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Financial Update | Continued success in H1 2024

Net Sales

1.08bn
+24% vs LY

Gross Profit

644m
+26% vs LY

Adjusted EBITDA 
Margin

15.6%

FW25 State of the Oniverse

** Covering 6 month period from January 1, 2024, to June 30, 2024



Region Product CategoryChannel

NA
699.7m 
(65%)

APAC
111.6m 
(10%)

EMEA
264.6m 
(25%)

Wholesale
675.9m 
(63%) D2C

(Retail & E-com)
399.9m
(37%)

Footwear
1,027.10m 
(95%)

Accessories
7.1m 
(1%)

Apparel
41.6m 
(4%)

1.08bn 1.08bn 1.08bn

Financial Update | H1 2024 FW25 State of the Oniverse

** Covering 6 month period from January 1, 2024, to June 30, 2024



Market Insights | We’re growing thanks to our retail partners

Top 10 Brands Value Market Share YoY Growth %

Channel AS/SG*

Category Road Running

Total market = $ 669m Total market = $ 737m Total market = +20%Total market = $ 881m

1HY ‘22 1HY ‘23 1HY ‘24

B&M

Source: Circana (formerly NPD)
*Athletic Specialty / Sporting Goods ; list of retailers shown is not comprehensive. Adults only ; Cloud is excluded

FW25 State of the Oniverse



Market Insights | We’re growing thanks to our retail partners FW25 State of the Oniverse

Source: Circana (formerly NPD) ; Adults only ; Cloud is excluded
*List of retailers shown is not comprehensive.

Top 8 Brands Value Market Share YoY Growth %

Channel Brick & Mortar, Online

Category Road Running excl. Entry level

Total market = € 118m Total market = € 119m Total market = +9%Total market = € 130m

1HY ‘22 1HY ‘23 1HY ‘24



On in 2024



Olympics

Caspar? 



Awareness of On 
globally has increased to 
22% in Q3, after Road to 
Paris.

Our Road to Paris efforts 
across marketing and athlete 
success have clearly had an 
impact and helped us 
continue our momentum.

Performance brand 
perceptions have all 
grown and outpased 
competitors. 

‘Made for runners’, ‘made for 
elite athletes,’ ‘innovative’, 
and ‘made for high 
performance’ perceptions 
have grown 1-2%. 
Competitors are likely to 
have spent more than On on 
marketing during this time, 
leveraging larger athlete 
rosters, so this is a big win in 
a very competitive time.

The Olympics period 
generated as much 
social impressions for 
On as the 30-day 
Lightspray launch.

We generated 63m 
impressions in relation to the 
Olympics, indicating the high 
level of organic engagement 
that the success of our 
athletes is generating. The 
sentiment score of 
conversations was also 
94%, one of our highest 
scores ever.

Hellen Obiri was a key 
driver of the social 
conversations around 
Lightspray.

She generated 3.4m 
impressions related to 
Lightspray, which was one of 
the most talked about 
keywords/topics associated 
with the launch.

Olympics | Executive Summary



Olympics | Fan Engagement FW25 State of the Oniverse

Documentaries
1.8K of post volume is documentary 
related - Iga’s docu’s top performer

Representatives
Zendaya and Rich Roll drove 1K 
comments, 13% of total posts

Overall sentiment 

On Labs
33% of social conversation is 
about On labs

Iga fan sentiment 
16% of total social comments were 
about Iga (60% of athlete posts)

Across 6.2K Oly-related comments, 
we see 94% positive sentiment

Olympics UGC
UGC featured athlete wall, panel 
talks, Prism collection & LS robot

Athletes
26% of Oly-related social media 
messages were about our athletes

Hellen Obiri
1% of Oly-related social media 
messages were about Hellen Obiri

https://www.linkedin.com/feed/update/urn:li:ugcPost:7229127137998376960/
https://www.linkedin.com/feed/update/urn:li:ugcPost:7228152531598602241/


On Labs Paris FW25 State of the Oniverse



LightSpray™



We showed up in Paris ‘24 with LightSprayTM, leaving our mark 
as an innovative brand, building awareness and showcasing elite 
athletes performance. 

1.7B
Earned Media Impressions

45h
LightSpray Live Demo

19
Athletes in LightSprayTM Hellen Obiri’s Bronze Medal





Zendaya



Brand Build | Key numbers

XX

Zendaya, together 
with On.

63K
items sold generating 
ca. 8M CHF revenue

56%
New customers

1B
Potential Impressions 
(across all channels)

2.3M
Engagements

12.5K
Mentions



Paris 2024 Brand Comms ResultsBrand Build | Brand Comms Results



On is closing the 
awareness gap to 
Hoka, while other 
brands are staying still.

Our efforts across the Road to Paris is 
driving strong positive momentum and 
we are taking mental market share 
among sportswear consumers.

Brand Build FW25 State of the Oniverse

Aided Awareness
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DTC 
Retail Update  



Recap: Retail mission as North Star across teams FW25 State of the Oniverse

Channel mission
Retail positively impacts brand awareness, momentum, and perception, 
reinforcing a sportswear brand positioning with a high apparel sales share

As On’s 3rd sales channel, Retail supports the commercial DTC mission of reaching 
new & existing fans, increasing CLTV and generating superior margins.

Our stores fuse iconic and timeless brand identity with disruptive spatial design and 
engaging activations to provide a superior brand experience

Our teams cultivate authentic and vibrant experiences to grow our communities and 
inspire humans to move.



2024 Targets: Multi-channel distribution FW25 State of the Oniverse

66 On branded retail 
stores worldwide*

Now End 2024
90+ On branded retail 
stores worldwide

Long-term vision
Immersive commercial experiences built on a custom, integrated channel mix for 
each operating market.
*Excludes Shop-in-Shops, while 90+ target includes China franchisee-led SiS



New store openings (Q2 2024 - Q3 2024) FW25 State of the Oniverse

Hong Kong, Central
July 2024 

Austin, South Congress 
Sep 2024

Milan, Vittorio Emanuele
August 2024Paris, Champs-Elysées

July 2024

Beijing Livat
April 2024Chengdu Florentia 

Village Outlet
June 2025

AMER: 
+2 Store
Total: 7 stores

CHINA: 
+6 Stores
Total: 28 stores

EMEA: 
+2 Stores
Total: 7 stores

Las Vegas, Outlet 
August 2024

Wuhan SKP
July 2024 

Tianjin Florentia Outlet
Sep 2024

Nanjing Mix C
Sep 2024 

APAC: 

Total: 1 store



Zoom on Paris Champs-Elysées Opening (July 12th) FW25 State of the Oniverse



Outlook for 2024: 
Our plans for 2024 (DTCr - our own Retail) FW25 State of the Oniverse

15+

300+

NEW DTC 
STORE 
OPENINGS

NEW TEAM 
MEMBERS

BerlinPortland

New cities in 9 countries

New technology, training, 
and support

Beijing
Austin

Chicago

Milan

Hong Kong
Wuhan

Melbourne

Paris 2

NYC 3Las Vegas Shanghai

UK Outlet



In addition to our own Retail expansion, we are adding 
franchisee-led and distributor-led monobrand stores FW25 State of the Oniverse

15+

NEW FMS or 
DMS STORE 
OPENINGS

Chile & Mexico:
2 stores

Indonesia: 1 store

China:
12-13 stores



90 On-branded stores by end of 2024
50 own stores (DTCr) and 40 partner distribution stores (DMS/FMS)

Opening year
DTCr stores opening prior to 2024

DTCr store openings in 2024

Beijing

Shanghai

NYC: 
3 Stores

Portland 

Chengdu

Shenzhen

AMER: 
~9 DTCr stores  
~2 partner stores

LA

EMEA: 
~8 DTCr stores

Tokyo 

London: 
2 Stores
1 Outlet

Miami
Guangzhou

Paris 1 & 
2

Chicago 

Austin 

Berlin

Milan
Zurich

Melbourne

Las Vegas 
Outlet Wuhan

APAC incl. China: 
~32 DTCr stores  
(thereof ~30 in China)
~29 partner stores
(thereof ~27 in China & HK)

Hong Kong

Nanjing

Chile & Mexico:
2 stores

CHINA
+9 new stores 
+2 outlets

+12-13 FMS 

Indonesia:
1 store

15+

NEW DTCr 
STORE 
OPENINGS

15+

NEW DMS or 
FMS STORE 
OPENINGS

Partner distribution: DMS or FMS store openings in 2024 

Note: DTCr stands for own and operated retail stores; Partner distribution can either be DMS (in indirect markets) or FMS (direct markets). DMS stands for distributor-led monobrand stores, FMS stands for Franchisee-led monobrand stores
Preliminary - subject to change depending on real estate opportunities & market conditions



Thank you!

State of the Oniverse


