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EXECUTIVE SUMMARY

The footwear sector is a very significant segment of the leather industry in India; rather it is the engine of growth for the entire Indian leather industry.
The focus of consumers on footwear has steadily shifted away from function to fashion. India is the second largest producer of footwear after China, with over 219 million pairs of footwear produced during the financial year 2022. Meanwhile, Chennai, Ambur, and Ranipet were the main footwear-producing centers in the country.
Brand Preference becomes an important element while consumers purchase footwear. This preference can be influenced by a number of factors, such as style, quality, comfort, brand image and emotions.
The primary data was collected by the means of the survey questionnaire. The secondary data was collected from various research and company website. Structured questionnaire was given to customers and data was collected on the same. The data was analyzed using SPSS software. The analysis leads over the conclusion of the various factors affecting brand preference of consumers while purchasing footwear.
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CHAPTER ONE 
INTRODUCTION







   

INTRODUCTION 
The focus of consumers on footwear has steadily shifted away from function to fashion. India is the second largest producer of footwear after China, with over 219 million pairs of footwear produced during the financial year 2022. Meanwhile, Chennai, Ambur, and Ranipet were the main footwear-producing centers in the country.
The Indian footwear market has been growing rapidly because of increased disposable income and style-conscious consumers. Hence, the market is estimated to be worth about 17 billion U.S. dollars in 2023. Footwear consumption and urbanization aided in driving the market growth. The annual per capita footwear consumption was 1.2 pairs in the financial year 2021. Moreover, as a part of the Make in India initiative, the Indian government has identified the footwear industry as a priority.
Consumers are well educated and savvy about their surroundings, and people are more conscious about sustainable development. Over time, brands have figured out these demands and are exploring more sustainable options to create environment-friendly products.
This study is done basically, to analyze the factors affecting brand preference of consumers while purchasing footwear.

STATEMENT OF THE PROBLEM
The problem at hand is to study on the factors affecting brand preference of consumers while purchasing footwear. The various factors include style, quality, comfort, brand image, etc. It not only looks into consumer purchasing behaviour but also helps to improve the stores service quality. Adding alternative benefits to the consumer.












LITERATURE REVIEW
For the survey of existing literature, the research papers published in journals, reference books, magazine, internet, government report, etc, were referred. The observation and findings presented in this section are based on this literature review.

Brand is a symbolic embodiment of all the information connected to the product and service to create associations and expectations around it and can deliver product attribute, benefits, value and personality so that, it can help on developing positioning platform and help on developing desired self-images to consumer. (Kotler P, 1999) Meanwhile, Brand Preference is the penchant of the consumer for one brand in relation to other brands of the same product available in the market. (Holbrook, 2001)
Consumer behaviour is the study of how individuals spend their available resources on consumption-related items. It includes the study of what they buy, why they buy it, when they buy it, where they buy it, how often they buy it, and how often they use it. (Schiffman & Kanuk, 2004) Consumers’  demands  and  their preferences have changed now towards the footwear industry. People are more conscious about their outlook and they follow new trends of fashion industry. Consumers’ behaviors have also changed towards new  products. With  the rapid advancement  in the  field of information  communication technology, people now a day are adopting different new fashion trends. (Girma  &  Mulugeta, 2016)  
Determined in their research study that  footwear industry has been generating more employment opportunities,  revenue  and  enhanced  exports.  According  to  their  study  the  footwear  industry’s production increases their market share at a higher rate in the future from a current rate of 10-15%, by incorporating advanced technologies. (Anand & Alekya, 2015) 
Research study shows that the style, quality, variety, brands consciousness, price of the product and durability are the most considerable factors that alter the  purchasing decision  and the  brand loyalty  of the  consumers. (Ayandis, 2014) Most of  the researches showed that discounted prices or special deals negatively affect brand loyalty, as well as the high price conscious consumers want to pay additional prices for better quality and they have lower buying intention. Consumers’ preference decision has been based on the product quality rather than the lower prices. (Derakhshide & Emadzadeh, 2012)
The footwear industries aims to persuade customers by linking its brand to quality and influence the quality perception of the customers. The footwear products that are used for daily wear, office/work wear, and sports/running wear etc are required to be especially durable and comfortable. On the other hand, fashionable footwear is required to have unique and exotic material. (Heding et, 2009)
The study "Footwear: The Primary Consumer Consideration" focuses on the significance of comfort as the primary consideration for consumers when making footwear purchasing decisions. Published in the Journal of Retailing and Consumer Services in 1997, the study examines how comfort influences brand preference in the footwear industry. Hafer emphasizes that consumers prioritize comfort over other factors such as style or price, highlighting its critical role in shaping consumer perceptions and preferences for footwear brands. (Carol K. Hafer, 1997)
The social aspect of style cannot be overlooked. The research emphasizes the role of social norms and peer influence in shaping consumers' perceptions of stylish footwear. Brands that align with prevailing fashion trends may enjoy greater preference among target demographics. (Johnson and Smith, 2020) Brand associations with celebrities and influencers can elevate the perceived stylishness of footwear, thus influencing brand preference. (Garcia and Martinez, 2018)
Product  quality has  different features  and uniqueness  in service  that  has  potential to  convince consumers.  Previous  research  studies  reviewed  that  quality  of  the  product  consists  of  such components which include features, functions, services of the product, and material that create the capability  to satisfy  the needs  of  the consumers. (Lim  & Aprianingsih, 2015). Product  quality includes the following elements such as material, size, color, fitting and the performance of the product, which will affect the consumers’ preference for purchasing a single brand or switch around to different brands. (Mohan, 2014)
Research in the clothing sector revealed that brand loyalty creates a positive result when it comes to consumers’ preference and consumers’ purchase decision. The notion of brand loyalty is considered as highly appropriate among researcher such as quality, right pricing, sales services and store location for shoes manufacturers. (Wang, 2014) Another significant factor, which is responsible for influencing the purchasing decision of the consumers, is the income level and gender of the consumer. It is important that the income level of the consumer should be medium or high in order to positively influence the decision related to purchasing of shoes. Identification of these factors will help the company to modify the products according to the factors, which are responsible for influencing the purchasing decisions of the consumers in a negative manner. These feedbacks will be significantly important for the progress of the company. (Saha, Dey, & Bhattacharyya, 2010)

The attitude of women towards purchasing shoes is different as compared to the attitude of men towards purchasing shoes. It clearly suggests that gender has a significant role in influencing the decisions of consumers related to purchasing of shoes. Different studies have been conducted in past and they suggest that most of the young consumers in modern days purchase rationally and carefully due to which it is important for the company to make sure that optimum level of products are being offered in market to potential customers and quality oriented products are being offered as compared to the competitors. In this modern era of globalization and Technology, it is very easy to shift to alternative competitors owing to poor quality or high prices of some specific alternative products. (Pospisilova, 2013)

Emotional Value: - it is the benefit derived from the feeling or affective states i.e. enjoyment or pleasure that a product generates by experiencing something new or different (Lee et al., 2006). Having this, the distinctiveness of fashion features such as designer brand is consistently associated with emotional value expressions and plays the strongest role in the buying behavior among consumers. (Sweeney and Soutar, 2001) There are different types of factors that enhance emotional value of the brand these are; Image and identity is the first one which is defined as consumer perceptions of a brand as reflected by the brand associations .

Identity is what the company is sending out and image is the consumers’ view of the brand in their minds. (Uggla, 2001)  As of Kapferer (1999), image is on the receiver’s and consumer’s side and identity is on the sender’s side (Girma,M.,2016); second we have Style and fashion consciousness; which define Style as visual appearance, that includes line, silhouette and details(Frings, 2005 and Duff ,1999). Where as fashion consciousness is an awareness of new styles, changing fashions and attractive styling as well as the desire to buy something exciting and trendy (Sproles and Kendall (1986); on third there is status which related with brand personality that provides links to the brand’s emotional and self-expressive benefits (Cadogan and Foster, 2000).




SIGNIFICANCE OF STUDY
This study will help to understand the factors influencing brand preference of customers while purchasing footwear. This is for improving the product and service quality of footwear brands. Customers are the asset of the company. In order to improve the sales and service of the company the customer should be satisfied with the product quality. The study regarding the brand preference of customers helps to achieve the goal. This study investigates the brand preference of customers while purchasing footwear which in turn helps the company to improve the quality of business.

SCOPE OF STUDY
The study aims to understand the brand preference of consumers while purchasing footwear. The study does not consider factors other than brand preference which could affect consumers purchase decision regarding footwear.

OBJECTIVE OF STUDY
· To study the impact of quality on brand preference of consumers while choosing a footwear brand
· To study the impact of Style on brand preference of consumers while choosing a footwear brand
· To study the impact of comfort on brand preference of consumers while choosing a footwear brand
· To study the impact of brand image on brand preference of consumers while choosing a footwear brand
· To study the impact of existing brand perceptions on brand preference of consumers while choosing a footwear brand










Research Hypothesis

Hypotheses is formulated to test the relationships between independent and dependent variables. 

Hypothesis 1:
H0: There is no significant relationship between brand preference and brand perception in footwear purchases.
H1: Brand perception positively influences brand preference in footwear purchases.

Hypothesis 2:
H0: There is no significant relationship between brand preference and product attributes in footwear purchases.
H1: Product attributes positively influence brand preference in footwear purchases.

Hypothesis 3:
H0:  There is no significant relationship between brand preference and brand image in footwear purchases.
H1:  Brand image positively influence brand preference in footwear purchases.








RESEARCH METHODOLOGY

Data Collection:
The quantitative approach is used to collect the primary data from consumers. The data is collected using survey questionnaire consisting of nominal scale, ordinal scale and likert scale questions.

Sampling Method

a) Population
Population is a collection of the elements which has same or other characteristics in common. The number of elements in the population is the size of population. In this study, population comprises of all the customers who purchase footwear who are of different demographics. 

b) Sample size
Primary data is collected from a sample of 65 customers who purchase different footwear brands. In order to collect the necessary data, questionnaire was provided to the respondents. The respondents were requested to provide the relevant information after sufficiently explaining the nature and purpose of the study. They were assured that the information provided by them would be kept strictly confidential and would be used only for academic purpose.










Variables
The study consists of 3 Independent variables and 1 Dependent variable.
	
Independent Variables
	Product attributes

	
	Brand perception

	
	Footwear repurchase

	
Dependent Variables
	
Brand preference





Sample Size
The sample of this study is 65. 

Duration of the Study
The study was conducted for a period of 30 days from 2nd  February 2024 to 2nd March 2024. 

Sampling Technique 
The study uses convenience sampling techniques which is a type of non probability sampling technique. It involves selecting the sample population from a pool of conveniently available respondents.








Tools used for Data Collection
The questionnaire is carefully designed to meet the requirements of the research. Most of the questions is constructed using 5 point likert scale.

Data Analysis Technique
The entire data was analysed using SPSS software package. The tools used in the analysis were as follows:
· Correlation and Regression
· Frequency Table

LIMITATIONS OF THE STUDY
· Time constraint




CONCEPTUAL MODEL



Product Attributes

   





Brand Preference

	Brand Perception








Brand Image








                                        









                                          CHAPTER TWO
INDUSTRY, COMPANY AND PRODUCT PROFILE





INDUSTRY PROFILE

The footwear market in India is one of the largest in the world, driven by its large population of over 1.3 billion people. The focus of consumers on footwear has shifted from a function to fashion mindset. India is the second largest producer of footwear after China, with over 219 million pairs of footwear produced during the financial year 2022. Meanwhile, Chennai, Ambur, and Ranipet were the main footwear-producing centers in the country. The Indian footwear market has been growing rapidly because of the style- consciousness and disposable income of consumers. The market is estimated to be worth about 17 billion U.S. dollars in 2023. Urbanization and rapid footwear consumption aided in driving market growth. As a part of Make in India initiative, the Indian government has recognized the footwear industry as a priority.

Though consumers are style- conscious they are also concerned about their surroundings. As a result brands are exploring more sustainable options for creating eco- friendly products. The scrap obtained from natural leather or other materials are recycled to produce footwear soles and footbeds. Innovative techniques can be used to ensure product longevity, it is a good way to change the fashion landscape. The footwear market in India is significant and diverse, catering to a wide range of consumer preferences and needs.

The Indian footwear market features a mix of domestic and international brands competing for market share. Some of the major players include:

· Bata India Limited: One of the oldest and most established footwear brands in India, with a wide network of retail outlets across the country.
· Relaxo Footwears Limited: Known for its brands like Relaxo, Sparx, and Flite, catering to the mid-range and affordable segments of the market.
· Liberty Shoes Limited: Offering a diverse range of footwear products across various price points and styles.
· Adidas, Nike, Puma, Reebok, and other international sports and lifestyle brands: Targeting the premium segment of the market with their high-quality products and innovative designs.

 Major players in the Indian footwear market include both domestic and international brands such as Bata India, Relaxo Footwears, Liberty Shoes, Adidas, Nike, and Puma, among others. Market share in the Indian footwear industry is typically dominated by a few key players. One of them is Bata India being one of the leading companies in terms of market share. However, there's also a significant presence of local and regional brands, especially in rural and semi-urban areas.
Footwear products are sold through a variety of distribution channels, including:
· Exclusive Brand Outlets (EBOs): Owned and operated by individual footwear brands, offering a wide range of products and brand experience.
· Multi-Brand Outlets (MBOs): Retail stores that carry products from multiple brands, providing consumers with a diverse selection of footwear options.
· Online Retail Platforms: E-commerce platforms like Amazon, Flipkart, Myntra, and Ajio have become increasingly popular channels for purchasing footwear, offering convenience and a wide range of choices to consumers.
· Traditional Retail Stores: Brick-and-mortar stores, including standalone footwear shops and department stores, remain important channels for footwear sales, particularly in smaller towns and rural areas.

Despite its significant growth potential, the Indian footwear market faces challenges such as intense competition, price sensitivity among consumers, and supply chain complexities. However, there are also opportunities for brands to innovate, expand their product offerings, leverage digital channels for marketing and sales, and tap into emerging consumer trends to gain a competitive edge in the market.
Overall, the Indian footwear market presents vast opportunities for both domestic and international brands, driven by the country's large and diverse consumer base, growing economy, and evolving fashion preferences.



COMPANY PROFILE
 
      Major Brands In India:
1) Bata : It is India’s most favourite footwear brand. Bata is known for its quality and affordable footwear. It provides comfortable, stylish, and durable footwear for all occasions.

2) Liberty : It is a popular footwear brand in India that started in 1954. It provides high-quality, comfortable, and stylish shoes for men, women, and children.

3) Paragon : It is known for its comfortable, durable and and affordable footwear for women, men, and children. Paragon provides wide range of products from casuals and formal shoes to sports shoes, sandals, and slippers.

4) Red Tape : It is a famous footwear brand of India that has made its mark on the global market along with being one of the top 10 Indian shoes brand.

5) Woodlands : It is one among the well known companies in India. Woodlands has global fanbase for its strong and durable items in a variety of patterns and rough designs. It has the best variety of outdoor shoes.


Top Global Brands

1) Nike : It is a multinational corporation that designs develops and markets athletic footwear apparel and accessories. Nike is one of the most largest suppliers of athletic footwear and apparel and a main manufacturer of sports equipment.

2) Addidas : Adidas is a German multinational corporation that designs and manufactures athletic and casual footwear apparel and accessories. It provides products such as running shoes training shoes footwear shoes basketball shoes tennis shoes and golf shoes.

3) Clarks : It is a British Shoemaker since 1825 and is known for its comfort technology and Leisure styles. It incorporates heritage styling with modern details never overshadowing the comfort intent.

4) Aldo : It is a destination for Style- conscious shoppers. Aldo retails premium yet affordable designer footwear for young fashionistas.

5) Jimmy Choo : It is a luxury brand that provides shoes, bags and accessories. Jimmy Choo uses premium materials such as fine leather, exotic skins, etc that contributes to the overall cost of the shoes.


PRODUCT CATEGORIES:

1) Flats     
2) Heels
3) Ballerinas
4) Wedges
5) Sandals
6) Sneakers
7) Pumps
8) Sliders
9) Formal Shoes( Oxford, Monkstrap, Loafer, Boot)
10) Designer Footwear
11) Athletic footwear apparel and accessories
12) Belts
13) Clutch purse
14) Sling bag
15) Backpack
16) Tote Bag
17) Shoulder Bag











CHAPTER THREE
DATA ANALYSIS AND INTERPRETATION



ANALYSIS AND INTERPRETATION

Table 1.1: Gender
	

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Female
	38
	59.4
	59.4
	59.4

	
	Male
	26
	40.6
	40.6
	100.0

	
	Total
	64
	100.0
	100.0
	



Figure 1.1: Gender of respondents
[image: ]
Interpretation: 
59.4% of respondents are females and 40.6% of respondents are males. 



Table 1.2: Age
	

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	15-30
	19
	29.7
	29.7
	29.7

	
	30-45
	3
	4.7
	4.7
	34.4

	
	Above 45
	42
	65.6
	65.6
	100.0

	
	Total
	64
	100.0
	100.0
	



Figure 1.2: Age of respondents
[image: ]


Interpretation:
29.7% of respondents are of the age group 15-30, 4.7% are of age group 30-45, 65.6% are of the age group above 45. This implies that most of the  customers are of the age group above 45.




Table 1.3: Annual Income
	

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	below 4 lakh
	7
	10.9
	10.9
	10.9

	
	4-6 lakh
	11
	17.2
	17.2
	28.1

	
	6-8 lakh
	6
	9.4
	9.4
	37.5

	
	above 8 lakh
	40
	62.5
	62.5
	100.0

	
	Total
	64
	100.0
	100.0
	




Figure 1.3: Annual Income of respondents
[image: ]

Interpretation:
10.9% of respondents have an annual income of below 4 lakhs, 17.2% have between 4-6 lakhs, 9.4% have between 6-8 lakhs, 62.5% have above 8 lakhs. This implies that the majority of customers have an annual income of  above 8 lakhs.



Table 1.4: Employment Status
	

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Full time
	34
	53.1
	53.1
	53.1

	
	Part time
	1
	1.6
	1.6
	54.7

	
	seeking opportunities
	8
	12.5
	12.5
	67.2

	
	Retired
	4
	6.3
	6.3
	73.4

	
	Other
	17
	26.6
	26.6
	100.0

	
	Total
	64
	100.0
	100.0
	



Figure 1.4: Employment Status of respondents
[image: ]

Interpretation:
53.1% of respondents are employed full-time, 1.6% of respondents are employed part-time, 12.5% of respondents are seeking opportunities, 6.3% of respondents are retired, 26.6% respondents fall into other employment categories. This implies that most of the customers are employed full-time.


Table 1.5: Marital Status
	

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Married
	43
	67.2
	67.2
	67.2

	
	Single
	21
	32.8
	32.8
	100.0

	
	Total
	64
	100.0
	100.0
	




Figure 1.5: Marital Status of respondents
[image: ]


Interpretation: 
67.2% of the respondents are married and 32.8% of respondents are single. This implies that the majority of customers are married.



Table 1.6: Correlation between Brand Preference and Brand Perception


	
	
Brand_preference
	
Brand_perceptions

	Brand_preference                 Pearson Correlation
                                              Sig. (2-tailed)
                                              N
	                          1


                         64
	                      .884
                      .000
                         64

	Brand_perceptions                Pearson Correlation 
                                              Sig. (2-tailed)
                                              N
	                      .884
                      .000
                         64
	                          1


                         64



Correlation is significant at the 0.01 level ( 2-tailed)

Interpretation:
Here it is interpreted that there is a significant relationship of 0.884 between brand preference and brand perception.
Brand perception is a major factor that affects brand preference while purchasing footwear.


Table 1.7: Regression between Brand Preference and Brand Perception
Regression
	

      Model
	

         R
	

       R Square
	

Adjusted R Square
	

Std. Error of the Estimate

	           
         1
	          
       .884	
	
           .781
	
         .778
	
    .49126


a. Predictors: (Constant), Brand_perceptions

ANNOVA

	
Model
	Sum of Squares
	
     df
	Mean Square
	
       F
	
     Sig.

	1 Regression

Residual

                      Total
	53.502

14.963

68.465
	    1
   
    62

    63
	53.502

.241
	221.695
	     .000


a. Dependent Variable: Brand_preference
b. Predictors: (Constant), Brand_perceptions

Coefficients

	
Model
	Unstandardized Coefficients

B
	

Std. Error
	Standardized
Coefficients

     Beta
	


   t
	


    Sig.

	1 (Constant)


                   Brand_perceptions
	    .734


    1.213
	    .298


    .081
	


         .884
	-2.467


14.889
	.016


.000


a. Dependent Variable: Brand_preference





Interpretation:
Simple linear regression analysis was conducted to evaluate the extent to which Brand perception could predict Brand preference.
A significant regression was found [F (1),(62)]= [221.695],p=[.000]). The R2 was (.781), indicating that [Brand perception] explained approximately [78]% of the variance in [Brand preference]. 
The regression equation was:
[Brand preference]= [-.734] + [1.213]([Brand perception]).
That is, for each one [point] increase in [Brand perception], the predicted [Brand preference] [increased] by approximately [1.213] [percentage points].





 
























                             CHAPTER FOUR
FINDINDS, SUGGESTIONS AND CONCLUSIONS









LIST OF FINDINGS

· The study shows that out of 100% of respondents, 59.4% were female and remaining 40.6% were male. This shows that majority of crowd are females.
· 4.7% of respondents are of the age group 30-45 years, 29.7% of respondents are of the age group 15-30 years, and 65.6% of respondents are of the age group 45+ years. So, the majority of respondents are of the age group 45+ years.
· 10.9% of respondents have an income of below 4 lakhs, 17.2% of respondents have an income of between 4-6 lakhs, 9.4% of respondents have an income of 6-8 lakhs, 62.5% of respondents have an income of above 8 lakhs. Hence customers who purchase branded footwear have a higher income level.
· 53.1% respondents are employed full time, 12.5% of respondents are seeking opportunities, 11% of respondents are self employed, 7.8% of respondents are students, 6.3% of respondents are retired, 3.2% of respondents are home makers, 1.6% of respondents work for NGOs. Therefore, people who buy branded footwear are usually employed full time.
· 67.2% of respondents are married and 32.8% of respondents are unmarried.
· 84.1% of respondents like to buy branded Footwear and 15.9% of respondents does not like to buy branded footwear. This shows that the majority of customers like to buy branded footwear.
· 83.9% of respondents buy footwear every six months, 9.7% of respondents buy footwear every three months, 4.8% of respondents buy footwear every two months, and only 1.6% of respondents buy footwear monthly. This shows that most number of customers buy footwear every six months.
· When comparing comforts and looks, 82.5% of respondents prefer comfort over looks and 17 .5% of respondents do not prefer comfort overlooks. Hence, people prefer comfort over looks while purchasing footwear.
· When customers were asked about whether they believe in brands endorsed by their favourite celebrity, the results were: 31.7% 
· Strongly Disagree, 36.5% Disagree, 27% Neutral and 4.8% Agree. This implies that the majority of customers do not believe in the brands that are endorsed by their favourite celebrity.
· The results of view on ‘branded shoe reflects my personality’ were: 17.2% Strongly Disagree, 25% Disagree, 20.3% Neutral, 35.9% Agree, 1.6% Strongly Agree. Therefore, the majority of customers believe that branded shoe reflects their personality.
· 3.2% Unlikely, 6.5% Neutral, 50% Likely, 40.3% Very Likely to spend more for a good quality shoe. So, customers are ready to spend more for a good quality shoe.
· 1.6% Very Unlikely, 4.8% Neutral, 34.9% Likely, 58.7% Very Likely to switch to other brands if quality standards are not met. Hence most people will switch to other brands if Quality standards are not met.
· 31 out of 65 people consider that their current brand’s price is affordable, 31 out of 65 people agree that the store image of their current brand is positive, 21 out of 65 people consider their current brands price promotion as attractive, 29 out of 65 people claim their current brand has positive word of mouth, 29 out of 65 people agree that they can trust the current brand, 24 out of 65 people agree that their current brand is unique. Most of the customers are happy with their current brand.
· When asked about Current brand of use to the customers the results were: 
35.5% of customers use Bata, 27.4% of customers use Puma, 33.9% of customers use Skechers, 25.8% of customers use Mochi, 12.9% of customers use non brands, 11.3% of customers use Metro, 11.3% of customers use Clarks, 8.1% of customers use Catwalk. Other brands such as Adidas, Woodlands, Lee Cooper, happenstance etc are used by customers 1% each. Hence main brands that customers use include Bata, Puma, Skechers, Mochi, etc.
· 25 out of 65 people Agree that in future, current brand will be their first choice. 31 out of 65 people Agree that they will buy the same brand again. Which implies that the customers are satisfied and happy with their current brand.
· 28 out of 65 people are Neutral that they like the current brand more than any other brand of footwear, 28 out of 65 people are Neutral that they will use the current brand more than any other brand, 25 out of 65 people Agree that the current brand meets their requirements better than other footwear brands, 29 out of 65 people Agree that they are interested in trying footwear from other brands, 25 out of 65 people Agree that the current footwear brand is their first preference while making a purchase. By this we can say that customers are satisfied with their current footwear brand but they are also interested in trying footwear from other brands.












SUGGESTIONS

· Hence female customers purchase more from footwear brands, so the brands should provide reward and recognition to them so that they feel motivated and turn to be loyal.
· Brands should provide more footwear that is casual as majority of the customers prefer comfort over looks.
· Brand should provide more price promotions and offers rather than endorsing their brands with celebrities as majority of the customers do not believe in brands that are endorsed by their favourite celebrity.
· Brands should ensure high quality shoe, as if the quality standards are not met customers switch to other footwear brands.
· From the study it was found that premium brands such as Bata, Puma, Sketchers, Mochi etc they have the highest amount of customers. Customers really believe in these brands as they provide high quality shoe, they have impressive price promotions and as well as has good brand image. A new brand retail outlet can offer these brands so as to attract customers and get good sales.
· Customers are loyal to a brand if quality is not compromised, if there are offers and price promotions, offers superior style and design, has well known brand name and positive word of mouth, and can trust the brand makers.























CONCLUSION

The study is about the Brand Preference of customers while choosing footwear. India is the second largest producer of footwear after China, with over 219 million pairs of footwear produced during the financial year 2022.
The Indian government has recognized the footwear industry as a priority.

Convenience sample technique was used while selecting the customers for the sample. The primary data was collected by using survey questionnaire. The secondary data was collected from various researches in company websites. The data was analysed using SPSS software. The analysis leads over the conclusion of the brand preference of customers while purchasing footwear. The study found that women purchase more footwear than men. The various factors like Style, Quality, Comfort, Brand Image Brand Perception, Price, Promotion, Income, Gender etc affect the brand preference while choosing footwear.
The brand should offer superior style and design, price promotions, have good word of mouth and brand image, never compromise on the quality standards for the customers to remain loyal and always be the best choice for the customers.
























References

Aamir Abbas, S. Q. (2020, March). Research Gate. Retrieved from : https://www.researchgate.net/publication/355357229_Factors_Influencing_Consumers%27_Preference_for_Purchasing_Footwear_Brands
Adamu, E. (2011, June). Academia. Retrieved from : https://www.academia.edu/29633665/Factors_Affecting_Consumers_Shoe_Preference_the_Case_of_Addis_Ketema_Sub_city_on_Domestic_versus_Imported_Leather_Shoes#:~:text=The%20findings%20revealed%20that%20the%20imported%20leather%20shoe,the%20major%20factors%20in
Ashiya, V. (2021, October 18). Your Story. Retrieved from : https://yourstory.com/2021/10/aily-need-style-statement-evolution-footwear
Rita Valette-Florence, P. V.-F. (2020, March 26). Sage Journals. Retrieved from : https://journals.sagepub.com/doi/10.1177/2051570720905703
Shezi, N. E. (2022, Ocbober 11). Marketing Expert Journals. Retrieved from : https://marketing.expertjournals.com/ark:/16759/EJM_1009shezi99-109.pdf



















ANNEXURE

Questionnaire: Unravelling Consumer Choices In Footwear Brand Preferences
1) What gender do you identify as?
Male Female Transgender Other

2) What is your age?
Below 15 years old  15 - 30 years old  30 - 45 years old  45 +

3) What is your annual household income?
Below 4 lakhs  4 - 6 lakhs  6 - 8 lakhs  Above 8 lakhs

4) What is your current employment status?
Employed Full-time  Employed Part-time  Seeking opportunities  Retired  Other

5) Are you married?
Yes No Prefer not to say

6) Do you like to buy branded footwear?
Yes No

7) How often do you purchase footwear?
Monthly Every 2 months  Every 3 months  Every 6 months

8) While choosing footwear, you prefer comfort over looks
Yes No


For the questions below please rate your level of agreement with the following statement.


9) I believe in brands that are endorsed by my favourite celebrity
Strongly Disagree  Disagree  Neutral  Agree  Strongly Agree


10) I wear branded shoe because they reflect my personality
Strongly Disagree  Disagree  Neutral  Agree  Strongly Agree


11) I am ready to spend more for a good quality shoe
Very Unlikely  Unlikely  Neutral  Likely  Very Likely

12) If footwear brands that I like does not provide good quality footwear, I will switch to different brands
Very Unlikely  Unlikely  Neutral  Likely  Very Likely

13)Which brands among the list do you own?
Bata  Puma  Metro  Nike  Skechers  Mochi  Inc 5  Clarks  Catwalk  Non brands  Other



The following statements are description of footwear attributes, to what extent you perceive each attribute is associated with your current brand. Please mark the number that best reflects your opinion (1= Strongly Disagree, 2= Disagree, 3= Neutral, 4= Agree, 5= Strongly Agree)

                                                     1    2    3    4    5

1) Price is affordable
2) Store Image is positive
3) Several network of showrooms
4) More Ad frequency
5) Celebrity endorsement of my preference
6) Price promotion is attractive
7) Frequency of price promotion is more
8) Country of origin (Brand) is an important factor
9) Positive word of mouth
10) Well-known Brand name 
11) Superior quality perception
12) Superior style and design
13) Good product features
14) Product is reliable
15) Product is durable
16) Can trust the Brand makers
17) The brand is unique
1) Price is affordable
2) Store Image is positive
3) Several network of showrooms
4) More Ad frequency
5) Celebrity endorsement of my preference
6) Price promotion is attractive
7) Frequency of price promotion is more
8) Country of origin (Brand) is an important factor
9) Positive word of mouth
10) Well-known Brand name
11) Superior quality perception
12) Superior style and design
13) Good product features
14) Product is reliable
15) Product is durable
16) Can trust the Brand makers
17) The brand is unique


18) Which is the current brand of footwear you use?
Bata  Puma  Inc 5  Mochi  Metro  Skechers  Clarks  Catwalk  Non brand  Other:	



The following statements describe your intentions to repurchase the current brand of your footwear. Please mark the number that best reflects your opinion (1= Strongly Disagree, 2= Disagree, 3= Neutral, 4= Agree, 5= Strongly Agree) 


                                                                             1     2     3    4    5

19) In future, this brand will be my first choice 
20) I would be inclined to buy the same brand of footwear again 
21) I will probably buy the same brand again
19) In future, this brand will be my first choice 
20) I would be inclined to buy the same brand of footwear again
21) I will probably buy the same brand again



The following statements describe your preference for your current brand of footwear. Please mark the number that best reflects your opinion (1= Strongly Disagree, 2= Disagree, 3= Neutral, 4= Agree, 5= Strongly Agree)
                                                        1     2     3     4     5

22) I like this brand more than any other brand of footwear
23) This brand is my preferred brand over any other brand of footwear 
24) I would use this brand more than any other brand of footwear
25) This brand meets my requirements of footwear brands better than other footwear brands
26) I am interested in trying footwear from other footwear brands 
27) When it comes to making a purchase, this footwear brand is my first preference 
28) Brand is very important to define my choice of footwear brand
22) I like this brand more than any other brand of footwear
23) This brand is my preferred brand over any other brand of footwear 
24) I would use this brand more than any other brand of footwear
25) This brand meets my requirements of footwear brands better than other footwear brands
26) I am interested in trying footwear from other footwear brands 
27) When it comes to making a purchase, this footwear brand is my first preference 
28) Brand is very important to define my choice of footwear brand
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