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U.S. SPORTING GOODS INDUSTRY OVERVIEW

Spending on sporting goods in the U.S. will hit $128
Billion by 2030, reflecting an increasingly active and
health-conscious U.S. population.
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1 Note: Figures are inflation adjusted to 2025

2 Source: IBISWorld

Sporting Equipment is the largest segment of the U.S.
sporting goods market, followed by athletic apparel
and firearms and hunting equipment.
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GENDER-SPECIFIC SPORT PREFERENCES SHAPE MARKET DEMAND

While distinct gender preferences in sports (women: fitness; men: basketball) define today's sales,

participation variances in activities like cycling or yoga highlight untapped consumer segments.
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Share of male respondents who do the

following sports

Basketball

American Football/Flag Football
Hiking

Hunting/Fishing

Fitness, aerobics, cardio

Cycling

Baseball/Softball

Golf
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"Note: 21,803 U.S. adults who do sports or exercise at least occasionally (18-64 y/o) surveyed online Apr. 2022 - Mar. 2023 | 2 Source: Statista Consumer Insights



TRENDS ACROSS THE INDUSTRY

. Technology Health
, Al and VR Consciousness

Al and virtual reality (VR) are rapidly transforming Rising health consciousness has spurred sporting goods
retail, forcing traditional stores to adapt. demand. Consumers view these goods as integral to health.
Retailers are using Al for inventory management The industry benefits from more health-conscious individuals
and personalized experiences, while VR creates buying goods. They are often willing to spend on premium
immersive shopping environments. products.

_ Customization Sustainability

‘M@WI and Personalization and Eco-friendly Practices

Brands offer personalized shoe and apparel Brands increasingly use eco-materials like recycled
options. Customers can customize colors, plastic. This shift reflects growing consumer demand.

materials, and add names.
Sustainable manufacturing, using renewable energy, is

This innovation provides unique, tailored products. also explored. This signals adaptation to heightened
It improves overall customer satisfaction eco-awareness.
effectively.
THE BIG STORIES
Tariffs The sporting goods industry, with its significant reliance on global supply chains,

confronts considerable tariff impacts that ripple through the sector, mirroring trends seen
in the broader retail landscape. These tariffs translate into increased costs for both
imported components and finished goods, leading to higher prices for consumers on a
wide array of athletic items, from footwear and apparel to specialized equipment, and
presenting retailers with broad cost hikes on these imports. Our projections indicate that
tariffs could add billions annually to consumer costs for goods such as footwear, a key
segment of the sporting goods market.

(For further insights, see Ankura's recent tariff whitepaper:
Navigating the New Tariff Reality: A CFQ's Strategic Playbook, Elliot Fuhr)

I ifvi U.S. sporting goods retail is highly competitive, with stores contending with pressure from
ntensitying _ . ,

various angles. Namely mass merchandisers, new entrants and the growth of online
retailers. Convenience, price sensitivity and brand recognition are all contributing to a
significant adjustment within the sporting goods industry.

Competition

To combat changing consumer sentiment and other competitive pressures and achieve
economies of scale, the industry is consolidating, leading to larger superstores (e.g., Dick’s
recent acquisition of Footlocker). This evolving market structure is highlighted by the
significant market shares held by major players like Dick's (8.1% market share), BPS Direct
(6.5% market share), and Academy Sports & Outdoors (4.1% market share). Structure is
further exacerbated by new market entrants such as JD sports taking away market share
from regional players such as Sportsman's Warehouse, Big 5 and Hibbett presenting
further consolidation opportunity or requiring these players to adjust strategies to maintain
position (e.g., product specialization, enhancing offline and online experience, etc.).
Source: Le, V. (2025, February). Sporting Goods Stores in the US (Industry Report 45111). IBISWorld.


https://angle.ankura.com/post/102k8h0/navigating-the-new-tariff-reality-a-cfos-strategic-playbook

ANKURA PERFORMANCE IMPROVEMENT FUNDAMENTALS

WHAT IT’'S LIKE TO WORK WITH ANKURA PERFORMANCE IMPROVEMENT (PI)

Ankura Pl approaches its projects as partnerships. We do not succeed unless our clients succeed. In addition
to leveraging the breadth of experience within the Performance Improvement team, we leverage the breadth of
Ankura’s multiple operating groups to provide unparalleled subject matter expertise.

Our projects are typically a flexible model of in-person work coupled with remote data analysis and research.
We flex our coverage to support your business, teams, and goals.

DRIVING STRATEGIC BUSINESS TRANSFORMATION, MARGIN, AND EBITDA

Comprehensive evaluation of and business operations that include the following areas of focus to support
customer and employee satisfaction.

Customer Relationship Management Procurement & Supply Chain
Digital Marketing Manufacturing Network Strategy
Planning & Allocation Distribution & Logistics
Merchandise Assortment Breadth & Depth Finance & Accounting

Labor Scheduling and Optimization Technology & Systems

Store Operations & Task Simplification Mfg. Operations - Capacity / Utilization / Cost
Efficiency
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ANKURA PERFORMANCE IMPROVEMENT

Delivering End-to-End Solutions to Companies at Critical Inflection Points

The Performance Improvement team partners with private equity, lenders, and management to
drive rapid EBITDA and cash flow improvement. Using our 3D (Diagnose, Define, Deliver) framework,
we assess opportunities, develop sustainable goals and operating plans, and implement solutions.

Our expertise spans diverse industries, including Retail, Direct-to-Consumer,
Healthcare, CPG, Services, Education, Manufacturing, and Logistics.

Our experienced operators and consultants address strategic and operational challenges,
delivering data-driven, transformative results quickly and efficiently.

VISIT US AT: Ankura Performance Improvement email: performanceimprovement@ankura.com

Ankura Consulting Group, LLC is an independent global expert services and advisory firm that delivers services and end-to-end
solutions to help clients at critical inflection points related to conflict, crisis, performance, risk, strategy, and transformation. The
Ankura team consists of more than 2,000 professionals serving 3,000+ clients across 115 countries who are leaders in their
respective fields and areas of expertise. Collaborative lateral thinking, hard-earned experience, expertise, and multidisciplinary
capabilities drive results, and Ankura is unrivaled in its ability to assist clients to Protect, Create and Recover Value. For more

information, please visit, www.ankura.com.
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