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Executive Summary 
 
Vans is an athletic shoes manufacturer and retailer. The company focused primarily on 
skateboarding shoes when it was founded, but the brand has evolved to cover both fashion and 
action sports footwear. This report analyzes the demographics of Vans product users, and 
compares these demographics to two of Vans’ competitors. 
 
This report provides a statistical comparison of Vans to Converse and Keds. Our statistics were 
obtained from the MRI+ database, and are segmented by information from secondary sources. 
The report is divided into six sections. First, the spreads are analysed to compare the ranges of 
the different variables. Next, the market segment indices and product users of Vans are identified 
and compared with the demographics of the two competitors. We chose the variables Age 
Combined with Gender, Age, Household Income, Region, and Race to compare between the 
brands, as data shows that these variables are most important for segmenting the market.  This 
report closes with suitable Mass Marketing and Niche Marketing strategies for Vans.  
 
Combined, these sections provide powerful insight into the range of purchasing habits, likelihood 
of purchase for each demographic, and strategies for mass and niche marketing. Vans should use 
this data when creating its marketing plan in order to reach its target market. Please keep in mind 
that all conclusions are made with limited data from the MRI+ database.  

 
 

 
 

           
Figure 2: Vans. Retrieved  by Del tha Funkee Homosapian. ​ ​ ​ Figure 3: Keds. Retrieved from Keds by Keds Store. 

 
Figure 4: Converse. Retrieved from Wear the Original One by ConverseHolic. 
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History 
 
The footwear manufacturing industry includes many sub-industries such as athletic, casual, and 
dress shoes. The demand in this industry is primarily driven by fashion trends and demographics 
(Hoover's Inc., 2013a). The major competitive factors in this industry are price and quality, as 
well as product innovations (Panteva, 2013). The success of shoe brands depends on their ability 
to create attractive shoe designs with target marketing strategies for each demographic. 
 
The shoe brands Vans, Keds, and Converse, which will be compared in this report, offer a hybrid 
of fashion and athletic shoes. They round out their product mix with a variety of apparel and 
accessories to maximize revenue. By offering different shoe designs and related products, these 
brands appeal to multiple target markets. 
 
Founded in 1966, Vans began with a focus on sports shoes, specifically skateboarding slip-ons. 
“Skateboarders who like Vans’ rugged make-up and sticky sole are seen sporting Vans all over 
Southern California in the early 1970s” (Vans). Vans greatly expanded its product offering in the 
early 1980’s to the point of having too many products. In 1983, Vans went bankrupt as a direct 
result of its wide range of products which drained company resources. The company recovered 
from bankruptcy, but continued expanding into different types of sporting goods, including 
snowboard and surf apparel (Vans). Vans reaches potential customers through the sponsorship of 
sporting events such  as skateboard, surf, snow, BMX, and Moto X competitions (Company 
Overview of VANS, Inc. 2013). In addition, Vans now has an online retail website and mass 
advertising campaigns. Over time, Vans has become a casual fashion brand outside the action 
sports world. 
 
Converse also began as sport shoes, but for basketball professionals, in 1908. Converse is now 
owned by Nike, one of the biggest players in the footwear industry. The company 
has become a fashion brand and a big competitor of Vans (Hoover's Inc., 2013b).   
 
Keds was founded in 1916, and the shoes were immediately called “sneakers” because their 
rubber sole made them relatively quiet to walk in. Keds has since expanded its assortment to 
include more fashionable offerings, and was acquired by Wolverine Worldwide in 2012 
(Hoover's Inc., 2013c). 
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Highest Spreads 
 
The tables below show the highest spreads for the different variables for each brand. The spread 
indicates the range in each variable; a high spread means that the buying habits or purchasing 
power ranges greatly between demographic groups. To calculate the spread, the index of the 
demographic least likely to purchase the brand is subtracted from the index of the demographic 
most likely to purchase the brand. This reveals how polarized demographic groups are in their 
intention to purchase the brand’s products. 
 

 
 
The variable “age” has the highest spread for Vans (288) and for Keds (284), and the second 
highest for Converse (167). This means that all three brands already have a differentiating 
marketing strategy for this variable. The brands appeal to a specific group, because a high spread 
indicates that some age groups are very likely to buy the brand while other age groups are very 
unlikely to buy the brand. To understand if the brands compete for the same age group it is useful 
to look at the different indices for each age group for each brand.The highest indices for the 
different age groups are 300 for the age group 18-24 for Vans, 186 for the same age group for 
Converse, and 300 for the age group 65+ for Keds. This shows that Vans and Converse are 
competing for the same age demographics, while Keds chooses a different target market for age.  
 
All three brands also share the variable “marital status” among the highest fifth spreads. Because 
older people are more likely to be married, the high spread for marital status could be partially a 
result of age. The spreads are not as large for marital status as for age, however. They all have 
relatively similar spreads of 119 (Vans), 127 (Keds) and 111 (Converse). 
 
The second highest spread for Vans is “Census: Region” at 202. Converse has a spread of 82 on 
this variable, while Keds has a lower spread of 76. That shows that the purchasing behavior for 
Vans varies greatly over the different regions in the United States, while it does not vary as 
greatly for Keds and Converse. 

5 



 
Another high spread variable of Vans is “Race,” with a spread of 147. Race is the highest-spread 
variable for Converse at 197, but is only 77 for Keds. This is a clue that the competition between 
Vans and Converse in these demographics is higher, because if you look in the indices both 
brands has the highest index in the demographic “race: other” with 219 (Vans) and 260 
(Converse). This lead to the high variation in this variable for Converse and Vans.  
 
The last variable for Vans is “Household Income,” with a spread of 108. Keds also has a high 
spread in this variable with 102, while Converse is only at 78.  
 
Keds is the only brand with a high spread of gender at 128, which shows that the brand 
concentrates more on one gender. The other brands can be labeled unisex. Vans and Converse 
have very low spreads for this variable with 4 (Vans) and 11 (Converse). 
 
Overall, the tables show that Vans has no variable among the highest spreads that stands out of 
the three brands. Every one of the variables with the highest spreads is shared with one of the 
other brands, which indicates that Vans has high competition among its highest demographics. 
Vans tends to target the same demographic groups as at least one of its competitors.  
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Market Segment Indices 

  
The graph below depicts the variables which have the highest indices for Vans. The index for a 
segment represents the likelihood that a person in that demographic will buy the product relative 
to other demographic segments. An index over 100 indicates that a person in that segment is 
more likely than the average person to purchase the product, while an index under 100 indicates 
that the person is less likely. 
 
We chose to compare the variables Age and Gender, Age, Household Income, Region, and Race. 
This is because, as you can see below, the segments with the highest indices for Vans are in these 
variable groups. Also, these variables have high spreads.  

 

 
 
People in the age group 18-24 are 200% more likely to purchase Vans compared to the average 
person. Vans has the highest index of the three brands. While Converse’s index for this age group 
is also the highest out of all other age groups, Vans is much more strongly skewed towards a 
younger audience. Keds, on the other hand, has an index of 69 for the age group 18-24, which 
means this age group is 31% less likely to buy Keds compared to the average person. Keds has 
the highest index for ages 65 and up at 300. 
 
Although the gender index for Vans is slightly higher for women than for men, with men at an 
index of 98 and women at 102, the data tells a different story when age and gender are combined. 
Although women may be slightly more likely to buy Vans than men, the age and gender 
combination with the highest index is men ages 18-34. The index for men ages 18-34 is 206, 
which indicates that this segment is 106% more likely than the average person to purchase Vans. 
Keds has an extremely low index for this segment, but Converse and Vans have high indices.  
 
The household income segment of $40,000 to $49,999 has the highest index for Vans. This 
income group is slightly below the median household income in 2012, which was $51,371 (U.S. 
Census Bureau). The index for this segment is 164, and members of this segment are 64% more 
likely to buy Vans than the average person. This segment has an index of only 87 for Keds, but 
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has an index of 118 for Converse. 
 
The Western region of the United States has the highest index for Vans at 237. The West also has 
the highest index for Converse at 137. However, the Keds index for the West is 59. Keds are 
more popular among the Northeastern region, where Keds has an index of 135. 
 
The race “other” is the segment with the highest index for Vans. Members of races other than 
White, Black, American Indian, or Alaska Native are 119% more likely to purchase Vans. This is 
also the segment with the highest index for Converse, but is the segment with the lowest index 
for Keds. 
 
It seems that many segments are very similar for Vans and Converse, but Vans tends to havemore 
extreme indices. This means that Vans has a more focused market. High-index segments for Vans 
and Converse tend to be low-index segments for Keds, which means Keds has lower competition 
with Converse and Vans than Converse and Vans do with each other.  
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Vans Product Users 
  
The gender variable alone suggests that Vans are more popular among women. Women have an 
index of 102 and a percent down of 52.6%, and men have an index of 98 and a percent down of 
52.6%.  “Percent down” represents the percentage of total product users in each specific 
demographic group. This means that 52.6% of Vans purchasers are women and that women are 
2% more likely than the average to buy Vans. 
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However, as you can see above, when age and gender are combined, we come to a different 
conclusion. The two segments with the highest indices are men ages 18-34 and women ages 
18-34. The index for men in this age range is 206, while it is only 160 for women. And, the 
percent down for men 18-34 is 32.1, while it is only 24.4 for women 18-34. So, while Vans are 
more popular among women in general, the age-gender segment with the highest index and 
percent down is men ages 18-34. This means the market for men is more highly skewed towards 
young men than the market for women is towards young women. 

 
People in the age range 18-24 make up 38.4% of all Vans users and are 200% more likely than 
the average person to buy Vans. The age brackets 25-34, 35-44, and 45-54 are almost equal in 
their interest in buying Vans. However, there is a dramatic drop off in interest after age 54. 
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Household income shows an interesting pattern. Income levels under $20,000, $20,000-$30,000, 
$30,000 to $40,000, and $40,000 up to $50,000 a year make up similar portions of the Vans 
market, around 14-15%. However, income levels from $50,000 to $60,000 and $60,000 to 
$75,000 drop off to make up only 6-7% of Vans users. But, the highest portion of Vans users are 
in the income range $75,000 to $150,000. Household income levels above $150,000 only make 
up about 10% of the market. This shows that low income levels and high income levels make up 
a bigger portion of Vans buyers than mid-range income levels and extreme high income levels. 
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Vans are much more popular in the Western Region of the United States than the South, 
Northeast, or Midwest. People in the West make up 53.9% of the Vans market and are 137% 
more likely than the average person to buy Vans. 
 

 
The races that make up the highest portions of Vans users are white and “other.” “Other” races 
has the highest index, and people in this group are 119% more likely than the average person to 
purchase Vans. However, the race “white” has the highest percent down and makes up the largest 
portion of Vans buyers 
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Vans, Keds, and Converse Demographic Comparison: Age 
 

 
This graph compares indices for the variable age between the three brands. Vans and Converse 
both have their highest indices in the age group 18-24, with Vans at 300 and Converse at 186. 
Keds has a low index for this segment at 69. Vans is more highly skewed towards a younger 
demographic; people in the age range 18-24 are 200% more likely than the average person to buy 
Vans. Converse is skewed this direction as well, but not as strongly. Keds, on the other hand, is 
highly skewed toward the age range 65 and older.  
 

 
The graph above compares the percent down for the variable age between the three brands. For 
Vans, the highest percent down is for ages 18-24 at 38.4. This age group makes up 38.4% of 
Vans users. While Converse has the highest index for ages 18-24, their highest percent down, at 
23.9, is in the age group 35-44. This is because the age group 35-44 is much larger than the age 
group 18-24. Keds has the highest percent down for ages 65+, and 50.9% of Keds buyers are in 
this age group.  
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Vans, Keds, and Converse Demographic Comparison: Household Income 
 

 
 In our second graph we compare household incomes (HHI) for consumers of Vans, Keds and 
Converse. We have eight different income ranges that start from under $20,000 and go to 
$150,000 and above. For the groups “HHI: $30,000-$39,999” and “HHI: < 20,000,” all of the 
brands have an index over 100. This means people in these demographics are more likely to buy 
Vans, Keds, or Converse than the average person. Consumers with household incomes between 
$60,000 and $150,000 have an index below 100 for each brand. This indicates that these 
consumers are less likely than the average person to purchase Vans, Keds, or Converse. So, a 
consumer who falls in the middle range of household incomes is more likely to purchase these 
shoe brands, especially Vans or Converse which have a higher index than Keds. 

14 



 
 
The household income demographic that makes up the largest portion of Vans users is 
$75,000-$149,999 with a percent down of 19.5%. Keds and Converse have similar statistics, 
with 24.3% of Keds consumers and 18.2% of Converse consumers in the HHI range of 
$75,000-$149,999. Despite the fact that this income range has a low index, it still represents a 
large portion of purchasers. This is because this income range makes up the largest portion of the 
overall market in the U.S. compared to other income ranges. 
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Vans, Keds, and Converse Demographic Comparison: Region 

    

 
 
 

Our third graph shows a comparison of the different brands within different regions of the United 
States. The four segments are Northeast, South, Midwest, and West. Vans has the highest index 
of 237, which indicates that consumers in the West are 137% more likely to purchase their 
product. As we stated, there is a high concentration of Vans stores in Southern California and 
Vans caught on as a fashion trend on the West coast shortly after their introduction to the market. 
(Vans). This explains the high index in this region. Keds’ strongest regions are Northeast and 
South. Converse, on the other hand, has low indices for the Midwest and Northeast.  Converse 
also has a high index for the western region, and consumers there are 37% more likely than the 
average person to purchase Vans.  
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People who live in the Western region of the U.S. make up the largest portion of Vans users at 
53.9%.  People in the Southern region of the U.S. make up the largest portion of Converse 
purchasers at 40.6%. Keds are also dominated by Southern buyers, with a percent down of 41.4 
in that region.  
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Vans, Keds, and Converse Demographic Comparison: Race   
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Our fourth comparison is of race. This graph displays the relative purchasing intentions of each 
race segment. For Converse, we see that in the groups of Black/African American, Other, Black 
African American only, and Other Race/Multiple Classification, there is an index over 200. 
Keds, on the other hand, has an index under 100 for these races. Keds has indices over 100 for 
White, Asian, and White Only, indicating that people in these racial groups are most likely to 
purchase Keds.  
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Vans consumers are mostly white, and white people make up 67.2% of all Vans users. The same 
pattern is shown for the other two brands, with Keds at 84.2% and Converse at 49.1% of their 
consumers being white. 
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Vans, Keds, and Converse Demographic Comparison: Age/Gender 

 
 

  
   
Our fifth comparison is the combined variables of age and gender. The highest index for any 
brand and age-gender group is 206. Men in the age group 18-34 are 106% more likely than the 
average person to purchase Vans. The lowest index is 11. Men age 18-34 are 89% less likely than 
the average person to purchase Keds. This indicates that Keds and Converse do not compete for 
the same age-gender targets. Converse has less variation between different age-gender groups, 
indicating that it appeals more equally to different age groups.  
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The graph above compares the percentages down for each age-gender segment of the three brands. 
Women 18-49 have buy Vans more than men in this age range. The same is true for Keds, with 20.6% of 
Keds users in the group women 18-49. For Converse, Men 18-49 have bought their product more than any 
other age/gender group. 
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Vans, Keds, and Converse Demographic Comparison: Gender 
 
While gender was not one of our top-five variables, we decided to include it in our analysis 
because it shows an interesting difference between Keds and the other two brands.  
 

 
  

The graph shows the three different shoe companies segmented by gender. For Vans, men have 
an index of 98, while the women have an index of 102. This means that men are 2% less likely to 
purchase Vans than the average person, while women are 2% more likely. 
 
For Keds, men have a low index of 34 while women have a high index of 162. This implies that 
men are 66% less likely to purchase shoes from Keds than the average person. Women, on the 
other hand, are 62% more likely to purchase Keds than the average person.  
 
Lastly, for Converse, men have an index of 106 while women have an index of 95.  This 
indicates that men are 6% more likely to purchase while women are 5% less likely to purchase a 
pair of shoes from Converse. Both Vans and Converse have a small gap between male and 
female purchase intentions. However, for Keds, there is a large gap between men and women.  
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Out of all the people who bought Vans, 52.6% were women. For Keds, 83.4% were women. On 
the other hand, Converse users are slightly skewed toward a male demographic, as men have a 
percent down of 51.1 for this brand.  
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Mass Marketing Demographics 

  
The goal of mass marketing is to appeal to the largest possible portion of the market, while still 
being targeted enough to cost-effectively attract customers. In order to successfully appeal to a 
wide audience, mass marketing should target large segments with a medium to high index. Mass 
marketing target audiences are more likely than the average person to purchase the product, but 
do not need to have as high an index as smaller, more targeted groups. For mass marketing, Vans 
should focus on the demographics age and region. They should market to people in the age group 
18-24, and in the western region of the United States. 
 
The table below shows the percent down and index for the age group 18-24 compared to other 
age groups. The percent down is 38.4, so adults ages 18-24 make up 38.4% of Vans users. This 
age group has a higher index than any other age group at 300, meaning users in that age group 
are 200% more likely than any other group to use Vans. 
 

 
  
You can see that the age group 18-34 has a higher percent down because it includes a wider age 
range than 18-24. This was also considered as an option for mass marketing. However, in 
advertising to a group that makes up an additional 18% of Vans users, Vans would sacrifice 117 
index points. The age group 25-34 only has an index of 100, and so they as likely to buy Vans as 
the average person. Vans should stay focused on ages 18-24 in order to most efficiently spend its 
marketing budget while still reaching a wide audience that makes up about 30% of the total U.S. 
population. 
  
Below is a table that compares the percent down and index of each region of the United States. 
The Western region makes up 53.9% of Vans users, and is 137% more likely to use Vans. In 
addition, the West makes up about 23% of the U.S. population, making it a sizeable market for 
mass marketing. 
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Below is a map of the U.S. illustrating Vans store locations (Map Muse). Each location is marked 
with a black box. 
  

 
Figure 5: Vans Map. Retrieved from Vans Location Finder by Map Muse.  
  
There is a high concentration of stores on the West coast, specifically Southern California. It 
makes sense for Vans to advertise its products in an area where consumers can easily purchase 
Vans. It also makes sense that this region of the U.S. would have a high index.  
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Niche Marketing Demographics 
 

 
 

A great segment for niche marketing is people in the demographic “Race: Other.” This 
demographic has a high index of 219, which means that people in this segment are 119% more 
likely to buy Vans than the average person. In addition, the percent down of the demographic 
“Race: Other” is 21.2. This indicates that there is potential to increase the number of Vans buyers 
in this segment with a niche marketing strategy. This segment should be combined with the 
segment “Race: Other/Multiple Classifications” in order to expand the target audience of niche 
advertising. These segments are closely related and can be targeted together, as their percents 
down and indices are very similar. The demographic  “Race: Other Race/Multiple 
Classifications” also shows a high index of 183 and relatively small percent down at 25.6%. 

 
Another suitable segment for a niche marketing strategy is the segment of people who work in 
sales and office occupations. This segment is 42% more likely to buy Vans than the average 
person. It also has a relatively small percent down of 19.7%.  
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Mass Marketing Media Vehicles 
  
The five media vehicles that we chose for mass marketing are Radio, Magazines, Television, 
Websites, and Cable. For mass marketing, our group focused on vehicles that capture a large 
percentage of Vans users and that have higher than average indices. This allows Vans to capture a 
large but still somewhat targeted audience, getting the word out to a lot of potential customers. 
 

 
 
For our first mass media vehicle, Websites, we focused on Yahoo! Mail, Gmail.com, 
Maps.google.com (Google Maps), Pandora.com, and iTunes.com. We chose Yahoo! Mail 
because it has an index of 107, indicating that Vans users are slightly more likely than the 
average person to use this website. In addition, 30.5% of Vans users use Yahoo! Mail. We chose 
Gmail.com because it has an index of 118 and 29.8% of Vans users. The third company we chose 
is Maps.google.com (Google Maps) because it has an index of 134 and 25.7% of Vans users. 
Next we chose Pandora.com with an index of 139 and 20% of Vans users. And lastly we chose 
iTunes.com since it has an index of 137 and 18.3% of Vans users. 
  

 
  
For our next mass media vehicle, Television, we focused on Football Specials-Professional, 
Football Pro Pregame Shows, Football Bowl Games-Specials, Baseball Specials, and Basketball 
Specials-Professional. We chose Football Specials-Professional because it has an index of 105 
and 20.1% of Vans users. We chose Football Pro Pregame Shows since it has an index of 107 and 
13.3% of Vans users. Third we chose Football Bowl Games-Specials with an index of 119 and 
13% of Vans users. Next we chose Baseball specials with an index of 101 and 12.7% of Vans 
users. Lastly we chose Basketball Specials-Professional with an index of 144 and 10.8% of Vans 
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users. These mass media vehicles are in line with the Vans brand identity. 
  

 
  
For our third mass media vehicle, Radio, we chose Weekend 10am-3pm, Weekday 10am-3pm, 
Weekend 3pm-7pm, Weekend 7pm-Midnight, and Weekday 7pm-Midnight. First we chose 
Weekend 10am-3pm because it has an index of 107 and 45.4% of Vans users. We also chose 
Weekday 10am-3pm with an index of 108 and 40.3% of Vans users. Next we chose Weekend 
3pm-7pm with an index of 125 and 39.4% of Vans users. We also chose Weekend 7pm-Midnight 
with an index of 160 and 26.6% of Vans users. Lastly, we chose Weekday 7pm-Midnight with an 
index of 151 and 23.5% of Vans users. 
  

 
  
For our fourth mass media vehicle, Magazines, we chose People, Cosmopolitan, The Costco 
Connection, ESPN The Magazine, and Rolling Stone. We chose People since it has an index of 
129 and 23.5% of Vans users. We also chose Cosmopolitan since it has an index of 157 and 
11.1% of Vans users. Next we chose The Costco Connection with an index of 117 and 9.8% of 
Vans users. We then chose ESPN The Magazine with an index of 158 and 9.7% of Vans users. 
Lastly we chose Rolling Stone with an index of 173 and 8.6% of Vans users. All of these 
publications have a relatively high percentage of Vans users, and have readers that are slightly 
more likely than the average person to purchase Vans.  
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For the final mass media vehicle that we chose, Cable, we selected FX, MTV, HBO, The Disney 
Channel, and E!. We chose FX because it has an index of 139 and 25.6% of Vans users. We also 
chose MTV since it has an index of 175 and 24.9% of Vans users. Next we chose HBO with an 
index of 125 and 22.8% of Vans users. We then selected The Disney Channel with an index of 
127 and 21.2% of Vans users. Finally we chose E! since it has an index of 150 and 20.5% of 
Vans users. By targeting these media channels for advertising, Vans can reach a large group of 
current and potential customers who are likely to buy its products.  
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Niche Marketing Media Vehicles 
  
The five media vehicles that we chose for niche marketing are Radio, Television, Magazines, 
Websites, and Cable. Although identical to the vehicles for mass marketing, for niche marketing 
we focused on a small percent of Vans users with high indices. This allows Vans to focus in on 
smaller groups of consumers that are extremely likely to purchase Vans. 

  

 
 

For our first niche media vehicle, Websites, we selected MTV.com, VEVO, #Fandango, MSN 
Movies, and iVillage.com. We chose MTV.com since it has a high index of 334 with only 5.7% 
of Vans users. Next we selected VEVO with an index of 233 and 4.5% of Vans users. We then 
chose #Fandango since it has an index of 224 and 4.3% of Vans users. We also chose MSN 
Movies with an index of 291 and 2% of Vans users. Lastly we chose iVillage.com with an index 
of 224 and only 0.7% of users. These websites are less popular than the websites chosen for mass 
marketing, and have smaller percentage down. However, they tend to have larger indices, indicating that 
people who watch these TV shows may be more likely to purchase Vans.  

   

 
 

For our second niche media vehicle, Television, we chose Soccer, Comedy/Variety, Track & 
Field Games, Reality Based, and Late Night Talk/Variety. We chose Soccer since it has an index 
of 234 and 9.8% of Vans users. Second we chose Comedy/Variety with an index of 181 and 5.9% 
of Vans users. Next we chose Track & Field Games with an index of 192 and 4.6% of Vans 
users. We then chose Reality Based with an index of 142 and 3.7% of Vans users. Lastly we 
selected Late night Talk/Variety since it has an index of 142 and only 2.3% of Vans users. 
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Note: Because the MRI+ database has limited data, the media channels chosen here for niche do not differ 

significantly from those chosen for mass, and may even overlap. 
 

For our third niche media vehicle, Radio, we selected Weekends 3pm-7pm, Weekends 
6am-10am, Weekends 7pm-Midnight, Weekdays 7am-Midnight, and Weekends Midnight-6am. 
We selected Weekends 3pm-7pm because it has an index of 125 and 39.4% of Vans users. Next 
we selected Weekends 6am-10am with an index of 103 and 31.2% of Vans users. We then chose 
Weekends 7pm-Midnight with an index of 160 and 26.6% of users. We also chose Weekdays 
7am-Midnight with an index of 151 and 23.5% of Vans users. Lastly we chose Weekends 
Midnight-6AM with an index of 145 and only 5.9% of Vans users.  

 

    
 

For our fourth niche media vehicle, Magazines, we selected LA Times (Sunday), Traditional 
Home, OK!, Country Sampler, and MORE. We chose LA Times (Sunday) since it has in index of 
610 and 5% of Vans users. We also selected Traditional home because it has an index of 564 and 
4.1% of Vans users. We then chose OK! with an index of 582 and 2.9% of Vans users. Next we 
chose Country Sampler, which has an index of 513 and 2.6% of Vans users. Lastly we chose 
MORE since it has an index of 528 and only 0.6% of Vans users.  
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For our fifth and final niche media vehicle, Cable, we chose Galavision, Style, Fuse, FSC (Fox 
Soccer Channel), and FUEL TV. We selected Galavision because it has an index of 260 and 8.7% 
of Vans users. Next, we chose Style, since it has an index of 185 and 7.9% of Vans users. We 
then chose Fuse with an index of 224 and 5.8% of Vans users. We also chose FSC (Fox Soccer 
Channel) with an index of 210 and 5% of Vans users. Lastly we chose FUEL TV with an index 
of 182 and 2.8% of Vans users. If Vans targets these media channels, they will access a smaller, 
but more interested audience than for their niche marketing strategy. 
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Appendices: Excel Reports (MRI+) 
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​
Appendix: IBISWorld Industry Report: Shoe & Manufacturing in the US  
(cut to for this report relevant parts, which are highlighted in the table of content below) 
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Appendix: Hoover’s Company Records - In-depth Records Vans, Inc. 
 
 

Copyright 2013 Hoover's Inc., All Rights Reserved 
 

Hoover's Company Records - In-depth Records 
 

November 18, 2013 
 

Vans, Inc. 
 

6550 Katella Ave. 
Cypress, CA 90630 

United States 
 

* * * * * * * * * * COMMUNICATIONS * * * * * * * * * * 
TELEPHONE: 714-889-6100, 888-691-8889 

URL: http://www.vans.com 
 

* * * * * * * * * * COMPANY IDENTIFIERS * * * * * * * * * * 
HOOVER ID: 11986 

 
* * * * * * * * * * COMPANY INFORMATION * * * * * * * * * * 

LEGAL STATUS: Subsidiary 
 

* * * * * * * * * * DESCRIPTION * * * * * * * * * * 
 

The movie Fast Times at Ridgemont High put Vans sneakers on the map, but the company owes 
its current popularity to the fashion sense of extreme-sports enthusiasts who weren't even born 
then. Vans designs and sells footwear and apparel for casual wear and for use in activities such as 
skateboarding, snowboarding, surfing, bicycle motocross (BMX), and motocross. Vans 
merchandise is sold in the US by national chain stores and in skate, surf, and specialty shops in 
North America, Europe, and Asia. Vans operates about 270 stores in the western US and in 
Europe. As part of its marketing strategy, Vans backs bands through music festivals. The 
company is owned by V.F. Corporation. 
After V.F. bought Vans for about $400 million, the company made it part of its outdoor and 
action sports business, where Vans has since become V.F.'s star performer alongside other brands 
such as sportswear apparel maker North Face. Despite sales declines for US manufacturers 
during the economic downturn, Vans has helped V.F. grow its revenue. Extending its reach to 
China in 2008, the footwear firm is one of its parent's most popular brands worldwide. Indeed, 
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sales for Vans rose 20% in fiscal 2011 vs. 2010, thanks to growth in domestic and international 
markets. The shoe maker attributes the boost to new store openings, comparable store sales 
growth, and an expanded e-commerce business. To maintain its momentum in fiscal 2012, V.F. 
plans to invest about $85 million in retail capital investments for Vans, as well as for North Face 
and upscale jeans maker 7 For All Mankind. 
Internationally, Vans has begun to tap the huge market in China, where it boasts about half a 
dozen in-store shops in department stores in Beijing and Shanghai, and its own Vans store in 
Shanghai. To this end, Vans aims to be a more than $1 billion company by 2013. Elsewhere, the 
retailer operates an outlet on Carnaby Street in London as its flagship retail store in Europe. In 
Mexico, where Vans has marketed its products through a 50%-owned joint venture, the 
manufacturer in 2010 took full ownership -- and control of its product in the country -- by 
purchasing the remaining interest in the joint venture. 
While the company is known for its footwear, it is working to grow the Vans apparel business 
and its market share among female customers. Launching a Hello Kitty line of Vans has helped 
to pique the interest of women. As a way to market itself nationwide, its parent company owns 
70% of the Vans Warped Tour, a music festival that showcases some 40 punk rock bands that 
perform in more than 40 North American cities each summer. The company had operated about 
10 huge indoor skate parks (some with BMX tracks), but closed all but a couple of those parks, 
primarily because of competition from public skate parks. 

 
HISTORY: 
Founded by Paul Van Doren, his son Jim, and two other partners, The Van Doren Rubber 
Company began shoe production and opened its first store in 1966. Dozens more stores opened 
that year. The company's shoes gained a foothold among skateboarders in the 1970s. In 1980 Jim 
took over the firm. 
When Sean Penn slapped himself in the head with checkered Vans in "Fast Times at Ridgemont 
High," sales took off. However, the operation overexpanded, and in 1984 Van Doren Rubber 
entered Chapter 11. Paul took charge again the next year. McCown De Leeuw & Co. acquired 
the company in 1988 and took it public in 1991, changing the name to Vans. Sales slowed in 
1993, and inventory stockpiled as the company started to import shoes made in South Korea. 
In 1995 Vans closed its original factory in Orange, California. Also in 1995 Britannia jeans 
founder Walter Schoenfeld came out of retirement and, with his son Gary, took charge. The 
Schoenfelds got Vans more involved in sponsorship of sporting and music events. Vans began 
marketing its own clothing line in 1996. 
Sales growth slowed in fiscal 1998 as Vans' Japanese distribution system fell apart, and the 
company closed its only US plant, cutting nearly 300 employees. Vans redefined vertical 
integration in 1998 by opening a 46,000-sq.-ft. skate park -- including an 80-ft. vent ramp -- in 
Orange, California. It also purchased Switch, a maker of snowboard boot-binding systems, and it 
opened its first European stores in Liverpool and Barcelona. 
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Vans formed joint ventures with Sunglass Hut International (to make and sell Vans and Vans 
Triple Crown sunglasses) and teen apparel retailer Pacific Sunwear of California (to make and 
sell Vans apparel) in 1999. Vans also launched its Triple Crown store concept and opened two 
more skate parks in California that year. In 2000 Vans built skate parks in Texas and Virginia and 
by 2001 had expanded its number of skate parks to nine. 
The company delved further into the music business in 2002 with the formation of its own music 
label, Vans Records. Also in 2002 Vans added protective gear to its product list when it bought 
Mosa Extreme Sports, maker of Pro-Tec helmets and pads. 
The next year Vans retooled its women's line and launched a new line called the Vault Collection 
that is based on styles popular in the 1960s and 1970s. Also in 2003 the company closed its joint 
ventures in Brazil, Argentina, and Uruguay. 
In 2004 Vans was acquired by VF Corporation for about $400 million. 

 
 

HOOVER INDUSTRIES: 
●​ Consumer Products Manufacturing 

○​ Apparel Manufacturing 
■​ FOOTWEAR MANUFACTURING 

○​ Sporting Goods Manufacturing 
■​ Athletic & Outdoor Gear Manufacturing 

●​ Retail Sector 
○​ Clothing Stores 

■​ Shoe Stores 
○​ Sporting Goods Stores 

 
 
 

COMPETITORS: 
●​ adidas 
●​ Converse 
●​ NIKE 
●​ Billabong 
●​ Burton 
●​ Deckers Outdoor 
●​ Keds 
●​ K-Swiss 
●​ Life is good 
●​ Sole Technology 
●​ Birkenstock USA 
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●​ Nautica Apparel 
●​ PUMA SE 
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