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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. ltems which could impact actual results
include, but are not limited to, unforeseen micro or macro
economic developments, and/or business or industry events.

Survey overview

June 2-July 6, 2026

1,000 adults (ages 15 and above)
U.S. footwear consumers who
intend to shop for back-to-school
footwear for children of all ages
across alfregions, demographics,
and income levels

Online
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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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Purpose

To gain insight into
consumer footwear
shopping habits and
channel and product
preferences, and to
consider the impacts to
operations



Five themes

define the 2026 back-to-school footwear consumer

Price anxiety is high, but shoppers still
" believe they get value

78% say children's shoe prices feel higher than
last year, yet most still rate the value they get
as about the same or better.

Budgets are tightening, and shoppers cut
j ! pairs before brands

44% plan to spend less than $100 per child, up
from 40% in 2025. They switch to cheaper
retailers (33%) and buy fewer pairs (30%)
before trading down to cheaper brands.

Shopping is moving earlier as a

: ; cost-control move
30% have already started and nearly a
third shifted to buy BTS earlier than last

year, mainly to lock in prices and spread
purchases across the budget.

Practicality wins: comfort, durability and

4 versatility beat brand
Comfort (41%) and durability (39%) drive

premium spend, while tech features (4%) trail.
About half would buy one all-purpose sneaker
instead of separate pairs.

Omnichannel is the default and promo events

5 are big, but Al lags
Online (35%) and in-store (34%) are near equal

as destinations and 64% will shop Prime Day-
type events, yet 26% use no Al shopping tools.
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Consumer outlook in April was extremely negative. It appears that
has started to improve- and consumers are estimating relatively
stable spend in the upcoming 6 months

Economic outlook over next 6 months: Executives vs. consumers

36%
24% 42%
ﬂ v
April: Consumer total July: Consumer total Executive total

B Very strong B Stronger B No change Weak M Very weak

Consumer outlook on footwear prices and purchases over the next 6
months

B Increase significantly

| think My I Increase
prices purchases I No Change
will ... will ... B Decline

Decline significantly
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Consumers highlight that brand and item accessibility, and size
availability have improved overtime, prices and quality have not

Customer perception of products in the last 5 years

Back-to-school purchases Net more or less

by category
2024 2025 2026

9

Prices

V19% V24% V24%

Quality A15% A% V5%

_"_
==

Accessibility of
brands or items

A25% AB8% A8%

ke

AL LA

Availability
of sizes

A24% A11% AT7%

B worse [l The same [ Better
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Based on average consumer budgets, price increases are putting
severe pressure on budgets- with transportation/energy alone
representing a nearly 2K increase in monthly costs

Breakdown of average consumer budget & estimated increases in costs
Bureau of Labor Statistics, US Dept of Labor, powered by EDITED

BLS: Average Monthly Budget (Families w/ Kids) $8,809-9,780 *Avg $9,295

Est. cost Impact to
increase  avg budget

Budget breakdown

Housing 33% 3.4% +$316

Trasportation

23.5% +$2,184

Food 3.1% +$288

Entertainment

3.5% +$325

Healthcare

3.6% +$335

Apparel & Services 4..8% +$446

Other 34%
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Prices are up on average 8% over last year, and while price
hikes have slowed (+18% last year vs 2024), consumers are
feeling the squeeze.

Footwear average price by month: Actuals (includes markdowns)
EDITED, AlixPartners analysis

230

220 \/ 2026

210 — 2025

200 /\/

190

180

170 \/ 2024

160
Jan Feb Mar Apr May Jun Jul

Sales increases in the footwear category are nearly entirely driven
by increasing spend per unit. This has been offset but declining
units per trip.

Footwear YOY category performance metrics
Consumer receipt panel

Projected sales
+6.8%

Sales/HH

Projected HHs
+1.4%

+5. 3%

Frequency Spend/trip
+1.6% +3. 6%

Spend/umt Umts/trip
+5.9% -2.2%

Source: Numerator, Consumer Receipt Panel, LTM ending 6/7/26 Amazon Purchase Footwear Category 7



News coverage of price increases and tariff impacts has
caused consumers to rethink purchases. They are adjusting
budgets out of caution.

News coverage impact on spending
Back-to-school purchases

38%

A lot — the news Somewhat —it  Alittle —I'm aware of Not atall — | base
coverage has made has made me the coverage but it my spending
me more cautious  more mindful, but  hasn't significantly decisions on my own
and I'm spending  hasn't dramatically changed my behavior financial situation,
less as a result changed my plans not media coverage

Consumer intent on cutting back despite ability to afford
Back-to-school purchases

38%

Yes — we're cutting  Yes — even though No — we're spending No — we're actually

back somewhat, but  we can afford it, whatwe needto  spending more this

for budget reasons,  we're being more spend and price year than last year
not just caution cautious and increases haven't
spending less changed our plans
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Relative to last year, consumers estimate spending less per child:
44% intend to spend <$100 vs. 40% last year. 30% of consumers
have already started shopping.

Estimated spend per child: 2026
Back-to-school purchases

Up to $50 per child

29%
$50- $100 per child 27%
28%
29%
$100-$150 per child
$150-200 per child
$200-300 per child
B 2024
More than $300 per child B 2025
I 2026
When consumers intend to start shopping
Back-to-school purchases
37
30
22
Fielded: June 11
2026
® ® ® o—
Already Now Jul 5 After
Started Jul 4 Aug 15 Aug 15

While 60% of consumers say this is the same timing as last year, nearly 1/3 of

consumers said their shopping has shifted to earlier in the year
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Lower-income consumers are more likely to be spending <S100 per

child, while mid- to high-income consumers intend on spending
$100-$200 per child

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

34% 34%

33% 0
26% 259

23% 23%

19% 21%

16%

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

22%

20%
18% 18%

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

Il Under $25,000 % $45,000 - $59,999 % [ $100,000 - $149,999 %
B $25000- 534,999 % [l $60.000-$74999%  $150,000 or more %
I $35,000 - $44,999 % M $75,000 - $99,999 %
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Consumers making $150K plus are planning ~4% increase in

spend per child, while lower income consumers are planning a 10%

decline

Estimated median spend per child: by income level TY vs. LY
Back-to-school purchases

—_

Under $25,000

$25,000 - $34,999

Generally
declining
$35,000 - $44,999 spend vs.
S114.29 last year
$119.57
45,000 - $59,999
S } $113.39
$125.00
60,000 - $74,999
S > $114.06
$134.85
$§75,000 - $99,999
$133.87 Generally
stable
$100,000 - $149,999 5182.50 spend YOY
! ! $132.29
$143.09 Generally
' | spendYOY

Il 2025 B 2026
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Reasons to adjust shopping patterns either earlier or later are
primarily focused on cost-saving measures

Top 5 reasons consumers are starting BTS shopping earlier
Back-to-school purchases

25%

Lock in prices Spread out Inventory or  Avoid the back- A sales event
my purchases size availability to-school rush
(budget)

Top 5 reasons consumer are starting BTS shopping later
Back-to-school purchases

22%

Waiting for Holding out for  Need to save  Expecting prices Prioritizing other
clearance events a specific sales for day-to-day  back-to-school
expenses like purchases
gas to ease up
later
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78% of consumers indicate that prices feel slightly to noticeably
higher than last year

Price perception of children and teen shoes relative to last year
Back-to-school purchases

39% 6%

B Prices feel noticeably higher | haven't had a chance to compare yet
Prices feel slightly higher I Prices feel lower than last year
I Prices feel about the sam

Despite consumers indicating noticeable price differences to last
year, it appears that believe they are still getting value for their money

Price perception’s impact on value
All future shoe purchases

20% 17%

B Much worse value — | feel like I'm paying a lot more for the same or less
Slightly worse value — prices are higher but quality hasn't improved

I About the same value as last year
Slightly better value than last year

I Much better value — I'm getting more for my money than last year
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Consumers are more likely to switch retailers for price before they
switch brands they are purchasing. They'd rather cut back on
number of shoes purchased.

Cost-savings measures consumers are either doing or planning on doing
Back-to-school purchases

Stick to the brands-but buy fewer pairs 39%
Switching to lower price retailers

Buying fewer pairs of shoes overall

Trading down to cheaper brands

Shopping earlier in the season

Delay the purchase until a sale or promotion
Buying more versatile shoes

Spending the same

Spending more, want the same items

Buy secondhand or resale

None of the above
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Consolidation leads the trade-offs: 50.3% would choose one all-
purpose sneaker instead of several specialized pairs.

Deliberate trade-offs between shoe types
Back to school purchases

50%

One pair of all- Prioritizing Replacing a No — I'mstill  Not applicable
purpose a shoe that dedicated buying category-
sneakers instead  can move athletic shoe  specific shoes
of separate from school  with a versatile
casual and to activities casual/
athletic pairs athleisure shoe

64% of consumers are going to engage in Prime Day or competitor
events for BTS shopping. Half will replace other purchases and half
are incremental purchases.

Engagement in Amazon Prime Day or competitor events
Back-to-school purchases

34%

30%

Yes and it will  Yes in addition to No —I'm | was not aware No — | shop for
replace a purchases | plan aware of these of Prime Day or BTS footwear
purchase | would to make later events but competing outside of
have made later prefer to shop  retailer events promotional
closer to the sale events

start of school
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Amazon has been growing the footwear category through increase
in households and higher frequency of purchase. Unit spend is
down, unlike the rest of the category.

Amazon footwear YOY category performance metrics
Consumer receipt panel

Amazon, footwear

Projected sales
+10.8%

Projected households Sales/household
+9.4% +1.3%

Frequency Spend/trip
+4.1% -2.7%

Spend per unit Units/trip
-2.2% -0.5%

Source: Numerator, Consumer Receipt Panel, LTM ending 6/7/26 Amazon Purchase Footwear Category 16



In previous surveys, things like performance features were a key
driver of incremental spend. However, when shopping for children,
comfort and durability reign supreme.

What would drive a consumer to spend more on a pair of shoes
Back-to-school purchases

Superior comfort or fit 41%

Built to last / superior durability 39%

Brand is important to
my child or to me

Shoes are more versatile and
work for more occasions

The style is on-trend
or fashionable

Sustainable or
eco-friendly materials

Technology or
performance features
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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 11%

Estimated spend by category
Back-to-school purchases

All Shoes

B>

Casual shoes

Athletic/athleisure

N

Fashion/dress shoes
or boots

B Less I Same amount [ More

Back-to-school footwear survey 2026

Net more or less

2024

A20%

A6%

A22%

A2%

by category

2025

A23%

AT7%

A28%

A3%

2026

A9%

V2%

A11%

0%
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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
Back-to-school purchases: important and very important

Comfort

Quality/durability

Size availability

90%
84%

90%
85%

87%

Price

Versatility/
multi-use shoes

Style/design

Brand name

Product reviews

Quick and dedicated
instore service

Influencer or celebrity
endorsement

86%

NEW IN 2026~ NO HISTORICAL INFORMATION
A 49%

NEW IN 2026- NO HISTORICAL INFORMATION

A 30%

2024 M 2025 B 2026
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Specialty and mass are the most widely shopped among us
consumers this year. About half of purchases are done in-store and
half online.

Types of retailers consumers will shop at
Back-to-school purchases

Specialty footwear 49%
Mass market
Discount/off-price
Department stores
Branded store or website
Online-only retailers
Club retailers

Resale or secondhand platform

Directly on social media

Consumer spend by channel rolling 12 months ending 6/30 vs. prior year
Back-to-school purchases: Consumer receipt panel YOY change

51% 93%

13% 13%
8% 8% 9% 8%
5%6% o/ a0
4% 4% 29%9% 3%2% 0% 1% 0%1%

Online Dept Sporting Mass Close Apparel Club  Shoe Military Farm
store goods out

B 2025 0 2026
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Consumers are shopping around and are prioritizing quality, size
and selection.

What drives where a consumer decides to shop
Back-to-school purchases

92%
Quality of items 87%
91%
Size and product availability 85%

91%
Broad selection

Absolute lowest prices

Excellent customer service

Free shipping

81%
Store is conveniently located 70%
64%

70%
67%
70%

63%

One-stop shop

Loyalty program
64%

2024 M 2025 B 2026

Back-to-school footwear survey 2026
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Consumers continue to engage in cost savings activities like price
research and promo code searches. However, they are getting tired
of putting in the work.

Likelihood to engage in these shopping behaviors Net
Back-to-school purchases

Research price

Search for similar
products at a lower cost

Buy lower-cost brand
names than in
previous years

Search for promo
codes or just affiliate
sites like Rakuten

Use payment methods
like Apple Pay, Amazon
Pay, or PayPal

Use financing/buy-now
pay-later options

Refer to reviews
and user photos

Use sizing tools or
virtual try-on

Ask customer service
or in-store staff
for guidance

-
M

10%

9% = 118%

12% 5 18%

14% F19%

22%

12% 114%

11%519%

10% [14%

Il Extremely unlikely B Unlikely
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16% FI6%

more/ Change

less

33% 23% 56%

26% 18% 44%

27% 19% 45%

28% 20% 48%

26% 22% 48%

20% 34%

29% 17% 46%

27% 21% 48%

29% AN 49%

Not sure [ Likely Il Extremely likely

toLY

-39%

-60%

-53%

-57%

-53%

-176%

-47%

-28%

-23%
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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 -16.9%
trade apps
Purchasing from )
thrift stores 14.7%
Purchasing from 5.8%
resellers
Buy things from 42 7%

outlet stores

Il Extremley unlikely B Unlikely Not sure [ Very likely
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More than a quarter of consumers don't use any Al tools; those
who do are primarily using them for cost savings search & alerts

What Al tools consumer find helpful for BTS shopping
Back-to-school purchases

None of the above — | do not use

any digital/Al tools 26%

Price comparison tools
or browser extensions
(e.g., Honey, Google Shopping)

25%

Restock or price drop alerts

Al-powered size finder or
fit recommendation tools

Al-generated product
recommendations
(e.g., 'Customers also bought’)

Chatbot or Al customer
service assistant

Virtual try-on /
augmented reality tools
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The future is omnichannel and near-evenly split: 34.6% mostly-
online vs 33.7% mostly-in-store; few go exclusively one way.

Purchase channels
Back-to-school purchases

34% 35%
170/0 14%
Nearly all my The majority of my  Nearly all my shoe  The majority of my
shoe purchases shoe purchases purchases will be shoe purchases
will be in-store will be in-store, but  online, shippedto  will be online, but |
| will still buy online my home will still buy in-store
from time to time from time to time

Delivery speed matters to most online shoppers: 31.6% somewhat
important and 28.3% extremely important.

Importance of delivery speed on online purchases
All future shoe purchases

23% 32%

B Not important — | purchased online for other reasons (price, selection, convenience)
Neutral — it did not significantly influence my decision
Somewhat important — it was a factor among several

B Extremely important — | chose the retailer specifically for fast delivery

Il | did not purchase BTS footwear online
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FDRA

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, AlixPartners 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
restructuring 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.

©2026 AlixPartners, LLP
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