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"Footwear specialists are competing with non-specialists
such as grocers, clothing chains and department stores.
Those specialists that are succeeding against this
competition are making themselves real destinations for
fashionable footwear. Those specialists with a broader
positioning have fewer points of difference, so shoppers
have fewer reasons to choose them over non-specialists.”
— Tamara Sender, Senior Fashion Analyst

This report looks at the following areas:

= How has the footwear market performed in the last 12 months? REPORT NOW
= Which retailers are emerging as the winners of 20147?

= What are the main opportunities for growth?

The footwear sector has experienced significant changes over the last year as clothing retailers grow store.m | nte| .Ccom

their share of the market.

Clothing retailers have benefited from the trend for one-stop shopping as they stock shoes, clothes and CALL
accessories in the same store. EMEA

+44 (0) 20 7606 4533

The report looks at purchases of shoes through all retail channels — both specialist and non-specialist
(eg clothing stores, department stores, sports shops, supermarkets, internet pureplayers, catalogue
retailers, markets, garden centres etc). Brazil

0800 095 9094

Americas

+1 (312) 943 5250

APAC
+61 (0) 2 8284 8100

EMAIL:
oxygen@mintel.com

This report is part of a series of reports, produced to provide you with a
more holistic view of this market

DID YOU KNOW?
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Figure 63: Numbers of pairs of shoes bought in the last 12 months, May 2014
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Company background

Company performance
Figure 91: Kurt Geiger Ltd: Group financial performance, 2009-13

Figure 92: Kurt Geiger Ltd: Outlet data, 2009-14
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Figure 93: Office Holdings Ltd: Group financial performance, 2008-09 and 2013-14

Figure 94: Office Holdings Ltd: Outlet data, 2008-09 and 2013-14

Retail offering

Russell & Bromley
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Company performance
Figure 95: Russell & Bromley Ltd: Group financial performance, 2008-13

Figure 96: Russell & Bromley Ltd: Outlet data, 2008-13
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Schuh (UK)
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Figure 97: Schuh Ltd: Group financial performance, 2008-09 and 2013-14

Figure 98: Schuh Ltd: Outlet data, 2008-09 and 2013-14

Retail offering

Shoe Zone Group

What we think
Company background

Company performance
Figure 99: Shoe Zone Group Ltd: Group financial performance, 2008-09 and 2012-13

Figure 100: Shoe Zone Group Ltd: Outlet data, 2007-08 and 2012-13
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Appendix — Market Size and Forecast

Figure 101: Best and worst case forecast for footwear sales, 2014-19

Appendix — Brand Research
Figure 102: Brand usage, April 2014
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Figure 136: Most popular associations with different types of retailers — Clothing retailers, by demographics, May 2014
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