Comprehensive Study on the Global
Sneaker Market: Pricing Strategies and
Market Positioning

Objectives

1. Market Size & Growth:

o Assess market size, growth rate, and segment by demographics and
regions.

2. Key Players & Landscape:
o |dentify key players and analyze competitive landscape and market share.
3. Category Trends:

o Examine macro trends (economics, tech, culture) and micro trends
(consumer preferences, styles).

4. Pricing Distribution:
o Analyze sneaker price distribution by brand, region, and product type.
5. Pricing Analysis:

o Conduct detailed pricing analysis for each segment and identify key
factors.

6. Pricing Recommendations:

o Provide strategic pricing for new entrants, tailored by segment.

Target Group

« Geographic Scope: Global
« Demographic Focus: Athletes, fashion-conscious individuals, casual wear
consumers, and sneaker collectors.
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Findings
1. Market Size, Growth, Segmentation

11 What is the current global market size of the sneaker industry?

The current global market size of the sneaker industry is as follows:

« The Sneakers Industry is projected to grow from USD 84.9 Billion in 2024 to USD
152.5 Billion by 2032, exhibiting a compound annual growth rate (CAGR) of 7.60%
during the forecast period (2024 - 2032).

- The United States is expected to generate $23.4 billion in revenue in the
Sneakers segment in 2024 [1].
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Global Sneaker Market Revenue Trend [2]
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1.2 How is the sneaker market segmented by age groups?

The sneaker market is segmented by age groups as follows:

« 15-24 years old: This group includes teenagers and young adults who are often
influenced by trends, social media, and endorsements by athletes and
celebrities. They are likely to seek fashionable and trendy sneakers.

+ 25-34 years old: Young professionals and early career individuals fall into this
category. They may look for a balance between style and functionality, often
preferring sneakers that can be worn both casually and in semi-formal settings.

» 35-44 years old: This age group includes mid-career professionals who might
prioritize comfort and durability in their sneaker choices. They may also be brand
loyal and prefer established brands known for quality.

+ 45-55 years old: Individuals in this age group may focus on comfort, support,
and health benefits of the sneakers. They might prefer brands that offer
specialized footwear for different activities like running, walking, or training.

« 55+ years old: Older adults may prioritize comfort, ease of use, and orthopedic
benefits. They are likely to choose sneakers that provide good support and
cushioning [5].
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AGE DISTRIBUTION

15-24 years
33.3%

m 15-24years = 25-34years ® 35-44years = 45-55years
Age Distribution [6]
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GENDER DISTRIBUTION

= Male = Female

Gender Distribution [6]
1.3 How is the sneaker market segmented by geographic regions?

« North America: The North American sneaker market continues to be one of the
largest globally, with an estimated market size of around S30 billion in 2023. The
United States remains the dominant player in this region, driven by a strong
sneaker culture and high consumer spending.

- EMEA (Europe, Middle East, and Africa): The EMEA region has seen steady
growth, with an estimated market size of approximately $22 billion in 2023.
Europe remains a key market within this region, while the Middle East and Africa
are showing promising growth due to increasing urbanization and disposable
incomes.
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» Greater China: The sneaker market in Greater China has experienced
significant growth, with an estimated market size of around $18 billion in 2023.
The region's expanding middle class and growing interest in sports and fitness
activities continue to drive this market.

« LATAM (Latin America) and APAC (Asia-Pacific): The combined market size for
the LATAM and APAC regions is estimated to be around $12 billion in 2023. The
Asia-Pacific region, excluding Greater China, includes countries like Japan,
South Korea, and Australia, which have mature sneaker markets. Latin America
is also growing, albeit at a slower pace, due to economic challenges but with
increasing interest in sports and fitness.[7]

2. Key Players and Landscape
2.1 Who are the key players in the global sneaker market?

The key players in the global sneaker market are:

 Nike Inc.

« Adidas AG

« New Balance Athletics Inc.
« ASICS Corporation

« Puma SE

« Skechers USA Inc.

« Under Armour Inc.
 VF Corporation

« Kering SA

 Relaxo Footwears Ltd.
« MIZUNO

« Lining

« Ecco

« Kswiss

« ANTA

- 361°

« PEAK

« Guirenniao

« China Dongxiang

- Xtep. [8][9]

What is the market share distribution among key players in the sneaker industry?

The market share distribution among key players in the sneaker industry is as follows:

« Nike: 38.5% (Revenue: $28 billion)
« Adidas: 18.4% (Revenue: $13.4 billion)
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« New Balance: 7.3% (Revenue: $5.3 billion)

« PUMA: 51% (Revenue: $3.7 billion)

« Asics: 4.0% (Revenue: $2.9 billion)

- Others: 26.7% (Revenue: $19.4 billion) [10][11].

MARKET SHARE DISTRIBUTION

= Nike = Others = Adidas = New Balance = PUMA = Asics
Market Share Distribution in the Market [12]

3. Category Trends (Macro + Micro)
3.1 What are the latest macro trends affecting the sneaker market?

The latest macro trends affecting the sneaker market include:

« Return of Jumbo Trousers: Extremely wide pants from the 90s are making a
comeback, influencing sneaker styles to complement this trend.
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« Stochastic Trends: Trends like PVC shoes are gaining popularity, with brands
such as Crocs, Merrell, Yeezy, Bottega Veneta, and Prada leading the way.

« Limited Edition Drops: The sneaker market is heavily influenced by limited
edition releases, which often have higher resale values than their original retail
prices.

- Sustainability and Resale: There is a growing trend towards sustainability, with
consumers increasingly adopting second-hand fashion and resale platforms like
StockXand ThredUp.

« Authentication Services: Platforms like StockX have introduced authentication
services to ensure the authenticity of sneakers, which is becoming a significant
trend in the market.

« Economic Uncertainty: Economic factors such as recessions and financial
pressures due to COVID-19 are driving consumers towards second-hand
shopping and resale markets [13].
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VALUATION OF RESALE PLATFORMS
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FUNDING RAISED BY RESALE PLATFORMS
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3.2 What cultural shifts are shaping the sneaker market?

The sneaker market is being shaped by several cultural shifts including:

+ Influencer Marketing: Influencers, particularly musicians and celebrities, are
becoming new ball players in the industry. Collaborations with high-profile
figures like Kanye West and Travis Scott have proven highly successful.

- Sustainability: There is a growing demand for sustainable and eco-friendly
sneakers. Brands are incorporating recycled materials and adopting
environmentally friendly manufacturing processes.
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» Technology Integration: Sneakers are becoming tech-infused, featuring
embedded sensors and self-lacing systems catering to the tech-savvy
consumer base.

» Retro Revival: Nostalgia is driving a resurgence in interest in retro designs, with
brands reissuing iconic models.

- Customization and Personalization: Consumers seeking individuality in their
fashion choices are leading to a trend towards customizable sneakers.

« Inclusive Sizing and Gender Neutral Designs: The market is becoming more
inclusive, expanding size ranges and offering gender-neutral designs.

« Virtual Sneaker Culture: NFTs and the digital realm are influencing virtual
platforms, adding a new dimension to the culture.

« Cultural Influence: Michael Jordan's partnership with Nike revolutionized
athlete endorsements, expanding beyond basketball into fashion, pop culture,
and hip hop.

« Impact of Gen Alpha on Gen Z: The emerging presence of Gen Alpha is causing
a ripple effect on values and leading shifts in internet brand communications.
[15] [16]

Pricing Distribution by Segmentation
How is price distribution segmented by brand?

The segmented price bands for different brands cater to various ranges. Sneakers
priced at less than $50 dominate, holding a significant share. Brands like Primark, F&F,
and George at Asda offer stylish and inexpensive options in this range, which is
expected to grow at a CAGR from 2023 to 2028. Brands like Adidas, Nike, New Balance,
and Vans present a wide array of options within the $50-S150 category. Higher-priced
segments, including sneakers priced between $150 and above, cater to consumers
looking for premium and high-end options. The segmentation indicates that while
there is a significant budget-friendly market, there is a growing demand for mid-range
options driven by brand recognition and advanced features [17].

© 2024 Consuma Technologies Pvt. Ltd. 11 C ~ONSUMC



MARKET SHARE BY PRICE BAND

= Lessthan 50 USD (60) = 500100 USD (60 to 125)
Market Share by Price Band [18]

4. Pricing Analysis by Segmentation
4.1 What key factors are impacting pricing in each segment?

The factors impacting pricing in each segment are as follows:

- Manufacturing Costs and Labor: Companies attempt to minimize costs by
using low-cost countries like China, Vietnam, Indonesia, and Thailand. The use
of robots also helps reduce costs. Rising costs in China are impacting profit
margins.

- Branding and Partnerships: Celebrity endorsements and partnerships with
athletes and entertainers attract customers and build loyalty. High-profile deals
with celebrities like Michael Jordan, Kanye West, Cardi B, Kendrick Lamar, and
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Selena Gomez impact pricing. Terminating partnerships, such as Adidas ending
its deal with Kanye West, can negatively affect a company’s net income.

- Social Media and Resellers: Social media generates buzz and demand for
limited editions. Resellers buy limited editions and sell them at a markup online.
Manufacturing limited quantities just below demand maximizes profits.

« Economic Factors: Overall rise in manufacturing and marketing costs as
companies compete to build and maintain a desirable brand image. Average
retail prices reflect these increased costs.

- Consumer Behavior: Cultural factors such as the influence of subcultures (e.g.,
hip hop) impact buying decisions. Social factors, including family reference
groups and status, influence purchasing decisions. Personal factors like life
cycle stage, economic situation, lifestyle, personality, and self-concept also play
a role. Psychological factors including motivation, perception, learning, feelings,
beliefs, and attitudes towards brands and products are influential [19].

5. Pricing Recommendations for New Brands

5.1 What strategic recommendations are given for new brands entering each
segment focused on athletes?

Based on the data provided, here are strategic recommendations for entering each
segment focused on athletes:

« High Income Segment:

° Premium Pricing: Position the product as a luxury, high-end option. Use
high-quality materials and innovative designs to justify the premium price.

o Limited Editions: Release limited editions to create exclusivity and drive
higher demand among affluent customers.

o Collaborations: Partner with high-profile athletes and celebrities to
enhance prestige and justify the higher price.

« Mid Income Segment:

o Value-Based Pricing: Offer a balance between quality and affordability.
Highlight performance benefits and durability.

o Seasonal Discounts: Implement seasonal promotions to attract price-
sensitive customers without devaluing the brand.

o Bundling: Offer bundles that include complementary products like socks
or apparel to increase perceived value.

© 2024 Consuma Technologies Pvt. Ltd. 13 C ~ONSUMC



« Low Income Segment:

o Competitive Pricing: Set prices lower than established brands to attract
budget-conscious consumers. Focus on essential features and
functionality.

° Volume Sales: Aim for high volume by making products widely available
through various retail channels, including online.

o Promotions and Deals: Regularly offer promotions, discounts, and loyalty
programs to encourage repeat purchases.

- Niche Markets (e.g., Eco-Conscious Consumers):

o Sustainable Pricing: Set prices slightly higher to reflect the use of eco-
friendly materials and sustainable practices. Educate consumers on the
environmental benefits to justify the higher price.

o Transparency: Be transparent about production costs and sustainability
efforts to build trust and loyalty.

- Youth Segment (Teenagers and Young Adults):

o Penetration Pricing: Initially set lower prices to attract young customers
and build loyalty. Gradually increase prices as the brand gains popularity.

o Trendy Designs: Focus on trendy, fashionable designs that appeal to
younger demographics. Collaborate with influencers popular among this
age group.

° Frequent Releases: Regularly release new limited editions to keep the
brand fresh and exciting for young customers [21].

5.2 What strategic recommendations are given for new brands entering each
segment focused on fashion-conscious individuals?

Based on the data provided, here are strategic recommendations for entering each
segment focused on fashion-conscious individuals:

« Premium Segment:

o Value Proposition: Emphasize high-quality materials and unique, limited
editions to justify a higher price.

o Branding: Leverage luxury collaborations with high-end designers and
celebrities to create exclusivity.

° Pricing Strategy: Implement a premium pricing strategy with prices
significantly higher than average to position the product as a luxury
option.
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- Mid Range:

o Value Proposition: Focus on offering a balance between quality and
affordability. Highlight sustainable practices and ethical production to
appeal to eco-conscious consumers.

o Branding: Use social media influencers and targeted digital campaigns to
build awareness and loyalty among millennials and Gen Z.

° Pricing Strategy: Adopt competitive prices slightly above average to
reflect better quality while remaining accessible.

- Budget Segment:

o Value Proposition: Emphasize affordability without compromising style.
Offer trendy designs that mimic higher-end options at a fraction of the
cost.

o Branding: Utilize cost-effective channels such as social media ads and
partnerships with micro-influencers to reach a broader audience without
significant expenditure.

° Pricing Strategy: Implement a penetration pricing strategy to attract
price-sensitive consumers and gain market share quickly.

« Sustainable Segment:

o Highlight: Use eco-friendly materials and ethical labor practices.
Contribute to environmental causes to justify a higher price for
sustainability-focused products.

o Branding: Collaborate with environmental organizations and use
transparent communication about sustainability efforts to build trust and
loyalty among eco-conscious consumers.

° Pricing Strategy: Use value-based pricing where prices reflect the added
value of sustainability, positioning slightly above mid-range but below
premium.

- Niche Segment (e.g., Customizable Sneakers):

o Offer Customization Options: Allow consumers to design their own
sneakers, providing a unique, personalized experience.

o Engagement: Create an interactive online platform for customization and
engage customers through user-generated content and social media
sharing of custom designs.

° Pricing Strategy: Implement premium pricing for personalized options due
to the added value of customization, while offering standard options at
mid-range prices[22].
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5.3 What strategic recommendations are given for new brands entering each
segment focused on casual wear consumers?

Based on the data provided, here are recommendations for entering each segment
focused on casual wear consumers:

- Leverage Nostalgia and Limited Editions: Introduce limited editions that
leverage nostalgia by re-releasing popular retro models. This can create a sense
of urgency and exclusivity, allowing for higher price points.

- Collaborations with Influencers and Celebrities: Partner with influencers and
celebrities to create exclusive lines that justify premium pricing due to the
added value of perceived exclusivity.

- Tiered Strategy: Offer a range of products at different price points to cater to
various segments within casual wear. For example, have a basic line at a lower
price point and a premium line with higher quality materials.

- Utilize Social Media and Direct Sales: Use social media platforms to directly
engage with and sell products to consumers. This can reduce overhead costs
associated with traditional retail, allowing for competitive pricing while
maintaining margins.

» Create Value through Storytelling: Develop a strong narrative that resonates
with the target audience. Consumers are often willing to pay a premium for
products that align with their values and lifestyle.

 Implement Dynamic Pricing: Adjust prices based on demand, seasonality, and
trends. This can help maximize revenue by capitalizing on peak periods [23].

5.4 What strategic recommendations are given for new brands entering each
segment focused on collectors?

Here are recommendations for entering each segment focused on collectors:

- Leverage Nostalgia and Limited Editions: Release limited editions that evoke
or commemorate significant events. This strategy can create a sense of urgency
and exclusivity, driving demand and allowing for premium pricing.

« Dynamic Pricing: Implement dynamic pricing to adjust based on demand and
competitor interest. This helps maximize revenue during peak periods.

- Value-Based Pricing: Set prices based on perceived value for collectors. This
involves understanding what features (e.g., design, collaboration with
celebrities, unique materials) are most valued by collectors and pricing
accordingly.

© 2024 Consuma Technologies Pvt. Ltd. 16 C ~ONSUMC



« Bundle Offers: Offer bundles that include exclusive merchandise or accessories
along with the sneakers. This increases perceived value and justifies a higher
price point.

» Geographic Adjustments: Adjust prices based on geographic location to
account for differences in demand and economic conditions. For example, set
higher prices in regions with a strong collector culture.

» Psychological Pricing: Use psychological tactics such as setting prices just
below round numbers (e.g., $199.99 instead of $200) to make the price appear
more attractive.

« Penetration Pricing for New Entrants: Initially set lower prices to attract and
build loyalty among collectors. Gradually increase prices as the brand gains
recognition and a loyal customer base.

« Premium High-End Releases: For high-end luxury segments, use premium
pricing to position the product as exclusive and high status within the collector
community [25].
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