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GROWTH.

A Road Running Assessment
Built from the Outside In.

CONSUMER DRIVEN TRANSITION FOCUSED ZERO-DROP AT THE DESTINATION 4MM AS THE ON-RAMP

The Work Before the Work:
Altra, Clarity, and the Transition Problem

Altra does not have a product problem.
It has a clarity and transition problem.
That distinction matters.

Because the product already works.

The question is whether the system around it makes that value easy to understand, enter,
and trust.



The Read

For Altra Running, the opportunity is not primarily product innovation.
It is clarity and transition management.
The brand has strong product equity:

FootShape fit is distinctive
Zero-drop positioning creates a clear point of view
Core consumers understand the value

Loyalty is real

These are not small advantages.

They are the foundation.

The issue is what happens when a new consumer tries to enter the brand.
Growth does not come from insiders.

It comes from the new consumers.

And that is where friction shows up.

The Access Problem

This is not a dissatisfaction issue.
It is confusion.
[t is a friction issue.

A runner hears about Altra, enters the brand and immediately faces decisions they are not
prepared to make. They either walk into a store or visit the website.

Then the questions start:

Zero-drop or 4mm?

Original, Standard, or Slim FootShape?

Which model is actually wide?

Which shoe is best for daily training?

Which helps with transition?

What happens if adaptation is uncomfortable?

This is not a product availability problem.

It is an access problem.

The brand makes sense once you are inside it.
The brand works once you understand it.

The opportunity is making it easier to get inside.

The problem is getting there.



WHERE THE PROBLEM SHOWS UP

Product is the symptom. The system is the cause.

THE REAL PROBLEM IS RARELY THE PRODUCT. e ' @
IT'S USUALLY THE SYSTEM AROUND IT. s
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Once you step back, the pattern becomes clear:
It is not primarily a product issue.

[t is a system issue.
e A clarity problem
e A transition problem
e A trust problem

Product is where the friction shows up.

It is not where it starts.



Why Fit Trust Matters

Fitis Altra’s superpower.
[t is also one of its risks.

When a brand is built around fit, the consumer expects confidence. If fit varies across
models, or if the consumer cannot understand the difference between fit systems, the
brand’s greatest strength can become a point of hesitation.

WHY FIT TRUST MATTERS. =2 |

FIT IS ALTRA’S SUPERPOWER. IT IS ALSO ONE OF ITS RISKS.

THAT DOES NOT ALWAYS REQUIRE REDESIGN.
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If fit varies across models, or if the consumer cannot understand
the difference between fit systems, the brand’s greatest strength
can become a point of hesitation.

@ Clearer fit language
@ More consistent volume expectations

@ Stronger retail education

@ A simpler consumer-facing fit guide

THE THREE FIT SYSTEMS
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or choosing another brand.
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RETURNS INCREASE
i (3 Wrong fit = frustration,

returns, and lost goodwill.

More volume throughout Our most common fit. Lower volume through Unclear fit today becomes
the shoe. Balanced volume for midfoot and heel doubt that lasts.
Best for wide, high-volume mast runners. Dialed-in fit for
feet. narrower feet.
Q FIT TRUST IS NOT ONLY PRODUCT.
THE CHALLENGE: Consumers struggle to understand which fit system is right for them O
and how each compares across models.

@ CLEARER FIT. STRONGER CONFIDENCE. HIGHER CONVERSION. |

That does not always require redesign.

Sometimes it requires better system discipline:
e clearer fit language
e more consistent volume expectations
e stronger retail education
e asimpler consumer-facing fit guide
When fit is unclear:
e conversion drops
e returns increase

e trusterodes

Fit trust is not only product.
[t is conversion - a decision.



The Brand Tension

Altra is managing a real tension.

On one side:

e Zero-drop

e FootShape

e Natural movement

e Biomechanics-first design
That is the identity.
On the other side:

e Lower-drop entry models
e Broader accessibility
e Mainstream growth

That is the growth path.

The mistake would be choosing one and abandoning the other.
The opportunity is building a system that connects them.
Zero-drop remains the destination.

4mm becomes the on-ramp.



The Transition Pathway

This is where the opportunity becomes actionable.

THE TRANSITION PATHWAY | one ststem. one stoRy. oN DESTINATION.

Make the entry into Altra clear, confident, and repeatable.

ENTRY

ADAPT
4MM = OMM
Build Confidence

4MM
Low Barrier

For runners curious about
Altra but not ready for zero-drop.

For runners transitioning with
' guidance and education. ‘

Experience Flow 3 ’

Guided Transition Tools
Experience Flow ST Fit & Education Content
Experience Form Progressive Usage Plans

EGO P35 foam for immediate comfort Bridge 4mm > Omm with confidence

4mm drop for easy entry Training guidance (calves, form, cadence)

FootShape toe box education Retail and digital education assets
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Clear “Start Here" messaging Community stories and success pathways

0000

ENTRY MADE EASY

Lower the barrier

TRANSITION MADE CLEAR

Guide runners from 4mm

with 4mm options.

to Omm with confidence.

Entry.
Adapt.
Commit.

NATURAL RUN
MADE ACCESSIBLE

ZeroDrop as the destination.

COMMIT
OMM
Full Natural Alignment

For loyal Altra runners who want
the full natural run experience.

Torin 8
[Escalante 4
Paradigm 8
ZeroDrop (Omm) alignment
Max comfort + natural mechanics
Performance and daily training
Deeper product storytelling

GROWTH

MADE REPEATABLE

A system that scales globally.

AL TFF~].

Y ENABLERS

FIT CONSISTENCY
Standardize internal volumes
across road models to rebuild
trust in sizing.

CLEAR NAMING

Define model roles to eliminate
overlap (Entry / Adapt / Commit).

EDUCATION SYSTEM

Embed zero-drop education
in packaging, retail, and digital.

COMMUNITY ACTIVATION

Use real runner stories to guide
new runners through the pathway.

MEASURABLE OUTCOMES
Lo / « Increase conversion to Omm
|

+ Strengthen retail confidence
- Grow road category share




A runner should not feel like they are jumping into Altra without a map.
They should understand:

e where they are starting
e what they are adapting to
e where the experience leads

Entry models reduce the barrier.
Transition education builds confidence.
Core zero-drop models preserve identity.

That is how accessibility and brand protection work together.

4
THE TRANSITION PATHWAY 7 FEP

ONE SYSTEM. ONE STORY. ONE DESTINATION.

A structured pathway that reduces friction, builds confidence, and
moves more runners successfully to zero-drop.

ENTRY

4MM DROP

ADAPT

4MM - OMM

BUILD CONFIDENCE.
STRENGTHEN. PROGRESS.

COMMIT

OMM DROP

FULL NATURAL ALIGNMENT.
MAXIMIZE BENEFITS.

LOW BARRIER. EASY START.
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Accessible comfort. Guided stability. Bridge the gap. Build strength. Zero-drop alignment. Natural movement.
The easiest way into Altra. Move naturally with confidence. This is the destination.

WHAT MAKES THE PATHWAY WORK

EDUCATION PROGRESSION FIT CONFIDENCE STRENGTH SUPPORT COMMUNITY
L!m Clear guidance on drops, ‘Gradual movement Consistent fit. Right volume. H Education and resources Real stories. Real runners.
benefits, and what to from 4mm to Omm Right shape. Fewer returns. to support strength and Real outcomes. Stronger

expect at each stage. based on readiness. More trust. adaptation. together.

‘ (@’) ZERO-DROP IS THE DESTINATION. 4MM IS THE ON-RAMP. \ We don't just sell shoes. We build successful transitions.

@ ENTRY: 4MM DROP @ ADAPT: 4MM — OMM @ COMMIT: OMM DROP




The Competitive Reality

Altra and HOKA are often compared.
But they are not solving the same problem.
HOKA wins with:

e immediate comfort
e low friction entry
e intuitive first experience

Altra wins with:
e philosophy
e long-term movement logic
e biomechanical positioning

The gap is not product.

The gap is ease of understanding at first touch.

THE COMPETITIVE REALITY.

DIFFERENT PROBLEMS. DIFFERENT WINS.

Altra and HOKA are often compared.
But they are not solving the same problem.

THE GAP
NOT PRODUCT.

| happen early. If the system
| isn't easy to understand,

IMMEDIATE COMFORT
Cushioning feels good
from the first step.

} many never experience
‘ the long-term advantage
| Altra is built for.
LOW FRICTION ENTRY

Easy to try. Easy to like.

@ Easy to buy. |
INTUITIVE FIRST EXPERIENCE ‘
Feels natural right away.

No learning curve.

THE GAP IS:

EASE OF UNDERSTANDING
AT FIRST TOUCH.

|
|
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PERCEPTION AT FIRST TOUCH. AL T4
‘ Most purchase decisions
HOKA WINS WITH: ALTRA WINS WITH:

PHILOSOPHY
Built on natural movement,
foot health, and long-term thinking.

LONG-TERM MOVEMENT LOGIC
Zero-drop and FootShape design
create real biomechanical benefits
over time.

BIOMECHANICAL POSITIONING
Designed for runners, not just
comfort. Built for outcome,

not just feel.

THE EXPERIENCE JOURNEY: WHERE EACH BRAND WINS

== HOKA EXPERIENCE
= ALTRA EXPERIENCE

THE REALITY

HOKA wins the moment.
Altra wins the journey.

The opportunity is not to

become HOKA.

IT IS TO MAKE ALTRA EASIER
TO ENTER WITHOUT LOSING

HIGH B e—
PERCEIVED
VALUE
Low
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CONSIDERING FIRST TRY FIRST RUN FIRST 30 DAYS LONG TERM LOYALTY

Research & In Store or Initial Comfort i Per Advocacy
First Impressions Online Order & Experience & Habit Building Health, Durability | Brand Connection

WHAT MAKES IT DIFFERENT.

BRAND. RockyParrish.com

4:; LONG-TERM BENEFIT BUILDS THE

FIRST IMPRESSION GETS THE TRIAL. ‘

Altra does not need to become HOKA.

Altra needs to make Altra easier to enter without losing what makes it different.




Proposed Solutions

The opportunity is not to add complexity.

It is to organize what already exists into a clearer system.

PROPOSED SOLUTIONS L

A CLEARER SYSTEM. A STRONGER EXPERIENCE. A STRONGER BRAND.

The opportunity is not to add complexity. It is to organize what already exists into a clearer system.
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FIND IT STARTIT STAY ON IT IN-BOX RETAIL DIGITAL
ORIGINAL ~ STANDARD SLIM
GUIDE  CONVERSATION  JOURNEY
WIDEST  MIDVOLUME  NARROWER
An s Lower-crop models should feel Zero-drop is the destination and
hew cor wmer:hw\d understand A FTh = % / o " Help the consumer understand Transition guidance should not be
where to start, what to expect, intentional. They are the first step the Eart-c the 2] rotect it fitPE st JHo mod e Yempare! T el e
and what comes next toward the full Altra experience. as the ultimate experience. and which shoe is right for them. Hine donm. I heiild Be builniny
KEY ACTIONS ———— KEY ACTIONS —— KEY ACTIONS KEY ACTIONS ———— KEY ACTIONS
@ Create a clear "Start Here” @ Rename and communicate @® Keep zero-drop models at the @ Create a simple consumer-facing @ Include simple transition guidance
navigation across all channels 4mm as the first step center of the brand fit guide in the box
@ Make the transition pathway @ Tell the "bridge to zero-drop” story @ Invest in hero storytelling and ©@ Standardize volume expectations @ Equip retail with talking points
visible everywhere consistently athlete credibility across models and resources
@ Remove decision friction @ Use 4mm models to build @ Ensure product excellence @ Train retail teams to sell fit @ Build digital content that educates
at the first touch confidence, not dilute the brand remains uncompromised with confidence before and after purchase

THE OUTCOME EASIER ENTRY HIGHER TRUST BETTER CONVERSION STRONGER LOYALTY SUSTAINABLE GROWTH
When the system is clear, More consumers Clear fit and transition Fewer barriers mean Successful transitions A system that scales
every part of the brand gets understand where build confidence more try-ons, more create long-term without losing what

in the brand. purchases, more wins. advocates. makes Altra different.

o start

stronger.

@ DONGTICHANGEWHATAMAKES/ATTRAISTRONE. CLARITY CREATES ENTRY. ENTRY BUILDS TRUST. TRUST DRIVES GROWTH RockyParrish.com
MAKE IT EASIER TO EXPERIENCE. : : : L el e

1. Build the entry system, not just the entry product
The product pieces may already exist.

The system around them needs to be clearer.

A new consumer should understand where to start, what to expect, and what comes next.

2. Position 4mm as the on-ramp

Lower-drop models should not feel like a compromise.
They should feel intentional.

A first step.

A bridge.

A guided entry into the full Altra experience.



3. Protect the zero-drop hero models
As the brand becomes more accessible, the core identity still needs protection.
Zero-drop should remain the destination.

The brand should grow without making loyal consumers feel like the original promise is
being diluted.

4. Improve fit trust

Fit clarity should be treated as a system.
Not just a spec.

Not just a product page detail.

The consumer needs to understand what each fit means, how models compare, and which
shoe is right for their foot.

5. Build transition education into the experience
Transition should not rely on the consumer finding the right blog post after purchase.

It should show up in the product experience, retail conversation, packaging, and digital
journey.

Why This Matters

This is not about fixing product.
It is about connecting product into a system.
Because when the system is clear:

entry improves
trust builds
conversion increases

loyalty scales
The pieces already exist.

The opportunity is how they are connected.



Closing

For Altra, the opportunity is simple:

Do not change what makes the brand strong.
Make it easier to experience.

Clarity creates entry.

Entry builds trust.

Trust drives growth.

If you want to explore the full category assessment, you can review it here:
Category Assessment

This work is part of a broader series:

e SOREL — Franchise + Structure
e Vuori — System + Consistency

To Understand The Why's:
e Rockv l. Parrish — The Work Before The Work

Different companies.
Different problems.
Same starting point.

Start with the work.

DON'T CHANGE
WHAT MAKES ALTRA STRONG.

Clarity creates entry. Entry builds trust.

Trust drives growth.

) (& i

A clear system A confident first A better experience More runners.
makes the brand step starts the builds belief in Stronger loyalty.
easy to enter. journey. the brand. Long-term impact.

THE PIECES ALREADY EXIST.

FOOTSHAPE. STRONGER SYSTEM.

ZE ZERO-DROP AT (1) 4MM AS
2\ 4 NATURAL MOVEMENT. STRONGER EXPERIENCE.
A =
THE DESTINATION. < THE ON-RAMP. @ REAL FREEDOM.

DIFFERENT COMPANIES. DIFFERENT PROBLEMS. SAME STARTING POINT.

‘ RockyParrish.com



https://rockyparrish.com/altra-running
https://rockyparrish.com/sorel-1
https://rockyparrish.com/vuori
https://rockyparrish.com/why-build-before
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