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Important information regarding this study

This Industry analysis (‘Study’) was prepared by AlixPartners, LLP (‘AlixPartners’) for general information and
distribution on a strictly confidential and non-reliance basis. The recipients of the Study accept that they will make
their own investigation, analysis, and decision relating to any possible transactions and/or matter related to such and
will not use or rely upon this Study to form the basis of any such decisions. Accordingly, no liability or responsibility
whatsoever is accepted by AlixPartners and its employees, partners, or affiliates for any loss whatsoever arising from
or in connection with any unauthorized use of the Study.

This Study may be based, in whole or in part, on projections or forecasts of future events. A forecast, by its nature, is

speculative and includes estimates and assumptions which may prove to be wrong. Actual results may, and frequently
do, differ from those projected or forecast. Those differences may be material. Items which could impact actual results
include, but are not limited to, unforeseen micro or macro economic developments, and/or business or industry events.

The information in this Study reflects conditions and our views as of this date, all of which are subject to change. We undertake
no obligation to update or provide any revisions to the Study to reflect events, circumstances or changes that occur after the
date the Study was prepared. In preparing this Study, AlixPartners has relied upon and assumed, without independent
verification, the accuracy and completeness of all information available from public sources or which was otherwise provided
to us. AlixPartners has not audited or verified the data reviewed in connection with the preparation of this report.

This Study is the property of AlixPartners, LLP, and neither the Study nor any of its contents may be copied, reproduced,
disseminated, quoted or referred to in any presentation, agreement or document with or without attribution to
AlixPartners, at any time or in any manner other than for the internal use of the recipient,

without the express, prior written consent of AlixPartners.
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Consumers estimate spending $50-150 on shoes per child. About a
quarter of consumers are starting back to school shopping in June

Estimated spend per child: 2025
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When consumers intend to start shopping
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Consumers estimate spending $50-150 on shoes per child. About a
quarter of consumers are starting back to school shopping in June

Estimated spend per child: by income level
Back to school purchases

36% 35%

Up to $50 per child $50- $100 per child $100-$150 per child

24% 9249

20%

$150-200 per child $200-300 per child More than $300 per child

Il Under $25,000 % I $35,000-$44,999 % M $60,000 - $74,999 % $100,000 - $149,999 %
B $25,000- $34,999 % $45,000 - $59,999 % MM $75,000 - $99,999 % $150,000 or more %
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Similar to last year, consumers expect to spend more on athletic
shoes than other categories, with an estimated net increase of 28%

Estimated spend by category
Back to school purchases

Net more or less
by category
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Same Amount More

g@.. ’;D All Shoes
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% Casual Shoes A6°/o A7°/o

Athletic/ Athleisure
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M Fashion/ Dress

Shoes or Boots
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Half of all consumers expect prices to
increase, but that brands and retailers will be
absorbing at least a portion of cost increases

Given a 25% tariff: consumer-expected price increases
Back to school purchases

| don't know Decrease Decrease Decrease by Noincreases Increase by Increase Increase by
by more by 10-25% less than 10% in priceto me lessthan 10% by 10-25%  25% or more
than 25%

With anticipated price increases consumers are most likely
to cut back on pairs and switch to lower cost brands

Given a 25 to 30% price increase: anticipated consumer response
All future shoe purchases

Buy cheaper brands 8% 13% 24%

Reduce spend elsewhere

afford brands they want 2%

Buy fewer pairs, keep

0, fo) 5
budget consistent 4% % 20%

Increase total spend to

(o)
buy all items you want =

Il Extremely unlikely B Unlikely Neutral [ Likely [ Extremely likely

o
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Consumers highlight that brand and item accessibility, and size
availability has improved overtime; prices have not

Customer perception of products in the last 5 years
Back to school purchases

Net more or less

by category
2024 2025
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@ Prices v19% V24%

A15% A%
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"- Accessibility of
==/

& Availability

) of sizes

A24% A11%
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In current economic conditions, consumers are planning stricter
budgets and are focused on reducing debt and building savings-
indicating discretionary categories could struggle to drive growth

Planning changes in financial behavior
Back to school purchases

Building and sticking

0,
to stricter budgets 54%

Paying down debts at

0,
a faster rate A%

Building an
emergency fund

40%

Diversify income/get

a second job 2%

Prioritizing long-term
financial goals

Increasing long-term
investments

Other
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Back-to-school shopping consumers are even more likely to
engage in cost-savings activities and care less about experiential
factors than in previous year

Likelihood to engage in these shopping behaviors
Back to school purchases

Net more or
lessto LY

Research price [ER8V 37% 30% Vv57%
Search for similar

products at a lower SRV 34% 20% A31%
cost

Buy lower-cost brand o
names than in A39%
previous years New

Search for promo o
codes or just affiliate  |RAE 102 Ad2%
sites like Rakuten

Use payment methods

like Apple Pay, Amazon A42%
Pay, or PayPal

A R A10%

ord userohores [N V38%

e il ryon V31%

Ask customer service or g 14% 31% 22% V33%

in-store staff for guidance

Il Extremely unlikely B Unlikely Not sure [ Likely [ Extremely likely
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Citing quality and availability as key drivers, consumers are most
likely to purchase at mass retailers, followed by specialty or
branded stores

Types of retailers consumers will shop at

23%

10%
4%
2% 1%
B ==
Mass market Specialty Branded  Online-only Discount/off- Department Club retailers Directly on Other
store or retailers price stores social media
website
What drives where a consumer decides to shop B 2024 B 2025
92% 91% 91%
87% % o
85 82% . 83% 81%
%
74% 74% o, 73%
71% % %
I I I70/ 70% 67%
Quality Size and Broad Absolute  Excellent Free Storeis  One-stop  Loyalty Limited
of items  product selection lowest  customer shipping conveniently  shop program  edition or
availability prices service located customized

products
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When selecting which products to buy, consumers indicate that

quality and comfort drive back-to-school purchases, despite
previous surveys indicating the importance of brand

What drives what product a customer purchases

Quality/durability

Comfort

Size availability

Price

Style/design

Versatility/multi-use shoes

Product reviews

Brand name
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Consumers are most likely to purchase at outlet malls or through
resellers as opposed to purchasing gently used shoes from thrift
stores or trading apps

Net likelihood of consumers to purchase
Back to school purchases

Net more or less
by category

Trading shoes with
friends or through

trade apps V 1 2%
Purchasing from
thrift stores V5%
Purchasing
from resellers As%
Buy things from
outlet stores A57‘%

Il Extremley unlikely B Unlikely Not sure [ Likely [ Very likely
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AlixPartners

ABOUT FDRA

FDRA is governed and directed by footwear executives and is the only trade organization focused solely on the footwear
industry. Serving the full footwear supply chain, it boosts its members’ bottom lines through innovative products, training,
consulting on footwear design and development, sourcing and compliance, trade and customs, advocacy, and consumer
and sales trend analysis for shoe retailers around the world. FDRA supports 500 companies and brands worldwide,
representing 95% of the total U.S. footwear industry.

ABOUT ALIXPARTNERS

For more than forty years, AlixPattners has helped businesses around the world respond quickly and decisively to their
most critical challenges—circumstances as diverse as urgent performance improvement, accelerated transformation,
complex restructurmg and risk mitigation.

These are the moments when everything is on the line—a sudden shift in the market, an unexpected performance decline, a
time-sensitive deal, a fork-in-the-road decision. But it's not what we do that makes a difference, it's how we do it.

Tackling situations when'time is of the essence is part of our DNA—so we adopt an action-oriented approach at all times.
We work in small, highly qualified teams with specific industry and functional expertise, and we operate at pace, moving
quickly from analysis to implementation. We stand shoulder to shoulder with our clients until the job is done, and only
measure our success in terms of the results we deliver.

Our approach enables us to help our clients confront and overcome truly future-defining challenges. We partner with you to
make the right decisions and take the right actions. And we are right by your side. When it really matters.

©2025 AlixPartners, LLP
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