PROJECT REPORT

ON

STUDY OF INTERNATIONAL
FOOTWEAR BRANDS IN T

EMERGING INDIAN M RK%
(A CASE STUDY OF P{Ja)




BONAFIDE CERTIFICATE

This is to certify that the project titled STUDY OF INTERNATIONAL
FOOTWEAR BRANDS IN THE EMERGING INDIAN
MARKETS:- A CASE STUDY OF PUMA is an original work of the
Student and is being submitted in partial fulfillment for the a of the
“Post —Graduate Diploma in International Busin ion
(PGDIBO)of UNIVERSITY NAME. This rqort has o™ been

to AWy other

submitted earlier either to this Universi

University/Institution for the fulfillment of the 1 a course of
- Q\/
SIGNATURE OF STUDENT

Place: New Delhi

Date:: / [/




ACKNOWLEDGEMENT

With Candor and Pleasure I take opportunity to express my sincere thanks

and obligation to my esteemed guide ......ceeuinnenn. It is because of his
able and mature guidance and co-operation without which it gvould not
have been possible for me to complete my project. \%

Finally, I gratefully acknowledge the support, u ¢ patience
of my family, and as always, nothing ip myNJi be possible

without God, Thank You! Q
<<, [STUDENT NAME]
%Q [ROLLNO. ....ccvvveennnn, ]



DECLARATION

I hereby declare that this project work titled STUDY OF
INTERNATIONAL FOOTWEAR BRANDS IN THE EMERGING
INDIAN MARKETS:- A CASE STUDY OF PUMA is my original

work and no part of it has been submitted for any other degree gurpose or
published in any other from till date. \%
S

P
N4

SO
&

[STUDENT NAME]



TABLE OF CONTENTS

CHAPTER CONTENTS PAGE NO.

CertifiCate . vvireite it e e e

Acknowledgement..............oooiiiiiiiiiiii

Declaration...........ooooeiiiiiiii
Executive Summary

Title of the Project.....................

1. Introduction to the study....
» Company Details.................
2. Review of Literagu
3. Objective gfth N s
4. Rese CEIMGOLOMY: v s sos s e insniwani i iias o s satovi s

sis dnd Interpretation.............ocooviviiiiiiiinn

Recommendation...............oviiiiiiiinnenn..

Annex

QUESLIOMMAITE. .. e+ vev ettt ettt et e et e e et e e et e e e



TITLE OF THE PROJECT
STUDY OF INTERNATIONAL

EAR
BRANDS IN THE EMER INDIAN
MAR \

(A CASE ST lCQEEkMA)



CHAPTE@:

INTROD NTO

\l
\ 6 E STUDY
&



Indian market is one of the fast booming markets in the world. It
attract most of the Indian and international company towards them. Due
to the globalization most of international branded company inter in the
Indian market and increase the competition between them. There are
different international competitors who are present in the Indian market

like Lee, Levi’s, PUMA, Nike, Mc Donald, Dominos, Elle etc. These
companies try to attract most of Indian customer. Most of Indian
people prefer imported stuff because they think imp %ﬂ}z
provided better look and they charge lower prices b th& hoes
and Garments it’s not like that. The study of n%&or is the
most important factor for marketing of any goo icts.

The consumer behavior ge w ividual, groups and

organization select, buy, use dj e goods, services, ideas or

* It also clues for improving or

ternational brands, it was not completely immune to the
glo ecodpmic flu. Many international brands such as rebook, Puma,
and Pra¥a entered India in 2008, targeting the luxury or premium segment

The study of showing International footwear brands value in the
Indian Market. It attempts to wunderstand the buyer decision
processes/buyer decision making process, both individually and in

groups.






We are committed to working in ways that contribute to the world
by supporting creativity, sustainability and peace and by staying true to
the values of being Fair, Honest, Positive and Creative in decisions made

and actions taken.

The foundation for our activities is PUMAVision — a concept that we

intend to guide our work with its three core programs PUMA §eative,

PUMA .Safe and PUMA .Peace. \
<</~
1Ves

PUMA.Safe comprises our initi mitment for

environmental protection and impro ing cenditions that have

been in place for many years noy. 1 be Complemented by new

ey

cleaner, safer and more
he supply chain. PUMA.Peace

programs, which focus on
sustainable systems and
supports the global re on September 21 every year through
its initiative “O 1”, which aims at getting people to play

football with 1 power of sports will unite people in peace.

the : @brifging together artists and different organizations for

we exchange and offering them an international platform.
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The literature for review to be collected from secondary sources
such as magazines, articles, reports, budgets, news paper etc to highlight
the problems and findings of the study done by many research and

business professionals.

Doherty, Anne Marie 2000

Research on the internationalization of retail firms h ed on

many diverse themes such as the motivations for igtern iz,
individual company experiences and the dirggt nd { nt of
international retail activity. One particul e retailer
internationalization process that has remaingd refag der researched
is entry mode choice. Furthermore, w h gi¥ fashion retailing is
increasing, the internationalizagd of sector has been largely
neglected in the literature. T t ent work is to provide an

initial attempt at redressj i e gap. The paper reports findings

from an in-depth s ntry mode choice decision process of

seven major U hion retailers. It is found that entry mode
as a result of a combination of historical,
opportunistic, strategic and company-specific
n of fashion brands has occurred as major fashion
have expanded their product ranges and diversified into
midd¥-market diffusion lines. Central London has been the target for
some of this development activity in the 1990s. Charts the growth of
designer outlets in the UK capital with particular attention to foreign
companies and their market-entry strategies.

A consumer, making a purchase decision will be affected by the
following three factors:

1. Cultural and sub culture Factor

12



2. Social Factor 3.Personal Factor

*Culture and Sub-culture--Culture refers to the set of values, ideas,
and attitudes that are accepted by a homogenous group of people and
transmitted to the next generation. Culture also determines what is
acceptable with product advertising. Culture determines what people

wear, eat, reside and travel. Cultural values in the US are good health,

education, individualism and freedom. In American culture ti

is a growing problem that is change in meals. Big impact
marketing. Culture can be divided into subcultures
<(/‘
Christopher M. Moore, John Fernie, Steve %
Addresses an area which has b Jectc® 1Y the international

retailing literature; the internationgli fashion designer’s

brand. Initial exploratory r that there were 114

around £24 billion. F y postal questionnaire to entrants
into the UK mark§t, i ition to semi-structured interviews with
European an er@l confirmed that this market was buoyant,
fuelled opment of diffusion lines for the mass market.

Ideng of market development: wholesale channels to

» the creation of ready-to-wear flagships; large diffusion
opening of stores in provincial cities. In order to acquire
capital % enable this expansion, over 60 per cent of all fashion designers
are now public limited companies. Even then franchising of stages 3 and
4, diffusion line development, is often franchised to third parties with the
designer maintaining control over the product and its brand image.
Between 20-30 per cent of gross margin is spent on advertising support to

create global campaigns to enhance brand image in foreign markets.

However, there is increasing tension between the desire to be exclusive

13



yet becoming involved in product line extensions and widespread

distribution which could ultimately dilute the brand’s value.
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Fixing the objective is like identifying the star. The objective decides
where we want to go, what we want to achieve and what is our goal or

destination.

1. To study the customer perception & awareness towards the

International Footwear brands of puma.

2. To find the level of customer satisfaction for International
Footwear brands in the Indian Markets. \%
“
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Research methodology in a way is a written game plan for
conducting research. Research methodology has many dimensions. It
includes not only the research methods but also considers the logic
behind the methods used in the context of the study and complains why
only a particular method of technique has been used. The basic task of

research is to generate accurate information for use in decision making.

Research can be defined as the systematic and objectiv

gathering, recording and analyzing data for aid in mdgn ess
decisions. \
<§w~
METHODOLOGY ADOPTED:- This resea i udying the
project of International Footwear Brands ifbe Ethgrdigg Indian Markets.

RESEARCH DESIGN:- The redgarch W€sign ¥sed in this study was

both ‘Descriptive’ and ‘explor,

The data jya§ collecte® using both by primary data collection

methods as wgl sources.

ost of the information was gathered through

ethods that were used to collect primary data are:

adQuestionnaire

b) Interview

SECONDARY DATA: The secondary data was collected through:

a) Text Book
b) Magazines
c¢) Journals

d) Internet
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Q1. Do you agree that Puma footwear is good compare to any other

international brand?

TABLE -1
Criteria Frequency Percentage
Strongly Agree 20 20%
Agree 26 2%
Disagree 6
Strongly Disagree 3 %
Neutral 45 45{0
\
Percentage

m Strongly Agree HAgree m Disagree
B Strongly Disagree = Neutral

As per Shown in the above pie graph, 45% of respondent Neutral that
Puma footwear is good compare to any other international brand, 26% of
respondent said agree, 20% of respondent strongly agree, 6% of

respondent said disagree and 2% of respondent said strongly dissatisfied.
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Q2. How did you get to know about Puma footwear brands?

TABLE -2
Criteria Frequency Percentage

Through friends 48 48%
Through relatives 24 24%

Advertisements 16 1 K

Internet 4
Window shopping 8 (
Percentage

2D

As pershown in the above pie graph, 48% of respondent get to know

® Through friends
“ Through relatives
W Advertisements
H Intemet

® Window shopping

about Puma footwear brands through their friends,24% of respondent get

to know about Puma footwear brands through relatives, 16% of

respondent get to know about through Advertisements, 4% of respondent

get know through Internet and other 8% of respondent know through

Window shopping.
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Q3. Is this your first purchase from Puma footwear? Please rate it.

TABLE -3
Criteria Frequency Percentage
Totally satisfied 11 11%
Partially Satisfied 31 31%
Satisfied 49 450\
Not Satisfied 6
Totally Dissatisfied 3
S
Percenta

m otally satisfied

m Partially Satisfied
w Satisfied

= Not Satisfied

u Totally Dissatisfied

first ptachase from Puma footwear, 31% of respondent said Partially

Satisfied, 11% of respondent said Totally satisfied, 6% of respondent said
Not Satisfied and 3% of respondent said Totally Dissatisfied.

22
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. As per the outcome of the study 45% of respondent Neutral that
Puma footwear is good compare to any other international brand,
26% of respondent said agree, 20% of respondent strongly agree,
6% of respondent said disagree and 2% of respondent said strongly

dissatisfied.
. From the outcome of the study it is evident that 48% of respondent

get to know about Puma brands products through they friends,
24% of respondent get to know about Puma ucts

through relatives.

As per the outcome 49% of respondent gaWgfigg to thgir first
purchase from Puma footwear. % y

. As per the outcome of the study 46% t agree that
Puma footwear have high quali \%\e tandard, 27% of
respondent strongly agree, 249 ondgnt Neutral, and 6% of

24



Recommendation:
This mere research Recommended that conducted by us is to make the

people aware of the international brand in Indian Market.

1. Customer like best quality product on any price, so company
should add latest technology to their products.
2. After sales services is the area where Indian and Infernational

Company can highly satisfy the existing custome they

T.
can make more customer through their wggd \j 50
Company should provide latest and religb ice‘ their

T
customers. \%
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QUESTIONNAIRE

Dear respondents:

I B0 aavesresssnns sasssasos a student doing Post —Graduate Diploma in

International Business Operation (PGDIBO) I am underlying a project

THE EMERGING INDIAN MARKETS:-A CASE ST

So by filling this questionnaire please help me in ¢

project.

Name 3 asunsrasrsrnnesstasaenaE st nenesara
Age 3 asinasssaiansannaiinnnassnnnani
Address @ .iiiiiiiiiiiiiiigaae,

Gender T esasssssscassserenne

Contact No.: ..cvvvveennnnn.

Q1. Do you agree X PNNtwvear is good compare to any other
international

\

= Strongly agree

= Agree

= Disagree

= Strongly disagree

= Neutral

Q2. How did you get to know about Puma footwear brands?

=  Through friends
= Through relatives

= Advertisements

30



Internet

Window shopping

Q3. Is this your first purchase from Puma footwear? Please rate it.

Totally satisfied
Partially Satisfied
Satisfied

Not Satisfied \
Totally Dissatisfied Q
-\ .

Q4. Do you agree that Puma footwear w‘quality and
creative standard? 0\

A}

S
Strongly agree \ b
Agree
Neutral
Disagree
Strongly Di€ree
« »
Q\
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