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Introduction:
The Indian footwear industry represents one of the fastest-growing consumer markets in the world and a significant segment of the country’s manufacturing and retail sector. Thanks to strong domestic demand, cheap production costs, and a quickly digitalizing retail environment, India is the world's second-largest footwear producer (IMARC Group, 2025). The industry, which has historically been dominated by offline brick-and-mortar retail, is currently undergoing a significant transition due to the growth of e-commerce and digital marketplaces. For managers who must balance supply chain, price, and customer experience decisions across both modes, integrating offline and online retail channels has emerged as a major problem. While online platforms offer convenience, variety, and competitive pricing, offline locations offer the benefits of fit testing and personalized attention. In order to stay competitive and adapt to shifting customer tastes, businesses were forced to implement omnichannel strategies that combined physical stores with online platforms as a result of the COVID-19 pandemic, which expedited this digital transformation (ImagesBoF, 2024). Understanding this dual-channel dynamic is essential for analyzing managerial strategies and consumer behaviour in India’s evolving footwear market.
This dissertation aims to examine how footwear companies in India manage business strategies and operations across offline and online channels. It explores the evolution of consumer behaviour, market structure, and managerial practices using a qualitative approach based entirely on secondary data. The findings are expected to provide insights into how businesses can integrate digital and physical channels to enhance profitability and customer satisfaction within an emerging-market context.
Research Aim and Objectives
To explore how business and management strategies differ between offline and online channels in the Indian footwear industry, using secondary qualitative data.


Objectives
· To analyze the structural and competitive dynamics of India’s footwear sector.
· To identify key consumer behavior patterns influencing offline and online footwear sales.
· To examine how businesses adapt strategic management practices across both channels.
· To provide recommendations for developing integrated omnichannel strategies in the footwear market.
Research Questions
1. How do offline and online channels differ in structure and consumer engagement within India’s footwear industry?
2. What factors influence consumer decisions across both channels?
3. How do footwear firms manage their dual-channel operations strategically?
4. What lessons can be drawn from secondary evidence to guide managerial practice?
2. Literature Review
2.1 Overview of the Indian Footwear Industry
The footwear market in India was estimated to be worth USD 15 billion in 2024 and is projected to increase at a rate of more than 10% per year for the next ten years (Citius Research, 2024). Formal, casual, athletic, and ethnic footwear are just a few of the many goods in this industry that serve a variety of price points. While international brands like Nike, Puma, and Adidas continue to grow in the premium market, domestic brands like Bata, Relaxo, and Campus control the mid-range category. Nearly 70% of all sales still come from offline retail establishments, despite the quick development of internet platforms. Customers who appreciate being able to evaluate fit, comfort, and style before making a purchase frequently favor these establishments (Infomerics Economic Research, 2023). This highlights the continued importance of offline retail in India, even as digital channels expand rapidly.
However, because to websites like Amazon, Flipkart, and Myntra, internet sales have increased dramatically. Online shopping has grown thanks to better transportation infrastructure, digital payment methods, and a younger, tech-savvy populace. Customers can now browse online and pick up things offline, or vice versa, thanks to hybrid or "phygital" retail models that combine digital and physical interactions (ImagesBoF, 2024). The competitive dynamics of the Indian footwear industry are being redefined by these advances.
2.2 Consumer Behavior and Channel Preferences
In the digital age, consumer behavior when buying shoes has grown more complicated. According to studies, Indian consumers exhibit strong dual preferences based on price point and product category. Online platforms are preferred for casual and athletic footwear because of their ease of comparison, accessibility, and regular discounts, while offline stores continue to be the primary source for footwear that needs to be physically tested, such as formal shoes or custom designs (ResearchGate, 2021). Urban customers are more likely to engage in "webrooming," where they conduct online research but make in-store purchases, and "showrooming," where they conduct offline testing but make online purchases (Rajshila, 2024). These evolving behaviors underscore the need for footwear firms to develop strategies that effectively integrate both offline and online channels.
These choices are also influenced by generational differences. While older consumers are still loyal to traditional retail establishments that offer in-person help and chances for in-person trials, younger consumers between the ages of eighteen and thirty-five are more likely to use internet channels, especially for fashion-oriented footwear (Grand View Research, 2022). In order to preserve consumer trust and engagement across both channels, these behavioral patterns have forced businesses to reconsider marketing communication, pricing transparency, and post-purchase service delivery.
2.3 Business and Management Strategies
Indian shoe manufacturers have used a variety of tactics to run their dual-channel businesses. Whereas online tactics rely on digital marketing, user interface design, logistics management, and effective return policies, offline business models are mostly based on location, customer experience, and after-sales support (ImagesBoF, 2024). To provide a cohesive purchasing experience, several businesses are making significant investments in omnichannel integration. For example, Bata India launched "click-and-collect" services that let consumers place online orders and pick them up at local stores, lowering delivery costs and boosting in-store visits. In a similar vein, Campus Activewear has coordinated its price and inventory across channels to prevent internal rivalry (Citius Research, 2024). These strategies illustrate how Indian footwear firms are adapting to the challenges of managing both offline and online channels effectively.
However, managerial issues continue to exist. Channel conflict, when advertising variations between online and offline venues cause confusion and undermine brand consistency, is one of the biggest problems. Operational challenges also include managing reverse logistics, synchronizing inventories across several sales locations, and keeping consistent consumer data (Infomerics Economic Research, 2023). Businesses are utilizing digital supply chain tools and data analytics to better integrate operations in order to address these issues.
2.4 Gaps in the Existing Literature
Although there are many market and consumer studies, the majority are quantitative and concentrate on customer demographics, sales numbers, or market size. Qualitative studies examining the managerial techniques and decision-making procedures underlying dual-channel strategies in the footwear sector are conspicuously lacking (Hansen, 2020). Additionally, very few studies explicitly examine the Indian setting, which blends one of the fastest-growing e-commerce environments in the world with traditional retail systems. By combining qualitative data from secondary sources, such as academic studies, market reports, and industry evaluations, this study aims to close that gap by interpreting how Indian footwear companies handle this difficult transition.
3. Methodology
The study uses solely secondary data sources and adheres to a qualitative methodological paradigm. The framework of research philosophy, approach, strategy, and data analysis is guided by the Research Onion model created by Saunders et al. (UK Dissertation Writers, 2023). This approach allows for an in-depth understanding of managerial practices and consumer trends without the need for primary data collection.
Research Philosophy – Interpretivism: The philosophical foundation of this research is Interpretivism, which holds that business and management phenomena must be understood within their social and contextual realities, forms the philosophical basis of this study. Instead than concentrating only on numerical trends, interpretivism allows the researcher to decipher meanings and managerial viewpoints included in qualitative materials like reports and case studies.
Research Approach – Inductive: The research strategy as The study takes an inductive approach, starting with the gathering and analysis of secondary qualitative data before moving on to the creation of a hypothesis. Instead of testing preconceived notions, this enables the creation of new insights into how footwear companies handle their offline and online channels.

Research Strategy – Secondary Qualitative Analysis: Using reliable secondary sources such business annual reports, industry reviews, trade journals, and academic articles, the research approach is documentary analysis. This method allows for a thorough examination of the qualitative evidence already in existence without requiring original data. The study's cross-sectional time horizon, which includes data from the last five years (2020–2025), represents the time frame during which the industry underwent the biggest change.
Data collection: Data collection will focus: High-quality, publicly accessible resources from reputable organizations like IMARC Group, SkyQuest Analytics, and Infomerics Economic Research will be the main emphasis of data collecting- which offer in-depth insights into market trends, consumer behavior, and industry forecasts—will be the main focus of data collecting. Annual reports, press announcements, and case studies from companies like Campus, Relaxo, and Bata will also be analyzed in order to better comprehend management practices. To enhance knowledge of operational procedures and channel integration, trade periodicals and industry publications will also be consulted. This methodology guarantees that the research utilizes a variety of reliable secondary sources to generate solid qualitative insights (Hansen, 2020). This ensures that the study is grounded in reliable and relevant secondary data sources.
Data analysis: Data analysis, which looks for recurrent themes and patterns in various sources, will be used in data analysis. Important topics like channel integration, customer happiness, logistics management, pricing, and omnichannel marketing will be the main focus of the analysis. The understanding of strategic approaches across markets and enterprises is made possible by this qualitative synthesis.
4. Expected Outcomes and Contributions
A better knowledge of how Indian footwear companies handle the shift from offline to online retailing is the anticipated result of this study. The investigation will probably show how businesses create omnichannel strategies that combine the benefits of both formats. Additionally, it will emphasize how crucial it is for managers to uphold linked supply chains, clear pricing, and a consistent corporate identity. From an academic standpoint, by using the Research Onion framework for secondary data analysis, the study will advance qualitative research on business and management in emerging economies (Saunders et al., 2019). Practically speaking, the results will help shoe managers create strategies that match customer expectations with operational effectiveness, which will ultimately result in a long-term competitive advantage in the digital era.
5. Gantt Chart – 4-Month Dissertation Timeline
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	Month 4

	Literature Review and Conceptual Framework
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	Collection and Organization of Secondary Data
	●●
	●●
	
	

	Thematic Analysis and Interpretation
	
	●●
	●●
	

	Drafting Discussion and Conclusions
	
	
	●●
	

	Editing, Proofreading, and Final Submission
	
	
	
	●●


Legend: ●● = Active period (each cell ≈ two weeks)

6. Limitations of the Study
A number of limitations must be noted, despite the fact that this dissertation seeks to offer significant insights into the management of offline and online channels in the Indian footwear sector. The study only uses secondary qualitative data, which limits access to real-time customer input and first-hand managerial viewpoints. Because of this, the interpretations rely on the authenticity and dependability of previously published reports, scholarly research, and industry publications, which could not accurately reflect the most current operational difficulties or strategy changes made by specific companies. Furthermore, the study's time range is restricted to the last five years, which mostly covers the post-pandemic digital transformation period but may miss structural elements or past practices that still have an impact on channel strategies. Another drawback is that the study only looks at the Indian market, which may restrict how broadly the results can be applied to other developing nations with distinct demographic, legal, or technological contexts. Additionally, the results are exploratory and context-dependent because the qualitative approach prioritizes interpretative interpretation above statistical generalization. Finally, access to proprietary business information is constrained, as most corporate strategies and internal performance data are confidential. Despite these drawbacks, the research's credibility is preserved by its methodical thematic analysis and careful selection of reliable sources (Hansen, 2020). Overall, these limitations should be considered when interpreting the findings, but they do not undermine the study’s contribution to understanding dual-channel management in the Indian footwear industry
7. Conclusion
At the intersection of conventional and digital commerce is the Indian footwear business. Both opportunities and difficulties in management practice are reflected in the confluence of offline and online platforms. This dissertation seeks to understand how businesses adjust strategy, react to consumer behavior, and use technology to effectively compete through a qualitative, secondary data-based approach framed by the Research Onion methodology (Saunders et al., 2019). The results are anticipated to advance academic knowledge of omnichannel company management in developing markets like India, as well as managerial decision-making.
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