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FOOTWEAR IN FRANCE - CATEGORY 
ANALYSIS 

 

 

KEY DATA FINDINGS 
 

▪ Retail value sales increase by 7% in current terms in 2021 to EUR6.8 billion  

▪ Women’s footwear is the best performing category in 2021, with retail value sales growing by 

8% in current terms to EUR3.1 billion 

▪ Nike France SA is the leading player in 2021, with a retail value share of 11% 

▪ Retail sales are set to rise at a current value CAGR of 2% (2021 constant value CAGR of 1%) 

over the forecast period to EUR7.6 billion 

 

 

2021 DEVELOPMENTS 
Slight rebound for footwear in 2021 

After an extensive drop in 2020, value sales of footwear enjoyed a rather strong recovery in 

the second half of 2021. Despite unfavourable weather, this category enjoyed a double-digit 

peak in sales growth during the summer of 2021. However, this improvement did not 

compensate for the shortfall recorded in the previous winter and half-spring in which sales 

collapsed as a result of several months of school and university closures and the explosion of 

remote working. While it was still possible to buy these items online, the penetration of e-

commerce in footwear is much less significant than in apparel. 

Other factors also dampened the recovery and the profitability of the category such as the 

explosion of discounts and slashed prices, even before the summer sales, which limited profit 

margins in 2021. These aggressive promotional activities are essential among most consumers 

when considering purchasing new shoes but particularly among women. During the recovery in 

the summer months in 2021, French consumers turned to cheaper footwear items such as flip-

flops, sandals, or espadrilles rather than more robust and more expensive winter leather boots.  

 

Strong recovery for sneakers driven by the performance of sports-
inspired footwear 

All major categories faced a strong decline in 2020 and recovered modestly in 2021, including 

children’s footwear. Although children frequently grow out of their footwear and therefore need 

at least one pair of new shoes each year, the closure of schools for half the year in 2020, 

ongoing restrictions in the winter of 2021 in some French areas and the requirement of a Health 

Pass in August 2021 to visit shopping centres up to September 2021 all had a negative impact 

as these were two crucial months for back-to-school shopping.  

One product, sneakers, managed to achieve stagnancy and avoid decline in 2020 followed by 

strong growth in 2021. During 2021, sports activities, competitions and indoor sports were once 

again permitted. Performance footwear, such as football boots and running shoes, which was on 

the ascendency prior to the pandemic, also strongly recovered.  

Given the growing numbers of young consumers who are embracing athleisure and 

streetwear styles, sneakers and other types of sports-inspired footwear were again successful in 

2021. Sneakers are increasingly considered acceptable for all occasions, including while at work 

and in other formal settings, which should bode well for sales going forward. In addition, growing 

appreciation for the comfort of sports-inspired footwear among consumers with on-the-go 
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lifestyles is also driving demand, whilst the trend towards more casual wear during home 

seclusion also extended to footwear.  

 

Strong recovery for international sportswear specialists but more limited 
for local mainstream retailers 

The acceleration of athleisure and streetwear styles and the recovery of sports activities 

provided a good opportunity for major sports apparel and footwear manufacturers such as Nike, 

adidas as well as their less well-known competitors. Nike is even said to have faced a shortage 

of sneakers at the end of 2021. Despite a lower progression than the leader over 2020-2021, 

adidas announced ambitious plans for progression, notably thanks to an accelerated online 

development and products made with more sustainable materials, such as swimwear and 

footwear made of recycled ocean plastic. 

Nike and adidas benefit from a trendy sportwear position, strong brand equity and an 

upmarket positioning which is not the case for many French fashion retailers that have suffered 

from their mid-priced positioning and the absence of reforms in recent years. For instance, 

Vivarte had to part with many of its retail chains and brands in recent years, especially in 2020. 

These included: Accessoire Diffusion, (footwear); André (footwear); Besson Chaussures 

(footwear); Chevignon (apparel); Cosmo Paris (footwear); Défi Mode (footwear); Kookaï 

(footwear); Merkal (footwear); Naf Naf (apparel); Pataugas (footwear); and San Marina 

(footwear). After the impact of the Yellow Jacket protests in 2018-2019, its weak online 

capabilities and colossal debt proved a fatal blow for Vivarte during the lockdowns of 2020 and 

2021. It even had to disinvest La Halle/La Halle aux Chaussures at the end of 2020, which is 

now owned by Groupe Beaumanoir. At the end of 2021, Vivarte only kept Caroll (chain of 

womenswear retail) and Minelli (footwear). 

 

 

PROSPECTS AND OPPORTUNITIES 
 

Ongoing structural drop expected after A peak in 2022 

After losing almost one-quarter of its value sales over 2011-2021, not only due to the 

consequences of the pandemic but also a long-term structural crisis followed by 

deconsumption/de-consumerism the economic health of most large French chains in the 

category came under severe pressure, with many also suffering from the cannibalisation of 

formal footwear by sneakers.  

As a result, while e-commerce sales of footwear have plenty of room for growth thanks to 

newly gained consumers over 2020-2021 and increasingly convenient free returns of orders, 

footwear retailers are struggling with many unlikely to survive in the short term. This could lead 

to a wave of acquisitions, notably in favour of Beaumanoir or other players.  

Many major chained retailers were on a PGE drip (Prêt Garanti par l’Etat, loans backed by 

state guarantee) but nevertheless fear a heavy social toll. With the closure of stores, some 10-

20% of the workforce was cut leading to the loss of 40,000 jobs over 2021-2022.  

 

Paradoxically the footwear industry faces product shortages 

In addition to job losses, manufacturers and retailers face shortages of raw materials (notably 

leather and special fabrics) and shoes as a finished product at the end of 2021, with this likely to 

be the case for the early months of 2022.  

While the cost of ocean freight rocketed in 2021, in order to avoid penalising the consumer by 

increasing the price of products, importers have chosen to separate from the brands with which 

they had contracts. Delays continue and it is even possible that goods will be delivered to 
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Rotterdam, the first European port instead of arriving in Le Havre, generating additional costs. 

This unequal distribution of maritime transport has had serious consequences for retailers, 

particularly those who operate in large shopping centres. After an already calamitous year in 

2020 due to lockdowns, and consumption shutdown in the first half of the year, most retailers 

and manufacturers were counting on the end of 2021 and 2022 to replenish their cash flow. 

However, if they cannot present an interesting collection at the start of each season, they will be 

unable to bring customers into their stores. 

 

Category increasingly characterised by sneakers and the sustainability 
trend and threatened by growing demand for second-hand footwear 

Although sneakers will also be subjected to potential shortages, the outlook is much brighter 

for this type of footwear than the bulk of formal footwear. The generalisation of working from 

home for two to three days a week among office employees and executives will reinforce the 

trend towards more convenience and comfort. Moreover, the consumer base of women for 

sports-inspired and performance footwear will continue to be underexploited but will continue to 

gather momentum in relation to such footwear for men. The performance of sneakers will also 

be dependent on their growing popularity among children and millennials, mainly thanks to 

limited editions and the development of new collections in collaboration with celebrities. Also 

important will be personalisation and the incorporation of smart technology features into 

sneakers. Examples include customised sneakers made using foot scan technology of 

Decathlon or Nike. The Decathlon DX concept store acts as a phygital showroom and cashless 

store that enables no checkout and ultimate personalisation through RFID and other technology, 

similar to Amazon go.  

More players are also likely to develop eco-friendly sneakers in response to growing 

consumer concerns about sustainability. The trend towards second-hand and sustainable 

products suddenly took off during the years of the pandemic. One example includes the Veja 

Darwin concept in Bordeaux where consumers can buy new and second-hand sneakers and 

even learn how to repair them.  

 

 

CATEGORY DATA 
 

Table 1 Sales of Footwear by Category: Volume 2016-2021 

 

'000 units 
 2016 2017 2018 2019 2020 2021 
 
Children's Footwear 65,883.8 65,455.5 65,239.5 64,073.7 51,826.2 55,330.1 
Men's Footwear 68,474.8 68,173.5 68,446.2 66,796.8 56,055.6 59,921.3 
Women's Footwear 90,149.0 89,421.3 89,108.3 87,023.3 70,435.0 76,357.4 
Footwear 224,507.6 223,050.3 222,794.0 217,893.7 178,316.8 191,608.8 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
store checks, trade interviews, trade sources 

 

 

Table 2 Sales of Footwear by Category: Value 2016-2021 

 

EUR million 
 2016 2017 2018 2019 2020 2021 
 
Children's Footwear 1,581.2 1,565.2 1,581.6 1,567.4 1,260.2 1,333.2 
Men's Footwear 2,717.5 2,730.9 2,771.8 2,713.6 2,157.3 2,280.3 
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Women's Footwear 3,706.0 3,649.7 3,654.1 3,584.7 2,907.2 3,148.5 
Footwear 8,004.8 7,945.7 8,007.5 7,865.6 6,324.6 6,762.0 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
store checks, trade interviews, trade sources 

 

 

Table 3 Sales of Footwear by Category: % Volume Growth 2016-2021 

 

% volume growth 
 2020/21 2016-21 CAGR 2016/21 Total 
 
Children's Footwear 6.8 -3.4 -16.0 
Men's Footwear 6.9 -2.6 -12.5 
Women's Footwear 8.4 -3.3 -15.3 
Footwear 7.5 -3.1 -14.7 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
store checks, trade interviews, trade sources 

 

 

Table 4 Sales of Footwear by Category: % Value Growth 2016-2021 

 

% current value growth 
 2020/21 2016-21 CAGR 2016/21 Total 
 
Children's Footwear 5.8 -3.4 -15.7 
Men's Footwear 5.7 -3.4 -16.1 
Women's Footwear 8.3 -3.2 -15.0 
Footwear 6.9 -3.3 -15.5 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
store checks, trade interviews, trade sources 

 

 

Table 5 NBO Company Shares of Footwear: % Value 2017-2021 

 

% retail value rsp 
Company 2017 2018 2019 2020 2021 
 
Nike France SA 8.2 8.6 9.5 11.2 11.4 
adidas Group 7.5 7.6 8.1 8.0 8.2 
Vivarte SAS 9.5 6.1 6.1 5.6 5.7 
Vetir SAS 3.1 3.2 3.3 3.6 3.6 
Carrefour France SA 2.9 2.9 2.8 3.2 3.1 
Decathlon SA 2.7 2.6 2.7 3.0 3.0 
Asics France SA 2.6 2.9 2.8 2.8 2.8 
Intersport France 1.9 2.1 2.2 2.6 2.7 
Groupe Philippe Ginestet - 2.5 2.5 2.6 2.6 
Galec - Centre 2.2 2.1 2.2 2.6 2.5 
    Distributeur Edouard      
    Leclerc      
Auchan France 2.3 2.3 2.3 2.5 2.4 
Monoprix SA (Groupe) 2.1 2.1 2.1 2.3 2.4 
Puma France SAS 1.2 1.3 1.6 2.0 2.0 
KIABI Europe SAS 1.8 1.9 1.9 1.9 2.0 
Lacoste SA 1.5 1.5 1.6 1.7 1.7 
Gucci France SASU 1.3 1.6 1.8 1.5 1.5 
Zara France Sarl 1.2 1.2 1.3 1.3 1.3 
Chaussures Eram SAS 1.6 1.5 1.5 1.3 1.3 
Nanjing Lingtian - 0.2 0.4 0.7 1.0 
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    Information Technology      
    Co Ltd      
Le Coq Sportif SA 1.1 1.2 1.1 0.8 0.9 
Eram SA 0.8 0.8 0.8 0.8 0.8 
VF Europe BVBA 0.6 0.6 0.7 0.7 0.7 
NBR SAS 0.6 0.6 0.7 0.7 0.6 
Orchestra SA 0.6 0.6 0.6 0.6 0.6 
Aigle Sarl 0.5 0.5 0.5 0.6 0.6 
Mizuno Corp 0.5 0.5 0.6 0.5 0.6 
Geox France Sarl 0.5 0.5 0.5 0.6 0.5 
ASOS Plc 0.3 0.3 0.4 0.5 0.5 
H&M Hennes & Mauritz Sarl 0.5 0.5 0.6 0.6 0.5 
Lafuma France SA 0.4 0.4 0.4 0.5 0.5 
Other Private Label 3.0 3.0 3.1 3.5 3.4 
Others 36.9 36.3 33.2 29.4 28.8 
Total 100.0 100.0 100.0 100.0 100.0 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
store checks, trade interviews, trade sources 

 

 

Table 6 LBN Brand Shares of Footwear: % Value 2018-2021 

 

% retail value rsp 
Brand (GBO) Company (NBO) 2018 2019 2020 2021 
 
Nike (Nike Inc) Nike France SA 7.9 8.8 10.4 10.6 
adidas adidas Group 5.2 5.5 5.7 5.8 
La Halle aux Vivarte SAS 5.0 5.0 4.5 4.5 
    Chaussures      
Gémo (Eram SA) Vetir SAS 3.2 3.3 3.6 3.6 
Carrefour (Private Carrefour France SA 2.9 2.8 3.2 3.1 
    Label)      
Decathlon Decathlon SA 2.6 2.7 3.0 3.0 
Asics (Asics Corp) Asics France SA 2.9 2.8 2.8 2.8 
Intersport Intersport France 2.1 2.2 2.6 2.7 
    (Intersport      
    International Corp      
    (IIC) GmbH)      
Besson Groupe Philippe Ginestet 2.5 2.5 2.6 2.6 
Leclerc (Private Galec - Centre 2.1 2.2 2.6 2.5 
    Label) Distributeur Edouard     
 Leclerc     
Auchan (Private Auchan France 2.3 2.3 2.5 2.4 
    Label)      
Monoprix (Private Monoprix SA (Groupe) 2.1 2.1 2.3 2.4 
    Label)      
Puma (Puma SE) Puma France SAS 1.3 1.6 2.0 2.0 
Kiabi KIABI Europe SAS 1.9 1.9 1.9 2.0 
Lacoste (Maus Lacoste SA 1.5 1.6 1.7 1.7 
    Frères SA)      
adidas Kids adidas Group 1.3 1.4 1.5 1.6 
Gucci (Kering SA) Gucci France SASU 1.6 1.8 1.5 1.5 
Zara (Inditex, Zara France Sarl 1.2 1.3 1.3 1.3 
    Industria de Diseño      
    Textil SA)      
Eram (Eram SA) Chaussures Eram SAS 1.5 1.5 1.3 1.3 
Minelli Vivarte SAS 1.1 1.1 1.1 1.2 
Shein Nanjing Lingtian 0.2 0.4 0.7 1.0 
 Information Technology     
 Co Ltd     
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Le Coq Sportif Le Coq Sportif SA 1.2 1.1 0.8 0.9 
Reebok adidas Group 1.0 1.1 0.8 0.8 
Bocage Eram SA 0.8 0.8 0.8 0.8 
Converse (Nike Inc) Nike France SA 0.5 0.6 0.7 0.7 
New Balance (New NBR SAS 0.6 0.7 0.7 0.6 
    Balance Athletic      
    Shoe Inc)      
Timberland (VF Corp) VF Europe BVBA 0.5 0.6 0.6 0.6 
Orchestra Orchestra SA 0.6 0.6 0.6 0.6 
    (Orchestra Groupe)      
Aigle (Maus Frères Aigle Sarl 0.5 0.5 0.6 0.6 
    SA)      
Mizuno Mizuno Corp 0.5 0.6 0.5 0.6 
Other Private Label Other Private Label 3.0 3.1 3.5 3.4 
    (Private Label)      
Others Others 38.2 35.3 31.8 31.1 
Total Total 100.0 100.0 100.0 100.0 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
store checks, trade interviews, trade sources 

 

 

Table 7 Distribution of Footwear by Format: % Value 2016-2021 

 

% retail value rsp 
 2016 2017 2018 2019 2020 2021 
 
Store-Based Retailing 86.1 85.2 84.2 82.8 75.9 75.7 
- Grocery Retailers 12.3 12.1 11.8 11.8 12.1 12.3 
-- Modern Grocery 12.3 12.1 11.8 11.8 12.1 12.3 
    Retailers       
--- Convenience Stores - - - - - - 
--- Discounters 0.3 0.3 0.4 0.4 0.4 0.4 
--- Forecourt Retailers - - - - - - 
--- Hypermarkets 8.8 8.6 8.4 8.4 8.4 8.6 
--- Supermarkets 3.2 3.1 3.0 3.0 3.3 3.3 
-- Traditional Grocery - - - - - - 
    Retailers       
- Non-Grocery Specialists 70.2 69.6 68.9 67.5 60.5 59.9 
-- Apparel and Footwear 46.5 45.1 43.6 41.4 36.0 34.1 
    Specialist Retailers       
-- Leisure and Personal 20.9 21.3 21.5 22.5 21.0 22.5 
    Goods Specialist       
    Retailers       
--- Sports goods stores 20.9 21.3 21.5 22.5 21.0 22.5 
--- Other Leisure and - - - - - - 
    Personal Goods       
    Specialist Apparel       
    Retailers       
-- Other Non-Grocery 2.8 3.2 3.8 3.6 3.5 3.3 
    Apparel and Footwear       
    Specialists       
- Mixed Retailers 3.6 3.5 3.5 3.5 3.3 3.5 
-- Department Stores 2.1 2.1 2.0 2.0 1.7 1.8 
-- Mass Merchandisers - - - - - - 
-- Variety Stores 1.5 1.5 1.5 1.5 1.6 1.7 
-- Warehouse Clubs - - - - - - 
Non-Store Retailing 13.9 14.8 15.8 17.2 24.1 24.3 
- Direct Selling 0.1 0.1 0.1 0.1 0.1 0.1 
- Homeshopping 0.4 0.4 0.4 0.4 0.4 0.4 
- E-Commerce 13.4 14.3 15.3 16.7 23.6 23.8 
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- Vending - - - - - - 
Total 100.0 100.0 100.0 100.0 100.0 100.0 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
store checks, trade interviews, trade sources 

 

 

Table 8 Forecast Sales of Footwear by Category: Volume 2021-2026 

 

'000 units 
 2021 2022 2023 2024 2025 2026 
 
Children's Footwear 55,330.1 63,426.5 65,524.6 66,638.5 66,679.2 65,920.0 
Men's Footwear 59,921.3 66,444.3 67,805.6 67,879.9 67,379.0 66,190.8 
Women's Footwear 76,357.4 84,307.3 85,812.3 86,035.1 84,607.4 82,749.7 
Footwear 191,608.8 214,178.1 219,142.6 220,553.5 218,665.6 214,860.6 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
store checks, trade interviews, trade sources 

 

 

Table 9 Forecast Sales of Footwear by Category: Value 2021-2026 

 

EUR million 
 2021 2022 2023 2024 2025 2026 
 
Children's Footwear 1,333.2 1,499.3 1,519.5 1,506.5 1,472.5 1,424.3 
Men's Footwear 2,280.3 2,505.8 2,546.9 2,526.7 2,477.8 2,404.7 
Women's Footwear 3,148.5 3,438.0 3,450.4 3,407.5 3,307.4 3,187.0 
Footwear 6,762.0 7,443.1 7,516.7 7,440.7 7,257.7 7,016.0 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
store checks, trade interviews, trade sources 

 

 

Table 10 Forecast Sales of Footwear by Category: % Volume Growth 2021-2026 

 

% volume growth 
 2021/22 2021-26 CAGR 2021/26 Total 
 
Children's Footwear 14.6 3.6 19.1 
Men's Footwear 10.9 2.0 10.5 
Women's Footwear 10.4 1.6 8.4 
Footwear 11.8 2.3 12.1 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
store checks, trade interviews, trade sources 

 

 

Table 11 Forecast Sales of Footwear by Category: % Value Growth 2021-2026 

 

% constant value growth 
 2021/2022 2021-26 CAGR 2021/26 Total 
 
Children's Footwear 12.5 1.3 6.8 
Men's Footwear 9.9 1.1 5.5 
Women's Footwear 9.2 0.2 1.2 
Footwear 10.1 0.7 3.8 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
store checks, trade interviews, trade sources 
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APPAREL AND FOOTWEAR IN 
FRANCE - INDUSTRY OVERVIEW 

 

 

EXECUTIVE SUMMARY 
 

Apparel and footwear in 2021: The big picture 

After collapsing in 2020 due to lockdown and the closure of non-essential outlets during the 

first half of the year, apparel and footwear sales bounced back in France during 2021. This was 

despite witnessing a further four months of home confinement and a negligible flow of inbound 

tourists during the summer of 2021, which impacted the economy dependent on tourism, and 

overall consumer confidence.  

Despite this, most apparel and footwear categories were not able to offset the losses they 

incurred during 2020, more particularly formal wear and footwear while sportwear and sneakers 

fared much better thanks to ongoing success among millennials, the athleisure trend and the 

focus on comfortable, practical clothing as people spent more time at home. Sales of nightwear 

and underwear were reasonably strong, with women more likely to refresh their underwear, 

while many men still seemed willing to make sacrifices on their apparel purchases for reasons of 

economy. Even jeans designs have adapted to the need for more comfort at home with a 

growing number of 5-pockets with elastane, hemp and organic special cotton while Levi’s also 

expanded into joggers and leggings.  

 

2021 key trends 

Even though sales improved in 2021 compared to the previous year, the French continued to 

limit fast fashion purchases and/or increasingly favoured second-hand products, even in luxury 

apparel. Manufacturers and retailers were compelled to slash prices and turn to heavy 

discounting, even in the spring of 2021 when usually this kind of discounting was limited to the 

summer sales of July August. Many retailers did this because they needed to sell their unsold 

stocks. Paradoxically, due to the explosive rise in material and freight costs, inflation has taken 

off while disposable incomes have diminished.  

Even when the various lockdowns came to an end, remote working persisted and most white 

collar and office employees worked at home for a proportion of the week. As a result, they 

needed to go out less and worked less from their places of work. This led to fewer opportunities 

to attend/visit apparel and footwear specialists as the number of journeys from home to the 

office strongly declined, primarily in Paris and Ile de France where large commercial centres had 

been increasingly targeting busy commuting areas to and from the metropolitan area prior to the 

pandemic. Lastly, the obligation to present a valid COVID-19 vaccination pass (le pass 

sanitaire) in shopping centres with a surface area of over 20,000 sq m dampened attendance to 

these locations in August and September 2021, two crucial months for sales of apparel and 

footwear. This especially dampened sales of childrenswear in terms of new clothes for the 

summer holiday followed by new clothes for autumn, which parents typically buy at the end of 

the summer, as children go back to school in September.  

 

Competitive landscape 

After the unprecedented circumstances and plummet in sales in 2020, most manufacturers, 

retailers and brands enjoyed some recovery in 2021, mainly during the second half of the year. 

Even so, over the two years of the pandemic, some players lost heavily while others limited the 
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damage or performed better, seizing the opportunity to rebound and gain share over their 

competition. Within the top five GBOs, Zara from Inditex, Industria de Diseño Textil SA 

recovered faster than its direct competitor H&M Hennes & Mauritz AB, while Kiabi by KIABI 

Europe SAS remained resilient and recovered well thanks to a new range of sustainable apparel 

and the acceleration in the development of its drive-in/click and collect service in 2021. The 

main loser was Vivarte SAS, a company that had an impressive portfolio of brands in physical 

stores but which has had to disinvest, most notably its footwear chain La Halle/La Halle aux 

Chaussures at the end of 2020 that was acquired by Groupe Beaumanoir. The latter made this 

acquisition in order to offer low-cost brands in the form of Vib’s and its three Malouin brands – 

Cache-Cache, Bonobo and Bréal, for mid-priced apparel and Morgan in premium apparel. 

Sportwear brands were also more dynamic than the wider industry, including adidas, Nike and 

Intersport. Pure e-commerce players such as Asos or Asphalte, or at least phygital players with 

highly developed omnichannel strategies such as Decathlon and more recently, Nike (House of 

Innovation) also performed well as many consumers took advantage of the wide availability 

offered by these retailers, as well as the contactless shopping model offered by e-commerce. 

 

Retailing developments 

The COVID-19 pandemic and its consequences accelerated the mutation of the retailing 

environment in France. Already waning over a period of many years due to a lack of investment 

among mid-priced chains, the leading apparel and footwear specialist retailers took a strong 

backseat during the pandemic-induced closures. Many local chains such as La Halle, Camaïeu, 

André, Naf Naf, Orchestra and Catimini faced the reality of their ageing business models 

comprised of large networks of physical stores but an insufficient online presence. As a result, 

clothing chains that together employed 180,000 people experienced 4,000 job losses in France 

since April 2020. 

During the lockdowns, the only resilient store-based outlets with apparel sales were 

hypermarkets and supermarkets as they sell essential products such as food and drinks. 

However, even sales of apparel and footwear in hypermarkets waned due to the declining traffic 

in such outlets as many were too distant from consumers’ homes due to the limited movements 

allowed, as well as the desire to avoid crowds. 

The big winner was again e-commerce during the lockdowns and even after the lockdowns 

were eased as the omnichannel strategies of click and mortar players and the development of 

marketplaces accelerated in 2021. E-commerce enables faster price comparison than store-

based apparel and footwear as well as many other assets such as the impact of 

visuals/picture/videos, customer reviews, the storytelling of each brand and the impetus created 

by SEO (Search Engine Optimisation), SEA (Search Engine Advertising) and now SXO a 

combination of SEO (Search Engine Optimisation) and UX (User Experience).  

During 2020-2021, pressure on prices was also more intense to which several players 

contributed starting with e-commerce specialists, particularly Zalando, Veepee and Amazon. 

Discount specialists have also weakened mainstream French apparel retailers that are present 

in the city centre. Among them is Action, a discount store that has the capability of selling a 

fleece jacket or joggers for less than EUR10.00. 

 

What next for apparel and footwear? 

Industry players remain cautious about the outlook for apparel and footwear. This market was 

already waning before 2020 and therefore, in opposition to 2008/2009, a possible lipstick effect 

is unlikely.  

Admittedly, as the vaccination programme forges ahead, consumers will theoretically renew 

their wardrobes in expectation of returning to work, holidaying and venturing out on more social 
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occasions. However, there continue to be too many uncertainties in terms of the global health 

crisis, with new variants, such as Omicron, continuing to emerge. 

Moreover, working from home is likely to stick as many companies will encourage their 

executives/white collar workers and employees to work at the office for only two to three days of 

the week, for reasons of both health and profitability, a factor that was almost unheard of in 

France prior to the pandemic.  

A series of bankruptcies is expected within store-based retailers over the forecast period, 

while inbound tourists outside the EU are unlikely to fully return to Paris and other tourist 

hotspots before the summer of 2022 at best. This will be particularly applicable to international 

businesspeople from distant countries of origin such as China, the VIPs of luxury apparel in 

France, which will not bode well for luxury, upmarket and formal apparel. 

The market will need to adapt to more demanding consumers, especially supporters of the 

deconsumption trend, turning to second-hand (even in luxury) and more locally “Made in 

France” items. Finally, high and rising inflation will put growing pressure on household budgets. 

There could be a new kind of bipolarisation trend between local/European and sustainable 

brands with rather high prices (luxury or not and notably local digital native brands) and low-cost 

fast fashion, mainly via pure players such as AliExpress and Shein.  

 

 

MARKET DATA 
 

Table 12 Sales of Apparel and Footwear by Category: Volume 2016-2021 

 

'000 units 
 2016 2017 2018 2019 2020 2021 
 
Apparel 1,528,66 1,535,61 1,530,53 1,526,22 1,315,20 1,395,02 
 5.1 9.8 3.5 2.7 3.6 9.0 
Footwear 224,507.6 223,050.3 222,794.0 217,893.7 178,316.8 191,608.8 
Apparel and Footwear 1,753,17 1,758,67 1,753,32 1,744,11 1,493,52 1,586,63 
 2.6 0.1 7.5 6.4 0.5 7.8 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
store checks, trade interviews, trade sources 

Note: Sportswear volume not researched 

 

 

Table 13 Sales of Apparel and Footwear by Category: Value 2016-2021 

 

EUR million 
 2016 2017 2018 2019 2020 2021 
 
Apparel 31,573.5 31,337.9 31,333.0 31,220.7 25,438.1 26,825.5 
Footwear 8,004.8 7,945.7 8,007.5 7,865.6 6,324.6 6,762.0 
Sportswear 6,732.9 6,954.8 7,220.8 7,735.7 7,412.2 7,646.5 
Apparel and Footwear 39,578.3 39,283.6 39,340.6 39,086.3 31,762.8 33,587.5 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
store checks, trade interviews, trade sources 

 

 

Table 14 Sales of Apparel and Footwear by Category: % Volume Growth 2016-2021 

 

% volume growth 
 2020/21 2016-21 CAGR 2016/21 Total 
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Apparel 6.1 -1.8 -8.7 
Footwear 7.5 -3.1 -14.7 
Apparel and Footwear 6.2 -2.0 -9.5 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
store checks, trade interviews, trade sources 

Note: Sportswear volume not researched 

 

 

Table 15 Sales of Apparel and Footwear by Category: % Value Growth 2016-2021 

 

% current value growth 
 2020/21 2016-21 CAGR 2016/21 Total 
 
Apparel 5.5 -3.2 -15.0 
Footwear 6.9 -3.3 -15.5 
Sportswear 3.2 2.6 13.6 
Apparel and Footwear 5.7 -3.2 -15.1 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
store checks, trade interviews, trade sources 

 

 

Table 16 NBO Company Shares of Apparel and Footwear: % Value 2017-2021 

 

% retail value rsp 
Company 2017 2018 2019 2020 2021 
 
KIABI Europe SAS 3.3 3.4 3.4 3.5 3.5 
Nike France SA 2.4 2.5 2.7 3.2 3.2 
adidas Group 2.9 2.9 3.1 3.1 3.2 
Zara France Sarl 2.9 3.0 3.1 3.0 3.1 
Decathlon SA 2.8 2.6 2.7 3.0 3.1 
Carrefour France SA 2.7 2.7 2.6 3.1 3.0 
Vivarte SAS 3.9 3.2 3.0 2.9 2.9 
Galec - Centre 2.0 2.0 2.0 2.5 2.4 
    Distributeur Edouard      
    Leclerc      
H&M Hennes & Mauritz Sarl 2.7 2.6 2.8 2.5 2.3 
Auchan France 2.2 2.1 2.0 2.3 2.3 
Monoprix SA (Groupe) 1.9 1.9 1.9 2.2 2.1 
Etam Développement SCA 2.0 2.1 2.1 1.8 1.9 
Groupe Beaumanoir SA 1.6 1.6 1.6 1.8 1.7 
Intersport France 1.2 1.3 1.4 1.6 1.6 
Primark France SAS 1.1 1.3 1.4 1.5 1.5 
Camaïeu International SAS 1.7 1.6 1.6 1.5 1.5 
C&A France 1.5 1.5 1.5 1.4 1.5 
Marc Laurent SA 1.5 1.5 1.5 1.3 1.4 
Vetir SAS 1.2 1.2 1.2 1.3 1.4 
Happychic Group 1.1 1.1 1.3 1.2 1.3 
Armand Thiery SAS 1.0 1.0 1.0 1.1 1.1 
Levi’s Footwear & 0.9 0.9 1.0 1.1 1.1 
    Accessories France SAS      
Okaïdi, Groupe 1.0 1.0 0.9 1.1 1.0 
Lacoste SA 0.8 0.9 0.9 0.9 0.9 
Nanjing Lingtian - 0.2 0.3 0.7 0.9 
    Information Technology      
    Co Ltd      
Puma France SAS 0.4 0.5 0.6 0.7 0.7 
Under Armour France Sarl 0.6 0.6 0.7 0.7 0.7 
Asics France SA 0.6 0.7 0.7 0.7 0.7 
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Stock J Boutique 0.6 0.6 0.6 0.6 0.6 
    Jennyfer SAS      
Orchestra SA 0.7 0.7 0.6 0.6 0.6 
Other Private Label 2.9 2.9 2.9 3.5 3.4 
Others 47.8 48.2 46.7 43.5 43.3 
Total 100.0 100.0 100.0 100.0 100.0 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
store checks, trade interviews, trade sources 

 

 

Table 17 LBN Brand Shares of Apparel and Footwear: % Value 2018-2021 

 

% retail value rsp 
Brand (GBO) Company (NBO) 2018 2019 2020 2021 
 
Kiabi KIABI Europe SAS 3.4 3.4 3.5 3.5 
Nike (Nike Inc) Nike France SA 2.4 2.6 3.0 3.0 
Carrefour (Private Carrefour France SA 2.7 2.6 3.1 3.0 
    Label)      
Zara (Inditex, Zara France Sarl 2.9 3.0 2.9 3.0 
    Industria de Diseño      
    Textil SA)      
adidas adidas Group 2.1 2.3 2.4 2.4 
Leclerc (Private Galec - Centre 2.0 2.0 2.5 2.4 
    Label) Distributeur Edouard     
 Leclerc     
Auchan (Private Auchan France 2.1 2.0 2.3 2.3 
    Label)      
Quechua / Tribord Decathlon SA 1.8 1.9 2.1 2.2 
Monoprix (Private Monoprix SA (Groupe) 1.9 1.9 2.2 2.1 
    Label)      
H&M (H&M Hennes & H&M Hennes & Mauritz Sarl 2.2 2.3 2.1 1.9 
    Mauritz AB)      
Intersport Intersport France 1.3 1.4 1.6 1.6 
    (Intersport      
    International Corp      
    (IIC) GmbH)      
Primark (Associated Primark France SAS 1.3 1.4 1.5 1.5 
    British Foods Plc)      
Camaïeu (Camaïeu SA) Camaïeu International SAS 1.6 1.6 1.5 1.5 
C&A (C&A Mode AG) C&A France 1.5 1.5 1.4 1.5 
Cache Cache Groupe Beaumanoir SA 1.3 1.3 1.4 1.4 
Celio (Celio SA) Marc Laurent SA 1.5 1.5 1.3 1.4 
Gémo (Eram SA) Vetir SAS 1.2 1.2 1.3 1.4 
Armand Thiery Armand Thiery SAS 1.0 1.0 1.1 1.1 
Levi's (Levi Levi’s Footwear & 0.9 1.0 1.1 1.1 
    Strauss & Co) Accessories France SAS     
La Halle Vivarte SAS 1.1 1.0 1.0 1.0 
Jules (Association Happychic Group 0.8 1.1 1.0 1.0 
    Familiale Mulliez)      
Okaïdi (ID Group SA) Okaïdi, Groupe 1.0 0.9 1.1 1.0 
Lacoste (Maus Lacoste SA 0.9 0.9 0.9 0.9 
    Frères SA)      
Shein Nanjing Lingtian 0.2 0.3 0.7 0.9 
 Information Technology     
 Co Ltd     
La Halle aux Vivarte SAS 1.0 1.0 0.9 0.9 
    Chaussures      
Etam Etam Développement SCA 0.9 0.9 0.8 0.8 
Puma (Puma SE) Puma France SAS 0.5 0.6 0.7 0.7 
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Etam Lingerie Etam Développement SCA 0.7 0.7 0.7 0.7 
Under Armour (Under Under Armour France Sarl 0.6 0.7 0.7 0.7 
    Armour Inc)      
Asics (Asics Corp) Asics France SA 0.7 0.7 0.7 0.7 
Other Private Label Other Private Label 2.9 2.9 3.5 3.4 
    (Private Label)      
Others Others 53.8 52.4 49.1 49.0 
Total Total 100.0 100.0 100.0 100.0 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
store checks, trade interviews, trade sources 

 

 

Table 18 Distribution of Apparel and Footwear by Format: % Value 2016-2021 

 

% retail value rsp 
 2016 2017 2018 2019 2020 2021 
 
Store-Based Retailing 83.1 82.3 81.3 80.3 72.2 71.1 
- Grocery Retailers 8.0 7.6 7.4 7.1 7.3 7.6 
-- Modern Grocery 8.0 7.6 7.4 7.1 7.3 7.6 
    Retailers       
--- Convenience Stores - - - - - - 
--- Discounters 0.2 0.2 0.2 0.2 0.3 0.3 
--- Forecourt Retailers - - - - - - 
--- Hypermarkets 6.1 5.8 5.6 5.4 5.4 5.6 
--- Supermarkets 1.7 1.6 1.5 1.5 1.6 1.7 
-- Traditional Grocery - - - - - - 
    Retailers       
- Non-Grocery Specialists 70.5 70.0 69.3 68.6 60.7 59.2 
-- Apparel and Footwear 57.9 57.2 56.4 55.6 48.4 46.2 
    Specialist Retailers       
-- Leisure and Personal 11.5 11.6 11.4 11.5 10.8 11.6 
    Goods Specialist       
    Retailers       
--- Sports goods stores 11.1 11.2 11.0 11.2 10.5 11.3 
--- Other Leisure and 0.4 0.4 0.4 0.3 0.3 0.3 
    Personal Goods       
    Specialist Apparel       
    Retailers       
-- Other Non-Grocery 1.2 1.2 1.5 1.5 1.5 1.5 
    Apparel and Footwear       
    Specialists       
- Mixed Retailers 4.6 4.6 4.6 4.6 4.2 4.2 
-- Department Stores 3.0 2.9 2.9 2.9 2.4 2.3 
-- Mass Merchandisers - - - - - - 
-- Variety Stores 1.6 1.7 1.7 1.8 1.8 1.9 
-- Warehouse Clubs - - - - - - 
Non-Store Retailing 16.9 17.7 18.7 19.7 27.8 28.9 
- Direct Selling 1.1 1.0 1.1 1.1 1.0 1.1 
- Homeshopping 0.7 0.6 0.6 0.5 0.6 0.6 
- E-Commerce 15.1 16.1 17.1 18.1 26.2 27.2 
- Vending - - - - - - 
Total 100.0 100.0 100.0 100.0 100.0 100.0 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
store checks, trade interviews, trade sources 

 

 

Table 19 Distribution of Apparel and Footwear by Format and Category: % Value 2021 
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% retail value rsp 
 Apparel Footwear Sportswear 
 
Store-Based Retailing 69.9 75.7 76.2 
- Grocery Retailers 6.4 12.3 10.0 
-- Modern Grocery Retailers 6.4 12.3 10.0 
--- Convenience Stores 0.0 0.0 0.0 
--- Discounters 0.2 0.4 0.2 
--- Forecourt Retailers 0.0 0.0 0.0 
--- Hypermarkets 4.9 8.6 9.4 
--- Supermarkets 1.3 3.3 0.3 
-- Traditional Grocery Retailers 0.0 0.0 0.0 
- Non-Grocery Specialists 59.1 59.9 62.7 
-- Apparel and Footwear Specialist 49.2 34.1 5.7 
    Retailers    
-- Leisure and Personal Goods 8.8 22.5 57.0 
    Specialist Retailers    
--- Sports goods stores 8.5 22.5 56.3 
--- Other Leisure and Personal Goods 0.3 0.0 0.8 
    Specialist Apparel Retailers    
-- Other Non-Grocery Apparel and 1.0 3.3 0.0 
    Footwear Specialists    
- Mixed Retailers 4.4 3.5 3.4 
-- Department Stores 2.4 1.8 2.4 
-- Mass Merchandisers 0.0 0.0 0.0 
-- Variety Stores 2.0 1.7 1.0 
-- Warehouse Clubs 0.0 0.0 0.0 
Non-Store Retailing 30.1 24.3 23.8 
- Direct Selling 1.4 0.1 0.0 
- Homeshopping 0.6 0.4 0.0 
- E-Commerce 28.1 23.8 23.8 
- Vending 0.0 0.0 0.0 
Total 100.0 100.0 100.0 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
store checks, trade interviews, trade sources 

Key: AP = apparel; FW = footwear; SW = Sportswear 

 

 

Table 20 Forecast Sales of Apparel and Footwear by Category: Volume 2021-2026 

 

'000 units 
 2021 2022 2023 2024 2025 2026 
 
Apparel 1,395,02 1,507,27 1,539,43 1,544,21 1,538,31 1,529,70 
 9.0 7.0 4.8 0.7 3.2 7.8 
Footwear 191,608.8 214,178.1 219,142.6 220,553.5 218,665.6 214,860.6 
Apparel and Footwear 1,586,63 1,721,45 1,758,57 1,764,76 1,756,97 1,744,56 
 7.8 5.1 7.4 4.2 8.8 8.4 

Source: Euromonitor International from trade associations, trade press, company research, trade interviews, 
trade sources 

Note: Sportswear volume not researched 

 

 

Table 21 Forecast Sales of Apparel and Footwear by Category: Value 2021-2026 

 

EUR million 
 2021 2022 2023 2024 2025 2026 
 
Apparel 26,825.5 28,779.9 28,993.3 28,654.6 28,147.2 27,581.4 
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Footwear 6,762.0 7,443.1 7,516.7 7,440.7 7,257.7 7,016.0 
Sportswear 7,646.5 7,994.4 8,131.9 8,208.4 8,254.1 8,282.1 
Apparel and Footwear 33,587.5 36,223.0 36,510.0 36,095.3 35,404.9 34,597.4 

Source: Euromonitor International from trade associations, trade press, company research, trade interviews, 
trade sources 

 

 

Table 22 Forecast Sales of Apparel and Footwear by Category: % Volume Growth 2021-
2026 

 

% volume growth 
 2021/22 2021-26 CAGR 2021/26 Total 
 
Apparel 8.0 1.9 9.7 
Footwear 11.8 2.3 12.1 
Apparel and Footwear 8.5 1.9 10.0 

Source: Euromonitor International from trade associations, trade press, company research, trade interviews, 
trade sources 

Note: Sportswear volume not researched 

 

 

Table 23 Forecast Sales of Apparel and Footwear by Category: % Value Growth 2021-
2026 

 

% constant value growth 
 2021/2022 2021-26 CAGR 2021/26 Total 
 
Apparel 7.3 0.6 2.8 
Footwear 10.1 0.7 3.8 
Sportswear 4.6 1.6 8.3 
Apparel and Footwear 7.8 0.6 3.0 

Source: Euromonitor International from trade associations, trade press, company research, trade interviews, 
trade sources 

 

 

 

DISCLAIMER 
Forecast closing date: 13 December 2021 

Report closing date: 28 February 2022 

Analysis and data in this report give full consideration to consumer behaviour and market 

performance in 2021 and beyond as of the dates above. For the very latest insight on this 

industry and consumer behaviour, at both global and national level, readers can access 

strategic analysis and updates on www.euromonitor.com and via the Passport system, where 

new content is being added on a systematic basis. 

 

 

SOURCES 
Sources used during research include the following: 

 

Summary 1 Research Sources 

Official Sources CBI.eu 

 Credoc 

 France TV Info 
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 Industrie.gov 

 Insee 

 LaModeFrancaise.org 

 Societe.com 

 Swiss Import Promotion Programme, The 

(SIPPO) 

Trade Associations Centre du Textile de Conjoncture et 

d'Observation 

 Credit Agricole 

 Fédération des Enseignes de l'Habillement 

 Fédération Française de la Chaussure 

 Fédération Française de la Maille et de la 

Lingerie 

 Fédération Française du Prêt à Porter Féminin 

 Fédération Nationale de l'Habillement 

 Fédération Professionnelle du Sport 

 French Wool & Cotton Association 

 IFM PARIS 

 Institut Français de la Mode (IFM) 

 Union des Industries Textiles 

 Union Francaise des Industries de 

l'Habillement 

Trade Press ABC Bourse 

 ALIZNET 

 Business of Fashion 

 Capital Magazine 

 Challenges.fr 

 Chausser Magazine 

 CPP LUXURY 

 Créations Lingerie 

 Dessous Mode International 

 Drapers 

 E-marketing 

 Fashion Beans 

 Fashion Daily News 
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 Fashion Magazine 

 Fashion Network 

 Fashion United 

 Fashionista 

 Filieres Sport 

 Grazia.fr 

 Industry Fashion, The 

 Journal du Textile 

 La Depeche 

 Les Echos 

 L'Essentiel de la Chaussure 

 L'Industrie Textile 

 LSA CONSO 

 Madame Figaro 

 Masculin 

 Mode in Textile 

 Mode Lab 

 Points de Vente 

 QZ.com 

 TTT MAGAZINE 

Source: Euromonitor International 
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