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W o m e n ’ s  S n e a k e r  S a l e s  D r i v e  
U . S .  S n e a k e r  M a r k e t  G r o w t h

I n  a t h l e t i c  
f o o t w e a r  i n d u s t r y  
r e v e n u e .    

$19.6b
I n  s p o r t  l e i s u r e  
f o o t w e a r  s a l e s .  

$9.6b
I n  w o m e n ’ s  
a t h l e t i c  
f o o t w e a r  s a l e s .  

$453.2m
T h e  a v e r a g e  
a m o u n t  a  w o m a n  
w i l l  s p e n d  o n  
s h o e s  i n  h e r  l i f e .  

$25k

NPD Group – U.S. Athletic Footwear Market, 2017



O f  f o o t w e a r  i s  
b o u g h t  o n l i n e .

A n n u a l  g r o w t h  
r a t e  o f  o n l i n e  
s n e a k e r  s a l e s .

A n n u a l  g r o w t h  
r a t e  o f  b r i c k  a n d  
m o r t a r  s n e a k e r  
s a l e s .

C o n s u m e r s  A r e  G o i n g  

O n l i n e  T o  P u r c h a s e  

S n e a k e r s

IBIS World - e-Commerce vs. Brick & Mortar: Shoe Industry, 2016

27% 9 %  1.3%



Female Consumers Rely  On 

IGC To Guide Decis ion-Making 

Process

72%86% 91%

O f  w o m e n  t u r n  t o  
s o c i a l  m e d i a  o u t l e t s  

f o r  o p i n i o n s  &  a d v i c e  
o n  w h a t  t o  b u y .

O f  w o m e n  t u r n  t o  
s o c i a l  m e d i a  

‘ f r e q u e n t l y ’  f o r  
g u i d a n c e  i n  

e v e r y d a y  
p u r c h a s e  

d e c i s i o n s .

O f  w o m e n  f e e l  
a d v e r t i s e r s  d o n ’ t  

u n d e r s t a n d  
t h e m .

Veloce – 75+ Powerful Influencer Marketing Stats & Facts You Need to Know, 2018



Influencer Marketing 
Continues To Gain 
Popularity Among 
Today’s Marketers

8 6 %  o f  m a r k e t e r s  u s e d  
i n f l u e n c e r  m a r k e t i n g  i n  2 0 1 7 .

9 2 %  o f  m a r k e t e r s  f o u n d  
i n f l u e n c e r  m a r k e t i n g  t o  b e  a n  
e f f e c t i v e  t a c t i c .

3 9 %  o f  m a r k e t e r s  p l a n  o n  
i n c r e a s i n g  t h e i r  i n f l u e n c e r  
m a r k e t i n g  b u d g e t  i n  2 0 1 8 .

5 2 % o f  m a r k e t e r s  p l a n  o n  
a d o p t i n g  i n f l u e n c e r  p r o g r a m s  
t h a t  l e v e r a g e  m u l t i p l e  t y p e s  o f  
i n f l u e n c e r s .

5 1 % o f  m a r k e t e r s  r e p o r t  t h e  
i n f l u e n c e r - g e n e r a t e d  c o n t e n t  
o u t p e r f o r m s  b r a n d - g e n e r a t e d  
c o n t e n t .

8 1 %  o f  m a r k e t e r s  c u r r e n t l y  
r e p u r p o s e  i n f l u e n c e r -
g e n e r a t e d  c o n t e n t  a c r o s s  
m u l t i p l e  c h a n n e l s .

Linqia – The State of Influencer Markting, 2018



A m e r i c a n  w o m e n  
h o l d  $ 5 - $ 1 5  t r i l l i o n  
i n  p u r c h a s i n g  
p o w e r ,  d r i v i n g  t h e  
m a j o r i t y  o f  
c o n s u m e r  
s p e n d i n g .

W i t h  g r o w t h  i n  
w o m e n ’ s  s n e a k e r  
m a r k e t  o n  t h e  r i s e ,  
l e g a c y  b r a n d s  a r e  
s h i f t i n g  t h e i r  m a l e -
d o m i n a t e d  
s t r a t e g i e s  a n d  
m a k i n g  p l a y s  
g e a r e d  t o w a r d s  
w o m e n .  

IGC:
The Key To Reaching Female Consumers



I t ’ s  n o  l o n g e r  
e n o u g h  f o r  
b r a n d s  t o  p u r e l y  
e x i s t  o n l i n e .  L e d  
b y  a  d e f i n i t i v e  
e r a  o f  d i g i t a l  
a d o p t i o n  b y  t h e  
a v e r a g e  
c o n s u m e r ,  
t o d a y ’ s  r e t a i l e r s  
a r e  a m i d s t  a  
d i g i t a l  
r e c o n s t r u c t i o n .  

L e g a c y  b r a n d s  
h a v e  l a u n c h e d  
n e w  p r o d u c t s ,  
s p e c i a l i z e d  
m a r k e t i n g  
c a m p a i g n s ,  a n d  
s t r a t e g i c  
p a r t n e r s h i p s  –
g e a r e d  t o w a r d s  
a p p e a l i n g  t o  
w o m e n .

N o t  o n l y  a r e  
t o d a y ’ s  
c o n s u m e r s  
i n c r e a s i n g l y  
c o m f o r t a b l e  w i t h  
d i g i t a l  c h a n n e l s ,  
b u t  t h e  m a j o r i t y  
o f  c o n s u m e r s  
a c t i v e l y  r e l y  o n  
d i g i t a l  
i n f o r m a t i o n  t o  
m i t i g a t e  r i s k  &  
g u i d e  p u r c h a s e  
d e c i s i o n s .



L e a d i n g  s n e a k e r  
b r a n d s  h a v e  
p a r t n e r e d  w i t h  
i n f l u e n c e r s  t o  
d e l i v e r  
p e r s o n a l i z e d ,  
r e l e v a n t  
e x p e r i e n c e s  f o r  
c o n s u m e r s  a t  
e v e r y  
t o u c h p o i n t ,  
i n c r e a s i n g  b r a n d  
t r u s t  a n d  
a c c e l e r a t i n g  t h e  
p a t h - t o -
p u r c h a s e .

I n  r e s p o n s e ,  
l e a d i n g  b r a n d s  
a r e  l e v e r a g i n g  
d i g i t a l  t o  m e e t  
f e m a l e  s h o p p e r s  
w h e r e  t h e y  
a l r e a d y  a r e  –
o n l i n e .



1,205
CATEGORY AVG. 

ENGAGEMENTS / 

INSTAGRAM POST

3,354
CATEGORY LEADER 

ENGAGEMENTS / 

INSTAGRAM POST

SHARE OF INFLUENCER VOICE: ATHLETIC FOOTWEAR BRANDS
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Nike’s recent partnership with 
Amazon enhances their direct-to-
consumer e-commerce strategy, 
providing a significant competitive 
advantage over those who haven’t 
adopted a digital-first strategy.

Nike IGC serves as a seamless 
extension of the brand by utilizing 
similar emotional branding tactics 
and by incorporating in-moment 
activation. 

This year, Nike introduced ‘four new 
ways of thinking about sneakers for 
women,’ including the launch of Nike 
Unlaced, the company’s ‘new sneaker 
destination for women.’

Teen Vogue – Nike Debuts ”Unlaced” a Sneaker Destination for Women, 2018



Under Armour’s acquisition of 
MyFitnessPal, MapMyFitness and 
other fitness apps position the brand 
as the largest digital fitness 
community in the world. 

Under Armour’s ‘Unlike Any’ 
campaign celebrates the 
unprecedented achievements of 
female athletes and highlights that 
their athletic wear is for all women.

Rather than selling an image or a 
lifestyle, Under Armour is marketed 
as a solution, manufacturing fashion 
as technology and putting innovation 
over image.



With the goal of doubling their share in 
the female sports market by 2020, the 
brand has shifted it’s strategy to leverage 
fashion & lifestyle micro-influencers (and 
not athletes) to reach female consumers.

Adidas doesn’t limit itself to celebrities 
and professional athletes, and actively 
leverages micro-influencer to promote 
the brand.

Partnerships with hip-hop icons like 
Kanye West enhance the brand’s fashion 
profile, expand the company’s creative 
ecosystem, and keep consumers 
engaged and excited. 



RISE 
ABOVE 
THE 
NOISE

ABOUT
US
Mavrck is the leading all-in-one influencer marketing platform 
enabling companies such as P&G, Godiva, and PepsiCo to 
harness the power of ideas people trust. Marketers use 
Mavrck to discover and collaborate with influencers, 
advocates, referrers, and loyalists to create trusted content 
and insights for customer journey touchpoints at scale. Using 
its self-service influencer manager, marketers can take an 
automated and performance-based approach to influencer 
marketing.

Founded in 2014, Mavrck is headquartered in Boston, MA, 
with 30 employees and has raised $8.3M in venture capital. 

Contact us at sales@mavrck.co to learn more. 

http://www.mavrck.co/
mailto:sales@mavrck.co

