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Abstract 

Purpose: The purpose of this research is to investigate the information searching process that consumers go through before purchasing shoes online, and how they evaluate this information in Beijing, China.

Methods: the researcher used the quantitative approach using a survey to collect data, in Beijing where a total of 50 participants were surveyed with age range of 19 to 29 including males and females.

Results: Many studies that have been done in this direction have clearly shown some of the benefits of online shopping that influence consumers to choose online shopping than the traditional way of shopping. The reason why online shopping is becoming the most preferred choice of shopping is that of benefits it has. All this was clearly indicated in our results where 70% of the respondents stated the major benefit of online shopping is time -saving. 

Conclusions: the study concludes that the majority of the online shoppers search for information before making purchases, another conclusion is also to the effect that despite how much consumers try to make sure that online shopping is very effective. The study outcomes also lead to the fact that more of the purchases were done through the local websites. This could either mean that the local stores provide the best of the services than the foreign stores or that government policies or systems were more favorable for domestic stores than foreign stores.

Keywords: Shoe hopping; Information search; Consumer Decision-making; Online shopping
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[bookmark: _Toc515555534]Introduction
Online shopping is the act to buy a product over the Internet; online shopping has grown in popularity over the years mainly because of peoples that think it convenient and easier to bargain shop from the comfort of their home, office or different places. The issue of convenience becomes more pronounced during peak times, like around the holidays. A lot of peoples wait in the queue for a long time or search from store to store to find some particular product, then some clients don't like that and don't have time to do that that's why consumers find a product of interest by visiting online shops.
Online shopping is becoming more popular in China. There has been a drastic increase in the number of online shopping website in China, statistics released by the PRC Ministry of information Technology indicate that the number of retail websites in 2003 totaled 2.046 and reached 2.219 by 2004, retail websites accounted for 49.5 percent of China's e-commerce in 2004 with transaction volume of online shopping estimated at 4.2 billion RMB. By 2005 the transaction turnover of online shopping amounted to 5.6 billion RMB a 33 percent increases (China Internet Network Information Center (CNNIC), 2010).
The value of online shopping in China is also increasing every year. Online retail sales in China reached 5.16 trillion Yuan ($752billion) in 2016 which mean 26% growth from 2015 more than double the growth rate of overall retail sales amounted to $33.23 trillion Yuan ($4.98trillion) in 2016 up 10.4% year over year (China Internet Network Information Center (CNNIC), 2010). In 2013 in China 35.1 percent of all retail sales come from online shopping after all this information we can see the importance of the online shopping and the way online is become the center of the shopping, peoples prefer to buy online than to go to the physical shop, and we can see that the online shopping make money than the physical shop (China Internet Network Information Center (CNNIC), 2010).
China is also the home of the biggest platforms of e-commerce around the world and Taobao is the biggest marketplace in China, it is the world’s largest e-commerce website next to Amazon and the 12th most accessed website in the world (Alexa Internet, Inc, 2018). It does have more than 800 million products listed and 500 million Users (CIW Team, 2016).
The sheer volume of options consumers have, make it important to understand their decision-making process. If companies selling shoes can better understand how consumers choose to spend their hard earned money in one shop, and not another, they can begin to present their products more attractively. This will make them keep growing up and market share (McKinney, et al., 2002) recently not only the number of online shoppers but also the volume of their purchases grows rapidly (Monsuwé, et al., 2004).
(Mastercard Worldwide Insights, 2008) state the meaning of online shopping is buying goods and services from sellers who sell using the internet. It is also referred to as Internet buying, electronic shopping, Internet shopping or online buying. (Kim, 2004) also explained internet shopping as testing for, looking for, checking for or finding a product to get more information with the idea to buy over the internet. Another opinion according to, (Chiu, et al., 2009) online shopping is a trade of time, work and money in order to receive products or services. Seller sees it as internet/online retailing, e-commerce or e-store/online store, which refers to "the sale of retail goods via online channels, valued at retail selling price" (Datamonitor, 2006). So, there are different ways of defining online shopping and it can depend on how we want to look at it. Because of this the definitions talked above can be used in this report.  Many people in the recent years are used to online shopping and like to do it; they think it is better than going to the physical shop. Technology has made this method fast and better for everyone, sellers are always looking for new ways to give their customers the best service both at home and most importantly in other countries. Online shopping gives one of the fastest ways to do business easily and with no stress.
These days, online shopping has become normal and consumers are using it because of its many advantages. In consumers' opinion, online shopping gives low and good prices, different products and services and an easier way of shopping that has removed such traditional shopping disadvantages such as going through many people, stay in long cashier queues, finding parking spaces at a busy mall. Also, retailers see it as a big business opportunity to take. According to classical product information economics Theory by Nelson (1974) in (Tsang & Hsu, 2009), goods can be divided into experience and search goods. This theory states that search goods are products dominated by product information qualities which can be found electronically by consumers before to purchase (such as computers, compact discs, books, electronics & electrical items, games) the experience goods are products that the information qualities that can only be seen after purchase and use such as shoes. (Tsang & Hsu, 2009) stated that experience goods need personal inspection before buying and such information is usually hard to obtain electronically; usually, people don't like to shop online because they cannot check the product before to buy. But, (Tsang & Hsu, 2009) in his study found that experience goods bring more search efforts than search goods. Experience goods can become “search goods” with the help of forums and blogs, consumers may also experience other users’ experiences without any cost before to purchase.
Consumers at all levels would want a certain amount of information to be able to make a more informed decision as to which online shop can be good for them before any step is taken to actually purchase the good. Information for decision-making is very important in a world where there is an unlimited number of online stores and new ones every day. The first step is making choices by performing search tests to identify choices that satisfy the consumer. After choosing the choices can be tested for more detailed information. In the web environment, consumers can be expected to conduct multiple search tests, as they want to identify choices to include in the consideration set. (Chu & Spires, 2007) found evidence of broader (i.e., less selective) information search when a decision support system was used. As the number of more choices, the number of search tests is likely to decrease in the web environment because of less specific choices. (Widing, et al., 1993) and less “information foraging” (Pirolli, et al., 1999). Also, as time available increases more search tests can be expected due to novelty seeking (Menon & Kahn, 2002) and browsing behavior (Marchionini, 1995).
Online shopping has many benefits but also have disadvantages that can create a lot of inconvenience and stress for the buyer. Therefore the buyer in order to shop online successfully, the buyer would have to search for all important information about the online store he/she wants to purchase and if possible on other stores as well. The most likely result is that a well-informed buyer is more likely to shop from the right store and get exactly what they ordered for whiles an uninformed customer would just make a choice with no reason to choose that online store.
1.1. [bookmark: _Toc515555535]Objectives of the Study
The aim of this study is to investigate the information searching process that consumers go through before purchasing shoes online, and how they evaluate this information.
1.2. [bookmark: _Toc515555536]Statement of the Problem 
Because of the difficulties that retailers' face, such as increasing prices for rental space, operating cost, decreased sales and financial problems, the sellers have no choice but urgently need to find other choices to increase revenue. an online store can be one of the best solutions. (Sulaiman, et al., 2008) Focused on the fact that many companies use the Internet to decrease marketing costs and for better competitiveness. So, before trying to do it, the seller should understand the importance of online shopping opportunity. The success is not assured. Starting a portal site can cost a lot, time wasting, lead to the wrong direction and waste a lot of resources. When the right goods and services are offered through the online channel, only then consumers will purchase them. Even though there are risks and uncertainties associated with online stores, customers have accepted this initiative and have shown more interest shopping online than traditionally going to the stores which usually takes more time and came with its own stress.
The most important issue is how clients can make good decisions based on the information available to them before making any purchases online. A lot of online stores offer similar or same shoe products and so it would take more than the beauty of the online store or the products on sale for a client to make purchases. Always, clients are looking for quality shoes at an affordable price and very good customer service. So information search as to what online store to make purchases from would depend on things that will give the customer the best service satisfaction. The purpose of the study would focus on information search and alternative selection in online shoes shopping.
1.3. [bookmark: _Toc515555537]Significance of the Study 
Nowadays online shopping is taking a major part in the retail sector. In China,  consumer behavior is changing and companies are innovating in order to improve users’ experience. Consumers have adopted online shopping and it is becoming a normal way of shopping. Businesses are also working hard to make sure online shopping becomes better and reliable. On the side in Africa, especially in Congo consumers show a low adaption to this shopping method. Businesses have also not really started this method, it may be because of low technology or slow innovation. The importance of this study is to generate awareness and interest regarding a possible integration of online shopping in Africa taking as the basis the Chinese models and users needs and purchasing process. This study helps also to show the difference in technology in the world as China is highly technology country that is why the consumers quickly adopted the online shopping because it is fast and reliable, which is the opposite for Africa.
1.4. [bookmark: _Toc515555538]Questions of the Study
The presents study attempts answering the following questions: 
1. What information sources are consumers using before buying shoes online?
2. What are the key criteria that consumers use to evaluate shoes before they purchase them online?
3. What decision-making process do they use before selecting one pair of shoes to buy?
1.5. [bookmark: _Toc515555539] Questions of the Study
The survey will only be conducted in Beijing; it is possible that other results could be obtained in other cities. This study will be limited by the sample size. A total of 50 participants will be surveyed, which will yield a confidence interval of ±13.86% at the 95% confidence level.
The study will focus on the information search and evaluating alternative part of the consumer decision-making process. 
1.6. [bookmark: _Toc515555540]Researcher Expectations 
The researcher expects to reach the following results about the raised questions of this study:
1. What information sources are consumers using before buying shoes online?
2. What are the key criteria that consumers use to evaluate shoes before they purchase them online?
3. What decision-making process do they use before selecting one pair of shoes to buy?
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[bookmark: _Toc515555542]Introduction
Online shopping is the act to buy products over the Internet; online shopping has grown in popularity over the years mainly because of peoples that think it convenient and easier to shop from the comfort of their home, office or different places. The issue of convenience becomes more pronounced during peak times, like around the holidays. A lot of peoples wait in the queue for a long time or search from store to store to find some particular product, then some clients don't like that and don't have time to do that that's why consumers find a product of interest by visiting online shops.
2.1. [bookmark: _Toc515555543] Consumer Decision-making Process 
We usually conceptualize consumers as going through a number of stages before finally making a purchasing decision. This study will focus on the “Information Search” and “Alternative selection” parts of this process.
[bookmark: _Toc515555570]Figure 1: Steps on extended decision-making 

(i) Problem recognition: “Extensive research shows that the first stage in the consumer decision-making process is problem recognition, which occurs when the consumer perceives a need and becomes motivated to solve the problem. The problem recognition stage initiates the subsequent decision processes. It is at this stage the consumer conceives the idea to buy a shoe. (Olufisayo, 2011) Many factors can lead to the consumer's decision to buy a shoe such as the need for a shoe.” 
When the consumer realizes that he wants or needs a new pair of shoes, reasons for this want or need may be different for different consumers. He then decides that he will purchase a new pair of shoes. This is the beginning of the decision process when the buyer starts to think about his need and what he will do to solve it.
(ii) Information Search: “at this stage, the consumer finds information on various shoe brands from the Internet, in stores and in some cases family and friends. The buyer’s information search is based on what the buyer is actually looking to use the shoe for. (Perner, 2004) The buyer may be looking for something specific so he will search for information based on his specific need. He can look for different sources to get the good information about the shoe. He may also consider reading some reviews from previous online buyers.”
The buyer will start to find information about the shoes that he wants. He will find the information depending on what kind of shoe he wants; this can include brand or type of the shoe. There are different places where he can find the information may be from friends or family, Internet, or the shops that he considers buying from.
(iii) Alternative evaluating: “The buyer at this stage evaluates the brands and types of shoes he or she has gathered information on and picks one normal based on the purpose of the shoe, price and other specific features. (Abraham Maslow) The buyer may also compare and contrast the different prices, brands and shoe details." When the buyer finds different choices he can then start to think about the exact shoe that he needs. He will look carefully at the choices and see which one will be the best for him. Considering the choices might depend on the brand, where and when he wants to wear the shoe, the price of the shoe. After all this, he will then choose the best shoe from all his choices.
 (v) Post-purchase evaluating: “is when the customer assesses whether he is satisfied or dissatisfied with a purchase. (Lumenlearning, 2018). The buyer will then make a judgment on the purchase. This judgment is all based on what he thinks of the shoe, whether his expectations were met. Or if he finds the value for his money.”
After the buyer has bought the shoe and received it, he will check if the shoe is good and it is what he wanted. This is also giving a review about the shoe, saying what he thinks about the shoe.
2.2. [bookmark: _Toc515555544]Information Sources for a Purchase Decision 
We usually conceptualize consumers as going through a number of stages before finally making a purchasing decision. This study will focus on the “Information Search” and “Alternative selection” parts of this process. 

[bookmark: _Toc515555571]Figure 2: Information sources based on (Hawkins & Mothersbaugh, 2010)



2.3. [bookmark: _Toc515555545]Alternative Evaluation and Selection Process 
We usually conceptualize consumers as going through a number of stages before finally making a purchasing decision. This study will focus on the “Information Search” and “Alternative selection” parts of this process.
[bookmark: _Toc515555572]Figure 3: Alternative evaluation based on (Hawkins & Mothersbaugh, 2010)


Evaluating Criteria: “Measurable and consistently applied to allow consistent comparisons across alternatives. This means the criteria should be able to distinguish the relative impact across alternatives (Keeney, et al., 2005). This involves analyzing if the qualities, weakness, strength can meet the expectations.”
Comparing the choices in the same way, all the choices should be compared and analyzed by checking different things like brand or quality.
Importance of criteria: “every judgment about criteria importance causes an indifference or preference relation in criteria space. All the details will be closely judged and considered if they are good or not (Olga V. Podinovskaya, 2017) to see if all the shoe details satisfy the buyer.”
When analyzing the choices, the buyer already knows what he wants so he will carefully check if the shoe is what he really wants and if he is satisfied by this choice.
Decision rules applied: “decision rules, being different from decision process are used to facilitate the consumer's complex related decision process and they are applied to a consumer's deciding set of brands or choices” (Virani, 2016).
The buyer already knows what he wants, what he can or cannot buy. So he will know if the decision of buying the shoe is good for him or not. Only the buyer can make this decision for himself.
Alternative selected: the buying or selection of a product or service. The consumer makes the final choice of what to buy and from whom to buy it. 
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[bookmark: _Toc515555547]Introduction
This chapter is an introduction for the research method, the one the researcher going to use in this research and it includes the following sections: Research Approach, Research setting, Population, Sampling, Measures, Design, and Procedures.
3.1. [bookmark: _Toc515555548]Research Approach 
The main approach of this study is based on a quantitative research strategy using a questionnaire to collect data. Quantitative data will be created in an effort to get deep into the minds of the subjects and find what is the process that the consumers follow before to buy a shoe and also the information that he wants before to make a decision to buy the shoe.
3.2. [bookmark: _Toc515555549]Research Setting  
The location will be in Beijing, China in different university areas, the researcher choose this area because he believes that it would be a more effective way to do the research and find easily many students around.
3.3. [bookmark: _Toc515555550]Population 
The populations of this study were focused on all international students in Beijing from 19-29 years old, including male and female in bachelor degree.
3.4. [bookmark: _Toc515555551]Sampling 
A total of 50 survey participants are to be surveyed. Genders to be questioned are males and females between 19-29. The occupation or financial standing doesn't matter, although these factors will be part of the later analysis. I hope to get a mix of individuals with different jobs statues, ages, genders and nationalities to discover whether there are particular factors that are the same across the board or not.
3.5. [bookmark: _Toc515555552]Measures 
Information Source: is a person, thing or place from which information comes, arises, or is obtained. That source might then inform a person about something or provide knowledge about it. Information sources are divided into separate distinct categories, primary, secondary, tertiary and so on. 
Evaluating Alternative: is the way you will evaluate your problem after you identify it (Bauer, 2013).
The following questions are based on the direction of consumer behavior model and consumer decision-making process model. It will include personal and psychological factors include age, occupation, lifestyle, motivation, personality, and perception. It will also include questions that tackle the different stages of the decision-making process namely, research, purchase and post-purchase.
A quantitative method will be used for collecting the primary sources of data. This data will be collected through short questionnaires that will be the main channel for all quantitative data collection
A random selection of 50 participants both male and females between ages 19 – 29 will be asked questions from the questionnaire 
Participants will not be put under any pressure to answer what they don't want to answer and also if a participant does not have the time he or she won't be forced to take the survey.
The validity of this research will be justified by the results of consumer behaviors amongst different individuals with regards to how they buy shoes online. The data will be understood from results I will acquire from the questionnaires I will use for the research.
3.6. [bookmark: _Toc515555553]Design 
The study is quantitative and designed following survey study approach. 
3.7. [bookmark: _Toc515555554]Procedure 
Data are driving from a survey conducted in Beijing during the duration of April 2018; the researcher collected successfully collected full data for 50 shoppers online in total. Surveys were randomly collected in different University.
Efforts were made to make it simple by working on different days from Monday to Saturday. The researcher also makes sure to get the feedback on time to make appropriate revision before approving the result. 




























[bookmark: _Toc515555555]RESULTS AND DISCUSSION
[bookmark: _Toc515555556]Introduction
	On this chapter the researcher will be focus on describe all the graph, explain all the pie chart which is 25 all, explain the results which is founded, comment them, all the pie chart will also have a percentage, the researcher will comment all to percentage to make the result more clearly, he will also do a discussion which is considered as a conclusion of the work to explain what the researcher understand from the work who is done.

 4.1 Results[bookmark: _Toc515383771][bookmark: _Toc515555573]Figure 4: Gender of participants on percentages

[image: ]
Pie chart four shows the gender of the participants in this research. As is seen, the percentage of the participating males is almost twice as the females. In other words, whiles the male participants represented over 60%, the female participants represented less than 40%. By all means, there is no intention in this paper to measure the gender difference in relation to our examined topic, which will not affect our result as being biased in one gender








[image: ][bookmark: _Toc515383772][bookmark: _Toc515555574]Figure 5: Age of participants on percentages



[image: ]Pie chart five shows how old the respondents used for the study are. As details of the table shows, the respondents aged between 25-29 as twice as much as those between the ages of 19-24 represented by 62% and 19% respectively. Our partiality will not be affected in relation to the age of the respondents since there is no intention to consider the age of the respondents under this study.[bookmark: _Toc515383773][bookmark: _Toc515555575]Figure 6: Occupations of participants on percentages




[image: ]Pie chart six takes into account the occupation of the respondents used for the study. Evidence from the chart shows that the percentage of students is overwhelmingly so much more than any other group used for the study. In other words, while the student’s form 90% of the respondent’s total, the professionals, employed and the others formed 1%, 2%, 1% and 1% respectively of the minority of the respondents. No bias was shown in this regard due to the fact that the study would not measure the occupation of the respondents.  [bookmark: _Toc515383774][bookmark: _Toc515555576]Figure 7: Shopping mode of participants on percentages


Pie chart seven gives an indication that the numbers of respondents who buy from online shoe shops far outnumber those who buy from the traditional shops. It could be seen from the chart that 80% of the respondents buy from online shops whiles 20% buy from the traditional shops. Since the study is to measure online shoe shopping, participants who buy shoes from online were specifically selected for the study.






[image: ][bookmark: _Toc515383775][bookmark: _Toc515555577]Figure 8: Reason for buying shoes online on percentages


In terms of the reasons why consumers buy shoes online, good prices and different choices were selected equally as the most important reasons. What this indicates with both of these two reasons forming 22% each of the total number of respondents is that most of the respondents who shop online are most considerate of these two reasons when they buy from online. Better quality and the other reasons constituted the least of reasons why consumers shop online. 
[image: ][bookmark: _Toc515383776][bookmark: _Toc515555578]Figure 9: Frequency of buying shoes on percentages



Pie chart nine is representative of the rate at which consumers buy shoes from online. As is displayed in the pie chart 6, the number of respondents who buy shoes from online once in every 3 months is more dominant than the others. Representing 21% of the respondent’s total, the closest to this are respondents who buy shoes once a month. What this means is that majority of the respondents used for the study make the most online shoe purchases on a 3 months basis. The study on this basis can deduce that a lot of the consumers buy shoes at a consistent time interval.


[image: ][bookmark: _Toc515383777][bookmark: _Toc515555579]Figure 10: Factors impacting shoes buying on percentages



The focus of pie chart ten was to identify the most important factor that consumers consider when buying shoes online. The most important influencing factor that consumers considered when buying shoes online were the quality of the product formed 70% of the respondent's total, more than half of other factors like pricing and branding which formed only 22% and 8% respectively. What this means is that 70% of the respondents consider the quality of the product most when buying online before any other factor is considered.







[bookmark: _Toc515383778][bookmark: _Toc515555580]Figure 11: Preferred type(s) of shoes on percentages

[image: ]


Pie chart eleven demonstrates the type of shoes that consumers like to buy. Responses gathered from 82% of the respondents, which is significant for branded shoes than non-branded shoes, handmade shoes and other types of shoes that consumers buy. This, therefore, meant that consumers who buy shoes from online concentrated more on the brand type and it is what influenced most of the respondents considered important when buying shoes online.
[image: ]
[bookmark: _Toc515383779][bookmark: _Toc515555581]Figure 12: Preferred platform to buy shoes on percentages

Pie chart twelve shows which online platforms most of the consumers prefer to buy from. As seen in the chart, the number of participating respondents who use Taobao constituted 64% of the total number of respondents whiles Wechat and Brand websites formed 12% and 6%. The details of the chart without any bias from the researcher clearly showed the preference of the consumers for the use of the Taobao platform for buying shoes online. In relation to the platforms used for buying shoes online, it would affect the result of the study.
[bookmark: _Toc515383780][bookmark: _Toc515555582]Figure 13: Average spent time on online shoe shopping on percentages

[image: ]

A considerable number of times were spent by 56% of the respondents who formed the majority during online shopping. According to these respondents, they spend 1-2 hours when shopping online which is more than the 30% of the other respondents who spend less than an hour when shopping online. Those who spend 3-4 hours online constituted 4% of the total number of respondents whiles those who spend more than 3-4 hours formed 3% of the entire number of respondents. This finding directly has an impact on the outcome of the study since the study sought to identify information search by online shoppers. Obviously, some of the time spent online would be used for information search before subsequent decision and purchase are made.



[image: ][bookmark: _Toc515383781][bookmark: _Toc515555583]Figure 14: Local vs. foreign website use for online shoe shopping on percentages 

Relative to pie chart fourteen, local websites emerged as the most frequently used platform for purchases. A display from the chart shows that 80% of the respondents indicated that they buy from local websites as compared to the 20% of the respondents who buy from foreign websites. What this means, in other words, is that more of the respondents preferred buying from local websites than from the foreign stores. However, the study did not set out to investigate primarily which websites respondents buy from and thus will not affect our bias in any way to the local websites.












[bookmark: _Toc515383782][bookmark: _Toc515555584]Figure 15: Frequency of visiting same/different website(s) on percentages  

[image: ]

[image: ]According to the illustrations from chart fifteen, 84% of the respondents buy from different shoe shops as compared to 16% of the respondents who buy from the same shop. In other words, more than three times the number of respondents demonstrated that they preferred buying from different shops instead of sticking to just one shoe shop. This significantly reveals that consumers are always looking out for new shoe shops that offer the best of products in terms of quality and prices. This decision to change shoe shops is relatively dependent on the information that consumers get access to on the shops and this is examined in the study.[bookmark: _Toc515383783][bookmark: _Toc515555585]Figure 16: Online shoe shopping advantages on percentages 

Pie chart sixteen shows some of the advantages available to consumers who buy from online shops.  Amongst some of the listed advantages include less stress, reliability, time-saving and others as left for the respondents to identify. As seen from the chart, the time-saving advantage of buying shoes online was the most dominant of all the other benefits more than twice the other advantages of online shopping. By all means, there is an intention in this paper to measure the benefits in relation to our examined topic, which will in a way affect our bias in this area.[bookmark: _Toc515383784][bookmark: _Toc515555586]Figure 17: Buy probability when visiting a website on percentages



[image: ]An indication was given by 90% of the respondents that they do not buy shoes anytime they go online whiles only 10% of the respondents indicate that they buy shoes anytime they go online. As seen in the chart, an overwhelming number of the respondents have indicated through their responses that they buy at certain time intervals and not as frequent as every time they go online.
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[bookmark: _Toc515383785][bookmark: _Toc515555587]Figure 18: Current bought online shoes on percentages

Pie chart eighteen is a reflection of the number of shoes that consumers own that were bought from online. As shown in the chart, 44% of the respondents indicated that more than 5 of the shoes that they own were bought from online stores whiles 36% and 20% of the respondents bought 1-2 and 3-4 pairs of their shoes from online respectively. In order words, more respondents prefer buying their shoes from online than from the traditional stores mostly because of the benefits of online shopping to the consumers. [bookmark: _Toc515383786][bookmark: _Toc515555588]Figure 19: Views on the reliability of online shopping on percentages 
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[image: ]Relative to pie chart nineteen, the reliability of online shopping was addressed. Details of the chart show that 48% of the respondents indicated that there are some problems with online shopping. As seen in the chart, the percentage of the respondents who indicated they had experienced problems with online shopping is almost more than the percentage of respondents who indicated fair reliability with 30% and the 22% who indicated constant reliability. Considering that the benefits of online shopping are of importance to the study, examination of some of the problems would be considered under the study.[bookmark: _Toc515383787][bookmark: _Toc515555589]Figure 20: Average spent money on a pair of shoes on percentages



Pie chart twenty focused on how much consumers spent on a new pair of shoes that they buy online. As seen in the chart, 60% of the respondents spend 300-500 RMB averagely on a pair of shoes that they buy. This represented more than twice the number of respondents who spent different amounts. By all means, there is no intention to take into account a measurement of the amount of money spent on shoes, which means that our bias will not be affected.  




[image: ][bookmark: _Toc515383788][bookmark: _Toc515555590]Figure 21: Preferred shoe brand on percentages

[image: ]The favorite shoe brand as purchased by most of the respondents is the Nike brand as indicated by 48% of the respondents compared to other brands of shoes online. This is a significantly large portion of the number of respondents and this shows that majority of online shoppers buy Nike shoes more as compared to the other brands of shoes. Even though the brands of shoes are purchased, they are not purchased as merely as Nike is purchased.[bookmark: _Toc515383789][bookmark: _Toc515555591]Figure 22: Online shopping and delivery payment on percentages


Illustrations from pie chart twenty-two talk about the payment mode when shoes are delivered. A significant portion of the respondents representing 70% of the entire number of respondents stated that payment is made before delivery is done. This number is overwhelmingly more than those who indicated that the shop pays; payment is made after delivery and other reason represented by 10%, 3%, and 2% respectively. Since one of the most important reasons for online shopping is [image: ]pricing, this would be examined under the study.[bookmark: _Toc515383790][bookmark: _Toc515555592]Figure 23: Possibility of recommending online shoe shopping


Pie chart twenty-three reflects on whether consumers would recommend online shopping to friends or relatives. In responses to this question, 90% of the respondents stated strongly that they would recommend online shoe shopping to their friends. On the contrary, 10% indicated that they would not make any recommendations to their family or friends. The fact that most respondents would recommend online shoe shopping to their friends and families shows to a very large extent how much consumers are satisfied with online shopping.
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[bookmark: _Toc515383791][bookmark: _Toc515555593]Figure 24: Length of delivery time on percentages

[image: ]Issues of the delivery time were addressed under chart twenty-four. Responses from a majority (60%) of the respondents were to the effect that delivery was faster as is seen in the chart above. Compared to the 19% and 2% of the respondents who indicated one week and more than a week respectively, the study made the deduction that delivery of online products and services is done within the shortest possible time.[bookmark: _Toc515383792][bookmark: _Toc515555594]Figure 25: Review provision after online shoe shopping on percentages



[image: ]Pie chart twenty-five looked at whether consumers of online products and services give a review after shopping online.  With 64% saying no which is exactly twice as much as those who said yes, the derivation can be made in this regard to mean that most of the consumers did not consider it useful to spend time on giving a review. Our bias is not affected because the basis of the study would not take into account the review that consumers give after buying shoes online.[bookmark: _Toc515383793][bookmark: _Toc515555595]Figure 26: Negative experiences on online shoe shopping on percentages


In reference to pie chart twenty-six, the study looked at whether consumers had experienced some bogus buying from online shops.  Or not. The outcome of the responses generated from the respondents pointed out that 54% of the respondents had experienced some online shops. The 23% of the minority of the respondents expressed a contrary opinion to indicate that they had not experienced bogus buying. The intention of the study would examine this so that based on it, a better online shopping system can be developed.







[image: ][bookmark: _Toc515383794][bookmark: _Toc515555596]Figure 27: Online shoe shopping problems on percentages 

[image: ]Pie chart twenty-seven solicited for responses from the respondents with respect to whether their order has been mixed up before. The response generated from the respondents clearly states that some challenges have been identified in this area. With 64% of the respondents answering yes to the above question, it goes ahead to confirm earlier assertions about the sometimes unreliable nature of online shopping and the experience with bogus online shops. For the purpose of this study, some of these challenges would be examined.[bookmark: _Toc515383795][bookmark: _Toc515555597]Figure 28: Subscriptions to be notified of new shoes on percentages



Observations from pie chart twenty-eight bring to bear the fact majority of the respondents do not have online subscriptions for new shoes. In percentage terms, 62% of the respondents stated clearly that they had subscribed for notifications to be given to them on new shoes. The rest of the respondents forming 19% of the respondents expressed a contrary opinion to mean that had subscribed to for notification on new shoes. This response suggests that most of the consumers who buy shoes from online only visit online shops when there is the need to buy shoes and is not fixated on buying new shoes. 





















4.2 Discussion
4.2.1 Information Search and Alternative Selection in Online Shoe Shopping
Globalization of businesses in the world has made it a necessity for businesses to find more strategic means of fully satisfying their clients and also extending their markets. Technology has become a very important tool that businesses use to reach their customers and also satisfy them. One of the most important trading trends in the world now is online shopping which has a lot of attention and acceptance all over the world including China. Most businesses have created online shops where clients can order products and services from them. 
The clients have also accepted this idea and have continued to show that they prefer online shopping than shopping from the traditional shops. One of the most important factors to consider when shopping online is the availability of information on the shop and its products and services. Information search is important in this because it provides the basic information for clients to make their decision about which store to make purchases from and which product to buy. Information search gives the clients all the important information that would help the client make a very good decision as to where to buy from and the exact product that would suit them. As mentioned in some questions, online shopping has some problems like mixed up orders or bogus shops. Information search has helped to reduce some of the problems associated with online shopping especially when it comes to making wrong purchases or bogus shops. 
Considering that 56% of the respondents spend on average between 1 to 2 hours when they shop online, then it is safe to say that a good part of the time is spent gathering information about the store and its products before any financial decision to either buy or not is made. Knowing how important information search is to the client and how much it influences clients purchase decisions, most businesses have decided to provide as much information as possible on the business activities, their products and services and all other relevant information that would make decision making for the client easier. The information available to the client includes areas like the product or service they have, the prices, quality and delivery time of the products. 86% respondents stated that they usually buy from different online shoe shops, might be because of detailed information on most shops. Detailed information would definitely provide the buyer with a firm basis for consideration when it comes to the choice of a shop to buy from and what product to buy.
The study was considerate on information search and alternatives that when it comes to shoe shopping is very important. Because clients at all times want to have value for money, they would consider so many different places before they make the final decision to buy. Therefore the organization that is able to appeal to the consumer by providing more detailed information would more likely attract a lot of consumers.
4.2.2. Benefits of Online Shopping that Influence Customers’ Buying Behavior.
Many studies that have been done in this direction have clearly shown some of the benefits of online shopping that influences consumers to choose online shopping than the traditional way of shopping. The reason why online shopping is becoming the most preferred choice of shopping is because of the benefits it has. As noticed from 70% of the respondents, the most important benefit of online shopping is that it is time saving. Before the method of online shopping, clients had to deal with a lot of stress and inconveniences associated with the traditional way of shopping which is a lot of time wasting due to long queues and some problems between the shop attendant and the clients. Access to a variety of goods and services was not associated with the traditional stores as much. Also, online shopping has made it possible for online shoppers to get access to a variety of shops at the same time thereby making it possible to view a lot of options before a final decision is made, in this case, consumers can view many different shoe brands, designs and see different prices. The majority of the respondents, which accounts for 64% stated that they shop for shoes on Taobao, this might be due to the variety offered there. As the saying goes, variety is the spice of life and for this reason, most clients would want to shop online because of the availability of a variety of goods and services that they can choose from.
Another significant factor to consider amongst the benefits of online shopping according to the responses of 70% of the respondents was the fact that online shopping helps to save time mainly because it takes some few minutes to order. 60% of the respondents said it takes usually 2 to 3 days for the ordered product to be delivered. The fact that people can sit in their homes and offices and buy without moving is something that would more likely attract a lot of consumers. The responses of 90% of the respondents showing that they would recommend online shopping to family and friends are enough evidence that most of the people are highly satisfied with online shopping.
Other factors were also identified as being some of the factors that influenced the consumer’s choice of shoes relatively to its importance. Even though the price and product brand influenced the purchasing behavior of the clients, 70% of the respondents stated in their response that the quality of the shoe is what they most considered an important factor when buying shoes. Despite the fact that some of the respondents mentioned that online shopping is not always reliable, the benefits associated with it makes it more attractive and influences the purchasing decisions of the clients.







[bookmark: _Toc515555557]Conclusion, recommendations and limitations 
5.1 Summary
Online shopping is known and use worldwide and is changing very fast the traditional way of shopping in the normal stores. This is because traditional shopping is stressful and tiresome. The benefit of online shopping which includes affordability, time saving, and delivery functions is what has made a lot of consumers change to this mode of shopping. Consumers at all times want to be offered the best of products and services and in the most convenient way ever and it is for this reason that they continue to explore options that will give them this and more. For online shoe shopping to be effective and efficient, one of the most important factors to consider is information search. Information search is very important to any consumer who wants to avoid bogus buying and also want to get served with the best products in terms of quality and price affordability. Information search provides the consumer with a wide range of information related to different online shops and their products. What it means is that the clients can rely on the availability of this decision to take a firm stand as to what product to buy and which store would best serve their interest as consumers. The study in order in other to fully reach the extent of the purposes of undertaking this research opted to collect primary data from a selected group of people, herein referred to as the respondents. The respondents were selected based on their association with online shopping. The collection of primary data with a questionnaire was to help the researcher collect concrete information from the respondents whose responses would more likely be a reflection of the general issue.  
Revelations from the study were to the effect that, indeed information search was a key piece to being able to buy successfully from online shops. According to the findings of the study, clients who took some time out to carefully research into stores they wanted to buy from avoided bogus buying because their information search led them to the best stores that would most suit their interest. Regardless of the fact that consumers are influenced by a variety of factors when it comes to their purchases, which is often concerned with personal and societal factors, information search was also identified as a major influence of consumer buying behavior because it provided consumers with data that enabled them to make better shoe shopping decisions. To understand in details the reason for this increasing trend in online shopping, the study further researched into the benefits of online shopping that had attracted so many consumers like. Some of the benefits of online shopping included access to a wide range of products, product quality, pricing and time saving. The decision to choose online shopping instead of the traditional face-to-face shopping is based on a comparative analysis of the benefits that these two shopping methods offer. For convenience sake, most consumers prefer to shop online than from the traditional shops.
5.2 Conclusions
The study concludes that majority of the online shoppers search for information before making purchases. Another conclusion is also to the effect that despite how much consumers try to make sure that online shopping is very effective, a certain considerable number of respondents had bought from bogus shops before. Despite the fact that online shopping has so many benefits, an overwhelming response from the respondents suggested that this mode of shopping was not so reliable because there are some problems associated with it. What this shows is that there is still so much to do to improve the system so that consumers would be best satisfied. The study outcome also leads to the fact that more of the purchases were done through the local websites. This could either mean that the local stores provided the best of services than the foreign stores or that government policies or systems were more favorable for domestic stores than foreign stores.
5.3 Recommendation
The researcher makes the following recommendations based on the study outcomes:
1. Consumers must be willing to give reviews as often as they can when they make purchases. This reviews would help the online store owners to know exactly what consumers problems are and what they are most satisfied with. This would help to improve their services and leading to a better improved online shopping.
2. Information search is very important because it makes sure that the best decisions are made when it comes to online shopping, the study would make consumers spend more time than they already do so that bogus buying would be greatly reduced if not eliminated.
3. The study would also encourage further researchers in online shopping to identify other important factors that can contribute to making online shopping more effective.
4. As mentioned the researchers, online shopping can be unreliable and it disturbs the progress of online shoe shopping. Therefore, online stores must take the necessary steps to carefully observe their business operations, identify their problems and improve their activities so that the consumers would be given the best products and services.
5.4 Limitations
The study faced some limitations that affected the study. Some of the limitations are that some of the respondents did not want to fully corporate with the researcher and did not want to give their most truthful and honest opinions on the subject of study. Considering that most people use online shopping in China, the researcher wanted to use more respondents but the lack of financial resources made it difficult to do. Again, the slow responses of the respondents in answering and giving back the questionnaires caused some delay for the researcher and created some kind of inconvenience and pressure for the respondents.
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[bookmark: _Toc515555560]questions:
1.	Gender 
· Male
· Female
2.	How old are you?
· 19-24
· 25-29
3.	What is your occupation?
· Full-time student
· Professional (lawyer, teacher, banker, etc.)
· Employed
· Looking for work
· 	Other
4.	Where do you often buy shoes?
· In the traditional shop
· Online shoe shop
5.	What is your reason for buying shoes online?
· Good price
· Different choices
· Better quality
· Other (please specify)---------------------------
6.	How often do you buy shoes?
· Once a month
· Once in 3 months
· Twice a year
· Other  (please specify)-------------------------
7.	Which of the following are important to you when buying shoes? 
· The price
· The quality
· Brand
· Recommendations
· Other, (please specify)---------------------------

8.	What type of shoes do you like to buy?
· Branded shoes
· Non-branded shoes
· Handmade shoes
· Other, (please specify)-------------------------
9.	Which online platform do you prefer to buy from?
· Taobao
· WeChat
· Brand websites
10.	How much time do you spend shopping online?
· Less than an hour
· 1-2 hours
· 3-4 hours
· More
11.	Which website do you buy from?
· Local
· Foreign
12.	Do you often visit the same online shoe shop or different ones?
· The same shoe shop always
· Different shoe shops
13.	What’s the advantage of buying shoes online?
· Less stress
· Reliable
· Time-saving
· Other (please specify)-----------------------
14. Do you buy shoes every time when visiting an online shoe shop? 
· Yes
· No
15.	How pairs of shoes do you own bought online?
· 1-2
· 3-4
· 5 or more
16.	Is online shopping always reliable?
· No, there are some problems
· Yes, always reliable
· Fairly reliable
17.	How much do you spend on a pair of shoes?
· 100-200 RMB
· 300-500 RMB
· 600-1000RMB
· Other (please specify)--------------------------------
18.	 What is your favorite shoe brand?
· Gucci
· Nike 
· Adidas
· Converse
· Louis Vuitton
19.	When shopping online, do you pay for delivery?
· Yes, before they deliver
· Yes, after they deliver
· No, the shop pays
· Other (please specify)--------------------------
20.	Would you recommend online shoe shopping to friends or relatives?
· Yes
· No
21. How long do you normally wait before the shoes are delivered?
· 2-3 days
· 1 week
· More than a week
22. Do you give a review after shopping online?
· Yes
· No
· Sometimes
23. Have you experienced some bogus online shops?
· Yes
· No
24. Has your order ever been mixed up? (Incorrect color, size, design)
· Yes
· No
25. Do you have any online shop subscriptions for new shoe notifications?
· Yes
· No
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24- Has your order ever been mixed up?(incorrect color, size, design)
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25- Do you have any online shop subscriptions for new shoes
notifications?
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