1. INTRODUCTION 
Footwear has always played a crucial role in human life, not only as a basic necessity but also as an important aspect of comfort, fashion, and functionality. Over time, the footwear industry has evolved significantly, incorporating advanced materials, ergonomic designs, and innovative technologies to meet the changing needs of consumers. The global footwear market caters to a wide range of preferences, from formal shoes and athletic sneakers to casual sandals and specialized footwear for medical or occupational use. Among the leading brands, Crocs has gained immense popularity due to its unique design, lightweight construction, and superior comfort. Made from Croslite™, a proprietary resin material, Crocs footwear is designed to provide excellent cushioning, water resistance, and durability, making it an ideal choice for various settings, including everyday wear, professional use, and outdoor activities. The brand has successfully positioned itself as a symbol of comfort and convenience, appealing to diverse customer segments across different age groups. In addition to its functional benefits, Crocs has also embraced customization through Jibbitz charms, allowing customers to personalize their footwear according to their preferences and style.
Customer satisfaction is a key factor in determining the success and long-term sustainability of any brand in today’s competitive market. It is a direct reflection of how well a product meets or exceeds consumer expectations in terms of quality, comfort, durability, design, and value for money. In the case of Crocs, customer satisfaction is influenced by multiple factors, including the brand’s reputation, affordability, variety of styles, and the overall shopping experience. A high level of customer satisfaction often translates into brand loyalty, repeat purchases, and positive word-of-mouth recommendations, all of which contribute to business growth. Conversely, dissatisfaction can lead to negative feedback, decreased customer retention, and a decline in sales. As consumer preferences continue to evolve, footwear brands must actively listen to customer feedback, address concerns, and continuously improve their products and services to maintain a competitive edge. Understanding the various aspects that impact customer satisfaction, such as comfort, price perception, and durability, is essential for any company looking to strengthen its market presence and build lasting relationships with consumers.
1.2 STATEMENT OF THE PROBLEM
Footwear plays a crucial role in ensuring comfort, functionality, and style for consumers, with brands like Crocs gaining popularity for their lightweight and durable design. However, despite its growing market presence, customer satisfaction with Crocs footwear varies based on factors such as comfort, durability, price, and brand perception. In Azhikode Panchayat, consumer preferences and purchasing behavior may differ due to local market conditions, awareness, and promotional strategies. This study aims to analyze the key factors influencing customer satisfaction with Crocs footwear, assess the impact of advertisements on purchasing decisions, and evaluate how product features affect consumer preferences.
1.3 OBJECTIVES OF THE STUDY
· To study the factors influencing customers to prefer Crocs footwear.
· To identify the level of satisfaction with the usage of Crocs footwear.
· To examine how advertisements influence the purchase decisions of Crocs footwear.
· To analyze customer perceptions of the quality, comfort, and durability of Crocs footwear.
· To suggest strategies to improve customer satisfaction
1.4 SIGNIFICANCE OF THE STUDY
Customer satisfaction plays an important role in the success of any brand, including Crocs footwear. This study helps in understanding the factors that influence customers to prefer Crocs, such as comfort, durability, price, and brand image. It also examines how advertisements impact purchasing decisions. The findings of this research will be useful for retailers and businesses to improve their products and services, ensuring better customer satisfaction. A higher level of satisfaction can lead to increased sales, brand loyalty, and positive word-of-mouth recommendations, helping Crocs expand its presence in Azhikode Panchayat.
1.5 SCOPE OF THE STUDY 
This study focuses on customer satisfaction with Crocs footwear in Azhikode Panchayat, analyzing factors like comfort, durability, price, and brand perception. It also examines the influence of advertisements on purchasing decisions. The research is limited to responses from local customers and does not cover other footwear brands. The findings will help understand consumer preferences and suggest ways to improve customer satisfaction and brand loyalty in the region.
1.6 RESEARCH METHODOLOGY
Research methodology is a systematic process used to collect and analyze data to achieve the research objectives effectively. This study focuses on identifying and evaluating the customer satisfaction of Crocz foot wears in Azhikode Panchayath. 
1.6.1 RESEARCH DESIGN
The research adopts a descriptive research design, which focuses on examining the factors that shape brand preferences among college students. It provides detailed insights into various attributes such as comfort, style, affordability, and brand image. This design allows for systematic data collection and interpretation, offering a clear understanding of how these factors influence the buying behavior of students.
TYPE OF RESEARCH
The study employs descriptive research
DATA SOURCES
To address the research objectives, data is collected from two sources:
Primary Data: Collected directly from the customers of Crocs Footwear in Azhikode Panchayath. The questionnaire is designed to gather information on factors influencing brand preferences, including comfort, price, style, and peer influence.
Secondary Data: Obtained from books, journals, online resources, and prior studies related to consumer satisfaction and brand preferences in the footwear industry. 
SAMPLING
Sample Size
A total of 100 respondents were selected for the study 
Sampling Method
Non-random sampling, specifically convenient sampling, was used to select participants based on accessibility and willingness to participate.
ANALYTICAL TOOLS
Percentage Analysis: Used to interpret the responses collected through the questionnaire. This method helps compare data and analyze trends by converting responses into percentages for clearer insights.
Tables and Charts: Utilized to represent the data visually, making the results easier to interpret and understand.
1.7 LIMITATIONS OF THE STUDY
· The study is limited to 100
· The research was conducted within a short time frame, which may affect data accuracy.
· Responses may be influenced by individual preferences or opinions.


2.1 REVIEW OF LITERATURE 
Kotler, P. – Principles of Marketing (2019)
Kotler (2019) examines consumer decision-making in the footwear industry, emphasizing the impact of branding, digital marketing, and consumer psychology. He states that college students are highly influenced by social identity, peer approval, and perceived status when selecting footwear brands. The study highlights that digital advertising, influencer marketing, and online reviews have reshaped consumer preferences, making brand reputation and visibility key factors in purchase decisions. Additionally, affordability and availability of installment payment options also affect the final purchase.
Solomon, M. – Consumer Behavior: Buying, Having, and Being (2020)
Solomon (2020) explores consumer buying behavior and brand attachment among young consumers. His study indicates that college students are more likely to associate their choice of footwear with self-expression, personality, and lifestyle preferences. Brand loyalty is shaped by consistent product quality, attractive packaging, and celebrity endorsements. He also points out that limited-edition footwear collections generate excitement and exclusivity, influencing students to prefer certain brands over others.
Schiffman, L.G. & Wisenblit, J. – Consumer Behavior (2018)
Schiffman and Wisenblit (2018) discuss the role of psychological and social factors in consumer decision-making. The study emphasizes that college students consider comfort, durability, and trendiness when selecting footwear brands. The research further notes that students tend to balance functionality with aesthetics, prioritizing designs that offer both style and comfort. The study also underlines the importance of social media and online platforms in shaping consumer perceptions, making digital presence crucial for footwear brands targeting the youth segment.
Aaker, D.A. – Managing Brand Equity (2019)
Aaker (2019) highlights the importance of brand equity in consumer preference. His study suggests that well-established footwear brands leverage their reputation and perceived quality to attract college students. He also discusses how marketing campaigns and promotional offers enhance brand perception, making students more likely to prefer brands that align with their self-image. The study concludes that a strong brand image fosters trust, leading to repeat purchases and long-term brand loyalty.
Keller, K.L. – Strategic Brand Management (2021)
Keller (2021) examines the impact of brand positioning and marketing communication in the footwear industry. He emphasizes that brands with a clear and compelling message tend to dominate consumer preferences among students. His study finds that sustainable and ethical practices, such as eco-friendly footwear production, are becoming more important for young consumers. Footwear brands that communicate their commitment to sustainability effectively can create a loyal customer base among college students.
Kapferer, J.N. – The New Strategic Brand Management (2020)
Kapferer (2020) discusses the significance of brand authenticity and emotional connection in influencing consumer choices. His research highlights that students prefer brands that resonate with their personal values and aspirations. Limited-time collaborations with celebrities, cultural references, and streetwear influences significantly boost brand desirability. The study also notes that social media presence and interactive campaigns contribute to long-term brand loyalty among students.
Nagle, T.T. & Müller, G. – The Strategy and Tactics of Pricing (2019)
Nagle and Müller (2019) examine how pricing strategies affect consumer decision-making. The study finds that while students prefer premium footwear brands, their budget constraints often force them to opt for mid-range or budget-friendly alternatives. However, brands offering student discounts, seasonal offers, and flexible payment options can still attract college students even in the premium segment. The study also suggests that perceived value plays a crucial role in brand preference, meaning that students are willing to pay higher prices if they believe the product justifies the cost.


Monroe, K.B. – Pricing: Making Profitable Decisions (2020)
Monroe (2020) explores the psychological impact of pricing on consumer perception. His study indicates that many students associate high price points with better quality, making premium footwear brands more desirable. However, affordability remains a key concern, leading to a rise in second-hand and resale markets for branded footwear. The study also highlights the growing trend of students engaging in price comparisons before making a purchase, especially through online platforms.
Smith, T. – Pricing Strategy: Setting Price Levels, Managing Price Discounts, & Establishing Price Structures (2021)
Smith (2021) discusses how brands strategically use discounts and promotional pricing to attract young consumers. His study suggests that limited-time offers, bundled deals, and loyalty programs significantly influence student purchasing decisions. The research also finds that students are more likely to purchase footwear during sales events, such as Black Friday or end-of-season sales, making timing an important factor in brand preference.
Evans, D. – Social Media Marketing: The Next Generation of Business Engagement (2019)
Evans (2019) examines how social media influences consumer behavior. His study finds that college students heavily rely on online reviews, Instagram influencers, and YouTube unboxing videos before making a footwear purchase. The study highlights that viral marketing campaigns, brand collaborations, and influencer endorsements significantly shape students' brand preferences.
Tuten, T.L. – Social Media Marketing (2020)
Tuten (2020) explores the growing dependence on digital marketing in shaping footwear brand preferences. His research indicates that students engage with brands that offer interactive content, giveaways, and behind-the-scenes insights into product manufacturing. He also notes that the ability to customize footwear online, such as choosing colors and materials, increases brand engagement and preference.

Zarrella, D. – The Social Media Marketing Book (2021)
Zarrella (2021) discusses the effectiveness of social media advertising in consumer decision-making. His study highlights that brands utilizing targeted ads, influencer collaborations, and viral challenges can successfully attract college students. The research also points out that student consumers trust peer reviews more than traditional advertising, making customer testimonials and ratings critical in brand preference.
Ottman, J.A. – The New Rules of Green Marketing (2020)
Ottman (2020) discusses how sustainability has become a key factor in brand preference among college students. The study finds that students are increasingly favoring brands that use eco-friendly materials, ethical labor practices, and carbon-neutral production. Brands that effectively communicate their sustainability initiatives through storytelling tend to gain higher trust and loyalty among young consumers.
Peattie, K. – Green Marketing (2019)
Peattie (2019) examines how environmental concerns influence consumer behavior. His research suggests that college students prefer brands that emphasize sustainability without compromising on style and comfort. The study highlights that students are willing to pay a premium for eco-friendly footwear, provided the brand's commitment to sustainability is genuine and well-communicated.
White, K., Habib, R., & Hardisty, D.J. – The Elusive Green Consumer (2021)
White et al. (2021) explore the gap between consumer intention and action regarding sustainable purchases. Their study finds that while many students claim to support sustainable brands, actual purchasing decisions are still driven by price and availability. However, companies that integrate sustainability into their branding effectively can gradually shift consumer preferences towards greener alternatives.
Krishnan, T. (2020). "Brand Loyalty and Preference in the Footwear Industry Among College Students," Journal of Marketing Research, 15(3), 250-265.
This study investigates the factors contributing to brand loyalty and preference among college students in the Indian footwear market. It finds that price, comfort, and brand reputation are key determinants influencing purchasing decisions. The research also highlights the significant role of social media and celebrity endorsements in shaping students’ perceptions of footwear brands.
Chaudhary, P., & Kumar, R. (2018). "Impact of Social Media on Consumer Behavior: A Study on Footwear Purchases Among College Students," 
The study explores how social media platforms like Instagram and Facebook influence the buying behavior of college students, particularly in the footwear sector. It concludes that visually appealing content, user-generated reviews, and influencer marketing significantly affect students’ footwear preferences.
Reddy, S. K., & Sharma, R. (2017). "Consumer Preferences and Buying Behavior of College Students for Footwear Products," 
This research analyzes the various factors influencing footwear preferences, including design, comfort, price, and brand image. The findings suggest that college students prioritize comfort and value for money over brand prestige, with price being the most crucial factor for most students.
Singh, A., & Jain, M. (2021). "Brand Awareness and Its Influence on Footwear Purchase Decisions Among Indian College Students
The authors investigate how brand awareness shapes purchasing decisions for footwear among college students. The study emphasizes the importance of establishing brand recognition through advertising and word-of-mouth, especially in rural and semi-urban regions.
Patel, V., & Agarwal, S. (2019). "Understanding the Role of Online Reviews in Footwear Purchase Decisions: A Study Among College Students
This paper examines the role of online reviews and user-generated content in influencing college students' footwear choices. The study finds that positive online reviews, particularly on e-commerce platforms, significantly enhance trust and drive sales among students.
Gupta, P., & Yadav, A. (2020). "Price Sensitivity and Brand Preference Among College Students in the Footwear Industry," 
Focusing on the price sensitivity of college students, this study highlights how budget constraints drive their footwear purchase decisions. It also reveals that students are willing to pay a premium for brands offering higher quality, comfort, and trendy designs.
Ravi, S. K., & Patel, N. (2022). "Brand Image and Its Impact on College Students’ Footwear Preferences," Journal of Brand Management, 29(1), 91-106.
This research delves into the impact of brand image on college students' footwear preferences. The authors find that the perceived image of a brand, including its reputation for quality, style, and social responsibility, plays a major role in influencing students’ buying decisions.
Banerjee, P., & Shah, A. (2021). "The Influence of Celebrity Endorsement on Footwear Brand Preferences Among College Students," Journal of Consumer Marketing, 38(7), 1015-1028.
The study examines the effect of celebrity endorsements on footwear brand preference among college students. The findings suggest that celebrity endorsements significantly impact students' brand choices, particularly when celebrities align with students' lifestyle or values.
Verma, N., & Singh, R. (2020). "Social Influence and Footwear Purchase Behavior Among College Students," Journal of Retailing and Consumer Services, 55, 102024.
This paper analyzes the role of social influence, including peer recommendations and family preferences, on footwear purchase behavior among college students. It reveals that students are highly influenced by the opinions of their friends and family when making footwear decisions.

Bhatia, S., & Sharma, P. (2022). "Exploring Consumer Preferences for Footwear in the Indian Market: A Study of College Students," International Journal of Consumer Studies, 46(1), 71-84.
This study investigates the underlying factors driving footwear preferences among college students in India. The results show that factors such as comfort, style, price, and brand equity play a significant role, with students increasingly turning to online platforms for product research and purchases.
Desai, M., & Gupta, A. (2019). "Factors Affecting the Footwear Purchase Decisions of College Students in Urban India," Journal of Retailing and Consumer Services, 48, 223-230.
This study identifies the key factors influencing footwear purchases among urban college students in India. It highlights that while fashion and comfort are primary concerns, a growing trend towards sustainability is also influencing their buying choices. Students increasingly favor brands that demonstrate eco-friendly practices and social responsibility.
Mehta, R., & Deshmukh, A. (2020). "Consumer Behavior and Brand Preference in Footwear Industry: Insights from Indian College Students," Journal of Business Research, 109, 265-275.
The authors explore how personal style, peer influence, and the overall shopping experience impact footwear brand preference. They suggest that college students are looking for a balance of style, comfort, and value, with increasing attention to online reviews and peer feedback when making purchasing decisions.
Puri, S., & Kapoor, H. (2021). "Role of Social Media in Influencing Footwear Choices of College Students," International Journal of Consumer Research, 44(2), 177-188.
This paper investigates the impact of social media platforms on college students' footwear preferences. The study reveals that platforms like Instagram and YouTube are pivotal in shaping students' perceptions of footwear brands, with visual content and influencer partnerships playing a key role in driving brand recognition and preference.
Singh, S., & Tiwari, S. (2022). "Sustainability and Ethical Branding: Shaping Footwear Preferences of College Students," Journal of Consumer Marketing, 39(3), 212-222.
This research looks into the growing importance of sustainability in footwear preferences among college students. The study indicates that brands that adopt ethical practices, such as using sustainable materials and promoting fair labor practices, are increasingly favored by students who are more environmentally and socially aware.
Chopra, S., & Arora, P. (2020). "Impact of Price Sensitivity on Footwear Brand Preferences Among College Students in India," Indian Journal of Marketing, 50(6), 35-49.
The paper examines how price sensitivity impacts the purchasing behavior of college students in the footwear industry. It concludes that students prioritize affordable options without compromising on quality, suggesting that brands should focus on offering competitive pricing along with attractive promotional offers.
Sood, S., & Patel, R. (2019). "Brand Equity and Consumer Perception in the Footwear Industry: A Study Among Indian College Students,"
This study explores how brand equity influences footwear choices among college students. The findings reveal that students associate established brands with quality and status, but new brands with a strong value proposition and unique offerings can also gain preference if they effectively communicate their value through marketing channels.
Kumar, V., & Aggarwal, S. (2021). "Understanding the Purchase Behavior of College Students for Footwear in Tier 2 Cities,"
This research focuses on college students in tier 2 cities and how their footwear preferences differ from their urban counterparts. The study finds that price sensitivity is higher in smaller cities, but students are equally concerned with quality and brand reputation. Companies entering these markets need to tailor their pricing and marketing strategies accordingly.
Verma, R., & Kapoor, S. (2020). "The Role of Fashion Trends in Footwear Purchase Decisions Among College Students," 
This study explores how fashion trends influence college students’ footwear choices. The results show that students are heavily influenced by the latest footwear trends, especially those endorsed by celebrities or fashion icons, which can lead to strong brand loyalty when the trends align with their personal style.
Patel, N., & Singh, R. (2022). "Technology and Footwear Retailing: The Impact of Online Shopping on College Students’ Brand Preferences
This paper discusses the shift towards online shopping in the footwear industry and its effect on brand preferences among college students. It finds that students often choose brands based on ease of online purchasing, quick delivery, and customer reviews, with many opting for brands that provide a seamless digital shopping experience.
Sharma, R., & Bansal, P. (2021). "Emotional Branding in the Footwear Industry: Connecting with College Students," Journal of Consumer Psychology, 36(5), 532-544.
The authors examine how emotional branding strategies impact college students' footwear preferences. The study suggests that students are more likely to choose brands that resonate with their emotions, such as those that promote empowerment, inclusivity, or lifestyle aspirations. Emotional branding fosters strong brand loyalty and long-term consumer engagement.







3.1 INTRODUCTION TO FOOTWEAR
Footwear has played a significant role in human civilization for centuries, evolving from a basic necessity to a symbol of fashion, comfort, and social status. Initially designed to protect the feet from rough surfaces, extreme temperatures, and environmental hazards, footwear has undergone various transformations in terms of materials, design, and cultural significance. Today, the global footwear industry is a multi-billion-dollar market, catering to diverse consumer needs, including functionality, aesthetics, and brand prestige.
ORIGIN AND EVOLUTION OF FOOTWEAR
The earliest evidence of footwear dates back to around 10,000 BCE, where primitive sandals made from plant fibers and animal hides were used. Ancient civilizations such as the Egyptians, Greeks, and Romans developed distinct styles of footwear to indicate social hierarchy. For instance, Egyptian pharaohs wore sandals made of gold and leather, while Roman soldiers had sturdy sandals called caligae for protection during battles.
During the Middle Ages, footwear styles became more elaborate, with pointed shoes (poulaines) gaining popularity in Europe. The Industrial Revolution (18th-19th century) marked a significant turning point in footwear production, as mechanized shoe-making allowed for mass production and improved accessibility. By the 20th and 21st centuries, footwear had diversified into various categories, including casual, formal, athletic, and designer brands, with advancements in technology enhancing comfort, durability, and sustainability.
FEATURES OF FOOTWEAR
Footwear serves multiple purposes beyond mere protection, incorporating elements of comfort, fashion, performance, and identity. The essential features of modern footwear include:
Material Composition – Footwear is made from various materials such as leather, rubber, synthetic fibers, and eco-friendly alternatives like recycled plastics and plant-based textiles.
Design and Aesthetics – Brands focus on innovative designs, color schemes, and cultural influences to attract different consumer segments.
Ergonomics and Comfort – Cushioning, arch support, and breathability are key factors influencing consumer preference.
Durability and Performance – Sports and outdoor footwear are designed for high performance, incorporating advanced technology such as shock absorption and moisture control.
Branding and Logo Placement – Logos and brand-specific elements play a crucial role in consumer recognition and loyalty.
INDUSTRY PROFILE OF FOOTWEAR
The footwear industry is one of the most significant segments of the global fashion and apparel sector. It encompasses a wide range of products, including casual, formal, athletic, and luxury footwear. Over the decades, the industry has evolved tremendously due to changes in fashion trends, technological advancements, and consumer preferences. The global demand for footwear is driven by factors such as rising disposable incomes, increasing urbanization, and a growing emphasis on comfort and style. Additionally, sustainability and innovation have become key focus areas for major brands, as consumers seek eco-friendly options without compromising on performance. The industry is highly competitive, with numerous established brands and new entrants striving to capture market share. In recent years, digital transformation and the expansion of e-commerce platforms have further revolutionized the way consumers purchase footwear, making the market more dynamic than ever before.
GLOBAL FOOTWEAR INDUSTRY
Overview of the Global Footwear Market
The global footwear industry is a multi-billion-dollar sector that has witnessed steady growth over the years. As of 2022, the global footwear market was valued at approximately USD 400 billion, with projections indicating it could reach USD 550 billion by 2030, growing at a CAGR (Compound Annual Growth Rate) of around 4-5%. The increasing demand for stylish yet comfortable footwear, along with the growing popularity of premium and sustainable products, has fueled this expansion. Developing economies, particularly in Asia-Pacific, Latin America, and Africa, have played a crucial role in the industry's growth due to rising disposable incomes and rapid urbanization.
One of the key drivers of the global footwear market is the increasing consumer preference for branded products. With a surge in social media influence and celebrity endorsements, footwear brands have successfully positioned themselves as status symbols. Moreover, the shift toward online shopping and digital marketing strategies has enabled companies to reach a broader consumer base, breaking geographical barriers. Technological advancements, including smart footwear with embedded fitness tracking capabilities, have also gained popularity, particularly among younger demographics. However, challenges such as fluctuating raw material prices, counterfeit products, and environmental concerns related to non-biodegradable materials pose significant hurdles for the industry.
Segmentation of the Global Footwear Industry
The global footwear industry can be categorized based on product type, material, distribution channel, and region.
The product type segmentation includes:
Casual Footwear – This category includes sneakers, loafers, sandals, and other everyday footwear options that emphasize comfort and style. Casual footwear accounts for a large portion of global sales, as it is widely preferred across all age groups.
Formal Footwear – Comprising dress shoes, leather shoes, and professional footwear, this category is primarily driven by corporate and business environments. With the rise of hybrid work culture, demand for formal footwear has remained steady but has seen a shift toward smart-casual styles.
Sports & Athletic Footwear – This segment, which includes running shoes, training shoes, and sports-specific footwear (e.g., football boots, basketball shoes), has witnessed remarkable growth due to rising fitness consciousness and the influence of sports personalities. Leading brands like Nike, Adidas, and Puma dominate this market with continuous innovation in design and performance-enhancing materials.
Luxury Footwear – Designer brands such as Gucci, Louis Vuitton, and Prada cater to the high-end market segment, offering premium footwear that reflects exclusivity and craftsmanship. The luxury footwear industry is largely driven by high-net-worth individuals and fashion-conscious consumers.
In terms of distribution channels, footwear is sold through retail stores, brand-exclusive outlets, supermarkets, and e-commerce platforms. The shift toward online shopping has been significant, with digital marketplaces such as Amazon, Flipkart, and brand-owned websites contributing heavily to sales. Online platforms offer convenience, wider choices, and personalized shopping experiences, making them an integral part of the modern footwear industry.
KEY PLAYERS IN THE GLOBAL FOOTWEAR MARKET
The global footwear industry is dominated by several multinational corporations that have established a strong foothold through brand loyalty, aggressive marketing, and innovation. Nike, Adidas, Puma, Reebok, Skechers, Converse, and New Balance are among the top players in the market. These companies consistently introduce new designs, incorporate advanced materials, and engage in celebrity collaborations to maintain consumer interest. Fast fashion brands like Zara and H&M have also entered the footwear market, offering trendy styles at affordable prices. Additionally, emerging players from China, India, and Brazil are gaining recognition by offering competitive pricing and high-quality products.
INDIAN FOOTWEAR INDUSTRY
Overview of the Indian Footwear Market
India is one of the largest footwear producers and consumers in the world, ranking second only to China in terms of production volume. The Indian footwear industry is valued at approximately USD 15 billion as of 2022 and is expected to grow at a CAGR of 8-10% over the next decade. The country's vast population, increasing middle-class income levels, and changing fashion trends have contributed to this growth. Unlike Western markets, where branded footwear dominates, the Indian market is characterized by a mix of branded and unbranded products, with local manufacturers catering to a significant portion of demand.
One of the major drivers of the Indian footwear industry is the rise of organized retail and e-commerce platforms. Companies such as Bata, Relaxo, Paragon, Metro, and Liberty have established strong brand presence, while international brands like Nike, Adidas, Puma, and Reebok have expanded aggressively in the Indian market. Online shopping platforms like Flipkart, Amazon, Myntra, and Ajio have further fueled industry growth by providing consumers with easy access to diverse footwear collections.
Segmentation of the Indian Footwear Industry
The Indian footwear market can be classified into different categories based on consumer demographics, product type, and purchasing behavior.
 Urban vs. Rural Markets – Urban areas account for the majority of branded footwear sales, whereas rural markets rely more on unorganized players and local artisans. The expansion of brands into Tier 2 and Tier 3 cities is helping bridge this gap.
Gender and Age-Based Segmentation – The industry caters to men, women, and children, with men’s footwear dominating the market share. However, the demand for stylish and comfortable women’s footwear has been rising steadily.
Material Preferences – Indian consumers prefer footwear made of leather, synthetic materials, and rubber, with affordability being a major deciding factor. Sustainable footwear is also gaining traction, especially among environmentally conscious buyers.
Challenges and Opportunities in the Indian Footwear Market
Despite its rapid growth, the Indian footwear industry faces several challenges, including high dependency on imports, competition from unorganized players, and price sensitivity among consumers. Many small-scale manufacturers struggle with quality control and lack access to global supply chains. However, government initiatives such as Make in India and incentives for local manufacturing have encouraged domestic production and reduced reliance on imports.
On the opportunity front, rising consumer awareness, increasing brand consciousness, and digitalization are reshaping the market landscape. The younger generation, particularly college students and young professionals, are driving demand for trendy, durable, and affordable footwear. International brands are also investing in India’s growing e-commerce sector, further intensifying competition.
KEY PLAYERS IN THE INDIAN FOOTWEAR INDUSTRY
The Indian footwear industry is characterized by a wide array of both domestic and international brands catering to a broad range of consumer segments. These brands strive to innovate and adapt to the ever-changing preferences of consumers, driven by factors like fashion trends, comfort, and affordability. The leading players in the Indian footwear market offer diverse products across various categories, including casual, formal, sports, and ethnic footwear. Below are some of the key players in the Indian footwear industry:
1. Bata India Limited
Bata India Limited, established in 1931, is one of the oldest and most trusted names in the Indian footwear industry. It is known for its vast retail network of over 1,500 stores across India, making it one of the largest footwear retailers in the country. Bata offers a wide range of products, including formal shoes, casual wear, sandals, school shoes, and sports footwear. The company has successfully positioned itself as a value-for-money brand targeting middle-income consumers, students, and working professionals. Bata’s focus on innovative product designs, such as the introduction of stylish, comfortable, and eco-friendly shoes, has helped the brand stay relevant in a competitive market. The company has also expanded its presence online, providing consumers with an omnichannel shopping experience. Additionally, Bata has developed several sub-brands like Hush Puppies, Power, North Star, and Weinbrenner to cater to diverse customer preferences and demographics. Through strategic collaborations, focus on sustainability, and continuous brand revamping, Bata has maintained its position as a market leader in the Indian footwear industry.


2. Relaxo Footwears Limited
Relaxo Footwears Limited is one of India’s largest and most well-known footwear brands, widely recognized for its affordable, comfortable, and durable products. Relaxo’s brand portfolio includes popular sub-brands like Sparx, Flite, Bahamas, and Schoolmate, catering to different consumer segments, including sports, casual wear, school shoes, and sandals. With a strong presence in tier 2 and tier 3 cities, the company has become a household name for budget-conscious consumers across India. Relaxo’s wide distribution network ensures its products are accessible to urban and rural markets alike, making it one of the most widely available footwear brands. The company’s focus on durability and comfort has earned it a loyal customer base, particularly among families and individuals seeking value-for-money footwear options. Relaxo’s continued success is also driven by its pricing strategy, which makes its products affordable without compromising on quality. In addition to its traditional retail model, Relaxo has expanded into e-commerce and continues to grow its market share by offering discounts and promotions to attract price-sensitive buyers.
3. Metro Brands Limited
Metro Brands Limited, one of the premium footwear retailers in India, is known for offering stylish and high-quality products. The company operates over 600 exclusive stores across India, primarily catering to urban consumers seeking premium footwear options. Metro Brands boasts a diverse product range, including formal shoes, casual wear, sandals, and international brands like Crocs and Da Vinci. Its sub-brands such as Metro Shoes and Mochi are designed to meet the demands of different consumer segments, with a particular focus on the fashionable, professional, and youthful crowd. Metro’s emphasis on premium quality, exclusivity, and luxurious designs has made it a preferred choice among affluent buyers who are willing to invest in high-end footwear. The company has also implemented an omnichannel retail strategy, integrating online and offline channels to enhance the shopping experience for consumers. Metro Brands has successfully leveraged celebrity endorsements and marketing campaigns to position itself as a leading fashion-forward footwear brand, appealing to trend-conscious individuals. As the Indian middle-class continues to grow, Metro’s premium positioning allows it to maintain strong growth prospects in the competitive footwear market.
4. Puma India
Puma India, a subsidiary of the German sportswear giant Puma SE, has made significant strides in the Indian footwear market by offering high-performance, stylish, and functional footwear. With a focus on sports, lifestyle, and casual footwear, Puma India has developed a strong following among young, urban consumers who prioritize both fashion and functionality. The company is well-known for its association with global sports figures like Usain Bolt and Virat Kohli, which has bolstered its brand appeal in India. Puma’s range includes sports shoes, running shoes, and sneakers, and the brand has expanded its product offerings to include lifestyle and streetwear footwear. Puma’s success in India can be attributed to its ability to blend innovative technology with trendy designs. For example, its Puma Ignite series is known for its comfortable cushioning, while its RS-X series has gained popularity for its bold, street-style appeal. Puma India’s strategic marketing initiatives, including sponsorship of major sports events and partnerships with top athletes, have helped the brand become synonymous with performance and style, establishing itself as one of the top players in India’s footwear industry.
5. Adidas India
Adidas India, a part of the global sportswear company Adidas AG, is another major player in the Indian footwear market. Known for its high-quality sports shoes, running shoes, and sneakers, Adidas has successfully positioned itself as a leading brand among athletes, fitness enthusiasts, and fashion-conscious young consumers. The brand’s innovative footwear technology, such as Boost cushioning and Primeknit uppers, has enhanced its reputation for comfort and performance. Adidas also targets the growing athleisure market, with trendy and versatile shoes that can be worn for both sports and casual wear. The brand has created a strong presence through sports sponsorships, celebrity endorsements, and collaboration with designers like Pharrell Williams. Adidas India’s extensive retail network, both physical and online, ensures that its products are accessible across the country, with flagship stores in major cities and an active e-commerce platform. As a market leader in the sports and lifestyle footwear category, Adidas continues to innovate and introduce new products to meet the demands of the Indian consumer, making it a key player in the competitive footwear market.
INTRODUCTION TO CUSTOMER SATISFACTION
Customer satisfaction is a critical aspect of any business, influencing brand loyalty, repeat purchases, and overall market success. It refers to the degree to which a product or service meets or exceeds customer expectations. In the footwear industry, satisfaction is primarily determined by factors such as comfort, durability, style, affordability, and customer service. Understanding these factors helps manufacturers and retailers improve their offerings to cater to consumer preferences effectively.
Importance of Customer Satisfaction in the Footwear Industry
The footwear industry is highly competitive, with various brands offering products that cater to different needs. Customers expect their footwear to provide not only comfort but also style, affordability, and long-term durability. If a shoe does not meet these expectations, it can lead to dissatisfaction, negative word-of-mouth, and loss of potential customers. On the other hand, when customers are satisfied, they are more likely to remain loyal to a brand, recommend products to others, and make repeat purchases.
FACTORS INFLUENCING CUSTOMER SATISFACTION IN FOOTWEAR
1. Comfort and Fit
Comfort is one of the most important factors when purchasing footwear. Shoes that provide proper support, cushioning, and a good fit contribute to a pleasant wearing experience. Features such as arch support, breathable materials, and lightweight designs enhance comfort levels. A poor fit can lead to foot pain, blisters, or other discomforts, significantly affecting customer satisfaction.
2. Durability and Quality
Consumers expect footwear to last for a reasonable period without excessive wear and tear. The durability of a shoe depends on the quality of materials used, the construction process, and resistance to environmental conditions. High-quality shoes, even if priced slightly higher, tend to retain customers by offering long-term value.
3. Style and Aesthetic Appeal
Footwear is not just a necessity; it is also a fashion statement. Different customers have varied preferences based on personal style, occasions, and trends. Shoes available in multiple designs, colors, and patterns tend to attract a broader customer base. Keeping up with evolving fashion trends is essential for businesses in the footwear industry to maintain consumer interest.
4. Pricing and Affordability
Price plays a crucial role in purchasing decisions. While some customers seek budget-friendly options, others prefer premium footwear for enhanced quality and design. Striking the right balance between affordability and perceived value helps in maintaining customer satisfaction. Competitive pricing strategies and discounts also contribute to customer retention.
5. Customer Service and Shopping Experience
The overall shopping experience, both online and in physical stores, influences customer satisfaction. Friendly staff, efficient service, easy return policies, and hassle-free exchanges contribute to a positive experience. Online shopping experiences are enhanced by clear product descriptions, size guides, and reliable delivery services.
6. Brand Reputation and Trust
Consumers often prefer buying from brands they trust. A strong reputation built on quality, ethical practices, and positive customer reviews significantly impacts purchasing decisions. Companies that engage with customers through social media, advertisements, and loyalty programs strengthen their relationships and enhance customer satisfaction.
7. Product Availability and Variety
A diverse range of footwear options, including casual shoes, formal wear, sports shoes, and specialty footwear, ensures that different customer needs are met. Limited availability or stock shortages can result in customer frustration and loss of sales opportunities.
The Role of Marketing in Customer Satisfaction
Marketing plays a vital role in shaping customer perceptions and driving satisfaction levels. Effective marketing strategies include:
Advertisements and Promotions – Highlighting product features and benefits through advertisements encourages customer engagement.
Influencer Collaborations – Social media influencers and celebrities contribute to product visibility and credibility.
Customer Feedback and Reviews – Positive testimonials build trust, while constructive feedback helps businesses improve their products.
Loyalty Programs and Discounts – Rewarding repeat customers fosters brand loyalty and enhances satisfaction.
Challenges in Meeting Customer Expectations
Despite efforts to enhance customer satisfaction, businesses face several challenges, such as:
Changing Consumer Preferences – Trends and customer needs evolve frequently, requiring brands to adapt.
Competitive Market – The presence of numerous competitors makes it difficult to retain customers.
Supply Chain Issues – Delays in production and distribution can lead to dissatisfaction.
Product Defects and Complaints – Addressing concerns efficiently is essential to maintain trust.
Strategies to Improve Customer Satisfaction in Footwear
To ensure high customer satisfaction, footwear companies should implement the following strategies:
Enhancing Product Innovation – Incorporating new technologies, such as ergonomic designs and sustainable materials, can improve comfort and durability.
Personalized Customer Service – Offering customization options and personalized shopping experiences enhances engagement.
Expanding Distribution Channels – Ensuring product availability through physical stores, online platforms, and third-party retailers increases accessibility.
Sustainability Initiatives – Environmentally friendly production practices and recyclable materials appeal to eco-conscious consumers.
COMPANY PROFILE : CROCS
Crocs, Inc. is a global leader in innovative casual footwear for men, women, and children. The company is known for its iconic foam clogs, which have become a pop culture phenomenon and a symbol of comfort and functionality. Crocs operates under the slogan "Come As You Are," emphasizing individuality and self-expression. The company’s unique designs, innovative materials, and focus on comfort have positioned it as one of the fastest-growing footwear brands worldwide. Crocs is headquartered in Broomfield, Colorado, USA, and operates in over 90 countries globally through direct-to-consumer channels, wholesale partnerships, and e-commerce platforms.
History
Crocs was founded in 2002 by Lyndon Hanson, Scott Seamans, and George Boedecker Jr. The company was initially inspired by the foam clogs produced by Foam Creations, a Canadian company. The founders acquired the exclusive rights to use Croslite™, a proprietary closed-cell resin material, which would become the foundation of Crocs footwear.
The first Crocs model, the Beach clog, debuted at the Fort Lauderdale Boat Show in Florida in 2002 and sold out its initial inventory of 200 pairs. Designed as a boating shoe, it quickly gained popularity due to its lightweight, water-resistant, and slip-resistant properties.
Crocs went public in 2006, raising $208 million during its IPO. However, by 2009, the company faced challenges due to declining demand and inventory mismanagement. A turnaround strategy in the following years, which included product diversification, brand repositioning, and cost optimization, led to a resurgence in its popularity.
Growth and Market Performance
Crocs has witnessed phenomenal growth since its inception, marked by periods of both expansion and recovery. Key milestones in its growth include:
2006-2008: Rapid expansion into new markets and product lines. Crocs was embraced by healthcare professionals, gardeners, and casual consumers for its practicality and comfort.
2009-2013: Decline due to overexpansion and a failure to innovate beyond the core clog product. The company reported significant losses during this period.
2014-Present: A successful turnaround led by CEO Andrew Rees. Crocs refocused on its core clog products, celebrity collaborations, limited edition launches, and digital-first marketing strategies. This strategy catapulted the brand back into global relevance.
By 2023, Crocs' annual revenue exceeded $3 billion, and the brand solidified its position as a leading player in the casual footwear segment. The COVID-19 pandemic further boosted demand as consumers sought comfortable footwear for home use. Additionally, Crocs' collaborations with brands like Balenciaga, Post Malone, and Justin Bieber have attracted younger audiences, driving sales.
Market Share
Crocs has established itself as a dominant force in the casual footwear industry. As of 2024, Crocs holds an estimated 10% market share in the global casual footwear market. The company’s success is largely attributed to the versatility of its products, spanning multiple consumer demographics.
Crocs has also gained a strong foothold in key markets such as North America, Europe, and Asia-Pacific. North America remains the largest revenue-generating region, accounting for nearly 50% of the company’s total sales. The brand has successfully expanded its presence in emerging markets like China and India through e-commerce and strategic partnerships.
Competition in the casual footwear market includes brands like Skechers, Birkenstock, and Vans, but Crocs' unique materials and focus on comfort and individuality set it apart from its peers.
Product Portfolio
Crocs’ product lineup is centered around its signature Croslite™ material, known for being lightweight, durable, and odor-resistant. Over the years, the company has expanded its offerings to include a wide variety of footwear styles while maintaining its commitment to comfort. Key products include:
Classic Clogs: The original product that launched the brand. Available in numerous colors and customizable with Jibbitz™ charms.
Slides: Comfortable slip-on sandals for casual wear.
Flats and Loafers: Designed for a more formal or professional setting, combining style with comfort.
Boots: Weather-resistant footwear suitable for cold and wet climates.
Platform Clogs: A modern twist on the classic design, targeting younger and fashion-conscious consumers.
Collaborations and Limited Editions: High-profile partnerships with celebrities and designers, such as Balenciaga and Post Malone, which have increased Crocs' appeal to Gen Z and millennial customers.
Crocs also sells accessories, including Jibbitz™ charms, which allow customers to personalize their footwear.
Marketing and Brand Strategy
Crocs’ marketing strategy emphasizes comfort, versatility, and self-expression. Key elements of its brand strategy include:
Collaborations: Partnering with celebrities, designers, and pop culture brands to create buzzworthy, limited-edition products.
Social Media Presence: Leveraging platforms like TikTok, Instagram, and YouTube to engage younger audiences.
Digital-First Approach: Focusing heavily on e-commerce channels and digital advertising to reach consumers directly.
Inclusivity: Promoting the message of "Come As You Are," which celebrates individuality and diversity.
CROCS IN INDIA
As of 2018, Crocs had established a significant presence in the Indian market, operating 100 exclusive brand stores across 50 cities. India was recognized as one of Crocs' fastest-growing markets and ranked as the company's sixth-largest globally in terms of revenue at that time. 
The company's expansion strategy focused on major metropolitan areas, with plans to strengthen its presence in Tier-II cities through multi-brand outlets and kiosks. Additionally, Crocs aimed to leverage e-commerce channels to reach consumers in regions where physical stores were limited. 
While specific and up-to-date figures regarding Crocs' current market share and number of stores in India are not readily available, the company's early emphasis on expanding its retail footprint and tapping into both urban and emerging markets suggests a continued commitment to growth in the Indian market.








Table No. 4.1
AGE OF RESPONDENTS
	PARTICULARS
	NO. OF RESPONDENTS
	PERCENTAGE

	Below 25
	50
	50%

	25-35
	45
	45%

	Above 35
	5
	5%

	TOTAL
	100
	100


   (Source: Primary Data)
Chart No. 4.1
AGE OF RESPONDENTS


INTERPRETATION
[bookmark: _Hlk190099059]Table No.4.1 shows that 50% of the respondents are from age group below 25. 45% of the respondents are from age group 25 to 35 and only 55 of the respondents are from age group above 35.





Table No. 4.2
GENDER WISE CLASSIFICATION
	PARTICULARS
	NO. OF RESPONDENTS
	PERCENTAGE

	Male
	60
	60%

	Female
	40
	40%

	Other
	0
	0%

	TOTAL
	100
	100


    (Source: Primary Data)
Chart No. 4.2
GENDER WISE CLASSIFICATION


INTERPRETATION
[bookmark: _Hlk190099073][bookmark: _Hlk189925884]Table No.4.2 shows that 60% of the respondents are male and 40% of the respondents are female.

   





Table No. 4.3
EDUCATION QUALIFICATION OF RESPONDENTS 
	PARTICULARS
	NO. OF RESPONDENTS
	PERCENTAGE

	High school
	4
	4%

	Bachelors
	44
	44%

	Masters
	37
	37%

	Ph.D.
	1
	1%

	Other
	14
	14%

	TOTAL
	100
	100


     (Source: Primary Data)
Chart No. 4.3
EDUCATION QUALIFICATION OF RESPONDENTS 

INTERPRETATION
Table No.4.3 shows that 44% of respondents hold a bachelor's degree, followed by 37% with a master's degree, 14% with other qualifications, 4% with only a high school education, and a very small 1% possessing a Ph.D.





Table No. 4.4
FIRST ENCOUNTER WITH CROCS FOOTWEAR
	PARTICULARS
	NO. OF RESPONDENTS
	PERCENTAGE

	Social media
	30
	30%

	Friends/Family
	25
	25%

	Online Advertisement
	18
	18%

	In-store display
	10
	10%

	Other
	17
	17%

	TOTAL
	100
	100


     (Source: Primary Data)
Chart No. 4.4
FIRST ENCOUNTER WITH CROCS FOOTWEAR


INTERPRETATION
Table No.4.4 shows that 30% of respondents first heard about Crocs footwear through social media, followed by 25% who learned about it through friends or family. 18% discovered it through online advertisements, while 10% encountered it via in-store displays, and 17% mentioned other sources.


Table No. 4.5
TYPE OF CROCS FOOTWEAR OWNED
	PARTICULARS
	NO. OF RESPONDENTS
	PERCENTAGE

	Classic Clogs
	25
	25%

	Slides
	30
	30%

	Boots
	12
	12%

	Flip-Flops
	26
	26%

	Other
	7
	7%

	TOTAL
	100
	100


     (Source: Primary Data)
Chart No. 4.5
TYPE OF CROCS FOOTWEAR OWNED


INTERPRETATION
Table No.4.5 shows that 30% of respondents own Slides, making it the most popular type of Crocs footwear. This is followed closely by Classic Clogs, owned by 25% of respondents, and Flip-Flops, owned by 26%. Boots are owned by 12% of respondents, while 7% own other types of Crocs.



Table No. 4.6
FACTORS CONSIDERED WHEN PURCHASING FOOTWEAR
	PARTICULARS
	NO. OF RESPONDENTS
	PERCENTAGE

	Comfort
	20
	20%

	Style/Design
	30
	30%

	Price
	18
	18%

	Durability
	28
	28%

	Other
	4
	4%

	TOTAL
	100
	100


     (Source: Primary Data)
Chart No. 4.6
FACTORS CONSIDERED WHEN PURCHASING FOOTWEAR


INTERPRETATION
Table No.4.6 shows that 30% of respondents prioritize style/design when purchasing footwear, making it the most important factor. This is followed by durability, considered by 28%, and comfort, which is important to 20% of respondents. Price is a key factor for 18%, while 4% consider other factors when making their decision.



Table No. 4.7
PREFERRED PURCHASE LOCATIONS FOR CROCS
	PARTICULARS
	NO. OF RESPONDENTS
	PERCENTAGE

	Crocs official website
	18
	18%

	Crocs retail store
	40
	40%

	Multi-brand shoe store
	20
	20%

	Amazon/Flipkart
	17
	17%

	Other
	5
	5%

	TOTAL
	100
	100


(Source: Primary Data)
Chart No. 4.7
PREFERRED PURCHASE LOCATIONS FOR CROCS


INTERPRETATION
Table No.4.7 shows that 40% of respondents prefer purchasing Crocs from Crocs retail stores. This is followed by 20% who buy Crocs from multi-brand shoe stores and 18% who shop on the official Crocs website. 17% of respondents purchase their Crocs from platforms like Amazon or Flipkart, while 5% use other sources.


Table No. 4.8
FREQUENCY OF CROCS FOOTWEAR PURCHASES
	PARTICULARS
	NO. OF RESPONDENTS
	PERCENTAGE

	Every 1-3 months
	5
	5%

	Every 4-6 months
	51
	51%

	Once a year
	30
	30%

	Less than once a year
	14
	14%

	TOTAL
	100
	100


     (Source: Primary Data)

Chart No. 4.8
FREQUENCY OF CROCS FOOTWEAR PURCHASES


INTERPRETATION
Table No.4.8 shows that 51% of respondents purchase Crocs footwear every 4-6 months. 30% buy Crocs once a year, while 14% purchase them less than once a year. Only 5% of respondents buy Crocs every 1-3 months.





Table No. 4.9
SATISFACTION WITH CROCS FOOTWEAR COMFORT
	PARTICULARS
	NO. OF RESPONDENTS
	PERCENTAGE

	Highly Satisfied
	30
	30%

	Satisfied
	37
	37%

	Neutral
	30
	30%

	Dissatisfied
	2
	2%

	Highly Dissatisfied
	1
	1%

	TOTAL
	100
	100


    (Source: Primary Data)

Chart No. 4.9
SATISFACTION WITH CROCS FOOTWEAR COMFORT

INTERPRETATION
Table No.4.9 shows that 37% of respondents are satisfied with the comfort level of Crocs footwear, while 30% are highly satisfied. An equal 30% of respondents are neutral about the comfort, and a small percentage, 2%, are dissatisfied. Only 1% of respondents are highly dissatisfied with the comfort level.


Table No. 4.10
RATING THE QUALITY OF CROCS FOOTWEAR
	PARTICULARS
	NO. OF RESPONDENTS
	PERCENTAGE

	Excellent
	23
	23%

	Good
	47
	47%

	Average
	28
	28%

	Poor
	2
	2%

	Very poor
	0
	0%

	TOTAL
	100
	100


     (Source: Primary Data)

Chart No. 4.10
RATING THE QUALITY OF CROCS FOOTWEAR


INTERPRETATION
Table No.4.10 shows that 47% of respondents rate the quality of Crocs footwear as good, making it the most common rating. 23% consider the quality to be excellent, while 28% find it average. Only 2% rate the quality as poor, and no respondents rated it as very poor.

Table No. 4.11
SATISFACTION WITH SIZING AND FIT OF CROCS
	PARTICULARS
	NO. OF RESPONDENTS
	PERCENTAGE

	Highly satisfied
	48
	48%

	Satisfied
	22
	22%

	Neutral
	20
	20%

	Dissatisfied
	8
	8%

	Highly Dissatisfied
	2
	2%

	TOTAL
	100
	100


     (Source: Primary Data)

Chart No. 4.11
SATISFACTION WITH SIZING AND FIT OF CROCS


INTERPRETATION
Table No.4.11 shows that 48% of respondents are highly satisfied with the sizing and fit of Crocs. 22% are satisfied, while 20% are neutral. 8% are dissatisfied, and 2% are highly dissatisfied with the sizing and fit of the footwear.




TABLE NO. 4.12
SATISFACTION WITH DURABILITY OF CROCS FOOTWEAR
	PARTICULARS
	NO. OF RESPONDENTS
	PERCENTAGE

	Highly Satisfied
	24
	24%

	Satisfied
	52
	52%

	Neutral
	22
	22%

	Dissatisfied
	2
	2%

	Highly Dissatisfied
	0
	0%

	TOTAL
	100
	100


     (Source: Primary Data)

Chart No. 4.12
SATISFACTION WITH DURABILITY OF CROCS FOOTWEAR


INTERPRETATION
Table No.4.12 shows that 52% of respondents are satisfied with the durability of Crocs footwear, while 24% are highly satisfied. 22% have a neutral stance on durability, and only 2% are dissatisfied. No respondents reported being highly dissatisfied with the durability of the footwear.

Table No. 4.13
SATISFACTION WITH CROCS PRICING COMPARED TO SIMILAR BRANDS
	PARTICULARS
	NO. OF RESPONDENTS
	PERCENTAGE

	Highly Satisfied
	25
	25 %

	Satisfied
	23
	23%

	Neutral
	40
	40%

	Dissatisfied
	10
	10%

	Highly Dissatisfied
	2
	2%

	TOTAL
	100
	100


  (Source: Primary Data)

Chart No. 4.13
SATISFACTION WITH CROCS PRICING COMPARED TO SIMILAR BRANDS


INTERPRETATION
Table No.4.13 shows that 40% of respondents are neutral about the pricing of Crocs compared to similar brands, while 25% are highly satisfied and 23% are satisfied. 10% are dissatisfied with the pricing, and 2% are highly dissatisfied.



Table No. 4.14
OVERALL SATISFACTION WITH CROCS FOOTWEAR
	PARTICULARS
	NO. OF RESPONDENTS
	PERCENTAGE

	Highly Satisfied
	45
	45 %

	Satisfied
	23
	23%

	Neutral
	20
	20%

	Dissatisfied
	10
	10%

	Highly Dissatisfied
	2
	2%

	TOTAL
	100
	100


   (Source: Primary Data)

Chart No. 4.14
OVERALL SATISFACTION WITH CROCS FOOTWEAR


INTERPRETATION
Table No.4.14 shows 45% of respondents are highly satisfied with Crocs footwear, making it the most common response. 23% are satisfied, while 20% are neutral. 10% are dissatisfied, and 2% are highly dissatisfied with their overall experience.



TABLE NO. 4.15
LIKELIHOOD OF RECOMMENDING CROCS TO OTHERS
	PARTICULARS
	NO. OF RESPONDENTS
	PERCENTAGE

	Very Likely
	25
	25%

	Likely
	33
	33%

	Neutral
	26
	26%

	unlikely
	15
	15%

	Very Unlikely
	1
	1%

	TOTAL
	100
	100


    (Source: Primary Data)
Chart No. 4.15
LIKELIHOOD OF RECOMMENDING CROCS TO OTHERS


INTERPRETATION
Table No.4.15 shows 33% of respondents are likely to recommend Crocs to friends or family, while 25% are very likely to do so. 26% are neutral, and 15% are unlikely to recommend Crocs. Only 1% of respondents are very unlikely to recommend the brand.



Table No. 4.16
PERCEIVED VALUE FOR MONEY OF CROCS
	PARTICULARS
	NO. OF RESPONDENTS
	PERCENTAGE

	Strongly Agree
	10
	10%

	Agree
	48
	48%

	Neutral
	34
	34%

	Disagree
	6
	6%

	Strongly Disagree
	2
	2%

	TOTAL
	100
	100


    (Source: Primary Data)

Chart No. 4.16
PERCEIVED VALUE FOR MONEY OF CROCS


INTERPRETATION
Table No.4.16 shows that 48% of respondents agree that Crocs offers good value for money, while 10% strongly agree. 34% are neutral on the issue, and 6% disagree. Only 2% strongly disagree with the statement.



Table No. 4.17
PERCEPTION OF CROCS AS A FASHIONABLE BRAND
	PARTICULARS
	NO. OF RESPONDENTS
	PERCENTAGE

	Strongly agree
	15
	15%

	Agree
	52
	52%

	Neutral
	29
	29%

	Disagree
	2
	2%

	Strongly disagree
	2
	2%

	TOTAL
	100
	100


     (Source: Primary Data)
Chart No. 4.17
PERCEPTION OF CROCS AS A FASHIONABLE BRAND


INTERPRETATION
Table No.4.17 shows 52% of respondents agree that Crocs is a fashionable brand, while 15% strongly agree. 29% are neutral, and 2% disagree or strongly disagree with the statement. This indicates that most respondents view Crocs as a fashionable brand, with a small percentage expressing the opposite opinion.


Table No. 4.18
OVERALL PERCEPTION OF THE CROCS BRAND
	PARTICULARS
	NO. OF RESPONDENTS
	PERCENTAGE

	Very Positive
	80
	80%

	Positive
	10
	10%

	Neutral
	6
	6%

	Negative
	3
	3%

	Very Negative
	1
	1%

	TOTAL
	100
	100


    (Source: Primary Data)
Chart No. 4.18
OVERALL PERCEPTION OF THE CROCS BRAND


INTERPRETATION
Table No.4.18 shows that 80% of respondents have a very positive perception of the Crocs brand. 10% have a positive perception, while 6% are neutral. A small percentage, 3%, have a negative perception, and only 1% have a very negative view of the brand.






Table No. 4.19
LIKELIHOOD OF FUTURE CROCS PURCHASES
	PARTICULARS
	NO. OF RESPONDENTS
	PERCENTAGE

	Very likely
	40
	40%

	Likely
	20
	20%

	Neutral
	23
	23%

	Unlikely
	12
	12%

	Very unlikely
	5
	5%

	TOTAL
	100
	100


     (Source: Primary Data)
Chart No. 4. 19
LIKELIHOOD OF FUTURE CROCS PURCHASES


INTERPRETATION
Table No.4.19 shows that 40% of respondents are very likely to purchase Crocs again in the future. 20% are likely to purchase again, while 23% are neutral. 12% are unlikely to make another purchase, and 5% are very unlikely to do so.



Table No. 4.20
COMPARISON OF CROCS TO OTHER FOOTWEAR BRANDS
	PARTICULARS
	NO. OF RESPONDENTS
	PERCENTAGE

	Much better
	35
	35%

	Better
	44
	44%

	Similar
	15
	15%

	Worse
	6
	6%

	Much worse
	0
	0%

	TOTAL
	100
	100


     (Source: Primary Data)

Chart No. 4. 20
COMPARISON OF CROCS TO OTHER FOOTWEAR BRANDS


INTERPRETATION
Table No.4.20 shows that 44% of respondents think Crocs compares better to other footwear brands, while 35% believe it is much better. 15% consider it similar to other brands, and 6% feel it is worse. No respondents think Crocs is much worse than other footwear brands.

Table No. 4.21
FEATURES OF CROCS FOR POTENTIAL IMPROVEMENT
	PARTICULARS
	NO. OF RESPONDENTS
	PERCENTAGE

	Comfort
	25
	25%

	Durability
	20
	20%

	Style/Design
	32
	32%

	Colour options
	23
	23%

	TOTAL
	100
	100


    (Source: Primary Data)
Chart No. 4. 21
FEATURES OF CROCS FOR POTENTIAL IMPROVEMENT


INTERPRETATION
Table No.4.21 shows that 32% of respondents would like to see improvements in the style/design of Crocs. 25% feel that comfort could be improved, while 23% suggest more colour options. 20% would like better durability.







Table No. 4.22
SATISFACTION WITH CROCS ONLINE SHOPPING
	PARTICULARS
	NO. OF RESPONDENTS
	PERCENTAGE

	Highly Satisfied
	6
	6%

	Satisfied
	10
	10%

	Neutral
	5
	5%

	Dissatisfied
	77
	77%

	Highly Dissatisfied
	2
	2%

	TOTAL
	100
	100


   (Source: Primary Data)
Chart No. 4. 22
SATISFACTION WITH CROCS ONLINE SHOPPING


INTERPRETATION
Table No.4.22 shows that 77% of respondents are dissatisfied with the Crocs online shopping experience. 6% are highly satisfied, and 10% are satisfied, while 5% are neutral. Only 2% are highly dissatisfied with their online shopping experience.






Table No. 4.23
DURATION OF CROCS PRODUCT USE
	PARTICULARS
	NO. OF RESPONDENTS
	PERCENTAGE

	Less than 6 months
	40
	40%

	More than 6 months
	60
	60%

	TOTAL
	100
	100


     (Source: Primary Data)
Chart No. 4. 23
DURATION OF CROCS PRODUCT USE


INTERPRETATION
Table No.4.23 shows that 60% of respondents have used Crocs products for more than 6 months, while 40% have used them for less than 6 months.











Table No. 4.24
CROCS ADVERTISING IS ATTRACTIVE
	PARTICULARS
	NO. OF RESPONDENTS
	PERCENTAGE

	Yes
	55
	55%

	No
	45
	45%

	TOTAL
	100
	100


    (Source: Primary Data)
Chart No. 4.24
CROCS ADVERTISING IS ATTRACTIVE


INTERPRETATION
Table No.4.24 shows that 55% of respondents find Crocs advertising attractive, while 45% do not find it appealing.









Table No. 4.25
SATISFACTION WITH CROCS PRICING
	PARTICULARS
	NO. OF RESPONDENTS
	PERCENTAGE

	Highly Satisfied
	19
	19%

	Satisfied
	41
	41%

	Dissatisfied
	32
	32%

	Highly Dissatisfied
	8
	8%

	TOTAL
	100
	100


    (Source: Primary Data)
Chart No. 4.25
SATISFACTION WITH CROCS PRICING


INTERPRETATION
Table No.4.25 shows that 41% of respondents are satisfied with Crocs pricing, while 19% are highly satisfied. However, 32% are dissatisfied, and 8% are highly dissatisfied with the price charged by the company.






Table No. 4.26
SATISFACTION WITH CURRENT CROCS PRODUCTS
	PARTICULARS
	NO. OF RESPONDENTS
	PERCENTAGE

	Satisfied
	65
	65%

	Highly Satisfied
	20
	20%

	Neutral
	10
	10%

	Dissatisfied
	3
	3%

	Highly Dissatisfied
	2
	2%

	TOTAL
	100
	100


  (Source: Primary Data)
Chart No. 4.26
SATISFACTION WITH CURRENT CROCS PRODUCTS


INTERPRETATION
Table No.4.26 shows that 65% of respondents are satisfied with the current products produced by Crocs, and 20% are highly satisfied. 10% are neutral, while 3% are dissatisfied, and 2% are highly dissatisfied with the products.





Table No. 4.27
UNIQUE FEATURES OF CROCS PRODUCTS COMPARED TO OTHER
	PARTICULARS
	NO. OF RESPONDENTS
	PERCENTAGE

	Fair
	80
	80%

	Price
	10
	10%

	Pattern durability
	5
	5%

	Other
	3
	3%

	TOTAL
	100
	100


    (Source: Primary Data)
Chart No. 4.27
UNIQUE FEATURES OF CROCS PRODUCTS COMPARED TO OTHER


INTERPRETATION
[bookmark: _Hlk190099708][bookmark: _Hlk190823961]Table No.4.27 shows that 80% of respondents believe the unique feature of Crocs products compared to others is their fairness. 10% highlight price as a distinguishing factor, while 5% mention pattern durability, and 3% point to other features.






Table No. 4.28
REASONS FOR PREFERRING CROCS FOOTWEAR
	PARTICULARS
	NO. OF RESPONDENTS
	PERCENTAGE

	Quality
	60
	60%

	Brand image
	32
	32%

	Availability
	5
	5%

	Other
	3
	3%

	TOTAL
	100
	100


    (Source: Primary Data)
Chart No. 4.28
REASONS FOR PREFERRING CROCS FOOTWEAR


INTERPRETATION
Table No.4.28 shows that 60% of respondents prefer Crocs footwear primarily because of its quality, while 32% are drawn to its brand image. 5% cite availability as a reason for their preference, and 3% mention other factors.






5.1 FINDINGS
· Most 50% of the respondents are from age group below 25.
· Most of the respondents are male.
· Most of respondents hold a bachelor's degree.
· Majority of respondents first heard about Crocs footwear through social media.
· Most of respondents own Slides, making it the most popular type of Crocs footwear.
· Most of respondents prioritize style/design when purchasing footwear, making it the most important factor.
· Most of respondents prefer purchasing Crocs from Crocs retail stores.
· Most of respondents purchase Crocs footwear every 4-6 months.
· Majority of respondents are satisfied with the comfort level of Crocs footwear.
· Most of respondents rate the quality of Crocs footwear as good.
· Most of respondents are highly satisfied with the sizing and fit of Crocs.
· Most of respondents are satisfied with the durability of Crocs footwear
· Majority of respondents are neutral about the pricing of Crocs compared to similar brands.
· Most of respondents are highly satisfied with Crocs footwear.
· Most of respondents are likely to recommend Crocs to friends or family.
· Majority of respondents agree that Crocs offers good value for money.
· Most of respondents agree that Crocs is a fashionable brand.
· Majority of respondents have a very positive perception of the Crocs brand.
· Most of respondents are very likely to purchase Crocs again in the future.
· Most of respondents think Crocs compares better to other footwear brands.
· Majority of respondents would like to see improvements in the style/design of Crocs.
· Most of respondents are dissatisfied with the Crocs online shopping experience.
· Most of respondents have used Crocs products for more than 6 months.
· Majority of respondents find Crocs advertising attractive.
· Most of respondents are satisfied with Crocs pricing.
· Most of respondents are satisfied with the current products produced by Crocs.
· Most of respondents believe the unique feature of Crocs products compared to others is their fairness.
· Majority of respondents prefer Crocs footwear primarily because of its quality.






















5.2 SUGGESTIONS
· Crocs can focus on making their footwear more lightweight and flexible, ensuring maximum comfort for customers who wear them for long hours.
· Providing a wider range of sizes, including half sizes, will help meet the needs of customers with unique foot shapes and sizes.
· Introducing more fashionable and trendy designs can attract younger customers who prioritize style along with comfort.
· Offering a broader selection of vibrant and unique color options will give customers more variety and personalization choices.
· Increasing the availability of Jibbitz™ charms and other accessories will allow customers to further customize their footwear and express their individuality.
· Expanding retail outlets and improving e-commerce delivery services in smaller towns will help reach more customers across India, especially in Tier-II and Tier-III cities.
· Providing seasonal discounts, loyalty programs, and special deals will make Crocs footwear more affordable and attractive to a larger audience.
· Using eco-friendly materials and adopting sustainable practices in production can appeal to environmentally conscious customers.
· Ensuring an easy and hassle-free exchange or return policy will enhance after-sales service and improve customer satisfaction.
· Educating customers through campaigns about the comfort, durability, and health benefits of Crocs footwear can create more awareness and encourage purchases.






5.3 CONCLUSION 
The study on customer satisfaction toward Crocs footwear highlights several factors that influence the purchasing decisions and overall contentment of customers. Crocs is widely recognized for its comfort, durability, and unique design, which have helped the brand establish a strong presence in the footwear market. However, areas such as expanding size options, introducing more trendy designs, and offering better discounts remain opportunities for improvement. Additionally, ensuring product accessibility in smaller towns and adopting sustainable practices could further enhance customer loyalty and satisfaction.
The study conducted in Azhikode Panchayath reveals that customers in the region appreciate the practicality and comfort of Crocs footwear. At the same time, they expressed interest in seeing a wider range of styles and more affordable pricing options. Addressing these concerns will not only boost satisfaction levels locally but also strengthen Crocs’ reputation and market reach in similar regions across the country.
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QUESTIONNAIRE
1. Age
1. Below 25
1. 25-35
1. Above 35
1. Gender
1. Male
1. Female
1. Other
1. Education Qualification
1. High school
1. Bachelors
1. Masters
1. Ph.D
1. Other
1. How did you first hear about crocs footwear?
1. Social media
1. Friends/Family
1. Online Advertisement
1. In-store display
1. Other
1. What type of Crocs footwear do you own?
1. Classic Clogs
1. Slides
1. Boots
1. Flip-Flops
1. other
1. What are the factors do you consider when purchasing footwear?
1. Comfort Style/Design
1. Price
1. Durability
1. Other
1. Where do you usually purchase your Crocs?
1. Crocs official website Crocs retail store
1. Multi-brand shoe store
1. Amazon/flipkart
1. other
1. How often do you purchase Crocs footwear?
1. Every 1-3 months
1. Every 4-6 months
1. Once a year
1. Less than once a year
1. How satisfied are you with the comfort level of Crocs footwear?
1. Highly satisfied
1. Satisfied
1. Neutral
1. Dissatisfied
1. Highly Dissatisfied
1. How would you rate the quality of Crocs footwear?
1. Excellent
1. Good
1. Average
1. Poor
1. Very poor
1. How satisfied are you with the sizing and fit of Crocs?
1. Highly satisfied
1. Satisfied
1. Neutral
1. Dissatisfied
1. Highly Dissatisfied
1. Are you satisfied with the durability of Crocs footwear?
1. Highly satisfied
1. Satisfied Neutral
1. Dissatisfied
1. Highly Dissatisfied
1. How satisfied are you with the pricing of Crocs compared to similar brands?
1. Satisfied
1. Highly satisfied
1. Neutral
1. Dissatisfied
1. Highly Dissatisfied
1. How would you rate your overall satisfaction with Crocs footwear?
1. Satisfied
1. Highly satisfied
1. Neutral
1. Dissatisfied
1. Highly Dissatisfied
1. How likely are you to recommend Crocs to friends or family?
1. Very Likely
1. Likely
1. Neutral
1. unlikely
1. Very Unlikely
1. Do you feel that Crocs offers good value for money?
1. Strongly Agree
1. Agree
1. Neutral
1. Disagree
1. Strongly Disagree
1. Do you think Crocs is a fashionable brand?
1. Strongly Agree
1. Agree
1. Neutral
1. Disagree
1. Strongly Disagree

1. What is your overall perception of the Crocs brand?
1. Very Positive
1. Positive
1. Neutral
1. Negative
1. Very Negative
1. How likely are you to purchase Crocs again in the future?
1. Very likely
1. Likely
1. Neutral
1. Unlikely
1. Very unlikely
1. How does Crocs compare to other footwear brands you use?
1. Much better
1. Better
1. Similar
1. Worse
1. Much worse
1. What features of Crocs would you like to see improved?
1. Comfort
1. Durability
1. Style/Design
1. Color options
1. How satisfied are you with the Crocs online shopping experience?
1. Highly satisfied
1. Satisfied
1. Neutral
1. Dissatisfied
1. Highly Dissatisfied
1. How long you used crocs product
1. Less than 6 months
1. More than 6 months
1. Crocs advertising is attractive
1. Yes
1. No
1. Are you satisfied with the price charged by the company?
1. Highly satisfied
1. Satisfied
1. Dissatisfied
1. Highly Dissatisfied
1. Are you satisfied with the current products produced by CROCS?
1. Satisfied
1. Highly satisfied
1. Neutral
1. Dissatisfied
1. Highly Dissatisfied
1. What makes CROCS products differ from other products?
1. Fair
1. Price
1. Pattern durability
1. Other
1. Please indicate the reason why you prefer crocs footwear
1. Quality
1. Brand image
1. Availability
1. Other
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Gender	
High school	Bachelors	Masters	Ph.D.	Other	0.04	0.44	0.37	0.01	0.14000000000000001	


Gender	
Social media	Friends/Family	Online Advertisement	In-store display	Other	0.3	0.25	0.18	0.1	0.17	


Gender	
Classic Clogs	Slides	Boots	Flip-Flops	Other	0.25	0.3	0.12	0.26	7.0000000000000007E-2	


Gender	
Comfort	Style/Design	Price	Durability	Other	0.2	0.3	0.18	0.28000000000000003	0.04	


Series 1	
Crocs official website	Crocs retail store	Multi-brand shoe store	Amazon/Flipkart	Other	0.18	0.4	0.2	0.17	0.05	


Series 1	
Every 1-3 months	Every 4-6 months	Once a year	Less than once a year	0.05	0.51	0.3	0.14000000000000001	


Series 1	
Highly Satisfied	Satisfied	Neutral	Dissatisfied	Highly  Dissatisfied	0.3	0.37	0.3	0.02	0.01	


Series 1	
Excellent	Good	Average	Poor	Very poor	0.23	0.47	0.28000000000000003	0.02	0	


Series 1	
Highly  satisfied	Satisfied	Neutral	Dissatisfied	Highly Dissatisfied	0.48	0.22	0.2	0.08	0.02	


Series 1	
Highly Satisfied	Satisfied	Neutral	Dissatisfied	Highly Dissatisfied	0.24	0.52	0.22	0.02	0	


Series 1	
Highly  Satisfied	Satisfied	Neutral	Dissatisfied	Highly  Dissatisfied	0.25	0.23	0.4	0.1	0.02	


Series 1	
Highly  Satisfied	Satisfied	Neutral	Dissatisfied	Highly  Dissatisfied	0.45	0.23	0.2	0.1	0.02	


Series 1	
Very Likely	Likely	Neutral	unlikely	Very Unlikely	0.25	0.33	0.26	0.15	0.01	


Series 1	
Strongly Agree	Agree	Neutral	Disagree	Strongly Disagree	0.1	0.48	0.34	0.06	0.02	


Series 1	
Strongly agree	Agree	Neutral	Disagree	Strongly disagree	0.15	0.52	0.28999999999999998	0.02	0.02	


Series 1	
Very Positive	Positive	Neutral	Negative	Very Negative	0.8	0.1	0.06	0.03	0.01	


Series 1	
Very likely	Likely	Neutral	Unlikely	Very unlikely	0.4	0.2	0.23	0.12	0.05	


Series 1	
Much better	Better	Similar	Worse	Much worse	0.35	0.44	0.15	0.06	0	


Series 1	
Comfort	Durability	Style/Design	Colour options	0.25	0.2	0.32	0.23	


Series 1	
Highly  Satisfied	Satisfied	Neutral	Dissatisfied	Highly  Dissatisfied	0.06	0.1	0.05	0.77	0.02	


Series 1	
Less than 6 months	More than 6 months	0.4	0.6	


Series 1	
Yes	No	0.55000000000000004	0.45	


Series 1	
Highly Satisfied	Satisfied	Dissatisfied	Highly Dissatisfied	0.19	0.41	0.32	0.08	


Series 1	
Satisfied	Highly Satisfied	Neutral	Dissatisfied	Highly Dissatisfied	0.65	0.2	0.1	0.03	0.02	


Series 1	
Fair	Price	Pattern durability	Other	0.8	0.1	0.05	0.03	


Series 1	
Quality	Brand image	Availability	Other	0.6	0.32	0.05	0.03	


Percentage of respondents	
Below 25	25-35	Above 35	0.5	0.45	0.05	


Gender	
Male	Female	Other	0.6	0.4	0	
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