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ABSTRACT

Purpose: The present study examines the association bettheerhoices of casual footwear attributes of nmen i
accordance with their behavioral patteDesign/Methodology/Approach: Data was collected from 2074 men through
guestionnaire that comprised of two sections. Tt Section comprised of 50 AIO statements basedwbich the
respondents were profiled according to their bedaral patterns. The second section comprised ettsd footwear and
store attributes. The consumers were profiled ééwen clusters using factor analysis namely siylisonfident, cautious
shoppers, traditional, relaxed, optimistic, strajesystematic, dominant, spiritual and stay triregfession scores were
used to assign the respondents into the respemiiviponents that were extracted through factor aisliReliability Test
and KMO Test were conducted to check the relighditd adequacy of the sample size. Further onlgeth@riables that
qualified the collinearity test were alone subjéztregression analysis. Through ANOVA test it wdssarved that
significant differences existed among the consumatisin the clusters. Therefore the AIO statememtse considered as
independent variables that were regressed agaénsisélected footwear attributeSindings: Results indicated that
consumers with different behaviors had varied pesfees towards footwear attributdractical Implications: The
results of the study indicate that the manufactuiarthe men’s casual footwear sector should reti®ir existing
strategies and target the consumers on the battigiofbehavior as the proliferation of the unoiigad sector is very high
in this sectorOriginal Value: There are innumerable literatures that focus odetnaolicies followed in the footwear
market in international countries, treatment of kess in the footwear industry, therapeutic useootear, supply chain
patterns etc but there are hardly any study thalbess the consumer behaviour and their associ&tiwards the footwear
preferences. Behavioral segmentation though has bsed in many other products like apparels, imgareal estate

etc., but not in the footwear sector. The presermtysis an attempt to fill the gap.
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