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Introducing the Aurora. Water repellant, quilted upper provides the functionality 
of a boot with the lightweight comfort of a Rykä athletic sneaker.



I 
grew up in a small business family. 
My dad owned and operated 
restaurants. If business was good, 
dad would come home with 
some extra steaks from the meat 
purveyor. If business was tough, 

when the phone would ring he would say 
“don’t answer it.” And instinctively, I knew 
it was a bill collector calling.

Perhaps the only thing tougher than 
running a shoe store in this omni-channel, 
online world is selling burgers. That’s why 
our sister publication Running Insight ran a 
story on Pal’s Sudden Service, a fast food 
burger joint based out of Tennessee that has 
26 stores and 1000 employees. 

How do these guys compete against 
McDonald’s, Wendy’s, Burger King and 
the new wave of fast food establishments? 
“We’re not able to out-advertise the major 
players,” David Jones, Pal’s VP, tells Running 
Insight, “but we can out-execute them and 
that’s what we do.”

Specifically, Jones says Pal’s follows 
five key rules to success, all of which are 
applicable to retailers of any size.
#1: Hire for personality.

For the last two decades, Pal’s has 
enjoyed employee turnover half the industry 
average, results Jones attributes to an 
unshakable HR philosophy: hire for attitude, 
train for skill.
#2: Thrive at the basics.

Jones shares the story of legendary 
UCLA basketball coach John Wooden, 
who would open the first practice of each 
season not by running his players through 
offensive sets or shooting drills, but by 
having them practice putting on their 
socks and lacing their shoes. If players 
failed to do the most fundamental tasks 

just right, Wooden surmised, then the 
team’s performance suffered.

Following that lead, Jones says the culture 
at Pal’s is “to succeed at everything.” Every 
process is broken down into finely detailed 
steps, including precise ways to fry, toss and 
salt French fries. 
#3: Drive out waste.

Leveraging a number of lean principles 
employed by Toyota, Pal’s touts efficiency 
and purpose.

 “A store employee ought to be able to 
go right into the stockroom and, with his 
eyes closed, go right to the very place a 
particular shoe should be. If not, you’re 
losing time, if not a sale,” says Jones.   
#4: Pursue a common mission.

Recognizing that customers want tasty 
food quickly and in a clean environment, 
Pal’s has defined its processes and 
focused its people on getting those key 
business drivers right time and again. As 
a result, 98 percent of Pal’s guests are 
repeat customers.
#5: Create a culture of professionalism.

From ironed shirts to shined shoes, Pal’s 
maintains a strict appearance standard for 
its crew members, about 40 percent of whom 
are teenagers. It’s not about a military-like 
focus on appearance or micromanaging staff, 
Jones says, but rather about creating an 
environment in which professionalism is the 
unquestioned standard.

To see the full version of the story, check 
out the July 15 edition of Running Insight at 
runninginsight.com and if you ever see a 
Pal’s in your travels, stop by for a burger. 
You won’t be disappointed. 

TIMEOUT | MARK SULLIVAN

Ten Years of Formula4 Media

Ten years ago, we founded Formula4 Media. In that time, we’ve published more than 250 magazines, 200 newsletters 
and produced 20 trade shows. Thanks to all of our sponsors, advertisers and readers. We appreciate your support 
and we eagerly look forward to the next decade. Left to right: Jeff Nott, Troy Leonard, Jeff Gruenhut, Mark Sullivan.
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Garmont Set for 
Return to U.S. Market

footwearinsight.com

By Jennifer Ernst Beaudry 

I
talian outdoor brand Garmont  
is in the midst of a re-entry into the 
U.S. market, with outdoor veteran  
Bill Dodge at the helm of its new  
U.S. subsidiary.

Dodge said the launch of Garmont 
North America is a sign the parent 

company – itself under new management 
after its sale last year to Italian firm Gruppo 
Bressan – is committed to the U.S. market. 

“It’s a big difference — they’re investing and 
in this market for the long term now,” he says. 
“There are very strong plans to develop the 
brand fully now.”

Dodge, who has had stints at New Balance 
and Timberland and most recently served 
as VP–product development for the Merrell, 
Chaco and Patagonia brands at Rockford, 
MI-based Wolverine World Wide, will serve 

as the subsidiary’s CEO. The new offices, 
headquartered in Exeter, NH, will oversee all 
U.S. and Canada sales and customer service. 
The company has also named Ben Palliser 
director of sales, and a warehouse in Nashua, 
NH is ready to support deliveries for the 
e-commerce site, set to launch in July.

Garmont will be delivering hiking and 
mountaineering styles for men and women for 
the Fall 2015 season, including a re-launch of 
its Tower collection, redesigned to be lighter 
weight and athletic. Price points for the line 
range from $150 to $600. Targeting 100 doors 
in the specialty and outdoor channels, the 
brand has been picked up by retailers such as 
Jax Mercantile Co. in Colorado and Iowa, and 
Colorado Springs, CO-based Mountain Chalet. 

And while Dodge says he wasn’t sure 
heading into the last Outdoor Retailer trade 
show how the brand would be received after 
a multi-season absence from a competitive 

marketplace, initial feedback from retailers 
has suggested there are fans out there of the 
50-plus-year-old brand.  

“There’s  really a distinct difference with 
Garmont — the company is very close to 
consumers, and being based in the foothills of 
the Dolemites there are lots of end users to be 
able to connect with,” he says. “They start from 
the inside out. It is an entirely different design 
process and it ends up in product that sits and 
performs better. That’s why consumers love it 
so much.” 

Future plans for the line include adding hik-
ing and trail shoes into the mix for the Spring 
’16 season and Dodge says the company sees 
a big opportunity to leverage its fit story to 
drive the women’s side in future seasons. 

“It seems like we’re being welcomed with 
open arms,” he says. “it’s really a great 
opportunity to bring this great brand back to 
folks in North America.” 

THEFOOTWEAREYE

BRAND RE-LAUNCH

Garmont Dragontail

www.footwearinsight.com
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Diadora 
Coming 
Back 
to U.S. 

K-Swiss Global Brands Acquires Supra, KR3W

footwearinsight.com

THEFOOTWEAREYE

HERITAGE STYLE

ACQUISITION

The Italian brand 

Diadora is gearing 

up for a return to 

the U.S. market 

this fall with 

limited Sportswear 

and Heritage 

collections. Most 

of the styles draw 

their inspiration 

from Diadora 

styles that were 

first introduced in 

the late 1980s or 

1990s, updated 

with new color 

ways and materials 

in some cases. 

Retail prices range 

from $95-200 in the 

Sportswear range 

to $120-435 in the 

Heritage collection. 

Top retailers for 

Heritage styles 

include Barneys, 

Sak’s, American 

Rag, Gimme Shoes 

and Revolve.com. 

Nordstrom, Kith, 

Concepts, Bait 

and A Ma Maniere 

are among the top 

retailers for the 

Sportswear styles.

W
ith the acquisition 
of Fountain 
Valley, CA-based 
ONE-Distribution, 
the skate-inspired 

apparel and footwear maker 
and parent of KR3W Denim Co. 
and Supra Footwear, K-Swiss 
Global Brands (KSGB) has 
broadened its portfolio of brands 
to six. Financial terms of the 
purchase from ONE-Distribution 
shareholders, including Bertram 
Capital, were not disclosed. 
Robert “Cape” Capener, founder 
of the Above the Rim and Heaton 
brands, has been named brand 

president of both Supra and 
KR3W.  

Larry Remington, president and 
CEO OF KSGB, says the company 
has a three-pronged distribution 
strategy for its newest brands that 
will focus on the core skate realm, 
lifestyle/fashion channels and 
boutiques. Retail price points will 
range from $65 to $140, and there 
will be no disruption of service 
under the new ownership.

Despite the recent documented 
struggles of the sports action 
channel, Remington says 
Supra was able to maintain its 
skate heritage as it began to 

transition to more of a lifestyle 
brand. Going forward, it’s 
anticipated the brand will be 
able to effectively compete in the 
three separate channels while 
maintaining its authenticity. As 
for KR3W (pronounced “Krew”), 
the label began in skate apparel 
in 2003 with a focus on denim 
and stretch fabrics. 

As for the KSGB parent, South 
Korea-based E-Land Group, 
its growth strategy is to be a 
top-tier, multi-brand company 
with 10 brands generating 
approximately $3 billion in 
worldwide sales by 2020. That 

objective portends additional 
acquisitions will occur over 
the next five years. Remington 
confirmed E-Land is “looking 
at everything” that could 
complement its existing brands. 

Already, E-Land has enjoyed 
incredible success with K-Swiss 
in Asia, including 250 stores in 
Korea, 34 in Taiwan, 20 in Hong 
Kong and the first five retail 
stores in China. The Palladium 
brand, meanwhile, has three U.S. 
stores (New York, Houston and 
California), and will have more 
than 100 open by year-end. 

— Bob McGee. 

Diadora Trident 90 NYL

www.footwearinsight.com
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Relax and Enjoy with FootBalance

A Home for Bruno Magli

footwearinsight.com

THEFOOTWEAREYE
NEW STYLES

PARTNERSHIP

F
ootBalance has launched a range of 100 percent custom 
sandals, which are custom molded in store in 10 minutes. 
The new sandals are designed to provide optimal 
support and alignment for consumers’ feet after sports 
and during work and leisure pursuits. FootBalance Relax 
sandals are designed specifically for active consumers 

looking for  comfort and support in-between and after exercise, as 
well as for leisure use, The Relax sandals feature a top layer EVA that 
is soft and smooth against bare feet, while the padded cushioned top-
strap offers comfort. 

FootBalance Enjoy sandals, meanwhile, are designed for everyday 
use and feature a more stylish design and sophisticated look that 
compliments more casual attire. The microfiber top layer provides a 
gentle feeling, while a padded leather strap in the men’s’ model offers 
additional comfort. The women’s model comes with a thinner, more 
chic white leather strap presenting an elegant contrast with the dark 
brown sandal.

Both models have an EVA layer construction with additional Poron 
XRD heel cushion for comfortable wear. The integrated, patented, 
balance plate supports the arch of the foot, helping feet relax in the 
contoured surrounding of the molded sandals.

WHEN LARRY PAPARO OF LJP BEGAN EXPLORING 
a partnership with the venerable Bruno Magli 
brand, his research took him to Nordstrom 
where he encountered a woman who had just 
purchased six pair of the same style for her 
husband. “Apparently, she wanted him to have a 
pair of shoes for each of their six homes,” Paparo 
explains. “Consumers have such a passion 
for the brand and the product. We really feel a 
responsibility to the brand and its heritage.”

Working with Marquee Brands, which acquired 
Bruno Magli this past January, LJP will be the North 
American partner for the Italian brand and will handle 
design, development and sourcing for the rest of the 
world. Founded in Italy by siblings, Mario, Marino and 
Bruno Magli, the brand has had several owners since 
2001. But Paparo says Marquee, which is run by 
Michael DeVirgilio, his former colleague at Kenneth 
Cole, is the perfect home for the luxury brand.

“Knowing who is involved, retailers can have confidence in the brand,” 
Paparo says. “We have the pedigree and the passion. Our plan is to put the 
brand first and the rest will follow.”

The initial plan is to focus on core styles and then build out the collection of 
exotics and higher priced items. The sweet spot for the brand is $400 to $600, 
Paparo says. Price points for Collezione (their higher priced collection) will be 
$800 to $1200 and production for all the shoes will be done out of Italy. “That’s 
in our agreement and I’m glad it is,” Paparo says. 

Custom is key 
at FootBalance

LJP
 p

artners w
ith B

runo
 M

ag
li 

www.footwearinsight.com
www.wigwam.com


A Licensed Division of LJP International

FFANY, NEW YORK (AUG 4-6)
1370 Avenue of The Americas, 4th Floor, New York, NY 10019

FN PLATFORM, LAS VEGAS (AUG  17-19)
Las Vegas Convention Center, South Hall, Booth 81821

THE ATLANTA SHOE MARKET, ATLANTA (AUG 22-24)
Cobb Galleria Center, GA, Booth 817 & 819

For more information please call 732.771.8700 or ljp-cs@ljpintl.com

mailto:ljp-cs@ljpintl.com


www.footwearinsight.com


http://www.sofsole.com/FIT


18  •  Footwear Insight ~ July/August 2015

Chicago Event Takes a Step Forward

footwearinsight.com

F
or two-and-a-half days 
in early July, retailers 
that walked past 
the Ferris wheel on 
Chicago’s Navy Pier, 
past the Bubba Gump 

Shrimp Company and the souvenir 
shops, learned techniques 
for running a more successful 
business, one that caters to the 
powerful $11.5 billion women’s 
active market.

The Running & Fitness Event 
For Women conference and trade 
show, which wrapped up its 
second year, attracted nearly 1000 
industry professionals to Chicago, 
who came to network and consider 
products from 145 manufacturers 

offering the latest footwear, gear 
and apparel created specifically 
for the female consumer.

This year’s conference and 
trade show reported a 30 percent 
increase in buyers and a 20 
percent increase in brands on 
the show floor, according to Beth 
Gordon, show director.

“The event was a perfect 
convergence of fashion brands 
getting more functional and 
functional brands adding flashes of 
design and color to their line-up,” 
says Gordon.

“There was tremendous interest 
in the category at all levels, with 
buyers representing a diversity 
of retail channels, from online to 

chain stores, to running specialty.”
The show attracted top 

athletes and media, all of whom 
were exploring the growth of 
the women’s business. Lornah 
Kiplagat, one of the top female 
marathoners in the world, was 
promoting the American launch of 
her signature apparel collection. 
Liz Thomas, who is known for 
her hikes of the Appalachian 
trail, walked 60 miles through the 
streets of Chicago in Altra shoes in 
advance of the event; and Runner’s 
World’s RWZelle.com was covering 
new products for its website, 
which has one million-plus page 
views per month.

At the show there was also a 

growing awareness that female 
retail executives need to be on 
the front lines of selling the latest 
gear to female consumers. A new 
grassroots organization called She 
Runs Retail, which was created 
to support, empower and mentor 
female store owners, managers 
and leaders across the running 
specialty space, held a roundtable 
session for attendees to share best 
practices and ideas.

“This is the first time we’ve 
really been able to reach out to a 
large number of women and have 
an impact,” said Barbara Gubbins, 
owner of four Gubbins sporting 
goods stores in New York and 
co-leader of She Runs Retail. 
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CONFERENCE & TRADE SHOW

Libby Gill talks about market share.

The Opening Night Fashion Show featured Spring 2016 collections worn by real women 
who were customers of Fleet Feet Sports Chicago, which presented the show.

Erika Napoletano takes about the power of unpopularity.

The industry came together in Chicago.

Retailers share ideas.

Mary Ellen & John Shepard, Take It On The Run.

Sarah Van Elzen from Hanson Dodge talks 
about the Future of Retail.

http://www.gamefacemedia.com
www.footwearinsight.com
www.rwzelle.com


At the Runner’s World Fun Run. Rolling out the kinks with TriggerPoint 
at The Studio.

Trade Show: Retailers take a look at Spring 2016 offerings.

Stefania Pinton offers insights. Retailers enjoy a boat tour of Chicago.
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The First Annual Gold Medal Service Award Ceremony 

 FOOTWEAR INSIGHT RECOGNIZES TOP SIT-AND-FIT STORES
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ENTER 
THE 2016 
COMPETITION

If you’d like your store 

to be considered 

for the 2016 Gold 

Medal Awards, 

please contact 

Christina Henderson 

at chenderson@

formula4media.com

1. Holden Nagelberg of Waldlaufer catches up with accounts. 2. Bob Mullaney of Rockport and Danny Wasserman of Tip Top. 3. Awards Suitable for Display in Stores. 4. Up close 
conversations. 5. Left to Right: Vesper Williams, Stan’s Fit for Your Feet; Chris Bentvelzen, Shoes N Feet; Maurice Breton, Comfort One Shoes; Phil Wright, Vernon Powell Shoes; 
Danny Wasserman, Tip Top Shoes;  Rick Ravel, Karavel Shoes; Steven Rueda, Turnpike Comfort Footwear. 6. Mark Sullivan of Footwear Insight. 7. Rick Ravel of Karavel and Chris 
Bentvelzen, Shoes N Feet. 8. Yetzalee Mazza of Jambu and the Turnpike Shoe crew. 9. Maurice Breton of Comfort One and Chris Gallagher of Vionic.

76

98
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GOLD MEDAL 
SERVICE 

AWARD 2015

FOR OUTSTANDING 

CUSTOMER SERVICE

Some of the best sit-and-fit retailers in the United States were honored by Footwear Insight with the Gold Medal Service Awards. 
The Awards were presented to 34 of the best independent retailers in America, who were rated on more than 20 different criteria that 
assessed their customer service skills, starting with how they greeted a shopper when he or she entered the store all the way through 
the check-out process. The 34 retailers and their gold medal scores were published in the May/June issue of Footwear Insight. Eight 
of the retailers showed up to receive their awards in person at a special breakfast held at New York’s legendary night club, Studio 
54. The 2015 Gold Medal Service Award is sponsored by Vionic, Dansko and Waldlaufer.

SPONSORED BY

www.footwearinsight.com
mailto:chenderson@formula4media.com
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helps align the feet from the ground up.
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LACED WITH

SUPPORT
INNOVATION & STYLE in one transformative 

solution. With podiatrist-designed technology 

built into our full range of footwear, Vionic 

empowers the pursuit of an active lifestyle. 

Constructed in premium materials and essential 

silhouettes, Vionic provides support seekers 

with the ultimate bonus: a stylish shoe that 

feels great, too!
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This Year’s Hot Trends Show No Sign of Losing Steam

A
thleisure. Fashion. Comfort. These have been the three 
key trends that have kept retail registers ringing even 
in the darkest of days over the past year. And both the 
good and bad news for retailers is that these trends are 
continuing through the midway point of 2015. Running is 
still the dominant silhouette in the athleisure business as 

both performance designs and retro styles are capturing consumers’ fancy 
and wallets. Women’s fitness silhouettes suitable for high-energy training 

classes are emerging as the up-and-coming look with this shopper. The 
wilder the designs the better, and if the shoes can live up to performance 
standards, that’s worth an extra look. Boots have come down a notch, not 
so much in consumer interest, but in height. The ankle is the new calf as 
far as boot designers go, with sweet designs in a variety of materials and 
designs, ranging from rubber rain “shooties” to bold lace ups for men. 
As for sandals, designs run the gamut from nouvelle to traditional, but 
comfort still reigns supreme. 

ONTREND

Rockport Total Motion Fusion plain toe, shown in castlerock/lime punch. MSRP $120.

Wolverine 1000 Mile Collection’s croc patterned lace up.

Ryka’s Tenacity, inspired by the brand’s Japanese partner.

Left to right from Aetrex: The Macy, The Naya and The Vivian.

Joy & Mario Muai Patterned slip on. uai Patterned slip on. 

www.footwearinsight.com
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ONTREND

Skechers Performance GOrun 4, in a new colorway.

Skechers Go Flex Walk.

Dafna By Naot Lian boot. MSRP $115.

Ryka’s Tenacity for women, in its American version.

Dr Scholl’s Enya in denim suede from the originals collection. MSRP $128.

Waldlaufer Liz Chelsea Boot.

The Emergy Mid from Merrell. MSRP $130.
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February 2–4, 2016
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SIZES

Room to Move

By Suzanne Blecher

T
omas Bright, president 
of wide footwear 
specialist Hitchcock 
Shoes, has been in 

business for 64 years. But it was 
only two years ago that he began 
carrying women’s shoes, even 
though there had been plenty 
of requests. “For a long time it 
was an orthopedic business with 
looks that were functional but 
not attractive,” he says. 

Lately, women’s brands have 
stepped up with offerings as 
awareness for wide widths and 
large sizes has grown. Now along 
with 250 men’s styles, Hitchcock 
Shoes carries over 200 styles of 
women’s shoes. “Just because 
you have problem feet doesn’t 
mean you want to wear clunky 
shoes,” says Bright. The exec 
is seeing an increase in “really 
nice offerings in lots of colors 
and lightweight materials” from 
brands like Propet. 

An aging population can be a 

good thing for the specialized 
sizes and widths business, since 
“as people get older, their feet 
tend to flatten, causing feet to get 
both wider and longer,” says Tim 
Robertson, wholesale manager at 
San Antonio Shoemakers, adding, 
“your feet generally mirror your 
physical condition.” While 44 
percent of SAS customers buy 
medium widths (the top size for 
women is 8 and 10.5 for men), 
another 40 percent buy wide 
shoes (wide, double wide or 
triple wide). Meanwhile narrows 
and slims account for a little 
over 15 percent of sales. “We sell 
as many narrows as wide wides,” 
Robertson said. For Spring 2016, 
new women’s slip-on Sunny is 
available in narrow 7-10, medium 
5-11, wide 6-11 and wide wide 6-10. 

For the best fit, Robertson 
encourages consumers to have 
their feet measured every year. 
For consumers sizing online – 
and to account for differences 
between brands when it comes 
to sizing – in April, Amazon 

reportedly purchased Shoefitr, 
which uses 3D technology to 
scan the inside of shoes for 
accurate fitting information. 
The technology may be used on 
Zappos.com.

Consumers Have Demands
“We believe that today’s 

consumer is not going to settle 
for a shoe that ‘kinda fits.’ She’s 
come to expect comfort and fit 
in an athletic shoe and we make 
sure she can get it in her casual 
and dress casual footwear as 
well,” notes Tony Mattioli, VP–
sales for the Drydock Footwear 
Group, which markets Aravon 
by New Balance. More than 
45 percent of its volume is 
done in wide widths and most 
sales are in size nine or larger, 
Mattioli explains. While Aravon 
has always provided extended 
sizes and widths, business has 
experience consistent growth 
over the last five-plus years 
thanks to a wide assortment of 
shoes ranging from waterproof 
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SAS Sunny

Globe Shoes in Paramus, NJ
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winter boots to heeled dress 
pumps. Current popular styles 
include the Aravon Peggy, which 
is a waterproof leather demi 
boot, and the REVsavor, featuring 
the same proprietary midsole 
technology found in New Balance 
running shoes. For Spring 16, the 
brand has “some nice early reads” 
on the Beaumont Collection, 
Mattioli says. 

“There’s no question that as 
a society that we are getting 
larger. We see it in the average 
dress size going up. But with 
that said, we are also seeing 
us getting taller as a society as 
well,” comments Bruce Kaplan, 
EVP–sales and marketing for the 
Phoenix Footwear Group, parent 
company of the Trotters and 
SoftWalk brands. With college 
students ordering footwear in 
sizes above 10 on a daily basis, 
Kaplan explains that brands 
need to be cognizant of the 
fact that “the next generation 
of consumers is not as quick 
to sacrifice comfort and fit as 

perhaps their parents did.” 
Consumers are getting smarter 
about exact sizes, meaning that 
they know whether they are a 
seven or 7.5 wide versus just 
buying a euro size 38 designed to 
fit all consumers in that general 
size area. “That’s where Trotters 
comes in and why our business 
has shown consecutive double-
digit increases. We make them 
feel like they are getting a custom 
fit shoe,” the exec says. 

Regardless of size, “a woman 
wants her footwear to be 
feminine with feminine lines in 
current styles and colors,” says 
Marc Tishkoff, president of Drew 
Shoes. To accommodate feet that 
are getting longer and wider, the 
firm has recently added size 13 
in current styles of all three of 
its women’s brands (Drew, Ros 
Hommerson and Bellini) from 
slims to double wides. The Drew 
brand has also added size 16 in 
men’s from mediums to 6E (or 
triple wide, as sizes and widths 
vary across brands). In turn, “our 

business has grown substantially 
in the last five years” despite 
wholesalers offering less and 
less in terms of new product and 
diversity of sizes and widths then 
in years past, Tishkoff says. “The 
size and width business is not 
easy. It’s very inventory intensive 
for both the wholesaler and the 
retailer,” he adds.

Opportunities for Growth
So it may be surprising that 

a new brand would enter the 
specialty size and width space, 
due to the complexities involved. 
However, at Vionic, which has 
been active in the space for two 
years, “we feel that this customer 
need has been under-served 
by footwear companies in the 
past,” notes Tom Nelson, Vionic’s 
regional director, Americas. 
While there was a need to enter 
the niche since day one, “it is 
hard to pay for the development 
of sizes and widths as a start-up, 
so we had to do it in stages,” 
he explains. Currently about 

40 percent of Vionic styles are 
available in wide widths. For 
Spring, that Nelson plans to 
amp that up to 50 percent and 
also add a narrow option, since 
consumers have been actively 
asking for narrow options via 
social media. 

According to Globe Shoes 
GM Bobby Adler, there could 
be room to move in the narrow 
arena for a brand willing to take 
an unorthodox approach. 

“There are less people carrying 
and manufacturing narrows and 
the shoes that are out there, they 
are traditional. Nobody is taking 
the fresh stuff and making it in 
narrows,” the retailer says. But 
for Adler, the biggest chunk of 
the money pie is in wide widths. 
While he doesn’t get to fashion-y 
(“we don’t want to compete 
with stores in the mall”), the 
retailer works to ensure that 
styles are current and fresh. 
With that “we have a tremendous 
repeat business and earn our 
customer’s loyalty,” he says.  

The ‘Skinny’ on a Tough, Yet Lucrative Niche, with Specific Demographics. 

Vionic / Upright Georgia Bellini / Pandora

Drew / Heather Vionic / Motion VentureAravon / REVsavor

Trotters / CandelaRos Hommerson / Brittany

Hitchcock  / Sport Casual Canvas Slip-On
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Family Shoe Chains Aim for More Connections
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By Bob McGee

T
he aggregate clout 
of the three top 
U.S. family shoe 
chains is something 
to behold — more 
than 30 million 

loyal customers, $5 billion in 
annual sales and nearly 1900 
brick-and-mortar locations. 
Nevertheless, each one is aiming 
to become more nimble and 
better connected to both its loyal 
customers and top vendors as 
the market heads into the crucial 
back-to-school and holiday 
seasons and 2016.

Two of the three, Shoe Carnival 
and DSW, are testing the small 
format waters where sales per 
square foot productivity may 
quickly rival that of larger doors 
thanks to technology that will 
offer shoppers endless aisle 
access to all inventory chain-
wide. The third and largest of the 
family chains, Famous Footwear, 
which generated a two-year 
comp sales trend of 4.4 percent 
through the first quarter of 
2015, is seeing its newly-named 
parent in Caleres (the former 
Brown Shoe Co.) invest in the 
modernization and expansion 
of a Lebanon, TN, distribution 
center to improve its drop-ship 
capabilities and grow a top line 
that approached $1.6 billion in 
fiscal 2014.  

A Closer Look 

Shoe Carnival: The Evansville, 
IN-based retailer, which two 
years ago began opening stores 
in malls and will have 20 in place 
by year-end, is today eyeing 
18-19 large format doors, a test 
expansion strategy into smaller 
markets with 5000-square-foot 
locations (half the size of a 
typical door) and growth in both 
e-commerce capability and its 
loyalty customer program to 
fuel expansion. Buildout costs 
for the smaller stores, including 
inventory, is pegged $250,000, or 
one-fourth the average $1 million 
it costs to open a larger Shoe 
Carnival location. Meanwhile, the 
loyalty program, which didn’t 
count a single member 30 months 
ago and has been modeled after 
a successful program at DSW, 
accounted for 49 percent of the 
chain’s first quarter revenues. 
The seven million Shoe Perks 
members are forecast to increase 
to 10 million by year-end.

On another matter, Shoe 
Carnival senior management 
recently told the investment 
community how pleased it 
was with the number of shoe 
vendors adopting MAP (Minimum 
Advertised Price) policies. “This 

is the first time I can remember 
as many large brands have 
created MAP policies and living 
by them… It has created an 
even playing field and we like 
it,” Clif Sifford, president, CEO 
and chief merchandising officer 
recently told investors at the 
Jefferies 2015 Global Consumer 
Conference. 

Shoe Carnival is making a big 
push to have a new “Buy Online, 
Pick-up in store” program in 
place by year-end and estimates 
its fledgling e-commerce business 
will account for a minimum of 
five percent of all sales over the 
next four to five years. 

Famous Footwear: As the chain 
continued to generate improving 
metrics in the first quarter, 
including higher conversion 
rates and merchandise margins, 
average unit retail prices (AURs) 
and pairs per transaction, it is 
aiming to eventually generate 
four to six percent of total 
revenues from its direct-to-
consumer segment.

Senior management is 
encouraged by current 
merchandise and consumer buying 
trends in the banner, including 
more purchases at higher price 
points that were partly fueled 
by cleaner inventories overall. 
Canvas, which dominated the first 
quarter, is forecast to strengthen 
for the back-to-school season.

“Obviously, we’re in a cycle 
where some of our key vendors 
and the key brands within the 
canvas and lifestyle businesses 
are trending very strongly 
and those businesses have a 
tendency to be higher margins 
than some of the athletic 
performance businesses,” 
Richard Ausick, division 
president for Famous Footwear 
recently told investors.

DSW: While shares in this 
chain, whose principal business 
is women’s shoes, have not 
performed as well as Shoe 
Carnival or Caleres during the 
first half of 2015, the retailer has 

MORE NIMBLE

BETTER CONNECTED

LOYAL TO CUSTOMERS

www.footwearinsight.com


garnered a positive review from 
TheStreet. The publication cites 
DSW’s revenue growth, favorable 
debt-to-equity ration and lack 
of “any significant weakness” as 
all positives for the retailer that 

counts 23 million loyalty club 
members. DSW, which began 
testing a smaller, 12,000-square-
foot format last year, is launching 
a ‘Buy Online, Pick-up in-store’ 
program. 
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At a Glance
SHOE CARNIVAL / EVANSVILLE, IN

• 402 stores in 33 states; will open 18-19 
large formats and test small format.

• FY14 sales rose 6.2 percent to 
$940.16 million.

• Purchases from 160 vendors, but two 
account for 10-plus percent of sales.

• Has seven million Shoe Perks members 
with a 10 million target.

• Estimates 40 percent of sales are to 
Hispanics and African-Americans.

• Rolling out endless aisle chainwide in 
July.

• SCVL shares rose 15 percent in H1 to 
close at $28.80 on June 30.

DSW / COLUMBUS, OH

• 431 stores with 21,500-square-foot 
average. 

• Opened five small format 
(12,000-square feet) stores last year.

• FY14 sales rose 5.3 percent to 
$2,496.1 million.

• Top three vendors accounted for 18 
percent of FY14 revenues.

• Sales breakout: women’s, 61 percent; 
men’s, 18 percent, athletic, 12 percent, 
accessories, nine percent.

• Launching Buy Online, Pick-up in-store; 
kids’ footwear business.

• DSW shares fell 10.5 percent to $36.88 
in H1 to close at $33.37 on June 30.

FAMOUS FOOTWEAR / ST. LOUIS, MO

• Operating unit of Caleres
• 1038 stores at FY14 end.
• FY14 revenues rose 0.3 percent to 

$1,589 million.
• Average unit retail price is $40 on a 

$25-335 (boots) range.
• Projects same store sales will rise low-

single digits in FY15.
• 73 percent of sales to Rewards’ 

customers versus 70 percent in 2013.
• CAL shares rose 1.5 percent in H1 to 

$31.78 on June 30.

mailto:info@klogs.com
www.klogs.com
www.footwearinsight.com
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Shiekh Shoes Aims to Spread its Chic 
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By Bob McGee

A
s it heads towards 
its silver anniver-
sary year in 2016, 
Shiekh Shoes is on 
the move under 
Matt Fine, chain 

president since July 2014 and a 
former category sales director 
for sportswear at Nike, where he 
spent nearly a dozen years.

Shiekh, founded with a single 
door in 1991 by a former women’s 
shoe buyer, Shiekh Ellahi, who 
continues to make purchases 
for his namesake chain, wants to 
become a national player in foot-
wear and apparel. That objective 
will be met over the next three 

to five years, most likely through 
organic growth or a series of acqui-
sitions. In growing its national 
footprint, Shiekh intends to rollout 
its 3.0 store format, conceived by 
Fine, which will feature a deeper 
penetration of apparel and more 
color and brand stories within an 
average space of 3000-square feet. 

The chain currently has more 
than 130 locations, nearly 80 in 
California, with a strong West Coast 
presence from San Diego to Seattle 
with additional doors in Arizona, 
Texas, Chicago and Detroit. 
The retailer, also in the midst of 
overhauling its online platform, has 
renovated 90 of its stores to its 2.0 
concept since 2013.

“We’re bringing our store format 
to a more contemporary space and 
matching it to the voice that we’ve 
always had with our consumer,” 
says Fine, a lifelong baller whose 
infatuation with sneakers began 
after receiving a pair of Jordan IV’s 
during his early school days in the 
Los Angeles area.

“Serving a fast, fashion-
oriented consumer, you have to 
keep evolving your footprint to 
communicate to your intended 
audience,” Fine adds. 

For sure, Shiekh knows more 
than a thing or two about 
connecting to its customer 
base, largely men and women in 
the 17-22-year-old set who are 
inspired by hip-hop and pop 
music, lifestyle culture, sport 
and fashion. Over the years, the 
banner has sponsored a bevy 

of launch parties and special 
in-store events centered on the 
likes of Sean Kingston, Soulja 
Boy and Kanye West in the music 
realm and MJ himself in sport. 
In December, 2013, the Shiekh 
flagship on San Francisco’s 
Market Street debuted a Brand 
Jordan store-in-store on a single 
floor with details inspired by 
number 23 from six-foot, six-inch 
walls that matched the height 
of the basketball great to floor 
panels laid at a 23-degree angle 
to match his jersey number.  

“The consumer dictates every-
thing,” Fine has stated when asked 
what he learned from days inside 
the berm. “You have to be focused 
on the consumer-both on the retail 
side and on the brand side — and 
you really have to listen to what 
the consumer needs or wants. To 
connect with consumers on an 
emotional level is what creates 
brand loyalty and purchase behav-
ior,” he told Stash earlier this year. 

The footwear mix in a Shiekh 
Shoes, many of which compete 
directly against Foot Lockers in 
California malls, ranges from Nike, 
Adidas, Puma and Converse on 
the athletic side to Timberland, 
PF Flyers and DC. There is also a 
smattering of Shiekh’s private label 
women’s casual and dress shoes, 
G-Shock watches and snapback 
caps. Apparel offerings for women 
focus on key items such as 
T-shirts, bottoms and lightweight 
coverings, and collections that run 
from fast-fashion to athletic and 
street fashion.

“The exclusivity model to me, is 
dead,” Fine was recently quoted 
as saying. “I mean it’s still relevant 
in a sense that people want what 
they can’t have or want things 
that other people don’t have. But 
the reality is, if you think about it 
from a brand perspective, brands 
understand how big the market 
can be when they produce things 
in enough quantity so that people 
can get their hands on them. 
People are more aware now. 
They’re not necessarily driven by 
the hype of an item.” 

The trendsetting retailer will celebrate a silver anniversary in 2016.

Matt Fine, Shiekh Shoes

“Serving a fast, 
fashion-oriented 
consumer, you 
have to keep 
evolving your 
footprint to 
communicate to 
your intended 
audience.” 

MATT FINE, PRESIDENT
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©2015 Stable Step, LLC

Our Pinnacle support plus  
a built-in metatarsal pad

Neutral 
heel cradle for 

increased 
support and 

stability

Semi-rigid arch 
support for firm, yet 

flexible support

Heat and  
friction-reducing 

top fabric

Dual layer, 
shock-absorbing 
cushioning for 

comfort

Ideal for:
• Morton’s neuroma
• Metatarsalgia
• Plantar Fasciitis
• Mild to moderate pronation
• Heel spurs

Built-in 
metatarsal pad 

spreads and  
cushions met 

heads to alleviate 
pain

The Pinnacle Plus Full Length Orthotic features a built-in metatarsal cushion to spread 
and cushion the metatarsal heads to help alleviate pain. Ideal for Morton’s neuroma and 
metatarsalgia, the Pinnacle Plus provides the perfect blend of foot control, flexibility 
and cushioning. The encapsulated design with a firm but flexible support shell, built-in 
arch support and heel cradle offers stability and motion control to increase stability and 
comfort in casual, athletic and work shoes.

http://www.powerstep.com




info@waldlaufer.com  l www.waldlaufer.com  l 866-537-8363

European Made Footwear Offering The Perfect Fit For Your Customers And Your Business
 Comprehensive Open Stock Program
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Hipper than Thou
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G
etting tuned into 
fashion used to 
be a teenage rite 
of passage. Now 
it is happening at 
a much younger 

age. “Tweens and Teenagers 
nowadays have so much access 
to fashion and trends due to 
social media — they are exposed 
to more info than ever before,” 
says Naly Lee, director of 
design–line builder, Vida Shoes 
International, whose diverse 

stable of kids’ brands includes 
Jambu Kids. “They are creating 
their own style and taste from an 
early age and we see this trickle 
down to toddlers as well. They 
want to be just like their older 
brother or sister. It’s not about 
the white baby shoe anymore. 

Everyone is craving something 
unique, different and fresher than 
the previous season.”

Kids have more purchasing 
power than ever before and 
they are more focused on 
individuality. 

“No question about it, the 
kids today are more educated 
than they were five, 10 or 20 
years ago,” says Larry Paparo, 
president and CEO, LJP 
International, whose stable of 
brands includes Nine West Kids 
and Bare Traps Kids. “They have 
information at their fingertips 
starting at a very young age. 
Social media is a big part. They 
have their iPhones and iPads 
and they know what time it is. 
They know if Taylor Swift is 
wearing a shoe with a red sole 
or with glitter and they know 
they want that.”

Parents may have the money 
in their wallets, but the kid is 
the one with the purchasing 
power in many case. “The kid is 
making the purchase and the kid 
is driving the purchase,” says 

Paparo. “They are smart. Mom 
won’t buy the shoe if the kid 
won’t wear it.”

Being on-trend is now more 
important than ever. Old styles 
won’t cut it. “It is important to 
be on-trend,” says Paparo. “It 
used to be okay to wait a season 
or two and see what trends are 

happening and then take them 
down into kids’ styles, but 
with the apparel and footwear 
markets moving so quickly we 
have to have shoes that are 
on-trend as it happens.” 

The evolving taste of the 
younger set has benefits for those 
making the shoes. “It’s a really 
great time to be a kids’ footwear 
designer because we’re not 
confined by the traditional color 
limitations of the past,” says Lee. 
“It pushes us to be more creative 
and to look in other places for 
inspirations so that we can create 
product that the kids will love.”

Adds Lee, “Our product has 
always been designed with 
kids in mind and we’ve always 
been true to this idea. From the 
educational aspect of the animal 
kingdom to the freshest animal 
inspired colorways, we’ve always 
wanted to design shoes that kids 
will gravitate towards, not what 
the parents would pick for them. 
As long as the market continues 
to respond, we’ll continue to do 
what we’ve been doing.”

Notes Paparo, “Our job is easy. 
We have these great brands 
with an amazing footprint in the 
adult arena and we talk to them 
constantly about trends and 
materials that are happening. We 
take down the best styles and we 
make it age-appropriate and we 
make it fit and functional. That is 
our job as children’s experts.” 

“Our product has always been designed with kids in mind and 
we’ve always been true to this idea. As long as the market 
continues to respond, we’ll continue to do what we’ve been doing.”
NALY LEE, DIRECTOR OF DESIGN/LINE BUILDER, VIDA SHOES INTERNATIONAL

Cool Shoes for 
the Demanding 
Younger Set.

P
hoto: Florsheim
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NINE WEST KIDS

JAMBU KIDS

Casey

Mixed media pull up faux suede equestrian-inspired boot. 

Diva Girl

A micro fiber winter boot wedge with toggles.

Mae 2

Mid-height moto boot with trapunto stitching and shiny 

hardware accents.

Sunny

Flower chop out sandal with 

a cushioned foot bed.

Rosebud

A rich, soft faux suede thong sandal 

with a cushioned foot bed.

SORA

Spring 2016 style. In fucshia and coral.

FIA
Spring 2016 style. In aqua and purple.

SQUAMTA

Spring 2016 style. In black and neon.

BARE TRAPS KIDS
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FLORSHEIM KIDS

TIMBERLAND

Leather Moc Toe Chukka

Groveton boot with suede PU-coated upper.

Skyhaven Tall Boot

Asphalt Trail boot features faux 

shearling.

Velvet Fabric Fold-Down Boot

With a PU-coated waterproof suede upper.

Kennett Jr.

Saddle shoe style, a collaboration with 

Brooklyn kids’ apparel brand Appaman.

Quinlan Jr.

Hybrid boot design, collaboration with 

Brooklyn kids’ apparel brand Appaman.

Varsity High Top Jr.

Casual high-top style, collaboration with 

Brooklyn kids’ apparel brand Appaman.

UMI
Mica 

Boys’ boot in chocolate color.

Riley

Boys’ boot in saddle color.
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National Shoe Retailers 
Association

Business Performance Report
The footwear industry’s only 
financial analysis resource 
for comparing expenses and 
revenues with national averages 
reported by America’s leading 
independent footwear retailers.

Next Generation  
Leadership Program

This program educates owners and successors 
on how to manage the business transition  
from one generation  
to the next.

Footwear Trends Reporting
Leisure Trends, an NPD Group Company, 
collects sales data from participating retailers, 
and provides monthly sales  
and trends tracking for 
the independent retail 
community.

Peer-to-Peer Networking
Enjoy networking opportunities with other 
independent shoe retailers and vendors at 
conferences throughout the year: 

Conference

Learn what works and what 
doesn’t from others in the know.

Financial Services &  
Savings Opportunities 

 
which directly affect your bottom line.

 
Credit/Debit Card Processing 

America’s Largest Organization Representing 
Independent Footwear Retailers

Join NSRA today  
 

of membership, and more! 

Visit nsra.org,  
or call 800-673-8446.

Retail Education Webinars 

education seminars discussing topics such as:

WEBINARSRetail Education

Improving the business performance of our members since 1912

Shoe Retailing Today

Best practices

Industry trends

Independent retail member stores, and more

Creating Signs Customers Will Read  p. 8

Two Ten Is an Industry-wide Safety Net  p. 26

Meet the Man Who Oversees Two Ten  p. 28

www.nsra.org
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One moment you’re in the desert alone staring at 

the stars pondering the meaning of life and then 

you get a text that there’s a conference call in 10 

minutes. But we’re not judging anyone. It’s just 

the way it is. And we’re fortunate that the newest 

outdoor inspired footwear is suitable for whatever 

life brings at us. Spring 2016 outdoor footwear 

is designed to function at the highest levels. 

The best styles check all the boxes: lightweight, 

durable, waterproof and stylish to boot. On the 

style side of the equation, color and texture 

remain big stories as companies mix materials 

and colors in a way that will make shoes pop 

off the wall. Designers are also paying special 

attention to women for this coming Spring. 

Brands are serving up feminine silhouettes that 

flatter the foot and offer a strong mix of style 

and comfort. Companies are also trying their 

best to break men out of their tendencies to be 

dull shoe buyers. The Chukka boot silhouette is 

everywhere interpreted in great colors and 

materials with tasty design details 

that will make even the dullest of 

consumers reach for their wallets. 

So take these shoes and go as far 

off the grid as you can. Life will pull 

you back. But in these styles, you 

won’t mind as much.

Life is no longer lived 
between the lines. 

Shoes for Life On and Off The Grid

AHNU

WOLVERINE

BEARPAW

Coburn Low in Sahara for men.

The C
laire

 lig
htw

eight C
hukk

a fo
r w

omen.

Grayling Low, waterproof hiker.
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"Apart from shoes, success is the most wonderful thing in the world." 
We have been able to combine both for 50 years.

Become part of this unique success-story, for information on opening a Mephisto-Shop please communicate with:

VISIT US!
FN PLATFORM
August 17 - 19
Booth 82302
ATLANTA SHOE MARKET 
August 22 - 24
Booths 1405 - 1411

www.mephisto.com
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A NEW SPECIES IS SHAKING UP

 Introducing Icebug Insoles. These Bugs are different, with a whole new design DNA:
• Only Icebug Insoles support the foot's THREE ARCHES: Medial, Lateral and Metatarsal – 

for total support combined with cushioning.

• Our patented Arch Flex System® Technology works with the foot's structure and provides   
an energy return with every step – what we call Dynamic Propulsion™.   

• Our "FAT" and "SLIM" styles provide different degrees of cushioning, so customers can 
select the level of cushioning they want, the amount of arch support they need, and the   
exact fit for their shoes – in fact, only Icebug has 10 sizes to choose from.

So if your insole sales are, well buggin' you and you're looking to up your footwear or accessories de-
partment's game, discover the new 'Bugs at Outdoor Retailer Summer Market, booth #BR836.

Only from Icebug. Footwear for the New Outdoors™
NEW ICEBUG SLIM

WWW.ICEBUG.COM/US/INSOLES  •  FACEBOOK.COM/ICEBUGUSA  •  INFO@ICEBUGINC.COM  •  855.201.7694

THE EVOLUTION OF INSOLES

mailto:INFO@ICEBUGINC.COM
www.icebug.com/us/insoles
www.facebook.com/icebugusa
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AUGUST 17–19, 2015
Las Vegas Convention Center, South Hall, Level 1

FN PLATFORM makes it easy to shop men’s, women’s, juniors’ and children’s 

footwear brands with 6 conveniently merchandised lifestyle environments. 

Designed with buyers in mind, the FN PLATFORM show floor offers an 

efficient way to shop luxury to lifestyle branded footwear from both staple 

brands and the must-see newcomers you need to know about. 

Efficiently Shop 
Branded Footwear at

Buzzworthy Footwear 
Brands you Don’t Want  
to Miss

Discover must-see new and noteworthy 

footwear brands from around the world, 

many of which don’t exhibit at any other 

footwear shows in the U.S.! Shop footwear 

from over 20 countries including Britain, 

Italy, Brazil, Mexico and many more. 

 » United Nude
 » Eight Fifteen
 » Femmes Sans Peur
 » Attilio Giusti Leombruni
 » Vince Camuto      
 » Hannibal Laguna
 » Donald J Pliner 
 » Soludos
 » Kennel & Schmenger 
 » Gravati
 » And many more...

Women’s

 » Stride Rite
 » Budiu
 » First Steps Moccasins
 » Sam Edelman Kids
 » Naturino
 » Twinkie
 » Jessica Simpson Girls
 » Hello Kitty
 » Cucada
 » Vince Camuto Kids
 » Eli
 »  Polo Ralph Lauren Kids 
 » And many more...

Children’s

FOOTWEAR FOR THE MODERN MAN

JUNIORS’ AND CHILDREN’S COLLECTIONS

THE CROSSROADS OF STYLE AND COMFORT

ATHLEISURE AND ADVANCED CONTEMPORARY

WOMEN’S FASHION FOOTWEAR

LUXURY COLLECTIONS

ENTRANCE

LOUNGE

LOUNGE

CAFÉ

LOUNGE

EN
TR

AN
CE

LOUNGE

Women’s  
Discover a highly-edited  

showcase of luxury collections in  

BLACK DIAMOND, a standout 

assortment of women’s  

contemporary and designer  

fashion footwear in COSMO,  
and the crossroads of style  

and comfort footwear in ZEN.

Men’s  
Access the best designer and 

contemporary footwear for the 

modern man in BOND, casual 

lifestyle and athleisure-driven  

brands in CAMP, and the  

crossroads of style and  

comfort footwear in ZEN.

Children’s  
Shop the hottest looks and spot-on 

trends for juniors and children at  

IN PLAY.

 » Kenneth Cole
 » Trask
 » J Shoes
 » Camper
 » Oscar William Shoemaker
 » Turk & Fillmore
 » conhpol
 » Carlos Santos
 » Ted Baker
 » Cole Haan 
 » And many more...

Men’s



OPENING NIGHT PARTY

Join us for swanky cocktails 
and a live performance from 

swing sensation 

WHEN:
Monday, August 17 
6:00pm – 7:00pm

WHERE:
 CAFÉ

Footwear is United 
Under One Roof
WSA@MAGIC has a new location in South Hall, Level 2 
of the Las Vegas Convention Center. With fast fashion 

footwear at WSA@MAGIC now located above brand 

footwear at FN PLATFORM, footwear is united under one 

roof. Additional amenities, including a show-floor escalator 

with direct access between the two shows, make it easy 

and convenient for retailers to shop both fast fashion and 

branded footwear in the same building.

Gain Insights and Network  
with the Industry’s Best

Learn about relevant news and mingle with the industry’s 

most prominent players at one of our many seminars or 

cocktail parties. Led by key industry professionals, our 

complimentary seminars provide insight on important trade 

issues, trends and news that pertain to your business. 

August 2015 Seminar Sessions Led by:

 » The NDP Group

 » FDRA

 » NSRA

 » AAFA

 » And many more…

View the complete seminar and event schedule  
at www.magiconline.com

AUGUST 17–19, 2015
Las Vegas Convention Center, South Hall, Level 2

http://www.magiconline.com
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TERRA’s Sawtooth, $279.
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THE BOOT BOOK

THEY’RE CALLED WORK BOOTS FOR A GOOD REASON. 

They are the footwear that powers the wheels – and the feet – of 

industry. But what makes them work so hard goes far beyond 

heels and steel safety toes. Design, construction and materials 

are carefully combined and crafted to create 24/7, 21st Century 

workers that look and feel good from workweek through 

weekend. But what’s under all those uppers? To find out, we 

polled the top brands in four categories: work, outdoors, 

work/style and tactical. BY NANCY A. RUHLING



AVENGER WORK BOOTS
Style A7334, $149.99
Tough as nails and ruggedly stylish, 
the composite-toe A7334 gets its 
distinguished look from its full-grain 
crazy horse leather upper that’s 
accented with heat- and chemical-
resistant Kevlar thread and Coats’ 
brand Helios thread; red details on 
the outsole and hooks; and abrasion-
resistant Helcor leather toe wrap. 
The oil-resistant, high-abrasion, 
high-heat nitrile rubber outsole 
with Goodyear welt construction is 
durable, and its nearly flat design 
won’t get clogged with pebbles, 
asphalt or tar. A full-footbed 
thermal barrier minimizes heat 
transfer through the outsole, and 

a waterproof membrane and 200 
grams of Thinsulate insulation keep 
feet comfortable and dry. The boot, 
which meets or exceeds industry 
safety and electrical hazards 
standards, is also available with an 
external met guard.

BAFFIN
Chaos, $165
A lightweight 6-inch worker, the 
Chaos, has a waterproof leather 
upper with a breathable membrane, 
features a patented HexFlex rubber 
outsole that is oil- and acid-resistant 
and has a super-slip-resistant tread 
as well as an aluminum toe and 
non-metallic safety plate that meet 
industry safety standards. Stabilizer 

inserts bolster the arch construction, 
a polyurethane midsole cuts weight; 
a comfort-crafted insole provides 
energy return and absorption; and a 
breathable Hydro-Wick lining keeps 
feet cool and dry. 

CARHARTT
Force 10-Inch Pull-On, $184.99
The Force, which feels like a running 
shoe and works like a boot, is 
designed to appeal to the sneaker-
wearing generation. The materials 
and components, from the stretch 
and recovery breathable 3D-forming 
Ariaprene foam shaft to the ethylene 
vinyl acetate midsole, composite 

THE WORK CATEGORY

THE BOOT BOOK

WOLVERINE

Edge LX, $140. 

The Edge, a fusion of safety and 

comfort, pairs athletic and outdoor 

elements, such as color, to create a 

ruggedly good-looking work machine. 

The boot has a stratified cement 

construction that uses multiple layers 

of rubber, ethylene vinyl acetate and 

polyurethane to enhance performance 

and anti-fatigue properties. It features 

the brand’s EPX, CarbonMAX and 

Waterproof Plus technologies. EPX, 

which includes a honeycomb heel 

pattern, helps conserve and return 

energy. CarbonMAX safety toes are 

lightweight and designed to meet 

industry safety standards. The outsole, 

made of a polyurethane rubber cup, 

improves grip and stability. 
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Available in men’s and women’s sizes, the Edge LX also 
features 360-degree reflectivity and comes in grey/blue, 
brown/red and taupe/yellow color combinations.

footwearinsight.com

MARK REILLY
Brand Director, Keen Utility 
“More than half the work boots 
purchased in the United States 
are soft-toe styles. Additionally, 
there continues to be a call for 
more American-built products.” 

BILLY LOVELL
Product Development, 
Justin Original Workboots 
“The industry is leaning toward 
creating work boots specific to 
individual industries and niche 
markets. Something the work 
boot industry is always testing is 
the styling, creating work boots 
that look less rugged and more 
everyday casual.” 

ROB MILLS
President, Carhartt 
“Work boot development has 
been chasing the athletic 
industry for years. I don’t see 
that changing for some time, 
but it’s a challenge to blend 
the feel and comfort of athletic 
footwear with the demands and 
performance requirements of a 
work boot.” 

Avenger Work Boots’ A7334, $149.99. Baffin’s Chaos, $165. Carhartt’s Force 10-Inch Pull-On, $184.99.

www.footwearinsight.com
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THE BOOT BOOK

safety toe and rubber outsole, were 
chosen for lightweight comfort and 
performance. The design highlights 
the performance materials to create 
a visible fashion statement. The 
cement-constructed boot, which 
features a FastDry moisture-wicking 
lining, polyurethane with Ortholite 
cushion insoles that fight odors 
and a Storm Defender waterproof 
breathable membrane, is 20 percent 
lighter than the traditional boot.

DICKIES
Exo-Lite Fury Mid (DW6725), $80
The Fury Mid, a 6-inch mid-cut style 
with steel safety toe and hazard-
protection outsole, looks like a 
sneaker but works like a traditional 
boot. Its seamless rubber upper 
construction is similar to that used 
in athletic footwear, and its pops of 

red, blue and orange on the midsole 
and upper also are derived from 
that category. The fused-rubber 
upper resists water and chemicals, 
and the ethylene vinyl acetate/
rubber outsole is lightweight, 
comfortable and slip-resistant. It 
also features a removable ethylene 
vinyl acetate insole that has a layer 
of foot-forming Memory Foam and 
a cushioned heal-strike zone for 
extra comfort. Although technically 
classified as a work boot, it has 
features common to outdoor boots, 
and another similar style in the 
collection, Wraith, is all-black, 
making it suitable for tactical use.
 
DR. MARTENS
Rivet ST, $110
With the look of a classic Chelsea 
boot and the design of a work 

boot, the Rivet ST was designed to 
meet wearer requests for a lower-
height function Chelsea boot that 
could work well at industrial sites. 
Available in cemented and welted 
versions, the safety toecap boot 
features classic Dr. Martens assets, 
notably yellow stitching and AirWair 
pull tabs. Water- and slip-resistant, 
it meets industry standards for 
electrical hazards. 

JUSTIN ORIGINAL WORKBOOTS 
Work-Tek Frac’er WK511, $250
Built for the oil and gas industry 
and based on field research, the 
Work-Tek, a waterproof 8-inch boot 
with a composite toe, employs 
industry-leading technology and 
flame-resisting materials that exceed 
safety standards. It features a Poron 
XRD MetGuard, a shield-like overlay 
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TIMBERLAND PRO 

6-inch Ag Boss Alloy Safety Toe, $215. 

Developed to withstand the rigors of the 

agriculture industry, the Ag Boss features 

premium waterproof full-grain leather that 

offers protection from barnyard and pasture 

elements. Its dual-density Timberland Pro 

rubber and polyurethane soiling system 

includes low-profile lugs for minimal dirt and 

debris pickup. The boot, unlined to make 

it wearable in warmer weather, is abrasion 

resistant, non-marking, and slip- and oil-

resistant. Its three-quarter Goodyear Welt and 

cement-lasted heel give it durability and its 

rigid external heel cup provides lateral stability. 

Its other strengths include a lightweight alloy 

safety toe in a traditional round shape; four-row 

stitching; a heavy-duty Fiberglas shank; and 

Dual-Density Dynamic Anti-Fatigue Technology 

that absorbs shock and returns energy.

The Ag Boss’ midsole/outsole, a combination 
of the brand’s Ag Boss and Boondock styles, 
makes a bold fashion statement.

SEAN O’BRIEN
VP/General Manager, 
Honeywell Footwear Division 
“There is an increase in workers 
who are working in oil fields. 
And there is a need for oil- and 
chemical-resistant products.” 

MATTHEW MCCAIG
Product Manager, Terra 
“New and innovative technology 
introductions will continue to 
be a way of separating one’s 
products from the crowd. Be it 
through compounds, components 
or construction methods, look 
for brands to continue to align 
themselves with industry leaders 
of all kinds to create cool new 
products that integrate function and 
performance with safety.” 

Dickies’ Exo-Lite Fury Mid, $80. Dr. Martens’ Rivet ST, $110. Justin Original Workboots’  
Work-Tek Frac’er WK511, $250.

www.footwearinsight.com


Be Prepared. This fashionable Folding Rainboot is 

lightweight and waterproof. With comfort that can be 

conveniently stored in a small pouch, you can carry the

boot in your bag and never get caught in the rain
again! From slick urban streets to muddy marshes,

Packables by Baffin has you covered!

Packables boots fold easily into small waterproof storage bag included

Designed to roll up, pack up
then pop up and still retain
their original shape.

mailto:sales@baffin.com
www.baffin.com


THE BOOT BOOK

for armor-like protection and an 
Ortholite comfort insole. Specially 
treated leathers, threads and other 
materials add layers of safety for 
those who work around flames. 

KEEN UTILITY
Braddock Mid WP Soft Toe: Mid-height 
hiking-inspired work boot, $165
Designed to work the great outdoors, 
the Braddock, which features Keen’s 
toe bumper, has an athletic feel. 
Nubuck waterproof leather makes 
it durable and lightweight; 2-Zone 
Comfort Technology provides 
waterproof protection, breathability 
and air circulation; a thermoplastic 
polyurethane shank gives midfoot 
support; a removable metatomical 
dual-density ethylene vinyl acetate 
footbed gives flexibility; and the 
oil- and slip-resistant non-marking 

rubber outsole exceeds industry 
standards. 

MUCK
Chore Resistant Met Guard, $229.95
The first rubber neoprene, oil- 
and chemical-resistant boot, the 
lightweight Chore has a full rubber 
upper that contains a Honeywell-
proprietary compound called RDR 
Chemical Resistant that is added 
into the rubber, not dipped, so the 
rubber will not break down when 
it comes into contact with harsh 
chemicals. Designed for wearers of 
the original Chore, it also has a slip-
resistant compound on the outsole 
that makes it an excellent worker in 
oil and gas fields, food processing 
plants, farms and factories.

ROCKY
Elements Shale, $124.99 to $174.99
Built for workers in the oil and 
gas-extraction industries, the 
waterproof Shale is an extension 
of the brand’s Elements line 
that is geared to particular work 
environments. Its direct-attached 
oil- and slip-resistant outsole, 
which has a thermoplastic 
polyurethane skin, is bonded to 
the upper and resists chemical 
breakdown, and it is triple 
stitched in high-wear areas. 
Additional comfort and stability 
come from its Terra Suspension 
footbed and a nylon shank. Its 
oiled full-grain leather upper is 
a rugged performer. Available 
in soft and steel toe, the boot 
comes in twin-gore, 8-inch and 
pull-on styles. 
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BLUNDSTONE

980 Waterproof Safety Mining Boot, $499.

The 980, winner of the 2014 NSW Mining Innovation 

Award, puts safety first. Blundstone designers, working 

with miners, experienced the environment they worked 

in and created a boot that stands up to the harshest 

conditions and addresses traditional health and safety 

issues. It is resistant to penetration, heat up to 580 

degrees Fahrenheit, electrical hazards, slipping, oil and 

acid and organic fats and organic oils. Made of high-quality 

leather, it features  metatarsal protection that includes a 

molded Poron XRD guard; a quick closure and simple 

release Boa lacing system for a custom fit; heavy-duty 

abrasion-resistant anti-wicking thread; waterproof bootie; 

bellows tongue; luxury polyurethane footbed with arch 

support that is antibacterial, breathable and washable. Its 

low-density polyurethane midsole absorbs shock; a fitted 

shank enhances stability and a non-metallic penetration-

resistant insole meets industry safety standards.

Blundstone’s quick closure and simple 
release Boa lacing system on the 980 is 
adjustable for a personalized fit.

BRIAN HONEY
Marketing Manager, Rocky 
“Given the convergence of some 
athletic shoe styling and typical 
work boots, Rocky has focused 
on a number of new technologies 
and construction techniques to 
build lighter boots.” 

BEN ASHE
Senior Product Manager, 
Timberland PRO 
“There is a trend toward material 
innovations. For instance, we’ve 
introduced Timberland PRO 
Raptek Microfiber to some of our 
boots because it outperforms 
other materials in certain 
environments.”

Keen Utility’s Braddock, $165. Muck’s Chore Resistant Met Guard, $229.95. Rocky’s Elements Shale, $124.99 to $174.99.

www.footwearinsight.com
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THE BOOT BOOK

BOGS FOOTWEAR
Red Rock, $160
A durable, lightweight hiker for men 
and women, Red Rock features the 
same technology used in classic 
hiking boots but without carrying 
the extra weight. Created by 
using cold-cement construction, it 
features a lightweight stabilization 
plate and shock-absorbing Bogs 
Rebound Technology in the 
midsole for long-lasting comfort. 
Made of 100 percent full-grain 
leather, it packs an internal 
membrane; two millimeters of 
EverDay lightweight, breathable 
fabric and Bogs Max-Wick to keep 
feet dry; DuraFresh biotechnology 
to fight odor; Bogs Stabilizer for 
a natural fit; under-foot support; 
BioGrip for slip resistance; and a 

dual-density ethylene vinyl acetate 
footbed equipped with Ortholite for 
comfort.

GARMONT
Tower Trek GTX, $329
Tested by guides in the Italian Alps, 
the Tower Trek GRX, which was 
inspired by Garmont’s Tower GTX, 
is a lightweight mountain athlete 
built to carry heavy loads. The 
backpacker features the brand’s 
Anatomic Directed Design that 
delivers an athletic foot-hugging 
fit. Made of a waterproof leather 
upper, it includes a stretch-woven 
tongue with stretch Gore-Tex and 
a Vibram Winkler outside that has 
a large contact area for gripping 
on rock and bi-directional lugs for 
traction and braking.

HI-TEC
V-LITE Flash Hike I WP, $170
The Flash trades upon the brand’s 
sports heritage of creating 
lightweight and athletically inspired 
footwear. Its super-light V-Lite 
construction offers heavy-duty 
performance without sacrificing 
durability. Weighing 20.8 ounces, 
it is made of super-soft, form-
fitting Pittard’s water-resistant, 
breathable leather and a leather 
lining that wicks away sweat. Its 
Vibram rubber RollinGait outsole 
supports the natural roll of the foot, 
making walking more enjoyable. 
Other features include a Dri-Tec 
waterproof, breathable membrane; 
an i-shield that repels water and 
dirt and resists stains; a gusseted 
tongue to keep debris out; an 

VASQUE

Inhaler II GTX, $159.99. 

Based on the brand’s best-

selling Breeze GTX, the Inhaler 

II GTX is a lighter, more 

performance-oriented boot 

with outstanding breathability. 

The cement-construction 

hiking boot features a Gore-

Tex Extended Comfort 

membrane and a Vibram 

MegaGrip sticky-rubber 

compound sole for enhanced 

trail traction.
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THE OUTDOOR CATEGORY

The Inhaler lives up to its name: It breathes free 
and has the lightweight look of a sneaker.

RYAN RIGGS

Senior International 
Merchandising Manager, Keen 
“Keen’s main push is versatility — 
mixing outdoor fabrics with a touch 
of casual for that everyday, even 
night-out shoe. More products in 
our casual collection will give off the 
fashion-forward look that appeals to 
the younger consumer. Keen will still 
maintain relations with its heritage 
consumer, but we’re looking out to 
the 2.5 consumer — a younger, hip, 
urban generation.” 

IAN LITTLE

Director of Marketing and 
eCommerce,Hi-Tec Sports  
“For 2016, we’re spotting the use of 
bright colors alongside the continuing 
trend of classic all-leather hikers that 
can also be used for casual wear and 
look great with a pair of jeans.”  

Bogs Footwear’s Red Rock, $160. Garmont’s Tower Trek GTX, $329. Hi-Tec’s V-LITE Flash Hike I WP, $170. Keen’s Versatrail, $120.

www.footwearinsight.com


OrthoLite Impressions sockliner 
with slow-recovery foam; and a 
lightweight, durable nylon “fork 
shank” for flexibility and stability.

KEEN
Versatrail, $120
Inspired by the brand’s fans, the 
Versatrail trail hiker is an all-day, 
everyday boot that is designed to 
be versatile during a jam-packed 
schedule of activities. Weighing 
less than 10 ounces, it features a 
polyurethane footbed and a Keen.
Zorb Strobel, a full-length foam-
based cushioning layer that delivers 
a broken-in feel from the first step. 
A dual-density, compression-molded 
ethylene vinyl acetate midsole 
and metatomical polyurethane 
footbed provide arch support, and 

a thermoplastic polyurethane shank 
helps stabilize the foot, reducing 
fatigue and increasing mileage.

KHOMBU
Mason Mid Hiker, $115
A blend of classic European 
hiking style and the latest high-
tech materials, the Mason Mid 
Hiker was inspired by the brand’s 
relationship with the U.S. Ski Team 
and its drive to develop innovative, 
technically lightweight footwear. 
The men’s waterproof soft-shell 
over-the-ankle backpacking boot, 
which has a lightweight ethylene 
vinyl acetate K-Grip traction-lugged 
outsole, is made of a variety of 
textured materials, including the 
brand’s hex logo that’s embedded 
in the upper fabric for subtle 

branding. It features a lightweight 
woven nylon upper material 
and full-grain Nubuck leathers 
reinforced with thermoplastic 
polyurethane over a synthetic 
substrate to cradle the foot. 

MERRELL
Capra Bolt, $140
When it was in the works, this 
speed-hiker was dubbed Billy 
because it was inspired by nature’s 
ultimate climber, the mountain 
goat. It was the type of terrain 
that determined the design and 
materials of the boot, whose upper 
design has a light and fast look 
from its play of matte and shiny 
surfaces. The Bolt, which has a 
Strobel board construction with a 
footbed, features a multi-directional 

lug pattern that is built to grip wet 
and dry surfaces and the midsole 
cushioning, by its thickness and 
drop, provides an even terrain ride. 
The midsole’s UniFly Construction 
is firm to the foot and soft to the 
ground, thanks to a firmer, yet 
flexible ethylene vinyl acetate Trail 
Protector Plate at the front and 
arch, and the boot gives maximum 
toe protection. A heel lock/support 
provides comfort, and breathable 
mesh at the forefoot and back 
of the upper put the accent on 
weightlessness. The cage structure 
is made by a 3D printing process.

XTRATUF 
Performance Ankle Deck Boot, $80
Building on the brand’s Legacy Boot, 
which is a legend in Alaska, the 
Performance Ankle Deck Boot was 
designed to cool the feet of off-shore 
anglers, but is sleek and stylish 
enough to work well on rainy days in 
the city. It has a naturally insulating, 
waterproof neoprene bootie layered 
with a proprietary XpressCool lining 
that regulates the temperature of 
the boot by wicking moisture from 
the foot. It is paired with a molded 
ethylene vinyl acetate sock liner 
for comfort, and includes the same 
Chevron outsole on the Legacy, 
which is worn by Alaskan king crab 
fishermen in the Bering Sea. 

KAMIK

Coldcreek, $179.99 to $189.99.  

Coldcreek, which is built at the brand’s 

New Hampshire factory, is designed for 

three-season wearability. Featuring a 

patented injection-molded construction 

and a split last, the boot has a lightweight 

shell and outsole of RubberHe, a 

recyclable, PVC-free synthetic developed 

by Kamik that is 50 percent lighter than 

natural rubber and 30 percent lighter 

than other synthetic rubbers and that is 

unaffected by temperature. Oil-, acid- and 

animal-acid resistant, it has a waterproof 

9-millimeter four-way stretch neoprene 

upper, waterproof adjustable weather 

collar, fold-down orange safety collar and 

Aegis anti-bacterial treatment. 

Flexible and lightweight, the Coldcreek works 
as a work boot and as a hunting boot.
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Khombu’s Mason Mid Hiker, $115. Merrell’s Capra Bolt, $140. XTRATUF Performance Ankle Deck Boot, $80.
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SPORTO
Duck
With its pretty prints and lightweight 
molded thermoplastic polyurethane 
construction, Sporto has redefined 
the women’s traditional Duck. The 
fun and fashionable upper fabrics 
are coated with a special waterproof 
material that is designed for all-
weather wear.

NAUTILUS SAFETY FOOTWEAR 
Style N1821, $94.99
Infused with low-profile, color-
centric athletic-shoe styling, the 
N1821 composite safety toe is 
flexible, durable and lightweight, 
thanks to the choice of stylish 
materials that include the 
advanced-technology thermoplastic 
polyurethane-injected 3D mesh 
overlay on the upper. The direct-
attach construction dual-density 
polyurethane slip- and oil-resistant 

outsole helps guard against 
workplace accidents, and there’s 
no exposed metal so the boot 
meets scratch-resistant workplace 
requirements. It also meets or 
exceeds industry safety and 
electrical-hazard standards.  

WOLVERINE
1000 Mile, $400
Based on a boot dating from 
1914, the limited-edition 1000 Mile 
puts its fashion where its foot 
is. The durable Goodyear Welt 
construction boot is lined with a 
vintage paisley pattern from the 
iconic avant-garde textile concern 
Liberty Art Fabrics. Different col-
orways of Lady Paisley – orange-
red for men’s and fuchsia-purple 
for women’s styles – make it an 
appropriate unisex choice. The 
women’s versions include Charles 
Stead Suede; the men’s feature 

richly oiled Horween leather in 
light colors for spring.  

TIMBERLAND
Authentics Leather & Fabric Chukka, $150
The chukka, inspired by the 
historic shipbuilding town of 
Essex, MA, where vessels are built 
by hand, gets its modern rugged 
style from its waxed-canvas 
and premium full-grain quartz 
leather upper. It has stitched 
construction for maximum 
durability and features a rugged 
rubber lug outsole, a cushioned 
ethylene vinyl acetate footbed 
and a 100 percent polyethylene 
terephthalate (PET) mesh lining. 
PET is recycled rubber from the 
plastic used to make items like 
soda bottles. The boot is available 
in black and medium brown. 

THE WORK/STYLE CATEGORY

GEORGIA BOOT

Wedge, $159.99 to $169.99. 

The Wedge, a classic style with a contemporary execution, 

has an elegant, modern silhouette that makes it functional 

and fashionable for work and play. Traditional detailing, 

quality and craftsmanship pay homage to the brand’s work 

history, and a modernized color palette that mixes black 

and burgundy gives a sophisticated look. (It also is available 

in a classic colorway of gold and crème.) Featuring 

Goodyear Welt construction, the Wedge is made of 

premium components and materials. The upper is full-grain 

Superior Performance Ranchwear leather that has a waxy, 

oil finish and requires zero break-in time. It is accented 

with milled brass hardware that extends the life of the laces 

and is designed to last the life of the boot. Inside, there’s 

a premium pigskin lining on the collar and the brand’s 

Technology Driven Comfort footbed. 

The Wedge’s premium-leather welt gives a 
timeless look and provides maximum flexibility.

JENNIFER DIBILLO

Senior Footwear Merchandise 
Manager, Timberland 
“We are seeing lots of returns to 
classic styles, like the boat shoe 
and combat boot, reinterpreted and 
reimagined for the modern age and 
featuring tough, durable materials.”

JORDAN GOTTKE

Director of Marketing, 
Georgia Boot
“We’ve seen a lot of work boots 
being influenced by the hiking/out-
door market, not only hiker silhou-
ettes but also construction meth-
ods. Many companies are starting 
to use more athletic lasts instead of 
traditional work boot lasts. More of 
the progressive brands are starting 
to experiment with different materials 
much like the athletic industry, prob-
ably because of the cost of leather. 
There are more meshes and high-
abrasion, breathable materials.” 

Sporto’s Duck. Nautilus Safety Footwear’s N1821, $94.99. Timberland’s Authentics 
Leather and Fabric Chukka, $150.

Wolverine’s 1000 Mile, $400.

www.footwearinsight.com
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