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There has been a big rise in footwear shoppers despite sector
casualties. The footwear sector recorded its second highest share
of shoppers in the 10 years of this research. 73.1% of the adult
population is shopping for footwear this year – only 1.6 points
below its peak share in 2002. This trend is despite the sector
suffering some of the most high profile casualties over the year,
including Dolcis, Stead & Simpson and Stylo.

Some key questions answered by this report:

• What impact has the onset of recession had on price as a
driver of loyalty?

• How have footwear, clothing and sportswear specialists
performed this year?

• Is range still as important a driver of loyalty?
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Companies profiled in this report:

• Asda (George) • Barratts • Brantano • Clarks • JJB • JD Sport

• Marks & Spencer • New Look • Next • Sports Direct • Shoe Zone • TK Maxx
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