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Report summary 
 
This survey profiles the EU market for all kinds of footwear and is an update of the 2009 survey. 
It excludes safety footwear and ski boots that are covered in other CBI sector surveys. 
 
Consumption 
• The EU is the largest market for footwear, being ahead of the USA, representing one third 

of the global market value. In 2008, EU consumption was € 49 billion (2.1 billion pairs) 
with an average per capita expenditure of € 100 or 4.2 pairs. The market was dominated 
by five countries, which accounted for 71% of total EU consumption. These markets were 
Germany (17.4%), France (17.0%), the UK (16.1%), Italy (12.6%) and Spain (8.3%). 

• Since 2004, sales in most EU countries increased quite strongly up to 2007, before they were 
affected by the global economic downturn in 2008. The best-performing sectors were casual 
footwear (boots, ballerinas), sports footwear (sneakers) and evening footwear. 

• In most EU countries, footwear increasingly has become a statement among (working) 
women. A good design, fashion and more walking comfort were driving the market. 

• Whereas in the Eastern EU countries, formal footwear performed well along with the 
growing middle class, more women at work and a rapid expansion of shopping centres. 

• In 2008, footwear sales fell in most EU countries as consumers tended to cut expenditure 
on footwear, or increasingly were looking for footwear at the lowest possible prices. 

• Economic uncertainty makes it difficult to predict the future growth trends, but after a period 
of decline and uneven recovery, this market is expected to grow again from 2011. The major 
stimulants are the changes in fashion, new footwear styles, including recycled footwear and 
ethical footwear, as well as technological innovations in comfortable footwear. 

 
Production 
• The EU has traditionally been an important supplier of high quality footwear to the world 

market. However, production of high volume items has been outsourced to mainly Asia. 
Now 6 out of 10 shoes in the world are produced in China.  

• In 2008, the total value of EU production was € 18 billion compared to € 20 billion in 2004, 
with falling volumes from 1,015 to 863 million pairs. There were around 13,500 companies 
with 198,000 employees in the EU in 2008. Most of these were family businesses employing 
less than 20 people. Leather footwear accounts for 72% of the EU production.  

• Italy accounted for almost half of total EU production, being known for its artisanship  
 and for its high fashionable and innovative footwear. Germany, Spain, Romania, Portugal, 

France, Austria and Poland were the other important EU producers. EU footwear producers 
are now outsourcing in nearby countries that are cheaper, flexible and can supply small 
quantities with shorter lead times. 

• EU producers focus more on exports of footwear to emerging markets in China, Brazil, 
India, Russia and the Middle East and join forces to compete on a global level. 

• The EU footwear production industry concentrates on providing added value in better 
designs, quality materials, comfort and in other innovations e.g. vegetable tanned shoes to 
meet the strict environmental rules and to compete with China, Vietnam and India. 

• Footwear manufacturers in Eastern EU countries have benefited from outsourcing by EU 
countries as well as from an increased demand in the domestic market. The footwear 
industry is gradually becoming more organised and specialised (e.g. orthopaedic footwear 
or footwear parts). However, due to the recession, many Eastern EU manufacturers have 
suffered from Asian competition. 

 
Trade channels 
• Most footwear is supplied in most EU countries through the specialised distribution route, 

which is from manufacturer to importer/wholesaler to retailer. This channel is most 
relevant for exporters from developing countries. 

• Southern and Eastern EU countries continue to have many small footwear shops and  
market stalls. However, due to the growth of large retailers, their number is diminishing. 

• In the Middle and Northern EU countries, many small footwear shops join a buying group 
that negotiates directly with (overseas) manufacturers. In addition, large German, French, 
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Spanish and Swedish retailers operate International footwear or clothing chains. They 
have expanded their operations in the Eastern EU countries. 

• In 2008, there were an estimated 52,000 footwear retail outlets in the EU. Footwear  
 retailing has become more diversified. Consumers can nowadays buy footwear in many  
 different ways, ranging from a footwear or clothing shop to a sports shop to a hypermarket, 

factory outlet or by the Internet. This makes the retail sector quite complex for exporters. 
• As a result, from the recession, there has been a continuing growth of textile discounters and 

factory outlets. Recently they grade up to ‘convenience discounters’. Whereas in Eastern EU 
countries, clothing chains (H&M, Zara) operate their own factory outlets or second hand stores. 

 
Imports 
• The EU is the world’s largest importer of footwear, importing 25% more than the volume of  

USA imports. In 2008, EU footwear imports represented 3.1 billion pairs, valued at € 26.6 billion.  
Germany and the UK were the largest importing countries. 

• Footwear with leather uppers, formed nearly 59% of the value of EU imports (31% by volume), 
which grew from € 13.0 to € 15.8 billion between 2004 and 2008. Within this product group, 
outdoor footwear represented 95%. The next largest product group was footwear with plastic or 
rubber uppers, which accounted for 16% of the total EU imports (38% by volume), followed by 
footwear with textile uppers. Footwear parts (included within other footwear) accounted for 8% 
of imports in 2008, down from 11% in 2004. 

• Between 2004 and 2008, most EU countries increased their imports of footwear, especially  
the Eastern EU countries. Overall, total EU footwear imports rose in this period by an annual 
average 4.0% in value and by 6.3% in volume due to more imports of cheap footwear. 

 
Developing countries 
• In 2008, developing countries accounted for 43% (€ 11.4 billion) of the total value and 

71% (2.2 billion pairs) of the total volume of all EU imports. Between 2004 and 2008, the 
DC share in EU footwear imports rose from 36% in value and from 62% in volume terms.  

• The volume supplies from developing countries were led by China, Vietnam, India, Indonesia, 
Brazil and Thailand.  

• The top four importers (UK, Germany, Italy, France) accounted for 61% (50% by volume) of  
all EU imports from developing countries, up from 60% (down from 53% by volume) in 2004. 
Imports by the Eastern EU countries were valued at € 606 million (323 million pairs) in 2008, 
5.3% of the total by value and 14% by volume, with large increases by the Czech Republic, 
Romania, Spain and Denmark. On the other hand, Hungary, Bulgaria and Latvia registered falls. 

• EU imports from developing countries are expected to slow down in the next few years, due to 
the recession. EU countries that are particularly interesting for producers from developing 
countries are Germany, UK and Denmark, as well as some of the Eastern EU countries. 

 
Exports 
• EU exports increased between 2004 and 2008 by an annual average of 2.7% in value from 

€ 20.0 to € 22.3 billion and 5.3% in volume from 992 to 1.2 billion pairs mainly due to 
rising exports to developing countries. 

• Italy remains the largest exporter, accounting for 32% of the value of all EU exports  
(17% by volume). Other large EU footwear exporters were Germany and re-exporting 
countries such as the Netherlands and Belgium. Japan, USA, Russia, Switzerland, Canada, 
and the emerging markets were important extra-EU export destinations. 

 
Opportunities for exporters from developing countries 
+ The best opportunities for DC exporters can be found in niches for example, in casual footwear 
 made of recycled material, ethical footwear, flip-flops, clogs, (urban style) sneakers with prints, 
 boot sandals, beaded sandals or in evening footwear. Even if these niches are less affected by  
 the recession, an affordable price remains important as well as comfort and a good design. 
+ As the EU industry looks for ways to cut its cost and to innovate, there will be opportunities 

created by forming working partnerships with companies who still wish to keep control of their 
business but who would be prepared to outsource production to a lower cost country. The best 
form of partnership is likely to be with an EU company with a similar outlook to yourself,  
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and one that operates in a niche market.  
-  Origin marking on a label such as “Made in Italy” or “Made in France” is becoming more 
 widely used by domestic producers, as it has a higher perceived value than a product 
 made elsewhere. 
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Introduction 
 
This CBI market survey profiles the footwear market in the EU. The emphasis of this survey lies 
on those products, which are of importance to developing country suppliers. The role of and 
opportunities for developing countries are highlighted.  
 
This market survey discusses the following product groups: 
Based on user  
• Women’s footwear 
• Men’s footwear 
• Children’s footwear 
 
Based on type  
• Casual footwear 
• Formal footwear 
• Evening footwear 
• Sports footwear 
 
Based on material (used for production and trade statistics) 
• Leather footwear 
• Plastic or rubber footwear 
• Textile footwear 
• Other footwear (e.g. waterproof footwear and parts of footwear) 
 
For detailed information on the selected product groups please consult Appendix A. More 
information about the EU can be found in Appendix B.  
 
CBI market surveys covering the market in specific EU countries, specific product (group) s  
or documents on market access requirements can be downloaded from the CBI website. For 
information on how to make optimal use of the CBI market surveys and other CBI market 
information, please consult ‘From survey to success - export guidelines’. All information can be 
downloaded from http://www.cbi.eu/marketinfo Go to ‘Search CBI database’ and select your 
market sector and the EU. 
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1 Consumption  
 
1.1 Market size 
 
The global consumption of footwear showed a steady growth between 2004 and 2007 but  
started to slow down in 2008 due to the global recession. The USA, EU and Russian markets 
contracted in 2008 after good growth. Whereas the Asian and Brazilian markets continue to  
grow as a rising number of low-middle class people replace their flip-flops by closed shoes.  
A more important driving force to the global footwear market is the fast growth of very  
affluent people in the emerging economies buying luxury footwear of prices of € 100 or more. 
 
In 2008, the global footwear market was estimated at € 151 billion and 7.3 billion pairs, an 
annual average growth of 1.4%, compared to € 143 billion in 2004. The rising number of 
working women, the trend towards casual footwear, the increasing affluence, and footwear  
as a fashionable status symbol, were driving this growth. 
 
The main global markets were the EU (€ 49 billion, 2.1 billion pairs), USA (€ 47 billion,  
1.5 billion pairs), China (€ 19 billion, 2.4 billion pairs), Japan (€ 14 billion, 321 million pairs)  
and Latin America (€ 16 billion, 877 million pairs). In the USA, people spent € 140 (4.7 pairs)  
per capita in 2008, while the Chinese spent € 16 (1.8 pairs) and the Indians € 1.0 (0.16 pairs). 
 
The EU remains the largest single market for footwear in the world, representing one third  
of global market value. The per capita consumption in the EU as a whole increased with the 
footwear consumption in the Eastern EU Member States still on the rise. 
                                         
Table 1.1  EU consumption of footwear 2004 – 2008, € million / millions of pairs 
  

2004 
 

2006 
 

2008 
Average  
ann. %  
change 

in value  

Consumption 
per capita 

 
     €          pairs 

 value volume value volume value volume

          
Total EU 48,713 1,972 49,502 2,076 49,231 2,098 0.3 100 4.2
Germany 8,715 322 8,455 323 8,569 330 -0.5 104 4.0
France 8,277 350 8,381 349 8,356 352 0.2 134 5.7
United Kingdom 7,993 329 7,986 333 7,946 331 -0.2 129 5.4
Italy 6,203 248 6,321 295 6,195 279 -0.1 126 5.2
Spain 3,907 137 4,224 142 4,110 140 1.2 101 4.5
Netherlands 2,369 65 2,387 67 2,224 68 -1.6 121 4.7
Poland 1,678 134 1,713 139 1,899 156 3.1 52 3.0
Belgium 1,208 39 1,256 38 1,247 38 0.7 115 3.9
Greece 1,193 33 1,248 35 1,232 37 0.8 118 3.9
Austria 1,095 29 1,129 32 1,022 30 -1.8 130 3.8
Sweden 858 33 994 41 1,013 41 4.2 113 4.4
Portugal 948 43 963 49 954 48 0.0 90 4.3
Romania 691 45 762 49 759 50 2.4 36 2.4
Denmark 694 20 699 23 718 24 0.9 129 4.4
Finland 618 17 624 18 631 20 0.5 119 3.8
Czech Republic 458 32 479 37 477 39 1.0 46 3.8
Ireland 442 20 458 22 457 22 0.8 104 5.0
Hungary 301 23 313 25 312 25 0.9 31 2.5
Slovakia 241 13 243 14 249 16 0.8 46 3.0
Bulgaria 217 11 232 14 229 17 1.4 30 2.2
Slovenia 176 7 181 7 184 8 1.1 92 3.4
Lithuania 158 7 165 8 163 9 0.8 48 2.9
Latvia 89 5 94 6 92 7 0.8 40 2.8
Luxembourg 63 2 66 2 68 2 1.9 136 4.0
Estonia 49 3 55 3 53 4 2.0 41 3.0
Cyprus 49 3 50 3 49 3 0.0 86 3.8
Malta 23 2 24 2 23 2 0.0 94 4.1
Source: National Trade Sources and Research specialists, Euromonitor, Mintel (2010) 
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The EU footwear consumption still increased by annual average rate of 0.3% since 2004 (1.5% 
by volume) and the total market was valued at € 49 billion in 2008. This figure hides significant 
differences between the performances of some countries. The EU market was dominated by five 
countries, which accounted for 71% of total EU consumption. These markets were Germany 
(17.4%), France (17.0%), UK (16.1%), Italy (12.6%) and Spain (8.3%). 
 
Growth clusters 
The EU market has grown between 2004 and 2006/2007, but has contracted in 2007/2008 due 
to the economic recession. During the growth period, Spain, Sweden and Belgium showed the 
highest growth rates, although each of these markets declined in 2008. In 2007 and 2008, the 
main sellers in EU countries were boots, ballerinas, sneakers and evening footwear. Particularly 
the colder winters have contributed to sales as more boots were sold having higher average 
prices than other footwear. Also, the Crocs hype, the Uggs hype (sheepskin boots) have boosted 
the EU market. 
 
The growth rates in the Baltic States were high, while Poland, Czech Republic, Romania and 
Bulgaria also grew strongly. This was mainly due to a growing middle class, more women at work 
and a rapid expansion of international clothing and footwear chains. However, real growth figures 
in these countries as well as in Portugal and Greece were explained in part by price inflation. 
 
Changing patterns of distribution have helped the market grow more in volume than in value. 
Increasing numbers of clothing chains (H&M, Zara), discounters, factory outlets, hypermarkets  
and drugstores have made footwear more affordable for consumers. 
 
The decrease in the EU footwear can be attributed to a poor economic performance and lower 
demand for footwear, particularly after 2007. Due to the recession, market volume of cheap 
imported footwear has grown. Cheap imports refer here mainly to mass produced leather footwear 
mainly from China and Vietnam and footwear with much variety in non-leather materials such as 
nylon, PVC, fibre, canvas and textile. 
 
Market prospects 
The forecasts for 2009 were dramatic according to the market research specialist CVA (Corporate 
Value Associates). Global footwear sales are expected to fall by 2.3% to € 148 billion in 2009. 
As the unemployment is expected to rise further in 2009 and people work less, future prospects  
for the EU footwear market are uncertain. Consumers have less disposable income and cut down 
their expenditure on clothing and footwear. While other consumers either shop around comparing 
prices, wait for the sales periods, or buy at discounters or factory outlets. Many consumers now  
try to get the best deal. 
 
On the positive side, the global economy is expected to grow and is mainly driven by growth in the 
large emerging economies and their appetite for luxury goods. According to the CVA survey, global 
footwear consumption will grow by 3.3% in 2010 reaching € 153 billion. Value growth will be mainly 
in fashionable footwear in the fine and luxury segments. Asia, Middle East, Brazil, Russia and the 
Eastern EU countries become fast growing areas, catching up with the Western world, as there  
are still differences. 
 
Projected population increases in some of the EU countries will also act as a future stimulus to  
the footwear market. However, the composition of populations are changing, particularly a trend  
to ageing populations in many EU countries. Consumers in most EU countries now prefer to buy 
quality footwear that is fashionable, lasts longer and fits well within their personal style. In this 
respect, clothing retailers have changed the way they buy shoes, presenting them as a part of a 
total look. 
 
On the long term, the emerging middle classes, higher aspirations, and disposable incomes in 
many Eastern EU countries will continue to provide opportunities. New shopping centres have 
opened up in the new Member States. However, at present the global financial downturn hit 
some Eastern EU countries hard, especially those countries with weak currencies. 
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The importance of the EU footwear market in the global footwear trade is not in dispute. The 
accession of Romania and Bulgaria in 2007 added a further 30 million consumers to the EU, 
creating a market of 497 million consumers. Levels of affluence enjoyed by western EU countries 
is increasingly being spread to new Member States, and more fashionable, quality footwear is 
being purchased in those countries. Most EU consumers now purchase footwear for reasons 
beyond basic necessity. 
 
Even if the EU is not expected to grow in the coming years, there will be contrary movement 
towards cheap imported footwear from Asia. This implies a grading up to higher value footwear 
in terms of: 
• Comfort in casual footwear for the growing group of older people for example in terms of 

soft leathers, perfect fit, warmth, inner soles with linings made from a single piece of leather, 
fabrics against moisture, membranes, breathable footwear or rubber soles. Also, in evening 
footwear there will be more comfort by different forms of high heels allowing easier walking. 

• Design in terms of footwear shapes that are rounded, refined and sometimes very feminine. 
Sneaker designs are fusions of a sporty urban or solid technical look with refined shapes. 

• Technology with innovative footwear development mixing different materials in soles such 
as leather, Gore-Tex, nubuck and canvas for example developed by the new brand MBT. 
Computer aided design will continue to generate demand for new types of footwear. 

• Niches for example, more variety in evening footwear, recycled footwear, ethical footwear, 
and urban footwear or in outsized or specialised shoes. 

 
Product groups 
When categorizing footwear by type, please note that there is now greater overlap between  
the different types as the use of footwear has become more multi-functional. For example, the 
casual footwear category includes sports footwear such as sneakers, trainers and basketball 
shoes, which are used for sporting and for leisure.  
In addition, people tend to look for footwear that they can wear for leisure as well as at formal 
occasions in order to economize on pairs of shoes due to the recession. 
Another example of multi-functional use is evening footwear that is used for formal occasions, 
for parties, as well as for everyday use at work. 
 
Table 1.2 illustrates that casual footwear is the largest category within the footwear sector, 
which has continued to grow in the past few years. The trend of ‘dressing down’ in offices further 
stimulates the shift from formal footwear to casual footwear. This is taking place in many of the 
EU15 countries and gradually in some of the the Eastern EU countries. The increased sales of 
boots has also driven the casual footwear market. Casual footwear is highly represented in 
Germany, France, the Netherlands and Spain.  
 
Table 1.2 Footwear by type in the major EU markets in 2008, % value 

 
Sports 

footwear 
Casual 

footwear 
Formal 

footwear 
Evening 
footwear 

Germany 
France 
United Kingdom 
Italy 
Spain 
Netherlands 
Belgium 

21.7% 
19.5% 
23.4% 
22.6% 
22.3% 
20.7% 
20.0% 

51.6% 
51.4% 
44.2% 
46.9% 
50.6% 
51.1% 

na 

20.4% 
21.5% 
24.7% 
22.5% 
19.9% 
21.8% 

na 

6.3% 
7.6% 
7.7% 
8.0% 
7.2% 
6.4% 

na 
  Source: Euromonitor, National Trade Press, NPD, Trade Estimates (2010) 
 
Evening footwear has been more popular in the past few years. Driven by glamorous shows on 
TV, celebrities, fashion magazines, by the popularity of ballroom dancing (salsa, tango), and by 
more dressing up at dance parties. Evening footwear has become more diversified (see Appendix 
A) with new variations on retro-models and more decorations. These can range from fringing to 
laces to buckles straps or jewellery expressing an exotic, fetish or architectural look. Designers 
and the leading fashion houses try to combine these elements to create a unique shoe. The 
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evening footwear segment was traditionally well represented in Italy, UK, France, but has grown 
in other EU countries, except in Scandinavia and many of the Eastern EU countries. 
Sports footwear grew in most EU countries except in France and the Netherlands. A trend in 
most EU countries was that sales of sports footwear intended for casual use were down, while 
sales of footwear intended for sporting use increased. More details on the development of sports 
footwear can be found in the CBI market survey ‘The EU market for Sports footwear’.  
 
Specific information on footwear by type, can be found in the Chapter 1 of the CBI country surveys 
for Footwear, and Appendix E of this survey. 
 
A detailed breakdown of consumption by product group based on material is not available. 
However, a rough indication of the EU footwear demand by product group can be found in 
chapter 4 of this survey. 
 
1.2 Market segmentation 
 
Segmentation can be very useful in the EU market as there is a wide range of shoe-types, styles, 
colours that can be linked to different types of consumers. Along with differences in consumption 
between countries, there are also differences in consumption by market segments. The most 
common segmentation methods for all EU countries is by user, by lifestyle or by price/quality. 
 
• Segmentation by user 
Women 
Women are the most important segment for footwear and represented around 57% of footwear 
value sales in the major EU markets in 2008. The Scandinavian countries and the Netherlands 
have high ratios of working women, while Malta, Italy and Greece had the lowest ratios. Since 
2004/2005, the number of working women in most of the EU Member States, especially in 
Eastern EU States has grown steadily. The Eastern EU States benefited from substantial foreign 
investments and economic growth. Working women in most countries tend to spend much on 
their outfit and related fashionable footwear.  
Housewives buy a wide range of footwear, from cheap to expensive shoes. Younger housewives 
tend to follow trends and in some countries do not object to buying copies of branded or 
designer footwear. 
 
Table 1.3 shows that the women’s footwear segment was strongly represented by value in 
Germany and Belgium. The main reason is that men, particularly in these countries, regard 
footwear of a minor importance.  
 

Table 1.3 Segmentation by user in selected EU markets in 2008, 
                  % value and % volume 
  Women Men Children 

  Value Volume Value Volume Value Volume

Germany 61.8% 59.0% 22.3% 22.4% 15.9% 18.6%

France 54.9% 49.4% 26.3% 26.8% 18.8% 23.8%

United Kingdom 51.2% 52.8% 29.2% 24.3% 19.6% 22.9%

Italy 55.6% 61.1% 27.6% 23.0% 16.8% 15.9%

Spain 55.8% 53.2% 26.9% 24.4% 17.3% 22.4%

Netherlands 56.9% 60.2% 26.3% 20.7% 16.8% 19.1%

Belgium 62.0% 61.8% 21.9% 21.1% 16.1% 17.1%
  Source: Euromonitor, National Trade Press, Keynote, Xerfi, Trade Estimates (2010) 
 
Women generally spend more on footwear and usually have various pairs of shoes for different 
occasions. Women in most of the EU15 countries tend to have at least a pair of sneakers, 
ballerinas, pumps, boots, casual town shoes ('trotteurs' or moccasins), sandals or flip-flops and  
a pair of evening footwear in their wardrobe. 
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In addition to comfort, women regard style and fashion important. The classic icons of femininity 
(flowers, butterflies, charms, high heels, romantic inspiration) are played with by women of all  
ages. Especially in the UK, France and southern EU countries, women tend to express their ‘girl 
power’ more than before, but without losing touch with the soft and sensual. The life cycle of 
women’s footwear is shorter than those of men and children. This segment is usually driven by 
trends in fashion, which makes it faster moving. This applies to a lesser extent in the new EU 
Member States.  
 
For women’s shoes, boots, ballerinas, loafers, sneakers, and for summer 2010, flip-flops, healthy 
sandals and increasingly more high-upper styles are popular. These sandals come either as ultra-
flat gladiator and/or Roman sandals with straps and beaded decorations, or as leather sandals  
with a wooden/cork sole and a high heel. Platform sandals or boots reveal either the heel or toes. 
Other key styling elements in sandals are T-straps and criss-cross ties across the instep. 
 
Forecasts for popular women’s footwear for the winter season 2010/2011 can be found in the 
Annexes of the CBI market surveys covering the Italian, French, German, Spanish, Danish 
Footwear markets, and Appendix E of this survey. 
 
Men 
The share of men’s footwear averages around 26% in the major EU markets with higher shares 
in the UK, Italy, Spain and France – see Table 1.3. Men’s footwear tends to be more expensive 
than women’s footwear, and they buy less pairs than women. 
This segment can be sub-divided into younger men, who are more fashion and brand conscious, 
and older men. Older men usually have footwear to wear at the office, one formal and one casual 
pair, as well as a pair of sports footwear. They tend to look for practical footwear that they can 
use for a long time. Many men regard comfort, style and quality more important than fashion. 
Recent designs in men’s shoes varies from round to elegant, tapered or pointed footwear, 
particularly in ankle-loafers and classic oxford shoes. In sneakers, there is a sustained attention 
to retro models, vintage colours (brownish mixed with bright colours) and white soles. 
 
For men’ shoes ankle-high boots with slim lasts, sturdy lace-up boots, rounded Chelsea and 
robust biker boots were hot items. For summer 2010, Chelsea boots, sneakers (in bright 
colours), slip-ons and flip-flops remain popular. In addition, classic models are expected to  
make a comeback in 2010 including Oxford shoes, the suede Desert Boot and top-siders.  
 
In some men’s footwear, the welts are emphasised and some shoes feature contrasting stitching 
and treaded soles that provide a rustic look. Rustic shoes have a pale, flexible soles not well-
finished which contrasts to the sporty modern flair in new sneakers. 
In formal footwear, men favour clean-cut, purist styles. Shoes feature glossy-finishing, calfskin 
leather and slimmed lasts expressing the ‘perfection’ of its wearer.  
 
Children and teens 
Looking more closely at children’s footwear, their share averages around 17% in the major 
markets with lower shares in Germany and Belgium and higher shares in the UK and France.  
In this segment, there are differences in who buys footwear and the criteria used when buying 
footwear: 
• Children aged between 0 and 3 years old 
 Parents buy the shoes and regard shape, suppleness and soles as important. They are willing 

to pay for good quality to prevent problems with their child’s feet. 
• Children aged between 3 and 7 years old  
 These children are similar to the above group, but family income and child’s preference starts  
 to play a role. Particularly clothing retailers come with complete outfits, including shoes. 

Children nowadays have more spending power as families are smaller. Girls now wear more 
fashionable footwear at a younger age than previously. This is recognised by the chain stores 
(clothing and footwear) as the ‘kids getting older younger’ (KGOY) trend. Decorations (beads) 
and bright colours are dominant themes for children’s footwear. Special footwear collections 
for children sometimes relate to films (Disney or Muppet characters) or video games heroes.  
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• Children aged between 7 and 15 years old  
 Although parents still buy the shoes they are increasingly influenced by what the child wants. 

These children are heavily influenced by the media (music video clips) and the Internet (blogs)  
 Differences in tastes between boys and girls become important in footwear choice. 

These children referred to as ‘pre-teens’ spend around 2-3 hours hours per day with the 
media (TV, video games and Internet). 

• Teens aged between 15 and 19 years old 
 They are influenced by TV and magazines and are aware of the latest fashion trends and  
 brands. Depending on the EU country, teens have quite a lot of money to spend, as pocket 

money is high. They are attracted to adult footwear and international fashion styles, especially 
sneakers (with Velcro fasteners), basketball shoes, ballerinas, (lambskin) boots, Mary Jane’s, 
(wedged) pumps, espadrilles, sandals, crogs or flip-flops. They also are well-informed by the 
Internet (blogs), online sellers and retailers’ sites advising them what sort of footwear matches 
well with different outfits. For example, see (http://www.brigitte.de/mode/schuhampel). 

 
Forecasts for popular men’s and children’s footwear for the winter season 2010/2011 can be 
found in the Annexes of the CBI market surveys covering the Italian, French, German, Spanish, 
Danish Footwear markets, and Appendix E of this survey. 
 
• Segmentation by price/quality 
The footwear market can be also segmented by price level being related to the footwear quality, 
comfort, trendiness, design and brands. 
 
Luxury segment 
This segment comprises fashionable footwear being close to perfection (see Figure 1.1). Its 
design is often refined and elegant and is mainly worn on special occasions or when going out.  
Based on figures from the survey Bain & Company, the EU luxury footwear segment was 
estimated at 18% of total EU footwear sales in 2008 (in value) and has not been affected by  
the recession as the other segments. Luxury footwear is sold by a few exclusive footwear 
specialists, designer shops, fashion boutiques or by the high-end department stores.  
 
Among affluent consumers, there is a growing interest in quality (material, comfort, durability) 
and craftsmanship. In addition, they tend to be more critical about social and environmental  
issues. They tend to move away from conspicuous consumption in more constrained economic 
times.  
 
Fine segment 
In many EU countries, few people can afford luxury footwear, particularly in Eastern EU 
countries. For example, in Poland the ratio varies between 10-15% of the population.  
Because more affluent EU consumers have become careful in their spending, fashion houses  
and luxury footwear importers increasingly depend heavily on the ‘near-luxury’ market. This 
market is referred here as the fine segment. It comprises well-designed branded footwear  
that is accessible to a wider consumer group at affordable prices (between € 100 and 300). 
Consumers in this segment are willing to pay for quality footwear, but buy less frequent than 
consumers in the other segments.  
 
In the fine segment, footwear remains exclusive but is made in larger quantities and varieties 
than the collections in the luxury segment. Brands are important, and this footwear is sold by 
independent footwear specialists, single brand stores, fashion boutiques, exclusive clothing 
stores or by department stores. The fine segment suffers now from consumers moving away  
to the medium segment as prices are lower. Another problem is the rising sales of cheap 
imitations (counterfeit shoes), especially in Eastern EU countries. Between 2007 and 2008, 
sales fell from € 9.4 to 9.1 billion (19% share).  
 
Medium segment 
The medium footwear segment is the largest within the EU market and represented 39% of 
total EU footwear sales in 2008. It includes trendy and comfortable footwear of a medium  
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to good quality. Brands are important but not crucial for purchasing decisions, as consumers 
now want to pay the lowest possible prices. Footwear in the medium segment is sold by 
footwear specialists, non-specialists and online sellers.  
Due to the recession, many consumers from the medium segment were trading down to the  
economical segment which partly explains a decrease of sales from € 19.7 to 19.4 billion between 
2007 and 2008. While the fashion conscious consumers trade up to the fine segment. However, 
many people try to get the best value for money, due to the recession. In France, Italy, Spain  
and Portugal, consumers try to negotiate the price, sometimes with success, as luxury retailers 
want to get rid of older collections. 
 
Figure 1.1 Segmentation of EU footwear market by price and quality, 2008 
 % value and positioning by major brands 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Economical segment 
The economical segment is dominated by footwear of a lower quality and is strongly represented 
in the Eastern EU countries and of growing importance in Germany, Italy, Spain, Ireland, Portugal 
and Belgium. There is a wide range of footwear varying from local produced footwear of a 
reasonable quality to cheap imported footwear.  
Designs are influenced by popular (branded) footwear in the medium and fine segments, that often 
imitated. Demand from the economical segment is instant and inexpensive items are often bought 
impulsively. Most economical footwear is produced in large quantities in Asian countries with low 
labour costs. It is sold by footwear specialists, clothing specialists, discounters, hypermarkets, 
department stores, variety stores, street markets, factory outlets and online sellers. 
 
• Segmentation by lifestyle 
A lifestyle is the way a person lives. Lifestyle patterns reflect the habits, attitudes, tastes, moral 
standards, employment and values that can define consumer segments. The research company  
GfK has identified eight different lifestyles which are Dreamers, Homebodies, Settled, Adventurers, 
Rational Realists, Open-minded, Organics and Demanding. A further explanation of these lifestyles 
can be found in the CBI market survey ‘The Footwear market in the Netherlands’. You can download 
a presentation on this ‘Roper Consumer lifestyle typology’ at 
http://www.intomartgfk.nl/imperia/md/content/intomart/presentation_roper_consumer_styles.pdf 
 

When you consider to segment by lifestyle it is important to try to identify these types of  
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consumers. It may reveal something about their shopping behaviour, which can be impulsive or 
planned. However, recently more consumers buy footwear in a planned way waiting for the sales 
period in order to get the best value for money. For example, when you consider to introduce 
ethnic or green footwear, the ‘open-minded’, ‘rational realist’ or ‘demanding’ consumers might  
be your most interesting segments.  
If you introduce comfortable footwear of quality leather, ‘homebodies’ and ‘settled’ consumers 
might be interesting segments as they look more to the intrinsic qualities of the footwear itself. 
 
1.3 Trends 
 
Trends have become more universal. A trend that appears in one country is likely to appear soon 
in a neighbouring country. The internationalisation of the media and the globalisation of fashion 
makes this much more likely.  
 
However, it is important not to generalize too quickly and to acknowledge that the same trend 
may have different implications for different groups of people in different countries. Some 
differences between countries are more deep-rooted. For example, the interest in fashion in 
some southern EU countries is more culturally-inspired and a matter of lifestyle than in northern 
EU countries. Interest in these countries is likely to be always higher, although the extent of the 
differences may narrow. More country specific trends can be found in the CBI country surveys  
for footwear. 
 
Despite the global economic downturn, new trends continue to evolve to move the footwear 
market forward. Some of these trends are a result of the global economic slowdown, others  
are not related to it at all. Some trends reflect changes in behaviour, which force changes to 
footwear designs, styles, quality, whereas others are new footwear trends that manufacturers 
introduce to gain market advantage. 
 
• General trends – changes in behaviour 
 
Value for money as a priority.  
This trend is a result of the recession. Many consumers have seen their disposable incomes 
dramatically reduced. They have had to make cutbacks and significant adjustments to their 
lifestyles. Even though economies are beginning to recover, it is unlikely there will be a quick 
return to pre-crisis consumption patterns. Consumers will continue to seek out value by waiting 
for the sales periods, by shopping at discounters and online, while limiting their expenditure on 
discretionary items like luxury goods. The footwear market is directly affected by this trend  
that is being felt throughout the EU. Sales of fast fashion footwear will continue through value 
retailers such as H&M and Zara. 
 
Future demand for new variations and styles 
There is an increasing number of consumers over the age of 55 in many of the EU countries.  
This implies more demand for more comfortable footwear. However, many over 55 year olds  
are now showing a greater interest in fashion than their predecessors a generation ago.  
They are more active, generating more demand for sports footwear. They are also more affluent, 
suggesting that they will account for a higher proportion of the market expenditure in the future. 
Other consequences of changing population trends include increased levels of migration between 
countries. This implies that people are more open and receptive to footwear styles from many 
cultures and societies.  
 
Eco-fashion and ethical shoes in better designs 
Eco-fashion has become a segment in its own right within the fashion industry. An increasing 
number of people, particularly in Western and Northern EU Member States, have become more 
interested in the material of footwear and how shoes are produced. Footwear designers and 
manufacturers are now being required to build some form of sustainability or recycling into the 
material used. For example, footwear that is made of upholstered leather from cars, trains or 
subways. Or, footwear that is made of natural products such as canvas, hemp or rope, using  
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soles made of recycled tyres, cork or wood. Some examples are http://www.elnaturalista.com, 
http://www.terraplana.com, http://www.simpleshoes.com or http://www.melissaplasticdreams.com  
 
An example of ethical footwear is TOMS shoes (http://www.tomsshoes.com). Their design is 
based on the traditional Gaucho shoes in Argentina, which are ultra light and are made of cotton. 
Their sales are geared to help disadvantaged children throughout the world, especially in Latin 
America and Africa. Ethical footwear is now also more elegantly designed with for example, 
pumps with decorated flower models in trendy models.  
 
The big brands have discovered the potential and enter the ethical footwear market. For example, 
Nike has an increased focus on Sustainable Business and Innovation. The SB&I principle will now 
be more seamlessly integrated across the company's business strategies. Nike aims to create a 
more sustainable approach to provide greater returns to Nike's business, communities, contract 
factory workers, consumers and to the planet. See also - http://www.nikebiz.com/responsibility  
 
More online sales and online blogs.  
Online sales in footwear are growing at a much faster rate than sales through other channels. 
This is part of a broader trend that is underpinned by increasing high-speed broadband 
connections, both fixed and mobile, that allows consumers to buy anytime, anywhere. 
People now tend to find the latest trends from online blogs. Fashion trends, including footwear, 
are finding new ways to become known. Now there are people who are very interested in fashion 
that spread the word through this new medium. It is in effect a form of online word of mouth. 
Examples are http://girldir.com for the UK, and many more to be found via 
http://www.blogtoplist.com/tags/Footwear  
 
The celebrity marketing machine 
Media and celebrities continue to play an important influential role in how the footwear market  
is developing. Celebrities wear the latest footwear, especially glamorous high-heeled evening 
footwear and are well exposed in fashion magazines. For example, the gladiator sandals worn  
by Sara Jessica Parker (TV programme ‘Sex and the City’) are a hot item for summer 2010. 
Consumers look out for similar footwear that identifies them with a luxury lifestyle. Footwear  
is now being produced that tries to replicate luxury branded footwear. There is a more efficient 
cooperation between celebrities, manufacturers, importers, retailers, fashion houses and the 
media. In addition, celebrities like Paris Hilton or Victoria Beckham sell their own footwear lines.  
 
• New trends footwear designs 
 
Boot styles continue to be developed 
Boots are now offered in a wide variety of shaft lengths starting from ankle to knee to over-the-
knee. Boots optically lengthen the women’s and are worn with skirts, dresses, over the trousers 
in slim jeans or leggings. New boot styles continue to be developed, particularly in Western and 
Southern EU Member States For example ‘gladiator style’ boots, ugg-style (sheepskin), sporty 
bikers boots, caged boots and shoe boots.  
 
In addition to flat variations, designers now present smart solutions with concealed, integrated 
wedge heels or little block-like heel lifts. 39 cm is average for boot leg height, ending right  
under the knee. Soft (leather) materials allow the boots to be worn over-knee or casually  
pushed down. Metallic details like zippers, studs and chains decorate the new styles. Clasps  
and little pleats and gathers give ankle boots a feminine note. Sandal-boots are the novelty of 
2010, which is a combination of a boot with open toe and heel that can be worn during summer.  
They are available in different heel heights and flat models are sometimes referred to as  
‘shafted sandals’. 
 
Functional footwear  
This relates to shoes that can help to improve posture, fitness levels and even reduce cellulite. 
One such example of this is MBT, or Masai Barefoot Technology. This product is based on the 
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principle that its design is the equivalent to walking barefoot. Functional footwear were first 
introduced in the medical field, and sold through osteopaths, physiotherapists, etc.  
They moved into the specialist sports sector and are now becoming mainstream with MBT being  
imitated by for example by Reebok and Asian manufacturers. 
 
Shoes with more functions.  
For example, the combinations of boots and sandals, referred to as ‘summer boots’ or ‘shafted 
sandals’. Another example is a sneaker that can be transformed into  
a sandal. The brand Nat-2 is setting the tone in street and urban footwear. A zipper feature means 
sneakers can be turned into beach sandals – all thanks to modular design that makes it possible  
to attach and remove individual elements from the shoe. See also http://www.nat-2.com  
 
Classic with a twist  
This is the motto with the re-discovered loafers and college shoes. The new styles appear with 
different heights in heels. Classics as ballerinas now featuring noticeably wider necklines. They 
are new combinations with pumps, ‘Mary-Jane’s, ‘dandies’ or chic sneakers. 
This trends aims to prevent a further loss in ‘formal footwear’ by adding a younger or sporty  
look to the well-known formal classics. 
 
Building on current types and current successes 
There are increasingly variations on current shoe types or on successful shoe models or brands 
that are also increasingly featured in Eastern EU Member States.  
For example: 
• New sandals with beads and clog variations – see further in Appendix E. 
• Flip-flop variations in many trendy colours, with platform soles and prints or decorations. 
• Current slippers, sandals and sneakers models with a used look or rustic look. This look is 

often done by nubuk that is oiled, waxed or washed to create authentic, ‘lived-in’ surfaces. 
• Converse, the retro-style canvas basket ball shoes has been very popular sneakers in the  

past few years (http://www.converse.com). Converse (or Allstar) is now owned by Nike and 
has several competitors such as Hungaria, Levi’s, Shulong, Adidas, Coq Sportif and many 
more Asian imitation manufacturers.  

• Geox footwear (http://www.geox.com) is footwear that can breathe and offers comfort.  
Now other companies have introduced different models with the similar technology.  

• Crocs (http://www.crocs.com) has grown to a global footwear phenomenon in 2007, being 
close to bankruptcy in 2009. They now also offer ballerina’s, winterboots and ‘croccasins’. 

• Uggs (http://www.uggaustralia.com), the sheepskin boots were very popular among young 
women and teens and were often combined with tight leggings. Now the company extended 
their range with flip-flops, sandals, sneakers, moccasins and clogs. 

 
Soft and lightweight materials 
The key priorities here are: soft and light-weight materials. Accordingly, the shoe collections 
include many styles in supple lambskin nappa, soft patent leather and velvety nubuk.   
Metallised leathers with a soft sheen are often combined with smooth or suede leathers. In  
tune with the eco-trend vegetable-tanned leathers with a natural touch and irregular shading  
or an antique finish continue to attract attention. Ultra femininity and rock-star glamour are 
perfectly staged thanks to black, slightly shiny nappa leather. 
 
Rounded shapes and solid footing 
Rounded shapes are the clear winners in 2009 and 2010. High-walled lasts sometimes with 
slightly upturned toes give boots and ankle boots a robust look. Slimmed-down, pointed  
lasts are also seen. They represent that link between classic looks and sex appeal. The many  
platform and wedge styles promise a solid footing. Sturdy treaded soles are combined with 
feminine high heels. Rustic crepe soles go together with the finest suede. Delicate, leather-
covered wedges harmonises with boot legs in sturdy cowhide. 
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Diversity in high heels and decorations 
The heel is no longer just a structural support of the shoe, it is a feature. There are much more 
designs in heels expressing artistic creation, desire, luxury or uniqueness. Particularly in the 
growing evening footwear segment, heels in women’s footwear are in different heights going  
up to 18 cm. However, 10 cm is currently most common for high heels. 
The forms of heels have been diverse and ranges from stiletto/spiky to coned or block form, to 
Cuban heels, chunky heels or wedged heels most of which ensure more stability. Wedged heels 
are made of cork, canvas, wood and increasingly in coloured leather with or without prints and 
meet well to the desire to some women to use high-heeled shoes every day. 
 
In addition to the different heel heights, there is more variety in decorations. Flat or heeled 
footwear has now more decorations such as thin straps, studs, chains, jewels, rhinestones, 
beads or other (ethic or historical) decorations – see also Appendix E. 
 
For seasonal trends, specific seasonal trends are published in the Annexes of the CBI market 
surveys covering the Italian, French, Spanish, German and Danish Footwear markets. More 
information on future designs and trends can be found in Appendix E. 
 
1.4 Opportunities and threats 
 
+  Consumers are more conscious of their expenditure, in particular their non-essential 

expenditure, but DC exporters that understand the latest trends and are able to meet the 
supply requirements of the market will find opportunities. 

+  The best opportunities for DC exporters can be found in the growing demand for footwear 
made of natural materials, environmentally friendly footwear and for ethical footwear. This 
market segments has been less affected by the economic downturn than was expected. 

 Please note that the design of footwear becomes much more important as more companies 
are entering this market. 

+  Consumers have traded down and spend less on footwear, but opportunities still exist in the 
value fashion segment, particularly for fashionable casual and evening footwear with e.g. 
comfortable footbeds. Now suppliers of lower priced footwear also need to ensure they are 
providing good value for money as well as a low price. 

+  More online purchasing will provide opportunities for DC exporters. This trend will make it 
easier for manufacturers to supply consumers directly, without using intermediaries. However, 
consumers need to trust the websites they use, so investment in a good website is important. 

+  DC exporters will find opportunities by considering the needs of older consumers in this 
market. This will include developing footwear that is made of good quality soft leathers, with  

 a perfect fit, inner soles with linings made from a single piece of leather, fabrics against 
moisture, membranes or breathable footwear. 

+ Opportunities can be also found in evening footwear for women. Interesting evening footwear 
could be (heeled) sandals, espadrilles, mules, sling back pumps, T-bar pumps, vintage or 
gladiator style pumps, which are comfortable to wear. They can be combined with ethnic 
decorations. In wedged heels, natural materials can be used such as cork, wood or canvas. 

+  Due to the current economic recession with an expected sales drop in 2010, the main 
opportunities can be found in market niches. For example, in outsized footwear for tall people, 
specialised footwear or indoor footwear.  

- These trends will also see a move towards EU retailers choosing to find sources of supply 
closer to home. DC exporters will be threatened by other exporters in the Balkan region and 
in countries on the eastern border of the EU in particular. 

- ‘Origin marking’ on a label such as ‘I love Italian shoes’ or similar in France and Spain, is 
becoming more widely used by domestic producers, as it has a higher perceived value than  

 a product made elsewhere.  
 
Each opportunity should be thoroughly assessed in each specific market before proceeding further. 
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1.5 Useful sources 
 
See the CBI country surveys for Footwear for contact details of important sources in the EU  
countries. 
• At an EU level, the European Confederation of the Footwear Industry 
 (http://www.cecshoe.be) and the European Confederation of Shoe Retailers Associations 
 (http://www.ceddec.org) are the main footwear trade associations.  
• Commercial research companies such as Euromonitor - http://www.euromonitor.com, Mintel - 

http://www.mintel.co.uk, NPD - http://www.npd.com, GfK - http://www.gfk.com, Largo 
Consumo - http://www.largoconsumo.it, BBE Retail Experts – http://www.bbe-retail-
experts.com, Xerfi – http://www.xerfi.fr - and Keynote - http://www.keynote.co.uk - are all 
useful market information sources. 

• Shoe Intelligence is a (subscription based) regularly information bulletin on the shoe 
 industry in the EU (http://www.shoeintelligence.com)   
• The GDS International Shoe Fair in Germany (http://www.gds-online.de) is the largest  
 EU footwear fair.  
• Information the latest fashion trends can be found on the site 
 http://www.fashionising.com/trends/blog--Shoes-25-1.html  
• Fashion products - http://www.fashionproducts.com - is a B2B portal for the fashion industry.  
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2 Production 
 
2.1 Size of production 
 
The EU is the primary source for designer footwear in the world and home to some of the  
world’s largest and most prestigious footwear brands. The significance of the Italian and  
French industries in particular, have created a worldwide reputation for quality and creativity.  
However, for many years much of the production has been outsourced. At the same time, 
significant industries have developed in Asia, especially in China.  
 
In the last 20 years, global footwear production (including flip-flops) has increased from 8  
billion to 15 billion pairs, up from 1.6 per capita to 2.3 per capita. In 2008, around 90%, or  
13.1 billion pairs were produced in Asia. Within the Asian footwear production, 8.9 billion pairs 
were made in China, 1.1 billion pairs in Vietnam, 1.2 billion pairs in India and 1.9 billion pairs  
in other Asian countries such as Indonesia, Thailand, Cambodia and Bangladesh. Both the quality 
and environmental standards of Chinese production continues to increase. The EU production is 
focussing on reducing volume but increasing quality and innovation. 
 
Around 6% of global footwear production, or 863 million pairs, takes place in the EU. This is  
now below the production levels in South America. Production in the USA and Central America  
is well under half of EU levels. The US footwear industry was hit hardest, producing just 40 
million pairs now, down from 500 million pairs 20 years ago. In 2008, total EU footwear 
production valued € 18 billion and was down by an average annual 2.7% in value and 4.0%  
in volume since 2004. 
 

Table 2.1   EU production of footwear 2004 – 2008, € million / millions of pairs 
  

2004 
 

2006 
 

2008 
Average 

annual % 
change 

in value 
  

value volume value volume value
 

volume 
         
Total EU 20,261 1,015 19,236 911 18,162 863 -2.7
Italy 7,866 278 7,643 257 7,214 221 -2.2
Germany 3,959 219 3,711 196 3,749 193 -1.4
Spain 2,135 147 2,059 118 1,765 109 -4.7
Romania 1,302 83 1,486 91 1,455 89 2.8
Portugal 1,471 85 1,339 72 1,212 61 -4.7
France 1,317 54 1,135 44 980 31 -7.2
Austria 331 11 301 9 291 8 -3.2
Poland 286 52 247 41 253 44 -4.0
Slovakia 229 15 252 17 241 17 1.3
United Kingdom 269 14 241 12 217 11 -6.3
Finland 159 3 144 3 142 3 -2.8
Bulgaria 92 8 107 10 123 14 7.5
Greece 147 6 142 6 121 5 -4.8
Hungary 151 17 105 13 97 9 -10.5
The Netherlands 89 3 83 3 79 3 -3.0
Denmark 48 5 53 5 51 5 1.5
Slovenia 41 2 30 2 28 2 -9.1
Sweden 34 1 31 1 26 1 -6.5
Czech Republic 32 6 27 5 25 5 -6.0
Ireland 26 1 26 1 25 1 -1.0
Belgium 23 1 24 1 21 1 -2.3
Estonia 19 1 16 1 16 1 -4.3
Lithuania 8 1 10 1 9 1 2.9
Cyprus 12 1 10 1 9 1 -7.0
Latvia 9 1 9 1 8 1 -3.0
Malta 6 0 5 0 5 0 -4.5
Source: National Statistics Offices, National Associations, Trade Estimates (2010)             
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In 2008, the total EU footwear industry represented nearly 0.5% of total turnover of EU 
manufacturing. However, this ratio was much higher in Italy, Spain and Portugal, where almost 
70% of EU footwear production takes place with Italy being the largest EU producer. This has 
historical reasons where expertise in shoe making had developed over many years. Relationships 
between countries also exist in how footwear is produced, for instance the relationship between 
Romania and Italy for footwear parts.  
 
Within the Eastern EU countries, Romania, Poland, Slovakia and Bulgaria are the largest 
footwear producers. Here, footwear manufacturing is also an important industrial sector. 
 
The EU footwear industry comprises 13,500 small and medium sized companies. Around  
198,000 people were employed in 2008 in footwear manufacturing in the EU.  
Smaller companies have the advantage to be more flexible and specialised. However, their 
production is labour intensive and can be partly automated. Many smaller companies do not  
have financial resources to compete on a global scale.  
Within medium sized companies, there is continuous pressure to be more efficient. Those 
companies who do have the financial resources, invest in new technologies. This enables less 
labour-intensive production, which means a fall in employment.  
 
In addition, the economic downturn will affect EU producers more than producers in Asia.  
Asian producers can produce for their expanding home markets such as Chinese or Indian 
footwear markets, or they can produce/outsource for emerging markets.  
 
EU production by product group 
Leather footwear accounts for 72% of the production value, up from 67%. Within leather 
footwear, parts had a significant volume share. Between 2004 and 2008, the volume of total 
leather footwear production averaged around 22%.  
Other footwear was also dominated by footwear parts. Other footwear accounted for 65% of  
all volume, a small increase since 2004, and 25% of production value, an increasing share.  
Textile footwear production was in decline, from approximately 8% of production in 2004 to  
5% in 2008. Rubber or plastic footwear production accounted for 3% of value but its volume 
share is now around 2%. 
 
Please note that these shares give a rough indication. For confidentiality reasons not all  
production figures are declared, and there is a significant element of non-official (either  
undeclared or smuggled) trade, or outsourced agreements that does not show up in the  
official figures.  
 
Growing industries 
Within the new Member States, Romanian production increased rapidly up to 2007, but fell  
in 2008. It benefited from outsourcing by EU countries, especially Italy, with whom there are 
strong historical and cultural links. Production is also growing in Bulgaria that has benefited  
from increased demand due to an increasing market, both within the EU and abroad. On the 
other hand, footwear manufacturers from Bulgaria and other Eastern EU Member States have 
lost business to Asian suppliers, many of whom have both lower cost bases and are 
technologically well developed. 
 
Declining industries 
Since 2004, production has fallen, particularly in Italy, Spain, Portugal and France and to a lesser 
extent in most other EU countries. The main reasons are a lack of international competitiveness 
of mass produced footwear and a falling consumption in the home market. 
 
 

 Since 2008, there were cases of take-overs of Italian footwear manufacturers in Northern Italy 
 (Brenta) by Chinese competitors who concentrate on making footwear parts. Italian employees 
 are sent home and being replaced by Chinese employees. 
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However, there are EU manufacturers who still benefit from their reputation/brand such as  
Dr Martens or Gabor. While others are surviving by selling through their own retail outlets (C&J 
Clarks, Salamander, Mephisto, Ecco, Bata) or by targeting niche markets by making specialised 
footwear such as safety footwear, waterproof footwear, sailing shoes, golf shoes or dancing shoes. 
 
Previously strong footwear industries in parts of Eastern Europe that supplied the former Soviet 
Union, have collapsed and have difficulties to adapt to the new market environment. For 
example, the previously sizeable Hungarian footwear industry (-10.5%) is a shadow of its former 
self, while neighbouring Slovakia (+1.3%) has emerged as a more flexible industry that has 
formed links with other western EU Member States. 
 
Scandinavian producers especially in Denmark concentrate on specific niche products or design 
styles that have been successful. Production in Finland and Sweden has dropped due to their high 
production costs, despite the fact they are highly skilled and technologically advanced. They 
continue to be involved in the industry through design and marketing, using outsourced suppliers.  
 
2.2 Trends 

 
The EU footwear industry is now fairly mature and the downward fall in the size of the EU 
production industry is expected to continue. However, the rate of decline is likely to slow down 
as the EU industry recognised the need to restructure and to adapt more effectively to the global 
trading environment. The following trends will illustrate this. 
The EU industry is split between countries that take a very protectionist approach to the market 
(e.g. Italy, France), and those that hold a more open market perspective without the need for 
major tariff barriers. This may impact on the capacity of the industry to work together in the EU.  
 
Outsourcing in China, Vietnam and India 
Outsourcing has been an ongoing trend for a number of years. Many of the leading (sports) 
footwear brands that originate in the EU have production facilities throughout the world, 
depending on the location of their main markets. The majority of larger production facilities have 
been outsourced to China, Vietnam and India in particular. Before anti-dumping duties were 
imposed in 2006, Asian countries could benefit from GSP tariffs (General System of Preferences) 
and trade incentives from WTO (World Trade Organisation). This has resulted in annual increase 
ratios of 10% in the Chinese and Indian footwear production. 
 
Increased outsourcing has made the footwear industry highly globalised and has created a 
competition between producers in the EU and in Asia. Now Chinese producers are taking  
up 60% of all footwear produced in the world.  
In addition, the large (non-specialist) EU retailers have put more pressure on footwear prices 
and margins by sourcing from Chinese producers. In fact, they have fuelled competition in the 
EU footwear markets by pushing their own brands at the lowest possible price and change their 
collections 4 to 6 times a year. 
 
However, outsourcing in China by EU footwear producers is expected to fall because of higher 
costs of imported footwear from China. This will be due to: 
• Continued anti-dumping duties until 2011 – see also chapter 6. 
• The appreciation of the Chinese Yuan with an expected rise of 35% in 2012. Now the  

average price of an imported shoe from China is € 4.5, in 2012 this price will be € 6.1. 
• Higher wages of Chinese employees due to a rising cost of living.  
 
Outsourcing in nearby countries 
Previously the footwear industry has worked with changing fashions twice a year. Now fashion 
changes are faster and more ad hoc. The influence of media and celebrities on footwear styles 
has meant that EU producers have also had to adapt to a much more rapid turnover in footwear 
styles and lead times are greatly reduced. Therefore, outsourcing is increasingly taking place in 
nearby countries that are able to supply smaller quantities and guarantee a time-to-market of  
2 -3 weeks.  
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For example, Italy, Germany and France have relocated some of their production to Bulgaria, 
Romania, Hungary and Czech Republic. For their footwear industries, this is a good opportunity 
to grade up and to stay competitive, as the EU partners provide the know-how to make well-
designed footwear for the fine and medium segments. North African countries such as Tunisia, 
Morocco, Algeria as well as Turkey are important outsourcing countries for footwear for the 
medium and economical segments. 
 
Look to emerging markets 
The most noticeable trend across the major footwear producers in the EU is a focus on exporting. 
While many domestic markets are struggling under the weight of low cost imports, EU producers 
are discovering that they can find markets for (branded) luxury footwear in emerging economies 
such as Russia (consumption in 2007 was € 4.4 billion), China (€ 17 billion), Brazil (€ 8.6 
billion), India (€ 1.0 billion) and the Middle East (€ 1.9 billion). In China for example, the 
growing wealth, implies half a billion consumers that will have a similar disposable income as  
consumers in the EU and USA. 
 
Cooperation and Joint promotion 
In order to compete on a global level and share some of their costs, smaller producers have  
been joining with colleagues, designers and trade associations. This has proved to be much  
more powerful than working as individuals. In order to compete with Asian suppliers, joint 
promotions that are organised by trade associations provides a chance for smaller producers to 
reach new markets. The leading producer countries (Italy, Germany, France, Spain and Portugal) 
have all embarked on a campaign of “origin marking” to help their sales efforts in both domestic 
and overseas markets.  
“I love Italian shoes” and “Made in Spain” are some examples of promotion campaigns that are 
communicating creativity, fashion, origin and craftsmanship in different ways, particularly at  
the international trade fairs. 
 
Innovation and added value 
As footwear from China is much standardised and consumers want more choice, the recent 
buzzwords in EU footwear production are: innovation and added value.  
While partial or total production has been outsourced in many cases, control over research and 
design has remained in the EU. These are seen as the main sources of added value and new 
product innovations. Some examples are: 
• The success of Geox footwear being breathable and comfortable. 
• Improving leather softening technology. The feel of a leather-made article is one of its great 

advantages over non-leather made products.  
• Developments in soles for comfortable walking such as the cushioning system of Camper.  
• Improvements in waterproof footwear.  
• Control of the colouring process to guarantee a consistent shade on a regular and reliable basis. 
• Digital printing techniques are improving to the extent that allows very advanced customisation 

and personalisation of footwear – see also Appendix E. 
 
Attention to workmanship 
Manufacturers are realising the point of difference that can be achieved by increasing attention 
to detail, particularly in the finishing of footwear. When there is significant global competition, 
the choice of supplier often is decided upon by small details in finishing. This might be in mixing 
leather with metallic materials, or in the embossing, quilting and pleating in textile materials.  
In synthetic materials, there has been a return of leathers processed with faded, drummed, 
wrinkled effects, generally creased and distressed. There are many examples of such details and 
there is a trade-off to be reached between cost and quality at this level of detail. 
 
Environmental challenges and opportunities 
Environmental concerns continue to move up the priority list for footwear producers. Meeting 
EU requirements for environmental legislation is expensive. It requires investment in new 
technologies. The leather industry uses a lot of water in the tanning process. Pollution in the 
water supply, as well as shortage of water in some countries, such as Spain, is forcing major 
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changes to working practices. The legislation has discouraged many small producers from 
continuing in business, as it is not so easy to combine environmental and economic benefits. 
Nevertheless, other EU producers challenged to use environmental issues as a competitive 
advantage against Asian producers. Many tanneries have become more flexible and can adapt 
to the rapid changes in demand. They also use vegetable tanning, gaining many luxury goods 
clients, who increasingly appreciate environmental concerns. 
 
Cost reduction in the supply chain 
As well as collaborating on designs, there has been initiatives that are designed to reduce costs 
in the supply chain. For example, production plants for leather and textile chemicals are being 
merged, as each sector is relatively inefficient. But by merging them, each sector benefits from 
lower input costs. 
 
Keep an eye on retailers 
As important as maintaining a production base, is maintaining control over distribution. 
Producers have not only to compete with low cost producers, they also have to content with the 
growing power of major retailers, who are influencing the shape of the footwear market in ways 
not seen previously. 
 
Wider sales network in the EU 
Modern footwear makers aim to produce and distribute through a wider sales network such as 
hypermarkets and fashion retailers in their own country or in other EU countries. Compared to 
Asian suppliers, they have a competitive advantage by being closer to their clients, by being 
more responsive to fashion changes, and by being able to deliver fast. 
 
2.3 Opportunities and threats 
 
+ Opportunities can be found in the production of footwear using the latest environmentally 

friendly production techniques, or using products made from recycled materials. This is 
clearly one of the biggest growth segments that all producers need to prioritise highly. 

+ As the EU industry looks for ways to cut its cost and to innovate, there will be opportunities 
 created by forming working partnerships with companies who still wish to keep control of their 
 business but who would be prepared to outsource production to a lower cost country. For 
 example, Italian manufacturers have had to adapt their systems to remain competitive. They 
 now have forged partnerships with domestic and overseas suppliers.  
 The best form of partnership is likely to be with an EU company with a similar outlook to 
 yourself, and one that operates in a niche market.  
+ The dominance of the Chinese footwear industry in the world market, being seen as a threat, 

will undoubtedly create opportunities for innovative and flexible companies from smaller 
countries that can offer footwear in smaller quantities.  

-   The EU industry is increasingly adapting itself to the demands of the global marketplace. This 
will provide a threat to exporters from developing countries. DC exporters need also to keep 
up with new production technologies, and ensure that their own businesses are efficient. 

- To be in the best position to take advantage of these opportunities, you need to be flexible in 
your production, to be reliable and meet demands of short lead times. 

-   Frequent changes in collections and more careful spending consumers, will see a move 
towards EU retailers choosing to find sources of supply closer to home. The new Member 
States with their own leather industries, especially Romania, Poland and the Czech Republic, 
represent a threat to developing country exporters. These countries will wish to develop 
inroads into other EU markets. 

 
2.4 Useful sources 
 
See individual country reports for specific production information by country and interesting 
players in each country. 
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• The European Confederation of the Footwear Industry (http://www.cecshoe.be) is the 
 organisation that represents producers in Europe. 
• TFL – http://www.tfl.com - is a supplier to the industry, based in Germany. It produces trend 
 information in addition to other services. 
• The China Leather Association – http://www.chinaleather.org - has information on this global 

industry, as does the Indian Leather Portal – http://www.indianleatherportal.com - and the 
Indian Council for Leather Exports – http://www.leatherindia.org    

• There is information on the EU footwear industry on the European Union website at 
 http://ec.europa.eu/enterprise.  
• Production data can be found on the European Union website. Go to 

http://epp.eurostat.ec.europa.eu and Go to ‘Statistics’ and select ‘ Manufactured goods’  
under ‘Industry, trade and services’ and look under ‘Data’.  

• The Footwear Association of Importers and Retail Chains (FAIR) represents the interests  
 of more than 100 footwear companies (http://www.fair-eu.org). It was set up to represent  
 a particular position for certain importers and retailers in respect of the anti-dumping tariffs. 
• The CBI website – http://www.cbi.eu/marketinfo - also features environmental information. 
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3 Trade channels for market entry 
 
3.1 Trade channels 
 
The main distinction in the footwear market in terms of distribution or source of supply is 
between specialist distribution and non-specialist distribution.  
 
In specialist distribution the product is handled by specialised importers/wholesalers or agents 
and retailers who primarily deal in different types of footwear. Large retailers often buy direct 
from foreign manufacturers. Specialist retailers represented 58% of the EU footwear 
distribution in the larger EU markets in 2008 (see Table 3.1). They are organised in the form 
of large chain stores or buying groups, or are small independent stores. In most other EU 
countries this ratio is higher.  
 
In non-specialist distribution, footwear is just one of many products handled by the retailers  
in question. They buy from specialised importers/wholesalers or direct from foreign  
manufacturers. Non-specialist retailers include sports stores, clothing stores, department stores, 
super/hypermarkets, discounters, factory outlets drugstores and market stalls. This channel 
represented 42% of footwear distribution in 2008 and grows rapidly as most of these outlets  
offer footwear at low prices. 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
As shown in Figure 3.1, consumers can buy footwear at many different retailers. This wide choice 
has made the footwear distribution structure very diverse. In most EU countries, the traditional 
route from manufacturer to importer/wholesaler to retailer still dominates, particularly in 
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Southern EU and Eastern EU Member States that have many small footwear shops. The importer 
or wholesaler usually holds the footwear in stock.  
 
For exporters in developing countries, the physical distribution of footwear can be a problem.  
When exporting footwear for the first time, importers or wholesalers are the best channels.  
They have a good knowledge of the market and provide the safest and most effective method  
of distribution for exporters from developing countries.  
 
Importers / wholesalers 
By buying on his own account the importer takes title to the goods and is responsible for  
their onward sale and distribution in his country and/or in other EU markets. Those importers 
who are not exclusively tied to a brand manufacturer usually buy and sell the goods, take care  
of import/export procedures and stock the footwear. Importers usually sell direct to specialist 
retailers, department stores, sports or clothing shops through permanent exhibition centres, 
while others have their own sales staff who visit retailers on a regular basis and take orders. 
 
The importer has contacts in the local market, knows the trends and can supply considerable 
information and guidance to the overseas manufacturer. The development of a successful 
working relationship between manufacturer and importer can lead to a high level of co-operation 
with regard to appropriate designs for the market, new trends, use of materials and quality 
requirements. Some importers also act as wholesalers. 
 
Wholesalers often supply independent or specialist footwear shops and play a major role in the 
supply of a particular type/style of footwear. They often specialise for example in women’s’, 
children’s or sports footwear, or in indoor slippers, or in sneakers or boots. They usually  
carry a wide variety of shoes. Wholesale margins have traditionally been quite high, but their 
influence is diminishing due to the increasing dominance of large retailers and the increasing 
acceptance of online trade. 
 
The following other channels are good alternative distribution channels for exporters: 
 
Agents 
In your own country, there are buying agents. These are independent companies that act on 
the instructions of their principals and function as intermediaries between buyer and seller. 
They do not buy or sell on their own account. They work on a commission basis and represent 
one or more larger manufacturers/suppliers/retailers, although competition is avoided. Often 
the buying agent has his office in the supplying country. 
In the target country, there are selling agents. They work on a contract and commission basis  
for one or more manufacturers. Some of them sell from stock in order to meet their clients' 
short-term demand, which is on a consignment basis. If an agent builds up his own stock, he  
is in effect functioning as a wholesaler or distributor.  
 
Buying Groups 
These groups act as purchasing agents and buy direct from manufacturers for their individual 
members (retail shops). Buying groups are promoting themselves as an organisation with their 
own marketing and brand. They also act as financial intermediaries between manufacturers and 
retailers. Before each season starts, footwear ranges are selected by committees, which are made 
up of members of the buying group. The largest European buying groups are Ariston Nord West 
Ring, Garant Schuh and Euro shoe. Buying groups are also common in non-specialist distribution, 
particularly in the clothing and sports sectors. Intersport and Sport 2000 is the largest buying 
groups for sports footwear. In the Middle and Northern EU countries, small retailers are often 
members of a buying group in order to join forces to compete with large chain stores.  
 
Local suppliers 
Faced with rapidly rising production costs, manufacturers are increasingly assuming the 
additional role of importers. Like importers, they look for low-cost sources that produce footwear 
on a made-to-order basis. They sometimes buy in parts or buy some components. The main 
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advantage is that this footwear can be made according to their own design, quality, private label 
and colour specification. Some footwear suppliers operate their own retail outlets in their local 
market as well as in other EU countries, such as CJ Clarks (based in the UK), Eram (France), 
Salamander (Germany) or Ecco (Denmark).  

International suppliers or fashion houses 
Most big brand suppliers have their headquarters in the USA or in the EU and act as suppliers/sales 
organisations of powerful international brands. These suppliers or ‘fashion houses’ have their own 
design, product development, marketing and purchasing departments. Their buyers operate all 
over the world and outsource their production mainly outside the EU, especially in China, India or 
in other (developing) countries. Sales, marketing, order control, logistics and service are done by 
their exclusive importers in each EU country. 
 
There are two kinds of fashion houses: 
• Luxury fashion houses design and develop their own exclusive footwear ranges, sometimes 

along with clothing and fashion accessory collections. Some main brands include Sergio 
Rossi, D&G, Jimmy Choo, Prada, Gucci, Louis Vuitton, Chanel, Yves Saint Laurent. 

• Mainstream fashion houses develop a wider range of items in the medium – fine segments  
at an affordable price for a broad consumer group. There are many different brands (including 
clothing and sports brands) such as Bally, Chloé, Burberry, MiuMiu, Geox, Converse-All Star, 
Kickers, Clarks, Dr Martin, Adidas, Puma. 

 
Their distribution centre controls the actual distribution of the goods. Most centres have advanced 
order control systems and are able to supply items to any EU country within 48 hours. Deliveries 
can be made to importers/wholesalers, buying groups, large retailers, boutiques or to their own 
single brand stores. These stores are strongly represented in France, Italy, the UK and the 
Netherlands and are expanding in other EU countries. 
 
See Chapter 3 of the CBI Export Guidelines for more information on the selection of the best 
channel to best suit your own circumstances. 
 
Retailers – footwear specialists 
Footwear chain stores: These specialist stores are usually part of a national or international 
chain store or franchised operation under the same name and a central management. Chain 
stores represented around one third of footwear sales in the Germany, UK, the Netherlands 
and Belgium – see Table 3.1. The large chains operating in the EU footwear market are 
Deichmann (Germany), Vivarte (France) and Macintosh (the Netherlands). 
 
Table 3.1    Share in footwear sales by retailers in the main EU markets in 2008 
 Germany France UK Italy Spain Netherl. Belgium

Footwear specialists 
Chain stores* 
Buying groups 
Independent shops 
Non-specialists 
Department stores 
Super/Hypermarkets 
Sports retailers 
Clothing retailers 
Internet/mail order 
Others** 

65% 
34% 
24% 
7% 

35% 
6% 
9% 
*** 
9% 
8% 
2% 

57% 
23% 
14% 
20% 
43% 
1% 
7% 
21% 
5% 
5% 
4% 

44% 
30% 
9% 
5% 

56% 
8% 
7% 
16% 
9% 
11% 
5% 

51% 
18% 
11% 
22% 
49% 
6% 
5% 
14% 
8% 
5% 
11% 

63% 
21% 
12% 
30% 
37% 
10% 
4% 
9% 
8% 
2% 
4% 

66% 
40% 
19% 
7% 

34% 
7% 
1% 
11% 
8% 
3% 
4% 

61% 
46% 
na 

15% 
39% 
3% 
6% 
12% 
6% 
3% 
9% 

  * Includes multiples, franchised stores and chain stores/boutiques 
** Includes market stalls and factory outlets 
*** Sports retailers share is not included in German retail shares, but was estimated at 14% 

Source: Mintel, Euromonitor, BDSE, Percepta, Keynote, HBD, Gfk (2010)
 
Most chain stores have standardised product ranges and are located on the high street or at 
out-of-town shopping centres. Because of volume discounts from their suppliers, they can  
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offer items at low to medium prices. These stores have been doing well in most EU markets. 
However, footwear chains have suffered from competition from (footwear) discounters, sports 
retailers, clothing retailers and hypermarkets in the past few years. In addition, some chain 
store retailers have reached saturation point in their own country due to local market conditions 
or planning restrictions in respect of shopping centres and have looked abroad for expansion. 
This partly explains their rapid expansion in the new Member States.  
 
There is a major trans-national aspect to specialist footwear chains, and non-specialist chains. 
In many instances, purchasing decisions are taken in the country of the retailer’s parent 
company. However, you should approach the local office of the affiliate in the first instance.  
This can vary between different retailers. 
 
Independent Footwear shops 
In the Southern EU markets small footwear shops are well-represented, as is shown in Table 3.1. 
However, in the Middle and Northern EU markets the involvement of small shops in the sale of 
footwear is confined to specialist niche products and high quality footwear. Some smaller shops 
that know the latest trends in fashion, sell some designer footwear in order to attract younger 
people to their stores. These are similar in many ways to boutiques. In Eastern EU Member 
States, small footwear shops still represent a greater part of footwear retail sales. 
 
Independent Footwear shops - Boutiques 
Boutiques sell special footwear collections including higher quality leather goods. In recent 
years, the consolidation of large luxury goods groups has led to new fashion brands being 
launched into the market. Luxury fashion houses sell through exclusive boutiques, selling their 
entire brand portfolio and control them strictly under a central management system.  
 
On the other hand, mainstream fashion houses often sell to general boutiques that carry some 
brands aimed at their target group within a particular concept. These outlets sell a limited range 
of footwear, usually sourced from third parties, and they act more independently. Both 
exclusive and general boutiques are strongly represented in France, Italy and Spain. As most  
of them are independently owned, a growing number of general boutiques are joining buying 
groups, franchises or chain stores in order to meet competition from non-specialists. 
 
Most specialist shops have to cope with issues such as more demanding consumers, more 
competition from non-specialists, discounters, and cheap imports. In order to differentiate, 
footwear specialists are continually seeking new sources to develop their own exclusive 
collections. In addition, they try to demonstrate that they retain a point of difference from  
newer types of retail outlets, usually in terms of personal service and specialist advice. 
 
Retailers – non-specialists 
Non-specialists have greatly developed their footwear sales in recent years, as footwear is seen 
as one of a range of accessories and not just for specialists. Many non-specialist retailers have 
considerable buying power and have also attracted customers with lower prices and longer 
opening hours. The increased sales made by all these outlets in the past few years illustrates  
the shift from formal to casual footwear. Most non-specialists have started to sell sports footwear, 
ballerina’s, espadrilles, sandals, slippers, flip-flops and other sorts of casual footwear.  
 
In 2008, non-specialist retailers were particularly well-represented in the UK (especially Internet), 
Germany (super/hypermarkets), Spain (department stores), France (sports retailers) and 
Eastern EU countries (street markets, clothing chains and factory outlets). 
 
Department stores  
These stores are important in the footwear market. They often buy fashion driven footwear 
directly from importers or manufacturers and require that the supplier takes the risk if they do 
not sell. At the start of a business relationship, department stores place small orders, then if 
the item starts selling well, large orders follow. 
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The German Karstadt (91 stores), Kaufhof (141) and the Spanish El Corte Inglés (68) in 
particular are leaders in the EU. They have footwear departments and concessions (shop-in-shop) 
in their stores, including their own brand. Department stores in other countries include Galleries 
Lafayette (France), John Lewis (UK), Coin (Italy) and V&D, Bijenkorf (the Netherlands) as well  
as a large number of variety stores – see also the CBI country surveys for Footwear. 
  

Sports retailers 
These are strongly represented all over Europe and are expanding in Eastern EU countries. 
Sports chain stores have grown along with the growth of out-of-town shopping centres. They 
carry the major sport footwear brands and their main target groups are recreational sportsmen  
or women. In 2007, Décathlon was the largest chain store operation with huge outlets throughout 
the EU (sized between 2,000 and 10,000 m²). Decathlon is followed by Sports World (UK),  
JD sports (UK), JJB Sports (UK), and Go Sport (France).  
Buying groups of which the largest EU group is Intersport. Their family focussed stores offer 
‘expert advice’ on sports. Sport 2000 is the second largest EU buying group. They are more fashion 
focussed. Other major buying groups include Twinner/Technicien du Sports, who mainly operate 
in France, Italy and Spain.  
 
Clothing retailers 
Clothing retailers take up around 8% in most EU countries – see Table 3.1. International and 
national chains play a major role in selling footwear. These store groups usually have their own 
branded collections in addition to seasonal collections from manufacturers. Young consumers 
tend to buy footwear at the same time as new clothes as part of a total outfit. Others buy 
footwear on impulse. Well-known clothing chains that stock footwear include H&M, Zara, Next, 
Caroll, Kookai, Didi, Guess, Mexx, Esprit, Wallis, Oasis, Dorothy Perkins, Top Shop, Cisalfo, 
Krizia, Cacharel, Cotarelli, Cortefiel and Mango. 
Discount clothing retailers have been successful resulting due to the recession, particularly 
retailers such as New Look, Primark (also in Spain and Ireland) and Matalan. Whereas in Eastern 
EU countries the well-known chains (H&M, Zara) operate their own factory outlets or second 
hand stores. 
 
Hypermarkets, supermarkets and discounters  
These have grown in importance and contributed to increased price competition in the whole 
market, with discounters selling at low prices. Like most department stores, they concentrate  
on fast-moving footwear for the whole family of relatively low price with a high turnover. Some 
large retail organisations such as Carréfour (France), Metro and Aldi (Germany), and Tesco (UK) 
have footwear manufactured in low cost countries under their own brand.  
In doing so, they are able to avoid the additional costs of using wholesalers or importers, thereby 
increasing their profit margins. This also enables them to pass on savings to consumers in the 
form of lower prices. The growth of textile discounters selling footwear has been considerable, 
especially in France, Germany and Portugal. Recently they grade up to ‘convenience discounters’ 
e.g. in Austria. 
 
Street markets and factory outlets 
Street markets are important especially for footwear in the economical segment and are well 
represented in Eastern and Southern EU countries. They sell stocks from manufacturers, 
importers and wholesalers and are not involved in importing. Women’s inexpensive and 
counterfeit footwear are mostly sold here.  
 
Factory outlets are an example of vertical integration by manufacturers wanting to sell ‘out of 
date articles’ from unsold stock direct to consumers and are growing in importance in the EU. 
Factory outlets often sell footwear and leather goods. Due to a lack of adequate legislation, 
they are a threat to retailers, especially in Italy, Portugal and Belgium. According to the 
specialist ‘Magdus’ there were over 100 factory outlets established in the EU between 2001  
and 2009. They now represent a total selling space of 1.5 million m². 
 
Mail order has always been an important channel, especially for low to medium priced casual 
footwear and sports footwear. Some mail order companies include Universal, Otto group, Baur 
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Versand, Klingel, Redcats, Camif, Trois Suisses, La Redoute and Neckermann. However, these 
operators are now suffering from the growing popularity of Internet sales via the dedicated 
websites of specialised retailers, department stores and many other non-specialist retailers,  
not to mention companies that only use this channel.  
 
Internet sales are growing strongly in this sector in most EU Member States and the Internet  
is a significant source of information and all analysts predict this channel become even more 
significant. Some interesting websites that are helping to drive this include 
http://www.spartoo.com and http://www.asos.com. They have achieved success by providing 
fashion advice as well as selling footwear.  However, in many EU countries consumers still prefer 
to try out items before they buy. 
 
Stock control important 
A major challenge for footwear retailers is stock control. Sophisticated systems can assist in  
the process of maintaining manageable stock levels. Manufacturers (including exporters from 
developing countries) are continually bringing in new products with no proven guarantee that 
they will sell through. Finding the correct balance between proven best sellers and new 
merchandise is difficult, particularly when consumers are becoming increasingly fickle. 
Consumers are continually looking for and expecting to see new ranges, so some retailers are 
tempted to stock all new styles of footwear. This implies short lead times and regular supplies 
especially to direct to retailers and to a lesser extent to wholesalers. Exporters of developing 
countries that are closer to the market may have an advantage here.  
 
Future trends in retailing 
In future, specialised retailers will focus more on the medium and fine segments of the market 
and advertise their products effectively to try to retain their market position. Footwear specialists 
will concentrate on giving good advice and service to consumers, especially in Southern and 
Eastern EU countries. In all EU countries, the importance of non-specialist channels will continue 
to grow, particularly driven by convenience and lower prices. 
 
3.2 Useful sources 
 
It is useful to contact specific operators in each of the distribution channels. To get a good idea 
as to how they operate, or to find advice, it is recommended you talk to other people you know 
who have looked into exporting footwear to the EU. 
 
• There is an umbrella organisation, called the European Confederation of Shoe Retailers 
 Associations (CEDDEC) that represents the interests of footwear retailers in Europe.  
 The main objectives are to determine and defend the common interests of its members  
 and to provide these members with general information about the market and laws of the 
 sector. You can contact them by email at mailto:info@cecshoe.be or visit their website 
 http://www.cecshoe.be 
• An Indian company called Exim Infotek - http://www.eximinfo.com - publishes a directory  

of European importers of all types.   
• The European Association of Fashion Retailers - http://www.aedt.org - covers the clothing, 

accessories and footwear sectors.  
• At the site http://www.shoeinfonet.com you can also find information on developments in 
 prices and margins. Both sites have a directory of European importers.   
• You can find agents or trade representatives through local trade associations, chambers  
 of commerce, fashion centres and trade directories.  
• Names and contact details for the major players in each of these distribution channels  
 can be found in the CBI country surveys for Footwear. 
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4 Trade: imports and exports 
 
Trade statistics in this Chapter are taken from Eurostat. Eurostat bases its statistics on 
information from the Customs and EU companies, which is given on a voluntary basis. Not all 
transactions are registered, particularly intra-EU trade such as those by smaller countries and 
transactions from non-EU sources. Consequently, intra-EU trade tends to be understated. On the 
other hand, figures for trade between the EU and the rest of the world (extra-EU) are accurately 
registered, and therefore more precisely presented in these statistics. Nevertheless, they must 
be treated with extreme caution and are only intended to give an indication of trade flows in the 
international footwear market. 
 
Please not that there is a large element of ‘non-official’ trade that is not declared in the trade 
statistics. In fact the trade between Asian countries and the EU may be much bigger, especially 
of counterfeit footwear and cheap footwear with leather uppers (sneakers) which are ‘dumped’ 
by China and Vietnam at very low prices to the EU, particularly to the new Member States. 
 
4.1 Total EU imports 
 
The EU is the world’s largest importer of footwear, importing approximately 25% more than the 
volume of USA imports, the next largest importer. EU imports in 2008 were valued at almost  
€ 27 billion, or 3.1 billion pairs. The 4.0% average annual increase in value since 2004 compares 
with a more significant 6.3% average annual increase in volume. These two key figures illustrate 
the increasing role that imports are playing in the EU market. 
 
Table 4.1 EU Imports of footwear 2004-2008, € million / million pairs* 
 2004 2006 2008 Average 

annual % 
change in 
value  

 value volume value volume value volume 

         
Total EU, of which from 22,750 2,450 26,710 2,894 26,585 3,129 4.0  
Intra-EU 11,905 717 13,563 756 14,670 868 5.4  
Extra-EU ex. DC 2,556 212 2,046 116 472 29 -34.5  
Developing countries 8,289 1,521 11,101 2,022 11,443 2,232 8.4  
         
Source: Eurostat (2009) *See Appendix D for more detail 
 
The majority of the growth has come from some of the new Member States, with one or two 
notable exceptions such as Greece, Spain and Denmark (see footwear country reports for more 
detail). The major source of import growth has been from developing countries, whose share of 
imports has increased from 36% by value (62% by volume) in 2004 to 43% by value (71% by 
volume) in 2008.  
 
Increases were registered in the footwear supplies of China, India, Indonesia, Brazil, Tunisia, 
Morocco and Bosnia Herzegovina. There were falling supplies from Vietnam, Thailand and 
Croatia. See further Tables 1-5 in Appendix D for more information. 
 
Intra-EU trade still accounted for over half the value of imports, but less than a third of import 
volumes. Intra-EU trade has been maintained partly by the recent expansion of the EU itself. The 
trend appears to suggest that developing country imports, already dominant in volume terms, 
will soon be the largest value sector of imports. 
 
These significant increases in volume have not been accompanied by similar increases in 
consumption due to the recession. Although the EU market has been growing overall, a large 
proportion of this growth in imports has come at the expense of the EU’s own footwear industry. 
Between 2004 and 2008, EU production value decreased by an annual average of 2.7%, while 
EU production volume decreased by an annual average of 4.0%. 
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4.2 EU imports per product group 
 
The main product groups are shown in the next four tables. Note that imports by product group 
for individual Member States are provided in the CBI country surveys for Footwear. 
 
Footwear with leather uppers 
Footwear with leather uppers represented the largest product group, as shown in Table 4.2, 
accounting for 59% of the imports by value (31% by volume, or 976 million pairs). The higher 
value reflected the higher prices paid for footwear made from leather. Within this group, Outdoor 
footwear with other outer soles made of products other than leather was the pre-dominant  
sub-group (781 million pairs).  
 

Table 4.2 EU imports and leading suppliers for footwear with leather uppers 
2004 - 2008, € million / millions of pairs, share in % of value*  

 2004 2006 2008 Average 
annual % 
change in 
value  

 value volume value volume value volume 

        
Total EU, of which from 13,060 838 15,973 978 15,760 976 4.8
Intra-EU 7,639 350 9,164 391 9,943 468 6.8
Extra-EU ex. DC 1,629 117 1,352 82 321 43 -33.4
Developing countries 3,791 371 5,457 505 5,496 465 9.7
       
Sports 793 52 817 48 737 38 -1.8
Indoor 129 20 131 22 119 20 -2.0
Outdoor leather outer 
soles 

1,869 80 2,055 80 2,137 137 3.4

Outdoor other outer soles 10,269 685 12,970 828 12,768 781 5.6
Source: Eurostat (2009) *See Appendix D for more detail 
 

Italy was the largest EU supplier to the EU (€ 2.6 billion in 2008, 146 million pairs), while China 
was the largest volume supplier (160 million pairs). Developing country imports were valued at  
€ 5.5 billion in 2008 or 465 million pairs. Supplies from other developing countries increased 
significantly- see Appendix D – table 2. Whilst increases were registered in supplies from most 
developing countries, supplies from Vietnam were down. However, Vietnam remained the second 
largest developing country value supplier. 
 
Footwear with plastic or rubber uppers 
The next largest product group was footwear with plastic or rubber uppers, valued at € 4.2 billion 
in 2008, equivalent to a 4% annual increase since 2004. Increases by volume were greater, as 
shown in Table 4.3. This product group represented 16% of total EU footwear imports by value 
(38% by volume). Within this group, Outdoor footwear was the dominant sub-group 
representing 85% of the total value of imports (89% by volume).  
 

Table 4.3 EU imports and leading suppliers for footwear with plastic/rubber    
uppers, 2004 - 2008, € million / millions of pairs, share in % of value* 

 2004 2006 2008 Average 
annual % 
change in 
value  

 value volume value volume value volume 

         
Total EU, of which from 3,598 812 4,255 1,030 4,215 1,179 4.0  
Intra-EU 1,505 162 1,612 174 1,619 192 1.8  
Extra-EU ex. DC 195 58 93 14 37 7 -34.1  
Developing countries 1,898 592 2,550 842 2,559 980 7.8  
        
Sports 649 101 619 70 556 73 -3.8  
Indoor 57 36 60 41 67 58 4.1  
Outdoor 2,892 676 3,576 919 3,591 1,048 5.6  
Source: Eurostat (2009) *See Appendix D for more detail 
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Intra-EU supplies accounted for 38% of all imports, down from 42% in 2004. While within the 
extra-EU supplies, there was a major fall in supplies from Hong Kong, Taiwan and South Korea 
and Macao. 
 
Developing country supplies increased over the period, up from 53% to 61% of all imports. 
Supplies from China, the leading importer were valued at € 1.8 billion, up an average annual 
16.5% from € 981 million in 2004. Volume supplies from China increased by even more. Supply 
developments from other developing countries are shown see Appendix D – Table 3. 
 
Footwear with textile uppers 
The next largest product group was footwear with textile uppers, which as shown in Table 4.4, 
represented 15% of all imports by value (28% by volume or 893 million pairs). The product 
group increased by an average of 4.1% per annum between 2004 and 2008 to a value of  
€ 4.1 billion. Volume growth was over 5% per annum, from 725 million pairs in 2004. Within this 
group, outdoor footwear with rubber or plastic outer soles was the largest sub-sector accounting 
for 46% of imports.  
 
The share of intra-EU supplies decreased from 47% to 44% in value over the period, mainly 
caused by increases from developing countries, whose share increased from 49% to 55%. 
However, in volume terms, intra-EU trade stood at just 20% in 2008, or 179 million pairs, while 
developing country volumes represented 79% of all supplies. Belgium’s position as the largest 
intra-EU supplier was due to large numbers of re-exports. There were major falls in supplies 
from extra-EU suppliers, in particular from Macao, South Korea and Taiwan. 
 
Table 4.4 EU imports and leading suppliers for footwear with textile uppers 

2004 - 2008, € million / millions of pairs, share in % of value* 
 2004 2006 2008 Average 

annual % 
change in 
value  

 value volume value volume value volume 

         
Total EU, of which from 3,473 725 3,822 816 4,084 893 4.1  
Intra-EU 1,634 180 1,659 165 1,785 178 2.2  
Extra-EU ex. DC 136 25 113 13 58 6 -19.2  
Developing countries 1,703 520 2,050 638 2,241 709 7.1  
        
Sports 1,610 126 1,499 121 1,490 125 -1.9  
Indoor rubber/plastic 
outer soles 

249 114 310 193 305 202 5.2  

Indoor other outer soles 218 148 209 134 204 129 -1.7  
Outdoor rubber/plastic 
outer soles 

1,214 305 1,579 328 1,867 396 11.4  

Outdoor other outer soles 182 31 225 40 217 41 4.5  
Source: Eurostat (2009) *See Appendix D for more detail 
 
Developing countries volumes totalled 709 million pairs in 2009. Supplies from China and 
Vietnam increased substantially. Bangladesh, Brazil, Cambodia and Morocco increased supplies, 
while supplies from India, Thailand, Indonesia and Croatia decreased. 
 
Other footwear 
Other footwear was the smallest product group, as shown in Table 4.5, and was valued at  
€ 2.5 billion in 2008, accounting for 9.5% of all imports by value (2.6% by volume or 81 million 
pairs). This represented an average annual decrease since 2004 of 0.9% by value. However, 
volumes increased. Within this group, footwear parts was the largest sub-group, which 
accounted for 85%. 
 
Intra-EU imports rose by 4.1% over the period, their share of imports increasing from 43%  
in 2004 to 52% in 2008. Intra-EU volumes rose from 25 to 31 million pairs over the period. 
Supplies from leading intra-EU importers Italy and Romania were down, although German 
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supplies were up. Also Slovakian supplies were down in terms of volume and Spanish supplies 
were up in terms of volume. Extra-EU supplies (excluding developing countries) declined 
significantly over the period. 
 
The value of developing country supplies increased by 6.3% per annum over the period and their 
share of imports increased from 49% to 59%. Developing country volumes increased by a 
marginally more substantial 6.7% per annum over the period. Imports from the largest supplier, 
China, were up from 27 million pairs. Imports from India, the next largest supplier, were up by 
value but down by volume. 
 
Note: Where particularly small volumes are indicated, this will relate to a high proportion of footwear parts  
in the import figures. Parts are not included in volume figures. Volume figures only relate to completed pairs. 
 
Table 4.5 EU imports and leading suppliers for other footwear  

2004 - 2008, € million / millions of pairs, share in % of value 
 2004 2006 2008 Average 

annual % 
change in 
value  

 value volume value volume value volume 

         
Total EU, of which from 2,619 75 2,661 70 2,526 81 -0.9  
Intra-EU 1,127 25 1,129 26 1,323 31 4.1  
Extra-EU ex. DC 595 13 487 7 56 2 -44.6  
Developing countries 897 37 1,044 37 1,147 48 6.3  
         
Other uppers 135 35 135 27 193 33 9.3  
Waterproof 125 27 161 33 186 36 10.4  
Parts 2,360 13 2,364 10 2,146 12 -2.4  
Source: Eurostat (2009) *See Appendix D for more detail 
 
4.3 The role of developing countries 
 
The role of developing countries in supplying footwear to the EU has become increasingly 
important. In 2004, 36% of all footwear imports by value (62% by volume) to the EU came  
from developing countries. By 2008, 43% by value (71% by volume) of all EU imports came 
from developing countries. Note that imports by product group for individual Member States  
can be found in the CBI country surveys for Footwear. 
 
As shown in Table 4.6, imports from developing countries to the EU increased by an annual 
average of 8.4% by value (10% by volume) to reach € 11.4 billion in 2008 (2.2 billion pairs). 
The majority of these increases occurred in the period between 2004 and 2006. This average 
increase hides significant differences between countries. 
 
The top four importers (Germany, Italy, UK and Belgium) accounted for 61% (50% by volume) 
of all EU imports from developing countries, from 60% (53% by volume) in 2004. Italy has 
overtaken the UK as the second largest importer by value, although the UK is still the largest 
importer by volume just behind Germany. Belgium has overtaken France to become the fourth 
largest importer. Italy increased its imports by more than these other three countries.  
 
Imports by the twelve newest Member States were valued at € 606 million (323 million pairs)  
in 2008, 5.3% of the total by value and 14% by volume. This compares with € 457 million  
(168 million pairs) in 2004, 5.5% of the total by value and 11% by volume.  
 
Large volume increases were registered by Czech Republic and Romania. This can be partly 
explained by increased footwear consumption, which was mainly cheap imported (sports) 
footwear from China. A possible explanation for the high Romanian volume imports is the 
increase of imported footwear parts from China for further assembly by Romanian producers. 
Re-exports of parts by Romania to other EU countries was also significant. 
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Large increases in imports from developing countries were also experienced by Spain and 
Denmark. These former increases were mainly explained by decreases in domestic production. 
Spanish volume increases were particularly notable. Healthy increases were also experienced by 
many leading EU nations. 
 
Hungary, Bulgaria and Latvia were the only countries that registered falls in both value and 
volume. Some of the falls by some new Member States are explained by their increasing intra-EU 
trade as they became more integrated into the EU. 
 
Table 4.6 Imports of footwear from developing countries 

2004-2008,  € million / million pairs 
 2004 2006 2008 Average 

annual % 
change in 
value  

 value volume value volume value volume 

         
Total EU 8,289 1,521 11,101 2,022 11,443 2,232 8.4  
Germany 1,470 237 2,004 294 2,038 343 8.5  
Italy 1,231 202 1,793 258 1,977 253 12.6  
United Kingdom 1,564 251 2,067 325 1,930 342 5.4  
Belgium 747 110 896 149 1,084 177 9.8  
France 831 166 1,121 213 1,081 211 6.8  
Spain 471 134 799 240 887 266 17.1  
The Netherlands 838 145 895 153 864 135 0.8  
Denmark 137 18 217 24 229 28 13.7  
Greece 123 28 181 39 196 59 12.3  
Austria 136 19 187 28 181 26 7.4  
Sweden 142 21 214 29 179 28 6.0  
Slovakia 68 9 91 30 126 36 16.7  
Czech Republic 67 34 88 83 111 123 13.4  
Poland 110 70 100 82 110 46 0.0  
Romania 44 1 110 0.5 105 80 24.3  
Portugal 72 7 70 11 81 16 3.0  
Finland 41 6 48 7 65 11 12.2  
Slovenia 27 3 37 4 45 6 13.6  
Ireland 27 5 41 9 41 13 11.0  
Hungary 53 10 43 6 33 4 -11.2  
Bulgaria 33 25 44 22 24 16 -7.7  
Lithuania 17 7 18 5 18 5 1.4  
Cyprus 14 3 15 3 13 3 -1.8  
Estonia 11 2 8 2 9 2 -4.9  
Latvia 9 3 9 3 7 2 -6.1  
Malta 4 0.8 5 1 5 0.4 5.7  
Luxembourg 0.1 0 0.3 0 0 0 0.0  
         
Source: Eurostat (2009) 
 
4.4 Exports 
 
Imports to the EU are now 19% higher by value (2.6 times higher by volume) than exports.  
In 2004 imports were 14% higher in value terms (2.5 times higher by volume). As indicated  
in Table 4.7, exports from the EU were valued at € 22 billion, or 1.2 billion pairs. The 2.7%  
average annual increase in value since 2004 compares with a more significant 5.3% average 
annual increase in volume. Exports of footwear within the EU were on the increase. In 2004 
these accounted for 72% of all exports by value (82% by volume). This had increased in 2008  
to account for 75% of all exports by value (86% by volume). Exports to extra-EU countries 
(excluding developing countries) have fallen. Exports to developing countries increased by 
10.5% over the period. 
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Leather footwear represented over two thirds of the value of all exports, a 3% increase in share 
over the period. A slight increase in the share of textile footwear has also been experienced, 
whilst a decrease of 4% in the share of other footwear has been experienced. The share of 
footwear of rubber or plastic has also decreased slightly since 2004. 
 
Table 4.7 EU exports of footwear, 2004-2008, € million / millions of pairs* 
 2004 2006 2008 Average 

annual % 
change in 
value  

 value volume value volume value volume 

         
Total EU 
of which from 

20,019 992 22,193 1,154 22,269 1,221 2.7  

Intra-EU 14,427 816 16,439 991 16,778 1,057 3.8   
Extra-EU ex. DC* 4,568 138 4,492 121 3,963 109 -3.5  
DC* 1,024 38 1,262 43 1,528 55 10.5   
         
Source: Eurostat (2009) *See Appendix D table 6 for more detail 
*Developing countries 
 
4.5 Opportunities and threats 
 
Imports into the EU have been rising ahead of the growth in EU consumer markets, and 
increases in imports from developing countries have been increasing well above that. This is 
primarily explained by falling EU production and lower-priced supplied from developing countries. 
 
+ The EU anti-dumping legislation has affected some of the larger Asian suppliers, but this 

may actually provide opportunities for suppliers from other countries. The anti-dumping 
measures are designed to be procedures to ensure the fair operation of the market, rather 
than measures to place restrictions on imports. Thus, as a general consequence, importers 
may be looking to supplies from other DC sources to meet their footwear requirements. 
However, there could be an extension of the tariffs to other countries if the EU felt that other 
developing countries were breaching EU supply regulations. 

+ From a product perspective, leather footwear continues to dominate the market, in fact its 
total share of imports is increasing. In terms of value, it still provides good opportunities for 
DC exporters. DC exporters accounted in 2008 for 35% of leather imports by value (almost 
half by volume), compared with 25% in 2004 (38% by volume). Outdoor leather footwear 
with outer soles made of other materials continues to offer the best opportunities. 

+ Footwear parts have shown decreases in value over the period. However, this hides the fact 
that the share of imports from developing countries is increasing, particularly in volume 
terms. Take care however that if you start to supply footwear parts, that you are earning 
sufficiently from the operation, as margins are especially low in this sector. 

+ Indoor footwear is a small and decreasing sector of the overall footwear market. Both 
leather and rubber or plastic indoor footwear have declined. However, some growth is being 
experienced in indoor footwear made of textile material, especially those with rubber or 
plastic outers. 

+ Although it has been noted above that leather footwear is the largest product group, and 
leather outer footwear is the largest sub-sector, outdoor footwear exporters may find 
opportunities in some of the other smaller sub-sectors. For example, outdoor textile 
footwear with rubber or plastic outers has shown strong growth. In addition, outdoor rubber 
or plastic footwear has grown faster than the market as a whole. 

+/- The new Eastern EU Member States have shown mixed fortunes. Slovakia and Romania are 
offering good opportunities, while the larger markets of Poland, Hungary, Bulgaria and some 
of the Baltic States have seen falling imports from developing countries. The other major 
positive sign was large increases in imports again by Germany, Italy and Spain. 

-  The supplies from China continued to rise during the period under review despite the high 
anti-dumping duties. As China is now the main footwear supplier to all EU countries, it is  

 a serious competitor for exporters from developing countries. 
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There will always be opportunities for those exporters who can demonstrate their ability to  
work to the standards demanded by EU importers, whether this is in the form of a developing 
partnership or as an ad hoc supplier. Those suppliers who do not demonstrate their ability  
to supply the EU to the increasingly higher standards demanded will lose out. 
 
4.6 Useful sources 
 
•    EU Expanding Exports Helpdesk  
  http://exporthelp.europa.eu 
  go to: trade statistics 
•    Eurostat – official statistical office of the EU 
  http://epp.eurostat.ec.europa.eu 
  go to ‘themes’ on the left side of the home page 
  go to ‘external trade’ 
  go to ‘data – full view’   
  go to ‘external trade - detailed data’ 
•    Understanding eurostat: Quick guide to easy comext 
  http://www.eds-destatis.de/en/database/download/Handbook_Comext_Database.pdf 
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5 Price developments 
 
5.1 Price developments 
 
Consumer prices 
On an EU level, the prices of footwear have been rising at a rate below the index of all consumer 
goods. While the consumer price index for all items increased by 3.7% in 2008 and 1% in 2009, 
the price of footwear increased by just 0.2% in 2008 and by 0.3% in 2009.  
 
It should be noted that, the pattern in footwear prices was quite fluctuating in 2008. In the first 
months, footwear prices fell in most EU countries, except in Greece, Romania, Slovakia and the 
Baltic States, having a high inflation rate.  
Whereas average EU footwear price increases were around 0.5% in the spring season and 0.3% 
in the autumn. In the other other months of 2008, regular price decreases have been a feature 
of the footwear market during the summer and winter sales seasons, which continued in the first 
months of 2009. 
 
The greatest increases in the price of footwear since 2005 have been experienced (in order  
of the highest increase) by Denmark, Austria, Sweden, Germany, France, Italy and Bulgaria. 
The greatest decreases in the price of footwear since 2005 have been experienced (in order of 
the largest decrease) by Ireland, Poland, UK, Slovakia and the Baltic States. 
 
Average footwear prices increased after years of decline. The anti-dumping duties imposed on 
imports from China and Vietnam has already been felt in most EU countries. In addition, prices 
rose further because of the falling exchange rates of the US$ and the UK Pound against the Euro.  
 
Retailers have been absorbing costs and reducing their margins in order to keep prices low for 
consumers, but there is little more they can do to cut costs further. Prices have been on 
promotion for longer periods during the year, rather than just the traditional sale periods of 
January and June. This consumer expectation of permanently reduced prices has also made it 
difficult for retailers to increase prices. 
 
It is important to appreciate that averaging prices across a number of different countries and 
different types of footwear will always disguise major variations. Generally speaking, the mid-
market segment has been squeezed by the low-price discount end of the market in many 
countries.  
 
While in some other countries, the higher-priced or luxury segment has maintained its position,  
or even grown, especially in Eastern EU Member States. This has created a gap in the middle  
of the market, but consumers are now reluctant to pay certain prices when they see that the 
quality of many footwear products has improved at the bottom end of the market. Developing 
country exporters may be attracted to higher segments in the market, such as fashion or leather 
footwear, rather than lower-priced rubber or plastic products. 
 
Some footwear retailers such as Bata operate in a number of EU markets, but they tend to offer 
different products in each country, making a direct comparison of prices between countries 
difficult. Companies such as Aerosoles (http://www.aerosoles.com) present a pan-European 
positioning, but do not provide comparable prices between countries. The retailer Footlocker  
has a pan-European website and some comparable products can be found, although they tend  
to be sports footwear products. 
 
Import prices 
Import prices have fallen between 2004 and 2008. The falling prices of imported footwear from 
developing countries, as is shown in table 5.1 was primarily due to more imports of cheaper  
footwear and to higher imports of parts of footwear. Whereas, the average prices of imported 
footwear from other EU countries have slightly increased since 2005. 
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Table 5.1     Development in EU average import values/prices, 2004 – 2008, € 
 2004 2006 2008 ave. Annual 
 ave price ave price ave price % change 
   per pair per pair   per pair
 

Total imports 9.29 9.23 8.49 -2.3
Intra-EU 16.61 17.93 16.89 0.4
Developing countries 5.45 5.49 5.13 -1.6

  Source: Eurostat (2009)  
 
It is important to recognise that there are differences in import prices between different 
countries. The highest import prices from developing countries were seen in Italy and Denmark, 
while the lowest were seen in the Czech Republic, Romania and Bulgaria. For all EU markets, 
developing country import prices have a large influence on the total import prices - see surveys 
covering the markets in individual countries.  
Prices have fallen by most in the Czech Republic and increased by most in Romania. 

 

Table 5.2   Developments in average import prices from developing countries 
                  in selected EU countries, in € 
 2004 2006 2008 ave. annual  
 ave price ave price ave price % change  
 per pair per pair per pair   
Germany 6.20 6.81 5.94 -1.1  
Italy 6.09 6.94 7.81 6.4  
France 5.01 5.26 5.13 0.5  
United Kingdom 6.23 6.36 5.64 -2.4  
Spain 3.51 3.33 3.92 2.8  
Netherlands 5.78 5.84 6.40 2.6  
Belgium 6.79 6.01 6.12 -2.3  
Denmark 7.61 9.04 8.18 1.8  
Sweden 6.76 7.38 6.39 -1.4  
Finland 6.83 6.86 5.90 -3.6  
Austria 7.16 6.68 6.96 -0.7  
Ireland 5.40 4.56 3.15 -12.6  
Greece 4.39 4.64 3.32 -6.7  
Portugal 10.29 6.36 5.06 -16.3  
Poland 1.57 1.22 2.39 11.1  
Slovakia 4.56 3.03 3.50 -6.5  
Czech Republic 1.97 1.06 0.90 -17.8  
Hungary 5.30 7.17 6.25 4.2  
Slovenia 9.01 9.25 7.50 -4.5  
Cyprus 5.47 5.02 4.33 -5.7  
Lithuania 2.43 3.60 3.62 10.5  
Latvia 3.02 3.00 3.53 3.9  
Estonia 5.50 4.04 4.48 -5.0  
Malta 5.02 5.05 4.82 -1.1  
Romania 0.44 0.89 1.32 31.6  
Bulgaria 1.32 2.02 1.54 3.5  
Source: Eurostat (2009)   

 
It is also interesting to look at how prices differ for the different footwear product groups. Table 
5.3 highlights the average prices of the selected product groups. It shows that average prices  
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for DC exporters have been falling similarly as other prices, with the possible exception of textile 
footwear. It also highlights how much higher the price of leather footwear is. Please note that 
prices of other footwear and footwear parts are excluded from this table. 
 
Table 5.3 also shows that import prices for leather footwear have started to increase from 2004. 
This is primarily due to the high anti dumping duties, as well as to the strong Euro against the 
dollar and Chinese Yuan. 
 
Table 5.3    Developments in EU average import prices by product group, in € 
 2004 2006 2008 ave. annual 
 ave price ave price ave price % change 
  per pair per pair per pair
Total EU rubber/plastic imports 4.43 4.14 3.58 -5.2
Developing countries 3.21 3.02 2.61 -5.0
 
Total EU leather imports 15.58 16.33 16.15 0.9
Developing countries 10.22 10.81 11.10 2.1
 
Total EU textile imports 4.79 4.68 4.57 -1.2
Developing countries 3.28 3.21 3.16 -1.0
Source: Eurostat (2009) 

 
5.2 Price structure 
 
When entering the target markets, successful pricing is a key topic in the market entry strategy. 
Pricing is the only area of the strategy that generates revenues for exporters. All other activities 
are costs. Price is a very important point of comparison when evaluating your product against 
the competition. Due to oversupply and competition, prices for mainstream footwear have been 
under greater pressure. Large retailers have even put more pressure on prices and margins in 
the footwear supply chain by purchasing in substantial quantities.  
 
As exporter from a developing countries, you are advised to concentrate on the exclusiveness  
of your footwear, for example, by introducing original footwear that meets the style, design,  
size and comfort needs of a specific target group. In this case, price is often less important.  
Try to avoid being regarded as another cheap supplier from a developing country.  
 
Key issues in pricing   
When setting your price, consider the following issues that influence its level: 
• The trade channels with typical mark-ups of each channel and retail category. 
• Retail prices of competitors’ products in your target markets. 
• Discount structure and credit terms offered by local competitors. 
• The production costs, incoterms, import duties, VAT level and other costs. 
• Additional costs for product adaptation, packaging, marketing and promotion etc. 
• The most ‘reasonable’ or ‘tactical’ price level according to some of your local contacts  

in the field (agents, other exporters from your country, store managers). 
 
More information can be found in CBI’s Export guidelines for footwear – Chapter 4, and in  
CBI’s ‘Export planner’ - Chapter 7.6. What to research when setting your price can be found  
in the CBI’s ‘Your guide to market research – Part 2 - Chapter 6.4. 
 
In the case of trial orders, which are delivered for the first time, sometimes a discount is given  
to buyers and freight is prepaid. Once prices are negotiated and the target markets are 
identified, it is important to keep control and avoid large differences between prices in each 
target market, as many of them use the same currency, making for easier price comparison. 
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Margins 
Margin maintenance is vital along with cost control. For retailers it is important not to erode the 
margin too much when making price promotions. In several EU countries, this has led to some 
stores being declared bankrupt. Successful retailers have the right balance between cost control, 
good retail margins and good buying. 
 
Margins at retail level 
The typical mark-up for retailers averages between 45 and 75% - see the price calculation 
example in Table 5.4 This includes value-added tax (VAT), ranging between 15 and 25% 
depending on the EU country. Actual margins can vary around these averages depending on: 
• The exclusivity of the product and the level of demand. There are differences in margin levels 

between different types of footwear, with generally higher retail margins for (branded) 
formal or evening footwear, and lower margins for more casual or sports footwear. 

• The type of store selling footwear. For example, high street chain stores are often in expensive 
locations, carry a wide assortment and have many sales staff, which is also reflected in a 
higher margin. On the other hand, margins of large retailers such as Vivarte or Deichmann are 
lower. They often have less sales staff, buy direct from manufacturers and are usually located 
at out-of-town locations. The more self-service exists, the less overhead that is incurred by 
the retailer. Retailers also need to allow for heavy discounting during the winter and summer 
sales periods. This is important as a high proportion of sales takes place in these periods. 

 
Most prices you find are retail prices. In order to have an idea of the FOB price, you can divide 
the retail price by 3 or by 4.5, depending on the exclusivity of the retail outlet. For mail order 
houses, this factor is closer to 3 or lower as they sell large quantities. 
  
Margins at importer/wholesale level 
Wholesalers and importers base their costing on a CIF base. This means that their landed cost is 
the FOB (Free on Board) plus transport to his warehouse and insurance and possible import duty. 
The importer/wholesaler mark-ups average between 30 and 40%. Depending on the 
circumstances, there is also a wide variation around these averages. In principle, importers try to 
maintain fairly close control over recommended retail prices, but oversupply and the success of 
footwear discounters has made life difficult for some importers. Mark-ups as low as 15% and as 
high as 60% have been recorded.  
 
Look carefully at your costing before making your quote to importers, particularly if they supply 
footwear to the low end of the market e.g. department stores, mail order etc. You may, 
alternatively, try to find importers who operate in the medium to high range market, supplying  
to small footwear shops, buying groups or to boutiques. 
 
Table 5.4    Calculation of final consumer price 
 Low Medium High 

 Material cost (incl. 15% for unsold stock) 
 Direct labour cost (incl. design costs) 
 Other cost (e.g. packaging, promotion, sample shipments) 
 Cost price  
 Mark-up (overhead costs incl. own profit e.g. 35%) 
 Export price (FOB)   
 Import duties* (e.g. footwear with leather uppers 3.5%) 
 Other costs (e.g. transport, insurance, handling, banking) 
 Landed cost or CIF price 
 Importer's/wholesalers mark up (e.g. low: 30%, medium 35%, high 40%) 
 Importer's/wholesaler's selling price 
 Retailer's mark up (e.g. low 45%, medium 60%, high 75%)  
 Net selling price 
 VAT (e.g. 19% in The Netherlands) 
 Final consumer or retail price 
 Ratio CIF price - Consumer price 

25 
25 
15 
65 
23 
88 
4 
8 

100 
30 

130 
59 
189 
36 

225 
2.3 

25 
25 
15 
65 
23 
88 
4 
8 

100 
35 

135 
81 
216 
41 

257 
2.6 

25 
25 
15 
65 
23 
88 
4 
8 

100 
40 

140 
105 
245 
47 

292 
2.9 

* If the GSP tariff is applicable for your country, the import duty can be reduced to zero. 
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Table 5.4 indicates the effect of low, medium and high margins on the final consumer price, 
based on a CIF price of 100 for a pair of footwear with leather uppers. The final consumer prices 
can be compared with the price level of similar items of competitors. 
In this example using notional figures for simplicity, a mark-up is set, covering overhead costs 
(e.g. housing, personnel, selling and general expenses, own profit), which is estimated at 35%. 
Also, the breakdown of the cost price by material, direct labour and other cost is just made up 
here. The typical average commission rate for an agent is 10 to 15% of sales. 
 
Margins by manufacturers who are retailers 
Margins tend to be higher for manufacturers who are also retailers, than those who only operate 
in the retail sector. It is unlikely that exporters from developing countries would supply this 
channel, as these manufacturers have their own supply sources. The main reason for this is that 
they have to build in advertising costs, product research and development costs and other brand 
building costs not normally associated with pure retailing. 
 
See also in the CBI country surveys for Footwear and Chapter 6.4 of the CBI Export manual 
‘Your guide to market research’ (Part 2) for more general information on pricing. 
 
5.3 Useful sources 
 
There are a number of ways to find out about EU footwear prices, depending on whether you 
want to find out about wholesale or retail prices:  
• You can find out about wholesale prices at one of the major trade fairs, or alternatively by 
 contacting a footwear wholesaler. They may not always be prepared to discuss prices 
 openly but looking at both sets of prices will also give you an idea of margins. However, 
 you should always ensure that you are comparing the same thing. Some products may 
 appear to be similar but there may well be very sound reasons why their prices differ. 
• A good link to wholesalers and wholesale prices in Italy is the directory 

http://www.italianmoda.com.  
• You can find footwear prices in mail order catalogues, but the main source now is the 
 Internet. There are many Internet websites providing footwear retail prices. Many of them 
 are country specific. See individual country reports for more details. 
• Although some companies such as Bata and Brantano operate in a number of countries, cross-

country price comparison is not easy, as indicated earlier in this chapter. The Danish brand 
Ecco is sold in many EU markets (http://www.ecco.com) and although the same products may 
be sold in different countries, this information is currently not provided on their website. 

• There are many general websites for footwear prices. One example is:  
http://www.shoe-shop.com. 

• Window-shopping in any EU country is another good way of getting information about 
prices. At the same time, you will gain an idea about fashion, colours, qualities and (in-
store) promotion. 
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6 Market access requirements 
 
As a manufacturer in a developing country preparing to access EU markets, you should be  
aware of the market access requirements of your trading partners and the EU governments. 
Requirements are demanded through legislation and through labels, codes and management 
systems. These requirements are based on environmental, consumer health and safety and 
social concerns. You need to comply with EU legislation and have to be aware of the additional 
non-legislative requirements that your trading partners in the EU might request.  
 
For information on legislative and non-legislative requirements, go to ‘Search CBI database’  
at http://www.cbi.eu/marketinfo, select your market sector and the EU in the category search,  
click on the search button and click on market access requirements. 
There are several requirements related to the environment linked to production, dangerous 
substances in materials used – see also Chapter 1 of ‘From survey to success - export guidelines’ 
for this sector. 
 
Packaging 
Deliveries from developing countries generally have far to travel, so care must be given to the 
packaging of products, particularly with regards to changes in temperature, rough handling and 
theft. Leather shoes are usually packed in individual boxes per pair with 12 to 18 pairs in a 
carton. Cheaper plastic and textile shoes are often packed in plastic bags or in bulk. Importers 
want to know well beforehand how you are packing your shipment. Apart from the safety aspects 
and protection against damage, the focus of packaging is on environmentally friendly transport.  
 
Additional information on packaging can be found at the website of ITC on export packaging: 
http://www.intracen.org/ep/packaging/packit.htm. 
 
The use of DMF pouches in packaging 
In France, Poland, Finland, Sweden and the UK, some consumers wearing footwear coming 
from China have experienced skin irritation, redness and burns and, in some severe cases, 
acute respiratory difficulty. This might be caused by residues of DMF in the footwear that has 
been in contact with the skin of the wearer. 
 
Dimethylfumarate (DMF) is a biocide used to prevent mould growth, which can cause 
deterioration of leather footwear during storage or transport, especially in a humid climate.  
In March 2009, a new EU Directive (2009/251/EC) was published that requires that products 
containing DMF will not be allowed to enter the EU market. More information can be found at 
http://www.cbi.eu/marketinfo on legislative requirements for the footwear sector. 
 
Environmental legislation 
Details of how to find legislative requirements are mentioned above, but the new regulations  
on chemical substances affect footwear, and should be noted carefully. The new EU regulation  
on chemical substances, called REACH, has been in force since 2007. For more information on 
REACH, see the document on what exporters need to know on the CBI website 
(http://www.cbi.eu/marketinfo). 
 
Intellectual Property rights 
The EU Executive Agency for Competitiveness and Innovation (IPeuropAware project) has 
published a guide for footwear producers on how to deal with Intellectual Property Rights. You 
can find here guidelines on how to protect yourself against unfair competition from producers  
of counterfeit products (see further in this section). The guide gives factsheets with a focus  
on footwear in Bulgaria, Czech Republic, France, Germany, Greece, Hungary, Lithuania, Italy, 
Poland, Portugal, Romania, Spain and the United Kingdom. It can be downloaded from  
http://www.innovaccess.eu/public_documents/footwear-ingles.pdf 
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Size marking 
Despite the attempt to unify footwear sizes by the International Standards Organisation (ISO) 
referred to as the Mondopoint shoe sizing system, there are still two size systems in the EU: 
• The Continental European sizing system (or French sizing system), which is mainly used.  
• The English size system. 
 
In general, single unit sizes are common for textile and plastic footwear, while half sizes are 
expected for footwear made of leather or synthetic leather.  
 
Importers usually purchase a minimum of 12 to 18 pairs of shoes per model. The size assortment 
for an order of 12 pairs (the so-called Pirmazenser size range) is typically as follows: 
 
Table 6.1   Overview of the Pirmazenser size range 
 
Womens’ sizes   36 36½ 37 37½ 38 38½ 39 39½ 40 40½ 41 42 
Mens’ sizes   40 40½ 41 41½ 42 42½ 43 43½ 44 44½ 45 46 
               
Number of pairs:              
Womens’ full sizes  1  2  3  3  2  1 1 
Womens’ half sizes   1 1 1 2 2 2 1 1 1   
Men’s full sizes  1  2  3  3  2  1 1 
Men’s half sizes    1 1 2 2 2 1 1 1 1  

 

The normal continental European size range for womens’ shoes is 36 to 41 and for men’s shoes 
40 to 46. However, be aware of the larger sizes and wider feet of people in Northern EU Member 
States such as Scandinavia and the Netherlands. Table 6.2 gives the approximate comparison 
between the Continental European sizes and English and American sizes that are increasingly 
used in the EU market. 
 

Table 6.2   Overview of size ranges 
Continental English American  

       size      size     size  
  

36 3½ 5  
37 4 5½  

37½ 4½ 6  
38 5 6½  
39 5½ 7  

39½ 6 7½  
40 6½ 8  

40½ 7 8½  
41 7½ 9  
42 8 8½  

42½ 8½ 9  
43 9 9½  
44 9½ 10  

44½ 10 10½  
45 10½ 11  
46 11 11½  

  
 

Width sizes are given in capitals A until K, of which A is smaller than K and G represents the 
standard width size. Different widths are less common, except for some expensive European 
brands or for children’s footwear. 
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Labelling 
There is an obligatory labelling for footwear, as described in the EU Shoe Labelling Directive 
94/11/EC. These labels should inform about parts of footwear such as the upper, the lining, the 
insole sock and the outer sole and should be explained by means of agreed pictograms or by  
text. The directive also includes rules about the material used.  
 

Footwear Pictograms: In addition to the CE-Mark, European footwear requires a specific set of 
pictograms used to graphically denote the largest constituent of the shoe. A previously defined 
pictogram is marked on the shoe respective to its make-up.  
 
This pictogram is designed as follows: 
• A square hatch pattern for synthetic materials - a piece of leather for leather. 
• A diamond inside a piece of leather for treated leather. 
• A diamond for miscellaneous materials. 
In order to apply this logo, the product must contain at least 80% of the appropriate material. 
 
Anti-dumping 
In April 2006, the EU imposed provisional anti-dumping duties on leather footwear coming  
from Vietnam and China, rising over the months to 16.8% and 19.4%. These were extended in 
October 2006 and in October 2008 at 16.5% for Chinese leather footwear (including Macau)  
and 10% for Vietnamese, to last until 2010 with an extension until end of 2011. 
 
In the case of footwear with textile uppers, EU importers are confronted with duties of maximum 
49.2%. Businesses making complaints about anti-dumping procedures are required to provide the 
investigators with highly confidential information relating to competition (price structure, profits, 
margins etc.). The latest information on anti-dumping can be found at http://www.btaa.org.uk 
or at http://www.hktdc.com and search for anti dumping and select ‘leather footwear’ or 
‘footwear’.  
 
Anti-fraud policy 
The increase in the value and popularity of luxury brands has generated a significant rise in  
the level of counterfeiting. Some producers in Asia are able to replicate a footwear designer 
brand very easily. A growing number of consumers, particularly in difficult economic times,  
are prepared to buy counterfeit shoes, especially as their quality has improved.  
 
The recent policy of very high penalties both for importers and consumers of counterfeit 
products seems to be successful. In addition, the footwear industry is working well together  
on this particular issue. Producers and trade associations highlight the number of seizures of 
counterfeit products and the number of successful prosecutions. They also highlight poor 
working standards and use of sweatshops by some illegal producers of counterfeit goods.  
The EU has increased anti-fraud investigations and actions against fraud intended to: 
• Benefit illegally from preferential treatment such as that under RGSP 
• Cheat consumers (claiming EU origin for products produced elsewhere) 
• Profit from counterfeiting and piracy (copying exclusive designs and models without 
 permission of the owner).  
• In October 2008, 9 countries (Bulgaria, Spain, France, Italy, Portugal, Romania, Turkey 
 Morocco and Tunisia) join forces to identify counterfeit footwear, to take action against 
 manufacturers, importers and Internet sellers and to inform to consumers on how to 
 recognize a fake from a real model. 
 
Tariffs 
Up-to-date information on import tariffs and an updated list of least developed countries can  
be obtained from the European Export helpdesk at http://exporthelp.europa.eu  
You can find the tariffs for each type of footwear by using its CN code and searching in the 
category ‘Import tariffs’. A detailed list of CN codes can be found in Appendix A.  
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Quotas 
There are quantitative restrictions on a number of footwear articles of Chinese and Taiwanese 
origin. The EU footwear sector remains highly vulnerable to imports from China because of  
their volume, the difference in price between Chinese and EU footwear and the potential of the  
Chinese industry. There are still restrictions for the following CN codes: 
 
Table 6.3  Restrictions for footwear categories

6402.991* Footwear not covering the ankle, outer sole and upper of rubber and /or 
plastic other than sports and indoor. 

6403.51 Footwear, covering the ankle, upper and outer sole of leather other than 
sports footwear. 

6403.91* Footwear, covering the ankle, upper of leather and outer sole of rubber, 
plastic or synthetic leather. 

6403.991 Footwear, not covering the ankle, upper of leather and outer sole of 
rubber, plastic or synthetic leather.  

6404.11.000** Sports footwear, outer sole of rubber or plastic, upper of textile. 

6404.19.100  Slippers and other indoor shoes, outer sole of rubber or plastic, upper of 
textile. 

 
You can find more information on requirements on tariffs and quotas in specific EU markets at the 
EU export helpdesk at http://exporthelp.europa.eu/.  
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7 Opportunity or threat ? 
 
An overview of the general opportunities and threats are given at the end of chapters 1, 2 and 4 
in this EU survey. Specific opportunities in each EU market can be found in Chapters 1 and 3 of 
the CBI country surveys for Footwear. However, to make it easier to translate the opportunities 
into successful trading, it is important to know the trends. Especially in the fashion industry, 
trends, fads or crazes change at a much faster rate than the long-term trends, which are less 
risky for exporters from developing countries. Once the trend is clear it is important to know 
which target group in which country is involved. 
 
A given trend offers an opportunity to one company, but can be a threat to another. The footwear 
market has its limitations, and growth in one segment will necessarily take sales from another 
segment.  
 
Discovering opportunities 
A good example would be the current trend for women’s ankle height boots. To analyse its 
potential for yourself, you should find out whether this trend applies to all EU markets, or just  
to a selected number. With this information, you will then know whether the country markets  
are suitable for you as export markets. For example, you may have good contacts in the trade in 
Portugal, but you find out that this trend is not so strong in that country. Conversely, you may 
discover that the best opportunities for this type of boots are in Northern EU markets. You need 
to ask yourself if you have good contacts in these markets. If not, are you confident that you can 
develop such contacts? You also need to be confident that you can develop ankle boots for these 
markets that will be of interest to both the trade and consumers.  
 
Consider the implications of the opportunity 
How will you design and produce these products? Will they be standalone products, or will they 
be part of a range that includes other women’s accessories? Will the production of this new 
product line impact on your other production of other items? Have you properly costed the 
implications of pursuing this opportunity? Which trade channel will you use to try to sell this 
product? Do you know a suitable importer or wholesaler that you can trust? What time scale  
will you be working to in order to optimise the opportunity presented by this product trend? Do 
you have a product design already developed? Have you protected the design from copying by 
competitors? 
 
The greater the opportunity, the more likely more of your competitors will also be looking at  
the same opportunity. How confident are you that you can match the quality, design and  
service specifications that your competitors will provide? 
 
An opportunity can be a threat 
In short, every listed opportunity becomes a threat for your company if you are not able to 
incorporate it in your product line and exploit it, because other companies will, thereby putting 
you at a disadvantage. It is therefore important not only to have a clear view of the market, but 
of your company’s capabilities as well. You have to organise your company in such a way, that 
you can adapt to market preferences and produce attractive products at competitive prices.  
In interviews with successful DC exporters, a couple of things turned out to be crucial for 
sustainable success: 
•  Design quality 
•  Product quality 
•  Competitive pricing 
•  Continuous customer communication 
 
For more information on these, refer to CBI’s Export guidelines for footwear. 
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Appendix A Product characteristics 
 
Product groups 
Footwear is defined as “all articles designed to protect or cover the foot, with a fixed outer sole 
which comes into contact with the ground”. Footwear is sub-divided in this survey as follows: 
    
1. Based on user 
• Women’s footwear 
• Men’s footwear 
• Children’s footwear 
 
2. Based on type of footwear 
•  Casual 
Footwear for casual use can be similar to some sports footwear, is mostly used for leisure,  
but increasingly being worn at work. Casual footwear now ranges from well designed sneakers 
to comfortable shoes, boots (incl. cowboy, biker or ugg-styles), to ballerinas (ballet shoes), 
gladiator sandals, town shoes ('trotteurs'), espadrilles, moccasins, boat shoes, moulded shoes  
to (healthy, comfort) sandals, crocs, flip-flops, clogs or to outdoor or indoor slippers. 
•  Formal 
This group includes more classic footwear, worn at work or special occasions. Formal or 
‘business’ footwear is also increasingly offered in different designs and types range from the 
classical black or brown shoe, loafers, Chelsea's, women’s heeled pumps or heeled ballerina’s, 
court shoes, platform shoes, wedged sandals, Mary-Jane’s, leather boots or shoe boots (oxford 
style). Formal styles change less frequent throughout the year.  
• Evening 
This group includes high fashionable footwear from the catwalk mainly for women. Evening 
footwear or ‘dress footwear’ is worn at special occasions, when going out or at work. This 
designer footwear ranges from medium to high-heeled sandals (open or peep toe), pumps, 
mules, sling backs, T-bar shoes/sandals, (overknee) boots, boot or shafted sandals, fringed, 
gladiator or strappy sandals. Evening footwear styles changes along the fashion trends in 
clothing. Influenced by celebrities, the popularity of evening footwear is growing steadily. 
• Sports 
This footwear is generally used for sporting purposes. Some are also purchased for general 
usage. Examples of footwear in this group include footwear used for running, walking, football, 
basketball, fitness, aerobics. It also includes outdoor/rugged footwear such as utility boots for 
walking or climbing. 
 
3. Based on material 
• Plastic/Rubber 
This segment distinguishes footwear with rubber/plastic uppers: sport (gym shoes), indoors 
(slippers) and outdoor footwear. 
• Leather 
This segment distinguishes the following footwear with leather uppers: sport, indoor and 
outdoor. The outdoor category is further sub-divided into footwear with leather soles and those 
with non-leather soles. 
• Textile 
This segment includes the following footwear with textile uppers: sport, indoor and outdoor. 
Both indoor and outdoor categories are further divided into those with rubber/plastic soles,  
and those with other soles. 
• Other 
This segment includes footwear with other uppers, waterproof outdoor footwear, canvas footwear, 
hemp footwear and parts of footwear. 
 

All sports shoes are included in this survey, with the exception of ski boots and snowboard boots. 
Please refer to the CBI market survey “Sports and Camping Goods” for details of these products. 
Safety footwear is also excluded from this survey. Please refer to the CBI Market Survey  
“Personal Protective Equipment” for details of these products. All other footwear is included. 
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Statistical product classification 
 
Prodcom and Combined nomenclature (CN) 
In this survey two different sets of statistical data are used. Both sets have been provided by 
Eurostat, the statistical body of the EU. 
 
The first set is derived from Prodcom. The term Prodcom is derived from PRODucts of the 
European COMmunity. This is a survey based on products whose definitions are standardised 
across the EU to allow comparability between the member countries’ data. Prodcom covers  
some 4,800 products which are assigned to some 250 industries as defined by the Standard 
Industrial Classification (SIC). Prodcom data contain production, imports and exports. In this 
survey Prodcom data are used to indicate production.  
 
The second set is the trade data based on the Combined Nomenclature. The abbreviation CN 
stands for Combined Nomenclature. This Combined Nomenclature contains an explanation of 
products/commodities that are prescribed by the EU for international trade statistics. The CN is 
an 8-digit classification for a total of 9,500 products/commodities.  
The Harmonised System (HS) that consists of three 2-digit levels (HS2, HS4 and HS6) is further 
specified in the CN classification. HS was developed by the World Customs Organisation (WCO). 
More than 179 countries and economies use the system. In this survey the CN classification is 
used to for the imports and exports data for footwear. 
 
Statistical data: limitations 
Trade figures quoted in CBI market surveys must be interpreted and used with extreme caution.  
 
The Prodcom data used in Chapter 2, are less reliable than the import and export statistics used 
in Chapter 4, as they are not part of official data collection for Customs. Companies only have to 
send in their data on an annual or quarterly basis. The figures sometimes show a discrepancy 
between years, e.g., a large fall or extraordinary growth. These problems are caused by 
inaccurate, inconsistent and untimely reporting by companies. However, Prodcom data are the 
only official source for production and apparent consumption data, displaying numbers at product 
group level and describing the different EU markets in detail. Therefore, they are useful to get an 
indication of size and trends within those markets. For decision making, however, these figures 
are not accurate enough and should be used in conjunction to further market research. 
 
In the case of intra-EU trade, statistical surveying is only compulsory for exporting and importing 
firms whose trade exceeds a certain annual value. The threshold varies considerably from 
country to country, but it is typically about € 100,000. As a consequence, although figures for 
trade between the EU and the rest of the world are accurately represented, trade within the EU 
is generally underestimated. 
 
Furthermore, the information used in CBI market surveys is obtained from a variety of sources. 
Therefore, extreme care must be taken in the qualitative use and interpretation of quantitative 
data, it puts limitations to in-depth interpretation of relations between consumption, production 
and trade figures within one country and between different countries. 
 
The HS classification given differs from the product groups and products mentioned in the 
paragraphs above, this puts limitations to in-depth interpretation and of the possible relations 
between import and export figures on the one hand and consumption and production figures on 
the other hand. 
 
The tables on the next pages give the respective products included in this survey. The entire 
market is included, as it is considered that all categories can be of relevance to exporters from 
developing countries. 
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1. Footwear with plastic/ rubber uppers 
 

 CN code Description Prodcom 
code 

Description 

Sports 64021900 Sports footwear, outer soles of 
rubber or plastic 

19302310 Sports footwear, outer soles 
& uppers of rubber or plastic 

Indoor 64029950 Slippers & other indoor 
footwear, outer soles of rubber 
or plastic 

19301237 Slippers & other indoor 
footwear, rubber or plastic 
outer soles & plastic uppers 

Outdoor 64022000 Footwear, outer soles of 
rubber or plastic, with upper 
straps or thongs assembled to 
the soles by means of plugs 

19301210 Sandals with rubber or 
plastic outer soles & uppers 

 64029100 Footwear covering the ankle, 
outer soles of rubber or plastic 

19301231 Town footwear with rubber 
or plastic uppers 

 64029910 Footwear, uppers of rubber 
and outer soles of rubber or 
plastics (excl covering the 
ankle) 

19301220 Town footwear with uppers 
of rubber 

 64029931 Footwear, uppers of plastic 
and outer soles of rubber or 
plastics with a vamp of straps 
or which has one or several 
pieces cut out (heel more than 
3cm) 

19301235 Town footwear with uppers 
of plastics 

 64029939 Footwear, uppers of plastic 
and outer soles of rubber or 
plastics with a vamp of straps 
or which has one or several 
pieces cut out (heel less than 
3cm) 

  

 64029991 Footwear, uppers of plastic 
and outer soles of rubber or 
plastics, insoles of length less 
than 24cm 

  

 64029993 Footwear (not identifiable as 
men’s or women’s), not 
covering the ankle, uppers of 
plastic and outer soles of 
rubber or plastics, insoles of 
length less than 24cm 
 

  

 64029996 Footwear, outer soles of 
rubber or plastics, uppers of 
plastics, insoles of length more 
than 24cm for men 

  

 64029998 Footwear, outer soles of 
rubber or plastics, uppers of 
plastics, insoles of length more 
than 24cm for women 
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2. Footwear with leather uppers 
 

 CN code Description Prodcom 
code 

Description 

Sports 64031900 Sports footwear, outer soles of 
rubber, plastics, leather or 
composition leather & uppers 
of leather 

19302350 Sports footwear with rubber, 
plastic or leather outer soles 
& leather uppers 

Indoor 64035950 Slippers & other indoor 
footwear, outer soles & uppers 
of leather 

19301370 Slippers & other indoor 
footwear, rubber, plastic or 
leather outer soles & leather  
uppers 

 64039950 Slippers & other indoor 
footwear, outer soles of 
rubber, plastics or composition 
leather & uppers of leather 

  

Outdoor, 
outer soles 
of leather 

64032000 Footwear, outer soles of 
leather, & uppers which consist 
of leather straps around the 
instep & big toe 

19303255 Sandals, leather outer soles 
& uppers, leather straps 
around the instep & big toe 

 64035111 Footwear, outer soles & uppers 
of leather, covering the ankle 
not the calf, less than 24cm 

  

 64035115 Men’s footwear, outer soles & 
uppers of leather, covering the 
ankle not the calf, more than 
24cm 

19301351 Men’s town footwear with 
leather uppers 

 64035119 Women’s footwear, outer soles 
& uppers of leather, covering 
the ankle not the calf, more 
than 24cm 

19301352 Women’s town footwear with 
leather uppers 

 64035191 Footwear, outer soles & uppers 
of leather, covering the ankle 
and the calf, less than 24cm 

19301353 Children’s town footwear 
with leather uppers 

 64035195 Men’s footwear, outer soles & 
uppers of leather, covering the 
ankle and calf, more than 
24cm 

  

 64035199 Women’s footwear, outer soles 
& uppers of leather, covering 
the ankle and calf, more than 
24cm 

  

 64035911 Footwear, outer soles & uppers 
of leather, with a vamp of 
straps or which has one or 
several pieces cut out (heel 
more than 3cm) 

  

 64035931 Footwear, outer soles & uppers 
of leather, with a vamp of 
straps or which has one or 
several pieces cut out (heel 
less than 3cm) 

  

 64035935 Men’s footwear, outer soles & 
uppers of leather, with a vamp 
of straps or which has one or 
several pieces cut out (heel 
less than 3cm, insoles more 
than 24cm)  

19301361 Men’s sandals with leather 
uppers 

 64035939 Women’s footwear, outer soles 
& uppers of leather, with a 
vamp of straps or which has 
one or several pieces cut out 
(heel less than 3cm, insoles 

19301362 Women’s sandals with 
leather uppers 
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more than 24cm) 
 64035991 Footwear, outer soles & uppers 

of leather, insoles of less than 
24cm (excl covering the ankle) 

19301363 Children’s sandals with 
leather uppers 

 64035995 Men’s footwear, outer soles & 
uppers of leather, insoles of 
more than 24cm (excl. 
covering the ankle) 

  

 64035999 Women’s footwear, outer soles 
& uppers of leather, insoles of 
more than 24cm (excl. 
covering the ankle) 

  

Outdoor, 
other outer 
soles 

64033000 Footwear, leather uppers, 
made on a base or platform of 
wood 

19301380 Footwear, wood, cork or 
other outer soles & leather 
uppers 

   19303257 Footwear with a wooden 
base & leather uppers 

 64039111 Footwear outer soles of 
rubber, plastics or composition 
leather, uppers of leather, 
covering ankle not calf, insoles 
of less than 24cm 

  

 64039113 Footwear, not identifiable as 
men’s or women’s, outer soles 
of rubber, plastics or 
composition leather, uppers of 
leather, covering ankle not 
calf, insoles more than 24cm 

  

 64039116 Men’s footwear, outer soles of 
rubber, plastics or composition 
leather, uppers of leather, 
covering ankle not calf, insoles 
more than 24cm 

  

 64039118 Women’s footwear, outer soles 
of rubber, plastics or 
composition leather, uppers of 
leather, covering ankle not 
calf, insoles more than 24cm 

  

 64039191 Footwear, outer soles of 
rubber, plastics or composition 
leather, uppers of leather, 
covering ankle and calf, insoles 
less than 24cm 

  

 64039193 Footwear, not identifiable as 
men’s or women’s, outer soles 
of rubber, plastics or 
composition leather, uppers of 
leather, covering ankle and 
calf, insoles more than 24cm 

  

 64039196 Men’s footwear, outer soles of 
rubber, plastics or composition 
leather, uppers of leather, 
covering ankle and calf, insoles 
more than 24cm 

  

 64039198 Women’s footwear, outer soles 
of rubber, plastics or 
composition leather, uppers of 
leather, covering ankle and 
calf, insoles more than 24cm 

  

 64039911 Footwear, outer soles of 
rubber, plastics or composition 
leather & uppers of leather, 
with a vamp of straps or which 
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has one or several pieces cut 
out (heel more than 3cm) 

 64039931 Footwear, outer soles of 
rubber, plastics or composition 
leather & uppers of leather, 
with a vamp of straps or which 
has one or several pieces cut 
out (heel less than 3cm & 
insole less than 24cm) 

  

 64039933 Footwear, not identifiable as 
men’s or women’s, outer soles 
of rubber, plastics or 
composition leather, uppers of 
leather, not covering the 
ankle, with a vamp of straps or 
which has one or several 
pieces cut out, insoles more 
than 24cm 

  

 64039936 Men’s footwear, outer soles of 
rubber, plastics or composition 
leather, uppers of leather, not 
covering ankle, with a vamp of 
straps or which has one or 
several pieces cut out (heel 
less than 3cm) 

  

 64039938 Women’s footwear, outer soles 
of rubber, plastics or 
composition leather, uppers of 
leather, not covering ankle, 
with a vamp of straps or which 
has one or several pieces cut 
out (heel less than 3cm) 

  

 64039991 Footwear, outer soles of 
rubber, plastics or composition 
leather, uppers of leather, 
insoles less than 24cm, excl 
covering the ankle 

  

 64039993 Footwear, not identifiable as 
men’s or women’s, outer soles 
of rubber, plastics or 
composition leather, uppers of 
leather, insoles more than 
24cm, 

  

 64039996 Men’s footwear, outer soles of 
rubber, plastics or composition 
leather, uppers of leather, not 
covering ankle, insoles more 
than 24cm 

  

 64039998 Women’s footwear, outer soles 
of rubber, plastics or 
composition leather, uppers of 
leather, not covering ankle, 
insoles more than 24cm 

  

 64051010 Footwear, uppers of leather or 
composition leather, outer 
soles of wood or cork 

  

 64051090 Footwear, uppers of leather or 
composition leather, outer 
soles of other material 

  

 
 
 
 

http://www.cbi.eu
mailto:marketinfo@cbi.eu
http://www.cbi.eu/disclaimer


CBI MARKET SURVEY: THE FOOTWEAR MARKET IN THE EU 

 
Source: CBI Market Information Database  •  URL: www.cbi.eu  •  Contact: marketinfo@cbi.eu  •  www.cbi.eu/disclaimer 

 
Page 53 of 63 

3. Footwear with textile uppers 
 

 CN code Description Prodcom 
code 

Description 

Sports 64041100 Sports footwear, incl. tennis, 
basketball, gym, training 
shoes & the like, outer soles of 
rubber or plastics & uppers of  
textile materials 
 

19302240 Sports footwear with rubber 
or plastic outer soles & 
textile uppers 

Indoor, 
rubber/ 
plastic 
outer soles 

64041910 Slippers & other indoor 
footwear, outer soles of rubber 
or plastics & uppers of textile 
materials 

19301444 Slippers & other indoor 
footwear 

Indoor, 
other outer 
soles 

64042010 Slippers & other indoor 
footwear, outer soles of 
leather or composition leather 
& uppers of textile materials 

  

 64052091 Slippers & other indoor 
footwear, uppers of textile 
materials (excl outer soles of 
rubber, plastics, leather or 
composition leather) 

  

Outdoor, 
rubber/ 
plastic 
outer soles 

64041990 Footwear, outer soles of 
rubber or plastics & uppers of 
textile materials 

19301445 Footwear with rubber, plastic 
or leather outer soles & 
textile uppers 

Outdoor, 
other outer 
soles 

64052010 Footwear, uppers of textile 
materials, outer soles of wood 
or cork 

19301448 Footwear with wood or cork 
outer soles & textile uppers 

 64042090 Footwear, outer soles of 
leather or composition leather 
& uppers of textile materials 

19301449 Footwear with textile uppers, 
excl rubber, plastic, wood or 
cork outer soles 

 64052099 Footwear, uppers of textile 
materials, outer soles of other 
material 

19303290 Other footwear with textile 
uppers 

 
4. Others 
 

 CN code Description Prodcom 
code 

Description 

Footwear 
with other 
uppers 

64059010 Footwear, outer soles of 
rubber, plastics, leather or 
composition leather, uppers of 
other materials 

  

 64059090 Footwear, outer soles of wood, 
cork, twine, paperboard, 
furskin etc, uppers of other 
materials 

  

Waterproof 
outdoor 
footwear 

  19301100 Waterproof footwear, uppers 
in rubber or plastic (excl 
metal toe cap) 

 64019110 Waterproof footwear, covering 
the knee, outer sole of rubber 
or plastic, upper of rubber 

19301120 Waterproof footwear with 
uppers in rubber 

 64019190 Waterproof footwear, covering 
the knee, outer sole of rubber 
or plastic, upper of plastic 

19301130 Waterproof footwear with 
uppers in plastic 

 64019210 Waterproof footwear, not 
covering the knee, outer sole 
of rubber or plastic, upper of 
rubber 
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 64019290 Waterproof footwear, not 
covering the knee, outer sole 
of rubber or plastic, upper of 
plastic 

  

 64019910 Waterproof footwear, outer 
sole of rubber or plastic, upper 
of rubber 

  

 64019990 Waterproof footwear, outer 
sole of rubber or plastic, upper 
of plastic 

  

Parts of 
footwear 

64061011 Leather uppers, whether or not 
attached to soles other than 
outer soles 

19304065 Leather uppers & parts 

 64061019 Parts of leather uppers, excl 
stiffeners 

19304069 Uppers & parts of footwear 

 64061090 Uppers, whether or not 
attached to soles other than 
outer soles, & parts thereof 

  

 64062010 Outer soles & heels of rubber 19304070 Rubber or plastic outer soles 
& heels 

 64062090 Outer soles & heels of plastics   
 64069100 Parts of footwear, of wood 19304091 Wooden parts of footwear 
 64069910 Gaiters, leggings & similar 

articles & parts thereof 
  

 64069930 Assemblies of uppers affixed to 
inner soles or other sole 
components 

  

 64069950 Removable insoles, heel 
cushions & other removable 
accessories 

  

 64069960 Outer soles of shoes of leather 
or composition leather 

  

 64069980 Other parts of footwear 19304099 Parts of footwear, other 
materials 

 
Selected EU countries 
This market survey consists of a survey on the EU and several surveys on individual Member 
States. There is no survey available for EU countries that import $ 500,000 or less from CBI 
target countries. 
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Appendix B Introduction to the EU market 
 
The European Union (EU) is the current name for the former European Community. Since  
January 1995 the EU has consisted of 15 Member States. Ten new countries joined the EU in  
May 2004. In January 2007, two more countries – Bulgaria and Romania - joined the EU. 
Negotiations are in progress with a number of other candidate Member States. In this survey, 
the EU is referred to as the EU27, unless otherwise stated.  
 
Cultural awareness is a critical skill in securing success as an exporter. The enlargement of the 
EU has increased the size of the EU, and significantly increased its complexity. With more people 
from culturally diverse backgrounds, effective communication is necessary. Be aware of 
differences in respect of meeting and greeting people (use of names, body language etc.) and  
of building relationships. There are also differences in dealings with hierarchy, presentations, 
negotiating, decision-making and handling conflicts. More information on cultural differences  
can be found in chapter 3 of CBI’s export manual ‘Exporting to the EU (2006)’. 
 
General information on the EU can also be found at the official EU website 
http://europa.eu/abc/governments/index_en.htm or the free encyclopaedia Wikipedia 
http://en.wikipedia.org/wiki/Portal:Europe. 
 
Monetary unit: Euro 
On 1 January 1999, the Euro became the legal currency within eleven EU Member States: 
Austria, Belgium, Finland, France, Germany, Italy, Ireland, Luxembourg, The Netherlands, Spain, 
and Portugal. Greece became the 12th member state to adopt the Euro on January 1, 2001. 
Slovenia adopted the Euro in 2007. Cyprus and Malta adopted the euro at the beginning of 2008 
and Slovakia at the beginning of 2009. Since 2002, Euro coins and banknotes replaced national 
currency in these countries. Denmark, United Kingdom and Sweden have decided not to 
participate in the Euro.  
 
In CBI market surveys, the Euro (€) is the basic currency unit used to indicate value. For 
exchange rates of EU currencies in €, please visit http://www.oanda.com  
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Appendix C List of developing countries 
 
OECD DAC list - January 2006 
When referred to developing countries in the CBI market surveys, reference is made to the 
group of countries on this OECD DAC list of January 2006.  
 
Afghanistan Gabon Nepal Uruguay 
Albania Gambia Nicaragua Uzbekistan 
Algeria Georgia Niger Vanuatu 
Angola Ghana Nigeria Venezuela 
Anguilla Grenada Niue Vietnam 
Antigua and Barbuda Guatemala Oman Wallis & Futuna 
Argentina Guinea Pakistan Yemen 
Armenia Guinea-Bissau Palau Zambia 
Azerbaijan Guyana Palestinian Admin. Areas Zimbabwe 
Bangladesh Haiti Panama  
Barbados Honduras Papua New Guinea  
Belarus India Paraguay  
Belize Indonesia Peru  
Benin Iran Philippines  
Bhutan Iraq Rwanda  
Bolivia Jamaica Samoa  
Bosnia & Herzegovina Jordan Sao Tome & Principe  
Botswana Kazakhstan Saudi Arabia  
Brazil Kenya Senegal  
Burkina Faso Kiribati Serbia  
Burundi Korea Rep. of Seychelles  
Cambodia Kyrgyz Rep. Sierra Leone  
Cameroon Laos Solomon Islands  
Cape Verde Lebanon Somalia  
Central African Rep. Liberia South Africa  
Chad Libya Sri Lanka  
Chile Macedonia St. Helena  
China Madagascar St. Kitts Nevis  
Colombia Malawi St. Lucia  
Comoros Malaysia St. Vincent & Grenadines  
Congo Democratic Rep. Maldives Sudan  
Congo Rep. Mali Suriname  
Cook Islands Marshall Islands Swaziland  
Costa Rica Mauritania Syria  
Cote d’Ivoire Mauritius Tajikistan  
Croatia Mayotte Tanzania  
Cuba Mexico Thailand  
Djibouti Micronesia, Fed. States Timor-Leste  
Dominica Moldova Togo  
Dominican Republic Mongolia Trinidad & Tobago  
Ecuador Montenegro Tunisia  
Egypt Montserrat Turkey  
El Salvador Morocco Turkmenistan  
Equatorial Guinea Mozambique Turks & Caicos Islands  
Eritrea Myanmar Tuvalu  
Ethiopia Namibia Uganda  
Fiji Nauru Ukraine  
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CBI countries – January 2008: 
 
CBI supports exporters in the following Asian, African, Latin American and European (Balkan) 
countries:  
 
Afghanistan  
Albania 
Armenia 
Bangladesh 
Benin 
Bolivia 
Bosnia-Herzegovina  
Burkina Faso 
Burundi 
Colombia 
Ecuador 
Egypt 
El Salvador 
Ethiopia 
Georgia 
Ghana 
Guatemala 
Honduras 
India 
Indonesia 
Jordan 
Kenya 
Kosovo 
Macedonia 
Madagascar 
Mali 
Moldavia 
Montenegro 
Morocco 
Mozambique 
Nepal 
Nicaragua 
Pakistan 
Peru 
Philippines 
Rwanda 
Senegal 
Serbia 
South Africa 
Sri Lanka 
Suriname 
Tanzania 
Thailand 
Tunisia 
Uganda 
Vietnam 
Zambia 
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Appendix D Detailed Statistical Tables 
 
Table 1 EU imports and leading suppliers of footwear 2004-2008,  
 € million/million pairs, average annual changes 
 2004 2006 2008 % 

value 
share

% 
change  
value 

% 
volume 
share 

% 
change 
volume

 value volume value volume value volume

Total EU,  
of which from 

22,750 2,450 26,710 2,894 26,585 3,129 100.0 4.0 100.0 6.3

Intra-EU  
of which 

11,905 717 13,563 756 14,670 868 55.2 5.4 27.7 4.9

Italy 3,323 171 3,367 146 3,390 191 12.8 0.5 6.1 2.8
Belgium 1,420 83 2,073 124 2,035 130 7.7 9.4 4.2 11.9
Germany 1,138 87 1,407 99 1,617 113 6.1 9.2 3.6 6.7
Netherlands 1,542 108 1,603 96 1,359 84 5.1 -3.1 2.7 -6.1
Portugal 1,111 57 1,098 53 1,105 57 4.2 -0.1 1.8 0.0
     
Extra-EU 2,556 212 2,046 116 472 29 1.8 -34.5 0.9 -39.2
 (ex. DC)    
Developing 
countries  
of which 

8,289 1,521 11,101 2,022 11,443 2,232 43.0 8.4 71.3 10.1

China 2,880 865 5,284 1,460 5,169 1,622 19.4 15.7 51.8 17.0
Vietnam 2,191 297 2,097 255 2,182 279 8.2 -0.1 8.9 -1.6
India 642 50 827 58 935 64 3.5 9.8 2.0 6.4
Indonesia 519 60 595 54 694 75 2.6 7.5 2.4 5.7
Brazil 292 29 440 34 502 37 1.9 14.5 1.2 6.3
Tunisia 244 10 280 12 324 15 1.2 7.3 0.5 10.7
Thailand 244 33 266 28 248 23 0.9 0.4 0.7 -8.6
Morocco 185 15 217 16 229 16 0.9 5.5 0.5 1.6
Bosnia-
Herzegovina 

115 4 155 7 196 10 0.7 14.2 0.3 25.7

Croatia 128 6 133 5 129 4 0.5 0.2 0.1 -9.6
Source: Eurostat (2009) 
 
Table 2 EU imports and leading suppliers for footwear with leather uppers 
 2004 - 2008, € million/million pairs, average annual changes 
 2004 2006 2008 % 

value 
share

% 
change 
value 

% 
volume 
share 

% 
change 
volume

 value volume value volume value volume

Total EU 
of which from 

13,060 838 15,973 978 15,760 976 100.0 4.8 100.0 3.9

Intra-EU  
of which 

7,639 350 9,164 391 9,943 468 63.1 6.8 47.9 7.5

Italy 2,349 102 2,475 94 2,559 146 16.2 2.7 15.0 9.4
Belgium 497 21 1,005 41 1,151 45 7.3 23.4 4.6 21.0
Germany 671 34 891 45 975 46 6.2 9.8 4.7 7.8
Portugal 937 48 951 44 973        43 6.2 0.9 4.4 -2.7
Netherlands 970 41 1,156 48 906 37 5.7 -1.7 3.8 -2.5
     
Extra-EU 1,629 117 1,352 82 321 43 2.0 -33.4 4.4 -22.1
(ex. DC)    
Developing 
countries  
of which 

3,791 371 5,457 505 5,496 465 34.9 9.7 47.6 5.8

China 740 74 1,901 203 1,550 160 9.8 20.3 16.4 21.3
Vietnam 1,240 130 1,117 105 1,076 105 6.8 -3.5 10.8 -5.2
India 422 42 579 52 715 60 4.5 14.1 6.1 9.3
Indonesia 246 26 398 37 541 57 3.4 21.8 5.8 21.7
Brazil 205 16 348 22 382 21 2.4 16.8 2.2 7.0
Thailand 148 13 200 16 206 15 1.3 8.6 1.5 3.6
Tunisia 108 8 144 11 177 13 1.1 13.1 1.3 12.9
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 2004 2006 2008 % 
value 
share

% 
change 
value 

% 
volume 
share 

% 
change 
volume

 value volume value volume value volume

Morocco 117 9 147 10 155        10 1.0 7.3 1.0 2.7
Bosnia-
Herzegovina 

60 4 86 5 115 7 0.7 17.7 0.7 15.0

Cambodia 32 4 55 6 81 9 0.5 26.1 0.9 22.5
Source: Eurostat (2009) 
 
 
 
Table 3 EU imports and leading suppliers for footwear with plastic/rubber uppers,  
 2004 - 2008, € million/million pairs, average annual changes 
 2004 2006 2008 % 

value 
share

% 
change 
value 

% 
volume 
share 

% 
change 
volume

 value volume value volume value volume

Total EU 
of which from 

3,598 812 4,255 1,030 4,215 1,179 100.0 4.0 100.0 9.8

Intra-EU  
of which 

1,505 162 1,612 174 1,619 192 38.4 1.8 16.3 4.3

Belgium 442 31 600 52 471 55 11.2 1.6 4.7 15.4
Germany 162 27 180 26 241 33 5.7 10.4 2.8 5.1
Netherlands 267 28 229 24 235 24 5.6 -3.2 2.0 -3.8
Italy 278 35 199 24 191        20 4.5 -9.0 1.7 -13.1
Spain 84 12 79 11 105 16 2.5 5.7 1.4 7.5
    
Extra-EU 196 58 93 14 37 7 0.9 -34.1 0.6 -41.1
(ex. DC)    
Developing 
countries  
of which 

1,898 592 2,550 842 2,559 980 60.7 7.8 83.1 13.4

China 981 375 1,778 699 1,810 829 42.9 16.5 70.3 21.9
Vietnam 551 100 519 84 552 96 13.1 0.04 8.1 -1.0
Indonesia 106 20 89 11 55 9 1.3 -15.1 0.8 -18.1
Brazil 26 10 28 10 37 12 0.9 9.2 1.0 4.7
Bosnia-
Herzegovina 

6 0.7 16 1 21 2 0.5 36.8 0.2 30.0

Turkey 25 19 18 14 17 13 0.4 -9.2 1.1 -9.1
Cambodia 25 5 11 2 14 2 0.3 -13.5 0.2 -20.5
Thailand 41 12 25 6 11          3 0.3 -28.0 0.2 -29.3
Malaysia 67 30 16 5 8 4 0.2 -41.2 0.3 -36.6
Bangladesh 16 4 10 2 7 1 0.2 -18.7 0.08 -29.3
Source: Eurostat (2009) 
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Table 4 EU imports and leading suppliers for footwear with textile uppers 
 2004 - 2008, € million/million pairs,  average annual changes 
 2004 2006 2008 % 

value 
share

% 
change 
value 

% 
volume 
share 

% 
change 
volume

 value volume value volume value volume

Total EU 
of which from 

3,473 725 3,822 816 4,084 893 100.0 4.1 100.0 5.3

Intra-EU  
of which 

1,634 180 1,659 165 1,785 178 43.7 2.2 19.9 -0.3

Belgium 464 30 449 29 389 28 9.5 -4.3 3.1 -1.7
Italy 220 23 222 18 241 17 5.9 2.3 1.9 -7.3
Germany 156 24 186 26 225 31 5.5 9.6 3.5 6.6
Netherlands 277 37 188 22 189        21 4.6 -9.1 2.4 -13.2
Spain 160 27 146 23 174 25 4.3 2.1 2.8 -1.9
     
Extra-EU 136 25 113 13 58 6 1.4 -19.2 0.7 -30.0
(ex. DC)      
Developing 
countries  
of which 

1,703 520 2,050 638 2,241 709 54.9 7.1 79.4 8.1

China 1,034 389 1,417 530 1,543 597 37.8 10.5 66.9 11.3
Vietnam 395 66 427 65 500 77 12.2 6.1 8.6 3.9
Indonesia 96 13 50 6 59 8 1.4 -11.5 0.9 -11.4
Thailand 53 8 39 5 29 4 0.7 -14.0 0.4 -15.9
Bangladesh 9 4 13 5 14 5 0.3 11.7 0.6 5.7
India 24 5 24 5 13 3 0.3 -14.2 0.3 -12.0
Brazil 7 1 8 0.9 12 1 0.3 14.4 0.1 0.0
Cambodia 8 1 8 1 12          3 0.3 10.7 0.3 31.6
Croatia 14 2 14 1 11 0.5 0.3 -5.9 0.06 -29.3
Morocco 6 2 8 2 10 2 0.2 13.6 0.2 0.0
Source: Eurostat (2009) 
 
Table 5 EU imports and leading suppliers for other footwear, 2004 - 2008,  
 € million/million pairs, average annual changes 
 2004 2006 2008 % 

value 
share

% 
change  
value 

% 
volume 
share 

% 
change 
volume

 value volume value volume value volume

Total EU 
of which from 

2,619 75 2,661 70 2,526 81 100.0 -0.9 100.0 1.9

Intra-EU  
of which 

1,127 25 1,129 26 1,323 31 52.4 4.1 38.3 5.5

Italy 475 11 470 9 399 8 15.8 -4.3 9.9 -7.7
Germany 149 2 151 2 175 3 6.9 4.1 3.7 10.7
Romania 382 5 359 4 168 3 6.6 -18.6 3.7 -12.0
Spain 82 1 80 1 82          2 3.2 0.0 2.5 18.9
Slovakia 55 0.7 44 0.6 59 0.6 2.3 1.8 0.7 -3.8
    
Extra-EU 595 13 487 7 56 2 2.2 -44.6 2.5 -37.4
(ex. DC)    
Developing 
countries  

897 37 1,044 37 1,147 48 45.4 6.3 59.3 6.7

China 125 27 189 28 266 37 10.5 20.8 45.7 8.2
India 190 1 220 1 203 0.8 8.0 1.7 1.0 -5.4
Tunisia 131 0.2 128 0.1 136 0.2 5.4 0.9 0.2 0.0
Serbia 0 0 53 0.5 75 0.4 3.0  0.5
Brazil 54 2 57 2 71 2 2.8 7.1 2.5 0.0
Albania 88 0.4 85 1 63 2 2.5 -8.0 2.5 49.5
Bosnia-
Herzegovina 

48 0.2 50 0.2 60 0.5 2.4 5.7 0.6 25.7

Morocco 55 1 48 1 57          2 2.3 0.9 2.5 18.9
Vietnam 5 0.9 34 0.4 54 0.7 2.1 81.3 0.9 -6.1
Indonesia 70 0.7 58 0.2 38 0.2 1.5 -14.2 0.2 -26.9
Source: Eurostat (2009) 
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Table 6 EU exports of footwear, 2004-2008,  
 € million / millions of pairs, average annual changes 
 2004 2006 2008 % 

value 
share

% 
change 
in val. 

% 
volume 
share 

% 
change 
vol.

 value vol. value vol. value vol. 

Total EU,  
of which to 

20,019 993 22,193 1,154 22,269 1,221 100.0 2.7 100.0 5.3

Intra-EU  
of which 

14,427 816 16,439 991 16,778 1,057 75.3 3.8 86.6 6.7

Germany 2,939 203 3,064 242 3,019 158 13.6 0.7 12.9 -6.1
France 2,628 169 2,738 189 2,627 183 11.8 -0.01 15.0 2.0
Italy 1,916 53 2,125 59 1,892 152 8.5 -0.3 12.4 30.1 
United Kingdom 1,664 86 1,688 79 1,424         64 6.4 -3.8 5.2 -7.1
The Netherlands 971 46 1,272 51 1,205 52 5.4 5.5 4.3 3.1
     
Extra-EU  
(ex. DC) 
of which 

4,568 138 4,492 121 3,963 109 17.8 -3.5 8.9 -5.7

Russia 440 10 669 14 993 20 4.5 22.6 1.6 18.9
USA 1,487 53 1,252 37 968 24 4.3 -10.2 2.0 -18.0
Switzerland 576 21 621 21 713 22 3.2 5.5 1.8 1.2
Japan 336 7 338 7 282 6 1.3 -4.3 0.5 -3.8
Hong Kong 135 3 146 2 185 3 0.8 8.2 0.2 0.0
     
Developing 
countries  
of which 

1,024 38 1,262 43 1,528 55 6.9 10.5 4.5 9.7

Turkey 81 6 115 7 224 9 1.0 28.9 0.7 10.7
Croatia 114 5 134 5 140 6 0.6 5.3 0.5 4.7
Tunisia 78 0.6 82 0.5 92 1 0.4 4.2 0.08 13.6
Serbia 0 0 73 2 91 2 0.4  0.2  
Bosnia-
Herzegovina 

59 1 77 2 89 2 0.4 10.8 0.2 18.9

Source: Eurostat (2009) 
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APPENDIX E FUTURE FOOTWEAR DESIGNS TRENDS 
 
This appendix gives you an idea of tendencies and techniques in footwear designs for the coming years.  
At the GDS show in Germany, several themes in design were presented by the trend specialist Y-trends 
showing a use of different materials, techniques and style-mixes for casual footwear.  
Many themes appealed to a growing desire for comfort, style, self-expression and more variations on  
the current designs. Whereas other themes illustrated a growing interest in natural (recycled) material.  
Just a few themes are shown here, but more can be found at http://www.ytrends.com/blog 
Another source of inspiration could be the virtual shoe museum at http://www.virtualshoemuseum.com 
 
Natural 
• Vegan shoes are made of fabrics and soft  leather. Nowadays, they are better designed (see photo 

below left). 
• Primitive constructions achieved by loops that are slit in the leather for straps or laces. The shoes  

hardly need stitching or adhesives. A sustainable contruction as the upper can be easily taken after use. 
• Wedges with variations in heights, material (rope, raffia, cork, wood) and techniques e.g. ‘basket 

weaving’. 
 
 
 
 
 
 
 
 
 
 
 

Leather 
• Primitive constructions: A primitive look is achieved by ‘cuts on the last’. It seems that the unlined 
 upper was just cut out of the vegetan leather instead of making a flat pattern first. (see photo below left). 
• Rings and laces: big rings convey a heavy duty feel. Whereas laces reveal a handcrafted feel. 
• Leather buckles: handcrafted buckles, made of vegan leather, can decorate all sorts of shoes and clogs. 

 
 
 

 
 
 
 
 
 
 
 

 

Comfort and hybrids 
• Comfort: these ‘ergonomic’ shoes (photo below left) use comfortable footbeds (made of cork) in all sorts  

of styles now, ranging from the usual flat sandals (Birkenstock) to sandals with a heel. 
• Hybrids: a combination of sneaker and elegance (heel) and a combination of mountain boot and sandal. 
• Hybrids in material: a combination of rubber heels with leather soles, and cup sole varieties on air soles. 
 

 
 
 
 
 
 
 
 
 
  

 

http://www.ytrends.com/blog
http://www.virtualshoemuseum.com
http://www.cbi.eu
mailto:marketinfo@cbi.eu
http://www.cbi.eu/disclaimer


CBI MARKET SURVEY: THE FOOTWEAR MARKET IN THE EU 

 
Source: CBI Market Information Database  •  URL: www.cbi.eu  •  Contact: marketinfo@cbi.eu  •  www.cbi.eu/disclaimer 

 
Page 63 of 63 

Sandal and clog variations 
• Beaded sandals as well as studs, fringing and embroidery in bright/pastel colours for summer sandals. 
• Moulded sandals: slip-ons organically formed and complex moulded sandals with coral reef patterns. 
• Clogs: inspired by the 70s and with higher heels or wedges, or with handcrafted looks or woven leather. 

 
 
 
 
 
 
 
 
 
 
 
 

Sneakers 
• Canvas used to be the main material for sneakers (1950s). Now the original materials such as crisp  

canvas, twills and herringbone weaves are back. Designs use retro-prints such as strips. 
• With prints, for example images of pets (even customized!) on sneakers or photo prints of a retro-  

or romantic photo on a suede boot. 
• Story telling which is a new way of communicating by personal or cynical expressions on sneakers,  

for example, on politics ‘we had a dream’ or ‘yes, we can can’ (found on French sneakers). 
 

 
 
 
 
 
 
 
 
 
 
 
Classics 
• Desert shoes that have been an inspiration for many brands (Clarks, Gourmet, Timberland) who  

continue to introduce variations in all sorts of colours, but also in ‘nerd-look’ varieties such as the 
intentionally crummy varieties shown (left) below. 

• Retro sporty pumps based on designs of the 30s and 40s but now mixed up with a sporty look by  
making them of perfed leather and adding sports stripes. 

• With a colour accent to appeal to young people by adding a bright but subtle pop colour or decoration  
on one of the panels of the typical classic shoe. 
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