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¥ Introduction

The textile-clothing industry is one of
the most important sectors of the EU and,
in particular, the Polish Economy [1, 2].
The yearly expenditure on clothing of
households in Poland increased by 53%
from 2007 to 2015, which was the high-
est dynamic in the clothing industry of
the EU countries [3]. It is predicted that
by 2022 the clothing sector in Poland
will have reached the value of 43 billion
zloty, with an average growth of 5-6%
yearly [4, 5]. A very significant share of
this market is taken by e-commerce due
to the fact that clothing and shoes are the
products which are the most preferably
bought on the internet by consumers [6].
Although this product group is not the
only popular one among Polish internet
users, they do spend most money on such
products — 82,6 zI monthly on average
in 2017 [7]. Polish companies from the
textile and clothing industry recognise
e-commerce as more and more signifi-
cant in their operations [8].

However, it is a very important obser-
vation that during online shopping, the
purchasing attitudes of men differ signifi-
cantly from those of women [9]. The dif-
ferences occur in many aspects: reasons,
preferences and behaviour. The decision
making process is also different. Those
differences result not only from gender
but also from other determinants such
as age, earnings, place of residence, and
others. As an example, in Italy men are
the largest group of e-customers of shops
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Abstract

The aim of the article is to present and analyse the results of research on the extent of
the ROPO effect (Research Online, Purchase Offline) amongst men in the clothing industry in
Poland. This effect is an important factor limiting the development of the e-commerce sector.
The selection of men as an investigated population is determined by the literature gap in the
clothing industry. This industry is dominated by women in Poland, who much more often
than men purchase this type of product. However, company managers should also take into
consideration the habits and attitudes of men. In this study, research was done on a sample
of 1303 males who purchased a clothing product in a traditional shop. Analysis of research
results allowed the identification of the scale of the ROPO effect in dependence on the age
and place of residence of the respondents. An additional aspect investigated was also the
subjective assessment of the respondents of selected elements of the purchasing process.
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with clothing products, while in Poland
women are more likely to purchase
clothes online. Many researches have
been conducted in the area of buying be-
haviour (e.g. [10, 11]), but not in the area
of the ROPO effect among men.

B The ROPO effect

The ROPO effect (Research Online, Pur-
chase Offline) is an element of the pur-
chasing process based on searching for
information about products or brands on
the internet by potential clients, while
the purchasing process itself is done
in traditional stores. It is a global phe-
nomenon concerning most industries
and countries [12]. The existence of the
ROPO effect is confirmed by many stud-
ies and reports [13, 14]. Among the many
advantages of online shopping, one can
indicate lower prices, convenience of
purchasing, possibility to compare pric-
es and parameters of products. However,
online shopping also has some draw-
backs, such as the time of waiting for de-
livery, which can last even a few days, or
the fear of purchasing online due to the
lack of data security. Another very im-
portant barrier is the lack of possibility to
inspect and check the product personally,
which is especially vital with respect to
clothing. If a customer receives a prod-
uct, and he/she is not satisfied with it, it
has to be returned to an online store, and
most often the transportation costs must
be covered by the client. Another prob-
lem for the e-commerce sector is the un-
fair practices of dishonest companies.
The existence of many factors decreas-
ing the popularity of e-commerce and the
very high competition in the sector cause
that managers should take great care of

any potential client. The functional prin-
ciple of the ROPO effect indicates that
e-customers utilise online tools only for
gathering information and checking of-
fers. Internet shops prepare a profession-
al description and images of products in
order to supply customers with all details
and to show a professional approach to
the client. A potential customer visiting
a website expects comprehensive infor-
mation in terms of specifications, war-
ranty, total costs and opinions of other
users. Such complex information consti-
tutes a competitive advantage of e-shops
over their traditional competitors. How-
ever, the competitiveness of the e-com-
merce market and the complexity of the
commercial offer cause decision-making
paralysis among clients more and more
often. The phenomena is called ‘the par-
adox of choice’, which says that there are
a ‘magic’ number of choices that would
benefit us rather than harm us [15]. Or-
ganising the multitude of choices helps
the decision-making process by provid-
ing a framework for eliminating the un-
interesting options. While clients have
almost unlimited options, they can be
more dissatisfied with the choices they
have made. This dependency was noticed
many years ago, and many companies, in
order to simplify the choice for clients,
purposely limit the choices for them [16].
An example of such actions can be those
by Procter & Gamble, which at the end of
the twentieth century decreased the num-
ber of variations of the popular ‘Head
and Shoulders’ shampoo from 26 to 15,
which resulted in a 10% growth in sales
[17]. That is why one of the reasons of
the ROPO effect’s existence is the possi-
bility of using the help of a professional
consultant in traditional shops, who will
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Table 1. Scale of the ROPO effect amongst men with respect to the age of the respondents. Source: own work based on study conducted.

Under 18 18-24 years old 25-33 years old 34-42 years old
Percentage share o o o 0
of the ROPO effect 47.69% 36.36% 27.87% 31.15%
Number of respondents 65 143 399 382

in a given age group

43-55 years old Over 55 Average
26.21% 30.83% 30.93%
248 120 1303

Table 2. Scale of the ROPO effect amongst men with respect to the place of residence of the respondents. Source: own work based on study

conducted.
Village Town up to 20 20-49 th. 50-99 th. 100-199 th. 200-500 th. Over 500 th.
g th. inhabitants inhabitants inhabitants inhabitants inhabitants inhabitants
Ef{ﬁsgggsg’;?ffct 30.33% 29.3% 27.84% 39.98% 32.75% 31.94% 28.38%
Number of respondents 211 157 175 130 144 171 296

in a given group

guide a potential client through the whole
purchasing process.

The ROPO phenomenon can be a big
problem for the e-commerce sector, and
that is why deep knowledge of it and im-
plementing solutions aimed at decreasing
this mechanism are very important for all
customer groups. One of such solutions
are the actions of personalisation of both
the offer and marketing activities, which,
in connection with the positive emotions
of the recipients, can increase the conver-
sion. Sometimes e-shops start implement-
ing advanced technologies from the range
of AR (‘augmented reality’) [18, 19],
which increases the recipients’ satisfac-
tion with the presentation of the offer.
Another solution to overcome the risk
of the ROPO effect is to offer products
to clients with the help of an online plat-
form which serves as one of the distribu-
tion channels for companies in their mul-
tichannel sales strategy. Moreover, trans-
ferring online clients to an own channel
of traditional sales helps to reduce the
negative results of the ROPO effect.

B Research methodology

The research was conducted in June 2016
in cooperation with the Opiniac company
(www.opiniac.com) on a group of 19386
Polish users of the internet, out of which
34% were males. For research purpos-
es there were 1303 properly completed
questionnaires used, where the popula-
tion investigated were men of different
age who had recently purchased clothes
in atraditional shop. The survey ques-
tionnaire was distributed on a popular
internet portal (www.wp.pl) as well as
on other websites from the clothing sec-
tor. The questionnaire was a research
tool, and in questions concerning con-
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sumer assessment, the ordinal, one-pole,
five-degree, scale of measurement was
used. Such achoice of survey method
was determined by the relatively low
cost, which was significant due to the
large research sample. Moreover, in the
case of the subjective assessment of con-
sumers, such a survey method had been
used many times in the past by other re-
searchers [20, 21].

For investigation of the dependencies
of particular features of the respondents
(age, place of residence) on variables
corresponding to five basic advantages
of shopping (satisfaction with service,
convenience of purchasing, speed of pur-
chasing, availability of products, prices of
products), the Chi-square test was used.
Determination of the correlation strength
was done with the V-Cramer coefficient,
which measures the strength of the rela-
tion between variables, measurements of
which are expressed on a nominal scale.
The V-Cramer coefficient varies from 0
to 1, and the closer its value gets to 0,
the smaller the strength of the relation
between the features investigated is. In
social sciences a V-Cramer coefficient
value between 0 and 0.25 is often consid-
ered to indicate a weak association, one
between 0.25 and 0.35 — a medium asso-
ciation, and a value above 0.35 — a strong
association [22].

@ Results and discussion

According to the research, the value of
the ROPO effect in the clothing sector
amongst men was equal to almost 31%
(Table 1), thus nearly every third male
surveyed sought information about the
selected product on the internet before he
purchased it in a traditional shop. Anal-
ysis of the results obtained in terms of

age allowed to observe that the youngest
respondents (below 18 years old) use the
internet in the first stages of the purchas-
ing process much more often (47.69%).
The age group that shows the second
highest value of the ROPO effect were
men in the age of 18-24. The youngest
internet users, so-called millennials and
of generation Z, were raised surround-
ed by computer technologies. Internet
communication is something natural for
them; they trust the tools and informa-
tion on the internet and are not reluctant
to use more and more modern solutions
and mobile applications. A smartphone is
a work tool for them; they do shopping
online, get knowledge, and seek current
information about the world, with the re-
sults of the research obtained confirming
that.

While analysing the results of the re-
search on the ROPO effect with respect
to the place of residence (7able 2), it can
be noticed that the largest group seeking
information on the internet before pur-
chasing are men living in medium-sized
cities (50-99 thousand inhabitants).
The other groups fall within the range of
standard deviation, which in this case is
equal to 3.84%.

Another investigated aspect was con-
nected with assessing particular aspects
of shopping in traditional shops on scale
from 1 to 5, where 5 meant the highest
level of satisfaction and 1 the highest dis-
satisfaction. The average values obtained
fall within the range 0f3.93 to 4.43, which
indicated a generally high satisfaction of
the respondents with the purchasing pro-
cess in the clothing sector analysed. It
can indicate that the clothes are present-
ed professionally, that the information
provided by shop assistants are adequate,
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Table 3. Assessment of satisfaction with respective purchasing features in traditional shops with respect to the age of the respondents.
Source: own work based on study conducted.

Under 18 18-2§I)éears 25-3g|§ears 34-4§I)éears 43-5‘5)I)cl'ears Over 55 Average 2:\11?;?$
Satisfaction with service 4.44 4.45 4.42 4.38 4.31 4.21 4.37 0.08
Convenience of purchasing 4.61 4.49 443 4.38 4.37 4.33 4.41 0.09
Speed of purchasing 4.61 4.48 4.47 4.42 4.34 4.31 4.43 0.09
Availability of products 417 4.1 4.15 4.16 4.10 413 414 0.02
Prices of products 3.88 3.94 3.97 3.98 3.84 3.85 3.93 0.05

Table 4. Assessment of satisfaction with respective purchasing features in traditional shops with respect to the place of residence of the
respondents. Source: own work based on the conducted study.

Village Tov_vn up_to 20 th. ) 20-4_9 th. ) 50-9? th. _1 00-1 ?9 th. _200-590 th. (_)ver §00 th. Star'Id'?\rd
inhabitants inhabitants | inhabitants | inhabitants | inhabitants | inhabitants deviation
Satisfaction with service 4.40 4.33 4.33 4.35 4.52 4.35 4.37 0.06
Convenience of purchasing 4.39 4.45 4.42 4.41 4.54 4.40 4.36 0.05
Speed of purchasing 4.44 4.40 4.41 4.37 4.58 4.50 4.35 0.07
Availability of products 4.04 4.20 4.05 4.22 4.27 418 411 0.08
Prices of products 3.84 4.03 3.76 3.94 413 3.93 3.96 0.11

Table 5. To what extent information found on the internet influenced the final purchasing decision made by men with respect to the place of

residence. Source: own work based on study conducted.

Village Town up to 20 th. 20-49 th. 50-99 th. 100-199 th. 200-500 th. | Over 500 th. Standard
9 inhabitants inhabitants | inhabitants | inhabitants | inhabitants | inhabitants deviation
Degree of information 4.22 3.76 3.93 413 3.98 4.08 4.24 0.16

influence

Table 6. To what extent information found on the internet influenced the final purchasing decision made by men with respect to the age of
the respondents. Source: own work based on study conducted.

Under 18 | 18-24 years old | 25-33 years old | 34-42 years old | 43-55 years old = Over55 | Average 3;1?;?;?1
Degree of information 3.78 425 4.08 413 3.98 4.03 4.04 0.14

influence

and that they also provide proper custom-
er service. The factor that was assessed
as the least satisfying for customers was
the level of prices of products. In order
to verify the existence of the dependence
of the age of men variable and the as-
sessment of the particular features of the
purchasing process, the Chi-square test
was used, where the dependent variable
was the number of males in a given age
group that assessed the given purchasing
aspect as the highest (grade 5). A value of
p = 0.002397 at the assumed significance
level of 0.05 indicates the existence of
the dependence. However, the strength of
this correlation calculated with the use of
the V-Cramer test was equal to 0.04593,
which indicates a weak correlation. It
can be observed, however, that in each
element assessed, the highest level of sat-
isfaction was exhibited by the youngest
respondents (below 18 years old) — see
Table 3. In order to identify the reasons
for such results, deeper research should
have been done. However, the high-
er level of satisfaction with traditional
shopping of clothes amongst the young
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in comparison to the older respondents
seems surprising.

While analysing the assessment of satis-
faction with particular aspects of shop-
ping in traditional shops with respect to
the place of residence of the respondents
(Table 4), the existence of a dependence
was not identified (p = 0.939895). How-
ever, it can be observed that the availa-
bility of products was assessed as the
lowest among the residents of rural are-
as, which is probably connected with the
low amount of stationary shops.

The last survey question was aimed at
identification of the level at which the in-
formation found on the internet influenced
the final purchasing decision of men.
The average value at the level of 4.04 in-
dicates that the respondents regarded the
influence of information found online as
very significant. The results show that the
residents of the biggest cities and also the
smallest villages perceived the informa-
tion from the internet as the most impor-
tant for them (Zable 5).

Analysis of the results in terms of age
shows that the youngest respondents
indicated that information found on the
internet influences their decisions less
significantly than in case of older men
(Table 6). This is an unexpected result,
especially taking into consideration that
among the youngest men the ROPO ef-
fect was the highest (Table 1). It can indi-
cate that although the young often use the
internet as a source of information in the
clothing sector, the knowledge they find
is not the most important determinant for
them.

B Conclusions

The study presented examined the phe-
nomenon of the ROPO effect amongst
men in the clothing sector. Although in
the group of clients of this industry in Po-
land women are predominant, the com-
panies should not focus only on them.
Attitudes and trends are determined not
only by gender but also by age, place
of residence, income and country of or-
igin. The analysis of the research done
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on a group of 1303 men who purchased
clothes in a traditional clothing shop in
Poland shows that the youngest respond-
ents (below 18 years old) check informa-
tion about products on the internet most
often. However, it is not the most impor-
tant information that influences their pur-
chasing decision in traditional clothing
stores. The average value of the ROPO
effect at the level of almost 31% shows
that every third male customer seeks in-
formation on the internet before purchas-
ing products from a traditional clothing
shop. The respondents assessed the con-
venience of purchasing (4.41) and speed
of purchasing (4.43) as the most signifi-
cant factors for purchasing in traditional
stores, while the least significant was the
price of products (3.93). An important
limitation of the results obtained is the
subjective character of the survey meth-
od selected, in which the results can dif-
fer from the real intentions of the clients.
What is more, it is also not possible to
determine the motives that stand behind
such decisions of the respondents. In or-
der to draw more interesting conclusions,
additional deeper research should have
been done in the context of the reasons
and character of information sought by
men on the internet.
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