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C
ompression apparel was a big story in 2010. Appearing on 
professional athletes, spiking in Internet searches and garner-
ing attention on trade show floors, the category generated 
more than its share of buzz this past year.  According to 

new data from Leisure Trends Group’s Running RetailTRAK™, compres-
sion sales lived up to the hype at run specialty retail.  LTG’s recently 
released data on the compression market show that 2010 dollar sales at 
run specialty grew 56 percent over 2009 and 170 percent over 2008. In 
2010 compression was featured in about 5 percent of all apparel sold 
at run specialty: 3 percent of all apparel tops and about 8 percent of all 
bottoms used compression. The most commonly purchased compression 
items were tights and capri tights, sport tops/bra tops, shorts, socks and 
arm/leg sleeves.  

Retailers already selling compression know that the technology trans-
lates not only to increased sales, but also to increased profit. In 2010, the 

average selling price for apparel with 
compression was $47 as compared 
to $37 for non-compression styles 
across the same product categories. 
The average retailer margin for com-
pression apparel was 46 percent, as 
compared to 43 percent for all other 
apparel.For sportswear tights, the 
inclusion of compression technology 
bumped ARSP from an average of $57 
to $81 in 2010.

“While it is still a small category, we see a great opportunity for 
retailers who offer compression items in 2011. The key to maximizing 
sales will be a strategic product mix,” states LTG retail analyst Elisabeth 
Stahura. For those retailers looking to add compression to their sales floor 
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$8.4Min 2011, Stahura suggests focusing on tights and arm/leg sleeves for 
all customers and capri tights and sports bras for female customers.  

Tights were the largest compression category at run specialty in 2010; 
over 28 percent of all tights sold during the year contained compression 
technology. Since 2008, unit sales of tights with compression jumped 
70 percent while sales of those without compression rose 33 percent.  
Meanwhile, arm/leg sleeves, the second largest compression category, 
nearly doubled in sales from last year to this year.

In general, women’s apparel styles outsell men’s at run specialty 
and this trend holds true with compression.Excluding socks and 
arm/leg sleeves which are almost exclusively marketed as gender 
neutral, woman-specific styles accounted for over 60 percent of 
compression apparel sold in 2010, while bringing in 58 percent 
of non-compression apparel items for the year. While shorts and 
capris are still larger in terms of overall volume, keep an eye on 
compression sports bras and sport tops in 2011. l
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