
The Sports Brands 
Winning the Online 
Race in Germany

Presenting Partner:Summary Report, Feb 2021
Published by EDM, Research and Analysis by LINK
Authors: Stefan Reiser, David Sanchez (both LINK)/ Krischan Hertle (EDM)



Methodology and KPI System:
Overview

Study Module I: Desk Research

Extensive desk research collecting a large
number of KPIs (Key Performance
Indicators) about a brand’s digital
performance, not only with respect to the
brand website or web shop itself, but also
with regards to its performance on the web
in general and on important third-party
websites (e.g. Amazon.de, Google.de …)
The respective KPIs were always collected
in such a way, that they reflect the digital
performance of the brands from a German
consumer’s perspective.

Study Module II: Consumer Survey

Exclusive online survey of 3,041 German
consumers, each of whom has purchased
sports goods online at least once. The rest,
about 20% of the gross sample, were
screened out because they wouldn’t have
been able to provide solid information
about the digital performance of sports
brands. The sample was drawn and
weighted according to the German
population by age, gender and federal
state and is thus representative for the
underlying population (i.e. Germans who
have purchased sporting goods online at
least once).

Brand Website 
KPIs

e.g. visitor number and development, 
unique users, site engagement

KPIs of other 
Websites

e.g. search volume at Google, search 
efficiency at Amazon or Zalando

Neuro-Flash 
Analysis

e.g. degree of positive/ negative 
sentiment about a brand

Relevant 
Market Size

% of consumers having bought 1+ article 
of the brand's product range in the past 
5 years

Brand 
Evaluation KPIs

e.g. future purchase interest, online 
brand exposure

Brand Website Key Metrics Score
KPI Dimension 1

Brand Website Development Score
KPI Dimension 2

Brand Website UX Score
KPI Dimension 3

Brand Performance on 3rd Party Portals
KPI Dimension 4

Neuro-scientific Brand Performance Score
KPI Dimension 7

Consumer Perception Score
KPI Dimension 5

Digital Natives' Perception Score
KPI Dimension 6

Overall Digital 
Performance Score
Aggregated KPI summarizing all 

sub-criteria 

Data Sources > 100 KPIs for 60 Brands
(partially converted relative to the relevant market site) 

Seven KPI Dimensions Overall Digital Performance Score

© 2021 EDM Publications GmbH and LINK



Executive Summary:
One-Page Summary
The relevance of digital performance
COVID-19 has certainly boosted an already strongly growing online business. Amazon.de has become the 
most relevant purchasing channel, overall, for sporting goods in Germany. Digital natives in particular enjoy 
their self-determined shopping experiences on the world wide web. More and more marketing budget is being 
allocated to the digital channel, and all the competitors are focusing more and more on e-commerce. These are 
only some of the drivers that will encourage sports brands to continuously optimize their digital performance in 
the future, starting with their own web shop, their listing and performance on third-party websites and shops and 
ending with all the other comments and news circulating around the brand in the digital world. This study is 
supposed to serve as a means for orientation and overview of where the industry currently stands, where 
individual brands are positioned, and what may lead to brands becoming more relevant in the future.

The overall ranking (top 10 by overall digital performance)
When it comes to overall digital performance, it’s Adidas, Nike and Gymshark who lead the ranking. While 
Adidas and Nike are impressive with respect to their current brand website reach and engagement as well as 
their share of preference among digital natives, they lie behind Gymshark when it comes to their website’s 
usability. Puma, Jack Wolfskin, Burton, Mammut, The North Face and the natural digital specialists GoPro and 
Fitbit are also part of the overall top 10. Each of them has some better and some worse KPIs. Jack Wolfskin for 
example is performing very strongly in terms of its website UX, consumer and digital native’s perception. But 
the performance on third-party websites and shops or current website metrics show some room for 
improvement.

Three key takeaways from the study  
Of course, on a brand- specific level, there are a lot of important learnings and outcomes. But looking 
at the entire market and across all brands, the most important learnings from the publisher’s and 
researcher’s perspective may be summarized under the following three key topics:

1. Sports brands need to care more about their websites’ UX: User Experience may be an old-
fashioned topic by now. Every marketeer and IT expert should have a sound understanding of what a 
good and bad user experience is, how it can be optimized, and what needs to be avoided. But looking 
at the UX performance of the 60 brands included in this study reveals an essential need for 
optimization. The clarity of the main page design, number of clickable items on the main page, main 
menu and fly out complexity, navigation and the power of the text search functionality on the main 
page are some of the fields that brands should pay more attention to. Less is sometimes more, 
especially when it comes to the mobile website. And furthermore, an irritating design may lead to 
frustration or cognitive confusion. Examples found in the UX test on the brands’ websites include a 
seemingly randomized collection of different types of articles in a category, inappropriate articles in a 
certain product category, incomprehensible delivery or sales information on the main page, etc.

2. There is light and shadow in the KPIs for each brand: Contrary to what was expected, there is 
no clear hierarchy in the KPI system when comparing the performance of the brands by KPI 
dimension. For the vast majority, each brand has some better and some worse performances. This 
means that strengths and weaknesses may be identified by brand. For example, Jako performs very 
well in terms of the Brand’s Website Key Metrics and Development. The site engagement in particular 
is strong. But Jako lags behind with regards to the UX, so a long time on the website might also be a 
consequence of disorientation, and consumer and digital natives’ brand perception is not ideal at all. 
Jako also has weaknesses on third party portals, especially on social media, partially of course driven 
by its business model with a focus on equipping teams and sports clubs. But nonetheless, there 
seems to be a lack of followers and emotional strength associated with the brand and its products. The 
future will seemingly become more difficult, at least when it comes to the B2C business.

3. The big brands are not always on top: The assumption that the big brands with the big (digital) 
marketing budgets like Adidas, Nike and Puma are performing best and thus ensure an ideal 
orientation proved to be wrong. They are typically not the best performers by KPI dimension. This 
implies two things: They also have room for improvement in their digital appearance, and sometimes it 
is better to follow other examples when working on one’s own digital performance. Billabong is one of 
the examples, scoring relatively badly in most of the KPI dimensions. Adidas, as another example, 
leads the overall ranking (looking at the Overall Digital Performance Score), but is only somewhere in 
the middle when it comes to the UX.

Download data

Adidas 76.85 59.42 61.90 68.98 57.57 80.94 65.14 67.26

Nike 73.84 52.98 57.67 73.67 59.15 79.50 49.82 63.80

Gymshark 63.17 60.52 85.90 67.27 41.30 47.19 n.a. 60.89

Puma 39.07 46.40 66.18 60.99 48.57 69.28 63.71 56.31

Jack
Wolfskin 39.04 44.46 73.90 28.79 71.92 75.55 40.32 53.43

Burton 46.08 52.81 75.93 26.81 52.85 60.67 56.48 53.09

Mammut 37.46 57.40 77.13 31.55 38.95 37.74 86.52 52.39

The North
Face 40.24 53.94 60.04 32.09 38.22 53.84 87.93 52.33

GoPro 49.99 57.24 70.9 60.51 23.8 45.41 n.a. 51.31

Fitbit 72.73 51.94 78.58 44.47 24.71 31.91 n.a. 50.72
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Executive Summary:
Expert Statement 

The road to digital success leads back to marketing basics

Looking at some of the findings in our research, it seems that “Digital Marketing” in companies 
should be replaced with the term “Digital Sales”. Caught in a run for ever improved conversion of 
the brand’s web shop, the core idea of market-oriented management – to build and maintain 
profitable customer relationships though satisfied customer needs – seems to get out of focus.

Don’t get me wrong: There is nothing bad about striving for a better shop conversion or increased 
visitor numbers. This is an essential part of the team’s daily work, naturally. But the digital goals 
should never be “hard fact-based” only. One of the issues leading to limited website usability 
nowadays is that the triad of website reach, site engagement and conversion dominates – 
seemingly as some kind of holy grail - in publications and analytics tools. Even educated staff 
sometimes get lost in the wasteland of digital KPIs available on a real-time basis. And the 
measures derived from such a KPI and goal system often result in short-term, conversion-
optimizing measures (e.g. more “sale” ads; more product ads; extension of the main menu).

A second trend makes things even more complicated for many sports brands: In the digitized 
VUCA world, the pressure to innovate and develop new products grows. Digital natives in 
particular seem to expect something new, something different, or an individualized product 
targeting their needs every other day. And the speed of change in fashion brings a further 
dynamic into a brand’s product range. Each of the internal stakeholders wants their products to 
be visible. As a consequence, the brand’s web shop has to keep up with these developments and 
match the growing product portfolio. This can lead to more and more complexity in web shops, 
their menus and ads.

A third important aspect is that a brand webshop is never tailored to one age group or customer 
segment only. Digital natives, however, do their online shopping in a very different way than baby 
boomers, for example. Generation Y and Z expect more entertainment, are able to follow parallel 
product demos, are more experienced with mobile websites, do more “snack shopping” etc. But a 
sports brand does not usually have the marketing budget to run different web shops per persona 
or market segment, and even if so, a segment-specific approach may again increase 
disorientation and cognitive dissonance owing to different portals.

Expert statement by Stefan Reiser
Head of Marketing Research & Member of the Executive Board at LINK, Member of the 
Board at SWISS INSIGHTS and Lecturer for Marketing Intelligence
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This is why brands have to find their way back to future basics. A more balanced approach is 
reasonable: An unbiased, critical evaluation of the user experience has to be at the very heart of 
today’s digital KPI systems. And when doing UX testing, quick-and-dirty approaches have to be 
avoided: asking a bunch of employees, having the digital agency run a few tests by itself or 
recruiting a few students and outsiders to run over the website is not good enough. It is also not 
effective to let “AI tools” do this job for you. It has to be real customers from the relevant 
segments challenging your digital presence, neutrally, on a regular basis and on a holistic level.

This is when “digital sales” turns to “digital marketing” again: when people care about a brand’s 
digital performance on a marketing basis, being customer centric and close to what actual 
consumers require.

Observation

Uninfluenced customer research to 
reveal, in which areas the website 
design may be improved.

Prototype

Build a prototype, which is based 
on hypotheses and ideas, how to 
close the observed "gaps". 

Testing

Test the prototype(s) within an 
uninfluenced experiment with 
customers. 

Evaluation and 
Optimization
Evaluate test results, interpret, 
optimize design or (if needed) 
redesign and test again; go live.

User-centered design
Sports brands should more consider this iterative cycle starting with a neutral research to 
understand how people will use the website (or web shop, app, etc.), and to collect unbiased 
insights on pain and gain points from the customer's point of view.



Market Overview:
Consumer Survey Results
Digital natives tend to be heavy buyers
Surveying more than 3,000 consumers in Germany, we not only collected the KPI’s from the chapters 
before, but also covered some basic information about the sports business in Germany. As an example, 
79.3% of all the Germans invited, representatively for the German population, and starting in the 
research have bought sports goods via the Internet at least once. Of course, the majority of people 
without online purchase so far are in the age segments 50+.

Among the remaining 79.3%, the majority purchase sports articles online at least more than once per 
year or even less often. Only a small share of “heavy buyers”, in total about 15%, buy more frequently. 
And again, digital natives are much more likely to be part of this “heavy buyer” segment than older 
generations. This means that they do play a special role when it comes to web shop design and 
usability, and this is why they were considered separately in our study with KPI Dimension VI.

Download data

More than once per week

More than once per month

More than once per year

Less often

0 10 20 30 40 50 60 70 80 90 100

4.51

8.76

8.1

4.96

1.87

1.08

0.64

10.73

22.37

13.33

11.61

8.6

3.65

1.4

42.68

47.34

48.26

46.13

47.03

36.06

24.86

42.08

21.53

30.31

37.3

42.49

59.21

73.1

Overall Sample People Aged 18-29 People Aged 30-39 People Aged 40-49

People Aged 50-59 People Aged 30-39 People Aged 30-39

Price is usually among the top decision-making criteria when thinking about the most recent purchase of 
sports goods via the Internet and thus, overall, may be considered as the most important online 
purchasing criterion. Specific product properties are ranked second, followed by the brand, which is 
specifically relevant to digital natives.

Amazon.de is the most important source for buying sports articles
Whether online or offline, when it comes to purchase channels of sports goods, Amazon.de has taken 
the lead in Germany (63.0%), followed by local stores offering a variety of brands which is still high up 
with 61.8%. Websites of sports brands lies at 30.9%, Zalando at 19.3%. This is the reason why we 
included deep dives on these shops within the desk research and KPI Dimension IV.

Apart from that, it is interesting that supermarkets and discounters too play a special role. 32.7% of the 
Germans have already purchased sports goods at least once at Lidl, Aldi, Tchibo etc. Also interesting: 
54.7% of the people aged 18-29 have already purchased from the online shop of a sports brand.
Finally, when people were asked for which sport they have bought sports goods in the past five years, 
running is on top (57.1%), followed by fitness (45.0%) and biking (41.3%).

Frequency of Purchasing Sports Goods 
via Internet (by Age Group; Base: n=3'041)

Download data

Amazon.de

Sports store that offers different brands
(e.g. Intersport, SportScheck, bicycle

store)

Supermarket/ discounter (e.g. Lidl, Aldi,
Tchibo)

Sports store from a specific Sporting
goods manufacturer (e.g. Adidas store)

Sporting goods manufacturer websites

Websites of retailers specializing in sports
specialized retailers (e.g. Intersport.de,

SportScheck.com)

Other Websites

Zalando.de

0 10 20 30 40 50 60 70 80

62.9

61.8

32.7

31.5

30.8

29.5

21.8

19.2

Sources for purchasing sporting 
goods in the past 5 years
(Base: n=3'041)
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We say "Thank you" to Occtoo for supporting this study!

About Occtoo 
Occtoo is an Experience Data Platform built to fast forward how digital officers, marketers 
and developers create relevant customer experiences everywhere. Our game changing 
technology is already used by companies such as Intersport, Fjällräven, ICANIWILL and 
Filippa K. With Occtoo you can easily unify all experience data (customer data, product 
data, transactional data, behavioral data, content etc.) and access it from one single 
source. Make unique combinations of customer, product and context data and create a 
tailored API with a click to publish and collect data in real time with all kinds of devices, 
touchpoints and channels. Occtoo is the missing piece in a unified customer experience 
tech stack, enabling speed in the “idea-to-deployment” process and the capability to offer a 
relevant customer experience in a millisecond everywhere.

Customer testimonials of Occtoo
”Occtoo has enabled us to move much faster. Digital customer experience initiatives that 
used to be a monthly exercise are now a daily exercise”
Christian Bader, Chief Technology Officer, Fenix Outdoor

”We needed a tool that was easily scalable, customizable and cost effective to share 
partner data and product content data across the business. The seamless integration, 
comprehensive user interface and ease of scalability of Occtoo made this tool stand out 
among other solutions.” 
Tatianne Smit-Lugo, Digital PIM Manager, Intersportise”

”Occtoo's partner portal checked all of our boxes for a modern way to share content with 
our wholesale partners. The intuitive user experience combined with the possibility to track 
KPIs and run campaigns made it an easy choice”
Nina Ludwig Lindelöf, Director of Wholesale, ICANIWILL

Contact Details
Niclas Mollin, niclas.mollin@occtoo.com, +46733405875, www.occtoo.com
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