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We are very glad to present this report on the 

opportunities offered by the Russian market in the 

footwear sector; it is the third of a series of six 

monthly reports introducing the actual opportunities 

in different industrial sectors for Italian companies. 

 

The series of reports is produced by Inside Partners 

in cooperation with its Russian partner “The Pro 

Invest Group”  on behalf of Sprint Toscana; it is 

aimed at providing firms with effective and thorough 

information on the opportunities for entering the 

market and for possible partnerships or joint ventures 

in each sector. 

 

 

 

 

 

 

 

 

 

 

 

Each report deals with: 

1. Furniture and complements; 

2. Clothes; 

3. Footwear; 

4. Tourism; 

5. Jewellery; 

6. Food and wine. 

 

Reports are distributed by Sprint Toscana through a 

Newsletter. 

 

For any request of explanation about the reports 

contents do not hesitate to contact us by e-mail at the 

following address:  

 

russia@inside-partners.com  
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In 2004 world footwear production volume 

amounted to 13.5 billion pairs. In volume terms, 

China was the world leader, while European 

manufacturers produced only 1.2 billion pairs. 

Despite the low share in total volumes, Europe takes 

first place in the production of high-quality 

fashionable footwear. 

Russia accounts for less than 0.4% of the world 

footwear production. Russian domestic footwear 

sector is represented by 260 small and medium-sized 

firms. The industry is burdened with significant 

overcapacity: with a maximal possible output of 160 

million pairs, Russian shoemakers delivered in 2004 

only 45.5 million pairs. At the same time, registered 

imports amounted to 50 million pairs. According to 

experts’  estimates, Russians buy 220 million pairs of 

shoes and boots a year. This means that the 

remaining more than one hundred million pairs were 

either imported or manufactured illegally. 

The largest share of Russian imports belongs to 

China. Official imports from Italy account for 7% of 

the total, though Italian brands occupy leading 

positions in the élite footwear segment. 

During last years Russian shoes market showed 

slight growth in sales volume. In the next two years 

the market is expected to increase by 4-5% annually. 

This is provided by the upturn of the welfare of many 

Russians, growth of the middle-class share in the 

population and increase in spending on the non-food 

products, including footwear. Russian footwear 

market develops unevenly, with the most dynamic 

growth occurring in the middle-class segment of 

customers. 

Suppliers of officially imported footwear will 

probably have a boost due to a decrease in import 

duties, which has already been anticipated. The 

Ministry of Economic Development and Trade 

considers to cut duties rate from 15% (plus EUR 1.4 

for leather and EUR 0.7 for imitation leather) to 

10%. Moreover, duties should be cut for expensive 

footwear (over EUR 35 per pair) to 5.0%.  

On the other hand, local manufacturers will get a 

better chance for competing with importers as a zero 

duty on equipment for the leather and footwear 

industry has been proposed (it is currently at 5.0%). 

Specific measures still have to be agreed on. 
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According to different estimates, the total volume of 

Russian shoes market in 2004 was in the range 

between 210 and 280 million pairs. The most 

frequently stated volume is 220 million pairs, 1.35 

pairs pro capite (in the world on average it is of 1.9 

pairs pro capite).  

The estimates of monetary value of market capacity 

range from 6 to 8 US$ million (ABARUS, Step by 

Step, Gortis). The main reason for such a large 

discrepancy in market value is a relatively high level 

of “grey” imports and production. 
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According to an ABARUS Market Research, in 

recent years Russian shoes market has been 

characterized by a slight growth in sales volume: in 

2003 the annual sales volume increased by 4.2%, and 

in 2004 it grew by 6.2%. In 2005 the market is 
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expected to increase by 4-5%, with sales volume 

being in the range between 220 and 250 million 

pairs. Also in 2006 consumption is predicted to grow 

slowly.  

Consumers’  demand is satisfied mainly by imports 

that account for 70-80% of total sales volume. 

The main segmentation of products between woman, 

man and child footwear is shown below. 
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The largest share of sales is generated in the low-

middle and middle price segments of customers. 

Both segments are considered the most dynamic, as 

they grow intensively due to the increasing consumer 

welfare. Incomes of this part of the population allow 

them to balance on the board between low and 

middle class, though their consumption standards are 

similar to the middle class ones. 
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According to a MarketMasters research on Moscow 

and the Moscow region market, nearly 70% of 

middle-class customers (both male or female) buy 

new shoes every three months. The main factor that 

influences purchases for the upper-middle segment is 

the quality of the goods, followed by price and 

comfort level of the shoes. Price is the key factor for 

the low-middle class, instead. 

 

In general, middle class customers are fairly brand-

oriented: nearly half of them pay attention to the 

trademark of the shoes when making a purchase. 

Difficult to 
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Importance of the brand during the purchase process 

of shoes is higher than that of clothes. This is 

probably due to the fact that shoes with hidden 

defects are encountered more frequently than clothes, 

and the consequences of the low quality are more 

serious. 

Besides brand, the most important factor is the 

country of origin of the shoes for more than two 

thirds of middle class customers. The most popular 

shoes come from Italy, Germany and some other 

European countries. 
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During recent years consumption in the élite segment 

changed from universal attributes to individual 

cultures. Now it is nearly impossible to find a 

common trend or preference of Russian luxury 

consumers. In general, they prefer original models 

with unusual shape and distinctive colours, and shoes 

and clothes are “ status symbols”  for the majority of 

them. 

According to retail sellers’  estimates, Italian shoes 

account for about 80% of purchases in the Russian 

élite segment. 

The most expensive shoes are the custom-built ones: 

they are not only very comfortable, but also the most 

prestigious. The average prices imposed by famous 

manufacturers range between US$ 1000-2000 per 

pair. The price is extremely higher for the luxury 

decorated shoes.  

Among manufacturers of serial élite shoes, the 

leading positions belong to Italian, English and 

German companies. 
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Production growth rates began to slow down in 2002. 

According to official statistics, in 2004 Russian 

manufacturers produced 45.5 million pairs of 

footwear. It is worth mentioning here a decline of 

imports that may be attributed to increasing quality 

and availability of domestically-made footwear. 

Domestic goods are mainly presented in low and 

low-middle price segments, with some notable 

exceptions. 

The total volume of domestically produced children 

footwear in 2004 was 10,668 thousand pairs (13,090 

thousand pairs in 2003). 
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The volume of exports has remained nearly constant 

since 2001. The ten most important Russian footwear 

exporters account for 75% of total export volumes 

and for 90% in monetary terms. The major part of 

exports is delivered to countries of former USSR, 
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Italy (mainly children and specialized footwear), 

Mongolia, Finland and USA. 
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According to official statistics, nearly 25% of the 

market is controlled by importers. Imported shoes 

account for the largest part of supply in the middle 

and élite segments of the market.  

China is the main exporter to Russia: its share in 

Russian footwear imports is of about 50%. Other 

leading exporters are Finland, Italy, Poland, Turkey 

and Byelorussia.  

Besides official imports, there is a strong presence of 

“grey”  imports, which are estimated at 55% of the 

market. They result from the relatively high custom 

duties on imported footwear. In Russia current rates 

are of 15% for ready shoes and of 10% for parts of 

footwear, among the highest in the world. Importers 

have to pay other taxes up to 40-70% of the cost of 

shoes, depending on the type and price of certain 

models. According to “Expert” , importing illegally 

decreases these expenditures nearly twice. 
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A number of brands are present on the Russian 

footwear market.  

Élite brands are generally sold in Moscow, Saint-

Petersburg and other large cities, while middle class 

brands are distributed more uniformly throughout the 

country. 
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Low 
Below US$ 30

Low-middle 
US$ 30-50

Belwest, Ralf Ringer, 
Unichel

Westfalika, 
Belwest

Belwest

Middle
US$ 50-100

Salamander, Econica, 
Camelot, Greenders 

Ecco, TJ Collection, Econica, 
Camelot, Tervolina, 

Greenders 
Reebok 

Upper-middle
US$ 100-250

Salamander, Carlo 
Pazolini, Dr. Martens

Dr. Martens, Monarch
Camelot, 

Greenders, 
Dr. Martens

Adidas, Nike

Élite
Over US$ 250

J.M.Weston
FABI, Baldinini, Vicini, 

Pollini, Casadei, Salvatore 
Ferragamo, Prada ö ÷ ø ø ù ù ú

No brand footwear; 
cheap and low quality imitations of upper-middle and élite brands
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Nearly 80% of sport shoes are purchased not for 

sport activities but for everyday use.  

The most popular trade mark of sport shoes in Russia 

is Adidas (Step by Step): it accounts for nearly half 

of the total number of purchases. It is followed by 

Reebok, Nike and Puma. All these brands have stable 

positions in the Russian market. 
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Today in Russia there are 260 footwear 

manufacturing companies; and 50 of them account 

for 90% of the total production volume. Taken 

altogether, they share only 10-15% of Russian 

footwear market. 

Nearly all Russian shoe manufacturers operate in low 

and low-middle price segments. The main problem 

for manufacturers working for the mass-market 

segments is the growth of remaining unsold 

footwear: high volumes of current stock requires 

discounting and reduces the business profitability. 
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A considerable part of the market (25-30%, 

according to Expert magazine) is occupied by 

Russian companies which have strong design 

departments for creating collections, but which do 

not have domestic production facilities and therefore 

invest into outsourcing manufactures located in 

China, Italy, Spain, Portugal, Brazil and some other 

countries. Among the companies using this business 

model there are Palmira, Econica, TJ Foot Wear, 

Carlo Pazolini, Tervolina and� -Shoes. All of them 

compete in the middle price segment. They 

organized in early 90’s as importer companies: as a 

consequence they have a well developed retail shops 

network today. 

Foreign 
brands
60%

Russian 
brands with 
outsource 

manufacturing
25%

Russian 
manufacturers

15%
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Russian companies working in the middle price 

segments typically use “Western-style”  brand names 

(such as Ralf Ringer, TJ, Monarch and so on), 

concealing in such a way the true (Russian or 

Chinese) origin of goods. 

 

) R UH LJ Q � F R P S D Q LH V �

The largest part of Russian footwear market is 

supplied by imported shoes: indeed foreign brands 

account for 60-65% of the market. The majority of 

foreign manufacturers access Russian market via 

Russian importer companies, or establishing a 

franchising network. 

Shoes from non-branded Chinese, Vietnamese and 

former USSR countries manufacturers compete in 

the low and low-middle price segments.  

European footwear from Italian, German and Spanish 

manufacturers (Baldinini, Fabi, Vicini, Pollini, 

Salamander, Lloyd’s) compete in upper-middle and 

élite price segments. Sales volumes of boutiques, 

oriented on these categories of customers, amount to 

about 5% of Russian footwear market. The trend of 

this segment is characterized by a steady growth of 

10% a year according to Symbol-Marketing.  
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Today there are not large companies on Russian 

footwear market. Leaders are characterized by sales 

volumes of US$ 40-60 million, while turnovers of 

leading European and American footwear companies 

reach several bill ion dollars. Except for the élite 

segment, where customers in general are loyal to a 

certain brand, in other segments there are very few 

strongly recognizable brands: 

x  Salamander, Alba, Carlo Pazolini, Econica, 

Gabor (classic shoes);  

x  Monarch (classic woman shoes);  

x  Ecco, TJ Collection and Carnaby  (casual 

fashion footwear brands);  

x  Camelot, Dr. Martens, Yellow Cab (casual 

fashion footwear brands oriented on “club-

culture”  customers). 

In the near future the market is expected to be 

reorganized in the favour of those companies that 

will create an effective retail network and that will 

manage to develop a clear and appealing brand 

image and a successful communication to the 

respective target audience. 
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Products of Russian manufacturers are sold through 

their own retail shops, city markets, small format 

outlets and sections in department stores. A relatively 

new development is the introduction of large multi-

brand footwear shopping centres, targeted at low-

middle and middle price segments of customers (e.g. 

City Obuv; Obuvnoy Centr na Avtozavodskoy, etc.). 
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Foreign footwear brands are sold via importer 

companies on the franchising terms either in mono-

brand or multi-brand boutiques. Mass-market brand 

boutiques (Salamander, Grinders, Carnaby, Ecco 

etc.) are present both in large shopping centres 

(MEGA, Ohotniy Ryad, GUM), and far beyond the 

central regions around large cities.  

Products of little known brands are also distributed 

through multi-brand boutiques, but they are mostly 

sold through the lower level shopping centres. Those 

centres differ from the luxury ones as their floor 

space is mainly rented by small trading organizations 

(bulk buyers of non-famous brand shoes). Such 

centres target low-middle and middle-class 

consumers. It is worth mentioning that a considerable 

part of their products comes from “grey” imports. 

 

/ R Z � S ULF H � V H J P H Q W�

Footwear in the low price segment is generally sold 

on the open city markets. Today there are city 

markets of consumer goods in nearly every Russian 

town. They account for 40% of the overall retail 

sales volume. During last years the share of city 

Russian
manufacturers

Retail network Franchising network
Small-format outlets
at shopping centres

Wholesales

Custom-built
shoe makers

Multi-brand shops

City markets

City markets

Small-format outlets
at shopping centres

Multi-brand shops

Franchising mono
or multi-brand network

Custom-built
shoe factories

Internet
purchases

Large or exclusive
importers

Small importers

Foreign
manufacturers
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markets decreased by 10-15% annually, mainly due 

to the growth of middle-class segment. 

 

0 LG G OH � S ULF H � V H J P H Q W� � P D V V �

P D UN H W� �

Middle-class customers prefer to buy footwear in 

shopping centres and specialized stores. 

Nevertheless, large share of the purchases is still 

made on the open markets, mainly by the low-middle 

segment of customers. 

23%

21%
6%6%1%1%1%

41%

Shopping centres

Open markets
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Hypermarkets

	�
 ��
���k$
DU¾���1_������ !����2�$��b�' �1_���!��:�1�&
 ����!$_�����
 �"� �:
 t�'�� 
 ���)_���!$������# 
  
536$7�8191;�<QP¾8:6,l GSR�;:X:A Y

 

The major criteria in defining the choice of the shop 

are quality of the shoes, price levels and assortment 

(large selection of models, colours, sizes; stylish 

fashions). 

Quality of the 
goods
37%

Brands
6%

Extended 
services

1%
Service level

8%

Convenience 
of shop 
location

7%

Assortment
16%

Price level
19%

Other
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To withstand against dumping prices of city markets 

and to attract more customers, footwear shops 

organize season sales. Average discounts are 

between 30 and 50%, but in some shops they can 

reach 70% (e.g., TJ Collection). Some stores extend 

discounts even on the current collections.  

Moreover, there are stock centres that sell surplus 

and end-of-line shoes. Most of them operate in low-

middle segment and compete with open markets, but 

only a few sell genuinely élite brands. For example, a 

pair of $900 shoes from a 2-year-old collection may 

be on sale for $150-200. Therefore, shoes remain 

relatively expensive but they become affordable for 

brand-conscious middle-class consumers who are not 

caring much about strict adherence to the most recent 

fashion trend. 

 

e OLWH � V H J P H Q W� �

Customers of the élite segment make nearly half of 

their footwear purchases during their foreign 

journeys. In Russia they prefer to buy shoes in luxury 

mono-brand and multi-brand boutiques.  

Luxury boutiques are usually situated in prestigious 

streets (Tverskaya, Stoleshnikov pereulok, 

Tretyakovsky Proyezd in Moscow), or gathered into 

large shopping centres (Crocus City Mall, Ohotniy 

Ryad, GUM and others). 

 

$ G Y H UWLV LQ J �

The main channels used for footwear advertising are 

press commercials and outdoor ads. Auxiliary media 

include radio (for the announcements of new shop 

openings), cinemas and TV.  

Promotion generally does not concern a certain 

brand, but multi-brand boutiques and footwear 

shopping centres and networks. Shops oriented at 

low-middle and middle class customers often place 

their advertising in public means of transport 

(underground, suburban electric trains, bus stops 

etc.). 
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Press

Female: “Cosmopolitan”, “GALA”, “ELLE” , Vogue. 
Male: “GQ”, “FHM” , “Men`s Health” , “Commersant 
weekend” and other glossy magazines. 
The less expensive: Bolshoi Gorod be-weekly, Liza, 7 
days.

Wide range

TV
MuzTV, MTV, “Domashniy”, STS and other 
entertainment channels

Mainly man and sport 
footwear

Radio FM waves Young people

Outdoor advertisement Mainly in big cities Wide range

Sponsorship Sport events (Olympic games, Championships etc.) Active style life people

Internet Banners on the searching and mail web-sites Young people

Post cards and booklets Restaurants, clubs etc.
Upper middle and élite 

segments, 
"club culture" customers 

Fashion show Mainly in big cities
Élite segment and style-oriented 
upper-middle range customers

Catalogues, booklets Direct mailing Wide range  
��!�t�# ��‰$
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Ralf Ringer manages the largest advertising 

campaigns among Russian manufacturers. In 2005 

the firm plans to spend US$ 3 million for promoting 

its brands and shops. 

 

& K D S WH U� � � � 2 S S R UWX Q LWLH V � I R U�
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For the majority of Russians, except for the 

customers of élite segment, the country of 

manufacturing is more important than the brand of 

footwear. Italian shoes are associated with fashion, 

prestige and good quality. Therefore Russian market 

is potentially favourable for Italian companies. 

 

ƒ  Today the most promising market niche in the 

footwear sector is the middle-price segment, 

where there is a growing demand for Italian 

shoes at moderate prices. 

 

ƒ  For the companies with relatively unknown 

brands it is more reasonable to sale through 

multi-brand shops rather than to invest into 

promotion of a new retail trademark; it is 

especially true for not mass-market lines to be 

sold in regions with high competition (Moscow, 

Saint-Petersburg). There are many popular 

multi-brand shops offering footwear of not very 

famous brands. 

 

ƒ  Footwear markets in Moscow and Saint-

Petersburg are characterized by tense 

competition, while markets of other Russian 

regions are far from satiety, and rent charges and 

promotion costs are considerably lower, though 

the average income level is lower, too. 

Nevertheless, regional markets are attractive for 

their future perspective. Nowadays they can 

serve to sell stock clothes, since Russian fashion 

trend generally lags behind the European one. 

 

ƒ  Another opportunity is franchising. There are 

some Russian factories that can manufacture 

footwear of good quality. Providing Italian brand 

and design support to them, Italian companies 

could use their distribution systems to enter the 

market. 
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5 D OI � 5 LQ J H U. The firm was founded in 1996. Its core business is the production of middle-class man footwear 

(average wholesale price of US$ 45), but it also trades and repairs the footwear manufacturing equipment.  

Ralf Ringer turnover is estimated at US$ 35 million. Annual growth has been up to 35% since 1996. In 2005 the 

company plans to supply 1,500 thousand pairs of footwear (50% more than in 2004). The company retail network 

includes 30 shops, and the number is constantly growing.  

Ralf Ringer is strongly positioned on the market due to its flexible manufacturing (renewal of the collection four 

times a season), the introduction of innovations into the manufacturing process, and the high investments into 

promotion of the brand (advertising campaign in 2004 involved US $3 million). Today, Ralf Ringer brand 

awareness in Russia amounts to 18%, and in particular 10% in Moscow. The company has also introduced new 

brands: Garaz (universal models, positioned in the low-middle segment) and Mr. Boy (youth models). 

 

% U LV� % R VI R U . Bris Bosfor is the largest Russian footwear manufacturer. It is a Russian-Turkish joint venture, 

producing a wide range of footwear in low-middle price segment under the ESPA trade mark. Bris Bosfor footwear 

is positioned as modern shoes of good European quality for low prices. 

 

6 D OD P D Q G H U. Salamander is a German footwear trademark. Today it belongs to Egana Goldpfeil Holding. There are 

52 Salamander shops in Germany and 117 in Europe (6 in Russia). The first Russian shop was founded in 1993 in 

Moscow.  

Its brand, Salamander, ranks first in the cognizance among Russian customers. Salamander brands include also 

Salamander City, Salamander Sportiv, Salamander Marathon, Salamander Lady and Sioux positioned in middle and 

upper-middle price segments, and élite brands Apollo and Betty Barclay. Besides Salamander brands, Salamander 

shops sell also brands such as TJ Collection, Carnaby, Chester, Barker and Magnani, which account for 20% of the 

total assortment. 

 

( F F R . Ecco is a Danish brand, positioned as ecological and durable footwear. The manufacturing is located in 

Portugal, Indonesia, India and Latin America. Total volume of production exceeds 7 million pairs a year. Ecco 

designs man, woman and child models. The company production is more oriented to the convenience of wearing 

rather than to the fashion trend. In Russia Ecco footwear is imported by its exclusive Russian representation 

EccoRos company, which sells footwear through 24 retail shops along with wholesale to the regional dealers.  

 

( F R Q LF D . It was founded in 1989. The business includes imports and retail trade of the footwear. Shoes under 

Econica trademark are manufactured in Russia (middle price models) and in Italy (brand Alla Pugacheva, 

positioned in upper-middle price segment). Econica has its own design office and developed network of retail shops 

(28 in Moscow). Total sales volume of the company amounted to US$ 40 million in 2003. 
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& D U OR � 3 D ] R OLQ L� * U R X S . Trade mark Carlo Pazolini was established in Italy in 1990. Russian open joint stock 

company “Carlo Pazolini group”  incorporates 30 shops in Russia, through which it sells most of its products, 

allowing discounts for loyal customers. Carlo Pazolini brands (Carlo Pazolini, Carlo Pazolini Couture and Adami) 

are oriented on the middle and upper-middle price segments. Shoes under Carlo Pazolini brands are manufactured 

in Italy and Russia. Turnover of the group is estimated at US$ 35 million.  

 

: H VWI D OLF D . Westfalica is a Russian manufacturer of man, woman and child footwear. Its products are positioned in 

the low-middle price segment. Retail network of the company consists of 37 shops located in Western Siberia and 

Ural region. Company manufacturing volumes decrease since 2002 by 15-20% annually. 

 

8 Q LF K H O. Unichel is a Russian footwear manufacturer. It produces more than one million pairs of footwear every 

year. The assortment range consists of about 200 models for men, women, children and school, positioned as 

convenient footwear of good quality for the low-middle segment of customers. 

 

0 R Q D U F K . Monarch is a trademark of shoes and of a footwear shops network. Monarch footwear is manufactured in 

11 countries, including Italy, Brazil, Portugal and Russia. The retail network consists of more than 100 shops, 

located in Russia and Ukraine. Turnover is estimated at US$ 10 million. Monarch collections are represented by 

woman brands Monarch, Monarch Exclusive and Elite by Monarch and by a man footwear brand Kaiser. 

 

7 - � ) R R W� : H D U . TJ Foot Wear is a manufacturer and retail seller of the footwear brand TJ Collection. In Moscow 

there are about 20 TJ Foot Wear shops. Turnover of the company is estimated at US$ 15 million. Along with 

footwear, since 2000 TJ Foot Wear has also developed a clothes collection under the same brand.  

 

3 D U LV � & R P P X Q H . The company produces footwear for low and low-middle price segments. Nearly 70% of its 

production volume accounts for children footwear. Paris Commune also produces footwear for European brands 

PRIMIGI, CONFETTI & IGI, SQUIRREL and CLUB dei PRIMI and exports them in many European countries. 

The company turnover was of US$ 60 million in 2003. Its strategy plans include increase of manufacture volumes, 

development of the retail shops network and improvement of the management. 

 

& R OX P E LD � 6 S R U WVZ H D U � & R P S D Q \ . Columbia is a world leader of manufacturing of clothes and footwear for active 

people. The turnover of the company was of about US$ 820 million in 2002. Columbia footwear is positioned as 

multifunctional, convenient, practical and of the optimal price/quality ratio. On the Russian market Columbia works 

from 1998. Today Columbia footwear is distributed by more than 300 shops in Russian cities, including large sport 

supermarkets Sportmaster, which is an exclusive Russian importer of Columbia brands. 

 

% H OZ H V W. The Russian-German joint venture dates back to 1989 when it was one of the first attempts to bring a 

Western strategic investor to Soviet footwear industry. Salamander, a Belwest co-founder, introduced its 

technology and a modern equipment and trained the staff in Germany. The company has accomplished much since 

then, having developed a strong brand in the lower-middle and middle segments, along with a network of 27 shops 

and branches in Belarus, Russia and Latvia. Belwest relies on the following advantages: 
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- manufacturing processes and technology in conformity with Salamander standards;  

- genuine leather for top footwear;  

- a certified quality management system; 

- well trained personnel and professional management. 

The company had a turnover in excess of US$ 20 million in 2003; most of its sales are realized in Russia  

 

5 H WD LOH UV �

�

6 D OLWD  I LU P . Founded in 1993, Salita is a retail shops network of fashion footwear, clothes and accessories. Salita is 

specialized in distribution of upper-middle and élite footwear brands. Man footwear brands include "Artioli", 

"Alberto Guardiani", "Baldinini", "Barcley", "Butteri", “Gianni Barbato” , "Moreschi", "Pakerson", "Roberto 

Botticelli", "Roberto Cavalli", "Rossini", “Sergio Rossi”  and “Valentino” . Woman shoes sold are from “Andrea 

Lattanzi” , "Baldinini", "Casadei", “Costume National” , “Gianna Meliani” , “Gianni Barbato” , “Givenchy” , “Grey 

Mer” , "Mario Cerutti", "Pollini", "Rene Caovilla", "Roberto Botticelli", "Rossini" and "Vicini". Finally, child 

footwear brands are "Balducci", "Missouri" and “Moschino” . 

 

³ = K ´ . “Zh”  is a large network of retail stores dealing predominantly with woman footwear. Its main competitive 

advantages are low prices and a high turnover rate. Collections in the “Zh”  shops renew five times a year. The 

assortment includes 4,000 models, which are produced in South East Asia (mainly in China), Portugal and Spain. 

“Zh”  plans to occupy 5% of the Moscow footwear market. 

 

) R R WZ H D U � R I � ; ; , � F H Q WX U \ . Footwear of XXI century is a network of footwear shops. The assortment consists of 

fashion and extreme models, oriented on teenager customers. The company is the exclusive distributor of the brands 

Grinders, Shellys, Dr. Martens, Yellow Cab, Sonax and Luchiny. The company is intensively developing its 

presence in the Russian regions through franchising network. 

 

& H Q WH U � 2 E X Y . Center Obuv is a network of large footwear stores oriented at the low-middle customers (average 

price of shoes is of US$ 50). There are about one hundred shops in Russian cities. Assortment includes 2,500 

models for all categories of people. Among Center Obuv models of footwear there are such brands as Brooman, 

Paolo Conte, Laribly, Medea, Bruno Contini, Aras, Perfect, La erla, Cantarini and Otera. The company also sells 

footwear on credit. Turnover is estimated at US$ 15 million. 
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ABARUS - marketing agency 105094 Moscow, Gospitalny val, 3-2
Phone (095) 769-61-57
Fax 263-12-79

E-mail: abarus@comtv.ru

Step by Step - marketing agency
Kutuzovsky prospekt, 39, Office 229-231 121170, 
Moscow, Russia

Phone +7 095-249-4627
Fax +7 095-249-4668

E-mail: info@step-by-step.ru

Gortis - marketing agency St.-Petersburg, Ligovsky pr. 56B Office 309 Phone (812) 764-7147, 764-2121, 764-8472 E-mail: info@gortis.ru

MarketMaster - marketing agency
Moscow, Bol'shaya Novodmitrovskaya st., 
14 str. 2, Office 1-2

Phone (095) 724-76-36 E-mail: info@marketmasters.ru

Expert magazine 125866, Moscow, Pravda st., 24 , 6-floor,
Phone (095) 789-44-65
Fax (095) 250-52-09

E-mail: ask@expert.ru

Goskomstat 107450, Moscow, Myasnitskaya st., 39 E-mail: info@gks.ru

Comcon - marketing agency Moscow, Masterkova, 4
Phone 502-98-98
Fax 502-98-99

E-mail: inform@comcon-2.com

Informational centre of a light industry 105318, Moscow, Ismailovskoye shosse, 28.
Phone (+7-095) 166-1607; 166-1602; 166-1603
Fax (+7-095) 166-1521; 166-1606

E-mail: webmaster@legprominfo.ru

Carlo Pazolini Group
CARLO PAZOLINI Foot-Wear House

52-54, Bolshaya Yakimanka st., Moscow, 
119049 (Oktyabrskaya subway station) 

Phone/Fax: 238-95-23/12/88; 783-82-96/97 

Econica 16-1, Institutsky Pereulok, Moscow, 127030 Phone/fax: (095) 684-38-28 E-mail: inf@econika.ru

Ralf Ringer 18, 3-rd Rybinskaya, Moscow, Russia, 107113. Secretariate: phone/fax 007-095-777-48-48

Monarch 127254, Moscow, Rustaveli st., 14/6 Phone +7 (095) 790-72-42 E-mail: palma2@palmiratm.com

Bris Bosfor 100004 r. Moscow, Schipok st., 9/26, str. 1
Phone (095)7877207
Fax 7877208

E-mail: bris-bosfor@mail.ru

Paris Commune 115114 Moscow, Shlyzovaia naberesnaya, 6 Phone (095) 235-99-35, 235-54-83 E-mail:pariskom@sovintel.ru

Westfalica 87, prospekt Dzerzhinskogo. 630047, Novosibirsk, Russia
Phone +7 3832 276-299
Fax +7 3832 119-441

E-mail: webm@westfalika.ru

Unichel 454008 Chelybinsk, Chaykovsky st. 20. Fax (3512) 742-24-02 E-mail: inform@unichel.ru

Salamander 115114, Moscow, Kosevnicheskya st., 7, str. 1
Phone (095) 255-7125
Fax (095) 255-7122

E-mail: info@salamander.ru

Ecco E-mail: office2@ecco-shoes.ru

TJ Foot Wear Moscow, Neglinnaya st., 8/10 Phone (095) 928-75-53

Footwear of XXI century Phone (095) 156-4141 E-mail: info@shoes.ru

Salita firm
Phone (095)-670-66-14
Fax (095)-670-66-15

E-mail: info@salita.ru

Center Obuv Moscow, Il'mensky pr., 1.
Phone (095) 4874020
Fax (095) 4874020

Columbia Sportswear Company 129301 Moscow; Borisa Galushkina st. 7, 4-floor.
Phone (095) 755-81-89
Fax (095) 755-81-46

E-mail: mbiryukova@sportmaster.ru

 

 

 

 



 

 



 

 

, Q VLG H � 3 D U WQ H U V is an independent� Vtrategic advisor 

focused on helping Small & Medium Enterprises 

during the process of growth, development and 

internationalization, and on assisting those investors 

that decide to financially contribute to the process.  

Inside Partners assists its clients in the following 

activities: 

•  Market analysis 

•  Financial and strategic partners research 

•  Target research  

•  New market entry strategy definition   

•  Greenfield investments assistance 

•  Transaction Services - M&A  

•  IPO. 

Inside Partners is a partnership of professionals 

coming from some of the most important 

international firms of business consulting and 

corporate finance.  

All professionals of Inside Partners hold a Master in 

Business Administration from a primary international 

business school (INSEAD, Wharton, London 

Business School). 

Inside Partners has developed a network of foreign 

local independent advisors, being able to organize 

multinational teams for international assignments.  

 

 

 

 

 

www.inside-partners.com 
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3 U R � , Q Y H VW� * U R X S  is a reputed Russian consulting 

and advisory firm, founded in 1994 and specializing 

in strategic management consulting and research, 

business transactions and IT development. It is a 

partnership owned by its consultants that provides 

independence of any financial, industrial, political or 

foreign groups. 

It includes such businesses as:  

x  6 WU D WH J LF D  – Russia’ s first specialised strategic 

consulting company. 

x  3 U R � , Q Y H VW – the only Russian investment 

company implementing strategic transactions 

through business design innovations and 

corporate restructurings, including our top 

practice of corporate finance.  

x  ( [ S H U W� 6 \ VWH P V – leading Russian IT company 

specializing in off-the-shelf and customizable 

information and analytical solutions for business 

development and company value creation.  

x  , Q VWLWX WH � I R U  $ S S OLH G � % X V LQ H VV� , V VX H V – 

strategic research company. 

The experienced team of Russian and foreign 

professionals bring expertise, excellent connections 

and a first class reputation to assist companies in 

exploiting growth opportunities in the rapidly 

developing Russian market. The consulting and 

research team is made by 50 experienced 

professionals coming from international consulting 

firms and graduated from famous international 

business schools (Stanford, Kellogg, INSEAD, LSE) 

and leading Russian schools. 

 

www.strategy.ru 

www.pro-invest.ru  

www.expert-systems.com  
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