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Pumped Up Kicksi 

Today, fitness often takes a backseat to work, social time, and other life necessities.  While over 

one-third of American adults are obese, the ideal female body type is thin and well toned (CDC, 2011).  

Thus, the emergence of Skechers Shape-ups toning shoes brought to market at the end of 2009.  Shape-

ups changed the female consumer experience and found a highly receptive market by helping women get 

fit without ever stepping into the gym.  Women, too busy or uninspired to go to the gym, can now eat 

their cake and have the perfect figure too – they just have to wear Skechers toning Shape-ups shoes! 

  A version of the toning shoe has been available from Swiss company Masai Barefoot Technology 

(MBT) since 2007.  However, MBT's shoes are highly priced, niche shoes, which were not mass marketed 

(Lefton, 2010).  Skechers, followed later by Reebok, was the first shoe company to market toning shoes to 

the mainstream female public.  By implementing a marketing strategy of aggressive and sexy advertising 

campaigns, the revolutionary Skechers Shape-ups shoes exploded onto the market.  After the release of 

Shape-ups in 2009, Skechers tripled their share of the shoe market (Townsend, 2010).  Further, toning 

shoes from all manufacturers claimed more than five percent of the shoe market by the end of 2010 

(Zmuda, 2011). 

Although certainly a revolutionary technology, Skecher’s Shape-ups have faced a number of 

recent setbacks. Following the explosion of toning shoes onto the market, nearly thirty smaller shoe 

companies produced and released less expensive knock-off versions of the Shape-ups shoe (AP, 2011).  

These knock-off shoes flooded the market and drove down prices.  As a result, Skecher’s reported a 2011 

first quarter loss of nearly seventy-five percent (Reuters, 2011).   

Additionally, concerns regarding safety and marketing accuracy were raised in 2011 about 

competitor Reebok’s toning shoe products.  These concerns resulted in a 25 million dollar settlement 

requiring Rebook to refund the sales of its toning shoes (FTC, 2011).  This settlement significantly 

damaged the reputation of Reebok shoes.  While this settlement helped Skechers competitive climate by 

essentially removing its closest competitor, it also highlighted concerns about the entire toning shoe 



Elissa Redmiles Google APM Intern Essay 11-20-11 

market leaving Skechers open to potential lawsuits and doubts from consumers.  Despite the competitive 

climate and Skecher’s quarterly loss, toning shoes still represent a significant section of the shoe market.  

Skechers has the opportunity to regain its place as the leader of the toning shoe market by expanding its 

target audience to include children, men and seniors and by adding novel product features.   

 Skechers Shape-ups are rocker bottom shoes, that is, they have a thicker-than-normal sole with a 

rounded heel which shifts the wearer's body weight forcing them to do more work to maintain balance 

than would be required in flat-soled shoe (Langer).  Shape-ups are well designed for an in-shape wearer 

with good ankle strength.  However, many injuries occur with wearers who are not fit and may have weak 

ankles (Langer).  Thus, creating different models of Shape-ups shoes designed for wearers with various 

fitness levels is an improvement that Skechers could implement. 

The first Shape-ups model would be a beginner shoe offering more stability, therefore providing 

less risk of injury to wearers with weaker ankles.  As customers wear the beginner shoes, their legs will 

become stronger, allowing them to advance to purchase the “intermediate” shoe.  This next shoe would 

have more significant strengthening and weight loss benefits.  This graduated approach would reduce 

injury and increase sales, providing a logical reason for consumers to purchase not one, but multiple, 

models of Shape-ups shoes. 

It would be crucial to market this staged approach positively – without negative stigma from 

starting with the “beginner” shoe – perhaps showing a customer's transformation as they move from one 

shoe model to the next.  This approach would allow Shape-ups to enter the children’s and men’s shoe 

markets.  If presented as a tool for improving strength in athletic endeavors Shape-ups would be favored 

by men; and if shown to help with obesity without risking injury, particularly in children, the shoes would 

be publicly supported and poplar as a “back-to-school” item. 

 Research has shown that Shape-ups are not only useful for strengthening and weight loss but also 

as a tool for easing leg and back pain (Langer).  As a result, Shape-ups could be sold to adults and seniors 

as a fitness tool and as a drug-free pain solution.  This would broaden the Shape-ups market to target 
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customers not “solely” looking for a shoe to help them get a sexy female figure.   

 To set Shape-ups apart from the competition, Skechers could add revolutionary new features to the 

shoes.  What if your Shape-ups shoes could charge your phone, guide you home using a light path 

projected onto the ground, or coordinate your music according to your walking pace?  Two researchers in 

Michigan have recently developed a technology that will allow shoes to generate 10-20 watts of energy 

through friction generated between the sole of the shoe and the surface being walked upon (Platt, 2011).  

If Skechers establishes a relationship with these researchers by providing funding, shoes or other 

resources in exchange for early access to this technology, they would have the ability to put a shoe on the 

market that has toning and fitness capacities plus is essentially a “smart” shoe.  This shoe power 

technology could be used to charge a cell phone or small electronic device through a USB imbedded into 

the bottom of the Shape-ups.  The technology could also power a GPS device within the shoe.   

Another potential product idea is to input the address designated as “home” into the shoe.  

Whenever necessary the wearer taps their heels together three times (as in the Wizard of Oz) and the shoe 

projects a light path onto the ground guiding them to the address stored as “home”.  This is particularly 

useful for children and seniors (especially those with diseases such as Alzheimer’s).  While safety 

precautions would have to be considered, the GPS guided shoe technology could be intensely powerful 

and marketable to a diverse consumer group.  

Finally, the shoe power technology could support an in-shoe sensor and Bluetooth connection that 

would link to the wearer's personal music device.  The sensor would determine the wearer’s walking pace.  

It would then transfer this information through Bluetooth to a software application on the personal music 

device; this application would then select and play songs with a tempo to match the walker’s pace.  For a 

society in which 75% of American young adults and over half of older American's own a personal music 

player, this music selection technology would differentiate Skechers from the competition (Zickuhr, 

2011).  These new features would put Shape-ups ahead of the competition – establishing Skechers as the 

innovator of mass-produced “smart” shoes and restoring their place at the head of the toning shoe market. 
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i "Pumped Up Kicks" is a song by American indie pop band Foster the People. 


