SWOT Analysis

Strengths (Internal)

e Integrated market authority: The combined expertise of DICK’S Sporting Goods’
logistical scale and Foot Locker’s deep-rooted credibility in sneaker culture creates a
unique competitive advantage that single-category retailers cannot match.

e Established digital loyalty ecosystem: The high enroliment in existing "ScoreCard" and
"FLX" programs provides a massive, ready-to-engage database. This allows for
direct-to-consumer communication regarding mobile truck locations and exclusive drops.

e Wide product range: Unlike specialized boutiques, DICK’S has the internal capacity to
offer both high-performance athletic gear and lifestyle-driven "hype" products, appealing
to a broader range of audience, especially during some important music and sporting

events around the country.

Weaknesses (Internal)

e The "Big Corporate" reputation: Among younger Gen Z sneakerheads, the brand (DSG)
may still be perceived as a traditional corporate retailer, which can weaken the "cool
factor" required for exclusive drop culture.

e Old-fashioned sustainability: The organization’s long-standing reliance on massive,
energy-intensive permanent stores creates an internal challenge when trying to pivot
toward a "green" or sustainable brand image.

e Slow internal coordination: The recent merger may still face internal friction in aligning
the fast-paced, trend-driven marketing of Foot Locker with the more traditional and

performance-based operations of DICK’S.

Opportunities (External)



Massive event traffic: High-profile events like the 2026 World Cup and major music
festivals offer an unparalleled built-in audience. Because fans are already in a "spending
and celebration" mindset, the brand can leverage this existing foot traffic to gain instant
visibility.

Rise of experiential consumption: Modern consumers are increasingly prioritizing
"memorable events" and social currency over simple transactions. This shifting cultural

context makes the "pop-up" and "drop" campaign more effective.

Threats (External)

Increasing competitive pressure: Major brands like Nike and Adidas are increasingly
bypassing third-party retailers to sell exclusive products through their own apps, which
could limit the "hype" inventory available for the truck.

Economic uncertainty: Rising travel costs and inflation surrounding the 2026 World Cup
could lead fans to prioritize ticket and travel expenses over high-end sneaker and
apparel purchases.

Event regulations: Local city governments may impose strict zoning or security
restrictions during some major events like the World Cup, which could make it harder to

get location permits for the sneaker truck.

Strategic Insight

The SWOT analysis highlights a clear strategic tension: while DSG and Foot Locker possess

scale, brand equity, and a strong loyalty ecosystem, they risk being perceived as traditional

retailers in a market increasingly driven by culture, exclusivity, and experience. At the same

time, large-scale events such as the 2026 World Cup present a limited but powerful window to



reposition the brand. The following initiatives translate these findings into focused, measurable

actions.

1. Position the Drop Mobile as an Event-Only Access Platform

Rationale
This initiative addresses the “big corporate” perception by shifting from store-based retail to
limited, event-driven access. Leveraging the existing loyalty ecosystem (Strength) and major
event traffic (Opportunity), the Drop Mobile should feature exclusive or early-access allocations
from brand partners and integrate sneaker trade-in incentives. This creates visible sustainability
action while reinforcing exclusivity, helping counter competitive DTC pressure from brands.

Success Metrics

e >40% of inventory tied to exclusive or early-access launches
e > 25% trade-in participation rate at events

e 2> 60% sell-through per event stop

2. Activate the Loyalty Ecosystem to Drive Event Traffic

Rationale
The established FLX and ScoreCard databases are underutilized strategic assets. Using
geo-targeted notifications and member-only access windows strengthens direct customer
relationships and reduces reliance on third-party hype. This leverages internal digital strengths
while responding to competitive pressure from brand-owned apps.

Success Metrics

e > 30% push-notification open rate

e = 20% of event traffic driven by loyalty members



3. Establish a Cross-Brand Rapid Activation Team
Rationale

To address slow internal coordination, a dedicated team combining Foot Locker marketing and
DSG operations should manage event partnerships, routing, and inventory decisions. This
structure enables faster execution in high-visibility environments without requiring full
organizational restructuring.

Success Metrics

e 100% on-time event execution

e > 80% internal team satisfaction score



