers. In contrast to the situation on the procurement side, where figures were 
different from those for SCM adoption, responses about ICT links with customers closely 
match CRM deployment in this industry. As for CRM, it is practically only the medium-
sized and large firms where ICT integration with customers seems to take place at a 
significant level. About 10% of medium-sized and 20% of large firms in footwear said that 
they have linked their system with customers. This need not be directly related with 
collaborative CRM. It is also possible, that these links are part of an integrated e-
commerce scheme between companies, e.g. via dedicated EDI connections. 

In summary, the picture of a more internationally oriented industry, which was already 
identified in Section 3.5, could be drawn from the findings on e-marketing and sales 
activities in the footwear industry. These findings also suggest that footwear companies 
are much more focused than their counterparts in other industries to simpler, probably 
cheaper, e-business solutions and tools. Furthermore, it appears that companies from 
this sector are engaging more in B2B rather than B2C trading activities. 
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3.7 ICT and Innovation  

The capability for innovation is very important for European footwear companies in 
order to face global competition and to keep their position in higher market segments, 
which rely on differentiation and quality. This can only be achieved by a large-scale 
deployment of leading-edge research results, a highly efficient process organisation and 
chain management, and a highly qualified work-force. It is largely recognised that both 
product and process innovation (e.g. automation, flexible re-organisation) are key 
instruments to support this strategy. In contrast, product segments which are dominated 
by mass production and do not require a high level of know-how and innovation will 
continue to be moved to countries with lower wages.  

This competitive scenario pushes companies towards using technologies to innovate 
products, to enhance quality and broaden applicability of materials. Process innovation 
is centred on production processes, such as automated and computer-based 
manufacturing systems, which can combine the low costs of mass production with 
product differentiation. In this context, e-Business W@tch asked companies in its 2006 
survey whether they had launched any new or substantially improved products or 
services during the 12 months prior to the interview, and if they had introduced new or 
significantly improved internal processes in the same period of time. Companies that 
indicated that they have introduced innovations were then asked about the role of ICT in 
their innovation activity.  

According to the survey results, 38% of footwear enterprises said that they had launched 
new (or improved) products in the previous year. These companies indicated that about a 
quarter of these product innovations had been directly related to or enabled by ICT (see 
Exhibit 3-30). Thus, the incidence of product innovation in the footwear industry is 
higher than on average in the ten sectors studied this year by the e-Business W@tch, but 
the role of ICT is less pronounced. This does not come as a surprise since it is easy to 
understand that ICT is more important for developing new products in ICT-related 
industries or service-oriented sectors than in manufacturing industries like footwear. 
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Exhibit 3-30: ICT and Innovation activity 

 Companies 
with new 
product 

innovation in 
2005 

Share of ICT-
enabled 
product 

innovations 

Companies 
with process 
innovation in 

2005 

Share of ICT-
enabled 
process 

innovations 

Weighting % of 
empl. 

% of 
firms 

% of 
empl. 

% of 
firms 

% of 
empl. 

% of 
firms 

% of 
empl. 

% of 
firms 

Footwear (EU-10) 43 38 26 24 24 18 59 43 
Micro (1-9 empl.)   35   25   17   38 
Small (10-49 empl.)   48   23   18   50 
Medium (50-249 empl.)   44   23   30   66 
Large (250+ empl.)   34*   (**)   36*   (**) 
                 
All 10 sectors (EU-10) 32 24 50 45 32 20 75 63 
Micro (1-9 empl.)  22  41  16  69 
Small (10-49 empl.)  25  42  25  57 
Medium (50-249 empl.)  33  45  38  71 
Large (250+ empl.)  48  49  53  81 
         

Base (100%) firms using 
computers 

firms with product 
innovation 

firms using 
computers 

firms with process 
innovation 

N (for sector, EU-10) 769 303 769 180 
Questionnaire reference I1 I2 I3 I4 

* Data only indicative due to low number of observations (N ~ 25). 
** Values not displayed because number of observations (N) is <20. 

Source: e-Business W@tch (Survey 2006) 

Exhibit 3-31: The role of ICT for product and process innovation 
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Base (100%): Companies using computers. N (for sector, EU-10) = 769. Weighting: in % of firms. Questionnaire 
reference: I1 – I4 

Source: e-Business W@tch (Survey 2006) 

On the other hand, the importance of ICT is much more pronounced for process 
innovation across the other sectors studied this year by the e-Business W@tch than in 
the footwear industry. In fact, about 18% of footwear companies (representing close to a 
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quarter of this sector’s employment) reported that they had introduced new processes in 
2005. This finding is almost in line with the all sectors’ average (20% in terms of firms) but 
again reveals the small share of large firms in footwear (the respective all sectors’ 
average is 32%).  

However, while more than 60% of those firms with process innovations across all studied 
sectors (representing about three quarters of employment) said that these innovations 
were ICT-linked, less than half in the footwear industry did so. This is remarkable 
because it has been a common finding for most sectors studied over the years by the e-
Business W@tch that ICT-induced innovation prevails with respect to other process 
innovations. Except for micro-enterprises, a share of 50-70% of those companies 
confirmed that these innovations were critically linked to ICT. Thus, the large number of 
small firms in this industry should explain these figures.  

In summary, the picture deriving from this year’s survey findings about innovation and 
ICT is that footwear companies are innovating, especially in terms of products. However, 
there is still considerable potential that they can exploit in terms of introducing ICT-
induced innovative processes, notably the smaller amongst them.49 

 

 

 

3.8 Drivers and Inhibitors for the Uptake of e-Business  

3.8.1 Drivers of e-business adoption 

Those companies that confirmed that e-business constitutes "a significant part" or "some 
part" of the way they operate were then asked to indicate important reasons for starting 
their e-business activity. Four main reasons were suggested, in order to see whether it 
was more a reaction to pressure from outside (from customers or suppliers), or whether 
companies saw an opportunity to gain competitive advantage.  

Replies show that all reasons are perceived as relevant, with customers' expectations 
and the opportunity to gain competitive advantage being seen as the most important ones 
(see Exhibit 3-32), like in most sectors. In fact, this can be confirmed for several emerging 
ICT applications, e.g. for RFID50. Imitative behaviour ("…because competitors do it…") is 
also relevant in the footwear industry. 54% of e-business practitioners said that this was 
an important reason – but ranks lower than the two main reasons mentioned for this 
sector as also in comparison to the all-sectors average.  

                                                   
49 For more information about e-business and innovation, see e-Business W@tch special report 

(2006) about “the role of new companies in e-business innovation and diffusion”, available at 
www.ebusiness-watch.org ('resources'). 

50 See e-Business W@tch sector studies (2006) on the Food & Beverages and the Pulp & Paper 
industries, both showing that the implementation of RFID is often made in response to 
respective demand from customers (e.g. from large retail chains). 

http://www.ebusiness-watch.org
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Exhibit 3-32: Drivers of e-business adoption - companies saying that “…” was an important 
reason for starting e-business  
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Base (100%): Companies saying that e-business is a part of their operations. N (for sector, EU-10) = 376. Data 
for large firms only indicative, due to small number of observations. 

Weighting: in % of firms. Questionnaire reference: H2 

Source: e-Business W@tch (Survey 2006) 

 

3.8.2 Barriers to e-business adoption 

Companies saying that e-business does not play a role in their operations were asked to 
indicate important reasons why they do not practise e-business. The main reason why 
companies do not adopt e-business is that they feel their size is too small to take 
benefits (see Exhibit 3-33). This perception is common across all sectors. In footwear, 
however, about 80% of micro and small companies, but also a significant share of 
medium-sized firms, said that this was an "important reason". This reflects the perception 
of e-business as a mean to automate processes and save costs in production processes 
of large companies rather than as a way to redesign activities, improve competitive 
positioning and gain visibility over the value chain.  

The cost, complexity and compatibility of technology appear also as major hurdles to 
the adoption of e-business in footwear companies. Interestingly, complexity is perceived 
as being equally important across by all of them, independently of their size.  



Footwear   

73 

There is clearly a case for solutions addressing sector-specific needs. One of the 
historic problems with commercial software in this sector is that software did not provide 
an acceptable solution for linking products which are, in fact, variants of the same style or 
model. Footwear, like clothing, has a hierarchy of products where styles are available in a 
variety of colours which, in turn, are available in a variety of sizes. For this reason, many 
larger footwear companies developed bespoke applications (such as ERP). In recent 
years, software solutions which address this problem have become available. Often, the 
software has been created for the textile sector and then the vendor realises that the 
solution can be used in footwear with little or no adaptation.  

Types of software packages which need the style-variants solution are typically ERP 
systems, while software packages with footwear-specific requirements are CAD/CAM 
packages. Applications that can be used off-the-shelf are CRM and EDI. Software for the 
footwear sector is marketed by several suppliers in the European market, including:  

 ERP solutions are supplied, among others, by CPA51 (Germany), Prima Solutions 
(UK) 52; 

  CAD systems are supplied, among others, by Delcam53 (UK), Shoemaster54 (UK), 
Lectra55 (France), Inescop56 (Spain); 

 Software retailers include, among others Pulse57 (UK), Siller (Germany), SRCI 
(France), Teeb (Germany), Shoeplatza (The Netherlands).  

Although sector-specific solutions are available on the market, a substantial number of 
interviewees from this industry complained about the cost, complexity and compatibility of 
technology, as well as about the lack of reliable IT providers (both in the survey, see 
Exhibit 3-33, and in the case studies, see Section 4.2). This may indicate either a lack of 
information or it may suggest that the solutions proposed are not –yet- as suitable as they 
claim to be. 

Security and legal issues are perceived as a barrier mainly by larger footwear companies 
(about 40% of large firms anticipate problems in this area, compared to about 20-25% of 
the sector’s SMEs). At the aggregate level, however, no major differences are observed 
between footwear and the other sectors studied by the e-Business W@tch in 2006. 

In summary, therefore, companies that do not practice e-business see two main barriers 
that prevent them from doing so: they feel that their company is "too small" for doing e-
business, and that they cannot afford the required technologies. This indicates that there 
is a need for e-business solutions for SMEs, addressing sector-specific needs. 

                                                   
51 www.cpa.de 
52 www.primasolutions.co.uk/ 
53 www.delcam.com/ 
54 www.shoemaster.co.uk 
55 www.lectra.com 
56 www.inescop.es (see also the case study in section 4.1.2 of this report) 
57 www.pulsesoftware.co.uk 

http://www.cpa.de
http://www.primasolutions.co.uk/
http://www.delcam.com/
http://www.shoemaster.co.uk
http://www.lectra.com
http://www.inescop.es
http://www.pulsesoftware.co.uk
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Exhibit 3-33: Barriers to e-business adoption as perceived by companies 
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Base (100%): Companies saying that e-business 
does not play a role in their operations.  
N (for sector, EU-10) = 374 
(Note: Data for large firms only indicative due to the 
very low number of observations) 
Weighting: Totals (for the sector and for all 10 
sectors) are weighted by employment and should be 
read as "enterprises comprising …% of employment 
in the sector(s)". Figures for size-bands are in % of 
enterprises from the size-band 

Source: e-Business W@tch (Survey 2006) 
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3.9 Summary 

3.9.1 Main findings for the footwear industry: limited ICT adoption 

Among the ten sectors studied by e-Business W@tch in 2006, the footwear industry is 
probably the one with the lowest overall use of ICT and e-business (see "e-Business 
Index 2006", following page). Findings reveal that ICT use in this sector relies on less 
standardised practices and, perhaps more importantly, that most of the sector’s 
companies do not see ICT as a priority. What is also striking is the rather low level of e-
business activity among the larger footwear companies. Although the survey results for 
this size-band can only be indicative,58 the overall picture that emerges is quite clear: in 
footwear industry e-business is adopted at a lower extent than in the other sectors 
analysed. Since large firms appear not to be driving the development in the same way as 
in other industries, the question arises how ICT uptake could be accelerated in this 
sector. This concern is reinforced by the observation that not even distribution is a driver 
to ICT adoption, contrary to what is observed in other sectors analysed by e-Business 
Watch (e.g. Food & Beverages). 

There are structural reasons explaining the limited ICT adoption, such as the high 
prevalence of small companies, many of which have characteristics of traditional craft & 
trade companies with a low propensity toward ICT. There are also reasons related to the 
current economic situation. Competition from low cost countries, globalisation and 
changes in the distribution system are putting pressure on margins and are forcing the 
sector as a whole and its companies as individual entities to focus their strategies on new 
competitive challenges and often on their own survival (see Section 2.2.2 of this report).  

Interestingly, however, findings presented in this chapter also suggest that footwear firms 
do not differ from their counterparts in other industries when simple forms of ICT and e-
business, such as accounting software, do suit their needs, size and financial capabilities. 
There is also evidence that the average ICT budget of a company from the footwear 
industry is practically aligned with the respective all- sectors average. Furthermore, on 
the basis of the same findings, companies from this sector are engaging more in B2B 
rather than B2C trading activities, while focussing more on international e-trading 
activities than their counterparts in other sectors studied this year by e-Business W@tch. 
What is even more important is the identified positive attitude of footwear firms towards 
innovation, especially in terms of products. There is, though, still considerable potential 
that footwear companies can exploit in terms of introducing ICT-induced innovative 
processes, notably the smaller amongst them. 

All these considerations, together with the finding (see Section 3.8 of this report) that cost 
and complexity of technology are perceived as major hurdles to the adoption of e-
business, call for specific, simpler and probably cheaper, e-business solutions 
addressed to small companies in general and in this industry in particular. 

                                                   
58 Only few interviews (N=23) could be realised in the size-band of companies with 250 and more 

employees in the EU-10. Main reasons are the small population of large companies in this 
sector and the increasing incidence of refusals to participate in telephone interviews among 
large firms. 
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In summary, there are several indicators demonstrating on the one hand a "digital divide" 
between the footwear industry and other sectors studied this year by e-Business W@tch 
and, on the other, the potential of a “selective approach” of footwear firms towards e-
business: 
 

 Internet access at the workplace: On average, footwear firms are not different in 
this respect to companies from other sectors studied this year. However, 
significantly fewer individual workers in footwear companies have access to the 
internet at their workplace than in companies from these other industries. 

 Small base of ERP systems: The installed base of ERP (enterprise resource 
planning) systems, an important backbone for B2B integration and cooperation, is 
low in this sector. This is particularly the case among the medium-sized and large 
footwear companies, when compared to the average in other manufacturing 
industries. However, the survey indicates that footwear firms are adopting simple 
forms of ICT and e-business, such as accounting software, which suit their needs, 
size and financial capabilities. 

 Online procurement activity is much less developed in footwear than in any of the 
other nine sectors studied. Less than a third of footwear firms reported placing 
some orders for supplies online, compared to 50% on average in the 10 sectors 
studied this year by e-Business W@tch. On the other hand, footwear firms are 
quite active in e-procuring production materials in international trading.  

  Online marketing and sales appear to have gained momentum in footwear – the 
gap to other sectors is smaller in this area, also considering that B2B transactions 
prevail in this industry. Furthermore, also in this area, footwear firms appear to be 
more active at the international level than companies in other sectors studied this 
year. However, activity has probably not yet reached critical mass to trigger ICT 
uptake on a broad level.  

 Footwear firms are innovating, especially in terms of products where – not 
surprisingly – the role of ICT is not very pronounced. However, the importance of 
ICT is much less pronounced for process innovation in footwear than on average 
in the other sectors studied this year by e-Business W@tch. This indicates that 
there is still considerable potential for footwear firms, notably the smaller amongst 
them, to exploit ICT-enabled innovative processes. 

  Size and cost – the main barriers: Companies that do not practice e-business 
see two main barriers that prevent them from doing so: they feel that their company 
is "too small" for doing e-business and that they cannot afford the required 
technologies.  
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3.9.2 e-Business Index and Scoreboard 2006 59 

e-Business Scoreboard 2006 
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Component indicators 
 
A. ICT Networks 
A.1 Internet connectivity (index) 
A.2 LAN  
A.3 W-LAN 
A.4 Remote access to company network 

B. e-Integrated Business Processes 
B.1 Intranet  
B.2 ERP systems 
B.3 Online tracking of production time 
B.4 e-Invoicing 

C. e-Sourcing and Procurement 
C.1 Firms placing orders online 
C.2 Use of ICT systems for sourcing 
C.3 ICT system linked with suppliers 
C.4 Online inventory management  

D. e-Marketing and Sales 
D.1 CRM use 
D.2 Firms accepting orders online 
D.3 Use of ICT systems for marketing/sales 
D.4 ICT system linked with customers 

 
e-Business Index 2006  

(based on 16 component indicators of the Scoreboard)  

based on data in % of firms 
(emphasizes activity in smaller companies) 

based on employment-weighted data 
(places a higher weight on activity in larger firms) 
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(*) The index for the hospital sector is not fully comparable to the other industries, as there are only few micro and small 
organisations in this sector. Thus, the apparently more intensive use of ICT is largely an artefact of the specific structure of 
this sector. When comparing only the large enterprises and organisations, hospitals would not be within the top rank.  

Source: e-Business W@tch (Survey 2006) 

                                                   
59 See Methodology Annex for information about the structure and computation of the scoreboard. 
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3.9.3 Reasons for slow ICT and e-business adoption 

The survey data on the diffusion of ICT, and on the drivers & barriers to adoption by firms 
in the footwear sector, confirm the relative implementation gaps which were already 
illustrated for the textile, clothing and footwear industries, as evidenced by the e-Business 
Survey 2004. The factors determining slow ICT and e-business adoption are numerous, 
complex and intertwined; they are results of the economic and competitive evolution over 
the past decades. A full and exhaustive explanation of the evolutionary pattern that 
determined such situation would exceed the scope of this analysis. Instead, this section 
aims at highlighting the main hurdles causing slow ICT and e-business adoption. On the 
basis of the various experiences from case studies presented in the following Chapter 4, 
it also sheds light on factors to better understand the “point of view” of footwear 
enterprises regarding the detected attitude. 

Use of ICT and e-business: lack of driving force 

The limited usage of ICT among footwear firms, even large ones, mirrors the main 
structural characteristic of this industry: the small average size of the vast majority of the 
companies. Moreover, all players along the entire value chain, from suppliers of parts and 
components to business customers, use less ICT, if compared to the average of 
manufacturing and service sectors studied by the e-Business W@tch in 2006. Not even 
distribution exerts a leading role in ICT adoption, in contrast to what happens in other 
sectors analysed by e-Business W@tch in 2006 (such as Food & Beverages). Despite 
awareness of the advantages brought by e-business, footwear firms partially innovate 
internally, demonstrate a hesitant attitude and do not have sufficient bargaining power to 
impose such innovation on their external business partners. 

As illustrated by Exhibit 3-32 about drivers of e-business adoption, the pressure from 
distribution chains is weaker in footwear than in other sectors. Being not forced to adopt 
and innovate their systems, companies in the footwear industry tend to rely on a very 
limited degree of computerisation. The process of incorporating e-business in everyday 
practice is also delayed by the diverse quality of access to ICT. Experiences from the 
case studies presented in Chapter 4 (see the ones on Moreschi and Alpina) confirm that 
independent retailers largely carry out their activities with very traditional means. 
Connectivity and on line integration with business partners are not yet a common 
requirements as they are in other sectors.  

In addition to these factors, competitive pressure and the difficult market situation are 
limiting the investment capability of footwear manufacturers. Many firms in this sector are 
more focused on other strategic concerns, if not on survival. 

e-Skills and the management factor 

The picture that emerges from the survey is that in the many micro and small companies 
of this sector, the usage of ICT equipment and the access to the internet are often limited 
to the owner and to a few key people. Hence, ICT skills are more of an issue on the 
managerial level, i.e. how to use e-business to support the company strategy. Knowledge 
and governance are not spread within companies and changing skills requirements and 
ICT skill gaps are not considered a key issue. This is clearly a hurdle for the adoption of 
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advanced solutions at company level and is a challenge for the competitive position of the 
industry as a whole. Hence, some policy interventions seem to be justified in this respect 
(see Section 5.2 of this report). 

Understanding and exploiting ICT and e-business potential:                 
still a long way off 

The survey illustrates that the potential of ICT as a working tool and as a means to 
achieve productivity gains is not fully exploited by footwear companies in Europe. Survey 
results about e-procurement, SCM and e-marketing depict a situation where ICT is being 
used as a way to automate existing flows and processes rather than to innovate working 
methods. This survey picture also suggests that footwear companies are -slowly- 
implementing on-line exchanges with their traditional suppliers (especially if based 
abroad) rather than using the web to search for new ones or adopting new online 
procurement practices. Similarly, although footwear firms are shifting from traditional to 
digital means, there is still very little digital integration of selling processes. 

However, this should not lead to a generic recommendation that ICT per se should be 
widely adopted. Sector firms are presently more focused on other concerns, such as 
fierce international competition, seasonal fluctuations and unstable demand. Moreover, 
there is consensus that the adoption and usage of ICT does not automatically translate 
into increased competitiveness60. In this context, the suggested path is to identify priority 
areas where efforts should be made to stimulate ICT adoption and, ultimately ICT-
enabled innovation, for example where ICT-supported processes could strengthen 
productivity and competitiveness. Priority areas may differ according to firm’s size and 
attitude. In micro and small firms, a suitable accounting software may be enough to 
improve companies’ performances. More advanced companies may, instead, benefit of 
the latest developments in areas such as:  

 Product Lifecycle Management (PLM), which is used to integrate departments 
and synchronise the extended enterprise, thus allowing faster time-to-market and 
improved ability to meet customers’ demand;  

  Business Analytics, i.e. sophisticated forms of business data analysis, such as 
tools for forecasting production and sales, which may help companies to get a 
more systematic understanding of business processes and their performance. 

Investment capability 

The lower-than-average adoption of ICT in this industry is linked to the limited investment 
capability of firms. The average small size has traditionally hampered investments of 
footwear firms. Fierce pressure on prices and margins has further reduced their 
capability. Nevertheless, results from the survey illustrate that, presently, footwear firms 
are fairly in line with the average of all sectors as regards current and planned 
investments in ICT. This applies whether it is estimated as a share of total costs or in 
absolute terms, within the same size bands. However, considering that micro and small 

                                                   
60 See e-Business W@tch Special Impact Study on ICT Impact on Corporate Performance, 

Productivity and Employment Dynamics, (2006) - available at www.ebusiness-watch.org 
('resources').  

http://www.ebusiness-watch.org
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companies account for more than 95% of total companies61 and the fact the larger 
companies are the most reluctant to spending, the sector overall is not likely to accelerate 
the pace towards e-business integration and the gap versus other sectors is likely to 
remain unchanged if not increase. 

The constraint of technology complexity for SMEs 

Footwear companies interviewed in the 2006 e-Business Survey indicated that the 
complexity of technology is a major hurdle to their adopting e-business tools and 
applications (see Exhibit 3-33). This is an issue of equal importance across all the 
sector’s size bands. Experiences from case studies presented in Chapter 4 are varied: 
the ones on INESCOP and SHOE D-Vision indicate that even small companies (the 
associate members) can successfully adopt e-business practices if user-friendly and low 
cost solutions are available. On the other hand, the Alpina and Moreschi case studies 
show that some companies cannot easily find standard solutions for e-business 
integration with the distribution network.  

Although it is not possible to draw a general conclusion on the basis of few case studies, 
there is evidence that the size of the firm (Atomic) and the degree of integration with a 
large and directly controlled distribution network (Shoe-D-Vision) may be major drivers 
towards e-business adoption. The expected benefits, however, may not be sufficient to 
counterbalance the costs of customisation or the cost for developing tailored solutions. 

The development of suitable solutions is not an easy task. Small local software suppliers 
may not be able to provide footwear companies with the scalable and flexible solutions 
that may need for their growth, while large software companies typically sell costly 
packages which tend to be oversized for the needs of most small manufacturers. In 
addition, the software available on the market has only recently addressed some 
technical problems specific to this industry, such as the management of variants (see 
also Section 3.8.2 of this report). 

                                                   
61 See e-Business W@tch sector studies (2004) on the textile, clothing and footwear industries, 

page 12  
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4 Current e-Business Trends and Implications  

Topics in focus 

The objective of this chapter is to provide insights into current ICT use and e-business 
activities, which are specific to the footwear industry. The chapter does not claim to 
provide a comprehensive overview, as that would exceed the limits of this report. In fact, 
it would be difficult to achieve, as ICT and e-business are relevant to practically all core 
business areas of the footwear industry. Therefore, the issues analysed as well as the 
case studies presented should be understood as representative examples of current 
practice and the related opportunities and challenges. The following issues have been 
selected in coordination and agreement with DG Enterprise & Industry and with industry 
federations as particularly relevant and topical: 

 The role of e-business in supporting enterprise networking. Section 4.1 
discusses the role played by e-business in managing the complex sector value 
chain. e-Business addresses the need for more effective relationship along the 
value chain, enhanced information flow and increased understanding of the 
constraints and requirements of other players. In this field, standards for 
interoperability play a crucial role in allowing data sharing along the value chain. 
The case studies describe a) a system for data sharing among business partners 
at INESCOP (Spain); b) the application of an SAP based e-business solution at the 
footwear section of Atomic (Austria) a leading manufacturer of winter sport 
equipment; c) a small Irish company that is developing a web-based B2B system 
for handling purchase orders, sales and invoicing. 

 e-Business and integration with distribution: Section 4.2 discusses the role of e-
business in supporting the management of the distribution network. Footwear 
companies need to react quickly to changes in customer's requirements and 
market conditions, to streamline and manage the sales process, procedures and 
strategy development, thereby creating synergies within organisations and with 
retailers in order to reduce operational timescales. 

 Footwear companies are increasingly considering use of new technologies to 
improve supply chain management, customer information and customer service. 
Section 4.3 analyses the potential of RFID for tracking and tracing products 
along the footwear supply chain. Moreover, challenges and critical issues relating 
to the design and development of RFID-based solutions are discussed.  

Case studies 

The case studies and business examples as summarized in Exhibit 4-1 – together with 
analyses of secondary literature and results of the e-Business Survey 2006- build the 
basis for conclusions and policy implications presented in Section 5 of this report. 
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Exhibit 4-1: Case studies and business examples presented in this report 

Section Company / project Country Topic(s) 

4.1 
Case study 
Shoenet Project at 
INESCOP 

Spain Implementation of a system for data sharing 
among business partners 

4.1 
Case study 
Whelan Shoes Ireland 

A small niche company that is developing a 
web-based B2B system for handling purchase 
orders, sales and invoicing 

4.1 
Case study 
Atomic Austria Adoption of ICT and e-business along the 

value chain of ski-boot production 

4.2 
Case study 
Shoe-D-Vision Denmark ERP system integrated with stock management 

and ordering 

4.2 
Case study 
Moreschi Italy A “Quick Response” project for integration with 

the distribution network 

4.2 
Case study 
Alpina Slovenia An Order Management System which 

integrates with the distribution network 

4.3 
Case study 
Safe Way Italy RFID application in the production of safety 

shoes 

4.3 
Business example 
Mitsukoshi Japan RFID application at store level 

4.3 
Business example 
Prada Italy RFID-based CRM at store level 
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4.1 The role of e-business in supporting enterprise 
networking 

4.1.1 Introduction 

The supply chain in the footwear industry is complex, and involves a number of discrete 
activities that are being increasingly organised in integrated production networks. 

Various organisation models are present today in European shoe and auxiliary 
companies. For example, there are large companies with design-sales-marketing in-
house and with decentralized production in several places, often and increasingly 
situated outside Europe. This is commonly the case in the sector in countries like 
Germany and UK. A second model well represented by the Italian and Spanish industry is 
more varied, including both big groups and a large number of SMEs. These companies 
are very flexible and export to most parts of the world. Within this second group, 
delocalisation of some production phases is also common but to varying extent and with 
differing modalities. 

Integration along the footwear value chain can be both horizontal and vertical, and 
companies tend to be specialised in particular phases of activity or types of products. 
Specialisation and location of these activities are key variables in determining value 
added and margins of end products.  

Deployment of e-business can lead to relevant efficiency gains thanks to the streamlining 
of a company’s functions. The Sector Study on the Textile, Clothing and Footwear sector, 
which was prepared by e-Business W@tch in 2004, highlighted successful examples of 
companies that pursue a strategy of integration along the value chain which has been 
made possible by integrated and efficient e-business solutions (see, for instance, the 
Geox case study 62).  

General and specific e-business solutions, such as ERP (Enterprise Resource Planning) 
and SCM (Supply Chain Management), are key points of focus for companies aiming at 
increasing efficiency in production, logistics and marketing & sales. Results from the 2006 
e-Business Survey, however, show that the installed base of ERP systems, an important 
backbone for B2B integration and cooperation, is low in this sector, particularly among 
the medium-sized and large footwear enterprises.  

The analysis in this chapter, focuses on the specific areas of data sharing and 
management between business partners; these are prerequisites for any kind of 
productive cooperation along the value chain. 

 

4.1.2 e-Business and collaboration with business partners 

A prerequisite for online collaboration with external partners is the digitalisation of 
information to be exchanged. To allow for automatic processing, information has to be 
digitalised in structured, consistent and standardised formats. This prerequisite is particul-

                                                   
62 The Geox case study is available at http://www.ebusiness-watch.org/resources/casestudies.htm  

http://www.ebusiness-watch.org/resources/casestudies.htm
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arly critical in the footwear sector where production is carried out through numerous 
exchanges. 

e-Business can be really useful only where there is the right degree of consensus 
between companies and within industries on issues such as product description or the 
order/payment process to be described. Without this, there is the risk of a company’s 
information systems not understanding data sent by those of the trading partners. The 
lack of common data interface standards gravely reduces the possibility of automated 
interaction between decentralised companies as it imposes long times and high costs of 
shoe model and components definition. 

Results from the 2006 e-Business W@tch survey demonstrate that proprietary standards 
are more widely diffused than any family of specific standards. Technological outputs that 
have been achieved in the area of standards –and are now available to firms- have not 
yet become a common practice in the sector.63 On the other hand, the vast majority of 
companies for whom e-business plays a role in their day-to-day routines are aware of the 
critical role of interoperability.  

Despite awareness about the importance of adopting standards for interoperability, 
footwear firms -partially- innovate their on-line integration practices within their own 
borders64, but show low attitude (and probably not sufficient bargaining power) to impose 
such innovation to external business partners 

The following case studies are examples of how e-business can be adopted and used to 
support collaboration with business partners. The first case study (INESCOP) describes 
the implementation of a system to improve the exchange of technical data between 
companies involved in the process of designing and manufacturing footwear. The case 
illustrates that the simplicity and user friendliness of the system, enabled by the usage of 
the XML standard, are critical success factors for such projects.  

The Whelan case study describes the use of a web-based B2B system, capable of 
handling purchase, orders, sales and invoicing. The system is still at a very early 
implementation stage, thus, no data about its impact are available yet. However, the 
decision process used by the company for the selection of the supplier indicates how 
important partnership models in areas outside their main competence (i.e. tailored ICT 
and web-based e-business applications) are to this small company’s management. The 
supplier was selected not only because the offer suited Whelan’s business model, but 
also because the company demonstrated a serious commitment to a long standing 
partnership and mutual success. 

The third case study is about the application of an SAP-based e-business solution at the 
footwear section of Atomic (Austria) a leading manufacturer of winter sport equipment. 
This e-business solution for internal processes includes order management, collaborative 
development of new products, procurement and inventory management. The adoption of 
this solution contributed to increasing the efficiency of the company’s overall 
management and production processes. 

                                                   
63 See Section 3.3 of this report 
64 Including distribution networks directly controlled see e.g. Moreschi and Alpina case studies in 

Section 4.2 
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CASE STUDY: SHOENET PROJECT AT INESCOP, SPAIN 

Abstract 

Footwear production requires the sharing of a great deal of detailed product specification 
information between the agents involved in the manufacturing process. This case study 
analyses the Shoenet project, and its implemention by the member companies of Instituto 
Tecnológico del Calzado y Conexas (INESCOP). The primary focus is on the architecture 
and methods for the exchange of data between the different agents involved in the 
process of designing and manufacturing footwear and with the company responsible for 
producing and distributing the end product. 

Case study fact sheet 

 Full name of the company: Instituto Tecnológico del Calzado y Conexas 
(INESCOP) 

 Location (HQ / main branches): Elda (Alicante) 
 Sector (Main business activity): Footwear  

 Year of foundation: 1971 
 Number of employees: No data available - Over 600 member companies 

 Turnover in last financial year: Not applicable  
 Primary customers: Businesses 

 Most significant geographic market: Domestic-Spain 
 Focus of case study: Standards for data sharing 

 Key words:  XML, data sharing 

Background and objectives 

Shoenet (Shoe Information Network) was an IST-funded project, conducted in 2002-
2004, under the 5th Framework Programme of the European Commission. INESCOP 
(ES) was the coordinator of the project, whose aim was to develop innovative solutions 
and tools addressing SMEs’ specific needs in the areas of: 

 CAD/CAM as a source of value chain integration;  

 shoe data management systems; quality management systems;  

 mobile systems as support to shoe vendors; and,  

 integration with productive sites through mobile systems.  

The case study reports the real life experiences of INESCOP, and its member 
companies, in the implementation of a system to improve the exchange of technical data 
between companies (shoe data management, quality data management, and technical 
support to vendors). The implementation of the system started in 2004 and is still 
ongoing. 

The background is that most production companies in the footwear sector are small, and 
depend on an extensive network of suppliers for the various constituent components of 
their end products. Within this scenario, good relations with these suppliers and data 
sharing between them and the company responsible for production and/or distribution are 
essential for competitive success in the sector. Prior to the implementation of the project 
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detailed in this case, the data sharing process had significant shortcomings. It involved a 
wide range of formats, thereby making the exchange of information cumbersome. 

Within this context, the INESCOP Association decided to back the implementation of the 
Shoenet project. This project provides footwear manufacturers and the other associated 
companies with a standard system for the exchange of data and information that is 
understood and shared by all. In effect, the system helps to streamline the footwear 
production process. 

e-Business activities  

Project description 

The project established a data sharing system between companies in the footwear sector 
and their suppliers. The aim was to provide a standard “data file template” that correctly 
details the characteristics of the “footwear” product, and which is understood and shared 
by all the companies involved. The achievement of this template was one of the project’s 
core features and the one that has taken up the most time. 

A simple system was then used for relaying information. A company conveys the required 
information in the new standard template (created in XML format), through its own 
network and via e-mail to all the other companies it deals with. Once the information has 
been sent, and before it reaches its destination, a server located at INESCOP is 
responsible for verifying and authenticating the information being relayed. In other words, 
it ensures that the information being sent complies with the conditions required by the 
standard template and also verifies the issuer’s identity. For the latter, it uses a digital 
signature system, which INESCOP issues to user companies. Likewise, INESCOP has 
provided these companies with e-mail addresses to be used when sending information. In 
addition, the INESCOP server also guarantees the traceability of the information being 
sent. In other words, the issuer of the information can at any time check what information 
has been sent, to whom and its current status. 

The project was implemented by the company Lineasoft 21 (http://www.lineasoft21.es) , a 
supplier of ICT products and services. 

Project stages 

The project was divided into the following stages: 

1. Definition of the fields featured on the Data Template 

The process of defining the fields involved a large number of companies in the sector with 
an interest in the project. This involvement was essential for the result to reflect the 
companies’ needs, and thereby be of immediate use to them. The information the 
companies provided led to the definition of over 600 different data fields and variables 
that describe different footwear components. Work concentrated on those variables that 
have a bearing mainly on the production process, and focused in particular on fields 
needed for data sharing between manufacturers and their suppliers.  

http://www.lineasoft21.es
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2. Development and Creation of the Data Template (XML) 

The process of definition and subsequent implementation and development took 
approximately three years. The data template was developed in XML format by 
INESCOP, with the hands-on cooperation of companies in the sector and software 
development firms. INESCOP also created the digital signature system that guarantees 
the authenticity of those involved in relaying information. INESCOP is the certifying 
agency for the digital signatures granting access to the project. Moreover, the website 
www.shoenet.info was set up to cater for the companies involved in the project and its 
implementation.  

3. Implementation 

Once the data template was defined and developed from a technical perspective, the 
implementation in the various companies taking part in the project was quite 
straightforward. The first implementation started in 2004 and the system has been 
running since then. There is no need to modify extensive software systems; it is only 
necessary to adapt the database software in use to the agreed common standard. Such 
software adaptation is a quick process. It takes a few days at most, and the training 
required is simple and easy for user companies to address. This is an extremely 
important aspect, considering the small size of the companies in the sector and the fact 
that many of them do not have an IT department. In order to take part in the project, a 
company has to register at the website www.shoenet.info. INESCOP subsequently 
provides the e-mail address to be used for sending the information and issues the user 
company its own digital signature. 

Shoenet components65 

The Shoenet system has two main software elements: Mercure and the Shoenet 
Website. The core of the Shoenet platform is the XML data model defined in the project, 
without which it is not possible to have a true data exchange.  

The Mercure platform is a set of different tools that allow companies to interoperate 
through XML message exchange. It provides the necessary tools to allow companies 
integrate their enterprise resource planning (ERP) systems in a quick and easy way (by 
using programming libraries in different programming languages) and to exchange 
messages with partners in a secure, traceable and configurable way.  

The Mercure Message Dispatcher is the main piece of software of Mercure. It is server 
software that allows the companies to register their data and profile, checks the security 
of the messages and ensures the traceability of the exchange of messages. It has been 
implemented on Java 66, allowing thus independency of the operative system of the 
server where it will be installed. It is also independent of the data base provider, allowing 
the customer to better profit from the software investments already done.  

                                                   
65 Description of the Shoenet architecture is drawn from TEXTILMODA 2004, SHOENET, 

Electronic Design and Management Data Exchange between Footwear Companies by Enrique 
Montiel and Pascual Martínez, INESCOP, Spain. 

66 Java is a technology developed for machine-independent software 

http://www.shoenet.info
http://www.shoenet.info
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The Web site includes the main Shoenet functionalities (from the system management to 
Shoenet specific services) and provides a Graphic User Interface (GUI) for the different 
access modes. The main characteristics of the web site are 

 multi-language;  

 comprehensive GUI;  

 easy to use and to customise (including replication, and customisation, of database 
security for new installations) 

 secure access; possibility to change the RMDB;  

 fully synchronised with Mercure Message Dispatcher using mail server. 

The following scheme shows the physical architecture of the system.  
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The platform can be “located“ on a server where the database and the transaction are 
hosted. Both are based on web technology and for this reason the physical location of the 
server is not relevant, it can be hosted by a hosting company or by one of the companies 
that wants to improve the collaboration with suppliers and providers. Documents that 
could be exchanged among the companies in the manufacturing process, from design 
until the finished product, include everything from order to invoicing. The system can be 
used via the ERP system or through web interfaces. 

Project costs 

The costs for user companies to participate are extremely low. Participation in the project 
(registration, provision of e-mail account, digital signature) is free. The sole cost incurred 
by companies involves adapting their database software in order to upgrade to the XML 
format. The cost of this operation varies, depending on the user company’s ERP, but in 
general, it is a small amount. The process for upgrading the software takes around 5 
days. 
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System enlargement and enhancement 

The project is up and running, and is already being expanded and improved, with the 
inclusion of new fields that contain additional information that some companies require. In 
addition, efforts are being made to extend the project’s sphere of application to other 
functional areas in the companies. The data template has so far focused on the 
production area. Work is under way to extend the project’s scope to other areas, such as 
complaints and enquiries, invoicing, etc. Furthermore, the experience the footwear sector 
has gained through this project may be applied to other business fields. 

Impact 

The project’s main impact has been to improve the data sharing process between 
footwear manufacturers and/or distributors and their suppliers. In addition, the following 
effects have been achieved: 

 Streamlining the sending of information 

 Monitoring the status of information sent 

 Minimising errors in the sending of information 

 Greater professionalism in the process of relaying information 

Around 40 companies are currently taking part in the Shoenet project. One of these is 
Disgramarc, a company that manufacturers and distributes footwear. It has been involved 
in the project since 2004 and the main improvement it has detected is the significant time 
saving achieved in the production process through the adoption of this data sharing 
system.  

Lessons learned 

The main lesson learned is the need to work closely with companies in the sector, 
whereby the proposed solution caters for their needs and adapts to their specificities. 
Only in this way will it be of immediate use and participating companies will be sufficiently 
encouraged to implement it. Furthermore, another lesson learned is that the system’s 
simplicity and user-friendliness are vital factors underpinning the project’s success. This 
is especially important in the case of sectors made up of small companies, such as 
footwear. 
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CASE STUDY: WHELAN SHOES, IRELAND 

Abstract 

Whelan Shoes is the only Irish footwear manufacturing enterprise that is still going strong 
after nearly three quarters of a century. In addition to its main business line, as the 
exclusive Irish distributor of several imported international brands, Whelan Shoes 
manufactures and sells Irish dancing footwear. It is in the process of adopting web-based 
B2B for its wholesale distribution operations, and for direct sales to Irish dancing schools 
worldwide. This study is an example of how a small enterprise is using information 
technology to improve their key business processes in a global business context. 

Case study fact sheet 

 Full name of the company: Whelan Shoes 

 Location: Cootehill, Co. Cavan, Ireland 
 Sector (Main business activity): Manufacturing and distribution of footwear 

 Year of foundation: 1939 
 Number of employees: 40 

 Turnover in last financial year: €12 million 
 Primary customers: Retailers and Irish dancing schools  

 Most significant geographic market: Ireland for distribution; global for Inishfree Brand 
 Focus of case study: Constraints of complexity of technology for SMEs  

 Key words: B2B online ordering, distribution 

Background and objectives 

Evolution of Irish Manufacturing 

By the mid 1970s, the fate of footwear manufacturing in the Republic of Ireland was 
clearly written on the wall: “the industry is disintegrating. Whole factories are going into 
liquidation” (quote from Dáil Éireann Debates - Volume 281 - 10 June, 1975). Since then, 
general footwear manufacturing has practically ceased in Ireland. Well known footwear 
companies that no longer manufacture there include Blackthorn, Dubarry, Halliday, Lee 
Footwear, and Winstanley. One company alone stands out as a living testament to the 
time worn reality “he who adapts, survives”. The story of Whelan Shoes provides a 
microcosm of a much wider picture still impacting the footwear manufacturing industry in 
Europe. How it has succeeded, and how it is using information technology today, is 
outlined in this case study. 

Whelan Shoes  

Whelan Shoes has a mixed business model. In addition to its main business line, as the 
exclusive Irish distributor of several imported international brands, Whelan Shoes 
manufactures Irish dancing footwear for the global market.  

Whelan started their activity in 1939. In the late 1960s, Whelan Shoes began 
manufacturing their own brand of boys’ and men’s shoes. The dual business –distribution 
and manufacturing- expanded and soon there was a need for extra space. In 1974, a 
warehouse was built for the sole purpose of wholesaling and distributing to retailers. And 
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in the 1980s, a 20k sq. foot footwear manufacturing plant was built for the production of 
their own Drifters range of men’s and boys’ shoes and of their new branded range of 
Inishfree Irish dance shoes. 

At its peak the company employed 120 people. The recent past has seen a decline in 
sales of their traditional own brand Drifters footwear. The work force now numbers 40 
people, of whom 20 are employed in manufacturing. In January 2006, the manufacturing 
unit returned to the original building in Cootehill town. 

Today, the second generation family business services retailers throughout Ireland, and 
exports its Irish manufactured dance products to all corners of the globe. Manufacturing 
and sales of their own brands comprises about 10% of the annual sales volume. The bulk 
of the business consists of the exclusive distribution in Ireland of “Wrangler”, “Susst”, 
“Ikon” and “Propét” footwear.  

Irish dance phenomenon 

From the mid 1990s, triggered by Riverdance and similar shows, the worldwide market 
opportunity for Irish dancing shoes increased significantly. The demand has led to the 
emergence of new manufacturing interest and companies being established to serve this 
market. Because of the obvious marketing cachet several of these are based in Ireland. 
However, due to its early investment and established base, Whelan Shoes remains very 
well placed. In addition to its own brand of Inishfree dancing footwear, Whelan Shoes 
also manufactures the basic footwear for other international brands such as Rutherford 
(http://www.rutherfordshoes.com/) and Antonio Pacelli (http://www.antoniopacelli.co.uk/). 

Whelan Shoes uses its extensive linkage network to dancing schools to market and sell 
its Irish dance products worldwide. The demand for their Inishfree dancing footwear, 
which is directly suited to beginners and part-time dancers of all ages, is consistently high 
across all major regions of the world not just in the traditional areas such as Ireland, the 
UK, North America and Australia. However, anecdotal evidence has indicated that not all 
schools are aware of the product, and that a simple focussed online web-based ordering 
presence would be a strategic advantage. 

e-Business activities  

Whelan Shoes’ investment in technology is entirely a business driven decision. Connie 
Whelan summarised the clarity of the expectations: “We are a service industry. Our 
information systems are simply a tool to make it easier for our customers to do business 
with us, and for us to do business with our suppliers and logistics carriers. They must be 
good, and they must be slick. We invest in line with our requirements and expectations. 
And, we will evaluate our IT systems accordingly”.  

Whelan Shoes has a successful history of information technology adoption. In the early 
80s, they computerised stock control and internal office systems which provided needed 
financial and personnel operational management as the business grew. These systems 
were replaced in the early 1990s to take advantage of the emergence of the internet and 
the wider communications it enabled. An example of how this has changed business 
processes is as follows. Whelan uses its knowledge of the Irish market to select the 
shoes and products it will distribute. In the case of the Wrangler brand this includes input 

http://www.rutherfordshoes.com/
http://www.antoniopacelli.co.uk/
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to the design of the shoes which are subsequently manufactured overseas and imported 
into Ireland. Previously two designers were employed directly. This work is now 
conducted remotely via exchange of images over the internet with the assistance of a 
freelance designer based in Portugal.  

Website 

Since the early 2000s, the website www.whelanshoes.ie has successfully met the 
requirements to showcase Whelan Shoes products, and the Irish retailers of these 
products, to existing and potential, national and international customers. 

In 2005, it was decided to go beyond this basic shop window to a new system capable of 
handling B2B purchase orders, sales and invoicing. The target audience and objectives 
were clear. Direct B2C is not seen, at this time, as a viable business model for Whelan 
Shoes. On the other hand, dancing schools and Irish retail chain-stores are beginning to 
require online ordering capabilities for continued and increased trading in Whelan 
supplied products. Thus the target market is clearly B2B and falls into two categories: the 
global dance school market for Irish dancing footwear, and within Ireland the independent 
shoe retailers that stock Whelan products. 

The expectation was that these needs could be met by a relatively straightforward 
application of tried and tested web technology. Being a small company, and naturally 
cautious about the dangers of entrusting their business future to the wrong hands, 
Whelan Shoes management invested significant effort into researching the different 
options. They investigated many systems and potential suppliers before finally deciding to 
choose a small UK based company for the task of providing a tailor made system to suit 
the company mixed business model of distribution and manufacturing plus sales. This 
decision was taken on the expectation that the relationship will last 10 or more years, and 
would be seen as a partnership of equals. In other words both companies would have a 
serious commitment to mutual success. 

Impact and new processes 

Sales and ordering 

The immediate requirement is for the global marketing of the Inishfree dancing shoes. A 
simple web based online ordering system has therefore been designed to make it easy to 
market and sell the basic pumps and jig shoes for all age groups to the Irish dancing 
schools worldwide. The offline forms based parts of this solution was implemented in May 
2006 for use in Ireland by the direct sales representatives serving the Irish retail stores. 
Using their individual laptops the representatives complete an electronic order form 
indicating the quantity, sizes and colours of particular shoe products required by 
individual retail stores. Within the same day this information is sent via electronic mail to 
Whelan Shoes. This new process has significantly improved the retail store’s order turn-
around time and has also eased the internal administrative workload. This has 
established confidence in the new systems and databases in readiness for the planned 
roll-out of direct ordering facilities. 

http://www.whelanshoes.ie
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The overall user interface design is deliberately simple, straightforward and intuitive as 
can be seen from the sample CRM screen shot taken from the sales distribution side of 
the new online web-based ordering system and shown in Exhibit 1. 

Exhibit 1: B2B Online ordering (planned) 

 

Logistics 

At present the shipping label and packing slip are produced on different systems. As part 
of the current automation project, this process is being simplified so that a modified 
shipping label can double up as the packing slip. In addition, although the details are not 
yet resolved it is also intended to have the packing slips and labels applied at source in 
China and elsewhere.  

Benefits 

With the exception of global marketing and sales outreach for their global Inishfree brand, 
Whelan Shoes information needs are being met satisfactorily by the existing internal 
business information systems. In anticipation of an inevitable downturn in the Irish 
economy, and the consequent need to do more with less, this is considered to be exactly 
the time at which new systems should be developed and implemented. The latest 
investment in web based marketing and ordering systems to increase global reach and 
shorten the cycle time between receiving and fulfilling orders from the retailers is 
therefore being done at a time when business demand is good. It will position Whelan 
shoes to meet new needs as retailers limit their inventory and move more towards a just-
in-time philosophy and also to expand their marketing base and demand for their own 
branded dance footwear products. To these ends, recognising that - however intuitive it 
can be made to appear - technology alone will not solve all problems, they have also 
recently (2006) hired a marketing expert. 
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Lessons learned 

Implementation 

It was originally expected that the new system could be operational by early 2006. This 
has not happened. Despite regular project meetings, implementation is much slower than 
anticipated. The delay is considered in hindsight by Whelan management not to be such 
a bad thing. It is recognised that innovation in the supply chains must be carefully 
planned for business advantage of customers and implemented without disruption to 
current business. This, rather than simply cost containment, is one of the primary 
objectives and reasons behind their decision to develop and implement a web-based B2B 
online trading system. Connie Whelan observed that “The constraints of complexity in the 
implementation and roll-out of technology can only be overcome ‘one bite at a time’. 
Several strands of our primary objectives are being met already with significant impact 
and we are confident of a full and successful roll-out in due time”. 

Conclusions  

Echoing the observations stated earlier on the reasons and recipe for success, and 
signalling the determination that has made Whelan Shoes a survivor, the last word rests 
with Connie Whelan: "Nothing just happens. You have to have a vision suited to the 
knowledge society - which must involve business use of modern technology, work hard, 
keep your goals in mind and persist through the bad times. We have a motivated, 
committed and loyal staff – some with over 30 years work in the company. As long as the 
focus of all is clearly on the vision and its realisation, difficult decisions and 
consequences are understood as a necessary element in the everyday fight for survival. 
This includes recognition that the core skills (strong retailer relationships, in-depth 
customer knowledge, effective manufacturing, sales, distribution and fulfilment 
processes) can also be applied to entirely different product portfolios”.  
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CASE STUDY: THE ADOPTION OF ICT AND E-BUSINESS ALONG THE 
VALUE CHAIN OF SKI BOOTS PRODUCTION AT ATOMIC, AUSTRIA 

Abstract 

This case study describes the application of an SAP-based e-business solution at the 
footwear division of Atomic, one of the world’s leading manufacturers of winter sports 
equipment. Atomic is based in Altenmarkt, in the Austrian state of Salzburg, and is part of 
the Amer Sports group. Since the late 1990s Atomic has been using a single SAP system 
to manage its internal management procedures, including supply-chain management and 
most of its distribution processes. The adoption of this solution and related management 
changes proved to be successful, as it contributed to increasing the efficiency of the 
company’s overall management and production processes. 

Case study fact sheet 

 Full name of the company: Atomic Austria GmbH 
 Location (HQ / main branches): Altenmarkt, Austria 

 Sector (main business activity): Winter sports products – Nordic, Alpine and 
Snowboarding (skis, boots, helmets, bindings, 
poles and accessories) 

 Year of foundation: 1955 

 Turnover in last financial year: 214 million euros (net sales) 
 Employees 833 (end of 2005) 

 Primary customers: Winter sports retailers 
 Most significant market area: Europe (62%), North America (25%), Japan (11%), 

others (2%) 
 Focus of the case study: e-business management system (electronic supply 

chain management and enterprise resource 
planning 

 Key words: SAP, e-sales, collaborative development, 
procurement, production, inventory 

 

Background and objectives  

Atomic and its parent company Amer Sports Corporation 

Atomic Austria GmbH (henceforth Atomic) is one of the world’s leading winter sports 
equipment manufacturers. This case study focuses on ICT and e-business activities 
related to Atomic’s production and distribution of sports footwear. 

Atomic is part of the Amer Sports Corporation, which is one of the world’s leading sports 
equipment companies. In 2005, Amer Sports had 6,667 employees and its overall net 
sales were nearly 1.4 billion euros. The net sales of Atomic in 2005 stood at 214 million 
euros. Atomic’s most important markets are Europe (62%), North America (25%) and 
Japan (11%); the rest of the world constitutes 2% of its market share. 
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The origins of Atomic’s footwear division and the introduction of an e-
business solution 

The origins of Atomic’s footwear division date back to 1989 when Atomic – under its 
founder and former owner Alois Rohrmoser – acquired the Austrian company Koflach, a 
producer of alpine boots located in the Austrian state of Styria. In the period of 1993-
1994, Atomic decided to completely restructure its boot production: while the parent 
company Atomic kept the brand of Koflach for the production of mountaineering boots (by 
giving licences to third parties), the production of ski boots was henceforth continued 
under the brand name Atomic. In the mid-1990s, Atomic experienced major financial 
difficulties, which culminated in 1994 with a file for bankruptcy. In the same year it was 
acquired by Amer Sports which, in order to improve the economic efficiency of Atomic, 
began restructuring of the production and business processes of Atomic, including the 
introduction of a SCM and an ERP. Along with improved tracking of all products along the 
production process, the introduction of such solutions resulted in a complete overhaul of 
an outdated management system that was only partly automated with limited 
functionality. 

e-Business activities  

e-Business solutions at Atomic 

Since the late 1990s Atomic has been using a single SAP system to manage its internal 
management processes. This includes all steps from supply chain management to most 
of its distribution processes; only the development process and central inventory 
management in Altenmarkt are not managed by this system (for technical and financial 
reasons). The footwear section of Atomic is also integrated into this system. 

Planning and implementation of the system 

After Atomic had to file for bankruptcy in 1994 and Amer Sports had acquired the 
company an intensive evaluation process was initiated in order to revitalise the company 
and optimise its business processes. One outcome of the evaluation was that an SAP 
system would be beneficial for Atomic to a) optimise production processes, and b) 
improve the co-ordination between Atomic and its country offices. The planning and 
preparatory phases took one year; another six months were necessary to implement the 
whole system. The implementation included the migration and adaptation of data from the 
former Koflach IT system - which Atomic had decided not to continue - into the new 
system. 

The new system was introduced in parallel with the take-over and the re-structuring of 
Atomic by Amer Sports. Therefore, a specific team was assigned to oversee all 
operations at Atomic during the restructuring process and the integration into the Amer 
Sports group, including planning and implementation of the new system, as well as the 
relevant training of Atomic’s staff. 

After an initial successful pilot period of 2-3 years, Amer Sports decided to gradually 
adopt the system for managing the distribution of the other brands of the Amer Sports 
group, specifically Suunto and Wilson.  
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From the beginning, the new system has been centrally maintained by the IT department 
of Amer Sports which is located in Munich. Atomic itself has only a small IT department 
which is responsible for day-to-day management and maintenance of the system for the 
distribution of Atomic products - but not for procurement and production processes. 
These activities, along with the overall administration for Atomic and the other Amer 
Sports subsidiaries, are carried out centrally in Munich. 

e-Business on the new system  

The system at Atomic covers the following processes: 

a) Electronic transaction of orders from retailers via sales representatives  
b) Development of new product lines (MS Excel based, collaborative with suppliers) 
c) Procurement and third party (suppliers) management  
d) Inventory management (using a specific inventory management system) 
e) Delivery of finished products to retailers  

a) Electronic sales  

For sales and distribution of products Atomic has a network of sales representatives in 
most European states that take orders from their retailers, either electronically on laptops, 
or on a paper based ordering file system. All orders are then entered into the systems at 
the country offices, which are linked, to Atomic’s central system. The result is a constantly 
updated central database of all orders, which allows Atomic to plan and co-ordinate the 
production, and later the distribution of products. In addition, sales representatives are 
able to track which products are in stock or follow the production and distribution status of 
their specific orders.  

b) Collaborative development of new product lines 

Based on these orders, the internal development team in Altenmarkt produces a bill of 
materials of the various products (i.e. lists of all parts of each footwear product). This is 
done on Excel basis. When the bills of materials are completed, the suppliers receive the 
technical specifications from Atomic. The actual development of the products, including 
prototyping, is done by the suppliers – but in close collaboration with Atomic’s team of 
developers, from the very beginning the suppliers are integrated into the development 
process. The whole development and prototyping process is performed manually on MS 
Excel basis. Only when the development process is completed and serial production 
starts, the management and co-ordination process is moved to the SAP system. 

The main reason for taking this approach was to save time as Atomic’s development 
team is very small - there are only seven developers. Furthermore, the intense direct 
collaboration with suppliers allows the overlapping of development and production 
processes (the suppliers can begin production with certain components while the 
development process of other components continues). This helps to reduce the 
development time from between 24 and 36 months (in comparable companies) to only 
about 21 months per product at Atomic. This process also helps to reduce production 
costs: suppliers – which are required to reduce costs of components by 3% each year - 
can bring in their ideas of which materials could be used to achieve the required technical 
and quality criteria while at the same time keep the production costs as low as possible. 
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c) Procurement, production and third party management  

From this point on, the planning and management processes are conducted via the SAP 
system. The next steps are e-procurement and the management of the production 
process: Based on the number of orders gained from sales representatives, the 
necessary materials for each product are ordered from the specific suppliers. The 
suppliers have to confirm the receipt of the order and they have to state when the 
relevant parts will be delivered. 

Footwear suppliers are not connected directly to the system: from their perspective 
procurement is still paper based. However, the orders confirmed by suppliers are fed into 
the central system. And from here on, all orders are constantly managed and tracked. 
This situation is different at the ski production of Atomic: Here suppliers are indeed 
connected directly via internet with the Atomic system. This specific situation goes back 
to a past initiative where all suppliers were required to keep a steady inventory of 
components at the central depot of Atomic at all times (even if there were no orders). 
Although this system was later cancelled because suppliers did not support it, the direct 
internet connection between suppliers and Atomic was kept. In its footwear sector, 
Atomic decided not to use this system because, unlike in ski production where there are 
only a few suppliers, in the footwear production there are a variety of small suppliers, 
which would make such a direct connection difficult to establish and maintain. 

When the production of the different boot components is completed, the suppliers have to 
send these directly to Bulgaria for assembling. For this reason the Bulgarian partner is 
also connected to Atomic’s system. After assembling, the final products are registered, 
then the products are transported to Atomic’s central repository in Altenmarkt from where 
they are distributed to retailers all over the world. 

d) Inventory management in the central repository 

For the administration of the central repository, a separate electronic inventory system is 
used. Although the system is independent from the overall system, all transactions that 
have been made in one system are automatically updated on the other. As a result, both 
systems are constantly synchronised. 

The reason why Atomic decided not to use the main system for its central inventory 
management was mainly because Atomic deliberately chose to acquire a relatively non-
customised SAP system. For central stock-keeping, however, a customised solution was 
needed: Atomic’s main SAP system, for instance, would track how many items were in 
the central repository – but could not identify where exactly within the repository a specific 
item was located. Another issue was that, due to technical and security reasons, the use 
of a complex semi-automatic inventory system with a high level of manual interaction was 
required instead of a fully automatic system. Finally, high costs associated with adopting 
SAP in stock-keeping were another disincentive. 

However, although Atomic uses two different systems, the interoperation between them is 
smooth and without major problems to date. 

e) Delivery of the final products 

Based on the initial order for products, the finished boots are then distributed to retailers. 
Distribution of products is documented via the SAP system: products leaving the 
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repository in Altenmarkt have to be registered, while retailers have to confirm the receipt 
of products, which is again registered in the central system. 

Future changes resulting from the acquisition of Salomon by Amer Sports 

In 2005, the Amer Sports group acquired Salomon, a leading producer of mainly outdoor 
sports products – including footwear - from Adidas AG. As the assembling of boots for 
Alpine skiing from Atomic and Salomon will be merged, Atomic will have to move its boot 
assembling processes from Bulgaria to Romania (where Salomon is currently assembling 
its products) in the coming years. The other major change is that in the future Atomic and 
Salomon will jointly choose suppliers, which will streamline parallel processes and 
strengthen the bargaining position of both companies against potential suppliers. 

The supply chain management process of Atomic, however, will not be changed. On the 
contrary, Amer Sports is considering adopting the supply chain management system of 
Atomic. However, Salomon is reluctant to do so because it maintains a much larger 
development team which conducts the entire development process (including the 
development of prototypes) in-house using simulation techniques, without direct 
collaboration with its suppliers. 

Impact 

The adoption of the SAP system and its related management changes mainly contributed 
to increasing the efficiency of the company’s overall management and production 
processes which, in effect, helped to improve the economic performance of Atomic - from 
very little or no profit before the electronic system was introduced, to current annual profit 
margins between 10% and 20%. The footwear division in particular enjoyed considerable 
growth rates which can partly be explained by more effective management processes (as 
was shown above, the footwear division is one of the fastest growing sectors of Atomic). 

However, the excellent economic performance of Atomic can also be explained by the 
high level of productivity of Atomic’s workforce as well as the introduction of flexible 
working hours in 1998 (from 32 to 48 hours per week), which was necessary because of 
the seasonality of this industry sector (in summer, production is peaking, while in winter 
production is much lower). This has allowed the company to reduce costs for overtime 
work while at the same time to react more flexible to peak demand before the beginning 
of the next winter season. 

Lessons learned 

When the new system was introduced most of the Atomic staff members who had to work 
with it complained because it seemed too complex and adding unnecessary 
administrative overhead. “Why do we need this?” people often asked. In fact, convincing 
its staff that the system was necessary proved to be more difficult for the company than 
was initially assumed. In retrospect, there should have been a stronger effort to make the 
personnel aware of the benefits of the system when it was initially introduced. 

But overall, the introduction of the new system proved to be very successful. 
Nevertheless, there is still need for further improvements, especially as some operations 
are very complex and time-intensive. For example, if a new bill of materials is created that 
is very similar to an older, already existing one, with only one component different, it is 
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not possible to use a simple copy-and-paste command to add the new element to the 
existing bill of materials; instead, a complicated operation has to be made to create a 
completely new bill of materials. However, this and similar other smaller problems are 
being constantly worked on and functionalities are being improved by the central IT 
department in Munich.  

The heavy workload of this department is mainly due to the current integration of various 
subsidiaries of the Amer Sports group into the new system: in recent years, for example, 
Atomic USA and Switzerland were integrated, as were Suunto and Wilson. This situation, 
however, should improve in the future once the integration process is completed 
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4.1.3 Summary of main points and conclusions 

Collaborative work is a key issue among footwear and footwear component 
manufacturers in order to speed up and achieve instant visibility into orders, shipments, 
and inventory across the supply chain, as well as improving the tracking of processes 
from design to manufacturing. Supply chain processes are increasingly complex and 
involve a diversity of partners. Footwear companies need to address these issues without 
the need to use expensive solutions or release sensitive information in external 
databases. Otherwise, the expected benefits might not be sufficient to counterbalance 
costs for customising existing solutions or developing ad hoc ones. 

Results form the survey, however, illustrate (see Section 3.4.2 of this report) illustrate that 
the current development of tools for online cooperation and collaboration in the footwear 
industry is not spectacular. Similarly, e-integration of business processes along the 
supply chain is limited (see Section 3.5.2 of this report) 

The limited degree of computerisation and related know-how, cultural differences, and the 
diversity of technological equipment are still significant barriers to integration. Clear vision 

http://www.atomicsnow.com
http://www.amersports.com
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and strategy, however, can allow small companies to implement successful solutions, as 
illustrated by the Whelan and INESCOP case studies.  

 The need to manage a complex and diverse organisation of production is the 
main driver towards the adoption of e-business solution in this industry. 

 There is a strong case for the development of user friendly, low cost solutions. 
Standard, XML-based systems for data exchange, such as the one implemented 
by INESCOP, should be encouraged and factors limiting their adoption should be 
addressed. 

 Modularity and scalability of the proposed solutions are key success factors in 
the footwear industry as illustrated in the Atomic case study. 

Overall, there is clearly a case for simpler and probably cheaper solutions addressing 
sector specific needs. 

 

 

4.2 The role of e-Business in integration with distribution 

4.2.1 Introduction 

Drivers towards integration with distribution 

The competitive positioning of footwear firms is strongly conditioned by the way they 
manage distribution. Changes that are taking place within distribution and among final 
customers have been described in Section 2. It is nevertheless important to recall the 
main challenges and drivers that footwear companies are facing in their relations with 
their distribution network, independently of whether it is proprietary or other.  

First, it is increasingly difficult for firms in this sector to understand and accurately predict 
rapidly changing consumer demand, as well as to satisfy seasonal demand patterns. In a 
fickle consumer environment, the ability to optimize price and promotional activities is 
crucial but is also very difficult to cope with in the absence of effective integration 
partnerships. 

Second, companies may also be requested to provide specialised supply chain services, 
such as vendor-managed inventory and Collaboration, Planning, Forecasting and 
Replenishment (CPFR), programs for key customers. These applications may increase 
sales, improve inventory turns, reduce out of stock and enhance customer satisfaction 
while simultaneously reducing inventory and cycle times. The main challenge is how to 
manage product distribution effectively in complex and fragmented distribution networks 
that have a number of alternative sources.  

Barriers to integration with distribution 

Diverse IT systems, integration costs and the lack of information standards continue to be 
barriers to external integration. Key and innovative customers, however, are still limited in 
number. Relationships and transactions among players in this industry are still largely 
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carried out in a traditional way. Although companies may recognise the potential of 
networking, the migration towards internet-enabled activities has not taken place on a 
sufficiently large scale. Results from the survey presented in Section 3.6.2 show a quite 
low level of diffusion of marketing and sales applications. The introduction of Customer 
Relationship Management (CRM) systems is marginal. Their adoption appears to be 
hampered by the poor diffusion of the necessary infrastructure, the sector cultural attitude 
and the difficulty to codify the physical characteristics of the products which are, on the 
other hand, of utmost relevance.  

In this industry, distribution does not drive innovation as it seems to be the case in other 
sectors studied by the e-Business W@tch. With few exceptions of large retailers, the 
large majority is still represented by specialised traditional vendors which use fax and e-
mail as the normal communication method with the shoe factory, although the situation 
differs from country to country. The delay in receiving information, the lack of knowledge 
about changes in models and problems during manufacturing may lead firms to reject 
some orders, in most cases due to non-coordination between the factory and the 
vendors.  

 

4.2.2 Trends in the sector 

Results of the e-Business Survey 2006 show that e-integration with customers is still very 
limited in the footwear industry. Desk research also indicates that projects for integration 
between shoe manufacturers and distribution mainly concern the integration of the 
information and logistic flow along the value chain, linking production to logistics, 
warehousing and sales. The objectives are generally to achieve savings in cost and time, 
enhanced efficiency of operations, reduction of errors and shortened lead times with 
mutual benefits (both for manufacturers and retailers).  

The Shoe-D-Vision case study, presented in this section of the report, is illustrating a 
successful implementation of such a project with proprietary distribution networks. In this 
case, clearly, the mother company imposes the integration of information systems and full 
integration is eventually achieved. On the other hand, the integration with external 
networks, especially with independent wholesalers operating with high number of 
suppliers, is far from being common.67 Wholesalers tend to rely on traditional non-
integrated means. Therefore, most of the manufacturers, even large ones normally 
serving a plethora of business customers, have to maintain traditional systems and are 
not in a position to automate this area of activity.  

The other area of integration is CRM for business intelligence purpose, i.e. aiming at 
developing knowledge regarding the customer and their profitability. These solutions are 
poorly diffused in this sector, as demonstrated by the survey results presented in Section 
3.6.2. The implementation of CRM is hampered by a number of factors. Contrary to other 
mass-market sectors, footwear retailers have not really developed loyalty cards; therefore 
there is little information basis available. Customers’ loyalty to brands and even to retailer 
chains is quite low, and customers are not particularly willing to provide information 

                                                   
67  See the experiences of Moreschi and Alpina also presented in this section of the report. 
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unless there are tangible benefits. The difficulty in collecting, analysing and interpreting 
purchasing data is thus another major hurdle. 

There are only few examples of CRM application in footwear from which experiences can 
be reported:68 in 2006, for instance, Nike69 launched the CRM project “iPod shoe”, 
providing joggers real-time feedback on distance, time, and calories burned during a 
workout, as well as tunes to help keep them moving. A sensor and receiver embedded in 
the shoe provide a wireless link to the iPod, with workout information stored on the device 
and displayed on the screen. Runners receive audible feedback through the headphones, 
and data stored can be downloaded to a Mac or PC after a run. During 2006, Nike plans 
to unveil six additional footwear styles designed to hold the iPod sensor. 

The experiences described in the following pages are about the integration of directly 
controlled distribution networks. Using different approaches, these companies achieved 
relevant benefits from the integration with distribution. Shoe-D-Vision (Denmark) saved 
both coordination costs and time and improved service to its member boutiques through 
the implementation of its ERP system. Moreschi (Italy) implemented a “quick response” 
system that connects and integrates orders to production and reduces errors and out-of-
stock at shop level. Alpina (Slovenia) developed a system for integration with the retail 
network. The company recognises relevant savings for lowering inventory stocks, 
speeding-up product transfer between shops, and improved lead-time. 

 

                                                   
68 See, for instance, the case study about the implementation of CRM at Adidas Salomon 

available at http://www.crmproject.com/documents.asp?grID=177&d_ID=2432 and at 
http://www.sap.com/solutions/business-suite/crm  

69 http://www.crm-daily.com/story.xhtml?story_id=1130000305M8  

http://www.crmproject.com/documents.asp?grID=177&d_ID=2432
http://www.sap.com/solutions/business-suite/crm
http://www.crm-daily.com/story.xhtml?story_id=1130000305M8
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CASE STUDY: ERP SYSTEM IN DANISH SHOE RETAILING / SHOE-
D-VISION, DENMARK 

Abstract 

Shoe-D-Vision is a cooperative of Skoringen, Feet Me and Din Grønne Skobutik shoe 
retailers in Denmark and Norway. It is owned by its 3 member groups and provides IT, 
marketing and logistic services to more than 320 member boutiques. In 1993 Shoe-D-
Vision (at that time named Skoringen) implemented its own ERP (enterprise resource 
planning) system, subsequently enhanced with a stock management and ordering tool 
called SHOEit. This back-office retail system is installed at main group offices and 
manages the shoe inventory of the shops. In 2004 a ShoeWeb application was added to 
ease the process of ordering and invoicing, as well as to provide shops with real-time 
stock inquiry and 24 hours / 7 days a week online access to the ERP system The use of 
these e-business tools has helped Shoe-D-Vision to save on both coordination costs and 
time, as well as to improve service to its member boutiques. 

Case study fact sheet 

 Full name of the company: Shoe-D-Vision 

 Location (HQ / main branches): Arhus, Denmark  
 Sector (main business activity): Shoe retailing and distribution 

 Year of foundation: 1992 (re-named separate legal entity in 2002) 
 Number of employees: 1,500 

 Turnover in last financial year: 200 million euros 
 Primary customers: Local shoe stores  

 Most significant market area: Scandinavian shoe retailers 
  Focus of the case study: Enhanced ERP system 

 Key words: ERP, web-based system 

Background and objectives 

Shoe-D-Vision headquarters are located in Århus, Denmark. The organization is a 
cooperative of the Skoringen (193 boutiques), Feet Me70 (91 boutiques) and Din Grønne 
Skobutik (16 boutiques) shoe retailers in Denmark and Norway. The main aim of the 
central company is to promote, market, consult and provide logistic and IT solutions to its 
member boutiques. The Shoe-D-Vision is an association currently employing 1.500 
people (including the stores) and is fully owned and financed by its member boutiques.  

The Shoe-D-Vision has continued activities already initiated by Skoringen in 1992 when 
the first ERP system was implemented. It became a separate legal entity functioning as a 
services and cost center for its three members in 2002. 

The creation of a formal trademark “Shoe-D-Vision” in 2002 was a response to the 
worsening of the Danish shoe market conditions especially for smaller retailers like 
Skoringen, Feet Me and Din Grønne. All three stores experienced a drop in turnover as a 
direct impact of new competition from department stores, clothes and sports shops all 

                                                   
70 Feet Me is a daughter company of Skoringen. 
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starting to sell more shoes and acquiring a larger share of the market. In 2002 the total 
market share of these competitors amounted to 600m euros compared to 200m euros for 
Shoe-D-Vision stores. The consolidation of the boutiques helped to create the largest 
shoe retailer in Denmark and the second largest (after ECCO) in Scandinavia.  

As a result of consolidation and association activities the negative market trends were 
reversed already in 2003 with the number of Shoe-D-Vision boutiques and turnover 
growing steadily. In 2006 there were 335 boutiques belonging to the cooperative. 

The turnover on the shoe market in Denmark in 2005 was 850 million euros (~6 billion 
DKK), which corresponds to approximately 26 million pair of shoes sold. Shoe-D-Vision 
had a market share of ~25% with a turnover of 200 million euros. In general terms, the 
Danish shoe market is divided 50-50,i.e. specialised shoe shops stand for 50% of the 
turnover and department stores and clothes & sports shops stand for the other 50% of 
the turnover. 

Most of the current activities of Shoe-D-Vision are aimed at becoming a leader in 
Scandinavian shoe retailing market and increasing its turnover by 134m euros (1bn DK 
crowns) by 2010.  

To retain the leader position in Denmark and to try to become first in the Scandinavian 
shoe retail market, Shoe-D-Vision had to amend its logistics and coordination strategy to 
start saving costs and improve the efficiency of its business model. There are over 300 
stores involved in sales and deliveries have to be made quite frequently. Therefore, 
Shoe-D-Vision adopted e-business solutions to streamline in particular their logistics 
processes. The new e-business applications were especially designed to ease the 
processes of ordering, making stock inquiries and transfers, issuing invoices between 
retailers and central headquarters, reporting, collection of statistics and other information 
sharing.  

The internal Shoe-D-Vision IT department was in charge of developing the necessary 
applications for the shoe boutiques using specialized programming environment (LANSA) 
and specific hardware. Currently there are 2 people (May 2006) employed for this 
function. There is also a subcontractor hired to help the department with the financial 
tasks involved in ERP. In addition, 3 other employees provide support for the stores 
including installation, training and maintenance. The company felt that in-house solution 
was the best approach to developing a set of applied applications for its network of shoe-
retailing stores. In 2004 there were proposals to change systems to ready-made software 
packages. However, due to already implemented systems and experience, the company 
kept to its in-house approach.  

e-Business activities  

Initially Shoe-D-Vision (at that time still under the name of Skoringen) used IBM S/36 
computers for their e-business activities. In 1992 the company switched to AS/400 
hardware using American based LANSA development software, marketed by the USA 
software developer LANSA (www.lansa.com). LANSA development software is a 
development environment for generating applications on multiple computer platforms. 
LANSA specializes in application development, e-business solutions, technology 
integration and data access tasks. Each of these modules is supported by pre-designed 

http://www.lansa.com
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software tools (like Visual Lansa, Lansa for iSeries, IMAS web and others) that can be 
further developed by local programmers to suit their specific business needs. The main 
feature of the LANSA environment is the RDML (Rapid Development and Maintenance 
Language). Currently it is classified as a 4 GL (4th generation computing language) 
running on many platforms including MS Windows, Unix, and Linux. Shoe-D-Vision used 
the team of its own developers (2 people) to develop three LANSA-based tools to run on 
Windows 2000 for its own e-business activities. These applications were SHOEerp, 
SHOEit and SHOEweb.  

SHOEerp  

The internal IT department of Shoe-D-Vision was in charge of the ERP system 
development. The system was built during one year in 1992 with the help of LANSA for 
iSeries application. At the time LANSA was the one of the few developers that could 
provide Shoe-D-Vision programmers with required capabilities and the main reason for 
choosing it was “productivity and cross platform capabilities”, (according to Asger 
Simonsen, IT manager of Shoe-D-Vision). The SHOEerp system was necessary for 
Shoe-D-Vision because of the business nature of shoe retailers it brought together. Shoe-
D-Vision uses its buying power to purchase shoes from manufacturers in Italy, Portugal, 
Taiwan and Hong Kong. Typically, the company places two very large seasonal orders 
per year with these manufacturers and smaller orders in-between seasons. The stores 
can also buy their own shoes, so while 70 percent of a shop's inventory is identical to 
other shops in the chain, they create their own style and image with the remaining 30 
percent. To improve logistics and coordination of this business model there was a need to 
create a system where the boutiques could easily order, retrieve invoices, inspect the 
inventory and ensure delivery of their stocks in the shortest possible time. With the 
implementation of SHOEerp: 

 The stores could now order their stocks 24/7 as opposed to the old method of 
calling-in, faxing or e-mailing the central service centre during the opening hours. 

 The invoices were also no longer sent by post. In 2004 the vendors were given the 
online access to ERP system vie SHOEweb where scanned invoices were stored 
and readily available.  

 EPR also performed automated ordering of shoes for promotions. 

SHOEit  

To complement the SHOerp, SHOEit was developed and rolled out to shops in 1993. It is 
a PC-based retail back-office system built using LANSA PC/X71 for OS/272 tools. The 
application accounts for the entire inventory available at Shoe-D-Vision storage and all 
the other stores belonging to the association. As each shop-owner may own a number of 
shops, SHOEit is installed at more than 80 main group offices and manages the inventory 
for up to 17 shops in each group (total 90% stores of Shoe-D-Vision, with the aim of 
reaching 100% by 2010). The group's main office can create stock transfers between 
shops and set up rules for automated stock transfer within the group. The SHOEerp 

                                                   
71 LANSA PC/X is a development environment for PC 
72 OS/2 is an  operating system, the name stands for "Operating System/2" 
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system tracks total group inventory, but takes orders from and delivers to the individual 
shops.  

When each shop closes its POS (points of sales) system, it sends sales, order and stock 
movement information back to SHOEit, which updates group inventory and generates 
orders for the group. SHOEit sends files back to each shop overnight and the local POS 
databases are updated with order confirmations, delivery notes, product updates, 
including new item numbers, pictures and prices, plus client and other information. All 
communication between the shops is done by email over a permanent broadband 
Internet connection with strict security procedures including file encryption and IP address 
authentication. Each night SHOEit also sends summarized sales information into the 
SHOEerp. 

For shoes that are part of next season's promotion, Shoe-D-Vision automatically creates 
an order to be confirmed in SHOEit. SHOEerp sends electronic delivery notes for 
confirmed orders and the shop indicates any deviations in their SHOEit system. As a 
result the shopkeepers do not have to re-enter any information. In addition the SHOEit 
provides POS, stock management and sales statistics information.  

Most SHOEit sites run on Windows 2000, and connect with two or three individual shoe 
shop POS systems. Shoe-D-Vision uses an IBM iSeries 270 for operations, Web serving 
and development. 

To be included in the ERP system the boutiques are asked to pay a one-off license fee 
(3,300 euro) for the software and hardware and a monthly fee (45 euro) guaranteeing 
user support in case of problems with the system. There is an additional 130 euros 
monthly fee for using SHOEit which includes regular updates and free support. 

A screen shot of SHOEit system  
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SHOEweb 

In 2004 Shoe-D-Vision offered Web access to its members to do real-time inquiry and 
allow ordering of stocks. The Web system, called SHOEweb, was developed with the 
help of Futura Data, a LANSA Business Partner in Denmark. Currently, the shops that 
belong to Shoe-D-Vision and have the SHOEit installed can see which shoes and what 
sizes are in stock and place orders directly in ERP system at any time. SHOEweb also 
provides other relevant information such as graphic displays of shoes, prices, other points 
of sales, estimated delivery times, promotion stocks and other. In addition the retailers 
can retrieve the invoices of Shoe-D-Vision directly for the previously ordered shoes.  

Shoe-D-Vision shop keepers do not have to re-enter any information as the SHOEit retail 
back-office and SHOEweb online ordering systems both integrate with the central ERP 
system.  
 

Impact 

The ERP and WEB e-business solutions had a significant impact on Shoe-D-Vision's 
business, especially on its work organisation, business relationships with its customers 
(boutiques) and in the areas of inventory management and logistics.  

First of all, the SHOEerp system enabled the company to substitute the paper-based 
mailing of 270,000 invoices per year. Thus, investment payed off in just 4 months, due to 
savings on the costs of stamps and of 1½ full time staff in labour. The cycle of invoicing 
and payments also became faster, especially in Norway, where mail used to take three or 
more days to arrive. Now, the delivery of e-invoices to the shops only takes seconds after 
they have been generated in Shoe-D-Vision EPR system. 

With SHOEweb, it is easy to survey interest in volume-based vendor offers. Shops make 
conditional orders that are not processed until the Shoe-D-Vision headquarters place 
their central order with the vendor. With the paper-based system, central office had to 
wait for a week or more to collect responses and then key them in manually. Now, 
decisions on special vendor offers can be made within a day. In addition, shops can 
instantly see the status of these offers and submit their responses.  

Before SHOEweb was implemented, the purchase department had to produce 
descriptions of new shoes and then wait for a week or more before all shops responded 
by phone, fax or mail. Currently, this process is done through SHOE web and saves 
Shoe-D-Vision more than 15 hours per week. In addition, the shops put their orders in at 
a time that suits them best, not only during opening hours as before. This improves 
efficiency. In 2004, an average of 200 orders per week were placed via the Web. 
Furthermore, the new “pipeline” function (enabling boutiques to pre-order for next 
season) has generated 1200 orders from its launch in December 2004 until end of March 
2006. 

Employees at Shoe-D-Vision headquarters also have browser access to the ERP system, 
but at a different level (i.e. with higher authorization levels). The easy-to-use interface of 
the application, and its inbuilt function to provide concise statistics and reports, have 
reduced the amount of voluminous ERP reports that need to be printed.  
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Overall, the described e-business solutions have helped Shoe-D-Vision to save costs, 
streamline their logistics and improve communication with member boutiques. Many shoe 
retailers also express their satisfaction and support for the implemented e-business 
systems. Store owners quote “saved time” and “convenience” as the most important 
advantages of the e-applications. 

As a result of the successful integration of the above e-business applications in their core 
business, Shoe-D-Vision is implementing another module in the ERP system. The 
association has introduced SAS® Financial Management Solutions in their financial 
management operations. This application has allowed Shoe-D-Vision to outsource the 
financial responsibility from their headquarters’ financial department directly to the 
individual shops, where the financial decisions are being made. SAS Windows data 
warehouse software is used to analyze summarized information extracted from the ERP 
and from the financial system (the latter runs on the IBM/AS400 iSeries and uses 
Interform73) to convert spool74 files to PDF. According to IT manager Asger Simonsen, 
this is a very important change but Shoe-D-Vision has not yet seen the full impact of this 
activity.  

Lessons learned 

The LANSA-based e-business solutions have become a part of everyday business 
activity of Shoe-D-Vision shoe-retailers. The strategy to adopt these solutions in the early 
1990s has proved to be a great success for the company which strives to become a 
market leader in the local retail market. Skoringen, now Shoe-D-Vision, was a pioneer in 
Scandinavia adopting e-business solutions in shoe retailing. There were no other firms 
conducting similar ERP developments in the early 1990s as opposed to present when 
ERP systems have become quite common for group retail stores. Shoe-D-Vision, though, 
understands that there are further developments and adoptions required for their ERP 
systems in response to changing market conditions. These changes are necessary to 
help associations further reduce costs and improve their competitiveness in a highly 
consolidated Scandinavian shoe retail market.  
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CASE STUDY: MORESCHI, ITALY  

Abstract 

Moreschi Spa is a family owned company, specialised in the manufacturing of high 
quality men’s shoes. Moreschi has succeeded in keeping and improving its market 
position through a clearly defined strategy, based on direct control of production and 
continuous innovation.  

The company has implemented a “quick response” solution aimed at speeding and 
smoothing the flow of goods and information from production to point of sales. This 
system connects and integrates orders to production and supports the company in 
minimising errors and out-of-stock at shop level. The full exploitation of the benefits from 
this system at company and at shop level requires further investment in change 
management and computer skills. 

Case study fact sheet 

 Full name of the company: Moreschi Spa 
 Location (HQ / main branches): Vigevano (PV) Italy 

 Main business activity: Footwear production 
 Year of foundation: 1960s 

 Number of employees: 450 
 Turnover in last financial year: 35 m euros 

 Primary customers: Specialised distribution 
 Most significant geographic market: Export (80% of turnover in EU and USA) 

 Focus of the case study: “Quick response” system 
 Key words Innovative manufacturing, CAD and value chain 

integration 

Background and objectives 

Moreschi Spa is a family owned company, specialised in the manufacturing of high 
quality men’s shoes. It is located in one of the oldest shoe-manufacturing districts in 
northern Italy, the area of Vigevano. Until a few years ago, this small town had also a 
leading edge production of machines for shoe making but, presently, the relocation 
strategy adopted by most of the local manufactures has impacted the whole supply chain. 
Many manufacturers have reduced employment and equipment suppliers are facing 
severe difficulties, in many cases even closing their activity. 

Highly innovative handcraft production 
Moreschi has succeeded in keeping and improving its market position through a clearly 
defined strategy, based on direct control of production and continuous innovation. The 
company offer is positioned in the high quality market segment and relies on a loyal 
customer basis. A pillar of the company strategy is the control over the quality of the 
materials as well as of all the production phases – including manual finishing – which still 
positions the company in between handcraft and industrial production. The choice of 
producing internally has been supported by strong innovation of manufacturing 
equipment, which however still involves relevant manual intervention, and by innovative 
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solutions for managing the distribution network. The company puts much emphasis on 
skills and education. Training is carried out internally through an ad hoc structure. 

Control over distribution 
A key point in the company’s strategy is control over the distribution network. Moreschi 
relies on ten proprietary shops, 30 shops bearing its name but managed as franchises, 
and a network of about 500 wholesalers all over the world (mainly EU, North America and 
Asia).  

e-Business activities  

e-Business and production 

In the past years, Moreschi has been investing in an innovative manufacturing system, 
which presently supports about 80% of total production. This system manages design 
and cutting: the digitalised design is imported in a CAD75 module, which in turn produces 
the instructions for the cutting machine. This solution allows the company to skip one 
phase in the design activity (there is no longer need for paper forms that were previously 
used to cut leather) and optimizes cutting, thus reducing wasting of leather. The 
introduction of this system has brought relevant gains in productivity (about three times, 
as the new machine requires one operator (versus three previously needed). The cost 
(140,000 euros the single machine, seven machines working, i.e. a total cost of 980,000 
euros) has been paid off in one-year time, considering the reduction of labour cost, the 
quality standards assured and the savings in raw materials. The introduction of this kind 
of machines, however, has required the hiring and training of new labour force. 

Another phase of production, which has been automated, is the activity of sewing and 
hemming. This is a very critical task because of the high number of operations involved 
(on average, this activity comprises 20 to 50 operations for 2,000 batches at a time). The 
system, costing about 1 million euros, manages the distribution of batches among the 
different operators and controls the flow of operations. 

These two areas have been developed and automated separately. The backbone of 
integration along the company value chain is represented by the quick response system 
described below. 

e-Business for managing warehousing and distribution 
In addition to investments in the production area, Moreschi started in 2004 a project 
named "quick response", which aims at speeding up response times and smoothing the 
production-warehousing-delivery activities. Quick response was funded with the support 
of a regional grant, covering about 50% of the total investment. It involved the network of 
ten proprietary shops. Other shops and wholesalers are still managed in a traditional way 
although the company is planning their integration in the future. The overall cost of the 
project was about 400,000 euros. 

                                                   
75 CAD (Computer Aided Design) is the use of a wide range of computer-based tools that assist 

the engineering process from conceptual design and layout, through detailed engineering and 
analysis of components to definition of manufacturing methods 
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The core of the system lies in the integrated control of the different production and 
assembling activities, down to the delivering to shops. This is possible through the 
automatic scanning of a bar code, which is applied to each single production batch. The 
entire flow is monitored across the different phase in which production is organised and 
then in the downstream activities of delivery and selling. The workstations within the 
factory are connected through a Wi-Fi 76 system. Each shop is then connected to the 
factory; orders are managed electronically and double-checked. Once goods are within 
the shop, sales trends are monitored centrally and are visible to the other shops of the 
network. This makes it possible to exchange items which may be out of stock in a single 
sale point and to know what is available and in which time from the factory. With such a 
system the company aims at minimising errors and avoiding out-of-stock at shop level. 
This is also made possible by the fact that production is organised in such a way that the 
manufacturing of any item can be assured within one working day. 

According to the company management, the quick response system is not yet fully 
exploiting its potential as the sales personnel within the shops, despite training, are not 
yet attuned to using the system properly and completely. Moreover, one of the objectives 
of the system, i.e. the possibility of cross-provision of items among the various shops 
requires a strong coordination of logistics activities which had not been envisaged at the 
beginning of the project.  

Concerns about RFID77 
The management of Moreschi considered the possibility of adopting RFID as a mean to 
control production and delivery Whether RFID could substitute bar codes was also 
evaluated. The company decided not to proceed, as the cost-benefit balance is not yet 
convincing. Concerns are twofold: on the one hand the cost of supporting equipment, 
such as readers and writers; on the other hand and more importantly there are concerns 
about technical reliability of the solution proposed. As the bar code still leaves ground for 
manual intervention in case of technical default, this solution is still preferable, lacking 
other objectives.  

Planning a CRM 
One of the most promising developments foreseen at Moreschi is the implementation of 
CRM. The basis of the project would be a loyalty card storing customer’s data. As the 
customer base is loyal, the company aims at collecting direct information and feedback in 
order to better tailor the services. The final objective is to increasingly address the need 
for customisation at the top segments of the customer base. 

Technical issues 
All the systems described were developed ad hoc. The costs indicated comprise both the 
equipment and the consulting activity. The main motivations for the choice of ad hoc 
solutions were that the entire information system was developed internally with the 
support of a specialised consultant, and that the migration to other solutions would imply 

                                                   
76 Short for “wireless fidelity”, popular term for a high frequency wireless local area network (W-

LAN). Wi-Fi technology is an alternative or a complementary infrastructure to a wired LAN. 
77 Radio Frequency Identification – see also Section 4.3 of this report. 
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an effort which is not presently envisaged. The next plan is to adopt a 3D CAD system in 
the near future. 

Impact 

The adoption of automated systems in the area of production has delivered remarkable 
gains in productivity and a quick pay off of the system.  

The effort of integrating these advanced solutions with those related to distribution 
however, has not yet been successful. A more positive impact of the quick response 
system has been hindered so far by the under-use the system, thus not exploiting its full 
possibilities both within the company and at shop level. This can be attributed to a 
combination of conservative attitudes and lack of skills. According to the company’s 
management, moreover, better coordination between the factory and the sales points 
should be accompanied by an increased availability of stocks at factory level, at least for 
the so-called “carry-over”78 products. This apparently contrasts with the preference of 
companies in this sector to minimise stocks. The case of Moreschi, however, may be 
regarded as different. The company sells, in fact, a great deal of high quality men’s shoes 
to a traditional and loyal customer basis, which is not so much influenced by seasonal 
and fashion changes. 

Lessons learned 

The case of Moreschi is representative of a particular segment of this market. High 
quality products, enabled by high investments in the quality of material, design and 
production techniques, are the pillars of its strategy. It is interesting to note the usage of 
CAD as a source of value chain integration. So far, investments have been made mainly 
in these areas and have secured the company’s success for now. In effect, the e-
business strategy has aimed not so much at reducing costs, but more at efficiency gains 
and support to customer service. The investment strategy was supported by a regional 
grant covering 50% of the investment for the Quick response project. 

A few points arising from the Moreschi case study are of particular interest: 

 The change management and skills issue. The main factors hindering the full 
exploitation of the solution lie in the lower-than-expected involvement of the sales 
personnel and the difficulty of ensuring that the new system is used fully and 
properly. 

 The issue of information collected at the sales point. The company is aware 
that, at shop level, relevant information may be collected about customers’ habits, 
tastes and requirements. This information, however, is presently non-structured 
and gets almost completely lost. The planned implementation of CRM starts from 
the consideration that the process of collecting information needs to be managed 
directly. This is particularly true as the company aims at increasingly tailoring its 
offer. 

                                                   
78 Carry-over is an item which is not subdued to seasonal or fashion fluctuations and whose shelf 

life can therefore be extended from year to year 



  Footwear 

114 

  The issue of out-of-stock and its impact on profitability. It is well known that this is 
one of the most critical issues in this industry. The huge variety of items and sizes, 
the fluctuation of demand, delays in receiving information, the lack of knowledge 
about changes in models, the non-coordination between the factory and the 
vendors cause losses of sales due to the lack of goods at the point of sales. 
Moreschi has implemented a system in response to such issues which is quite 
peculiar in the industry scenario. It is in fact based on a strict control over internal 
production and on the strategic choice to enhance links with customers. 

References 

Research for this case study was conducted by Databank, on behalf of e-Business 
W@tch. Sources and references: 

 Interview with Mr Francesco Moreschi, owner and CEO, April 11, 2006 

 Databank yearly report on the Italian Shoe market “Calzature 2005” 
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CASE STUDY: ALPINA, SLOVENIA 

Abstract 

This case study describes the application of an order management system for integration 
with the distribution network. This system has been developed internally by the IT unit as 
standard solutions available on the market were not considered suitable to the company’s 
needs. The company has achieved savings from the implementation of the system: 
lowering of stocks, speeding up of transfers between shops (where needed), improved 
lead-time. 

Case study fact sheet 

 Full name of the company: Alpina 

 Location (HQ / main branches): Strojarska ulica 2, 4226 Žiri, Slovenia. Branches in: 
Italy, Croatia, Bosnia, Romania.  

 Sector (main business activity): Production and sales of footwear: fashion and sport 
 Year of foundation: 1948 

 Turnover in last financial year:  50 m euros in 2005 
  Employees: 900 

 Primary customers: Wholesalers (75% of turnover) retailers (25% of turn-
over). 16% is sold on the domestic market, the rest 
abroad 

 Most significant market area: The company is organised in three units corresponding 
to: sport lines, fashion lines, retail network. Alpine owns 
its own distribution network consisting of both 
proprietary stores and franchised stores 

 Focus of case study: Management of the retail network 

 Key words: Proprietary system, on-line order management 

Background and objectives 

Alpina is a Slovenian group of companies offering sport and fashion footwear, which 
employs about 900 people and had a total turnover of about 50 million euros in 2005.  

The company is organised in three units, namely sport lines, fashion lines and retail 
network. Sports lines include cross-country ski boots, downhill ski boots, and 
mountaineering boots. The sports lines are sold in retail stores as well as through 
distributors. Fashion lines include cemented and injection-moulded women and men’s 
footwear. These items are sold in retail stores. 

Alpine owns its distribution network consisting of both proprietary stores and franchised 
stores. Wholesalers represent 75% of turnover and retailers the rest. 16% is sold on the 
domestic market, the rest abroad. The retail network comprises both proprietary stores in 
Slovenia (54 stores), Croatia (34 stores), Bosnia-Herzegovina (12 stores), Serbia (12 
stores) and franchised stores in Bulgaria (one store), Hungary (two stores) and Romania 
(one store). The company is pursuing an expansion strategy which is based on setting up 
and controlling distribution. 
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e-Business activities  

In the company’s expansion strategy, e-business has not yet been fully exploited. While 
orders from retailers are being processed electronically, orders from wholesalers (the 
large majority) are managed in a traditional way: paper order or e-mail is uploaded 
manually. The process of integrating the retail network in the company information 
system required two years and was costly – although detailed information is not publicly 
available. The system was developed by the internal IT unit, which consists of about ten 
people, as standard solutions available on the market were not considered suitable to 
company’s needs. It is based on a mainframe. 

The company has achieved savings from the implementation of the system: lowering of 
stocks, speeding up of transfers between shops (where needed), improved lead-time. 
These achievements were quantified as the company carried out a customer satisfaction 
survey that demonstrated good progress of indicators related to satisfaction with 
customer services and logistics. Implementation and adoption have been supported by 
an extensive training programme, which is run on a continuous basis 

Impacts and lessons learned 

The limited degree of process integration at Alpina and the approach towards e-business 
can be considered as characterising a typical company in this industry. Main conside-
rations arising from this case study are summarised in the following: 

 A large, leading company with a proprietary distribution network and long standing 
relations with wholesalers is still managing most of its selling activities in a 
traditional manner. 

  The implementation of an order management system required ad hoc develop-
ment because no solution available on the market was considered suitable. 

   Despite satisfactory results so far, the extension of online order management is 
not foreseen, nor is it considered a strategic priority at the moment. Adoption of 
integrated standard solutions (e.g. SAP®) is considered too expensive and not 
tailored to the company’s specific needs. The adoption of CRM is also not foreseen 
in spite of the direct control and integration of a relevant part of the distribution 
network. Main reasons are cost and the envisaged complexity of the application. 

   Strategic decisions and investments are focussing more on production and 
rotation where, according to the company’s management, profitability is mostly at 
risk at the moment.  

  The company seems keener to grow stronger in areas where it is already in a 
leading edge position rather than to innovate radically in other areas. 

References 

Research for this case study was conducted by Databank, on behalf of e-Business 
W@tch. Sources and references used: 

 Interview with Mr. Martin Kopac, Vice President, March 20 2006 
 Websites: www.alpina.si 

http://www.alpina.si
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4.2.3 Summary of main points and conclusions 

The competitive positioning of footwear firms is strongly conditioned by the way they 
manage and integrate with distribution. The main challenge is how to manage product 
distribution effectively in complex and fragmented distribution networks that have a 
number of alternative sources.  

 Strategic investments of shoe manufacturers focus at the area of production 
planning, stock turn improvement and reduction of out of stocks. 

 Relationship and transactions among players in this industry are still largely carried 
out in a traditional way.   Alpina and Moreschi, large, leading companies are still 
managing their whole-selling activities in a traditional manner. In the footwear 
industry, distribution does not drive innovation contrary to what can be 
observed in other sectors (e.g. Food & Beverages) studied by the e-Business 
W@tch. 

 Projects for integration between shoe manufacturers and distribution mainly 
concern the electronic integration of information and logistic flows along the 
value chain, linking production to logistics, warehousing and sales. There are 
examples presented in this report, such as Alpina and Shoe-D-Vision, of 
successful implementation of this kind of projects with proprietary distribution 
networks. The integration with external networks, and especially with independent 
wholesalers operating with high number of suppliers, is far from being common. 

Results from the survey (see Section 3.6 of this report) indicate that online marketing and 
sales appear to have gained momentum in footwear – the gap to other sectors is smaller 
in this area, also considering that B2B transactions prevail in this industry. However, 
activity has probably not yet reached the critical mass needed to trigger ICT uptake on a 
broad level. The picture drawn on the basis of statistical findings about the use of e-
business for marketing and sales in the footwear industry can be complemented with the 
following indications from our case studies:  

 The issue of e-skills and the way it affects the implementation of e-business within 
companies. The experience of Moreschi indicates that personnel involvement is 
crucial for the successful implementation of innovative ICT applications. 

 The development of ad hoc versus standard solutions. The companies Alpina 
and Moreschi, analysed in this section, reported difficulties either in finding suitable 
solutions or in shifting from proprietary solutions.  

 Barriers to adoption of CRM, which is not largely practiced, not even by large 
companies with direct control of a distribution network. Alpina, for example, did not 
foresee the adoption of CRM in spite of the direct control and integration of a 
relevant part of the distribution network, for cost reasons and for the envisaged 
complexity of the application. Moreschi has started considering CRM and plans to 
introduce a loyalty card.  
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4.3 RFID in the footwear industry  

The most advanced footwear companies are increasingly considering the use of new 
technologies to improve supply chain management, customer information and customer 
service. The challenge is to use the information collected trough technological innovation 
in a timely and cost-effective manner, keeping the focus on the strategic objectives. 

 

4.3.1 RFID in the supply chain 

RFID79 is a technology aimed at supporting the interface of physical objects with related 
information. An RFID system allows data to be transmitted by a device, or tag, directly 
applied to an individual product, pallet, or other type of shipping container. It has been 
available for many years but cost and insufficient functionality have been limiting its 
spread as a business application. 

Recently, RFID applications in the footwear industry have focused on supply manage-
ment, on reducing losses due to object misplacement and/or theft, on enhancing quality 
control procedures, on product tracking and on ensuring the authenticity of objects, in this 
respect representing a protection against counterfeiting. The increasing interest in RFID 
has been driven by:  

 Technological development, that has allowed RFID technology to become more 
and more functional, while tags are increasingly smaller and more resistant;  

 Reduction of RFID cost that has raised firms’ interest for systems which improve 
efficiency and control along the supply chain.80 

Areas of application and expected benefits 

One of the most important features of RFID is to trace products along manufacturing 
processes. In the footwear industry, RFID can be used to localize shoes in the different 
industrial phases. In addition, tags concur to collect and memorize information about 
materials, production, suppliers and timing. In footwear logistics, RFID leads up to 
relevant benefits due to the handling of large amount of small units. 

In distribution activities, RFID tags are currently inserted on warehouse pallets rather than 
being embedded in individual items. Application of RFID at this pallet level allows benefits 
in tracking and replenishing inventory. 

Benefits of RFID at individual items level are reduction of out-of-stock, improvement of 
inventory management and pricing, integration with mobile and wireless applications. The 
usage at item level, however, is still in a pioneering phase. 

                                                   
79  RFID consists of a tag (smart tag) programmed with a unique number, attached to a case, pallet 

or item and able to store information, an antenna to communicate with tag and a controller that 
manages the communication between the antenna and the PC.  

80 Interesting experiences in the usage of RFID can be found in the e-Business W@tch sector 
reports 2006 on Food & Beverages and on Pulp & Paper, available at www.ebusiness-
watch.org ('resources'). 
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State of the art in RFID, drivers and barriers 

The diffusion of RFID is still very limited at a general level and among footwear 
companies. Only very large companies have started introducing RFID-based system for 
tracking products. 

Exhibit 4-2: Companies using RFID  
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Base (100%): Companies using computers. N (for sector, EU-10) = 769. 

Weighting: Totals (for the sector and for all 10 sectors) are weighted by employment and should be read as 
"enterprises comprising …% of employment in the sector(s)". Figures for size-bands are in % of enterprises 
from the size-band. Questionnaire reference: D3 

Source: e-Business W@tch (Survey 2006) 

Several reasons explain the limited application of RFID. Beyond cost implications, there 
is the problem of improving and stabilizing the technology as well as of working out 
process and data synchronisation. The implementation of RFID by footwear manu-
facturers includes not only the cost of tags and chips but involves the purchasing of other 
equipment, middleware, infrastructure, consulting, system changes, training and 
technology maintenance.  
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For most companies, RFID is not yet commercially justified. In this respect, the 
position expressed by the management of Moreschi81 is particularly meaningful. Moreschi 
considered the possibility of adopting RFID as a mean to control production and delivery, 
substituting bar codes. However, the company decided not to proceed, as the cost-
benefit balance is not yet convincing. Moreover, there are still concerns about the cost of 
supporting equipment (readers and writers) and about technical reliability of the solution 
proposed. As the bar code still leaves ground for manual intervention in case of technical 
default, this solution is still preferable.  

In addition, to fully exploit its potential it is necessary that RFID is deployed in a 
standardised manner along the entire supply chain. This implies the adoption of 
industry standards, integration with internal information systems, investments in RFID 
tagging and reading equipment and in supporting technology infrastructure.  

Only a few pioneering experiences of RFID usage on a large scale have been reported 
and these are found among the suppliers of large retailers exerting their bargaining power 
on manufacturers. There is also limited experience of RFID usage for luxury goods, 
where the high unit cost may provide economic justification (see Business Example about 
Prada) or for special applications, related to safety and security (see case study about 
Safe Way, Section 4.3.2). 

There are indications that demands from large retailers will play a major role in pushing 
the adoption of RFID by manufacturers. Relevant experiences have already been 
described by the e-Business W@tch in other mass markets, such as Food & 
Beverages82. In the apparel retail industry, the UK retailer Marks & Spencer started its 
examination of RFID tagging apparel in April 2003, when it tagged all of its men's suits, 
shirts and ties at one of its stores. The initiative will be extended to further 53 stores 
within 2006. Marks & Spencer has focused its RFID apparel tagging on helping it keep 
track of in-store inventory and ensure the control of out-of-stock83. As for footwear 
retailers, they have recently agreed to set up a “business action group” under the 
auspices of EPCglobal 84 to drive the use of RFID tagging systems.  

                                                   
81 See case study in Section 4.2.2 of this Report. 
82 see e-Business W@tch Sector Study on the Food and Beverages Industry, July 2005, page 28. 

The study report is available at www.ebusiness-watch.org ('resources') 
83 RFID Journal, February 18, 2006. 
84 EPCglobal Inc™ is the organisation entrusted by industry to establish and support the 

EPCglobal Network™ for the development of industry-driven standards for the Electronic 
Product Code™ (EPC) to support the use of Radio Frequency Identification (RFID). See 
www.epcglobalinc.org.  

http://www.ebusiness-watch.org
http://www.epcglobalinc.org
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Outlook and future developments of RFID 

From a technological point of view, the main lines of development that are likely to take 
place with regard to RFID are: 

 Cost reduction. RFID tags are already relatively inexpensive and this trend is 
likely to continue. The actual spread of this technology, however, is still conditioned 
by the cost of equipment (readers, receivers), data management software and 
implementation. 

 Standardisation. RFID must complement existing processes and eventually 
permeate the entire supply. Mandates by retailers may help with initial 
implementations, but large diffusion will depend on interoperability between 
devices and the sharing of information throughout the supply chain 

The widespread diffusion of PDAs, mobile phones, laptops and other portable devices, as 
well as convergence & integration among the various mobile and wireless technologies 
will expand the range of RFID applications (see business examples about Prada and 
Mitsukoshi in this Section). 

From a business point of view, it is likely that an increasing number of footwear firms will 
have to adopt an RFID strategy to cope with large retailers’ demand. Therefore, they will 
probably adopt a reactive strategy, i.e. adopt their counterparts’ standards and rules. 
Regardless of the pursued strategy, companies will have to integrate their RFID tagging 
systems with the systems managing their internal business processes in order to collect, 
associate and exploit EPC85 data. RFID projects involve transformation of business 
processes, sale force management, collaboration with business partners and retailers 
and service providers along with changes in current systems and IT infrastructure. 
Moreover, they will need to comply with customers’ requirements, including being able to 
store each customer’s rules, RFID and numbering requirements. 

Another issue that will deserve attention is regulation about sensitive data. RFID allows 
the linking of physical objects to information that can be stored in databases and 
accessed through the net. Linking RFID tagged objects to a person, however, enables 
the identification of that person, thus representing a potential high-risk technology from 
the perspective of personal data protection, and potential for misuse. 

The following business examples are about the application of RFID at item levels in 
stores. In both cases the aims were improved customer service and savings in the 
management of customers’ requests. 

                                                   
85 EP Electronic Product Code™ (EPC) to support the use of Radio Frequency Identification 

(RFID). See www.epcglobalinc.org. 

http://www.epcglobalinc.org
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Business example: 

Japanese item level RFID in women’s shoes  

Mitsukoshi (Japan) has been testing RFID at item level at its flagship store in 
Tokyo. The pilot tests were done twice between October 2004 and February 
2005 in the sales floor of women's shoes on the 1st floor.  

These tests were fairly successful: time reduction of 50% to serve each 
customer (from 12 minutes to 6 minutes), sales increase of 10% during the 
pilot tests.  

The link between saving time and increasing sales is related to the fact that 
during that time sales agents could introduce sales items to customers three 
times, which is higher than when RFID was not used (1.7 - 1.8 times). Also, 
sales agents often need to hold shoes using both hands, which makes it 
harder for them to use barcode based systems than RFID based systems. 

In the Mitsukoshi trial, RFID tags attached to shoes enabled customers to 
check availability by just putting shoes on a device (or sales agents could 
use portable scanner devices to check availability without going back to the 
stock room.).  

Item-level RFID substantially reduced the time for inventory clearance. Using 
barcode, all boxes on a shelf may have the same numbers, so if a problem 
occurs during scanning, a worker has to resume exactly from where the 
problem occurred. However, since a unique number is assigned to each box 
in case of RFID, the error of reading the same box twice can be 
automatically eliminated. Also, analysing historical data about which shoes 
were scanned seems to have revealed some information useful for the 
company to decide how many of each type of shoes to order next time.  

As part of this trial, the store's conventional paper-based inventory book was 
converted into a digital form. This increased productivity of sales agents in 
an interesting way. Since customers didn't believe that the paper-based 
inventory book was accurate and up-to-date, they often demanded sales 
agents to go check the stock room even though the inventory book indicated 
no availability. In contrast, it was found that customers tend to trust numbers 
provided by a computer: customers are less likely to demand sales agents to 
go and double check availability if it says “no availability” on computer 
screen. 

Source: Nikkei Realtime Retail, April 7,2005 
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Business example: 

CRM at the Prada Epicenter in New York  

In 2002, Prada (Italy) experimented with RFID applications at item level in a 
proprietary store in New York (USA). All merchandise had their own RFID 
tag and sales assistants were equipped with wireless PDAs which they used 
to scan merchandise. When scanned and detected, immediate access was 
provided to a database where full information was stored for every garment, 
shoe, and bag, including information on available sizes and colours. These 
handheld devices could function also as remote control and allowed the 
sales assistants to show a collection of photographs and designer sketches, 
or provide more in-depth information about the colour, cut, fabric, and 
materials used to create it. This enabled the sales associate to spend more 
time attending personally to a customer, and less time chasing to the stock 
room to check for available items.  

Dressing rooms were also RFID-enabled. Once inside the dressing room, 
the customer could directly access information related to their particular 
garment selection. As items were brought in the dressing room, their tags 
were read via RFID antennae embedded in the closet. Once registered, the 
information was automatically displayed on an interactive touch screen, 
enabling the customer to select alternative sizes, colours, fabrics, and styles, 
or see the garment worn on the Prada catwalk as slow-motion video clips.  

An RFID tag was also part of a convenience card, the “Customer Card”, 
storing customers' preferences in the database to which only the card 
provided access. This information was aimed to customize the sales 
experience, call up customers’ preferences and further enhance the service 
provided to the card-holding customer. The idea behind was to give a level 
of service superior to anything except the ‘by-appointment-service’ of 
upscale boutiques. Such a level of service is, needless to say, related to the 
prices charged.  

After two years the project was discontinued for a number of reasons. It 
seems that shop assistants actually never embraced this technology and 
preferred devoting their time to personal assistance. Furthermore, some 
technological aspects did not work as expected, in particular the most 
sophisticated solutions such as automated dressing rooms and touch 
screens. In addition, customers seemed keener to play with technological 
devices rather than using them for the purpose they were designed. Finally, 
customers objected to data collection and storing. 

The weaknesses of this ambitious project were that it was ahead of its time 
with respect to the technologies involved, and that it was too costly in 
comparison with the expected tangible benefits.  

However, this experience highlights some interesting lessons. The ability of 
staff to know exactly what is in stock is key. The possibility to get information 
quickly and precisely would be a great improvement in selling techniques, if 
the benefits of freeing up sales agents’ time could be applied on a large 
scale.  

Source: "CRM nel negozio Prada di New York at "www.stampa.unibocconi.it; 
http://www.ideo.com/case_studies/prada; Largo Consumo, December 2004. 

http://www.stampa.unibocconi.it
http://www.ideo.com/case_studies/prada
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4.3.2 An example of RFID applied to product innovation  

The European footwear industry has traditionally relied on creativity, quality, innovation 
and differentiation of products. With rising competition, product innovation is a 
requirement for companies to stay competitive and to better answer evolving needs. 
These points of strength, although requiring constant investments can be easily and 
quickly imitated. Protection of IPR (Intellectual Property Rights) and tracking of goods 
against counterfeiting are key issues in this context. The following case study is about an 
interesting example of innovative technology (RFID) applied to traditional products. In this 
case, an innovative company has been able to capture a niche market by developing a 
technical solution which matches the organisational needs of customers. 
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CASE STUDY: RFID AT SAFE WAY, ITALY 

Abstract 

Safe Way Srl is a family-owned manufacturer of protective and safety shoes, located in 
the Marche Region, in central Italy an important shoe manufacturing district. This case 
study provides an interesting example of innovative technology applied to traditional 
products. Safe Way patented a system called “Microchip” for incorporating RFID tags into 
a particular kind of safety shoes with a specific ISO EN class.  

Applications of this RFID-based system include: the recognition of the ISO EN class of 
the shoes and their suitability to be used in specific environments; and the recognition of 
operators wearing shoes. RFID equipped shoes are produced and marketed in small and 
customized quantities. Economic return has not been achieved yet, but it is expected in 
two years time. So far, the main benefits from this solution have been achieved for 
customers and include automatic access control, easier coupling after washing, as well 
as automatic monitoring of exit points for verifying the complete staff evacuation in case 
of emergency. 

Case study fact sheet 

 Full name of the company: Safe Way Srl 

 Location (HQ / main branches): Ascoli Piceno, Italy 
 Sector (main business activity): Manufacture of protective and safety footwear 

 Year of foundation: 2005 
 Turnover in last financial year: 5 million euros 

 Number of employees: 7  
 Primary customers: Exports 70% 

 Most significant market area: EU 
 Focus of case study: RFID adoption 

 Key words: Security shoes, patented innovation, RFID 

 

Background and objectives 

Safety and protective shoes represent in value less than 10% of the footwear market in 
Europe. This market, however, shows a strong growth pace as legislation in the field of 
safety is getting more and more stringent. It increasingly requires companies from various 
manufacturing, service and health sectors to equip workers with adequate protection. 
Success on this market is based on innovation and investments in technology, while 
compliance to regulation is, needless to say, a critical factor.  

Safe Way Srl is a family-owned manufacturer of protective and safety shoes. It belongs to 
an entrepreneur who has been operating in this sector since 1998 through the company 
Siily Safety Srl, which is an importer of protective shoes with the brands DeWalt and 
Work Land and a manufacturer of the proprietary brands Siili Safety and Safe way. In 
2005, the entrepreneur decided to establish a new company, Safe Way for all the 
manufacturing activities have been conveyed. Since last year, Safe Way is the production 
branch while Siily Safety Srl is the commercial one (4 employees and 1 m euros turnover 
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in 2005). Both companies are located in Ascoli Piceno, a small town in the Marche 
Region, in central Italy, one of the most important shoe manufacturing districts. This case 
study provides an interesting example of innovative technology applied in the context of a 
very traditional know-how. According to the interviewee, a major point of strength of the 
company is the ability to develop shoes with high safety standards coupled with design 
and fashion. 

The business idea  

The present case study describes the experience of Safe Way which patented a system 
called “Microchip” for incorporating RFID tags in safety shoes. The idea of developing 
and patenting such a system started from the empirical observation of problems 
encountered by customers of safety shoes. Safety shoes – like other protective clothing 
and uniforms used in pharmaceutical industry, hospitals, agro industry, electronic 
companies and laboratories – require frequent washing for sanitary reasons. The 
cleaning services regularly encounter problem in pairing shoes after washing. This 
problem is more relevant for shoes than for other equipment, in relation to the “personal 
sensitiveness” of the item and because in adult population sizes tend to be quite uniform 
and make recognition more difficult. 

The company patented the process through which RFID is incorporated in safety shoes. 
First tests started in 2003. This process is described below.  

Activities  

From a technical point of view, it was necessary to verify and solve the following 
problems: 

 The position of the microchip within the shoe. 

  The resistance to water and hot temperatures. 

Initially the RFID tag was applied on the insole sewed to the vamp. As a second solution, 
tag and vamp were inserted into a mould where the stronger sole was injected. With this 
system, the tag and the shoes were indissolubly tied together.  

This method grants strong resistance to hot temperatures and the maximum level of 
security, as tags cannot be damaged nor removed.  

In 2003 this innovative system was protected by patent for a particular kind of safety 
shoes, corresponding to a specific ISO EN class.  

Technical issues 

Safe Way called its RFID system “Microchip”. It allows monitoring the characteristics of 
safety shoes by means of a chip inside, a transceiver and a software application 
connected to it. 

The system consists of three different elements: 

 An innovative tag composed of a tape support of synthetic material, a printed 
microchip applied on the support and a printed copper antenna applied on the 
support; 
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 A transceiver composed of a tag reader connected to an antenna; 

 A software interface, with an easy-to-use tool, customized according to customer 
needs. 

The system works as follows. The antenna produces an electromagnetic field. the tag 
within the shoe is activated by waves and emits its own answer signal. The answer 
signal, carrying the code, is received by the antenna which routes it towards a server 
where a software translates it into specific actions (alarm, green light and other). 

The RFID system is implemented and customised for: 

 The identification of the owner and the automatic shoe re-coupling after 
industrial washing; 

 The recognition of the ISO EN class of the shoes, and their suitability to be used 
in specific environments; 

 The recognition of operators wearing shoes and, on the basis of these 
parameters, the assessment of their suitability to operate in specific zones; 

 The automatic monitoring of exit points for verifying the complete staff 
evacuation in case of danger (contamination, fire) in specific risk sites. 

The development cost has been about 100,000 euros “and a lot of time” said Giovanni 
Silvestri, the company owner. The investment has covered the project plan, the software 
and the cost of tags (0.50 cents each, 1 euro per pair of shoes). 

Impact  

From the company’s business point of view, the impact is still limited. RFID equipped 
shoes are produced and marketed in small and customized quantities. Economic return is 
expected in two years time and should take different forms, such as: 

 Control and reduction of time and cost of inventory; 

 Traceability of delivery; 

 Contrasting counterfeit from manufacturers in low-cost countries and improved 
automatic control of the raw material of the safety shoes which have a specific ISO 
EN class; 

 Adoption of a system which allows linking internal procedures to the future request 
of large and specialised distribution. 

Presently, the main benefits are for the customers using this solution and can be 
summarized as follows:  

  Automatic access control 

  Easier pair re-coupling after washing 

  Automatic monitoring of exit points for verifying the complete staff evacuation in 
case of danger. 
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Lessons learned 

The development of an innovative system allowed the company to address the needs of 
specific groups of customers. Although economic return has not been achieved yet, the 
company is very satisfied with the commercial results: demand is rapidly growing and the 
range of requests for customised solutions is boosting. The main points of strength of this 
initiative are the following: 

 Innovation driven by customers’ needs; 

 Easy-to-use and low-cost solutions; 

 Possibility to extend the scope of applications; 

 Positive impact on internal organisation: real-time information regarding the 
product (raw materials), traceability, location of goods and possibility to integrate all 
relevant information collected with the company’s information system. 

References 

This case study was conducted by Databank on behalf of e-Business W@tch. Sources 
and references used: 

 Interview with Giovanni Silvestri, owner, Safe Way Srl, April 2006,  

 Company Brochures (2006) 

 Company website: www.siili.it (visited in April 2006) 
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4.3.3 Summary of main points and conclusions 

The e-Business Survey 2006 detected a very limited diffusion of RFID in the footwear 
industry, similarly to what has been recorded in the other manufacturing and service 
sectors analysed this year. In fact, only 2% of firms on average in footwear and in the 10 
sectors analysed in the e-Business W@tch Survey 2006 said that they use RFID. 

Desk research also confirms that the diffusion of RFID is still limited, despite 
technological developments that have allowed RFID technology to become more 
functional and less costly. RFID applications in the footwear industry presently focus on 
supply management, on reducing losses due to object misplacing and/or theft. They are 
also used for enhancing quality control procedures, product tracking and ensuring the 
authenticity of objects, in this latter respect representing a protection against 
counterfeiting. In distribution activities, RFID tags are currently inserted on warehouse 
pallets rather than being embedded in individual items. Pioneering examples of RFID 
application on single product items may be found in the area of luxury goods or safety 
and security applications. 

 An increasing number of footwear firms may have to adopt an RFID strategy to 
cope with large retailers’ mandates.  

 There is a need to agree on standards to drive the use of RFID tagging systems in 
this, as in other industries. 

 There is a need to set and harmonise regulation about data security and privacy 
concerning RFID tagging.  

 If RFID is to be used as a support tool for sales people, implementation should 
take into account the needs for continuous training of staff and user-friendly 
solutions. 
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5 Conclusions 

5.1 Business impact 

5.1.1 Implications for enterprises 

In the footwear industry, ICT and e-business have their main impact in the areas of 
production and logistics, where strong efforts are being put on the integration of inform-
ation and logistic flows between the footwear enterprises and their business customers. 
However, while this holds true as a general conclusion, the concrete e-business activity 
and the perceived importance of ICT may differ widely according to the different 
experiences that companies are facing.  

Perceived overall significance of e-Business 

All companies were asked to evaluate the importance of e-business for their operations. 
In line with the survey results illustrated in the previous sections, it appears that only 
about half of all companies in the footwear sector think that e-business constitutes a 
part of how they operate. This percentage is significantly higher in all other sectors 
studied (70% in total). The main difference to the other sectors is that large footwear 
companies appear to attribute not more importance to e-business than the sectors’ 
SMEs.86 The difficult economic situation, and the fact that trading relations in this sector 
do not require particularly advanced solutions, account for the cautious attitude of most of 
footwear manufacturers towards ICT use. 

Exhibit 5-1: Perceived overall importance of e-business for company operations 
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from the size-band. Questionnaire reference: H1 

Source: e-Business W@tch (Survey 2006) 

                                                   
86 This figure however, should be treated cautiously, as the number of observations (N=22) is low. 
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Impact on specific business areas 

All companies were asked to indicate if they observed a positive influence of ICT on 
issues such as quality, efficiency and productivity. Exhibits 5-2 and 5-3 show the results: 
in Exhibit 5-2 all data express the percentage of firms from the footwear industry 
(irrespectively of their size), while in Exhibit 5-3, the data for this industry’s total and for 
the all sectors’ average are weighted by employment (i.e. the percentage refers to the 
share of employment represented by those companies).  

As shown in Exhibit 5-2, for all aspects investigated, the percentage of footwear 
companies reporting a positive influence of ICT is well below 50%. On the other hand, 
only an insignificant percentage of companies reported a negative influence. Thus, a 
relatively high share of firms does not seem to experience any impact of ICT on the 
business areas listed. 

Exhibit 5-2: Perceived ICT influence on the company's business 
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Source: e-Business W@tch (Survey 2006) 

Exhibit 5-3 shows that the positive influence of ICT tends to increase proportionally to the 
firm’s size, as in most other sectors surveyed by e-Business W@tch in 2006. In footwear, 
however, the share of companies which reported positive influence is consistently lower 
(in some cases significantly) than the respective all-sectors averages for all issues 
specified in the survey.  

A relatively high influence is reported by footwear companies for internal work processes, 
business process efficiency and customer service. The latter is rather surprising, 
particularly in light of the reported low usage of e-business for customer-facing activities 
in this sector (see Exhibit 3-29 in Section 3.6). A possible explanation is that, in this case, 
“customer service” was broadly perceived, including any application aiming at making 
operations towards customers more efficient.  

 



  Footwear 

132 

Exhibit 5-3: Companies observing a positive influence of ICT on … 

... revenue growth
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Survey findings also shown in Exhibit 5-3 indicate that footwear companies experience 
the main impact in operational improvements, in particular logistic flows along the value 
chain. Direct e-business impacts on the performance of the companies (e.g. revenue 
growth) and on savings (e.g. for procurement costs) are less pronounced, or at least 
more difficult to confirm by survey results and case studies. But this holds true for most of 
the sectors studied.  

Impact on organisation 

Companies were also asked to indicate the influence of ICT on their organisation 
structure. Here the perception of footwear companies is fairly in line with the average of 
all sectors: about one third of companies have observed an important impact in areas 
related to organisation. As could be expected, the share is significantly higher among 
medium-sized and particularly large firms, where organisational issues are generally a 
more prevalent issue than among small companies. The biggest gap between footwear 
and average is for influence of ICT on employee training. As illustrated in Section 3.2.1 of 
this report, this could be viewed as indicative of the identified lower-than-the-average 
importance attributed to ICT by the footwear sector. 

Exhibit 5-4: Perceived influence of ICT on organisation: companies reporting an important 
influence of ICT on … 

... organisational structure
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ICT impact on competitiveness and productivity87  

The analysis carried out for this report and the experiences from case studies provide 
real-life examples of footwear companies which have achieved significant savings in cost 
and time and/or gains in efficiency through the adoption of e-business. However, the 
reported impacts of e-business on efficiency and productivity presented in Exhibits 5-2 
and 5-3 indicate that this kind of achievements are not yet widely diffused in this industry. 
The 2006 Survey results about e-procurement, SCM and e-marketing (see Sections 3.5 
and 3.6) suggest that ICT is used by this industry’s firms to automate existing flows and 
processes rather than introduce innovative working methods.  

All evidence analysed for this report suggests that the full potential for industry-wide 
productivity gains from ICT adoption has not yet been exploited for two main reasons:  

 the low adoption of ICT and the low degree of business process integration on the 
one side, and  

 the lack of a guiding role from large enterprises (or other players in this value 
chain) on the other one. 

However, evidence also suggests that the adoption and usage of ICT does not 
automatically translate into increased competitiveness88. In this context the suggested 
path is to identify priority areas where efforts should be made to stimulate ICT adoption 
and, ultimately ICT-enabled innovation, for example where ICT-supported processes 
could strengthen productivity and competitiveness (see Section 5.2 of this report). 

 

Expected ICT impact in the future 

Companies interviewed in the survey were asked to indicate in which areas they foresee 
an important impact of ICT in the future. Companies from the footwear industry pointed to 
accounting and customer support as the most important areas in this respect, followed by 
marketing, management and logistics. In contrast, footwear companies expect that ICT 
will have less impact on their production and R&D activities.  

Footwear companies which said that they anticipate low or no impact of ICT in the future 
are consistently fewer than those in other sectors with also relatively low ICT penetration 
(e.g. the F&B industry). This might indicate that footwear companies have been slower in 
realising the potential impact of ICT than firms from other sectors but are nevertheless 
aware of the benefits associated to e-business and are also keen to adopt those solutions 
that suit their needs, size and financial capabilities. 

                                                   
87 For more information, see e-Business W@tch Special Study (2006): The Impact of ICT on 

Corporate Performance, Productivity and Employment Dynamics. The study report is available 
at www.ebusiness-watch.org ('resources'). 

88 ibidem 

http://www.ebusiness-watch.org
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Exhibit 5-5: Anticipated future impact of ICT 
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Concluding assessment  

Exhibit 5-5 summarises the impact of ICT in different areas of business activity. The 
scores are not to be understood as 'exact' results of a quantitative computation, based on 
some model; they are tentative, reflecting the impression that the study team gained from 
interviews, case studies and the literature review. This exhibit should, therefore, be 
regarded as a means to potentially trigger further debate.  

Exhibit 5.5 illustrates that ICT and e-business in the footwear industry have their main 
impact in the areas of production and logistics, where strong efforts are being put on the 
integration of information and logistic flows along the value chain. When it comes to 
innovation and R&D and innovation in general, however, the potential of e-business 
seems to be generally under-exploited, especially by this sector’s SMEs. 

Skills requirements arise as an important issue whenever e-business is implemented, 
especially among SMEs. Smaller companies are obviously less equipped in terms of ICT 
skills (see Exhibit 3-3) and tend to be less receptive towards sophisticated solutions (see 
Section 3.4). Case studies conducted for this study also illustrated the importance of 
adequate skills at the point-of-sales level whenever sophisticated e-business solutions 
are implemented (see the case study about Moreschi and the business example on 
Prada in Sections 4.2 and 4.3, respectively). 
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Exhibit 5-6: Impact of ICT and e-business on competition in the footwear industry  

Business areas where ICT and  
e-business can have an impact  

Observed impact  
in large firms 
low < > high 

 

Observed impact  
in SMEs 

low < > high 
 

1 Organisational structure       
2 Work-flows / operational organisation       
3 Sourcing and procurement       
4 Production / service provision       
5 Logistics       
6 Marketing / sales       
7 Customer support       
8 Research & development       
9 Product & service innovation       

10 Process innovation       
11 Skills requirements       
12 Outsourcing       
13 Employment        
Maximum: 3 points (  or ). 

Source: e-Business W@tch (2006)  

 

5.1.2 Implications for industry structure 

This section assesses the implications of ICT and e-business adoption on the structure of 
the respective industry. As in 2005, this assessment is based on the 'five-forces-model' 
developed by Michael E. Porter (1980).  

Background information: 

Michael E. Porter’s Five-Forces Model 

The ‘Five Competitive Forces’ model was developed by Michael E. Porter in 
his book „Competitive Strategy: Techniques for Analysing Industries and 
Competitors“ in 1980. Since that time it has become an important tool for 
analysing industrial structure, competition and strategic options of players. 
Porter’s model is based on the insight that a corporate strategy should meet 
the opportunities and threats in the organisations external environment.  

Porter has identified five competitive forces that shape every industry and 
every market. These forces determine the intensity of competition and, 
hence, the profitability and attractiveness of an industry. The objective of 
corporate strategy should be to modify these competitive forces in a way that 
improves the position of the organisation. Porter’s model helps to identify the 
main driving forces in an industry. Based on the information derived from the 
Five Forces Analysis, companies can decide how to influence or to exploit 
particular characteristics of their industry. 

The instrument has been applied by e-Business W@tch since 2004/05 to 
assess the influence of ICT and e-business on competition in a sector. 

Michael E. Porter is the Bishop William Lawrence University Professor at 
Harvard Business School. 
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Although the sector is lagging behind in ICT adoption in comparison to other 
manufacturing industries, the authors of this report conclude that ICT can have a 
significant impact in this industry on the bargaining power of both suppliers and 
customers and – to some extent – as regards rivalry in the market (see Exhibit 5-7). In 
particular, enhanced e-business adoption could create a “win-win” situation for 
manufacturers and retailers by improving integration and collaboration between 
producers and distribution networks. 

Exhibit 5-7: Impact of ICT and e-business on competition in the footwear industry  

Competitive forces General importance  
in the sector (currently) 

low < > high 

Impact of ICT and  
e-business 
low < > high  

1 Threat of new entrants       
2 Substitution of products / services       
3 Bargaining power of suppliers       
4 Bargaining power of customers       
5 Rivalry in the market       
Maximum: 3 points (  or ). 

Source: e-Business W@tch (2006), developed from Michael E. Porter 

 

Threat of new entrants  

The threat of new entrants in the EU footwear market is a matter of intra-sectoral mobility 
from non-European countries. The phenomenon is particularly relevant as for far east 
countries, such as China and Vietnam.  

Threat of new entrants seems to be quite high in the less differentiated market segments. 
There, economies of scale and capital requirements are not particularly relevant, while 
the access to distribution channels is facilitated by the price positioning. In professional 
and sport footwear, however, the threat of new entrants seems to be lower due to the 
technological and financial barriers. 

The usage of ICT and e-business is not such as to exert a relevant impact on the 
possibility of new entries. ICT may exert an impact on the speed and access to 
information thus allowing firms to accelerate their learning curve. 

Substitution of products / services 

This threat is medium-to-high at intra-sectoral level. One relevant trend is the substitution 
of classic footwear with sport and casual footwear. Another is represented by products at 
lower prices, increasingly available on the market. These may be either products 
manufactured by non-European producers or products manufactured –sometimes only 
partly- in non-European countries on behalf of European firms. This threat seems to be 
confirmed by the survey data (see Exhibit 3-19), which indicate that in the footwear 
industry the incidence of intermediary products, out of the supply goods ordered on-line, 
is much higher than in the other sectors average. 

When it comes to the impact of ICT on new products, an interesting line of development 
is represented by the possibility of ICT to allow the production of mass-customised 
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products, combining differentiation and low cost. This has been pioneered, for example, 
in the EU funded project euroshoe89 which, however, has not yet turned into actual 
market applications. 

Bargaining power of suppliers 

Bargaining power of suppliers is low, as they are fragmented; supply exceeds demand 
and can easily be substituted. In a situation like this, the incentive for footwear 
manufacturers to improve e-business links with suppliers is not related to their bargaining 
power. It is instead related to the aim of gaining efficiency and getting cost savings along 
the value chain. This situation is also reflected by the survey data (Exhibit 3-23) which 
indicate that both SCM and links with the ICT systems of suppliers are lower than on 
average across all sectors studied this year by e-Business W@tch.  

Bargaining power of customers 

The bargaining power of customers in the footwear industry is high, as distribution is 
relatively more concentrated than manufacturers; thus, distribution can switch their 
suppliers with limited cost and market impact. 

The e-business impact potential on customers’ negotiation power is also high: e-Business 
offers the possibility of enhancing industry-trade relations through improved processes 
such as customer service, logistics, stock replenishment, and order management. 
Customers are increasingly expecting this service level (see Section 3.8.1 – drivers of e-
business). 

Furthermore, collaboration and market integration between producers and distribution is a 
trend that offers growth and differentiation. New collaborative models include the 
implementation of solutions aimed at profiling customers’ interests, at collecting critical 
information about the consumer’s buying process, and at keeping inventory levels 
synchronised with the demand. The further development of e-business, and the 
increasing integration along the footwear sector’s value chain, could create mutual 
competitive advantages for manufacturers and retailers. 

From the experiences of the case studies, however, it appears that the situation differs for 
external and internal distribution networks. External distribution networks appear not to 
exert their (potential) bargaining power in the field of e-business, i.e. create pressure on 
manufacturers to implement the systems and solutions described above. While there are 
successful examples of e-business integration with proprietary distribution networks (see 
the case studies on Alpina and Moreschi in Section 4.2), there are few examples of such 
integration with external distribution networks. This is also reflected by this year’s survey 
results (see Exhibit 3-29) indicating that ICT links between the information systems of 
suppliers and customers in this sector are still very limited. 

                                                   
89 http://euroshoe.itia.cnr.it (April 2006) 

http://euroshoe.itia.cnr.it
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Rivalry in the market 

Rivalry among competitors within the industry is very high and constantly increasing due 
to the struggle for market share, in both domestic and international markets. This turns 
into pressure on prices and, consequently, on margins and profitability. Downturns in 
employment are also a relevant effect of the negative general situation of the industry.  

ICT influences competition in various ways. On the one hand, ICT has enhanced the 
possibility of collaboration between firms and of improved customer service, including the 
management of outsourced operations. In this perspective, it may support European 
footwear firms in enhancing their competitive position. On the other hand, these potential 
benefits of ICT are largely exploited also by non-European firms. In this respect, ICT has 
contributed to increase global competition, as described in Section 2.2.2 of this report.  

To complete the picture about ICT impact on industry structure, interviewees were asked 
to state whether they see an impact of ICT at the level of competition in their industry. 
Results show that players in the footwear industry experience a slightly weaker impact of 
ICT on competition than in other sectors studied this year by the e-Business W@tch (see 
Exhibit 5-8). This perception appears to be evenly spread among the sector’s micro-firms 
and SMEs. Only large footwear enterprises reported perceiving a more intense impact of 
ICT on competition in this industry. Overall, the industry’s own perceptions about the 
impact of ICT on its competitiveness appear to confirm the results of the analysis 
presented in this report (see Summary in Section 3.9), according to which ICT is not fully 
exploited as a competitive leverage by companies in the European footwear sector. 

Exhibit 5-8: Perceived impact of ICT on competition in the industry 
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Source: e-Business W@tch (Survey 2006) 
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5.2 Policy implications 

This section highlights policy implications arising from the survey, the qualitative analysis 
and the case studies presented in the previous chapters of this study. These issues were 
also discussed at the workshop on “ICT and e-Business in the Footwear Industries” which 
was organised by e-Business W@tch on 22 September 2006.90 Conclusions from this 
workshop are also reflected in the following paragraphs.  

General policy implications 

e-Business developments can have implications for several policy areas. Relevant 
considerations made in this context can be grouped around two overall objectives which 
are paradoxically, to some extent, antagonistic:  

  Promote ICT adoption. Policy may have an interest in accelerating the adoption 
of ICT and e-business activity among companies in the footwear industry, 
particularly among this sector’s SMEs. This is based on the assumption that ICT is 
a driver of productivity and competitiveness. 

 Counteract ICT induced market failure. At the same time, policy will have to 
consider intervention if e-business activity causes undesirable effects on the 
aggregate level, i.e. market failure. 

Policy implications for the footwear industry 

According to the findings of the e-Business Survey 2006, the adoption of ICT in the 
footwear industry is quite limited, compared to other manufacturing sectors studied. This 
seems to apply not only to this sector’s SMEs, but also to its large firms. Furthermore, 
findings reveal that ICT use in this sector relies on less standardised practices and, 
perhaps more importantly, that most of the sector’s companies do not see ICT as a 
priority. Findings of the survey also suggest that, although footwear is an innovating 
sector in terms of product innovation in general, ICT-related process innovation in this 
industry is less common than in other sectors studied this year by e-Business W@tch.  

Numerous factors could explain the limited use of ICT and e-business, which comes as a 
result of the economic and competitive evolution in the footwear industry over the past 
decades. Presently, there are different and, at the same time, conflicting driving forces 
to explain the limited e-business adoption in this industry: 

 on the one hand, there is a lack of “pull” potential from distribution chains and 
business partners;  

 on the other hand, there is strong competitive pressure (even in terms of survival). 
Sector’s firms are more focused on other concerns -such as seasonal fluctuations, 
slowly growing and unstable demand, and fierce international competition from low 
cost countries- which should normally spur the use of ICT but, conversely, are also 
diverting resources to other goals.  

                                                   
90 See www.ebusiness-watch.org/events/Footwear_WS06.html  

http://www.ebusiness-watch.org/events/Footwear_WS06.html
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In such complex scenario the question arises whether more e-business is needed in 
this sector and, if so, in which areas in particular. There is consensus that the adoption 
and usage of ICT does not automatically translate into increased competitiveness91. The 
suggested path, therefore, is to identify priority areas where efforts should be made to 
stimulate ICT adoption and, ultimately ICT-enabled innovation, for example where ICT-
supported processes could strengthen productivity and competitiveness.  

In this context, a specific factor that appears to hamper a faster uptake of e-business in 
this industry is a limited focus of companies’ management on ICT-related issues. 
This applies, in particular, to the sector’s small firms, many of which operate as craft 
shops in a traditional manner. Footwear firms also point out the need for sector-specific, 
feasible and acceptable ICT solutions.  

The following table summarises the main priorities and the related policy issues which 
have been identified as a result of the analysis presented in this report. 

Exhibit 5-9: Policy implications arising from e-business activity in the Footwear industry  

Policy issues Possible initiators 
Policy leverage 

low < > high 

1 Interoperability and 
standardisation 

Standardisation bodies 
European Commission 
National Governments 
Innovation centres 
Industry associations 

  

 
 

 
 

2 e-Skills 

European Commission 
National Governments 
Regional Governments 
Intermediaries and industry 
associations 

   

3 Climate for innovation 

European Commission 
Innovation centres 
Regional Governments 
Industry federations 
Business support networks 

   

Maximum: 3 points (  or ). 

Source: e-Business W@tch (2006)  

Interoperability and standardisation 

A major action line which could help to increase the efficient use of ICT and e-business 
by footwear companies is addressing the need for a global classification and 
standardisation scheme of products. Not only the development of such schemes is 
important, but also dissemination and awareness about global classification activities are 
equally important and could be supported.  

                                                   
91 See e-Business W@tch Special Impact Study on ICT Impact on Corporate Performance, 

Productivity and Employment Dynamics, 2006, available at www.ebusiness-watch.org 
('resources'). 

http://www.ebusiness-watch.org
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Industry associations, the EU Commission, CEN/ISSS and GS1 have been involved in 
standardisation initiatives for the footwear industry in recent years (see Section 3.3.1 of 
this report). The technological outputs of these initiatives, however, have not led to 
widespread adoption in the user community As a result, the footwear sector remains 
without globally implemented standards. In fact, the 2006 survey data show that 
proprietary standards are more widely diffused than any family of specific standards, 
while EDI usage and XML adoption is also very low (typically 2% of firms) – see Exhibit 
3-8 in Section 3.3. 

On the other hand, footwear manufacturers (and retailers) may achieve considerable 
benefits in their business by integrating the supply chain. This has also been illustrated by 
case studies, presented in Section 4.2 of this report. While large dominant organisations 
can implement information systems using their own proprietary solutions, it is important to 
ensure that the requirements of small firms are properly advocated, since the sector 
mainly comprises small companies which typically do not have the knowledge or 
resources to get involved in these activities.  

As substantial efforts have already been made on the technological side, policy measures 
should now aim at fostering faster and wider implementation of standards both at sector 
and at cross-sector level, in particular as concerns the integration with distribution. ICT 
will only be perceived as helpful if solutions combine a more pragmatic, short-term 
approach with a longer-term strategic vision. This is particularly important in light of the 
current economic problems faced by footwear companies in Europe.  

In this context, a study to analyse the impact, the effectiveness and the potential benefits 
from the various standardisation and interoperability activities undertaken so far for this 
sector would be opportune. Moreover, it would be important to identify feasible 
approaches to the implementation of standards, in this industry in particular. 

Improving the managerial understanding of e-business potential 

The picture that emerges from the survey is that ICT skills are an important issue, notably 
at the managerial level, i.e. how to use e-business to support a company’s strategy. In 
micro and small companies in particular, the usage of ICT equipment and the access to 
the internet are often limited to the owner and a few key people. Knowledge and 
governance of e-business practices are not spread across footwear firms and changing 
skills requirements or ICT skill gaps are not considered a key issue by firms in this sector 
(see Section 3.2). This is clearly a hurdle for the adoption of advanced solutions at 
company level and represents a challenge for the competitive position of the footwear 
industry as a whole. 

Therefore, policy measures should focus on promoting ICT adoption as a driver of 
competitiveness. This should include measures aiming at:  

 Increasing the entrepreneurial and managerial understanding of e-business 
applications. The low diffusion of ICT and e-business is mainly due to the 
prevalence of small and micro enterprises and the hesitance of larger firms to act 
as initiators of e-business. This scepticism can be attributed, to some extent, to a 
lack of awareness of potential e-business benefits among the sector’s managers 
and entrepreneurs. To change this situation, awareness at management level 
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should be increased through, for example, “peer-to-peer” demonstrations of 
successful ICT implementations (i.e. concrete projects / "best practice cases" that 
have led to efficiency and/or productivity gains). Such initiatives could be 
undertaken by industry associations and innovation centres. Further measures to 
improve managerial understanding of ICT and its benefits could be to organise 
relevant training courses for businessmen, managers and employees, as well as 
"train-the-trainer" programmes on e-business management.  

 Providing information and support to decision-making on how to assess e-
business benefits. Presently, footwear companies have limited investment 
capability, due to their size and the fierce pressure on prices and margins. If they 
are to accelerate their pace towards e-business integration, they would carefully 
assess the required investments in this respect. What they need in this respect is 
concrete and reliable information on how to assess the costs and the benefits of 
investing in e-business. Therefore, measures are required to increase and support 
the awareness of footwear companies about the economic implications of investing 
in ICT and ways to assess these implications.  

 Improving of skills related to the reorganisation of working processes and 
procedures and the implementation of innovative technologies. The introd-
uction of ICT and e-business applications requires the development of related skills 
and, usually, the re-organisation of a company and its procedures. Companies, in 
particular in the footwear industry, should be supported to understand and respond 
to challenges related to the organisational aspects of e-business. Policy measures 
can support this process through targeted programmes and the exchange and 
dissemination of practices. Again, “peer-to-peer” demonstrations of successful ICT 
implementations appear as an effective approach in this respect. 

Promote a favourable environment for innovation 

Footwear companies operate in a very competitive environment and have to pursue 
innovation strategies based on creativity, quality and differentiation of products. This 
requires continuous investments. Nevertheless, according to the e-Business Survey 
2006, the incidence of product innovation in the footwear industry is higher than on 
average in the ten sectors studied this year by e-Business W@tch. It is, thus, safe to 
assume that footwear firms show –in general- a positive attitude towards innovation.  

In contrast, the role of ICT is less pronounced in this respect. On the one hand, this is not 
surprising since ICT is more important for developing new products in ICT-related 
industries or service-oriented sectors than for manufacturing ones, like footwear. On the 
other hand, however, the importance of ICT is less pronounced for process innovation 
in the footwear industry than on average across all sectors studied by the e-Business 
Watch in 2006 (see Exhibit 3-31). According to these data, about a fifth of footwear 
companies (representing close to 25% of this sector’s employment) said that they had 
introduced new processes in 2005. About 40% (60% by employment) of those companies 
confirmed that these innovations were critically linked to ICT. The respective average 
figures across all sectors studied this year are 20% (32% by employment) and 63% (75% 
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by employment) – i.e. the all-sectors reported average for ICT-related process innovation 
is at least 60% higher than the respective figure for the footwear industry.  

Hence, the survey results suggest that, while innovative capacity is available in the Euro-
pean footwear industry (e.g. in terms of product innovation), there is still untapped e-
business potential for process innovation in this industry. Therefore, European 
footwear firms should be increasingly supported in their innovation efforts in order to 
sustain their competitive positioning on the domestic and the international markets, as 
well as vis-à-vis distribution. e-Business policies aiming at a favourable innovation 
environment in the European footwear industry could include: 

 Promoting efforts towards innovation – especially by and for SMEs. This may 
include, for instance, support to networks of firms aiming at sharing expertise in 
providing and facilitating knowledge transfer. This may be facilitated by industry 
associations, in co-ordination with Innovation centres, as well as national and 
regional governments. The "Shoenet" project by INESCOP in Spain (see Case 
Study in Section 4.1) is a good example how to promote innovation in the sector in 
a cooperative way.  

 Promoting discussion about technologies (such as RFID) that may help 
footwear companies in the EU to control their IPRs and fight counterfeiting. 
Findings from the analysis presented in this report suggest that it is necessary to 
establish a better understanding of real costs and benefits of new technologies, 
such as RFID. The technological and organisational implications are also not yet 
fully appreciated.  

 On the other hand, the adoption of RFID may be an important means to fight 
counterfeiting and allow EU companies to fully exploit their innovative capacity. In 
this context, policy could promote discussion about relevant critical issues, such as 
reliability of proposed solutions, standards and interoperability, the appraisal of 
potential solutions in comparison with other, currently available technologies. 

 Continue the effort for the establishment and harmonisation of rules to 
protect innovation and IPRs. Creativity and innovation are points of strength of 
the European footwear industry. These assets, however, can be easily imitated 
and European firms are vulnerable to this threat. ICT and e-business offer great 
opportunities to sustain the competitiveness of European footwear firms. However, 
sharing data and information with business partners also implies risks that should 
be properly addressed.  

 The importance of this issue has already been understood by the European 
Commission and EU Member States. Recently, in fact, the Commission adopted a 
Communication on a broad-based innovation strategy for Europe.92 In addition, 
protection of IPRs is a key action under the new Competitiveness and Innovation 
Framework Programme (CIP).93 In this context, therefore, policy could sustain a 

                                                   
92 Communication from the Commission to the Council, the European Parliament, the European 

Economic and Social Committee and the Committee of the Regions: "Putting knowledge into 
practice: A broad-based innovation strategy for the EU", COM(2006), 502 final, 13 Sep. 2006. 

93 Competitiveness and Innovation framework Programme (2007-2013), see 
http://ec.europa.eu/enterprise/enterprise_policy/cip/index_en.htm.  

http://ec.europa.eu/enterprise/enterprise_policy/cip/index_en.htm
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favourable innovation environment through the establishment and harmonisation of 
rules to protect innovation and IPR. 

The policy measures described above would benefit by a stronger involvement of industry 
associations and technology providers. In this sense, in particular, it would be useful to: 

 Improve dialogue and cooperation with software providers: footwear 
companies and associations should intensify their dialogue and collaboration with 
the software industry, with a view to developing sector-specific ICT solutions. 
Policy could contribute in this effort by establishing and co-ordinating such dialogue 
platforms, at regional, national or European level, where footwear companies could 
meet and discuss their requirements with ICT and e-business solutions’ providers. 
In this context, focus should be placed on solutions adapted to the requirements of 
this sector’s SMEs, which need to see clearly a beneficial business case in order to 
increase their investments in ICT. In particular, it would be useful to focus efforts 
on short-term return software solutions which would better suit the current 
strategies of footwear firms in Europe.  

 Mobilise industry associations: actions to advance e-business adoption in this 
industry would be successful if the industry’s associations (at different levels, 
regional, national or European) are actively involved in promoting the issue among 
their members. For example, they could be encouraged to suggest concrete policy 
initiatives for accelerating ICT uptake in specific areas in this sector. 
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Annex I: The e-Business Survey 2006 –  
Methodology Report 

Background and scope 

e-Business W@tch collects data relating to the use of ICT and e-business in European 
enterprises by means of representative surveys. The e-Business Survey 2006, which was 
the fourth survey after those of 2002, 2003 and 2005, had a scope of 14,081 telephone 
interviews with decision-makers in enterprises from 29 countries, including the 25 EU 
Member States, EEA and Acceding / Candidate Countries.94 Interviews were carried out 
in March and April 2006, using computer-aided telephone interview (CATI) technology. 

Questionnaire 

The questionnaire is similar to those used in the previous surveys from 2002 to 2005 in 
order to ensure a basic continuity of the research approach. The module on ICT impact 
was substantially extended compared to 2005, in response to current policy interest, in 
exchange for some questions from other modules.  

Some questions which were also used in previous surveys were slightly modified. The 
most important change in this context concerns questions on e-commerce: up to 2005, 
companies were asked whether they "purchase / sell online"; in 2006, companies were 
asked whether they "place / accept orders online". This is a more precise question, since 
the terms "purchasing" and "selling" leave it open whether ordered goods also have to be 
paid online in order to qualify for "online purchasing / selling".  

Some specific topics were added or expanded in the questionnaire in order to reflect the 
latest e-business developments; examples are the new questions on the use of RFID and 
Voice-over-IP. 

The questionnaires of all four surveys (2002, 2003, 2005, 2006) can be downloaded from 
the e-Business W@tch website (www.ebusiness-watch.org/about/methodology.htm). 

Population 

As in 2005, the survey considered only companies that used computers. Thus, the 
highest level of the population was the set of all computer-using enterprises which were 
active within the national territory of one of the 29 countries covered, and which had their 
primary business activity in one of the 10 sectors specified on the basis of NACE Rev. 
1.1. 

Evidence from previous surveys shows that computer use can be expected to be 99% or 
more in all sectors among medium-sized and large firms. Differences are more relevant, 
however, for micro and small enterprises, in particular in the food and beverages industry, 
the textile and footwear industries, construction and tourism. In these four sectors, 10-
30% of micro enterprises and 4-15% of small firms (depending on the country and sector) 
do not use a computer.95 This should be considered when comparing figures over the 

                                                   
94 The EEA (European Economic Area) includes, in addition to EU Member States, Iceland, 

Liechtenstein and Norway. Acceding Countries with whom an Accession Treaty has been 
signed are Bulgaria and Romania; Candidate Countries, which are candidates for accession 
into the EU, are (as of September 2006) Croatia, the former Yugoslav Republic of Macedonia, 
and Turkey. In most of these countries, interviews and/or case studies were conducted. 

95  Non-computer users include typically small craft firms (textile, construction), bars, restaurants or 
pensions (in tourism), and small food producing companies. 

http://www.ebusiness-watch.org/about/methodology.htm
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years, as figures either represent a percentage of "all companies" (as in 2002 and 2003) 
or a percentage of "companies using computers" (as in 2005 and 2006). Differences are 
minimal, though, when figures have been weighted by employment. 

The 10 sectors which were selected for the 2006 survey are extremely heterogeneous in 
terms of their size. Construction and tourism are by far the largest with about 1.5 million 
enterprises in each of the EU-25.96 At the other end of the range is the consumer 
electronics industry with about 5,400 enterprises; this is a factor of about 280 between 
the largest and smallest sector. This imbalance has inevitably a substantial impact on 
weighting and thus on aggregate results, which are dominated by figures from 
construction and tourism. 

Table 1: Population coverage of the e-Business Survey 2006 

No. NACE Rev. 1.1 Sectors covered No. of 
enterprises  
in EU-25 * 

No. of 
interviews 
conducted 

1 DA 15 (most groups) Food and beverages 282,000 1,709 
2 DC 19.3 Footwear 13,700 980 
3 DE 21 Pulp, paper and paper products 18,400 1,158 
4 DL 30, 32.1+2 ICT manufacturing  31,800 1,687 
5 DL 32.3 Consumer electronics 5,400 665 
6 DM 35.11 Shipbuilding and repair 7,200 150 
7 F 45.2+3 (selected 

classes) 
Construction 1,546,000 2,655 

8 H 55.1/3, I 63.3,  
O 92.33/52 

Tourism 1,500,000 2,663 

9 I 64.2 Telecommunication services 12,900 1,580 
10 N 85.11 Hospital activities (e) 13,000 834 

* mostly based on Eurostat SBS, latest available figures 
(e) = estimated on the basis of figures for the former EU-15 (no figures available for EU-25) 

Sampling frame and method 

No cut-off was made in terms of minimum size of firms. The sample drawn was a random 
sample of companies from the respective sector population in each of the countries, with 
the objective of fulfilling minimum strata with respect to company size class per country-
sector cell. Strata were to include a 10% share of large companies (250+ employees), 
30% of medium sized enterprises (50-249 employees), 25% of small enterprises (10-49 
employees) and up to 35% of micro enterprises with less than 10 employees. 

Samples were drawn locally by fieldwork organisations based on official statistical 
records and widely recognised business directories such as Dun & Bradstreet or Heins 
und Partner Business Pool (both used in several countries). 

The survey was carried out as an enterprise survey: data collection and reporting focus 
on the enterprise, defined as a business organisation (legal unit) with one or more 
establishments.  

Due to the rather small population of enterprises in some of the sectors, target quota, 
particularly in the larger enterprise size-bands, could not be accomplished in each of the 
countries. In these cases, interviews were shifted to the next largest size-band (from 
large to medium-sized, from medium-sized to small), or to other sectors.  

                                                   
96 Construction (NACE Rev. 1.1 F 45) in total has about 2.3 million enterprises. The sub-sectors 

covered in 2006 (see Table 1) account for about 1.5 million out of these. 
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Fieldwork 

Fieldwork was coordinated by the German branch of Ipsos GmbH (www.ipsos.de) and 
conducted in cooperation with its local partner organisations (see Table 2) on behalf of e-
Business W@tch.97  

The survey had a scope of 14,081 interviews, spread across the 29 countries and 10 
industries covered. In 10 countries ("EU-10"), all 10 sectors were covered; in the other 
countries, selected industries were surveyed. In most countries, between 400 and 750 
interviews were conducted. Pilot interviews prior to the regular fieldwork were conducted 
with 23 companies in Germany in February 2006, in order to test the questionnaire 
(structure, comprehensibility of questions). 

Table 2: Institutes that conducted the fieldwork of the e-Business Survey 2006 and no. of 
interviews per country (#) 

 Institute # Int.  Institute # Int. 
BE Ipsos Belgium, 1050 Brussels 400 MT Misco International Ltd., 

Valetta VLT 04 
101 

CZ Ipsos Czech Republic, Skolska 
32/694, 110 00 Praha 1 

750 NL Ipsos Belgium, 1050 Brussels 400 

DK Vilstrup Research AS, 1360 
Copenhagen 

403 AT Spectra Marktforschungs-
gesellschaft m.b.H., 4020 Linz 

400 

DE Ipsos GmbH, 23879 Mölln 800 PL Ipsos Poland, 02-508 
Warszawa 

752 

EE Marketing and Public Opinion 
Research Centre SKDS, Riga 
LV-1010 

314 PT Ipsos Portugal, 1070-15 
Lisbon 

400 

EL Synovate Hellas, 15451 Athens 407 SI GfK Gral-Iteo trazne raziskave 
d.o.o., 1000 Ljubljana 

400 

ES Ipsos Eco Consulting, 28036 
Madrid 

754 SK GfK Slovakia Ltd., 813 41 
Bratislava 1 

400 

FR Ipsos France, 75739 Paris 751 FI Taloustutkimus Oy, 00510 
Helsinki 

752 

IE Landsdowne Market Research, 
Dublin 1 

400 SE GfK Sverige AB, 22100 Lund 400 

IT Demoskopea S.p.A., 00199 
Roma 

756 UK Continental Research, 
London EC1V 7DY 

750 

CY Synovate Cyprus, 2107 Nicosia 209  EEA and Acceding/Candidate 
countries 

 

LV 432 NO Norstat Norway, 0159 Oslo 401 
LT 

Marketing and Public Opinion 
Research Centre SKDS, Riga 
LV-1010 

404 BG TNS BBSS Gallup 
Interbational, 1164 Sofia 

400 

LU Ipsos GmbH, 23879 
Mölln/20097 Hamburg 

117 RO Field Insights, Bucharest 2 440 

HU Szonda Ipsos, 1096 Budapest 772 TR Bilesim International 
Research & Consultancy Inc. 
Turkey, 34676 Istanbul 

400 

 

                                                   
97 The survey was carried out under two different contracts. The survey in the six largest EU 

countries (DE, ES, FR, IT, PL, UK) was carried out as part of the e-Business W@tch contract 
between the European Commission and empirica GmbH; the survey in the other countries was 
carried out in parallel, but under a different contract (following an open call for tender for the 
"extended e-Business W@tch survey", issued in 2005). 

http://www.ipsos.de
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Non response: In a voluntary telephone survey, in order to achieve the targeted 
interview totals, it is always necessary to contact more companies than just the number 
equal to the target. In addition to refusals, or eligible respondents being unavailable, any 
sample contains a proportion of "wrong" businesses (e.g., from another sector), and 
wrong and/or unobtainable telephone numbers. Table 3 shows the completion rate by 
country (completed interviews as percentage of contacts made) and reasons for non-
completion of interviews. Higher refusal rates in some countries, sectors or size bands 
(especially among large businesses) inevitably raises questions about a possible refusal 
bias. That is, the possibility that respondents differ in their characteristics from those that 
refuse to participate. However, this effect cannot be avoided in any voluntary survey (be it 
telephone- or paper-based).  

Table 3: Interview contact protocols: completion rates and non-response reasons (2006, examples) 

  CZ DE ES FR HU IT NL PL FI UK 
1 Sample (gross) 5595 7763 7730 8686 21540 8533 4576 11054 3016 11821 

1.1 Telephone number does 
not exist 

283 1055 0 186 5545 717 349 2282 139 2663 

1.2 Not a company (e.g. 
private household) 

79 80 356 66 2076 89 219 681 34 324 

1.3 Fax machine / modem 56 48 0 79 1120 61 28 53 4 130 

1.4 Quota completed -> 
address not used 

43 124 660 1939 1665 2154 1002 877 66 158 

1.5 No target person in 
company 

17 359 730 142 9 178 232 959 319 736 

1.6 Language problems 9 18 0 25 0 1 36 0 41 20 

1.7 No answer on no. of 
employees  

2 1 10 13 6 8 1 19 1 0 

1.8 Company does not use 
computers  

48 47 158 250 279 314 235 460 28 51 

1.9 Company does not 
qualify  

134 330 103 156 0 113 47 813 49 215 

 Sum 1.1 – 1.9 671 2062 2017 2856 10700 3635 2149 6144 681 4297 

2 Sample (net) 4924 5701 5713 5830 10840 4898 2427 4910 2335 7524 

2.1 Nobody picks up phone 1071 582 1645 6 1023 647 82 513 22 1898 

2.2 Line busy, engaged 83 122 57 46 89 0 3 73 1 1 

2.3 Answering machine 143 145 121 1315 1200 0 9 127 1 145 

2.4 Contact person refuses  2080 1125 2553 131 2011 729 1653 2009 578 2523 

2.5 Target person refuses 450 1865 202 1475 2776 642 113 280 405 1618 

2.6 No appointment during 
fieldwork period  

3 11 70 182 2571 384 112 150 50 376 

2.7 Open appointment 295 953 35 1896 258 1041 21 763 459 51 

2.8 Target person is ill / 
unavailable 

2 31 0 0 0 13 0 29 2 32 

2.9 Interview abandoned 43 67 271 29 108 686 34 176 15 130 

2.10 Interview error, cannot 
be used 

4 0 5 5 32 0 0 38 50 0 

 Sum 2.1 – 2.10 4174 4901 4959 5085 10068 4142 2027 4158 1583 6774 

3 Successful interviews 750 800 754 751 772 756 400 752 752 750 

 Completion rate (= [3] / 
[2]) 

15% 14% 13% 13% 7,12% 15% 16,48% 15% 32% 10% 

 Average interview time 
(min:sec) 

19:19 18:46 17:29 19:39 17:14 16:43 19:00 23:44 20:19 20:16 
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Feedback from interviewers 

No major problems were reported from the fieldwork with respect to interviewing 
(comprehensibility of the questionnaire, logical structure). The overall feedback from the 
survey organisations was that fieldwork ran smoothly and that the questionnaire was well 
understood by most respondents. The main challenge was the fulfilment of the quotas, 
which was difficult or impossible in some of the sectors, in particular among the larger 
size-bands. Some of the more specific remarks from fieldwork organisations, which point 
at difficulties encountered in the local situation, are summarised in Table 4. 

Table 4: Comments by national fieldwork companies on their experience (2006, examples) 

Country Comments 
Belgium · The questionnaire was very clear. 

· Business-to-business (B2B) research (i.e. surveys on behalf of companies or authorities 
amongst companies) is often difficult when the questionnaire length is longer than 15 
minutes; target persons often complained that they have no time for an interview during 
their normal work. 

· Positive reaction from respondents that the results can be found on the website. 
Bulgaria · Many companies (especially within the tourism sector) have outsourced their ICT 

operations. Therefore, it was sometimes difficult for respondents to understand the 
questions.  

Czech Republic · It was difficult to fulfil quotas in several sectors which are mainly represented by very 
small companies, often by one-person-companies (self-employed), many of which are 
not willing to do a relatively long interview. There was a high percentage of refusals 
among micro-companies. 

Denmark · Some technical terms (such as internet protocol, LAN, W-LAN, VPN, RFID, and EDI) 
were hard for interviewers and respondents to understand. 

Finland · The questionnaire was quite long and that is why there were more refusals than normal.  
· Smaller companies often refused to answer or interrupted the interview because they 

thought that they did not know enough about e-business. Respondents in the pulp and 
paper sector were especially not interested in this topic due to comparably low ICT 
usage. 

Germany · As with previous e-Business surveys carried out, fieldwork ran relative smoothly overall 
and the questionnaire was easy to understand and interesting for most of respondents. 

· Respondents from small companies often had difficulty when answering questions 
related to specific technical terms and applications. 

· Respondents reacted positively to the fact that the survey was carried out on behalf of 
the European Commission.  

Greece · There were several cases where companies have outsourced the IT support and thus 
there was no person to interview. 

· Respondents who were not IT specialists found some of the IT terminology difficult to 
understand.  

Spain · Fieldwork did not run as smoothly as expected due to several bank holidays occurring 
during the period, therefore it was difficult to reach the target persons. 

· IT professionals in large companies were the most available. 
France · In general, the fieldwork went without any problems and the questionnaire was 

understood by the respondents. 
· For some sectors, the lack of contact addresses was a serious problem. 
· For future surveys, the case concerning new companies which cannot answer the 

financial questions should be considered. 
Hungary · The cooperation level in this survey was similar to other telephone surveys among 

companies; but a problem was that many small companies use only one computer, and 
only for basic functions. 

Ireland · The B2B sector (not general population or household surveys) is very over researched in 
Ireland; hence there was a high level of refusals. 

· In Ireland more than 90% of businesses employ less than 9 employees so many 
companies do not have the need nor use for ICT. 
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Italy · Many refusals among the smallest and/or family owned business, where only one PC is 
available and used more for personal reasons than for business. 

· Respondents often lost their patience because considering the low use of the PC in their 
business, they had to spend time on the phone always giving the same answers ("no, do 
not use …"). 

Latvia · The main problem was the length of the questionnaire. Although the average interview 
length was 16 minutes and thus the shortest of all participating countries, surveys among 
companies with interviews lasting more than 15 minutes are generally not recommended 
in Latvia. 

· It was rather hard for IT managers to answer about budget, market shares and so on. 
The Netherlands · The questionnaire was very clear, so positive. 

· Business-to-business surveys are often difficult when the questionnaire length is longer 
than 15 minutes. 

· Secretaries/receptionists in the Netherlands are very well trained in refusing the 
transferring of a call. 

Norway · Interviewers experienced that many respondents / businesses did not wish to participate 
due to the topic of the survey. Main reason was that they did not feel competent, 
although they qualified from the results of the screening. 

Poland · There were some difficulties in getting an interview with computer/IT specialists. In many 
big companies they refuse to take time for an interview. 

· Many small companies did not understand some of the more technical terms. 
Sweden · The questionnaire was understood by most of the respondents. 
UK · Although some of the questions do appear to be quite technical, this did not prove a 

particular problem for respondents. 
· There was a very low universe of companies in certain quota cells. Given the limited 

sample available in some sectors, and the need to target a high proportion of large 
companies, a longer field period would probably have helped to maximize the number of 
complete interviews. 

· It is becoming increasingly difficult to secure interviews with IT/DP professionals, and we 
suspect that this situation will only worsen in the future. 

Weighting schemes  

Due to stratified sampling, the sample size in each size-band is not proportional to the 
population numbers. If proportional allocation had been used, the sample sizes in the 
250+ size-band would have been extremely small, not allowing any reasonable 
presentation of results. Thus, weighting is required so that results adequately reflect the 
structure and distribution of enterprises in the population of the respective sector or 
geographic area. e-Business W@tch applies two different weighting schemes: weighting 
by employment and by the number of enterprises.98 

 Weighting by employment: Values that are reported as employment-weighted 
figures should be read as "enterprises comprising x% of employees" (in the 
respective sector or country). The reason for using employment weighting is that 
there are many more micro-enterprises than any other firms. If the weights did not 
take into account the economic importance of businesses of different sizes in some 
way, the results would be dominated by the percentages observed in the micro 
size-band. 

 Weighting by the number of enterprises: Values that are reported as "x% of 
enterprises" show the share of firms irrespective of their size, i.e. a micro-company 
with a few employees and a large company with thousands of employees both 
count equally.  

                                                   
98 In the tables of this report, data are normally presented in both ways, except for data by size-

bands. These are shown in % of firms within a size-band, where employment-weighting is 
implicit. 
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The use of filter questions in interviews 

In the interviews, not all questions were asked to all companies. The use of filter 
questions is a common method in standardised questionnaire surveys to make the 
interview more efficient. For example, questions on the type of internet access used were 
only asked to those companies that had replied to have internet access. Thus, the 
question whether a company has Internet access or not serves as a filter for follow-up 
questions. 

The results for filtered questions can be computed on the base of only those enterprises 
that were actually asked the question (e.g. "in % of enterprises with internet access"), but 
can also be computed on the base of "all companies". In this report, both methods are 
used, depending on the indicator. The base (as specified in footnotes of tables and 
charts) is therefore not necessarily identical to the set of companies that were actually 
asked the underlying question. 

Statistical accuracy of the survey: confidence intervals  

Statistics vary in their accuracy, depending on the kind of data and sources. A 
'confidence interval' is a measure that helps to assess the accuracy that can be expected 
from data. The confidence interval is the estimated range of values on a certain level of 
significance. Confidence intervals for estimates of a population fraction (percentages) 
depend on the sample size, the probability of error, and the survey result (value of the 
percentage) itself. Further to this, variance of the weighting factors has negative effects 
on confidence intervals. 

Table 7 gives some indication about the level of accuracy that can be expected for 
industry totals for the EU-1099 (based on all respondents) depending on the weighting 
scheme applied. For totals of all-sectors (in the EU-10), an accuracy of about +/- 3 
percentage points can be expected for most values that are expressed as "% of firms", 
and of about +/- 2 percentage points for values that are weighted by employment.  

The confidence intervals for industry totals (EU-10) differ considerably depending on the 
industry and the respective value; on average, it is about +/- 5 percentage points (in both 
weighting schemes). Confidence intervals are highest for the shipbuilding and repair 
industry, due to the small number of observations, and because this sector is more 
sensitive to weights due to its structure (i.e. the dominance of large firms in a 
comparatively small population). Data for this industry are therefore indicative and cannot 
claim to have statistical accuracy. 

The calculation of confidence intervals is based on the assumption of (quasi-) infinite 
population universes. In practice, however, in some industries and in some countries the 
complete population of businesses consists of only several hundred or even a few dozen 
enterprises. In some cases, literally each and every enterprise within a country-industry 
and size-band cell was contacted and asked to participate in the survey. This means that 
it is practically impossible to achieve a higher confidence interval through representative 
enterprise surveys in which participation is not obligatory. This should be borne in mind 
when comparing the confidence intervals of e-Business W@tch surveys to those 
commonly found in general population surveys. 

                                                   
99 The EU-10 are composed of those countries in which all 10 sectors were covered by the survey. 

To ensure data comparability, only interviews from these countries are included in the 
aggregated "total" values. The EU-10 are: CZ, DE, ES, FR, IT, HU, NL, PL, FI, UK. These 10 
countries represent more than 80% of the population and GDP of the EU. 
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Table5: Confidence intervals for all-sector and sector totals (EU-10) 

  Confidence interval 
 Survey 

result 
Weighted as  
"% of firms" 

Weighted by 
employment  

Unweighted 

All sectors (aggregate), EU-10 10% 8.1% - 12.3% 8.7% - 11.5% 9.4% - 10.6% 
Food and beverages 10% 6.6% - 14.8% 7.3% - 13.6% 8.4% - 11.9% 
Footwear  10% 7.5% - 13.2% 7.6% - 13.1% 8.4% - 11.9% 
Pulp and paper 10% 7.8% - 12.7% 7.5% - 13.3% 8.5% - 11.7% 
ICT manufacturing 10% 7.9% - 12.6% 7.6% - 13.0% 8.7% - 11.5% 
Consumer electronics 10% 7.4% - 13.4% 6.0% - 16.2% 8.0% - 12.4% 
Shipbuilding and repair 10% 4.8% - 19.7% 4.6% - 20.4% 6.0% - 16.1% 
Construction 10% 6.9% - 14.3% 7.6% - 13.1% 8.3% - 11.9% 
Tourism 10% 6.6% - 14.8% 6.8% - 14.4% 8.3% - 12.0% 
Telecommunication services 10% 7.6% - 13.1% 6.6% - 14.8% 8.4% - 11.9% 
Hospital activities 10% 7.2% - 13.7% 7.2% - 13.8% 8.1% - 12.3% 
All sectors (aggregate), EU-10 30% 26.8% - 33.4% 27.9% - 32.2% 29.1% - 30.9% 
Food and beverages 30% 24.2% - 36.6% 25.4% - 35.0% 27.4% - 32.8% 
Footwear  30% 25.9% - 34.5% 26.0% - 34.3% 27.3% - 32.8% 
Pulp and paper 30% 26.4% - 33.9% 25.8% - 34.6% 27.6% - 32.5% 
ICT manufacturing 30% 26.5% - 33.8% 26.1% - 34.2% 27.9% - 32.2% 
Consumer electronics 30% 25.6% - 34.8% 22.9% - 38.1% 26.8% - 33.5% 
Shipbuilding and repair 30% 20.2% - 42.0% 19.7% - 42.8% 23.0% - 38.1% 
Construction 30% 24.7% - 35.9% 25.9% - 34.4% 27.3% - 32.8% 
Tourism 30% 24.2% - 36.5% 24.6% - 36.1% 27.3% - 32.9% 
Telecommunication services 30% 25.9% - 34.4% 24.2% - 36.5% 27.4% - 32.7% 
Hospital activities 30% 25.3% - 35.2% 25.3% - 35.2% 26.9% - 33.4% 
All sectors (aggregate), EU-10 50% 46.4% - 53.6% 47.6% - 52.4% 49.0% - 51.0% 
Food and beverages 50% 43.2% - 56.8% 44.7% - 55.3% 47.0% - 53.0% 
Footwear  50% 45.3% - 54.7% 45.5% - 54.5% 47.0% - 53.0% 
Pulp and paper 50% 45.9% - 54.1% 45.2% - 54.8% 47.3% - 52.7% 
ICT manufacturing 50% 46.0% - 54.0% 45.5% - 54.5% 47.7% - 52.3% 
Consumer electronics 50% 45.0% - 55.0% 41.7% - 58.3% 46.3% - 53.7% 
Shipbuilding and repair 50% 38.2% - 61.8% 37.5% - 62.5% 41.8% - 58.2% 
Construction 50% 43.9% - 56.1% 45.4% - 54.6% 47.0% - 53.0% 
Tourism 50% 43.3% - 56.7% 43.7% - 56.3% 46.9% - 53.1% 
Telecommunication services 50% 45.4% - 54.6% 43.3% - 56.7% 47.1% - 52.9% 
Hospital activities 50% 44.6% - 55.4% 44.6% - 55.4% 46.5% - 53.5% 
All sectors (aggregate), EU-7 70% 66.6% - 73.2% 67.8% - 72.1% 69.1% - 70.9% 
Food and beverages 70% 63.4% - 75.8% 65.0% - 74.6% 67.2% - 72.6% 
Footwear  70% 65.5% - 74.1% 65.7% - 74.0% 67.2% - 72.7% 
Pulp and paper 70% 66.1% - 73.6% 65.4% - 74.2% 67.5% - 72.4% 
ICT manufacturing 70% 66.2% - 73.5% 65.8% - 73.9% 67.8% - 72.1% 
Consumer electronics 70% 65.2% - 74.4% 61.9% - 77.1% 66.5% - 73.2% 
Shipbuilding and repair 70% 58.0% - 79.8% 57.2% - 80.3% 61.9% - 77.0% 
Construction 70% 64.1% - 75.3% 65.6% - 74.1% 67.2% - 72.7% 
Tourism 70% 63.5% - 75.8% 63.9% - 75.4% 67.1% - 72.7% 
Telecommunication services 70% 65.6% - 74.1% 63.5% - 75.8% 67.3% - 72.6% 
Hospital activities 70% 64.8% - 74.7% 64.8% - 74.7% 66.6% - 73.1% 
All sectors (aggregate), EU-7 90% 87.7% - 91.9% 88.5% - 91.3% 89.4% - 90.6% 
Food and beverages 90% 85.2% - 93.4% 86.4% - 92.7% 88.1% - 91.6% 
Footwear  90% 86.8% - 92.5% 86.9% - 92.4% 88.1% - 91.6% 
Pulp and paper 90% 87.3% - 92.2% 86.7% - 92.5% 88.3% - 91.5% 
ICT manufacturing 90% 87.4% - 92.1% 87.0% - 92.4% 88.5% - 91.3% 
Consumer electronics 90% 86.6% - 92.6% 83.8% - 94.0% 87.6% - 92.0% 
Shipbuilding and repair 90% 80.3% - 95.2% 79.6% - 95.4% 83.9% - 94.0% 
Construction 90% 85.7% - 93.1% 86.9% - 92.4% 88.1% - 91.7% 
Tourism 90% 85.2% - 93.4% 85.6% - 93.2% 88.0% - 91.7% 
Telecommunication services 90% 86.9% - 92.4% 85.2% - 93.4% 88.1% - 91.6% 
Hospital activities 90% 86.3% - 92.8% 86.2% - 92.8% 87.7% - 91.9% 

confidence intervals at α=.90 
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The e-Business Scoreboard 2006 
The e-Business Scoreboard approach was developed by e-Business W@tch in 2004. It is 
a compound index that condenses data on ICT adoption and e-business activity, enabling 
comparisons across different sectors, countries or size-bands.  

Conceptually, the e-Business Scoreboard owes a debt to the Balanced Scorecard (BSC) 
approach, which suggests that an organisation should be viewed from four perspectives, 
and that metrics (and targets) are to be defined for each perspective. Similarly, the e-
Business Scoreboard looks at ICT use by enterprises from four (inter-related) 
perspectives. The Scoreboard consists of 16 component indicators (see next page), 
which represent the metrics for these perspectives. Component indicators (CI) can be 
aggregated on several levels.  
 

 First, CI can be aggregated 
into the 4 main  
sub-indices (with 4 CI 
each) that represent major 
application areas of e-
business. 

 Second, the four sub-indices 
can be further aggregated 
into 2 dimensions and, 
finally, into the overall 
"e-Business Index". 

 

  

E - Business  
Index 

A. Access to  
ICT networks 

4 Sub - Indices 
(by business function) 

E - Business  
Index 

B. e - Process  
integration 

C. Supply - side 
activity 

D. Marketing  
and sales 

16 Component 
Indicators 

A.1 Internet  
A.2 LAN  
A.3 W - LAN  
A.4 Remote  

B.1 Intranet  

etc. 
B.2 ERP   

E - Business  
Index 

A. Access to  
ICT networks 

4 Sub - Indices 
(by business function) 

E - Business  
Index 

B. e - Process  
integration 

C. Supply - side 
activity 

D. Marketing  
and sales 

16 Component 
Indicators 

A.1 Internet  
A.2 LAN  
A.3 W - LAN  
A.4 Remote  

B.1 Intranet  

etc. 

 
 

The e-Business Scoreboard takes into account the percentages (diffusion rates) from all 
sectors (size-bands, …) and show how a specific sector (size-band, …) differs from the 
all-sector-average. An index value is based on mean values and standard deviations.  
Thus, index values express the multiple of the standard deviation (1 or (-1)) for a specific 
sector and the selected indicator. 0 equals the mean value for all sectors (size-bands, 
…).  

Indexes simplify multi-dimensional concepts. To correctly assess the validity and 
shortcomings of the Scoreboard and its overall index, the following notes should be taken 
into account:  

  Weighting: Results are influenced by the selection of the underlying weighting 
scheme for component indicators. If employment-weighted figures are used, e-
business activity in large firms is emphasized. If indicators are weighted by the 
number of enterprises (irrespective of their size), the situation in smaller firms is 
emphasized. 

  Component indicators: The selection of component indicators may have a bias 
towards manufacturing activities, as some indicators can be more relevant for 
manufacturing than for service sectors (e.g. ERP use).  

   Relative comparison: The Scoreboard results do not represent absolute 
measures of e-business activity, but depend on the respective set of sectors (or 
countries, ...) that are compared to each other, because figures express standard 
deviations from the average of the respective set. 
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Component indicators of the e-Business Scoreboard 2006 

(Definitions for indicators weighted by employment) 

 
A. ICT infrastructure and basic connectivity 

A.1 Internet connectivity = the percentage of employees working in enterprises that are 
connected to the internet, with a supplementary indicator for the type 
of internet connection in terms of bandwidth. Enterprises that are 
connected with broadband (via DSL, cable, direct fibre or wireless 
broadband) are computed with a factor of 1.0, enterprises connected 
via analogue dial-up modem or ISDN with a factor of 0.5. The 
maximum value of 100 would be returned if all employees work in 
enterprises with broadband connections. 

A.2 Use of LAN = the percentage of employees from a sector working in enterprises that 
have connected computers with a Local Area Network (LAN). 

A.3 Use of a Wireless LAN = the percentage of employees working in enterprises which use a 
Wireless LAN. 

A.4 Remote access to the 
company's computer network 

= the percentage of employees from a sector working in enterprises 
where it is possible to access data from the company's computer 
system from a remote location.  

B. Internal business process automation 

B.1 Use of an intranet = the percentage of employees working in enterprises that use an 
intranet. 

B.2 Use of an ERP system = the percentage of employees working in enterprises that have 
implemented an ERP (enterprise resource planning) system. 

B.3 Use of online technology to 
track working hours and/or 
production time 

= the percentage of employees working in enterprises that use online 
technologies (other than e-mail) to track working hours and/or 
production times. 

B.4 Companies sending or 
receiving e-invoices 

= the percentage of employees working in enterprises that send and/or 
receive e-invoices. 

C. Procurement and supply chain integration 

C.1 Companies placing >5% of their 
orders to suppliers online  

= the percentage of employees working in enterprises saying that they 
place orders to suppliers online on the web or via other computer-
mediated networks, for example via EDI based connections to their 
suppliers, and that these online orders account for at least 5% of their 
total orders. 

C.2 Use of specific ICT solutions 
for e-procurement 

= the percentage of employees working in enterprises that use specific 
IT solutions to support the selection of their suppliers and/or 
procurement processes. 

C.3 Companies linking their ICT 
system with suppliers 

= the percentage of employees that work in enterprises whose ICT 
system is linked with those of suppliers. 

C.4 Companies managing capacity 
and inventory online 

= the percentage of employees working in enterprises that that use 
technologies to manage capacity and inventory online. 

D. Marketing and sales processes 

D.1 Use of CRM software systems = the percentage of employees working in enterprises that use a CRM 
(customer relationship management) software to organise data about 
their customers electronically. 

D.2 Companies receiving >5% of 
orders from customers online 

= the percentage of employees working in enterprises saying that they 
accept orders from customers online on the web or via other 
computer-mediated networks, and that these online orders account for 
at least 5% of their total orders received. 

D.3 Use of specific ICT solutions to 
support marketing and sales 
processes 

= the percentage of employees working in enterprises that uses specific 
IT solutions to support marketing and sales processes. 

D.4 Companies linking their ICT 
system with customers 

= the percentage of employees that work in enterprises whose ICT 
system is linked with those of customers. 
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Annex II: Expanded Tables 

General remarks on country data break-downs  

The studies of e-Business W@tch have a sectoral perspective and focus on small and 
medium-sized enterprises within each sector studied. The analysis of geographic 
differences is not in the foreground. This decision on the study focus recognises that the 
e-business activities of a company are mainly determined by its business activity, the 
configuration of its value system and its size, rather than by the location of a firm. 

For several reasons, country data on e-business adoption must be taken with a “pinch of 
salt”. They can reflect, at least to some extent, the structure of the economy rather than 
the overall e-maturity of firms. In Italy, for example, sectors dominated by small firms are 
much more prevalent than in other countries. Since large firms are more advanced in 
electronic business, aggregated data may point at a lower level of e-business activity in 
Italy. In contrast to Italy, the relative performance of French and Dutch companies is 
significantly better if the emphasis is on larger firms. These benchmarking results suggest 
that the digital divide between small and large firms could be quite pronounced in these 
countries. 

It should also be considered that the average size of the companies interviewed by e-
Business W@tch in a sector can differ by country, depending on industry structure and 
the available business directories used for sampling. It cannot be excluded that some 
directories may have a bias towards smaller or larger firms. Although this effect is 
counteracted by weighting the answers (according to the representation of various 
company sizes in the population), it cannot be excluded that structural differences in the 
sample have an impact on results. Ideally, comparisons between different countries 
should only be made within the same size-band of firms, rather than on the aggregate 
level. However, at least within a given sector, the number of observations available does 
not allow a break-down by country and size-band.   
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Exhibit A2-1: Internet access and remote access to company network 

 
Companies 
with internet 

access 

Companies 
with 

broadband 
internet access 

Share of 
employees 

with internet 
access (1) 

Companies 
enabling 

remote access 
to their 
network 

 % of 
empl. 

% of 
firms 

% of 
empl. 

% of 
firms 

% of 
empl. 

% of 
firms 

% of 
empl. 

% of 
firms 

Footwear (EU-10) 96 89 75 62 n.a. 28 17 10 
Micro (1-9 empl.)   86   58 n.a. 34   10 
Small (10-49 empl.)   97   73 n.a. 12   7 
Medium (50-249 empl.)   100   82 n.a. 19   28 
Large (250+ empl.) *   100*   91* n.a. 20*   26* 
                
Czech Republic 99 90 50 41 n.a. 58 33 27 
Germany 99 95 81 58 n.a. 42 22 12 
Greece  81* 69* 35* 33* n.a. 11* 12* 9* 
Spain 92 86 73 73 n.a. 34 16 14 
Finland ** ** ** ** n.a. ** ** ** 
France  99* 86* 97* 64* n.a. 43* 29* 25* 
Italy 96 90 75 63 n.a. 16 8 5 
Hungary 98 92 84 70 n.a. 47 16 26 
Netherlands ** ** ** ** n.a. ** ** ** 
Poland 96 88 61 47 n.a. 43 21 11 
Portugal  92 84 86 77 n.a. 17 17 7 
Slovakia  100* 97* 77* 60* n.a. 40* 21* 9* 
UK ** ** ** ** n.a. ** ** ** 
Turkey 96 86 67 61 n.a. 29 45 30 
                 
All 10 sectors (EU-10) 95 93 76 69 n.a. 43 35 16 
Micro (1-9 empl.)  89  62 n.a. 51  12 
Small (10-49 empl.)  98  75 n.a. 29  22 
Medium (50-249 empl.)  99  83 n.a. 33  43 
Large (250+ empl.)  99  84 n.a. 44  60 
         

Base (100%) firms using 
computers 

firms using 
computers 

firms with internet 
access 

firms using 
computers 

N (for sector, EU-10) 769 769 698 769 
Questionnaire reference A1 A3 A2 A5 

(1)  Read: "On average, in a company from the footwear industry, 28% of employees have access to the 
internet at their workplace”. 

*  Data only indicative due to low number of observations (N ~ 25-50).  

**  Data are not displayed because of the very low number of observations (N < 25). Information about results 
for this country are available on the website at http://www.ebusiness-watch.org/resources/by_sector.htm.  

 

http://www.ebusiness-watch.org/resources/by_sector.htm
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Exhibit A2-2: Demand for ICT skills and skills development 

 
Companies 

employing ICT 
practitioners 

Regular ICT 
training of 
employees 

Companies 
with hard-to-fill 
vacancies for 

ICT jobs in 
2005 

Companies 
using 

e-learning 

 % of 
empl. 

% of 
firms 

% of 
empl. 

% of 
firms 

% of 
empl. 

% of 
firms 

% of 
empl. 

% of 
firms 

Footwear (EU-10) 20 13 14 6 1 1 7 5 
Micro (1-9 empl.)   10   4   0   6 
Small (10-49 empl.)   19   8   1   4 
Medium (50-249 empl.)   22   22   1   12 
Large (250+ empl.)  28*  21*  1*   6* 
                 
Czech Republic 14 2 21 13 4 0 20 16 
Germany 14 9 22 12 0 0 29 15 
Greece  44* 48* 11* 9* 10* 8* 0* 0* 
Spain 13 14 13 9 1 1 6 7 
Finland ** ** ** ** ** ** ** ** 
France  25* 7* 35* 14* 2* 2* 0* 0* 
Italy 24 18 13 6 0 0 4 3 
Hungary 7 0 0 0 0 0 8 2 
Netherlands ** ** ** ** ** ** ** ** 
Poland 10 1 4 2 0 0 10 8 
Portugal  17 16 19 10 0 0 9 1 
Slovakia  25* 12* 21* 16* 11* 5* 10* 20* 
UK ** ** ** ** ** ** ** ** 
Turkey 19 20 14 11 3 2 20 6 
         
All 10 sectors (EU-10) 27 14 22 13 2 1 21 11 
Micro (1-9 empl.)  12  9  2  12 
Small (10-49 empl.)  15  16  0  11 
Medium (50-249 empl.)  29  28  2  19 
Large (250+ empl.)  59  41  6  35 
         

Base (100%) firms using 
computers 

firms using 
computers 

firms using 
computers 

firms using 
computers 

N (for sector, EU-10) 769 769 769 769 
Questionnaire reference B1 B4 B2 B5 

*  Data only indicative due to low number of observations (N ~ 25-50).  

**  Data are not displayed because of the very low number of observations (N < 25). Information about results 
for this country are available on the website at http://www.ebusiness-watch.org/resources/by_sector.htm.  

 

http://www.ebusiness-watch.org/resources/by_sector.htm
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Annex III: Glossary of Technical Terms 

Term Definition100 
Access The ability to retrieve information and to communicate online through the use of digital 

information and communication technologies. 
B2B Business to Business. Electronic transactions between companies. 

B2B e-marketplace Electronic trading platforms on the internet where companies can sell and/or buy goods 
or services to/from other companies. They can be operated by a single buyer or seller or 
by a third party. Many marketplaces are industry-specific. Some marketplaces require 
registration and membership fees from companies that want to conduct trade on them. 

B2C Business to Consumer. Electronic transactions, between companies and consumers. 

Bandwidth The physical characteristic of a telecommunications system that indicates the speed at 
which information can be transferred. In analogue systems, it is measured in cycles per 
second (Hertz), and in digital systems in binary bits per second. (Bit/s). 

Broadband High bandwidth internet access. In e-Business W@tch reports, broadband is defined as 
the capacity to transfer data at rates of 2 Mbit/s (megabits per second) or greater. 

Channel In communications, a physical or logical path allowing the transmission of information; 
the path connecting a data source and a receiver. 

CRM Customer Relationship Management. Software systems that promise the ability to 
synthesize data on customers' behaviour and needs and thus to provide a universal view 
of the customer. 

Dial-up The process of establishing a temporary connection (to the internet) via the switched 
telephone network. 

Digital signature An electronic signature that can be used to authenticate the identity of the sender of a 
message or the signer of a document, and to ensure that the original content of the 
message or document that has been sent is unchanged. Digital signature usually refers 
specifically to a cryptographic signature, either on a document, or on a lower-level data 
structure.  

DRM Digital rights management. DRM is a system of IT components and services, along with 
corresponding law, policies and business models, which strive to distribute and control 
intellectual property and its rights. Product authenticity, user charges, terms-of-use and 
expiration of rights are typical concerns of DRM.  

DSL Digital Subscriber Line. A family of technologies generically referred to as DSL, or xDSL, 
capable of transforming ordinary phone lines (also known as "twisted copper pairs") into 
high-speed digital lines, capable of supporting advanced services. ADSL (Asymmetric 
Digital Subscriber Line), HDSL (High data rate Digital Subscriber Line) and VDSL (Very 
high data rate Digital Subscriber Line) are all variants of xDSL 

e-Business Electronic business. The e-Business W@tch uses the term "e-business" in the broad 
sense, relating both to external and to company internal processes. This includes 
external communication and transaction functions, but also ICT supported flows of 
information within the company, for example, between departments and subsidiaries.  

ebXML Electronic business using XML. A proven framework and unified set of internationally 
agreed upon technical specifications and common XML semantics designed to facilitate 
global trade. 

e-Commerce Electronic commerce. As distinct from the broader concept of e-business, e-commerce 
refers to external transactions in goods and services between companies (B2B), 
between companies and consumers (B2C), or between companies and governments 
(B2G) and may therefore be seen as a subgroup or component of e-business activities.  

EDI Electronic Data Interchange. A way for unaffiliated companies to use networks to link 
their businesses by using a common technical standard for exchanging business data. 
While electronic mail between companies is common, electronic data interchange 
passes bigger bundles that replace large paper documents such as bills and contracts.  

                                                   
100 Some of the definitions in this glossary are derived from or based on definitions suggested by 

Whatis?com, a leading online ICT encyclopaedia and learning centre. See 
http://whatis.techtarget.com. 

http://whatis.techtarget.com
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Term Definition100 
EDM Electronic Document Management. The management of different kinds of documents in 

an enterprise using computer programmes and storage devices. An EDM system allows 
an enterprise and its users to create a document or capture a hard copy in electronic 
form, store, edit, print, process, and otherwise manage documents. 

e-Invoicing Electronic invoicing. A business-to-business transaction in which invoices are generated, 
delivered (and normally paid) electronically, replacing the equivalent traditional paper-
based invoicing processes. 

e-Learning e-Learning means supporting training with learning material in electronic format, for 
example material that is available on the intranet or the internet. e-Learning applications 
can be used for ICT-related training, but also for sector-specific or even company-
specific training content. 

ERP Enterprise Resource Planning. A software system that helps to integrate and cover all 
major business activities within a company, including product planning, parts purchasing, 
inventory management, order tracking, human resources and finance. 

Extranet A network using internet protocols that allows external organisations (for example 
customers or suppliers) access to selected internal data. Essentially it is an Intranet 
which gives external users restricted access (often password protected) to information 
through the firewall.  

Firewall A firewall is a set of related programmes that protects the resources of a private network 
from users from other networks. The term also refers to the security policy that is used 
with the programmes. 

ICT Information and communication technology. ICT includes networks, computers, other 
data processing and transmitting equipment, and software. The application of ICT in 
business processes leads to e-business. 

Information security Measures taken to protect information systems against unauthorised use and attacks 

Internet The world's largest computer communication system, with an estimated 700 million 
users worldwide.101 The internet is a loose confederation of principally academic and 
research computer networks. It is not a network but rather the interconnection of 
thousands of separate networks using a common language. 

Interoperability The technical features of a group of interconnected systems (includes equipment owned 
and operated by the customer which is attached to the public telecommunication 
network) which ensure end-to-end provision of a given service in a consistent and 
predictable way. 

Intranet An internal internet, that is an internal network running using TCP/IP, which makes 
information available within the company. Most Intranets are connected to the internet, 
and use firewalls to prevent unauthorised access. 

ISDN Integrated Services Digital Network. An international telecommunications standard for 
transmission of voice and data over dial-up lines running at 64 Kbit/s (kilobits per 
second). It allows sharing of multiple devices on a single line (for example, phone, 
computer, fax). 

IT Information technology. IT includes hardware (computers, other data processing and 
transmitting equipment) and software.  

KM Knowledge Management. ICT solutions that support enterprises in systematically 
gathering, organising, sharing, and analysing their knowledge in terms of resources, 
documents, and people skills. Knowledge management software typically involves data 
mining and some method of operation to push information to users. 

LAN Local Area Network. The most common way of connecting computers in a small area 
(typically inside a building or organisation) for sharing databases and communication 
facilities. The two most common versions are Ethernet and Token Ring. Implementation 
is based on coaxial cables or plain wires. Speed achieved ranges from 10 Mbps to 100 
Mbps. 

Leased line A private communication channel leased from the common carrier. It is usually a 
dedicated fixed-route link (e.g. point-to-point frame relay). 

m-Commerce Mobile commerce. E-commerce that takes place using mobile connection devices and 
through data transmission via technical standards for mobile communication. 

Micro enterprise A company with fewer than 10 employees. 

                                                   
101 Cf. Global Internet Statistics by Global Reach, www.glreach.com  

http://www.glreach.com
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Term Definition100 
Modem Modulator/Demodulator. A device that modulates outgoing digital signals from a 

computer or other digital device to analogue signals suitable to be transmitted through a 
conventional telephone line (copper twisted pair telephone). The reverse procedure 
takes place for incoming signals. 

MRO goods Maintenance, repair and operating goods. Supplies which companies need to maintain 
their operations, for example office supplies, in contrast to "direct production goods" 
which are components of the goods and services the company produces. 

OOS Open source software refers to computer software under an open source license. An 
open-source license is a copyright license for software that makes the source code 
available and allows for modification and redistribution without having to pay the original 
author. 

Processes Business processes are operations that transform the state of an object or a person. 
This can, for example, be an order placed via the internet. Ordering an object or a 
service creates a liability for the supplier to deliver, and initiates the transfer of property 
rights from one entity to another. The electronic handling of processes is likely to speed 
them up and to introduce new processes in the realisation of the same transaction. 

PLM Product lifecycle management. The process of managing the entire lifecycle of a product 
from its conception, through design and manufacture, to service and disposal. PLM 
software helps companies effectively and efficiently innovate, for example by managing 
descriptions and properties of a product starting from conception and development. 

Remote access The ability of a company computer network's transmission points to gain access to a 
computer at a different location. 

RFID Radio Frequency Identification. A wireless technology which is used to uniquely identify 
an object, animal, or person. RFID is coming into increasing use in industry as an 
alternative to the bar code. The advantage of RFID is that it does not require direct 
contact or line-of-sight scanning. 

SCM Supply Chain Management. Software that helps businesses to match supply and 
demand through integrated and collaborative planning tools. 

Sector Sectors of the economy with comparable business activities. These constitute the main 
research unit of the e-Business W@tch. Aggregated information at the industry level is 
used to document the diffusion of activities within the industries as well as the overall 
importance of the observed phenomena for changes in the economy as a whole. The 
definition of sectors follows NACE Rev.1.1 classifications.  

Secure server 
technology 

Secure server technology means that data exchange between computers is based on 
certain technical standards or protocols, for example "Secure Sockets Layer" (SSL). 

SME Small and medium-sized enterprises with 0-249 employees. To be classified as an SME, 
an enterprise has to satisfy the criteria for the number of employees and one of the two 
financial criteria, i.e. either the turnover total or the balance sheet total. In addition, it 
must be independent, which means less than 25% owned by one enterprise (or jointly by 
several enterprises) falling outside the definition of an SME or a micro-enterprise, 
whichever may apply. The thresholds for the turnover and the balance sheet total will be 
adjusted regularly, to take account of changing economic circumstances in Europe. 

SSL Secure Sockets Layer. A commonly-used protocol for managing the security of a 
message transmission on the internet. SSL has recently been succeeded by Transport 
Layer Security (TLS), which is based on SSL. 

Standard A standard is a technical specification approved by a recognised standardisation body 
for repeated or continuous application, with which compliance is not compulsory. 

Transaction Electronic transactions can be subdivided into several steps, each of which initiates a 
process. There are pre-sale (or pre-purchase) phases, sale and after-sale phases. 
Typically a transaction starts with information gathering, price and quality comparisons 
and possibly pre-sale negotiations. During the sale phase contracting and delivery are 
the core processes, and payment is the final stage of this phase. After-purchase 
transaction stages comprise customer service, the administration of credit payments and 
the handling of returns as well as marketing activities preparing for the next purchase. 

UMTS Universal Mobile Telecommunications Service. A third-generation (3G) digital standard 
for mobile communication, enabling packet-based transmission of voice, text and video 
at data rates up to 2 megabits per second (Mbps). 

Value added Gross output minus intermediate inputs. It is valued at producers’ prices and includes all 
indirect taxes, but excludes VAT and subsidies. 
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Term Definition100 
VoIP Voice over Internet Protocol (IP). The use of telephony services over internet networks, 

by means of digitised voice transfer technology. 
VPN Virtual Private Network. A way to use a public telecommunication infrastructure, such as 

the internet, to provide remote offices or individual users with secure access to their 
organisation's network. 

WAN Wide Area Network. A network allowing the interconnection and intercommunication of a 
group of computers over a long distance. 

WAP Wireless Application Protocol. A communication protocol for delivering data over mobile 
telephone systems, allowing cellular phone sets and other mobile hand-set systems to 
access WWW pages and other wireless services. 

Website A related collection of World Wide Web files that includes a beginning file called a home 
page. 

Wi-Fi Wireless fidelity. A popular term for a high-frequency wireless local area network (W-
LAN). Wi-Fi technology is rapidly gaining acceptance as an alternative or complementary 
infrastructure to a wired LAN. 

W-LAN Wireless Local Area Network. An implementation of a LAN with no physical wires, using 
wireless transmitters and receivers. It allows a mobile user to connect to a LAN or WAN 
through a wireless (radio) connection. A standard, IEEE 802.11, specifies the 
technologies for wireless LANs. 

WWW World Wide Web. The collection of pages in HTML format which reside on web-servers. 
Although WWW and the internet are different, the terms are increasingly becoming 
interchangeably used. 

XML Extensible Mark-up Language. A standard to describe the contents of a page or file. 
XML is a way to create common information formats and share both the format and the 
data on the World Wide Web, intranets, and elsewhere.  
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