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ABSTRACT 

Brand management holds the key in the modern markets, particularly in Indian markets because 

Indians are very traditional. Due to the globalization process, Indians are getting attracted to foreign 

brands, particularly Multinational brands. In the era of globalization, customer mindset seemed to 

have started changing gradually, along with increasing urbanization, and changes in the social and 

economic status and life styles. As in many other industries in the nation, the move towards 

'branding' soon took momentum in the footwear market. 

Footwear was introduced with the concept to meet the difficulties of walking and travelling bare 

footed. But nowadays footwear is not just worn for one single purpose called necessity but also to 

enhance one’s personality. It has become a status symbol in one’s life. Keeping in mind all this, many 

companies have come up in the past years with a wide range of products to offer to their customers. 

Huge numbers of companies have been created in the past years but along with them brands are 

also being generated such as Adidas, Bata etc. 

An attempt is being made through this paper, has revealed that the factors like durability, brand, 

price, comfort and performance are the most important factors in influencing the customer to 

purchase Sports footwear.  
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1. INTRODUCTION 

Brand management is all about budding innovative ideas, crafting effective strategies and marketing 

techniques which may produce a position for the product during severe market competition.  

Footwear is estimated to have started its long history of human use during the Ice Age 5million years 

ago, to meet the difficulties of walking and travelling bare footed.  Footwear industry not just has 

varied brands to offer to its customers but also has variety of products to be offered as per the need 

and want of their customer. Huge numbers of companies have been created in the past years but 

along with them brands are also being generated such as Adidas, Bata etc. 

Adidas came in existence on 1920 by Adi Dassler. Adidas has been divided into three main divisions- 

Performance, Style and Originals. With these divisions, Adidas diversified into fashion and style for 

the worldwide public. Adidas, as a brand, is quite popular especially among sports persons/ athletes.  

Bata India limited was founded Tomas Bata in 1894. Tomas Bata wanted a strategy by which goods 

would be sold at very low cost so that maximum people can attain it. Bata India has established itself 

as India’s largest footwear retailer. Bata’s smart looking stores supported by a range of better 

quality products are aimed at offering a superior shopping experience to its customers. 

2. OBJECTIVE 

There are following objectives of the current work: 

1. To get a detailed knowledge about the factors that influences the customer to purchase Sports 

footwear. 

2. To analyze the effect of brand advertisement and promotion on customer perception. 

3. To analyze the impact of perception and mind set on customer buying pattern.  

3. REVIEW OF LITERATURE 

Wema (2013) in his paper on “Workplace Reflections of Information Literacy Training: The Case of 

the Agriculture and Health Sectors in Tanzania”, explained that the review of information literacy 

interventions which focused on fostering information literacy skills for agriculturalists and health 

practitioners in Tanzania. The purpose of the intervention was to impart information literacy skills to 

agriculturalists and health professionals based on problem-solving and collaborative approaches 

through pedagogical theories of Kolb and Vygotsky which emphasize experiential and reflective 

learning as well as mediated communication. The interventions were based on an integration of 

knowledge from information behaviour research and educational theory and current Information 

and library science perspectives of information literacy. 

Joshi et al. (2013) in their research paper on "Sporting family business generations", Journal of 

Chinese Entrepreneurship, explained that the aims to deal with multigenerational entrepreneurship. 
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The family business of sports goods was initiated by Yashpal Aggarwal and his friends in the 1950s. 

Yashpal acquired the art of doing business and started initially with trading of sporting goods in 

Mumbai. Yashpal had three sons, Ashok, Ashwini and Rajesh, who ventured into sports trading 

business as well. After the demise of Yashpal, Ashok shifted to Jalandhar and started a 

manufacturing unit, producing roller skates. Ashwini, being entrepreneurial and innovative, had 

always desired to professionalise the business and hence started with Okini Sports. 

Jiang and Rosenbloom (2013) in their research paper on “Consumer Knowledge and External Pre-

purchase Information Search: A Meta-analysis of the Evidence”, explained that the research reviews 

numerous studies of the relationship between consumer knowledge and external search in 

conventional marketing channels to investigate differences among these studies that have produced 

conflicting results. The findings provide a benchmark for future researchers and practitioners 

seeking to gain insight into consumer information search processes unfolding in the new 

environment of online, mobile, and social networking channels. A meta-analysis of an extensive 

array of empirical studies of the relationship between consumer knowledge and external 

information search was conducted. Regression analysis was used to test whether certain 

characteristics in the studies can explain variability in the effect sizes in which effect sizes are 

entered as dependent variables and moderators as independent variables. Objective and subjective 

knowledge tend to increase search, while direct experience tends to reduce search. This study 

begins to fill this gap by providing insight into the relative importance of objective knowledge, 

subjective knowledge, and direct experience in influencing consumer information search activities 

for search, experience, and credence products in simple or complex decision-making contexts. 

Wilkie et al. (2012) in their paper "Strategies used to defend pharmaceutical brands from generics" 

investigated an empirical comparison of the results of three brands' marketing defence strategies 

used in progress of generic brands entering the market. By reviewing the effectiveness of these 

strategies, this study helped to extend the research on marketing defense strategies into the 

importance of anticipating competitor launches. The study consisted of a data set containing 243 

weeks of scanned sales for 21 generic brands was used in a regression model aimed at measuring 

the effectiveness of each brand's defense strategies in deterring entry and limiting the market share 

of these generic brands. 

4. RESEARCH METHODOLOGY 

This research work is in the form of empirical and exploratory study for which the information will be 

gathered from the Primary and Secondary sources. 
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The proposed research format is based on cause-effect relationship between independent and 

dependent factors. Schedule method will be used for data collection.  

SAMPLING PLAN 

 Sampling unit – customers of  Footwear Industry 

 Sampling size- 222  customer respondents 

 Geographic area of study: Jammu district of Jammu and Kashmir (Jammu districts consists of 

four tehsils such as: akhnoor tehsil, bishnah tehsil, ranbir singh pore tehsil and Jammu tehsil).  

 Sampling procedure- judgmental sampling 

 Sampling method- survey 

5. RESULTS & ANALYSIS 

To get a clear understanding of role of different factors and marketing strategies in creating a brand 

and finally effecting consumer perception and consumer behaviour, various factors such as 

Advertising of the brand, Sales Promotion for the brand, Price of the brand and Image of the brand 

have been studied with respect to various demographic factors such as Age, Gender, Education, 

Monthly family income and Place of stay of the respondents. 

The data thus collected has been analyzed using various charts and graphical forms of 

representations.  

a) TO MEASURE THE DETAILED KNOWLEDGE ABOUT THE FACTORS THAT INFLUENCE THE 

CUSTOMER TO PURCHASE SPORTS FOOTWEAR 

Figure 5.1 a: Age-wise composition of the respondents 

 
As regards present study, the age profile of the respondents was divided into five groups, viz. 15-24 

years, 25-34 years, 35-44 years, 45-54 years and 55-64. Out of the 222 respondents studied, nearly a 

quarter of the respondents belonged to the most fashion conscious age group, i.e. 15-24 years 

followed by the age group of 25-34 years, which again is a very important age group as regards 

fashion consciousness is concerned. 
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Figure 5.2 a: Gender-wise composition of the respondents 

 
Out of the 222 respondents studied, 122 were males and 100 were females, i.e. 55% of the 

respondents were male and 45% of the respondents were female. Thus, the present study is in line 

with sex ration in India and in that senses the present study is gender neutral so far as Indian 

consumers are concerned. The respondents came from all the strata in society, be it be students, 

housewives, self-employed, government servants or people working in private corporate or non-

corporate sectors. 

Figure5.3 a: Qualification-wise composition of the respondents 

 
Respondent’s educational background like X, XII, graduates; post-graduate and professional were 

presented in figure-5.3a. Since the data was collected among respondents who were aware about 

the different brands in footwear industry. It was quite natural that all the respondents were having 

some bare minimum qualification as a Graduate Degree. However, nearly 38.3% of the respondents 

were not Graduates but this section, more often than not, consisted of students who are still to 

complete their formal education. The Graduates and above qualified covered a 61.7% of the 

respondents and were generally consisting of respondents from income earning-class, whether male 

or female and a very few female were house-wives. 
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Figure 5.4 a: Occupation-wise composition of the respondents 

 
The study was done among the respondents falling under five basic Occupational categories such as 

Job- Holders, Service (Govt. Employees), Business (Businessman), Students, House-wife. Accordingly, 

data was collected from 222 among which students were the maximum number of respondents and 

thus hold a position of 56.8% and thus can be considered as trend followers as well as trend creators 

because brand and branded products are in great demand as well as a preference among the 

respondents who are student but still qualified and educated enough to understand the footwear 

brands.  

As per objective 1 (To get a detailed knowledge about the factors that influences the customer to 

purchase Sports footwear), following hypothesis is formulated: 

H1: All identified factors are responsible for influencing the customers to purchase of Sport 

Footwear. 

The scale items on the Likert measurement scale were subjected to principal component analysis 

(PCA) with varimax rotation. Each multi-item scale was factor-analyzed to evaluate dimensionality, 

and reliability analysis was performed. Besides, correlation analysis was applied to confirm the 

validity of the construct. PCA is based on a decomposition of the (reduced) correlation matrix, which 

is sensitive to severe deviations from an elliptically symmetric form of the data distribution and to 

outliers in the data. Hence, PCA based on a robust correlation matrix, which results in a robust factor 

analysis (FA), will be more appropriate for the data analyzed in this work. 

Prior to performing PCA, the suitability of data for factor analysis was assessed using the Kaiser-

Meyer-Oklin (KMO) and Bartlett’s Test of Sphericity. The Kaiser-Meyer-Olkin (KMO) measure of 

sampling adequacy is an index used to examine the appropriateness of factor analysis.  The Bartlett's 

test of sphericity is a test statistic used to examine the hypothesis that the variables are 

uncorrelated in the population.  Bartlett’s Test of Sphericity reached statistical significance (Chi 

Square=837.262, df=45, p<0.05) for the scale items. 
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Table: Result of Factor Analysis 

a. Correlation Matrix 

 
Brand 

Comfo
rt 

Durabili
ty 

Functio
n 

Fashio
n Price 

Qualit
y 

Perform
ance 

Professio
n 

Reliabilit
y 

Correl
ation 

Brand 1.000 .106 -.149 -.109 -.017 -.016 -.128 -.429 -.277 -.120 

Comfort .106 1.000 .433 .045 -.061 -.198 -.223 -.314 -.383 -.381 

Durability -.149 .433 1.000 .194 -.288 .002 -.426 -.099 -.189 -.365 

Function -.109 .045 .194 1.000 .243 -.161 -.064 -.330 -.314 -.251 

Fashion -.017 -.061 -.288 .243 1.000 -.195 .028 -.191 -.135 -.212 

Price -.016 -.198 .002 -.161 -.195 1.000 -.263 -.056 -.067 -.138 

Quality -.128 -.223 -.426 -.064 .028 -.263 1.000 -.090 -.054 .162 

Performanc
e 

-.429 -.314 -.099 -.330 -.191 -.056 -.090 1.000 .381 .221 

Profession -.277 -.383 -.189 -.314 -.135 -.067 -.054 .381 1.000 .115 

Reliability -.120 -.381 -.365 -.251 -.212 -.138 .162 .221 .115 1.000 

 

b. KMO and Bartlett's Test 

Kaiser-Meyer-Olkin Measure of Sampling Adequacy. .102 

Bartlett's Test of Sphericity Approx. Chi-Square 837.262 

df 45 

Sig. .000 

 

c. Communalities 

 Initial Extraction 

Brand 1.000 .728 

Comfort 1.000 .736 

Durability 1.000 .810 

Function 1.000 .631 

Fashion 1.000 .687 

Price 1.000 .779 

Quality 1.000 .592 

Performance 1.000 .680 

Profession 1.000 .522 

Reliability 1.000 .541 

Extraction Method: Principal Component Analysis. 
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d. Total Variance Explained 

Compon
ent 

Initial Eigenvalues 
Extraction Sums of Squared 
Loadings 

Rotation Sums of Squared 
Loadings 

Total 
% of 
Variance 

Cumulativ
e % Total 

% of 
Variance 

Cumulative 
% Total 

% of 
Variance 

Cumulative 
% 

1 2.496 24.956 24.956 2.496 24.956 24.956 1.971 19.711 19.711 

2 1.730 17.296 42.252 1.730 17.296 42.252 1.845 18.446 38.157 

3 1.342 13.421 55.672 1.342 13.421 55.672 1.560 15.600 53.757 

4 1.139 11.394 67.066 1.139 11.394 67.066 1.331 13.309 67.066 

5 .943 9.433 76.499       

6 .783 7.828 84.327       

7 .680 6.802 91.128       

8 .499 4.991 96.119       

9 .352 3.520 99.639       

10 .036 .361 100.000       

Extraction Method: Principal Component Analysis. 

 

e. Component Matrixa 

 
Component 

1 2 3 4 

Comfort .700    

Performance -.643    

Profession -.631    

Reliability -.627    

Durability .568 .632   

Quality  -.613   

Fashion  -.593   

Brand   -.727  

Function   .505  

Price    .635 

Extraction Method: Principal Component Analysis. 

a. 4 components extracted. 

 

f. Reproduced Correlations 

 
Brand 

Comfor
t 

Durabilit
y 

Functio
n 

Fashio
n Price Quality 

Perfor
mance 

Professio
n 

Reliabilit
y 

Reprod
uced 
Correla
tion 

Brand .728a .190 -.156 -.148 -.057 .203 .037 -.544 -.425 -.036 

Comfort .190 .736a .605 .195 -.193 -.239 -.189 -.345 -.438 -.321 

Durability -.156 .605 .810a .191 -.276 -.001 -.494 -.019 -.159 -.424 

Function -.148 .195 .191 .631a .518 -.189 -.034 -.291 -.267 -.427 

Fashion -.057 -.193 -.276 .518 .687a -.097 .192 -.272 -.156 -.215 

Price .203 -.239 -.001 -.189 -.097 .779a -.469 -.002 .100 -.183 

Quality .037 -.189 -.494 -.034 .192 -.469 .592a -.026 .000 .380 

Performanc
e 

-.544 -.345 -.019 -.291 -.272 -.002 -.026 .680a .572 .311 

Profession -.425 -.438 -.159 -.267 -.156 .100 .000 .572 .522a .290 
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Reliability -.036 -.321 -.424 -.427 -.215 -.183 .380 .311 .290 .541a 

Residu
alb 

Brand  -.083 .006 .039 .040 -.220 -.165 .115 .148 -.084 

Comfort -.083  -.173 -.150 .132 .041 -.034 .031 .055 -.060 

Durability .006 -.173  .003 -.012 .003 .068 -.080 -.030 .059 

Function .039 -.150 .003  -.275 .028 -.030 -.039 -.047 .176 

Fashion .040 .132 -.012 -.275  -.098 -.164 .081 .021 .003 

Price -.220 .041 .003 .028 -.098  .206 -.054 -.166 .046 

Quality -.165 -.034 .068 -.030 -.164 .206  -.064 -.055 -.218 

Performanc
e 

.115 .031 -.080 -.039 .081 -.054 -.064 
 

-.191 -.090 

Profession .148 .055 -.030 -.047 .021 -.166 -.055 -.191  -.175 

Reliability -.084 -.060 .059 .176 .003 .046 -.218 -.090 -.175  

Extraction Method: Principal Component Analysis. 

a. Reproduced communalities 
b. Residuals are computed between observed and reproduced correlations. There are 28 (62.0%) 
non-redundant residuals with absolute values greater than 0.05. 

 

G. Rotated Component Matrixa 

 
Component 

1 2 3 4 

Durability .885    

Comfort .746    

Brand  .806   

Performance  .765   

Profession  .638   

Fashion   .758  

Function   .756  

Reliability     

Price    .864 

Quality    .617 

Extraction Method: Principal Component Analysis.  
 Rotation Method: Varimax with Kaiser Normalization. 

a. Rotation converged in 7 iterations. 

 

b) TO ANALYZE THE EFFECT OF BRAND ADVERTISEMENT AND PROMOTION ON CUSTOMER 

PERCEPTION 

Figure 5.1 b: Sources of information regarding your purchase 

Sources of information  Frequency 

Friends 78 

Internet 78 

Retail outlets/ salesman 62 

Other 4 

Total 222 
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To measure the source of information regarding the respondent buying branded shoes it is the 

important to collect this information so that the source of information influencing a buying branded 

shoe can be measured. The data of the respondents revealed that 35.14% got information from 

Friends, 35.14% from Internet, 27.93% from Retail outlets / salesman and only 1.80% by Other 

Sources respectively. 

Thus, as the maximum respondents agreed that they got the information from the friends and same 

percent from the internet these two will be treated as best two sources for providing information 

regarding branded to the customer for a company. 

Figure 5.2 b: Played a major role (influence) in the purchase 

Major role in purchase Frequency 

Friends 35 

Family 108 

Salesman at the counter 17 

Peers 10 

Promotions 11 

Advertisement   29 

No one 12 

Total 222 

78 

78 

62 

4 
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To measure that who play the major role in the purchase the data revealed that Family is the most 

important variable (48.64 Percent) followed by Friends (15.76 Percent) and Advertisement (13.06 

Percent).   

Thus, as the maximum respondents agreed that they are influenced by the family and friends and 

Advertisement these must be treated as best three sources for providing information regarding 

branded to the customer for a company. 

c) To measure impact of perception and mind set on customer buying pattern on customer : 

following hypothesis is formulated: 

H3: There is a positive impact of perception and mind set on customer buying pattern. To test this 

hypothesis one sample ‘t’ test is applied.  The 1-sample t-test does compare the mean of a single 

sample. In the present study, we used one sample ‘t’ test to measure the difference in mean score of 

customer  buying pattern and hypothesized (expected) value chosen i.e. 3. The result produced is 

used to interpret the statistical significance of sample mean. 
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Table 5.1 c: One sample t test for buying pattern 

a. One-Sample Statistics 

 N Mean Std. Deviation Std. Error Mean 

WEIGHT 222 3.0991 1.10903 .07443 

PRICE_QUAL 222 3.5541 .92929 .06237 

LESS_PRICE_SWITCH 222 3.6036 1.07442 .07211 

CELEBRI 222 2.8604 1.03485 .06945 

PERSONALITY 222 3.7162 1.12383 .07543 

IMPORTED_PROD 222 3.6351 1.05386 .07073 

SPEND_PARTLY 222 3.7883 1.00011 .06712 

UNIQUE 222 3.0721 1.03523 .06948 

IMPRESS 222 3.7072 1.10934 .07445 

b. One-Sample Test 

 

Test Value = 3                                        

t df 
Sig. (2-
tailed) 

Mean 
Difference 

95% Confidence Interval 
of the Difference 

Lower Upper 

WEIGHT 1.331 221 .184 .09910 -.0476 .2458 

PRICE_QUAL 8.883 221 .000 .55405 .4311 .6770 

LESS_PRICE_SWITCH 8.371 221 .000 .60360 .4615 .7457 

CELEBRI -2.011 221 .046 -.13964 -.2765 -.0028 

PERSONALITY 9.496 221 .000 .71622 .5676 .8649 

IMPORTED_PROD 8.980 221 .000 .63514 .4957 .7745 

SPEND_PARTLY 11.744 221 .000 .78829 .6560 .9206 

UNIQUE 1.037 221 .301 .07207 -.0649 .2090 

IMPRESS 9.499 221 .000 .70721 .5605 .8539 

 
The p value for dimension is <.05, therefore, it can be concluded that the population means and 

sample means are significantly different. From the mean value analysis reveals that customer shows 

a positive impact of perception and mind set on customer buying pattern. It seems that customers 

have positive impact for PRICE_QUAL, LESS_PRICE_SWITCH, PERSONALITY, IMPORTED_PROD, and 

SPEND_PARTLY and for IMPRESS. From above result tables, we can reject the hypothesis. 

6. CONCLUSION 

The study shows that the factors like durability, brand, price, comfort and performance are the most 

important factors in influencing the customer to purchase Sports footwear. Thus, the factors like 

durability, comfort, brand, performance, profession, fashion, function, reliability, price and quality 

are equally important than age, gender and occupation for influencing a purchase.  
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7. FINDINGS 

1. The factor found behind the purchase of sport shoes is that they are of higher in durability, 

brand, comfort and performance. The price factor also plays a very important role in making a 

purchase. 

2. There is a positive impact of perception and mind set on customer buying pattern for variables 

like buy the preferred brand at lower price within eligible quality(PRICE_QUAL), purchase 

another brand of same quality with lesser price(LESS_PRICE_SWITCH), wear branded products; 

because they reflect me/ my personality (PERSONALITY), buying imported products, because 

they are of high quality(IMPORTED_PROD), cannot help spend it party or wholly(SPEND_PARTLY) 

and for buy products that impress people(IMPRESS).  

3. The attributes configuring Perception and mind-set of consumers includes favorite celebrities 

(CELEBRI), spend it party or wholly (SPEND_PARTLY) and like to buy products that impress 

people (IMPRESS) that explains the influence of Perception and mind-set on buying pattern of 

the consumers 

 

8. BIBLIOGRAPHY 

1. Kotler, Keller, Koshy and Jha (13th edition) (2009) Marketing Management. ISBN 978-81-317-

1683-0. 

2. www.bata.com/ www.bata.in  

3. www.adidas.com 

4. Joshi et al. (2013) "Sporting family business generations", Journal of Chinese Entrepreneurship, 

Vol. 5 Iss: 2, pp.173 – 192. 

5. Jiang and Rosenbloom (2013) Consumer Knowledge and External Pre-purchase Information 

Search: A Meta-analysis of the Evidence, in Russell W. Belk, Linda Price, Lisa Peñaloza 

(ed.) Consumer Culture Theory (Research in Consumer Behavior, Volume 15), Emerald Group 

Publishing Limited, pp.353-389. 

6. Wema (2013) Workplace Reflections of Information Literacy Training: The Case of the 

Agriculture and Health Sectors in Tanzania, in Mark Hepworth, Geoff Walton (ed.) Developing 

People’s Information Capabilities (Library and Information Science, Volume 8), Emerald Group 

Publishing Limited, pp.179-201. 

7. Wilkie et al. (2012) "Strategies used to defend pharmaceutical brands from generics", European 

Journal of Marketing, Vol. 46 Iss: 9, pp.1195 – 1214. 

 


