Important Factors Influencing Footwear Purchase
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Abstract

For purchasing footwear consumers consider various factors which influence them in purchasing the footwear of a particular brand. These factors arise in minds of consumers through advertisements of footwears. The objective of this study is to consider the important factors in footwear advertisements which influencing footwear purchase for consumers. The results of this study was based on response of 150 people (69 males and 81 females) aged from 20 to 55. They were asked to fill a survey forms in which they were asked to rank 27 factors on rated scale from “not at all important” to “extremely important”. The results of this study show the important factor that appears to influence the consumers to purchase footwear. These results are important when designing advertising design and the proper representation of the parameters. 
1. Introduction

The objective of advertising is to increase the brand awareness to consumers and the companies or organizations which think of increasing more market share should set their aims higher in marketing of any product or brand (Chawla, 2003). There are different factors that are essential and mostly considered by consumers for footwear purchase such as comfort, style, durability, flexibility, fashionable, expensive, brand, colour etc. (Messaris, 1997). Innovation in designs of footwear is very important in order to keep consumers loyal to footwear brand and product (Moschis, Ferguson & Zhu, 2011). Producing inimitable or creative footwear products will easily be accepted by consumers as they need change in various factors of footwear. Factor such as “Comfort” of footwear is also very essential feature of marketing that can praise advertising to accomplish their goals (Chawla, 2003). Another important factor “Quality” of footwear also plays a vital role in gaining good company image and also great reputation for the brand or product (Perry, Sohal & Rumpf, 1999). It is vital that strategies of advertising which are considered such as comfort of footwear, consumers prefer comfort because they value this factor for their purchase decision (Faultrier & Towers, 2011). When various companies gives message of advertising which resemble to the quality as a factor for products, such morality is likely to have strong relationship between organizations and consumers. Good relations with consumers are beneficial for long term, which offers profitability because of consumers being loyal to the brand or product. Although  there are many parameters used by consumers it is not very clear how important they are for advertising. The aim of the study is to find the relative importance of the parameters. 
2. Methodology

In this study 150 respondents were surveyed, out of which there were 69 males and 81 females. They were asked to fill a survey form and give weightage rank of 1 to 7 to the 27 factors selected from “not at all important to “extremely important”. 1 being accorded as “not at all important” and 7 being accorded as “extremely important”. There were 27 factors in survey form includes Fashionable; Attractive; Comfort; Looks; Texture; Cost; Luxury; Brand; Colour; Styling; Quality; Elegance; Sophistication; Fitness; Eco – Friendly; Excellent Grip; Unique; Protective; Seasonal; Flexibility; Durability; Slip Resistant; Design; Trendy; Sturdy; Sweat Absorbing; and  Weight. The respondents were mostly young teen’s college going individuals. The requirement for respondents was they should be knowledgeable about the brands and upcoming trends in fashion footwear. The location of survey was Hong Kong. The results and analysis of this survey is detailed in the results section.
3. Results

The Factor analysis was done using SPSS software to analyse the set of variables. Table 1 show the Eigen Values and cumulative variability of 27 parameters and the scree plot is shown on Fig 1. The computed rotated component matrix values are provided in Table 2
Table 1 Eigen Values & Variability

	Parameters
	Eigen value
	Variability (%)
	Cumulative (%)

	F1
	7.256
	26.875
	26.875

	F2
	2.247
	8.321
	35.197

	F3
	1.729
	6.404
	41.600

	F4
	1.457
	5.396
	46.996

	F5
	1.339
	4.958
	51.954

	F6
	1.247
	4.618
	56.572

	F7
	1.148
	4.250
	60.823

	F8
	1.132
	4.192
	65.015

	F9
	1.036
	3.837
	68.852

	F10
	0.933
	3.457
	72.308

	F11
	0.812
	3.007
	75.315

	F12
	0.746
	2.764
	78.079

	F13
	0.729
	2.701
	80.780

	F14
	0.606
	2.246
	83.026

	F15
	0.588
	2.177
	85.204

	F16
	0.568
	2.103
	87.306

	F17
	0.463
	1.714
	89.020

	F18
	0.456
	1.688
	90.708

	F19
	0.418
	1.550
	92.258

	F20
	0.375
	1.389
	93.647

	F21
	0.346
	1.282
	94.929

	F22
	0.297
	1.100
	96.028

	F23
	0.276
	1.024
	97.052

	F24
	0.222
	0.823
	97.875

	F25
	0.215
	0.796
	98.672

	F26
	0.191
	0.707
	99.379

	F27
	0.168
	0.621
	100.000
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Fig.1 Scree Plot

The factor analysis is conducted to explore the hidden characteristics of the variables which are important factors in footwear advertisements influencing footwear purchase for consumers and secondly to reduce the number of variables to a few factors and then analyze them critically. The predominant values highlighted in bold (Table 2.)

Interpretation of factors from the rotated component matrix:

Factor 1: The variables that load highly on factor 1 are Luxury, Brand, Excellent Grip and Trendy.

Factor 2: The variables that load highly on factor 2 are Fashionable, Attractive, Comfort and Elegance.

Factor 3: Seasonal, Flexibility and Durability.

Factor 4: Colour, Sophistication and Fitness.

Factor 5: Texture and Cost.

Factor 6: Styling, unique and Protective.

Factor 7: Eco - Friendly, Slip Resistant and Design.

Factor 8: Quality, Sweat Absorbing and Weight.

Factor 9:  Elegance and looks.

Table 2. Factor and factor loadings

	
	Factors 

	
	1
	2
	3
	4
	5
	6
	7
	8
	9

	Fashionable
	.224
	.740
	-.081
	.055
	-.115
	.103
	-.014
	.032
	.001

	Attractive
	.191
	.764
	.064
	.175
	-.010
	.140
	.021
	.201
	.081

	Comfort
	-.126
	.681
	.181
	-.113
	.217
	.070
	.257
	-.045
	.235

	Looks
	.003
	.279
	.004
	.365
	.248
	.089
	.011
	.392
	.423

	Texture
	-.037
	.111
	-.127
	.166
	.717
	.053
	.063
	.209
	.041

	Cost 
	.222
	-.050
	.043
	-.012
	.834
	.020
	.152
	.005
	.130

	Luxury
	.685
	.031
	-.118
	-.004
	.259
	.305
	.122
	.179
	-.028

	Brand
	.754
	.251
	.028
	.225
	.000
	.117
	-.128
	-.084
	.120

	Colour
	.265
	.016
	.387
	.633
	.151
	-.104
	-.061
	-.025
	.038

	Styling
	.180
	-.004
	-.168
	.407
	-.096
	.488
	.231
	.277
	.005

	Quality
	.100
	.167
	-.103
	.286
	.025
	.294
	.281
	-.452
	.353

	Elegance
	.195
	.448
	.364
	.103
	.139
	.003
	-.176
	-.091
	-.045

	Sophistication
	.045
	.063
	.075
	.611
	-.027
	.221
	.373
	.184
	.228

	Fitness
	-.068
	.087
	.037
	.774
	.084
	-.154
	-.030
	-.122
	.029

	Eco - Friendly
	.468
	.117
	.109
	-.170
	-.106
	-.213
	.507
	.178
	.196

	Excellent Grip
	.669
	.179
	.324
	-.092
	.051
	-.237
	.101
	-.190
	.194

	Unique
	.010
	.109
	.066
	-.048
	.080
	.712
	.060
	-.129
	.325

	Protective
	.047
	.158
	.121
	-.113
	.030
	.674
	-.056
	-.024
	-.121

	Seasonal
	-.049
	-.064
	.531
	.145
	.346
	.318
	.180
	.229
	-.069

	Flexibility
	.093
	.128
	.840
	.059
	-.048
	.101
	-.028
	.074
	.095

	Durability
	.017
	.011
	.751
	.058
	-.144
	-.040
	.066
	-.050
	.158

	Slip Resistant
	-.042
	-.040
	.011
	.082
	.225
	.123
	.816
	.089
	-.034

	Design
	.217
	.377
	.118
	.360
	.210
	-.054
	.486
	-.199
	-.248

	Trendy
	.460
	.197
	.369
	.342
	-.025
	.085
	-.007
	-.183
	-.239

	Sturdy
	.163
	.091
	.246
	.101
	.123
	.042
	-.026
	.049
	.787

	Sweat Absorbing
	-.168
	.223
	-.088
	-.009
	.324
	-.229
	.358
	.554
	.105

	Weight
	.016
	.036
	.050
	-.022
	.097
	.032
	.059
	.759
	.045

	

	


4. Discussion and conclusion
Advertising can lead to increased sales and in turn to increased profitability. Advertising can be used to retain existing customers and also make new customers. The study was conducted to study the various factors of footwear advertising that influence the decision to purchase footwear. The factors that were studied were fashionable, attractive, looks luxury brand, colour, elegance trendy, design, durability, flexibility, sturdy, unique, excellent grip, eco-friendly, sophistication, weight, sweat absorbing, slip resistant, seasonal, protective, fitness, quality, styling, cost, texture, comfort. Results showed that the first factor explaining 26% of variance was loaded on Luxury, Brand, Excellent Grip and Trendy. The second factor explaining 8% of variance was loaded on Fashionable, Attractive, Comfort and Elegance. Nine factors had Eigen values greater than 1 and explained 68% of variance. The different factors are important and have to be carefully represented in advertising design. 
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