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. Abstract

The sneaker industry in India has evolved from a niche sports footwear category into a dynamic, multi-
billion-dollar lifestyle and fashion segment. Increasing urbanisation, a predominantly young population,
rising disposable incomes, and relentless exposure to global fashion trends have significantly accelerated

consumer demand for sneakers across metropolitan, Tier-I, and emerging Tier-11 cities.

Sneakers are no longer viewed exclusively as athletic footwear; they have transformed into powerful
cultural symbols strongly associated with personal identity, contemporary music movements, streetwear
subcultures, and broader youth self-expression. This shift mirrors global trends while also reflecting

distinctly Indian market dynamics shaped by Bollywood, cricket, and digital-native consumer cohorts.

This research paper provides a comprehensive analysis of the growth trajectory of the Indian sneaker
industry from 2015 to 2025, examining the behavioural patterns of consumers across different
demographic and geographic segments. The paper evaluates competitive strategies adopted by both global
giants—Nike, Adidas, and Puma—and ascendant domestic brands such as Campus Activewear, HRX by
Hrithik Roshan, and Red Tape. It further investigates the transformative influence of digital commerce
platforms such as Myntra, Flipkart, and AJIO, as well as social media channels in reshaping purchasing

journeys.

The study also evaluates emerging trends specific to the Indian market, including the growth of sneaker
resale platforms, the psychology behind limited-edition drops, the rise of sneaker collecting as a hobby,
and the strategic use of influencer marketing. Using market data drawn from industry reports, consumer
sentiment analyses, and retail analytics platforms, this paper identifies the critical growth drivers and

structural challenges within the Indian sneaker ecosystem.
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The findings suggest that India is rapidly emerging as one of the most promising global markets for
sneaker brands, with strong and compounding opportunities for product innovation, digital retail
deepening, sustainable manufacturing, and localised engagement strategies. The paper concludes with

strategic recommendations for brands seeking long-term market leadership in India.

Keywords: Sneaker Industry India, Athletic Footwear Market, Consumer Behaviour, Streetwear Culture,

Digital Commerce, Brand Strategy, Sneaker Resale, Youth Demographics.

1. Introduction

The Indian footwear market has undergone a remarkable and sustained transformation over the past
decade, with sneakers emerging as one of the fastest-growing and most culturally resonant consumer
product segments. Historically, footwear purchases in India were largely driven by utilitarian
considerations—durability, affordability, and basic functionality. However, a convergence of
demographic, economic, and cultural forces has fundamentally altered the nature of footwear

consumption, placing sneakers at the intersection of fashion, identity, and aspiration.
1.1 Historical Context

Prior to 2010, the Indian footwear market was dominated by leather shoes, chappals, and basic canvas
sneakers. Athletic footwear was associated almost exclusively with sports participation and physical
education, and lacked the cultural currency it carried in Western markets. The market was fragmented,

with numerous regional unorganised players supplying affordable, no-brand footwear to the mass market.

The entry of global sportswear brands—Nike in 1995 and Adidas in 1996—initially had limited mass-
market impact due to price points that far exceeded average Indian consumer spending capacity. Their
presence was largely confined to metropolitan cities and premium retail outlets. The early 2000s saw
gradual growth in brand awareness, aided by India's television boom and cricket sponsorships, but the

market remained nascent.

The inflection point arrived between 2010 and 2015, when multiple structural forces converged: the
widespread adoption of smartphones and social media, significant improvements in e-commerce
infrastructure, a generational shift in consumer values among urban millennials, and a rapid expansion of
the Indian middle class. These forces collectively unlocked a new sneaker consumer who was globally

connected, brand-aware, and willing to spend on footwear as a form of self-expression.

1.2 Demographic Drivers

India's demographic profile presents an unparalleled growth opportunity for the sneaker industry. With a
median age of approximately 28 years and over 600 million people under the age of 25, India possesses
one of the largest youth consumer populations in the world. This cohort is characterised by high digital
literacy, strong brand awareness, and an aspirational consumption pattern that mirrors global lifestyle

trends.
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Urbanization has been a parallel driver. According to data from the Ministry of Housing and Urban
Affairs, India's urban population crossed 500 million by 2023, with urbanization rates expected to
continue rising through 2030 and beyond. Urban consumers are more exposed to global fashion trends,

have higher disposable incomes, and shop more frequently across both physical and digital retail channels.

The expansion of formal employment, rising graduate populations, and the growth of India's technology,
financial services, and creative industries have created a large professional class that uses sneakers not
only for leisure but also in semi-formal and workplace contexts—a phenomenon broadly described as the

athleisure trend.

1.3 Scope and Objectives of the Study

This research paper aims to provide a comprehensive and analytically grounded overview of the Indian

sneaker industry in 2026. The specific objectives of the study are:

() To trace the historical evolution and market development of the sneaker industry in India from 2010 to
2025.

(ii) To analyse the consumer behavioural patterns, purchase motivations, and demographic segmentation

of Indian sneaker buyers.

(iii) To evaluate the competitive strategies employed by global and domestic brands operating within the

Indian market.
(iv) To examine the role of digital commerce, social media, and influencer marketing in shaping demand.

(v) To identify emerging trends, including resale markets, sustainability imperatives, and smart footwear

technology.

(vi) To present strategic recommendations for brands, retailers, and policymakers seeking to capitalise on
India's growing sneaker economy.

2. Literature Review

Academic and practitioner literature on footwear markets has increasingly recognised the growing
intersection between fashion, consumer culture, and identity psychology. Sneakers, once confined to
discussions of sports equipment marketing, have become subjects of sociological inquiry, cultural
analysis, and strategic management research. This section reviews the key theoretical frameworks and

empirical findings relevant to understanding the Indian sneaker market.

2.1 Sneakers as Cultural Artefacts

Sociologist Yuniya Kawamura, in her study of sneaker culture, argues that sneakers function as cultural
artefacts that communicate social membership, taste hierarchies, and subcultural affiliations. The
transition of sneakers from sporting goods to fashion items is closely tied to the cultural influence of hip-
hop music, street basketball, and youth countercultures in the United States during the 1980s and 1990s.
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Brands such as Nike and Adidas became central to these cultural narratives, with specific sneaker models

acquiring near-mythological status.

This cultural capital embedded in sneaker brands has been effectively transferred to global markets
through media, digital platforms, and transnational brand campaigns. Research by Holt (2004) on iconic
brands demonstrates that brands achieve cultural resonance by aligning with identity myths that resolve
felt tensions within consumer culture. For young Indian consumers navigating aspirations for modernity,

global connectivity, and self-expression, premium sneaker brands fulfil precisely this function.

2.2 Scarcity Marketing and Limited Edition Drops

Research on scarcity marketing (Cialdini, 1984; Lynn, 1991) provides a strong theoretical basis for
understanding the mechanics of limited-edition sneaker releases. The psychological principle of scarcity—
the perception that limited availability increases an item's desirability and value—has been deliberately

operationalised by sneaker brands to create 'hype cycles' around product launches.

Nike's SNKRS app, Adidas Yeezy drops, and New Balance limited collaborations have all demonstrated
that artificial scarcity, combined with digital anticipation mechanics and social media amplification, can
generate demand that vastly exceeds supply, creating secondary resale markets where products trade at
significant premiums over retail prices. Indian consumers, particularly in urban centres, have increasingly
been exposed to and participated in these global hype cycles through platforms such as StockX and

domestic alternatives.

2.3 E-Commerce and Consumer Behaviour

The transformation of Indian retail through e-commerce has been extensively documented in academic
literature (Sinha & Uniyal, 2005; Prasad & Aryasri, 2009). Research consistently shows that e-commerce
platforms reduce search costs, enhance price transparency, and enable access to products previously
unavailable in local markets. For the sneaker industry, e-commerce has been particularly transformative

because it has democratised access to global brands for consumers in smaller cities and towns.

A 2023 report by Redseer Strategy Consultants estimated that over 55 per cent of premium sneaker
purchases in India were completed through online channels, with Myntra, Flipkart, and brand-owned
websites collectively dominating online sneaker sales. The growth of mobile commerce—over 75 per cent

of online fashion purchases in India are made via smartphones—nhas further accelerated this shift.

2.4 Indian Sneaker Culture: Emerging Research

While international sneaker culture has been extensively studied, academic research specifically focused
on the Indian market remains relatively nascent. Practitioner reports from consulting firms such as KPMG,
Bain & Company, and Euromonitor International provide valuable market sizing data but offer limited

cultural and behavioural depth.

Available evidence suggests that Indian sneaker culture has developed its own distinct characteristics,

shaped by the influence of Bollywood celebrity endorsements, cricket star associations, regional music
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scenes (particularly the growing influence of Indian hip-hop), and the specific price sensitivity of Indian
consumers. The dual demand for both premium global brands and affordable domestic alternatives creates

a layered market structure that is in many respects unique to India.
3. Research Methodology

This research adopts a mixed-methods approach, combining quantitative market analysis with qualitative
assessment of consumer motivations, brand strategies, and cultural dynamics. The methodology is
designed to produce a holistic understanding of the Indian sneaker industry that goes beyond market sizing

to address the structural, behavioural, and strategic dimensions of the sector.

3.1 Data Collection

Secondary data forms the primary empirical foundation of this research. Sources include published reports
from market research firms including Euromonitor International, IMARC Group, and Statista; annual
reports and investor presentations from major footwear companies; government data from the Ministry of
Commerce and the Ministry of Textiles; and academic journal articles accessed through Google Scholar
and JSTOR.

Supplementary data was collected from industry publications including Footwear News, Business of
Fashion, and Economic Times Brand Equity. Social media listening data, where available, was used to
assess consumer sentiment and brand perception trends. Retail analytics data from platforms such as
Myntra and Flipkart, reported in press releases and analyst briefings, was also incorporated.

3.2 Analytical Framework

Quantitative analysis was applied to examine measurable market indicators including compound annual
growth rates (CAGR) of the Indian footwear and sneaker segments, price segmentation distributions,
demographic purchase patterns, geographic demand distribution, and digital sales penetration rates.
Statistical trend analysis was used to identify growth trajectories and forecast near-term market

developments.

Qualitative analysis employed thematic coding of secondary sources to identify recurring patterns in
consumer motivation, brand strategy, and market dynamics. The analytical framework draws on
established models in consumer behaviour research, including Maslow's hierarchy of needs as applied to
brand consumption, Kotler's brand equity framework, and Porter's five forces model for competitive

analysis.
3.3 Limitations

This study acknowledges several limitations. The absence of primary survey data means that consumer
insights are derived from secondary sources, which may not fully capture the heterogeneity of the Indian
consumer base. Market sizing estimates from different research firms sometimes vary significantly,
reflecting differences in methodology and market definition. Additionally, the rapid pace of change in

digital retail and consumer culture means that some findings may require updating as the market evolves.
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These limitations notwithstanding, the study provides a robust evidence-based analysis of the Indian

sneaker industry.

4. Data Analysis and Market Insights

This section presents quantitative and qualitative analysis of key market dimensions, supported by data

drawn from industry reports and market research publications.

4.1 Market Growth

Indian Sneaker Market Growth (% Crore)

4500 -

4000 A

3500

3000

Market Size

2500 ~

2000 -

1500 1

2016 2017 2018 2019 2020 2021 2022 2023 2024
Year

The Indian footwear market was valued at approximately USD 20 billion in 2023, with the organised
segment—comprising branded footwear from both domestic and international players—accounting for
roughly 40 per cent of this figure. The sneaker and athletic footwear sub-segment has been the fastest-
growing category within organised footwear, expanding at a CAGR of approximately 14 to 16 per cent
between 2018 and 2023.

Industry projections from IMARC Group estimate that the Indian sneaker market specifically could reach
USD 6 to 7 billion by 2028, underpinned by continued urbanization, growth in digital retail penetration,
and rising per capita incomes in Tier-I1l and Tier-111 cities. This growth rate positions India as one of the

three fastest-growing sneaker markets globally, alongside Vietnam and Indonesia.

Post-pandemic recovery has been particularly strong. Following a contraction in 2020 due to retail

closures and reduced discretionary spending, the market rebounded strongly in 2021 and 2022, with many
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brands reporting record online sales. The period 2022 to 2025 has been characterised by sustained double-

digit growth driven by pent-up demand, lifestyle changes, and aggressive brand investment.

4.2 Brand Market Share

Brand Market Share

Adidas

Others

Puma

Red Tape

Campus

The Indian sneaker market exhibits a dual structure comprising global premium brands and domestic
value-for-money brands. Among global players, Nike maintains the largest market share in the premium
segment, followed closely by Adidas and Puma. Together, these three brands account for an estimated 45

to 50 per cent of branded sneaker sales by value in India.

Campus Activewear is the leading domestic sneaker brand, having successfully positioned itself as the
aspirational but affordable choice for price-sensitive consumers. Campus reported revenues of
approximately INR 1,300 crore in fiscal year 2023, making it one of the largest footwear companies in
India by volume. Other domestic brands with meaningful presence include Action Shoes, Liberty,

Lakhani, and the Bata-owned Power brand.

The mid-tier premium segment—products priced between INR 3,000 and INR 8,000—represents a

fiercely competitive battleground where global brands compete with aspirational domestic offerings and
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aggressively priced Chinese brands such as Li-Ning and Anta, which have been entering India in recent

years.

4.3 Consumer Age Distribution

Sneaker Buyers Age Groups

13-18

45+

26-35

Age-segment analysis reveals that the 15 to 35 year demographic constitutes the core sneaker consumer in
India, accounting for an estimated 65 to 70 per cent of sneaker purchases. Within this group, the 18 to 28
year cohort is particularly significant, combining high brand awareness with digital shopping proficiency

and strong peer influence dynamics.

The 35 to 50 year segment represents a growing secondary market, driven by the athleisure trend, health
and fitness consciousness, and increasing comfort with online shopping. This demographic typically

favours established global brands and prioritises comfort and durability alongside style.

Consumers below 15 years represent a meaningful market segment driven by parental purchases, with
sports performance sneakers for schools and casual fashion sneakers driven by peer influence both
showing strong growth.
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4.4 Price Segmentation and Consumer Preference

Preferred Price Range

Buyers %

1000-2000 2000-4000 4000-7000 7000+
Price Range

Indian sneaker consumers are highly price-sensitive in aggregate, though significant premiumisation is
underway in urban markets. Research indicates that approximately 40 per cent of sneaker purchases are in
the sub-INR 2,000 segment, primarily served by domestic brands and unorganised players. The INR 2,000
to INR 5,000 segment accounts for approximately 35 per cent of sales, representing the mainstream
branded market. The premium segment above INR 5,000 accounts for roughly 25 per cent of purchases by

volume but a significantly higher proportion of revenue by value.

Super-premium sneakers priced above INR 15,000—including luxury collaborations and globally hyped
limited editions—represent a small but rapidly growing niche, with Indian consumers actively
participating in global sneaker culture through platforms that facilitate access to exclusive drops and resale

products.
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4.5 Purchase Platforms and Digital Commerce

Purchase Platforms

E-commerce

Resale

Brand Stores

Multi-brand Retail

The distribution of sneaker purchases across retail channels has shifted substantially toward digital
platforms. E-commerce now accounts for over 55 per cent of premium sneaker sales in India by value,
with Myntra emerging as the dominant fashion e-commerce platform for sneakers. Amazon India,
Flipkart, and brand-owned direct-to-consumer websites collectively account for a further significant

proportion of online sales.

Physical retail remains relevant, particularly for first-time buyers who prefer to try footwear before
purchasing and for consumers in Tier-I cities with access to branded flagship stores. Nike Experience
Stores, Adidas Originals shops, and premium multi-brand retailers such as Foot Locker (which entered

India in 2022) serve the high-engagement consumer who values experiential retail.

Quick-commerce platforms—offering delivery within 10 to 30 minutes—have begun to penetrate the
footwear category in metro cities, though the high ticket price and fit sensitivity of sneakers limit their

share to replacement purchases and gifting occasions.
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4.6 Gender Distribution

Gender Distribution

Male consumers have historically dominated sneaker purchases in India, driven by stronger engagement
with sports culture, basketball aesthetics, and streetwear. Available data suggests that male consumers
account for approximately 65 to 70 per cent of sneaker purchases by volume. However, the female
segment is growing at a faster rate, driven by the rise of women's athleisure, fitness culture, and the

fashion crossover of sneakers into everyday styling for professional and social occasions.

Global brands have responded by significantly expanding their women's sneaker lines in India. Nike and
Adidas have both launched India-specific campaigns targeting young urban women, featuring Indian

athletes, fitness influencers, and actresses to normalise sneaker wearing across social contexts for women.
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4.7 Purchase Decision Factors

Purchase Decision Factors

Influence %

Comfort Brand Style Celebrity Price
Factor

Consumer research and brand surveys consistently identify comfort and fit as the primary functional
driver of sneaker purchase decisions, cited by over 75 per cent of respondents as a very important factor.
Brand reputation and perceived quality follow closely, reflecting the strong equity of established global
brands in the Indian market.

Style and visual aesthetics rank highly among young urban consumers, particularly in the 18 to 28 cohort,
where sneakers function as fashion accessories and social signalling devices. Price-to-value ratio remains
a critical consideration across all segments, with Indian consumers demonstrating sophisticated value

consciousness rather than pure price sensitivity.

Social proof—including recommendations from friends, family, and social media influencers—is an
increasingly powerful purchase motivator, particularly for new consumers entering the branded sneaker
market. Sustainability and ethical manufacturing credentials are emerging as consideration factors,

particularly among premium-segment consumers with higher education levels.
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4.8 Online Sales Growth Trajectory

Online Sneaker Sales Growth (%)
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Online sneaker sales in India have grown from an estimated 15 per cent of total sneaker sales by value in
2016 to over 55 per cent by 2024. This eight-year transformation has been driven by several reinforcing
factors: the rapid expansion of reliable logistics networks enabling same-day and next-day delivery in
major cities, consumer trust built through easy return policies, app-based shopping interfaces optimised
for mobile-first consumers, and the extensive use of digital marketing to drive direct-to-consumer traffic.

The COVID-19 pandemic proved to be an accelerant for online sneaker sales, as physical store closures
forced both consumers and brands to fully commit to digital commerce. Many consumers who transacted
online for the first time during 2020 and 2021 have continued to prefer online channels post-pandemic,
permanently shifting the channel mix.

IJRTI2604262

International Journal for Research Trends and Innovation (www.ijrti.org)



http://www.ijrti.org/

© 2026 IJRTI | Volume 11, Issue 4 April 2026 | ISSN: 2456-3315

4.9 City Tier Demand Distribution

Demand by City Tier

Tierl

Tier-I cities—Mumbai, Delhi NCR, Bengaluru, Hyderabad, Chennai, Kolkata, Pune, and Ahmedabad—
remain the largest markets by value for premium sneakers, accounting for an estimated 60 to 65 per cent
of branded sneaker sales. These markets are characterised by higher per capita incomes, greater exposure

to global trends, and denser presence of branded retail stores.

However, Tier-11 and Tier-I11 cities are emerging as the growth frontier for both domestic brands and
global players pursuing volume growth. Improved logistics infrastructure, rising incomes driven by the
MSME sector and IT services expansion to smaller cities, and growing access to e-commerce have
collectively unlocked these markets. Campus Activewear, in particular, has built its growth strategy on
deep penetration of Tier-1l1 and Tier-11l markets through a combination of exclusive brand outlets and
multi-brand retail partnerships.
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4.10 Sneaker Resale Market

Sneaker Resale Market Growth (¥ Crore)
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The sneaker resale market in India is a nascent but rapidly developing ecosystem. Globally, the sneaker
resale market was estimated at over USD 6 billion in 2023, driven by platforms such as StockX, GOAT,
and Stadium Goods. In India, domestic resale platforms including SoleSearch India and KicksIndia have

emerged alongside informal trading communities on Instagram and WhatsApp groups.

The Indian resale market is driven by limited availability of exclusive international releases, high import
duties that make premium sneakers significantly more expensive in India than in the United States or
European markets, and a growing collector community in metro cities. Premium Nike Jordan models,
Adidas Yeezy variants, and New Balance 'Grey Day' limited editions are among the most actively traded

products in Indian resale communities.

5. Market Trends

Between 2020 and 2025, the Indian sneaker market has been shaped by a set of interconnected macro and
micro trends that collectively define the current competitive landscape and point towards future directions

for market evolution.

5.1 The Rise of Athleisure

Athleisure—the integration of athletic and leisure clothing into everyday fashion—has been the single
most powerful trend reshaping the Indian apparel and footwear market over the past five years. Driven by

global fashion movements, increased health consciousness among urban consumers, and the blurring of
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boundaries between workwear, socialwear, and activewear, athleisure has dramatically expanded the

occasions for which sneakers are considered appropriate footwear.

The work-from-home normalisation triggered by the pandemic accelerated athleisure adoption among
working professionals who developed a preference for comfort-focused dressing that persisted after
offices reopened. Many Indian organisations, particularly in the technology sector, have adopted casual

dress codes that explicitly permit sneakers in professional settings, further broadening the consumer base.

5.2 Sneaker Collaborations and Limited Editions

Brand collaborations have become one of the most powerful demand-generation mechanisms in the global
sneaker industry, and their influence has been felt strongly in India. Nike's collaboration with Off-White,
Adidas Yeezy with Kanye West, and New Balance's collaborations with Aimé Leon Dore have all
generated significant media coverage and consumer aspiration in Indian sneaker communities, even when

products were not available at retail in India.

Indian-specific collaborations are beginning to emerge as brands recognise the importance of cultural
localisation. Puma India has collaborated with Virat Kohli's One8 brand, producing limited collections
that combine global brand equity with Indian cultural relevance. Adidas has partnered with Indian fashion
designers for limited runs that blend streetwear aesthetics with traditional Indian craft motifs. These
localised collaborations have proven highly effective in driving both media coverage and sell-through

performance.

5.3 Direct-to-Consumer (DTC) Strategy

Global sneaker brands have significantly accelerated their direct-to-consumer strategies in India, seeking
to capture higher margins, build proprietary customer data, and control brand experience. Nike's decision
to exit certain third-party wholesale retailers in favour of investing in its own digital channels and flagship

stores is a strategy that has been replicated to varying degrees in the Indian market.

Brand apps have become important DTC channels. The Nike App and Adidas app both offer India-
specific exclusive releases, personalised product recommendations, and member-only benefits that
incentivise consumers to purchase directly rather than through multi-brand platforms. Building a
proprietary DTC customer base in India is a strategic priority for all major global sneaker brands entering

their second phase of market development.

5.4 Sustainability and Ethical Consumption

Sustainability has emerged as a meaningful consumer consideration, particularly among premium-segment
urban consumers aged 25 to 40 with higher education and income levels. Research by Nielsen indicates
that over 60 per cent of Indian consumers express willingness to pay a premium for sustainably produced

products, though actual purchase behaviour reflects a gap between stated preference and real willingness
to pay.
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Adidas has marketed its recycled ocean plastic-based Parley line extensively in India. Nike's Move to Zero
sustainability initiative has received coverage in Indian lifestyle media. Domestic brand HRX has also
begun communicating sustainability credentials as part of its brand identity. However, the mainstream
Indian sneaker consumer remains primarily driven by value, style, and brand equity rather than

sustainability credentials, suggesting this trend will develop gradually over the medium term.

5.5 Influence of Indian Hip-Hop and Streetwear

The Indian hip-hop movement, centred initially in Mumbai and expanding rapidly to Bengaluru,
Hyderabad, Delhi, and Chennai, has created a cultural infrastructure that directly feeds sneaker culture.
Artists associated with the Indian hip-hop scene—including Divine, Naezy, Raftaar, and Seedhe Maut—

have been instrumental in normalising and glamorising sneaker culture among young Indian consumers.

The success of the Netflix series 'Sacred Games' and the mainstream breakthrough of Bollywood films
with street-culture aesthetics have further amplified this cultural shift. Streetwear brands such as Fearless,
Jaywalking, and Huemn have built audiences in India that overlap heavily with sneaker enthusiasts,

creating a culturally coherent streetwear-sneaker consumer identity in major cities.

5.6 Regional Expansion and Vernacular Marketing

As the sneaker market matures in Tier-l cities, brands are increasingly investing in regional marketing
strategies targeting consumers in states such as Tamil Nadu, Maharashtra, Karnataka, and Uttar Pradesh
with localised campaigns in regional languages. Celebrity endorsements from regional film industries—
Tamil, Telugu, Malayalam, and Kannada cinema—have proven highly effective in driving brand
awareness and aspirational appeal in these markets.

Regional sports events, including Pro Kabaddi League, Indian Super League, and state-level running
events, have also been leveraged by both global and domestic brands for regional marketing activations

that combine health messaging with product visibility.

6. Consumer Behaviour Analysis

Understanding the psychological, social, and economic determinants of sneaker purchase behaviour
among Indian consumers is essential for developing effective marketing strategies and product portfolios.

This section analyses the key dimensions of consumer behaviour in the Indian sneaker market.

6.1 Motivational Drivers

Consumer motivation research identifies functional and symbolic motivations as the two primary drivers
of sneaker purchase decisions. Functional motivations include the need for comfortable, durable, and

performance-appropriate footwear for sports, exercise, and daily wear. Symbolic motivations encompass
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the desire for social status signalling, group identity affiliation, and self-expression through fashion

choices.

In the Indian sneaker market, functional motivations dominate in the mass market (sub-INR 2,000
segment), where consumers prioritise comfort, durability, and value for money above all else. As price
points rise, symbolic motivations become increasingly important, with brand equity, aesthetic design, and

cultural associations playing central roles in driving purchase intent.

Among the 18 to 28 urban consumer cohort, research consistently highlights the role of peer influence and
social comparison in sneaker purchase decisions. Wearing the 'right' brand or model in social settings—
college campuses, gym environments, mall visits—functions as a form of social currency within this

demographic.

6.2 The Role of Social Media and Influencer Marketing

Social media platforms have fundamentally transformed the information environment within which Indian
sneaker consumers operate. Instagram, YouTube, and increasingly the Indian short-video platform Moj
and the globally popular Reels format have become primary channels through which consumers discover

new sneaker releases, consume style inspiration content, and make purchase decisions.

Influencer marketing has become a central pillar of sneaker brand strategy in India. Brands distinguish
between mega-influencers (celebrities with millions of followers whose endorsements drive mass
awareness), mid-tier influencers (lifestyle and fashion content creators with 100,000 to 1 million followers
whose content drives consideration), and micro-influencers (niche sneaker enthusiasts and community
figures with 10,000 to 100,000 followers whose recommendations drive conversion among highly

engaged audiences).

The authenticity premium—the consumer perception that an influencer genuinely uses and endorses a
product rather than performing paid promotion—has become increasingly important as audiences grow
more sceptical of commercial endorsements. Brands that successfully cultivate authentic advocacy
through product seeding, community building, and long-term creator partnerships generate significantly

higher returns on influencer marketing investment.

6.3 Price Sensitivity and the Value Equation

Indian sneaker consumers exhibit a sophisticated and multi-dimensional form of price sensitivity that goes
beyond simple price minimisation. Research indicates that consumers across income segments engage in
detailed implicit cost-benefit calculations that weigh product price against perceived brand equity,

expected durability, aesthetic appeal, and social signalling value.

The concept of 'value for money'—the perception that a product's total benefits justify its price—is central
to Indian consumer decision-making. Domestic brands such as Campus have succeeded by offering
products that many consumers perceive as delivering value equivalent to global brands at a significantly
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lower price point. Conversely, premium global brand consumers justify higher expenditures through

reference to superior quality, global brand status, and the social value of brand recognition.

EMI (Equated Monthly Instalment) and Buy-Now-Pay-Later options have meaningfully expanded the
accessible market for premium sneakers in India. Platforms such as ZestMoney, LazyPay, and credit card-
linked instalment options from major banks allow consumers to purchase sneakers priced above their

immediate spending capacity by spreading payments over three to twelve months.

6.4 Post-Purchase Behaviour and Brand Loyalty

Brand loyalty in the Indian sneaker market operates differently across segments. At the mass market level,
loyalty is relatively low, driven primarily by price and availability rather than brand affinity. At the
premium level, brand loyalty is significantly higher, with Nike and Adidas consumers demonstrating

strong repurchase rates and high net promoter scores in Indian market surveys.

Community-based brand loyalty—participation in brand-affiliated running clubs, fitness communities, or
sneaker collecting groups—represents a deeper and more durable form of brand attachment that is actively
cultivated by global brands. Nike's running clubs in major Indian cities, Adidas' fitness ambassador
programmes, and Puma's partnerships with gym and fitness communities create engagement touchpoints

that reinforce brand loyalty beyond transactional purchase relationships.

7. Case Studies of Major Brands

This section presents detailed case study analyses of key players in the Indian sneaker market, examining

their strategies, market positioning, competitive advantages, and growth trajectories.

7.1 Nike India: Premium Leadership and Digital Transformation

Nike entered the Indian market in 1995 through a licensing arrangement and has since established itself as
the leading premium sneaker brand in the country. Nike India’s strategy has evolved through three distinct
phases: an initial market-building phase (1995 to 2005) focused on brand awareness through cricket and
athletics sponsorships; a growth phase (2005 to 2015) characterised by physical retail expansion and
product portfolio broadening; and a digital transformation phase (2015 to present) centred on DTC

investment, app ecosystem development, and community building.

Nike's flagship stores in Select Citywalk (Delhi), Palladium Mall (Mumbai), and UB City (Bengaluru)
serve as experiential retail environments that communicate brand values and product innovation to
premium consumers. Nike's NTC (Nike Training Club) and Nike Run Club apps have been effectively
adapted for Indian consumers, providing digital fitness services that build brand engagement beyond

purchase transactions.

Nike India has consistently leveraged Indian sports culture through partnerships with cricket stars Virat
Kohli (until his switch to Puma), Rohit Sharma, and athletes from track and field, badminton, and boxing.

These endorsements connect Nike's global performance heritage with Indian sporting aspirations.
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7.2 Adidas India: Originals Culture and Streetwear Positioning

Adidas has pursued a differentiated positioning in India, emphasising its Originals heritage and the
cultural credibility of silhouettes such as the Superstar, Stan Smith, and Gazelle. This strategy has been
highly effective in capturing the fashion-forward urban consumer who values retro-cool aesthetics and the

brand's association with global music and art culture.

Adidas India has made strategic investments in cultivating an Indian streetwear identity, partnering with
Indian fashion photographers, musicians, and artists for campaigns that position the brand as culturally
relevant to India's creative class. The brand's collaboration with Indian cricket legend Sachin Tendulkar
and its continued support of Indian football through ISL partnerships have maintained sports credibility

alongside the fashion positioning.

The Adidas Creator's Club loyalty programme has been actively marketed in India, offering members
early access to product launches, exclusive colourways, and community events. This programme has

proven effective in building a passionate advocate community in Tier-I cities.

7.3 Campus Activewear: Domestic Champion

Campus Activewear represents the most compelling domestic success story in the Indian sneaker market.
Founded in 2005 in Delhi, Campus has grown to become the largest selling sports and athletic footwear
brand in India by volume, with a distribution network spanning over 17,500 retail points of sale across 700

cities and towns.

Campus's success is rooted in a strategy that combines competitive pricing (core range INR 599 to INR
2,999), rapid product refreshes that mirror global trend directions at accessible price points, a deep
understanding of Tier-1l1 and Tier-11l consumer preferences, and efficient domestic manufacturing that

enables responsive supply chains.

Campus went public in May 2022, raising INR 1,400 crore through its IPO and gaining significant
resources for brand building, product development, and e-commerce investment. The IPO represented a
landmark moment for the domestic footwear industry, validating the long-term growth potential of Indian

sneaker brands.

7.4 Puma India: Lifestyle, Sports, and Celebrity Power

Puma has established a distinctive market position in India by aggressively leveraging celebrity
endorsements and lifestyle associations. Virat Kohli's long-standing ambassadorship of Puma—one of the
most valuable sports celebrity endorsement deals in Indian market history—has been central to Puma's

brand building, lending the brand enormous visibility and aspirational appeal.

Puma India has successfully built on this foundation by expanding into lifestyle sneaker categories,

collaborating with Indian fashion designers and streetwear brands, and cultivating a strong presence in
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women's fitness. Puma's Sportstyle and RS-X silhouettes have performed particularly well in India's

fashion-forward urban markets.

7.5 HRX by Hrithik Roshan: Celebrity Brand Building

HRX, launched in 2013 as a collaboration between Bollywood superstar Hrithik Roshan and Myntra,
represents a novel brand-building model that combines celebrity personality, fitness lifestyle branding,
and platform-exclusive distribution. Operating primarily through Myntra, HRX has become one of the
best-selling Indian sportswear brands on the platform, with sneakers forming a significant component of

its product range.

The brand's success demonstrates the power of authentic celebrity alignment—Hrithik Roshan's genuine
commitment to fitness and his aspirational status among young Indian men has translated into strong
brand credibility that extends to product quality perceptions. HRX's affordable premium positioning (INR
999 to INR 3,999 for most sneaker styles) places it at an accessible entry point for consumers aspiring to

branded athletic footwear.

8. Future Opportunities and Strategic Recommendations

The Indian sneaker market stands at an inflection point. The foundational infrastructure—consumer
awareness, digital commerce, logistics, payment systems, and brand investment—has been established
over the past decade. The next phase of market development will be shaped by deepening these
foundations while capitalising on emerging opportunities in new consumer segments, technologies, and

sustainability imperatives.
8.1 Tier-II and Tier-1II Market Penetration

The single largest untapped opportunity in the Indian sneaker market lies in Tier-1l and Tier-11l cities,
where branded sneaker penetration remains low despite rapidly rising incomes and increasing fashion
awareness. Cities such as Lucknow, Coimbatore, Indore, Surat, Jaipur, Nagpur, and Visakhapatnam
represent markets of five to fifteen million consumers each, with significant untapped demand for branded

sneakers.

Brands pursuing these markets will need to develop specifically calibrated strategies that account for
different price sensitivity levels, distribution infrastructure limitations, regional cultural preferences, and
the dominant role of multi-brand retailers rather than flagship stores. Phygital strategies—combining
strong digital commerce with targeted physical retail touchpoints—are likely to be the most effective

approaches.

8.2 Women's Sneaker Market

The women's sneaker market in India is growing at a faster rate than the overall market but remains

significantly underpenetrated relative to its potential. As women's workforce participation grows, fitness
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and wellness culture expands, and social norms around women's fashion evolve, the women's sneaker

category offers substantial growth potential.

Brands that invest in developing women-specific product designs (rather than simply scaling down men's
silhouettes), authentic female-focused marketing that reflects diverse Indian women's experiences, and
accessible pricing that captures both the working professional and the fitness enthusiast will be well

positioned to capture disproportionate share of this growing segment.

8.3 Sustainability and Circular Economy

Consumer pressure for sustainable products, combined with regulatory requirements under India's
Extended Producer Responsibility (EPR) framework for footwear, is creating both opportunities and
obligations for sneaker brands in India. Brands that develop credible sustainability credentials—through
recycled materials, carbon-neutral manufacturing, transparent supply chains, and take-back or recycling

programmes—will differentiate themselves meaningfully with the growing premium consumer segment.

Circular economy models for sneakers—refurbishment, resale, and recycling programmes—represent
nascent but potentially significant business opportunities in India. The established infrastructure of the
Indian unorganised sector for repairing and refurbishing footwear provides an interesting foundation for

formalised premium sneaker refurbishment services.

8.4 Smart Footwear and Technology Integration

Technology integration in footwear—including embedded sensors for fitness tracking, adaptive
cushioning systems, and connected features integrated with smartphone apps—represents an emerging
frontier that could significantly differentiate premium sneaker products. Nike's self-lacing technology and
Adidas's Formotion adaptive running shoe platform signal the direction of product innovation at the global

frontier.

For India, the near-term opportunity in smart footwear is more likely to lie in AR-powered virtual try-on
experiences, Al-driven personalised fit recommendations, and connected fitness app integrations than in
embedded physical technology, given the cost constraints of the Indian market. Brands investing in these
digital product experience innovations will be better positioned to convert online browsers into buyers and

to reduce return rates.

8.5 Formalization and Growth of the Resale Market

As Indian sneaker culture matures, the conditions for a formalised domestic sneaker resale market are
developing. A formalised platform providing authenticated resale with buyer protection, transparent
pricing, and efficient logistics could address the trust deficit that currently limits participation in informal

resale communities.

International platforms such as Stock X have been accessible to Indian consumers for premium
international purchases, but a domestically focused platform that addresses local logistics, payment

preferences, and the specific product mix of the Indian market represents a meaningful opportunity.
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Venture investment in this space has been growing, and a well-capitalised domestic resale platform could

become a significant market participant within the next three to five years.

8.6 Manufacturing and Make in India

India's government has articulated strong policy support for domestic footwear manufacturing through the
Production-Linked Incentive (PLI) scheme for footwear, which offers financial incentives to
manufacturers who achieve specified production milestones. This policy environment, combined with
rising manufacturing costs in China, creates structural opportunities for India to emerge as a regional hub

for sneaker production.

Global brands including Nike and Adidas have been expanding their manufacturing partner networks in
southern India, particularly in Tamil Nadu and Andhra Pradesh, where a skilled footwear manufacturing
workforce and supportive state government policies exist. A successful expansion of domestic
manufacturing capabilities could reduce import dependence, lower retail prices for global brand products

made in India, and create significant employment opportunities in the sector.

9. Conclusion

The Indian sneaker industry represents one of the most dynamic and structurally compelling growth
markets in the global footwear industry. Over the past decade, a convergence of demographic, economic,
cultural, and technological forces has transformed sneakers from utilitarian athletic footwear into
aspirational lifestyle products embraced by tens of millions of Indian consumers across diverse geographic

and socioeconomic segments.

This research has demonstrated that the growth of the Indian sneaker market is not merely a reflection of
rising incomes but is driven by fundamental shifts in consumer values, identity expression, and fashion
culture among India’s predominantly young population. The influence of social media, Bollywood, sports
culture, and the emerging Indian hip-hop movement has created a rich cultural substrate within which

sneaker brands can build meaningful and durable consumer relationships.

The competitive landscape is characterised by a productive tension between global premium brands—
whose cultural equity, product innovation, and marketing sophistication set the aspirational benchmarks
for the market—and domestic challengers—whose deep distribution reach, manufacturing efficiency, and

price competitiveness serve the vast price-sensitive majority of Indian consumers.

Digital commerce has been the single most transformative force in the Indian sneaker market over the past
five years, democratising access to branded products across geographic boundaries and fundamentally
reshaping the consumer purchase journey. Brands that have invested in building strong digital commerce
capabilities, proprietary customer data assets, and community-based engagement strategies are best

positioned for sustainable growth in the Indian market.
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The future of the Indian sneaker industry is characterised by abundant opportunity alongside meaningful
structural challenges. The opportunities—Tier-1l and Tier-1Il market expansion, women's category
growth, sustainability differentiation, technology integration, and resale market formalisation—are
substantial and well-defined. The challenges—price sensitivity pressures, import duty structures,
infrastructure gaps in smaller cities, and the threat of grey-market and counterfeit products—require

sustained strategic attention.

In conclusion, brands that combine global product and cultural currency with deep local market
understanding, authentic consumer engagement, and strategically calibrated pricing and distribution
approaches will be best positioned to lead the next phase of Indian sneaker market development. India is
not merely a market to be served; it is a market capable of shaping global sneaker culture in the years

ahead.
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