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Report summary 
This CBI market survey discusses the following highlights for the footwear market in Germany:  
• German consumption of footwear was € 8.6 billion in 2008, or 330 million pairs down 0.5% 

per annum on average since 2004. Whereas production value decreased by an annual 
average of 1.4% to € 3.7 billion, and volume by 3.2% to 193 million pairs. 

• In 2008, Germany imported footwear valued at € 4.3 billion, or 460 million pairs. Since 
2004, values were up by 1.9% but volumes were up by an average annual rate of 2.6%.  

• More than 47% of imports by value (€ 2.0 billion) came from developing countries (75%  
by volume or 343 million pairs). The share of imports by developing countries was up from 
36% in 2004 in value (€ 1.5 million), and up from 57% (237 million pairs) in volume terms. 
This market has shown one of the highest rates of imports from developing countries, and 
offers opportunities for exporters. Germany was also a re-exporter to other EU countries.  

 
This survey provides exporters of footwear with sector-specific market information related to 
gaining access to Germany. By focusing on a specific country, this survey provides additional 
information, complementary to the more general information and data provided in the CBI 
market survey ‘The footwear market in the EU’, which covers the EU market in general. That 
survey also contains an overview and explanation of the selected products dealt with, some 
general remarks on the statistics used, as well as information on other available documents  
for this sector. It can be downloaded from http://www.cbi.eu/marketinfo 
 
1 Market description: consumption and production 
 
Consumption 
The German footwear market was valued at € 8.6 billion in 2008 in terms of retail sales, 
registering an average annual decrease of 0.5% since 2004, being below the EU average of 0.3% 
over the same period. By value, Germany accounted for 17.4% of all footwear sales in the EU, 
being the largest EU market for footwear. However, by volume it was the third largest market 
after France and Italy. 
 
By volume, German people bought 330 million pairs in 2008, which meant 4.0 pairs per capita, 
spending € 104 per year, being above the EU average of € 100 per capita (4.2 pairs). German 
women buy an average of 6 pairs, while German men buy 2 pairs per year.  
 
Table 1.1  Consumption of footwear in Germany, 2004-2008  

                   € million / millions of pairs 

2004 2006 2008 Population 
(million) 

Consumption 
per capita €

value volume value volume value volume   
8,715 322 8,455 323 8,569 330 82.1 104 

 Source: BBE Retail Experts, BDSE (2010) 
 
Traditionally German people mostly buy a new pair of shoes out of necessity and regard comfort 
more important than fashion. Since 2007, the German economy was hit hardly by the economic 
recession. High unemployment has affected consumer confidence. However, the cold winter in 
2008/2009 has created a demand for boots that was reinforced by the fashion trend of wearing 
tight jeans, skinny trousers or leggings in boots among younger women. As the average price of 
boots is higher than shoes, this has given an impulse to the saturated German footwear market. 
The boots craze was picked up well by the German industry by offering a great variety in boots  
in all sorts of styles and in different shafts - from ankle to over-knee. There were innovations in 
comfortable boots that were attractively designed being available at medium price levels. 
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Product groups 
• Casual footwear continues to increase in German footwear sales and accounted in 2008 for 

52% of the market, or € 4.4 billion. Even if unbranded footwear is still largely represented, 
some of the following brands are the most prevalent in German stores: Ash, Bugatti, Bufallo, 
Caprice, Clarks, Converse, Diesel, El Naturalista, Fossil, Gabor, Gorz, Geox, Guess, Head, 
Replay, Repeto, Salamander, Tiggers and Wortmann. For Healthy footwear: Arche, Berkemann, 
Birkenstock, Mephisto, Steptronic Scholl and Vabeene. 
 

• Sports footwear, which has increased after a fall in 2006, now accounting for 22% of the 
market, or € 1.8 billion. Brands are very important and some popular brands include Adidas, 
Puma, Nike, Reebok, New Balance and Lacoste. For Sneakers: Converse, Vans, Active, Blend, 
Camel, Chiemsee, Kamik, MBT, Salomon, Skechers, S.Oliver, TomTailor and Vagabond. 
 

• Formal footwear, with a decreasing share of the market, now accounting for 20% of the 
market, or € 1.7 billion. 

 

• Evening footwear, an increasing segment, now accounting for 6.3% of the market, or € 540 
million. Some well-known brands include: Ara, Botticelli, Bally, Chanel, Donna Carolina, D&G, 
Gabor, DKNY, Hugo Boss, Högl, Jette, Josef Seibel, K&S, Manas, Meindl, Mjus, Peter Kaiser, 
Rieker, Sioux, Wortmann and many Italian and French designer brands. 

 

It should be noted that due to the recession, more German people have become sceptic about the 
best quality-price ratio of well-known brands.  
 
Market outlook 
According to the BDSE (Association of Footwear Retailers), the cold winter in 2009, the sustained 
demand for boots and the recession, has brought a series of innovations that continued to 
stimulate the German footwear market both on value and in volume terms. However, there  
will be still a group of German people who no longer see a necessity to change their footwear 
regularly. 
Nevertheless, in 2009, the footwear market has grown by 1.6% reaching a value of nearly € 8.7 
billion (332 million pairs). Consumer confidence is still fragile, but it is expected to improve and 
the outlook for 2010 is optimistic. There will be a sustained desire for more variations in boots, 
casual footwear, especially eco-friendly or ergonomic footwear, as well as for evening footwear 
and re-styled classic footwear for men. 
 
Market segmentation 
Segmentation can be very useful in this market as there is a wide range of shoe-types, styles, 
colours that can be linked to different types of consumers.  
 

• Segmentation by user, season and colour 
The most common way to segment the market is by user. As Figure 1.1 indicates, women’s 
footwear is the largest segment.  
 

Women’s footwear accounted in 2008 for 62% valued at € 5.3 billion. The number of working 
women increased steadily from 59% to 65% of all German women between 2004 and 2008. This 
rate is high, compared to an EU average of 59.1%. Increases were registered in all age groups, 
particularly in the older age group (55 to 64 years). There is a growing number of women in 
higher professional and administrative roles who often buy luxury footwear for themselves as a 
self-rewarding gift. They sometimes are prepared to pay a high price for it. 
 
In addition to the colourful sneakers, ballerina’s and boots, women are increasingly interested 
towards more elegantly styled casual footwear, clogs and evening footwear. Designs are inspired 
by style dancing (flamenco, tango), by soaps and the glamorous world and are reminiscent to the 
1950s, 1960s and 1980s. However, high heels shoes should be now suitable for everyday use 
since many modern women also wear them at work. This can be reached by comfortable foot-
beds or by lower high heels (up to 8 cm). 
According to the IFM (Institute for market research), the most popular shoes for women in 
2008 were: 
In summer: Pumps/ballerinas, laced casual shoes/sneakers, mules, sandals and boots.   
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The main colours were black (40%), brown (13%), blue (9%), grey (9%) and other colours (29%). 
In winter: Boots with warm linings, all other boots, formal shoes/slippers, laced casual shoes/sneakers. 
The main colours were black (49%), brown (29%), grey (6%) and other colours (16%). 
 
Figure 1.1  German footwear consumption by user  
                      % value 2008 

Women
61.8%

Men
22.3%

Children
15.9%

 
  Source: BDSE (2010) 
 
Men’s footwear was valued at € 1.9 billion. Most German men are not very keen to buy 
footwear. The share of men’s footwear of 22% in 2008 was the lowest within the EU. According 
to the BDSE, many German men bought in 2008 their footwear during the summer and winter 
sales in order to get the best value for money. When buying footwear, they still regard fit, 
comfort and quality most important. Younger men are increasingly more demanding consumers 
with clear ideas of what they want from their footwear purchases. 
 
In men’s footwear, there is a trend towards clean, slim-fit lace-up shoes or loafers. The 
designs are towards a younger look in footwear with wide, rounded shapes. Refined materials 
are used such as soft nappa and suede leathers that ensure the necessary comfort. In formal 
footwear, Oxford boots, monks or loafers in polished leather, mainly in black are popular.  
 

According to the IFM, the most popular shoes for men were: 
In summer: Laced casual shoes/sneakers, slippers and sandals/mules.  
The main colours were black (55%), brown (30%) and other colours (20%). 
In winter: Laced casual shoes/sneakers, boots with warm linings, all other boots and formal 
shoes/slippers. The main colours were black (51%), brown (37%) and other colours (12%). 
This shows how the shoe colour is less important for men. Whereas, young men are more 
interested in a wide variety of different colours, especially in sneakers. 
 
Children’s footwear was valued at € 1.4 billion in 2008. There are quite important 
differences between boys and girls in terms of their tastes. Recently, children are more 
influential in purchasing decisions. The age of twelve is the key time. Footwear retailers are 
concentrating some of their marketing efforts on this important audience by trying to provide  
what children are asking for. They know these will be the consumers of the future. 
 
According to the IFM, the most popular shoes for children were: 
In summer: sneakers with Velcro fasteners, laced casual shoes/sneakers slippers, boots, 
ballerinas, Mary-Jane’s and Crogs. 
The main colours were blue (21%), black (15%), brown (15%) and other colours (49%). 
In winter: Boots with warm linings, all other boots, sneakers with Velcro fasteners, laced casual 
shoes/sneakers. The main colours were black (34%), brown (28%), blue (11%) and other colours 
(27%). This highlights the wider use of colours in children’s shoes. 
 
For more details on popular shoe types for women, men and children - see Annex 1. 
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• Segmentation by price/quality 
In terms of product quality, comfort, price and design, the German market can be segmented as 
follows: 
The economical shoe segment, where people look for comfortable shoes at the lowest possible 
price. In this segment, textile discounters and food discounters have been successful. In addition, 
the large clothing chains and big footwear brands were selling at cut prices. This has resulted in a 
consolidation in the retail trade with several footwear retailers being forced to close down. 
 

The medium and fine shoe segment, where people look for elegant and well-designed footwear 
that is suitable for use in the workplace. This segment has grown thanks to the emerge of a larger 
fashion conscious young professional group. Along with the demographic changes with lower birth 
rates, there is an increase in single and two-person households. Due to the recession, more young 
couples were forced to work both and some having children later. Generally, the young professional 
group tend to buy footwear impulsively being stimulated by popular TV-series (e.g. Sex in the City) 
and by the celebrity-driven media. 
 
• Segmentation by region 
There is quite some difference in regions in Germany, especially between the poorer former 
Eastern regions, Middle regions and Southern regions in Germany. According the BDSE just 
over 5% of German footwear sales was achieved in the former Eastern region in 2008, 
representing 21% of the German population. According to the German Statistics Office, the 
difference in salary between men and women was here 24%. Whereas more than 50% of 
footwear sales was generated in the Middle regions (urban areas between Köln, Düsseldorf, 
Bonn and Frankfurt). The Southern regions were good for one quarter of footwear sales. This 
implies significant differences in purchasing power or interest in different fashion trends. 
 
Market trends 
Here are some major trends and characteristics that influence demand for footwear in Germany: 
• Styles in casual footwear have become neater and more elegant. This is achieved by  
 a reduction in weight, softer leathers (supple lambskin and Napa), velvety nubuck to 
 improve walking comfort and fit.  Designs are more combinations of sporty, elegant or chic,  
 so that the shoes can be also worn at formal occasions. 
• There are more combinations of different leathers. 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. A natural used look is allowed in the sports footwear or sneakers. 
• The emerging market for ‘wellness footwear’ combining comfort with eco-friendliness.  

For example, shoes of natural tanned leather, nubuck or soft suede with comfortable, 
‘ergonomic’, or ‘anti-shock’ foot-beds made of (recycled) cork or shock-absorbing latex. 
Birkenstock, Scholl and Ecco have been pioneers in this market. In order to face the growing 
competition from Asia, the latest looks are younger and there are new features in comfort  
that also appeal to the well-funded 50 plus generation (‘best agers’) who want to be trendy. 

• Ethical and environmental issues become more important in footwear. There has 
been a significant increase in ethical fashion. Younger consumers are looking to combine  
an interest in fashion with products that make a statement about their concern for the 
environment. In footwear, the production method as well as the sustainability of materials 
plays a role. For example, soles that are made of recycled cork or rubber residues. 
Alternatively, clogs made of FSC wood. 

• The trend in soles toward rustic looks. Crepe, canvas and profiles are not only seen in 
outdoor or trekking footwear, but also in sneakers, ballerina’s and pumps to add a sporty look. 

• New for 2009/2010 are summer boots or ‘sandal-boots’ with open heels and toes. 
There are variations with a high heel or with a flat heel sometimes called ‘shafted sandals’. 

• Seasonal footwear trend forecasts for 2010/2011 with designs that try to find a 
balance between daily suitability and fashion chic. Innovation, individuality and a tight grip 
in reality are the key concepts in new collections that are shown in Annex 1. 
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Production 
Total production 
German production of footwear was valued at € 3.7 billion in 2008, or 193 million pairs. This 
represented 21% of the value of all EU production. Its volume share rose from 21.5% to 23.0% 
over the period. As Table 1.2 shows, German production value has decreased by an annual average 
of 1.4%, but production volume has fallen by 3.2%. This is explained by a greater emphasis on 
higher value production of quality and comfortable casual and formal footwear. Germany is the 
second largest footwear producer in the EU after Italy. German production value was half the  
value of Italy and almost twice the value of Spain. While by volume, they are well behind Italy. 
 
Table 1.2  Total production of footwear in Germany, 2004-2008  

                  € million / millions of pairs 

2004 2006 2008 
Number of 
companies 

2008 

Number of 
employees 

2008
value volume value volume value volume   
3,959 219 3,711 196 3,749 193 1,132 19,165 

 Source: IFM, Eurostat (2009) 
 
Around 90% of total German production volume, i.e. 171 million pairs, is exported, of which 
80% is leather footwear. Due to the global recession, demand in export markets has been 
falling, particularly exports to Russia (weak Rubble) and the larger EU countries. This has 
affected the German production of leather footwear.  
 
On the other hand, the developments in the home market (10% of German production, or 22 
million pairs) has been more positive. Between 2007 and 2008, there was more demand for 
sandals, sports footwear and safety footwear, as is shown in Table 1.3. 
 
Table 1.3 German footwear production for the domestic market, 2007 - 2008 
                     By product group in volume (‘000 pairs), % change 
Footwear type 2007 vol 2008 vol +/- %
Leather uppers 17,715 17,472 -1.4
Street footwear 7,983 7,291 -8.3
- For children 1,523 1,098 -27.9 
- For men 1,839 1,661 -9.7 
- For women 3,797 3,615 -4.8 
- Unisex 824 917 11.3 
Sandals 8,663 9,087 4.9
- For children 762 765 0.4 
- For men 429 432 0.6 
- For women 7,472 7,890 5.6 
Sports footwear (leather uppers) 988 1,008 2.0
Safety footwear 81 86 6.1
Other uppers 4,640 4,895 5.5
Indoor with textile uppers 571 504 -11.8
Sports footwear (textile uppers) 4,069 4,391 +7.9
Total 22,355 22,367 +0.5
Note: only the volume production for the home market is considered here, i.e. 22.3 million pairs in 2008 

 Source: HDS-GLS (2010) 
 
Footwear production is spread throughout the country with the main regions being in North 
Rhine-Westphalia and in Bavaria in the South. Competition from low cost imports, particularly 
from developing countries, has resulted in major difficulties for the German footwear industry. 
There are now 20% fewer people working in the footwear industry in Germany than in 2004.  
 
Main and interesting players 
• Salamander GmbH, located in Kornwestheim, (http://www.salamander.de). One of the 
 market leaders in the EU. They are well known in Germany and Eastern EU countries with 
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 1,700 employees. They offer fashionable and quality footwear, bags and accessories. In 
 Germany they have 60 retail outlets and 230 outlets in the EU and Russia. 
• Reno (Hamm-Reno-Group), located in Thaleischweiler-Fröschen, (http://www.reno.de/). 
 They offer a large range of footwear for men, women and children and have much footwear 
 produced in foreign countries. They are the second EU footwear chain operator with 750 
 outlets und 4,000 employees. They also operate chains in Georgia, Iran, China, Saudi 
 Arabia and the United Arab Emirates. 
• Ara Schuhfabriken AG, located in Langenfeld, (http://www.ara-shoes.de). They produce 
 fashionable women’s shoes with exceptional fitting, quality and in four comfortable widths. 
 In 2006, approximately 7.3 million pairs of shoes were exported to 40 countries. About  
 4,000 employees produce Ara shoes in six wholly owned production facilities. 
• Florett Schuhfabrik, located in Cham, a producer of very wide shoes for injured feet and 

disabled persons (http://www.florett.de). 
• Helix Shoes located in Selbriz, a comfort shoe maker for over 100 years, making men’s and 

ladies shoes with interchangeable insoles (http://www.helix-shoes.de). 
• Romika GmbH located at Trier, making comfortable, lightweight, flexible footwear with 

direct injected PU bottoms and comfortable footbeds (http://www.romika.de). 
 
Trends in production 
The major trends in and characteristics of footwear production in Germany are: 
• Outsourcing. Outsourcing is well advanced in Germany. Most has gone to Asia as costs of 

production are lower and quality standards can be high. Nevertheless, many companies retain 
their head office in Germany, and control design, marketing and distribution from here. 

• Environmentally friendly technology is becoming the standard in many countries, but 
Germany has been a leader in this, driven by a tough regulatory framework in the country. 

• German manufacturers use more innovative technologies to compete. For example, 
membranes that are not only applied in sporty styles, but also in urban or casual styles. 
Most innovations are focussed on comfort and aimed to turn any walk into a delight. 
Footwear with leather uppers and boots feature a double-face look. Real lambskin keeps the 
feet warm even in below-zero temperatures. 

• There is a greater focus on niche markets and an emphasis on adding value and 
producing for the premium market, both at home and abroad. 

 
Opportunities and threats 
+ Along with the growing market, you can find opportunities in the medium and fine segments 

and offer leather boots or comfortable casual footwear with rustic looks. There is an interest 
in exotic, ethno and animal prints in women’s and children’s footwear. Please note that the 
feet of German children have been wider recently. 

+ Interesting niches could be comfortable colourful slippers, sandals, boot-sandals for summer 
for women. Other niches could be evening footwear with wedged heels using material such 
as cork, sisal or wood. Brazilian suppliers are already quite strong in this segment but there 
is still a demand for more decorations (floral or ethnic patterns) 

+ Clogs of the 1970s with new variations are more in demand. These could be made of 
(woven) leather decorated with handcrafted looks with wooden soles with a higher block 
heel or plateau heel. See also Appendix E of the CBI market survey ‘The footwear market in 
the EU’. 

+ DC exporters that can satisfy the growing demand for environmentally friendly products on 
this market will find many interested buyers. There are opportunities for combinations of  
eco-friendly footwear with some elegance and styling. 

+ There are many small German footwear producers who are struggling in the competitive  
global trading environment. They would welcome a partnership with a supplier that can 
provide some fresh thinking and lower cost production input to their business. 

-  There are also nearby footwear producers on the doorstep, especially Poland and Slovakia, 
who see opportunities in the large German market, despite the tough trading conditions.  

Equally, any of these trends can be an opportunity for one exporter, but a threat to another. 
German buyers are not always loyal to particular overseas suppliers, so you may lose out to a 
supplier from your own country or neighbouring country.  
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See chapter 7 of the EU survey “The footwear market in the EU” for more information on 
opportunities and threats. 
 
Useful sources 
• There are a number of commercial research organisations that regularly produce reports on 

the German footwear market, but these can only be obtained at a cost. They include market 
reports from Schuhmarkt magazine at http://www.schuhmarkt-news.de, as well as from 
Mintel (http://www.mintel.co.uk), BBE (http://www.bbe-beratung.de) and Euromonitor 
(http://www.euromonitor.com). 

• Production information can be obtained from Eurostat as well as from German National 
Statistics (http://www.destatis.de). 

• Some manufacturers can be reached at a footwear trade portal http://www.schuhe.de, or  
at the German Footwear Federation (http://www.hds-schuh.de), or at the Association of 
Footwear Retailers (http://www.bdse.org). 

• Schuhmarkt, Schuhkoerier and Shoez are the leading footwear trade magazines. GDS is  
the main footwear trade fair, which takes place each year in Düsseldorf (see chapter 6 for 
contact details).  

 
2 Trade channels for market entry 
 
Trade channels 
The German market is less concentrated than some of the other leading EU markets. Although 
there are some strong and dominant retail groups, there is a wide range of distribution 
channels, many of which should be interesting for exporters from developing counties. The 
distribution of footwear in Germany is mainly carried out by specialised (retail) traders.  
 
Wholesalers are diminishing in importance as chain stores source more direct from German 
or foreign manufacturers. Nevertheless, they still represent an important channel. According  
to Eurostat, there were 2,500 wholesale enterprises of clothing and footwear in Germany in 
2007. In general, there are: 
• Small wholesalers who operate locally and need to specialise in a particular kind of 

footwear. Germany is usually sub-divided into seven Nielsen areas. 
• Large wholesalers who offer a broad range and often serve the Austrian, Swiss or Eastern 

EU markets. This could be time saving for you if you consider also to export to these 
countries. 

 
Exporters from developing countries should consider using agents, wholesalers and importers 
to access the German market. Agents are important, either operating on a regional basis, or 
on an exclusive basis, but they tend to mainly deal with larger brand names. The Association 
of Commercial Agents can be contacted at http://www.cdh.de or http://en.hv.cdh24.de/.  
 
The Federation of German Wholesale and Foreign Trade - http://www.bga.de - can provide 
advice on importing into Germany.  
 
Interesting importers and wholesalers include: 
• Mayer’s Markenschuhe GmbH, located in Treuen, (http://www.mayers-markenschuhe.de.  

They offer a large range of quality shoes for men, women and children. 
• Aktiv-Schuh Handelsgesellschaft mbH, located in Berlin (http://www.aktiv-schuh.de) deals in 

casual and comfortable footwear. They also operate their own stores selling the brands: 
Birkenstock, Camel, Clarks, Ecco, Gabor, Geox, Lloyd, Marc Shoes, Tamaris und Think. 

• Trend Marken Shop, located in Ratingen, imports high quality brand products within the 
clothing and footwear sector (http://www.trendmarkenshop.de). 

• Bartu Schuhhandels GmbH & Co, located in Munich, (http://www.bartu-online.de). 
 They offer fashionable, elegant or sporty footwear for men and women. Online shop with 

some branches in Munich and Augsburg. 
• Josef Tretter GmbH, located in München (http://www.tretter-schuhe.de) dealing with a 

variety of casual and formal footwear and sneakers. 

http://www.schuhmarkt-news.de
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http://www.cbi.eu
mailto:marketinfo@cbi.eu
http://www.cbi.eu/disclaimer
http://www.destatis.de
http://www.schuhe.de
http://www.hds-schuh.de
http://www.bdse.org
http://www.cdh.de
http://en.hv.cdh24.de/
http://www.bga.de
http://www.mayers-markenschuhe.de.Theyofferalargerangeofqualityshoesformen
http://www.mayers-markenschuhe.de.Theyofferalargerangeofqualityshoesformen
http://www.aktiv-schuh.de
http://www.trendmarkenshop.de
http://www.bartu-online.de
http://www.tretter-schuhe.de


CBI MARKET SURVEY: THE FOOTWEAR MARKET IN GERMANY  

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

 
Page 8 of 20 

Retail trade 
Footwear specialists still dominate the footwear distribution with the chains store Deichmann 
and Reno taking up one quarter of the German footwear market. Consequently, many 
independent specialist retailers have joined buying groups to counter this competition.  
On the other hand, the footwear specialists have suffered from an increasing number of  
non-specialists selling footwear, particularly clothing stores, discounters and internet sellers. 
 
Table 2.1 highlights the different segments in the retail distribution of footwear. Due to the 
recession and competition, buying groups have lost the greatest share in the German footwear 
market.  While specialist chain stores, clothing chains and discounters selling footwear have 
made the greatest gains. However, the position of footwear specialists remains strong as many 
German consumers regard comfort, fit and professional advice most important. 
 
According to the BDSE, there were 6,383 footwear retail companies in 2007 with 12,230 
outlets with 75,598 employees. This figure has fallen from 7,247 in 2000. As a result from 
bankruptcies and mergers, footwear retailing has become more concentrated. In 2007, around 
60% of companies generated a turnover of € 10 million or more, an increase by 9% compared 
to 51% in 2000. 
 
 Table 2.1 Share of footwear retail distribution in Germany  
                  % value 2008 

Outlet type % share
Footwear specialists 65%
Chain stores 
Buying groups 
Independent stores 

34%
24%
7%

Non-specialists 35%
Department stores 
Super/hypermarkets 
Clothing stores 
Home Shopping (Internet, mail order) 
Others (Market stalls, factory outlets) 

6%
9%
9%
8%
2%

Total 100%
  Note: Sports retailers’ share was estimated at 14% 
  Source: BDSE (2010) 
 
Chain stores: The leading specialist footwear chains include Deichmann/Roland with 1,192 outlets 
(http://www.deichmann.de) with worldwide 2,767 outlets in 18 EU counties and in the USA.  
The second leading specialist is Reno/Hamm with worldwide 1,700 outlets (http://www.reno.de). 
Both chains are well represented in the out-of-town shopping centres serving the older consumers.  
 
Other important chains were Görtz with 220 outlets (http://www.goertz.de), Schuhaus Siemes 
(130 outlets), Leiser (160 outlets), Kienast (350 outlets), Runners Point (133 outlets), 
Schuhaus Klauser (79 outlets), Josef Tretter (30 outlets) and Salamander (51 outlets, owned 
by the ARA Group). Gabor and Wortmann started off as a retailer of licensed products under 
the Tamaris name (http://www.tamaris.de). Furthermore, the single brand stores (Adidas, 
Puma, Ecco, Högl, Crocs etc.) have grown to 250 stores in Germany in 2007. 
 
Buying groups continue to be very important in Germany, but the changing structure of 
retailing means they are slowly losing their influence. The leading groups are:  
• Ariston Nord West Ring with 2,154 outlets including those sports retailers under Sport 2000 

(http://www.anwr.de) 
• Garant Schuh + Mode AG with 1,509 outlets (http://www.garantschuh.de) 
• Rexor, also connected to Garant Schuh (http://www.rexor.de).  
• Assima (http://www.assima.de)  
• GEB Schuh Grosseinkaufs-Bund (http://www.geb-essen.de)  
• SABU Schuh & Marketing (http://www.sabu.de)  
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Buying groups are trying to encourage cooperation between German manufacturers and 
retailers to protect the domestic industry. As well as traditional wholesale channels, exporters 
may also find opportunities with any of these buying groups. 
 
Within the non-specialist sector, sales through department stores such as Karstadt have 
been falling, but clothing retailers such as H&M, Zara, Mango, Diesel, Guess, Replay and in 
the fine and luxury segments, Hugo Boss, DKNY, D&G, Gucci, Miu Miu and Chanel are 
important sources of purchase now. Recently, these clothing retailers are increasingly selling 
higher priced fashion footwear. New fashion trends translate into particular types of footwear, 
by merchandising shoes alongside bags, belts and other clothing accessories.  
 
Discounters are important throughout all retail sectors in Germany. Consumers realise that 
expensive products do not always offer the best quality. Discounters such as Kik, Takko, Aldi, 
Woolworth, Tschibo and Kodi all have significant sales of lower priced footwear. 
The footwear sector also uses hypermarket chains such as Metro (http://www.metro.de)  
and Rewe and other variety shops as a channel to significant effect.   
 
Mail order continues to be an important channel in Germany and the popularity of home 
shopping via the Internet are part of the explanation for the erosion of sales through the 
traditional channels. The leading players are Otto (http://www.otto.de), Neckermann 
(http://www.neckermann.de) and Quelle (http://www.quelle.de). In addition, most footwear 
retail chains have internet presence.       
 
Use of the Internet continues to grow. Around 65% of the German population has access 
to the Internet. Consumers regularly obtain fashion tips and trends develop quickly via social 
networking websites and blogs. Furthermore, the use of the Internet as a means of shopping is 
also increasing. This has increased by 14% in the last year. Some younger consumers often 
buy their shoes online without even visiting a retail outlet. Consumers also choose the 
Internet, as they believe that prices will also be more competitive. 
 
Finding a suitable trading partner 
There are a number of ways to look for a suitable trading partner in Germany. The first place to 
look would be to contact the main trade association(s), followed by trade fairs, which tend to 
feature a list of exhibitors, many of which may be potential partners – see Chapter 6. In addition 
to these sources, there are often a number of general or specific information portals that will be 
useful. The following organisations may be worth looking at: 
• There are several associations for footwear and some of their members could be interested 

in contact with exporters from developing countries.  
Addresses and websites of these associations can be found in Chapter 6. 

• Contacts in Germany can also be found at trade magazines for the footwear and leather 
goods industry, which are mentioned in Chapter 6. 

• The International Trade Centre (http://www.intracen.org) or the Association of German 
Chambers of Industry and Commerce (http://www.diht.de) are also useful organisations to 
find contacts in the German market. 

• In addition, the main Insitute for doing business with Germany can be reached at 
http://www.ehi.org. 

 
More information can be found in chapter 4 of ‘From survey to success - exports guidelines’  
for footwear. 
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3 Trade: imports and exports 
 
Imports 
Total imports 
In 2008, Germany imported footwear valued at € 4.3 billion, or 460 million pairs. This 
accounted for 16% of all EU imports by value, or 15% by volume. This represented an average 
annual increase in value of 1.9% since 2004 from € 4 billion (2.6% in volume from 415 million 
pairs). Germany was the largest importer of footwear. Countries with similar levels of imports 
were Italy and France. It also ranked first in volume terms.  
 
This growth in imports contrasted with a 7.8% growth in exports (10% by volume). Import 
values were 1.8 times greater than export values and import volumes were over 3 times greater 
than export volumes. Production volumes continued to fall in Germany, although values have 
been stable and the consumer market has grown at a rate lower than the EU average.  
 
The share of imports by developing countries was up from 36% in 2004 in value, and up from 
57% or 237 million pairs in volume. Increases were registered in the footwear supplies of 
China, India, Indonesia, Brazil (!), Tunisia (!) and Bangladesh (!). There were falling supplies 
from Vietnam and Cambodia. See further in Annex 2 for more information. 
 
Imports by product group 
Leather footwear 
This was the largest footwear product group. Valued at € 2.7 billion in 2008, it represented 62% 
of all footwear imports to Germany. This product group was increasing in significance in its value 
contribution to imports but decreasing in its volume contribution. Intra-EU trade dominated the 
value supply accounting for 62% (44% by value or 68 million pairs), but this decreased from 
58% in 2004 (43% by volume or 73 million pairs). Italy’s share was down from 20% in 2004.  
 
Table 3.1 German imports of footwear with leather uppers, 2004 - 2008,  
                      € million / million pairs* 
 2004 2006 2008 Average 

annual % 
change in 
value  

 value volume value volume value volume 

         
Total Germany, of 
which from 

2,541 170 2,882 179 2,685 154 1.4  

Intra-EU 1,477 73 1,678 75 1,672 68 3.1  
Extra-EU 312 21 195 12 35 2 -42.1  
Developing countries 751 76 1,008 92 978 84 6.8  
         
Sports 87 5 105 4 29 2 -24.0  
Indoor 37 5 39 5 28 4 -6.7  
Outdoor leather outer 
soles 

240 8 278 9 261 7 2.1  

Outdoor other outer 
soles 

2,176 152 2,460 160 2,293 139 1.3  

Source: Eurostat (2009) *See Annex 2 for more detail 
 
Developing country suppliers represented 36% of all imports by value (54% by volume or 84 
million pairs), up from 29% in 2004 (45% by volume or 76 million pairs). See Table 2 in Annex 
2 for more information. Outdoor leather footwear with other outer soles was the largest sub-
sector, accounting for 85% of all leather footwear in 2008 (90% by volume). This sub-group 
had increased in importance since 2004 but had decreased in importance since 2006.  
 
Rubber or plastic footwear 
This group was valued at € 696 million in 2008, accounting for 16% of all footwear imports to 
Germany. This group has increased its importance in terms of volume. Intra-EU trade accounted 
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for 28% of imports by value (13% by volume or 21 million pairs). This compared with a position 
of 41% by value in 2004 (26% by volume or 35 million pairs).  
 
Table 3.2 German imports of footwear with plastic/rubber uppers, 2004 - 2008, 
                      € million / million pairs* 
 2004 2006 2008 Average 

annual % 
change in 
value  

 value volume value volume value volume 

         
Total Germany, of 
which from 

650 132 725 135 696 160 1.7  

Intra-EU 268 35 242 27 196 21 -7.5  
Extra-EU 37 6 14 2 6 1 -36.5  
Developing countries 345 91 469 106 495 138 9.4  
         
Sports 52 6 58 5 54 6 0.9  
Indoor 7 2 8 3 9 5 6.5  
Outdoor 591 124 659 127 633 149 1.7  
Source: Eurostat (2009) *See Annex 2 for more detail 
 
Developing country suppliers represented 71% of all imports by value in 2008 (86% by volume 
or 138 million pairs), up from 53% in 2004 (69% by volume or 91 million pairs). Rubber or 
plastic outdoor footwear was the largest sub-sector, accounting for 91% of this group in 2008 
(93% by volume). See Table 3 in Annex 2 for more information. 
 
Textile footwear 
This group was valued at € 603 million in 2008, accounting for 14% of all footwear imports to 
Germany. This group has marginally decreased in importance since 2006 but has increased in 
importance since 2004. Intra-EU trade accounted for 36% of imports by value (16% by 
volume or 21 million pairs). This position compared with 46% by value in 2004 (33% by 
volume or 33 million pairs).  
 
Table 3.3 German imports of footwear with textile uppers, 2004 - 2008,  
                     € million / million pairs* 
 2004 2006 2008 Av. annual 

% change 
in value  

 value volume value volume value volume 

         
Total Germany, of 
which from 

529 100 605 113 603 134 3.3  

Intra-EU 245 33 238 22 219 21 -2.8  
Extra-EU 21 4 8 1 6 1 -26.9  
Developing countries 263 63 359 90 378 112 9.5  
         
Sports 183 16 208 18 206 21 3.0  
Indoor rubber/plastic 
outer soles 

57 17 66 22 53 27 -1.8  

Indoor other outer soles 28 18 27 18 27 23 -0.9  
Outdoor rubber/plastic 
outer soles 

243 45 288 52 302 61 5.6  

Outdoor other outer 
soles 

16 4 16 3 15 3 -1.6  

Source: Eurostat (2009)  
 
Developing country suppliers represented 63% of all imports by value in 2008 (84% by volume 
or 112 million pairs), up from 50% in 2004 (63% by volume or 63 million pairs).  
 
Textile outdoor footwear with rubber or plastic soles was the largest sub-sector, accounting for 
50% of this group in 2008 (45% by volume). Its share has increased over the period.  
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Other footwear 
This was the smallest product group, valued at € 365 million in 2008 (8.4% by value and 2.8% 
by volume or 13 million pairs). Intra-EU supplies accounted for 46% of the value of this group 
(31% of volume), and that share has decreased from 49% in value and 38% in volume in 
2004. China was the leading developing country value and volume supplier.  
 
Table 3.4 German imports of other footwear, 2004 – 2008,                       
 € million / million pairs* 
 2004 2006 2008 Average 

annual % 
change in 
value  

 value volume value volume value volume 

         
Total Germany, of 
which from 

313 13 333 11 365 13 3.9  

Intra-EU 154 5 137 4 169 4 2.3  
Extra-EU 47 1 27 1 7 0 -37.9  
Developing countries 112 7 169 6 188 9 13.8  
         
Other uppers 20 5 10 2 11 2 -13.9  
Waterproof 23 6 29 7 30 8 6.9  
Parts 270 2 294 2 324 3 4.7  
Source: Eurostat (2009)  
 
Exports  
In 2008, Germany exported footwear valued at € 2.4 billion, or 145 million pairs. This 
represented an average annual increase in value of 7.8% from € 1.8 billion, and an average 
annual increase of 10% in volume since 2004 from 99 million pairs.  
 
In 2008, Germany was the second largest exporter by value after Italy. Its value was close to 
that of Belgium. It was fourth in volume, behind Italy, Spain and Belgium. It is clear from the 
production figures, as well as the presence of the Adidas and Puma distribution centres, that 
Germany appears to re-export a good proportion of its imports, as domestic production is well 
below the level of exports. Around 74% of German exports were intra-EU (85% by volume).  
 
In terms of product groups, leather footwear was valued at € 1.6 billion or 58 million pairs, up 
an annual average of 7.3% from € 1.2 billion and up 4.3% by volume from 49 million pairs in 
2004. Outdoor leather footwear with other outer soles dominated this group of exports. The 
main destinations were The Netherlands, Russia and Austria. Rubber or plastic footwear was 
valued at € 348 million or 46 million pairs. This was up 11% from € 227 million and up 13%  
by volume from 28 million pairs in 2003. Outdoor plastic footwear was the largest sub-group. 
Austria and Poland were the main destinations.  
 
The next largest group of exports were textile footwear, which was valued at € 314 million or 
39 million pairs, up 11% from € 207 million and up 15% by volume from 22 million pairs in 
2004. Textile outdoor footwear with rubber or plastic outer soles was the leading sub-group. 
Austria and The Netherlands were the main destinations. Other footwear accounted for € 214 
million or 2.2 million pairs. This was up 2.5% from € 194 million and up 19% by volume from 
1.1 million pairs in 2004. Parts of footwear was the largest sub-group. Portugal and Romania 
were the principle destination countries.  
 
Opportunities and threats 
+ Germany is a large–sized importer of footwear and is a potentially interesting market for 

exporters from developing countries. It has a rather mature domestic retail market and the 
domestic production accounts for a relatively low proportion of the market. Still for boots, 
ballerina’s and pumps, for example, Germany has become almost completely dependent on 
imports. In addition, Germany is a large re-exporter. 

+ Even if Asian footwear suppliers dominate the German market, there will always be niche 
opportunities for other producers in this large market. For example, imports of textile 
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outdoor footwear, or footwear with rubber or plastic outer soles. Rubber and plastic 
footwear have also been providing good opportunities, e.g. flip-flops. 

+ Like many other EU markets, leather-made products were increasing at a higher rate than 
footwear of other materials. There are good opportunities for naturally tanned outdoor 
leather footwear. 

-  Large exporters from China and often India are a threat for DC exporters from other countries, 
due to their scale, advanced technology, and their access to capital and to EU designers. 

- Footwear supplying countries from Eastern Europe e.g. Slovakia who benefit from the 
 advantages of EU membership or e.g. Croatia being close to Germany, are important  
 competitors for DC exporters. 
  
It is also important to note that an opportunity for one developing country can also be a threat 
to another. Many EU countries switch country sources purely for competitive advantage, rather 
than moving supplier because of changes in demand for other reasons. Exporters should read 
carefully the trends and developments in other parts of this survey before establishing whether 
Germany offers a genuine export opportunity. See also chapter 7 of the CBI market survey 
covering the EU for a more general analysis. 
 
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  
 
4 Price developments 
 

Consumer prices 
Prices of footwear in Germany are close to the EU average. Leather-made footwear is popular, 
but the market has seen an increase in items of lower quality and price. Some consumers are 
choosing more expensive items, but for most German people price continues to be a very 
important purchase determinant. 
 

Consumer prices in Germany have increased by 2.8% in 2008 and by 0.2% in 2009. This was 
below the average EU price change over the same period (3.7% and 1% respectively).  
However, the price of footwear has been increasing at a lower rate at 0.9% in 2008, but at a 
higher rate in 2009 at 1.7%. This was above the EU average of price movements in this sector. 
They increased by 0.2% in 2008 and by 0.3% in 2009 across the EU as a whole. 
 

Table 4.1 highlights how footwear prices vary very significantly between retailers, depending 
on the style of shoe and the target audience that the respective shoes are intended for. 
 

Table 4.1 Average prices of various types of footwear, €, different retailers, 2009 
 Salamander Deichmann Reno

Men’s leather shoe 110.00 39.90 59.95

Men’s leather boot 145.00 49.90 94.95

Ladies’ heeled fashion shoe 79.95 29.90 39.95

Ladies’ fashion knee boot 165.00 49.90 129.95

Ladies’ textile sneaker 59.95 29.90 49.95

Source: Retailer websites (2009/2010) 
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Consumer price indices can also be found on the German National Statistical website 
(http://www.destatis.de). The German National Bank provides information on prices in 
Germany (http://www.bundesbank.de).  
 

See chapter 2 for a list of main retailers, many of which feature prices on their websites. 
Salamander feature prices on their website (http://www.salamander.de, as do Deichmann 
(http://www.deichmann.de) and Reno (http://www.reno.de), as table 4.1 indicates. 
 
Import prices 
Import prices to Germany have been falling during the period, as Table 4.2 indicates. Total 
import prices were below the EU average of € 8.49, and developing country prices were above 
the EU average (€ 5.13). Prices from developing countries have been falling at a higher rate 
compared to total import prices, whereas footwear imports from intra-EU countries increased. 
Import prices from developing countries are 30% of the level of intra-EU import prices. 
Nevertheless, these price movements reinforce the trend seen elsewhere of increasing 
purchases of lower-priced footwear from Asian, North African and Latin American 
manufacturers. Please note that these trends should be interpreted with care, as changes in 
imports do not reflect the demand in Germany. 
 
There are quite different import prices for the different product groups. For example, the 
import price for leather footwear was significantly higher than import prices for other types of 
footwear. This was € 14.9 per pair in 2004, and this had increased to € 22.37 in 2006, and has 
reached € 24.59 in 2008. This was more than double the import price of all footwear. 
 
 Table 4.2     Development in German 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 9.71 10.35 9.44 -3.1
Intra-EU 14.64 17.76 19.83 6.6
Developing countries 6.20 6.81 5.94 -1.1
 

  Source: Eurostat (2009) 
  
Price structure 
Footwear retailers’ margins have been severely affected by anti-dumping tariffs. However, 
larger retail organisations have been less affected and more capable of withstanding such 
additional costs. 
 
Footwear margins have been falling in Germany in recent years, as a result of intense 
competition in the supply chain and an intensification of competition between retailers. In 
general, there are some national differences, however, footwear is a global business and 
margins tend to become more similar in most EU markets.  
There are also 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. In each trade channel different margins and prices apply, with a 
total mark-up (including VAT) of 2.3 up to 2.9 of the export (CIF) price.  
 
Table 4.3       Overview of margins in footwear  
 Low High
Importers/wholesalers' margins 30% 40%
Agents' margins 7% 16%
Retailers' margins 45% 75%

Mark-up CIF price - Consumer price 2.3 2.9 
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These margins will vary depending on which market segment is being approached. The higher 
the market segment, the higher the margins that can be commanded. Buying groups ask for 
large-volume discounts, which are then passed on to their members. 
 
Exporters should quote C.I.F. prices for a German port of entry when making offers to German 
companies. When selling to a new or small retailer or distributor a letter of credit is usual. 
Sight drafts are often appropriate for larger or well-established firms. Large buyers i.e., 
department stores, mail-order houses, and buying organisations prefer payment by an open 
account. VAT of 19% is added to retail prices. More information can be found in chapter 3.2 of 
the CBI market survey ‘The footwear market in the EU’. 
   
5 Market access requirements 
 
As a manufacturer in a developing country preparing to access Germany, you should be aware 
of the market access requirements of your trading partners and the German government. 
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 ‘footwear’ and Germany in the category search, click on 
the search button and click on market access requirements. 
 
The new EU regulation on chemical substances, called REACH, has been in force since 2007. 
For more information on REACH, see the document on the CBI website at 
http://www.cbi.eu/marketinfo. 
Additional information on packaging can be found at the website of ITC on export packaging:  
http://www.intracen.org/ep/packit.htm. Information on tariffs and quota can be found at 
http://exporthelp.europa.eu 
 
6 Doing business 
 
The most important ways to develop a business relationship are either to exhibit at one of the 
main footwear trade fairs, or to make a direct approach to wholesalers or major retailers.  
In Germany, many business people still prefer a formal style of communication, both in the 
way a presentation is put together, and in the way contact is made. A very aggressive price 
driven approach will not be effective. Germans are very interested in price, but it is also 
important to appreciate from the outset the importance of retaining your customers. Many 
buyers are not always loyal and it is much easier to lose a customer than to find a new one. 
 

General information on doing business like approaching potential business partners, building 
up a relationship, drawing up an offer, handling the contract (methods of payment, and terms 
of delivery) can be found in CBI’s export manuals ‘Export Planner’ and ‘Your image builder’. 
Furthermore, cultural awareness is a critical skill in securing success as an exporter. 
Information on cultural differences in the EU can be found in chapter 3 of CBI’s export manual 
‘Exporting to the EU’. These manuals can be downloaded from http://www.cbi.eu/marketinfo - 
go to search publications.  
 
Trade magazines 
Advertising in trade magazines can sometimes be an effective means of reaching a small 
target group. The main trade publication for the footwear industry are: 
• The monthly SchuhMarkt magazine (http://www.schuhmarkt-news.de).  
• STEP magazine - http://www.sternefeld.de - is for the footwear trade and is produced six 

times annually by the publisher Sternefeld 
• Shoez is a publication for shoe retailers (http://www.shoez.biz). 
• Textilwirtschaft – http://www.textilwirtschaft.de - is an online fashion portal which also 

includes information on footwear.  
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Trade Fairs 
The main trade fair for the footwear industry in Germany are: 
• The GDS Fair - http://www.gds-online.com - in Dusseldorf which is an International Event 

for Shoes and Accessories, takes place twice a year in March and September, although more 
emphasis is on footwear.  

• The Munich Fashion Company - http://www.munichfashioncompany.com – which organises 
fashion fairs in Munich. 

• Import Shop Berlin – http://www.messe-berlin.de - which takes place in November also 
features footwear.  

• Bread & Butter - http://www.breadandbutter.com - is a specialist trade fair for street and 
urban fashion, including accessories and footwear. It usually takes place twice a year in Berlin.   

 

Trade associations 
There is information on the footwear industry in Germany at the website of the German 
Footwear Federation (http://www.hds-schuh.de). Some manufacturers featured may be 
looking to develop relationships with developing country exporters. Other useful contacts are:  
• The Association of Footwear Retailers (http://www.bdse.org) and the Institute of Textile 

Traders (http://www.bte.de).   
• The shoe portal for the footwear trade http://www.schuhe.de, which also includes 

information on footwear trends. 
• Another shoe portal with useful links is http://www.schuhmarkt.de. 
• Market information and trends can also be found at the German Footwear Institute 

(http://www.schuhinstitut.de).   
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

This survey was compiled for CBI by Searce 
 

Disclaimer CBI market information tools: http://www.cbi.eu/disclaimer 
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ANNEX 1 SEASONAL TRENDS IN GERMAN FOOTWEAR 
 

This annex gives you an idea of tendencies in footwear for winter 2010/2011, which were taken 
from the trade fair ‘GDS’ http://www.gds-online.com.  
 

• Women: Sensual softness 
Modern cocooning: Cozy comfort is the theme here with footwear for everyday use in quiet 
colours.  New comfortable soft boots and boots made of nubuck, suede or leathers in brown,  
sand and stone colours and wrapped in lace or ribbons. New femininity: mix of comfort and 
femininity by supple suede and smooth leather boots (ankle or high) and pumps with high-fronts. 
 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
• Women: Winter adventure 
Basic and authentic: The individual mix of ‘Ranch-feeling’, work wear and Alpine folklore in an 
authentic rustic look with a lot of denim. Solid boots in brown and greyish colours with straps, 
metal buckles, contrast stitching and laces convey authenticity. Downtown: A mix of casual 
and street wear reinterpreted as an ‘alliance of leather and denim’ giving a new urban look. 
 

• Women: Dark amazones 
Young power: Leather, satin, lace, metallic looks and sparkling Swarovski crystals are the 
ingredients for a chic, strong accent, slim power look with sharply defined silhouettes, 
preferably in black. Shoe boots, ankle boots and over knee boots are featured with thin stiletto 
heels and high plateau heels. Soft suede, smooth leathers, occasionally in stretch or lacquer. 
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• Women: Free style 
Young and individual: Mix of styles which is more refined. However, the young scene still tries  
to continue in unconventional and surprising blend of styles and patterns that are not always 
flattering. Shoes are sometimes with unusual shapes, details, materials and colours. The criteria 
of sustainability are reflected in the production of shoes, and the use of recyclable materials. 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
• Men 
Back to the roots: A desire to nature in urban fashion, a new ‘rustic masculinity’. Desert boots,  
ankle boots and solid Cowboy boots of (washed) leather, suede, nubuck in earthy tones of 
washed-Savannah, which are decorated with buckles. Cross dressing: mix of casual and classic 
styles features in narrow brown/cognac sneakers, coloured boatsshoes or stylish outdoor 
boots. British smart chic: variations on the typical British classics. Clarks and chelseas come in 
leather or suede in different colours such as dark blue, bordeau red, camel/cognac brown or in 
two- colour combinations. Colour sports: sneakers in powerful colours from the hiphop scene 
such as kiwi-green, baby-blue, purple with white soles. 
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ANNEX 2 ADDITIONAL STATISTICAL TABLES 
 
Table 1 German 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 
Germany 
of which from 

4,033 415 4,545 439 4,349 460 100.0 1.9 100.0 2.6

Intra-EU  
of which 

2,144 146 2,295 129 2,256 114 51.9 1.3 24.8 -6.0

Italy 672 46 668 38 557 24 12.8 -4.6 5.2 -15.0
Slovakia 110 7 159 8 256 13 5.9 23.5 2.8 16.7
Portugal 272 13 249 12 250 11 5.7 -2.1 2.4 -4.1
    
Extra-EU 419 32 246 16 55 4 1.3 -40.0 0.9 -40.5
(ex. DC)    
Developing 
countries  
of which 

1,470 237 2,004 294 2,038 343 46.9 8.5 74.6 9.7

China 426 104 889 185 861 225 19.8 19.2 48.9 21.3
Vietnam 501 79 503 62 496 66 11.4 -0.3 14.3 -4.4
India 151 11 177 11 196 12 4.5 6.7 2.6 2.3
Indonesia 78 8 105 9 114 11 2.6 9.9 2.4 8.3
Brazil 44 3 58 3 66 4 1.5 10.7 0.9 7.5
Morocco 45 3 72 4 60 3 1.4 7.4 0.6 0.0
Tunisia 30 2 34 2 51 3 1.2 14.2 0.6 10.7
Cambodia 44 7 48 7 48 6 1.1 3.0 1.3 -3.8
Croatia 28 0.9 31 0.8 42 1 1.0 10.7 0.2 2.7
Bangladesh 13 1 11 1 18 2 0.4 8.5 0.4 18.9
Source: Eurostat (2009) 
 
Table 2 German imports and leading suppliers of 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 
Germany 
of which from 

2,541 170 2,882 179 2,685 154 100.0 1.4 100.0 -2.4

Intra-EU  
of which 

1,477 73 1,678 75 1,672 68 62.3 3.1 44.2 -1.8

Italy 510 25 528 23 447 15 16.6 -3.2 9.7 -12.0
Slovakia 81 4 135 6 236 12 8.8 30.6 7.8 31.6
Portugal 197 10 204 10 213 9 7.9 2.0 5.8 -2.6
     
Extra-EU 312 21 195 12 36 2 1.3 -41.7 1.3 -55.5
(ex. DC)    
Developing 
countries  
of which 
China 

751 76 1,008 92 977 84 36.4 6.8 54.5 2.5
 
 

116 

 
 

11 320 34 246 24 9.2

 
 

20.7 15.6 21.5
Vietnam 255 31 248 24 229 22 8.5 -2.7 14.3 -8.2
India 113 10 138 11 154 11 5.7 8.0 7.1 2.4
Indonesia 51 5 67 6 88 9 3.3 14.6 5.8 15.8
Morocco 44 3 67 4 57 3 2.1 6.7 1.9 0.0
Tunisia 29 2 31 2 45 3 1.7 11.6 1.9 10.7
Cambodia 23 3 36 4 35 4 1.3 11.1 2.6 7.4
Croatia 17 0.8 22 0.8 27 0.9 1.0 12.3 0.6 3.0
Brazil 15 0.9 22 1 22 1 0.8 10.0 0.6 2.7
Thailand 14 1 10 0.9 15 1 0.6 1.7 0.6 0.0
Source: Eurostat (2009) 
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Table 3 German imports and leading suppliers of 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 
Germany 
of which from 

650 132 725 135 696 160 100.0 1.7 100.0 4.9

 
Intra-EU  
of which 

 
268 

 
35 242 27 196 21 28.2

 
-7.5 13.1 -12.0

Belgium 
 

49 
 

2 51 3 48 3 6.9
 

-0.5 1.9 10.7

Netherlands 48 8 41 6 36 5 5.2 -6.9 3.1 -11.1
Italy 68 12 53 9 35 4 5.0 -15.3 2.5 -24.0
     
Extra-EU 36 6 14 2 6 1 0.9 -36.1 0.6 -36.1
(ex. DC)    
Developing 
countries  
of which 
China 

346 91 469 106 495 138 71.1 9.4 86.2 11.0
 
 

131 

 
 

45 283 73 309 102 44.4

 
 

23.9 63.7 22.7
Vietnam 171 34 147 26 154 29 22.1 -2.6 18.1 -3.9
Indonesia 8 1 16 1 10 1 1.4 5.7 0.6 0.0
Cambodia 16 3 8 1 8 1 1.1 -15.9 0.6 -24.0
Tunisia 0.1 0.02 2 0.1 4 0.3 0.6 151.0 0.2 96.8
Morocco 0.2 0.07 5 0.4 2 0.2 0.3 77.8 0.1 30.0
Malaysia 4 2 2 1 2 1 0.3 -15.9 0.6 -15.9
Bangladesh 2 0.4 0 0 2 0.3 0.3 0.0 0.2 -6.9
Brazil 1 0.6 0.7 0.3 2 0.9 0.3 18.9 0.6 10.7
Turkey 2 1 1 0.7 1 0.5 0.1 -15.9 0.3 -15.9
Source: Eurostat (2009) 
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