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Pairing Up

Think outside the box and have
customers walk out of your store
with multiple pairs of shoes.
By Kent Oswald

ost retailers and players agree that if
a tennis player walks into a pro shop
looking for new shoes, he or she will
probably leave with just one pair. While
the majority of retail sales experiences
will support this consensus, “majority”
is not equivalent to “every” specialty
store sales experience.
The 2016 Tennis Industry Association Consumer Purchase Study—the
most recent industry data—suggests
that there may be opportunities to sell
more than one pair of shoes in a single
customer visit. Approximately 25 to 35
percent of players ages 18 to 64 purchase more than two pairs of tennis
shoes in a 12-month period.
Overall, about 25 percent of players hitting once a month purchase two
pairs of shoes or more a year, according
to TIA data, as do about 40 percent of
players hitting once a week, and 75 percent of players hitting two to three days
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per week. It should be no surprise, then,
that nearly 90 percent of players who
hit four days a week or more purchase
two or more pairs of shoes each year,
and about 40 percent of this group add
four or more pairs a year to their closet.
Purchasing multiple pairs of shoes
per year does not suggest that any
particular player wants to purchase
them all at one time. But there is clearly
an opportunity to strategize about such
sales, and how messaging can best be
communicated to a potential customer.
Advantages of Multiple Pairs
Fila Director of Sales Mickey Rivera,
a 35-year industry veteran, considers
multiple shoe purchases at the same
time a “relatively rare opportunity.”
He sees the possibilities for such sales
occurring in cases where high-performance juniors or similarly driven
players spending hours upon hours on
the court each week, or when a retailer
has a loyalty program whose benefits
are earned at a particular time by the
customer, or those times when a specific
shoe has promotional pricing.
Suzy Selby, owner of the Tucson
Racquet and Fitness Club Pro Shop,
talks with her customers about how it
is better for their feet to rotate more
than one pair of the same shoe. This
way, each pair wears down equally from
the miles of stress they are put through,

rather than making dramatic changes to
footwear when a single pair must be replaced. But she notes that even frequent
players are more likely to buy only one
pair at a time—then, if they like the
shoe, they will reorder the same pair.
As for the idea of selling a full tennis
team or even a doubles pairing the same
shoes, she is not convinced that would
always be in players’ best interest.
“People’s feet are so different,” she
says. “It’s not like [wearing] apparel.”
This reticence to purchase more than
one pair of shoes at a time can sometimes be overcome by manufacturersponsored discounts. K-Swiss Vice
President of Sales Mike Miringoff says
his company has had some success with
sell-through promotions that encourage multiple sales at one time.
“We did some consumer research
speaking with adult and junior players,
asking if they do buy multiple pairs of
shoes at one time or would be willing
to,” Miringoff says. “Some said yes. It
was motivated by the discount, and if it
was a shoe they knew they liked.”
Without the price motivation, a
majority of players asked if they buy
multiple pairs replied that “there are
enough options” at full-price and offprice available on the day they were in
the market for new footwear.
Different Versions, Different Colors
Retailers are challenged to help customers rethink their purchasing options. A
player can wait to buy a second pair of
shoes, but there are benefits to gearing
up all at once. Avid players might be
encouraged to purchase both the allcourt and clay-court versions of a shoe
model, or to have the shoe in different
colorways to coordinate with different clothing options. Perhaps he or she
needs a reserve pair to slip on when
weather conditions are not ideal, or for
courts not maintained in pristine condition. Players carry multiple racquets in
their bag—why not multiple shoes?
Retailers also should consider customers who participate in more than
one racquet or paddle sport. Since these
players are already in the store, they
can get a sense of how shoes fit, rather
than relying on descriptions of products
clicks away on the internet.
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About 25 percent of players hitting once a month purchase two pairs of shoes
or more per year, according to TIA data, as do about 40 percent of players hitting once
a week, and 75 percent of players hitting two to three days per week.

In Denver, customers of the threestore chain Game-Set-Match may opt
to wait and take advantage of the store’s
ongoing buy-one-get-one promotion
for discontinued shoes. To combat this,
Marketing and Events Manager Molly
Carr says to share wisdom that wellcared shoes last longer—with a talking
point that if you like a particular shoe,
you ensure yourself against it being
discontinued by owning a second pair.
Carr also points out the potential
drawback of the multiple sale, in that
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customers are often most motivated
by deep discounts on shoes, which are
rarely offered by manufacturers on new
models. The store will not only make
more money when a customer comes in
twice to purchase at full price, but also
has an additional opportunity to crosssell other merchandise.
In short, trying to sell a customer two
pairs of shoes at one time at a price that
supports the retailer is not generally a
priority for stores. A strong loyalty program, continuing sales-staff training,

and a targeted social media strategy are
higher priorities.
At a time when incremental sales
matter, there is experiential evidence
and industry research to suggest retailers and manufacturers should consider
this opportunity to sell more volume.
Take a serious look at what opportunities exist to have customers walk out
of their store with multiple pairs of
shoes—rather than accepting the common wisdom that two feet means, at
best, selling no more than two shoes.
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