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I
t really bothers me when I walk into a store and no one greets me. I don’t 
need the sales associate to roll out a red carpet or give me a cool glass of 
Champagne, but a simple “hello,” “welcome to our store,” or “thanks for 
coming in” would be a good way to start the shopping experience for both 
the store and the shopper.

Good specialty stores really have to nail the greeting part. When you 
walk into a small store and the employees don’t say hello or connect with 
you, it’s awkward. In cases like that, I feel like an unwelcome guest. On the 
other hand, a good greeting sets the stage for a great experience. I walked 
into a men’s store recently and received a friendly greeting and an offer of 
bottled water. I didn’t really want the water, but it was a great way to break 
the ice. I felt comfortable and disarmed immediately. And the experience 
got better from there. I was trying on a shirt and the sales associate brought 
two sizes and several color options. The conversation was natural and the 
sales associate was polite without being pushy. The result? I felt good about 
spending my money there and have already returned with a friend. We had a 
different sales associate that day, but the experience was equally good. Once 
again, they offered water and again it helped create a “special” experience.

I have to contrast this with my experience in big box, self-service environments. 
In those stores, the employees always seem to have something better to do than 
say hello or help me. I was in a big box sports store recently and walked by an 
employee who actually looked away when I attempted to meet his glance. A nod 

would have been sufficient, a smile even better 
but when he looked away I cringed and got ticked 
off at the same time.

This young man had no business being on a 
retail sales floor and if a store manager spent 
more than five minutes talking to him, I have to 
believe he would have figured it out. The old 
axiom is “hire for personality and train for skill,” 
and there’s no way this individual showed any 
personality traits suitable for interacting with 
other human beings. 

This past December, Jim Knight, a former 
Hard Rock Café training executive, spoke about 

creating a culture of “customer service that rocks.” Knight gave a great lively 
presentation full of useful takeaways. But the most powerful segment of his hour-
long talk was when he showed a Chick-fil-A training video called “Every Life has 
a Story.” (If you haven’t seen it, just google Chick-fil-A training video). The 
150 second video depicts about a dozen customers and employees in the fast 
food restaurant and tells a little about them in a brief caption: “Recently fired 
from his job and is worried about providing his family,” says one. “Immigrated 
to America when she was 12 and recently received her citizenship,” reads 
another. Knight says Chick-fil-A uses the video as a screening tool for new 
employees. If the prospect of connecting with other people on some sort 
of emotional level bothers potential new employees, then they probably 
shouldn’t be working at retail.

Take a look at the video. Better yet, show it to your employees or potential new 
hires. Anyone who can connect with the video probably has a good chance at 
being a decent sales associate. Or at least they’ll be capable of looking people in 
the eye and saying hello. 

Say Hello, 

Say Something

This young man had 
no business being on a 
retail sales floor and if 
a store manager spent 
more than five minutes 
talking to him, I have 
to believe he would 
have figured it out. 

TIMEOUT | MARK SULLIVAN
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Mootsies Tootsies Revamps Under LJP

footwearinsight.com

LJP’S EXPERIENCE IN THE CHILDREN’S MARKET PRODUCING THE 
9 West Kid’s line has played a key role in helping the company 

revamp the Mootsies Tootsies collection.
LJP has been sourcing Mootsies Tootsies shoes for the 

past five years and then last spring obtained the license 
to design, produce and market the brand. Larry Paparo, 

president of LJP, said he wanted to create a collection 
that was true to the brand’s heritage of style and com-
fort at a price. And he says that the experience his 
company gained over the past two years producing 
9 West children’s footwear has been extremely valu-
able in developing Mootsies product.

“In producing a kid’s line such as 9 West, you 
need to create style and quality but at a price 
that’s acceptable for kid’s shoes,” says Paparo. 
“A boot for the mom can retail for $189, but for a 
young girl that same boot needs to be about $50. 
That’s prompted us to be creative with our use of 
materials and with our manufacturing processes 
and that’s paying off now with our development 
of the Mootsies collection.”

At the February trade shows, Mootsies will 
debut its Fall 15 collection, with retail prices 
ranging $39 to $50 for dress pumps and sandals 
and $49 to $99 for boots. The collection will be 
built around the four key categories for which 
MT has been known: social, flats, stretch and 
comfort sandals. And Paparo says the company 
will expand each of those strategically using 
new materials and embellishments. “For our 
sandal line, we’ve added wedges. In the social 
line, we’ve added some lower wearable heel 
heights. Retailers will see a line that features 
everything they’ve traditionally liked about 
Mootsies, with some new additions that make 
sense, too.”

LJP will feature four to six Mootsies Tootsies 
collections a year, according to Paparo, who 
sees the brand filling some white space in the 
market targeting a female career customer, look-
ing for day into evening looks at a mid-tier price.  
“Everybody is trying to do comfort and style at a 
price,” he says, “and we have a chance to define 
that space.” Paparo says many shoes targeting this 

consumer are either “old and stodgy” or takedowns 
of “Euro comfort.” He notes, “That’s not what the 

consumer wants today. She wants something that 
works in the office, but can also look great for a night 

out. That’s a great opportunity for retailers and we 
believe this brand can fill that space.”

LJP also produces the Robert Graham and 9 West Kids 
footwear lines and recently became the American dis-

tributor for Ccilu footwear, the brand introduced last year 
by Killick Data. That new collection will debut in February. 

THEFOOTWEAREYE

ON POINT

THEFOOTWEAREYE

Mallor in Pewter Saffiano Patent

Shenan in Silver Pearlized Patent

Jolly in Black Microfiber
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Reebok Takes the Challenge

May the Boots Be in Your Favor

footwearinsight.com

THEFOOTWEAREYE

TOUGH GUYS

MOVIE STARS

The Brand’s 
Tactical Troop 

Outfits Teams at 
SWAT Round-Up

T
he best way to test the toughness of on-the-job boots is to put them 
to work, which is exactly what Reebok recently did when three of 
the brand’s new line of tactical boots “competed” in the 32nd SWAT 
Round-Up International.

As the gold sponsor of the 2014 training and educational event, held 
November 9-14 in Orlando, Reebok booted up three teams, gaining 

global visibility for its tactical footwear, which was introduced three years ago and 
now encompasses 15 styles.

“We had product at the event to try on as well as key Reebok tactical personnel 
from product development, sales and marketing to answer questions,” says Danielle 
Beckmann, Reebok tactical events coordinator.

The event, which simulates real-life situations ranging from hostage and officer rescue 
to daring physical fitness obstacle-course tests, pits 50 eight-man teams from around 
the world against nature and themselves. Reebok’s teams had their choice of boots. 
The Alachua County Sheriff’s Office, the 2013 Best Overall Winner, wore Dauntless Ultra-

Light 5-inch, side-zip hikers; the Marion County Sheriff’s Office, 2013 Second-Place 
Winner, was outfitted with Dauntless 8-inch seamless, side-zips; and the SE Missouri 
Tactical Team competed in Hyper Velocity desert tan 8-inch boots.

“This was a great opportunity to see the boots in action,” Beckmann says. 
“Our boots held up, and we got feedback from the wearers that will help with 
future designs.”

For the three teams, which Reebok reached out to and chose specifically, the 
partnership was a win-win: The members got free boots and a chance for a $5000 cash 
prize if they were best in show.

Beckmann says the event is a great way to roll out new styles. “We are expanding our 
line of tactical footwear,” she says, “and we are participating in more SWAT events.” 

If you are like us, when you go to the movies you notice the shoes the actors are wearing. If you saw 
“The Hunger Games: Mockingjay Part I,” you may have noticed the boots worn by the film’s stars Jennifer 
Lawrence and Liam Hemsworth and many of the other actors. The boots are the Dafna Scout by Naot. 
The commando boots are worn by the Israeli Defense Force which made them well suited for Lawrence’s 
character Katniss Everdeen to wear as she battled The Capitol. Naot says the boots are vegan and feature 
a durable canvas upper, a grained rubber outsole, printed lining and removable footbed. The boots will start 
shipping to retailers in February in a variety of colors, including Mockingjay Gray. MSRP is $90.
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T
he brand is best known for its sandals, but 
Chaco is dramatically expanding its collection of 
Mountain Lifestyle shoes and boots for the Fall 
2015 season. Chaco has incorporated rich leathers, 

warm fabrics, and heritage patterns into the new collection. 
The styles all feature the brand’s LUVSEAT footbed, which 
offers comfort and support. 

In addition to the Mountain Lifestyle line, Chaco will 
introduce a new complement to its successful OutCross Evo 
performance shoe platform. A highlight in the Mountain 
Lifestyle collection is the men’s Jaeger boot, which has a 
waterproof, full-grain leather upper and a classic outdoorsy 
style. Shoes in the Mountain Lifestyle collection feature 
Chaco’s grippy EcoTread rubber outsole with lugs for 
traction in slippery conditions. 

Chaco’s Mountain Line
BOOT UP

Lilybee, the company known 

for producing collegiate 

licensed shoes and boots, has 

introduced a line of rain boots. 

The two-color, striped rubber 

rain boots feature a brushed 

gold buckle on the shaft so 

wearers can tighten or loosen 

the circumference as needed. 

The boots have a matte finish 

and a one-inch reinforced sole 

with a rugged tread. And, the 

colors coincide with 20 different 

universities. MSRP $78.

Rain Boots in Rainbow Colors
WET & WILD

Capra Color
OUTDOOR STYLE

Light and bright. The Capra Mid from Merrell 

for Fall 2015 flashes style and tech. The 

waterproof boots are available in rich colors 

such as Wild Plum (left) and Dark Rust (right). 

Chaco Jaeger

www.footwearinsight.com
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Ampla’s Fly
TAKING OFF

SURF STYLE

N
ew footwear brand Ampla will launch the Ampla Fly, its first 
running shoe, in February. The Ampla Fly has a carbon fiber 
spring in the forefoot that’s designed to offer a boost of energy. 
One of the brand’s co-founders is David Bond, whose resume 

includes stints as VP-product at K-Swiss and VP-footwear innovation 
at Nike. Bond says he is launching Ampla Sport to introduce “a new 
approach to running and athletic footwear design.” MSRP $180.

Just Swellular

Reef’s 2015 Rover line is designed with a traveling surfer in mind. The brand’s Swellular technology is built around three layers of material, 
including a soft, contoured foam deck for comfort, a medium-density insole for support and a high-density rubber outsole for traction and 
durability. Tread patterns on the outsole mimic lines of ocean waves. Pictured above is the Reef Rover Low.

The Reef Rover Low.

The Knight.

The Ampla Fly.

Baffin’s line of Ease winter boots for men 

and women are designed to be easy-on, 

easy-off for any changes in the weather, 

at home or on the road. With high-loft 

insulation and a waterproof nylon shell 

with snow collar, the boots are rated from 

50 degrees F to -22 degrees F. And a 

grippy outsole makes sure wearers stay 

secure no matter the weather.

Easy Style Classic 
Klogs

BOOT TRENDS
SLIP INTO STYLE

Klogs has re-introduced its Men’s Collection for 2015 with two styles, the Arbor and Knight (pictured above). Both 
are available in Black and Mahogany. For Fall, a third style, the Auckland, will be introduced. The company has also 
re-introduced some of its classic styles, such as the Nashua, the Mace, the Bistro and Zest, in men’s styles.

www.footwearinsight.com
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Jeff Phillips Looks Ahead

footwearinsight.com

By Jennifer Ernst Beaudry

S
ince 2013, Fleet Feet, Inc., 
the Carrboro, NC-based 
running shop franchiser, 
has added more than 40 

new locations, to bring its store 
count to 139. Under president and 
CEO Jeff Phillips, the company 
has expanded its development 
company model to break into 
new markets, made high-profile 
acquisitions such as last month’s 
announced conversion of Portland, 
OR-based mainstay Fit Right, and 
moved into a new 12,000-square-
foot office space to accommodate 
a growing team. 

According to Phillips, sales are 
up across the Fleet Feet system: if 
you add in new stores, the number 
grew in the double-digits. “We’ve 
expanded [our store count] 40 per-
cent in the last two years, and in 
terms of the top line, that’s driving 
a lot of growth. And that was part 
of our strategy, to aggressively add 
stores,” he told Footwear Insight. 

And in the face of a specialty 
channel that has seen big 
challenges in the form of increased 
competition and tough economic 
headwinds – and possibly the 
channel’s first year of non-growth 
in more than a decade – the 
retailer is investing in training 
and in its first nationwide brand 
campaign, Fitnatic, which kicked 
off this past November. 

Fleet Feet also launched its first 

e-commerce site recently, a move 
that Phillips said he expected to 
be “a complicated operation” but 
also a “tremendous opportunity 
for our model.”

The company’s partners say 
they think Fleet Feet is well-
positioned to tackle 2015. 

Robb Finegan, co-owner of 
Fit Right, says that Fleet Feet’s 
business model and growth 
prospects made them the right 
purchasers for his business. 

“They really care about this 
industry,” he says. “And they know 
that to keep run specialty special, 
they need to keep [the stores] 
special.” 

Rob DeMartini, president and 
CEO of Boston-based New Balance, 
agrees. “We have had a strategic 
partnership with Fleet Feet Sports 
for over a decade, and consider 
them to be a leader within this 
space,” he says. “They are never 
satisfied and share our values of 
continuous improvement through 
innovation.”

Phillips spoke with Footwear 
Insight about market opportunities, 
the state of the business and 
making omnichannel a reality. 

You recently announced that 
Fleet Feet would be acquiring 
the two Portland, OR-based Fit 
Right stores. What made that an 
attractive get? 

We love Portland as a market. 
There are some good competitors 
there, but in terms of Fit Right, 
in the look and feel of stores and 
the way they interact with the 
consumer, they’re in sync with 
how we operate at Fleet Feet. 
And we have a 10-year proven 
operating couple with Fleet Feet 
Sports Chico owners Alan Rice 
and Susan Zepernick coming 
into the store: They’re fantastic 
operators and that gave us a 
lot of confidence on getting the 
transition done.

What do you see in the competitive 
landscape right now?

Running has stayed consistent, 
and the sport seems to grow 

endlessly. But I will say this: retail 
is tough. I don’t know if you can 
find anyone who could say the 
environment hasn’t been tough 
for a while. For Fleet Feet, and my 
guess is a lot of running specialty 
operators, people are working as 
hard as they’ve ever worked to 
produce growth.

Your sales were up in 2014, with 
new store openings being a big 
driver of topline growth. How have 
you been adding stores?

A big driver in the last five years 
has been existing franchisees 
opening new stores. We had nine 
or 10 existing [owners] in 2013 
open additional stores. And we 
still have new franchisees opening, 
we have made some acquisitions 
and we’ve had some independents 
who have converted to Fleet Feet 
franchises, seven stores in the last 
24 months.

You’ve also started opening stores 
in new markets owned by the 
company through your development 
company arm. How does that shape 
your strategy? 

In having the ability to open 
from scratch, we can identify 
markets that are unserved or 
under-served. It really opens up 
possibilities for us to grow that we 
didn’t have in the past.

Do you see Fleet Feet expanding 
that owned-store model as you add 
more locations? 

We’re a pretty big retail operator 
now, and we will grow, but we’ll 
always primarily be a franchise 
company. Creating business 
ownership and being locally 
owned and operated, that’s core 
to our DNA and we won’t deviate 
from that.

Where are you looking to add 
stores? 

In the upper Midwest, west of 
Illinois, there’s a hole in the map 
that we’d like to fill. And we’ll look 
to states where we have brand 
presence but have viable mar-
kets where we don’t have stores. 

THEFOOTWEAREYE

INTERVIEW

Jeff Phillips, President, CEO, Fleet Feet Inc.

“We do move pretty 
quickly and most 

times, we’re ahead 
of the curve... We 

can be pretty nimble. 
As long as we have 

good people who are 
forward-thinking, we 

can stay out front.”  

 Fleet Feet’s President 
and CEO Plans for Big 
Growth, Even Against 
Industry Headwinds.

www.footwearinsight.com
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I’ll give you a good example: we 
have stores in Atlanta, Knoxville, 
Nashville and in Huntsville, AL. 
And right in the center of all of that 
is Chattanooga, TN. That’s a great 
market, very active. Someday we’ll 
have a store there, it would just 
make sense.

What kind of expansion numbers 
are you targeting going forward with 
the company? 

I’m not going to project beyond 
a year, but in 2015 we’ll add 
another 20 to 25 stores to our 
footprint. We’ll probably have at 
least a half dozen franchisees open 
another store, we’ll add some new 
and we’ll make some acquisitions 
and conversions. 

Are you asking your franchisees 
to follow the look of your Carrboro 
flagship?

What we want to build long-term 
is a very consistent look and feel 
for stores across the company. 
But we’re very careful of not taking 
the owner’s personality away. If 
you don’t have consistency, you 
don’t mean anything to customers, 
so we’ll continue trying to push 
that upward. But we really want 
the personality of the local owner 
to be part of the look and feel of 
the store, and we want the local 
culture to be reflected as well. 

How do you walk the line between 
establishing that corporate look  
and giving your store owners lee-
way to adapt their businesses to 
their needs?

We think making sure [our 
franchisees are] successful is 
the pathway to growth. It puts a 
lot of pressure on us, in a good 
way. We don’t want to legislate a 
lot of things. We can, but I don’t 
believe that’s always the best way 
to get things done. Anything we 
ask our franchisees to do, they’ve 
got to see the value proposition 
immediately. If they see that, 
they’re going to want to do it.

You’re competing in the 
running specialty channel with 
independently owned players and 
the RSG-owned stores, both of 
which have certain freedoms to 
make unilateral decisions. Do you 
think your structure affects your 
reaction time? 

It creates some unique 
challenges for us, but we do 
move pretty quickly and most 
times we’re ahead of the curve. 
Not every time, but more often 
than not. And we’ve been leaders 
in a lot of areas: in terms of point 
of sale, in terms of financial 
management. We can be pretty 
nimble. As long as we have good 
people who are forward-thinking, 
we can stay out front. 
 
Has having RSG as a player in the 
mix changed your approach?

How we operate is 
fundamentally different. I 
think they’ve been good for 
the channel: they’ve provided 
additional exit strategy 
resources for folks and they 
bring some efficiencies that 
forces everyone to get better. 
I don’t think any of those 
are negatives. There’s some 
consolidation happening and 
we’ve been a part of that — but 
what is surprising is the number 
of independents that keep 
opening. I see markets that are 
underserved with what we do, 
and obviously other people see 
that as well.

So you don’t think the market is 
over-saturated, as some have 
theorized?

I don’t believe the market is  
over-saturated with great stores.  
I believe there are a lot of stores 
out there we refer to as hobby 
stores, stores that are doing less 
than $1 million [in sales a year]. 
You can do that where rents are 
really inexpensive. But to be able 
to have an impact, make a good 
living, support a family — as a 
hobbyist, that’s difficult. I do 
think we’re over-saturated with 
the hobby stores, but not over-
saturated in general. 

How much business do Fleet Feet 
stores do?

Our average store volume in 
2013 was just over $1.4 million 
for stores open over two years. 
We’ve been able to grow that 
number every year. As we 
continue to add a lot of stores to 
the system, that number will be 
a little bit harder to push up. But 
for stores maybe five years and 
older, we’ll keep driving it. 

What other initiatives have been 
important ?

Ongoing education is critical. 
Business is acquiring and 
retaining customers and that’s as 
challenging as it’s ever been — 
retaining is maybe harder than 
it’s ever been. A big investment 
we’ve been making for four 
and five years is in financial 
management services. We call 
it CFO in a Box: basically taking 
care of all bookkeeping and 
financial management. We went 
through a long period where we 
had more stores wanting to be in 
than we had resources in place to 
add them, but we’ve been able to 
bring more stores on board. 

Will this be done out of your stores 
or in a centralized location?

Our plan is to not have a 
warehouse. [The industry] is 
moving away from the warehouse 
format to utilizing existing 
inventory. If we can connect all 
those dots to do fulfillment from 
our stores, that’s a big deal for 
them. We don’t want to deviate 
from our model — it keeps things 
local and keeps digital consumers 
connected to local spaces.

What changes will you need 
to make organizationally to 
accommodate the site?

There’s some things you’ll sell 
online at a faster rate than in the 
stores and that will impact how 
we buy and manage inventory 
long-term, but it’s not huge in the 
short term. 

How big of a threat are vendor 
DTC pushes to the channel? 

I think it’s just one more 
complexity that you add to 
the competitive landscape. Six 
or seven years ago, very few 
vendors sold directly. Now they 
all do. You have to pick and 
choose your battles and there’s 
not a lot of upside in pushing 
against an immovable object. 
We’re still pretty important to 
their distribution strategy and 
we don’t see that changing. But 
it creates additional challenges. 
I certainly understand why they 
want to do it. So it’s really about 
who’s going to work with you 
and who is going to support your 
business. 

THEFOOTWEAREYE

Fleet Feet will add 20 to 25 more stores to its 
footprint in 2015.

“Our average store 
volume in 2013 was 

just over $1.4 million 
for stores open over 

two years. We’ve been 
able to grow that 

number every year.” 

www.footwearinsight.com
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Ryka Relaunches

By Jennifer Ernst Beaudry 

R
yka is ready for a 
relaunch. 

According to 
Ryka GM and SVP 
Debbie Krivelow, 
the almost-30-

year-old women’s-only athletic 
brand is bringing a new look, a 
new strategy and new product 
to the market in 2015 after a 
refocusing and reimagining in 
2013 and 2014.  

“It’s almost, ‘We’re new, we’re 
back!’ all in one sentence,” she 
says. 

Krivelow has been overseeing 
Ryka since Brown Shoe moved 
the brand, which it acquired 

in 2011, to its St. Louis 
headquarters in 2013. And 
by streamlining the product 
offering, reestablishing itself 
among its fitness-oriented fans 

and keeping women’s-specific fit 
at the forefront, Krivelow says, 
the brand is targeting expansion 
across all the retail channels 
in which it plays, including 
department store, online, 
TV sales, mid-tier and family 
accounts, and targeting new 
accounts in the sporting goods, 
specialty and independent 
worlds.

It’s been part of a larger effort 
to bring Ryka back to its roots.

“We spent 2014 really 
understanding who we were 
and taking time internally to 
make sure we were set up for 
success and did not spend 
much time growing: we just 
wanted to invest in our current 
consumers,” Krivelow says. 
“We’ve grown a lot more online 
in the past 12 months than we 
have in brick-and-mortar and 
now it’s our turn to really focus 
and strategically decide where 
we want to expand. And we’ll 
be expanding across all tiers of 
distribution.”

And market watchers say the 
timing is right. 

Eddie Willingham, athletic 

performance buyer for 
Henderson, NV-based Zappos.
com, says the site has seen 
success with the Ryka brand 
for years, but that the refresh 
looks to make it even stronger 
for their diverse female 
shopper base. 

“The brand has done a 
great job, looking ahead to 
2015, of really revamping their 
line with new product and 
improving the product they 
already have,” he says. 

Ryka could be well-
positioned to take further 
share, he adds.

“It fits perfectly for us — we 
try to have selection for any 
and every kind of consumer,” 
he says. “We expect big things 
from them as we see the 
evolution of the brand.” 

“[The Spring ’15 line] was 
the first time I had seen an 
overall cohesive collection, 
with vibrant colors and design 
and technical features, and 
that will go great with athletic 
fashion,” Danielle McCoy, an 
equity analyst for Wunderlich 
Securities, says. 

McCoy adds that Brown’s 
resources and connections 
should be an asset as Ryka 
looks to expand. “Given the 
diversity within [Brown’s] 
overall portfolio, and a lot of 
strong retail relationships, 
they should be able to place 
the product where it will best 
be received.”

Krivelow says under an 
almost entirely new team, 
Ryka will focus on training 
and walking (its two biggest 
categories) as well as running 
and lifestyle. 

A key strategy, she says, 
will be in highlighting the 
brand’s technology stories 
across categories. For both 
Spring and Fall ’15, the brand 
is expanding the use of its 
proprietary Re-Zorb PU 
compound in the midsole and 
sock liner of walking, trailing 
and running styles. Memory 
foam footbeds, which debuted 

VOICES 

Ryka GM and SVP Debbie Krivelow says 
the brand is targeting expansion across 
all the retail channels in which it plays.

“We’ve grown a lot 
more online in the 
past 12 months 
than we have in 
brick- and-mortar 
and now it’s our 
turn to really focus 
and strategically 
decide where 
we want to 
expand. And we’ll 
be expanding 
across all tiers of 
distribution.” 
 Debbie Krivelow 
Ryka GM and SVP 

www.footwearinsight.com


For exhibitor and sponsor information, contact Beth Gordon, VP and Show Director: 949-293-1378, bgordon@formula4media.com

For retail information, contact Mark Sullivan: 646-319-7878, msullivan@formula4media.com

Updates on 2015 speakers and trade show happenings: therunningandfitnesseventforwomen.com

June 29 - July 1, 2015
Navy Pier & W Chicago Lakeshore

Join us in Chicago for the business-to-business conference and 

trade show designed to focus retailers and brands on the most 

powerful consumer in the market place.

Conference Presentations Networking Trade Show

The Running & Fitness Event For Women is proud to host...

Scheduled to Appear at the 2015 Event

Unconventional Strategies and 
Tactics for Today’s Business Climate

Erika Napoletano, is a branding expert who 

happens to be an ACE and NASM-certified 

personal trainer and group fitness instructor.

She is the founder of unstuck.LIFE, a 

destination for restless brands and the 

people brave enough to lead them. And if 

you’ve ever felt stuck, well, Erika’s the one 

you call to get unstuck and over all the 

annoying things that keep you and your 

business from being awesome. Erika is also 

the award-winning, twice-published author, 

including “The Power of Unpopular.”

 

Capture the Mindshare and the  
Market Share will Follow

Libby Gill shares techniques from her latest book. 

Every participant will receive immediately applicable 

takeaways to: 

• Identify the authentic value that makes you stand out. 

• Powerfully articulate your unique value proposition. 

• Master the art of emotional connection to create deep 

   and lasting customer relationships.

Libby is the former head of communications

for Sony, Universal, and Turner Broadcasting.

She is now CEO of her own consulting firm where

clients include AMC Networks, Disney-ABC, GoDaddy, 

Intel, Kellogg’s, Microsoft, PayPal, Royal Caribbean

Cruise Lines, Safeway, Wells Fargo, and many more.

IRRA Apparel Summit 
Presented by

She Runs Retail Summer Meeting
Presented by

 Running The Next Generation
Presented by

Erika Napoletano Libby Gill

mailto:bgordon@formula4media.com
mailto:msullivan@formula4media.com
www.therunningandfitnesseventforwomen.com
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this fall, will be expanded into 
more styles for both Spring  
and Fall. 

Being closer integrated with the 
Brown team, Krivelow says, has 
given the brand extra resources 
to bring to bear. 

“We have a footwear innovation 
team and they actually do lab 
work to create molds of women’s 
feet and understand the pressure 
points,” she says. “Dave Vattes 
heads up the innovation team 
for [Ryka parent company Brown 
Shoe’s Healthy Living Division] 
and spends a lot of time on the 
specific needs for her.” 

And the aesthetics of the 
collection are getting just as 
much attention, Krivelow says. 

Coloration and making sure the 
styles will work with activewear 
trends are priorities for all styles, 
she says, as are keeping the 
women’s-specific fit – narrow in 
the heel, broader in the toe box – 
that the brand is known for. 

“In certain aspects, including 
the toe-down look, where the 
lines are on the shoes, everything 
is meant to be feminine so that 
the look is trend-right for a 
woman,” she says. “You won’t 
see really any styles form us that 
could be for a woman or man: we 
make everything specifically for  
a woman.”

Both the tech and the looks will 
be critical in helping the brand 
stand out in the crowded athletic 
field, Krivelow says. 

“Today the woman is smarter, 
and she knows for what she pays 
for footwear, it can look great,” 
she says. “She wants to know 
that it fits, and she wants to know 

that it’s comfortable and that it’s 
going to last.”

Ryka is also making sure that 
consumers get the message 
directly. 

Since a significant portion of 
sales take place in self-serve 

environments, Krivelow says, the 
brand started putting stickers 
on the boxes that explain what 
technology like Re-Zorb or 
memory foam is in each style, 
and what end-use (dance-inspired 
classes, high-impact training, 
walking, etc.) the shoe is best 
suited for. 

Ryka is also banking on 
competitive price points. With 
|the bulk of the line falling 
between $60 and $85 at retail, 
Krivelow says, the brand is 
positioned to appeal to a broad 
segment of the market. 

“We’re really hitting a value 
pricepoint, and we’re spending a 
lot of time over-delivering for that 
price.” 

VOICES 

King Tube Black

wigwam.com

Ryka is focused 
on hitting a value 
pricepoint and 
“over-delivering” 
for the price.  
With the bulk of 
the line falling 
between $60 
and $85 at retail, 
the brand is 
positioned to 
appeal to a broad 
segment of the 
market. 

The Ryka team is focusing on tech and style to help the brand’s footwear stand out.

www.wigwam.com
www.footwearinsight.com
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And Brown will be investing 
in marketing to announce the 
brand’s return. To reach new 
customers, Ryka has a full 
schedule of trade and consumer 
ads and events planned regularly 
throughout the year. The brand 
is continuing to grow in social 
media and on its own e-commerce 
site at Ryka.com, where sales 
have risen every month, up 55 
percent year-to-date. Targeting 
fitness influencers and working 
with retail partners is also 
critical, the brand says. 

In 2015, the brand will be 
the official footwear sponsor 
of the eight SCW Mania Fitness 
Conventions, which Krivelow 
says will be a way to reach the 
brand’s most loyal fans as well as 
give its design and development 
team first-hand insight into what 
fitness-obsessed women are 
saying.

“This is going to help us 
reach a lot more of the brand 
ambassadors who really are our 
influencers and our professionals 

across the country,” Krivelow 
says.

It also, she adds, was another 
way to connect with one of Ryka’s 
biggest resources: the 8000-plus 
active members of its RykaFit 
community of certified fitness 
professionals who can buy (and 
offer to their customers) Ryka 
product directly at a discount. 
The program, in addition to being 
a strong sales driver, gives the 
brand a direct connection with 
the consumer they can’t get any 
other way, the brand said.

The early reaction, she said, 
has been encouraging. 

“We’re just getting started. 
The past 12 months was about 
understanding [our consumer] — 
what did we have versus what did 
we need?” Krivelow says. “Now 
is the even more exciting time: 
[we’re trying to figure out] what 
does she want, and how do we 
know what she wants even before 
she knows what she wants? We 
haven’t even started yet with 
what we can do.” 

Ryka’s lifestyle Solstice boot is water-repellant and lightweight. 

Ryka’s training category, represented here by the Vida RZX, is one of the brand’s largest. 

www.ryka.com
www.footwearinsight.com
mailto:info@klogs.com
www.klogs.com


24  •  Footwear Insight ~ January/February 2015 footwearinsight.com

10 Tips for Getting the Most out of Show Season

By Ron Menconi

I
t is trade show season again. 
Hundreds of companies will 
come together to exhibit 
their products to thousands 
of buyers and will spend 
millions to do so. How do 

retailers make the most of the time 
and money spent to attend these 
events? As a sporting goods and 
outdoor retailer for over 35 years I 
attended an average of eight major 
trade events a year as a buyer, 
merchandise manager, and SVP 
of merchandise and marketing. I 
have found there are key strategies 
to getting the most out of these 
industry events. Here are my top 
10 trade show tips.

1. One month before the start 
of a show, start planning by 
getting a copy of the exhibitor 
list and a floor plan of the show. 
When you register, you will have 
access to this information and 
most shows have an app you can 
download onto your smartphone 
with all the key information and a 
schedule planner. 

2. List the companies you 
want to see and start making 
appointments for the ones that are 
a priority. Make as many advance 
appointments as possible before 
the show. Ask if there are any 
closeouts or limited deals being 
offered and hit those vendors 

early. These shows are huge, so 
block your appointments within 
the same hall using the exhibitor 
map. If you don’t, you could spend 
20 minutes just walking from one 
appointment to another. 

3. If you only have two days to 
work a show, make sure it is 
the first two days and fly in the 
night before. Miss the first day, 
and those limited deals and 
closeouts will be gone. Company 
key executives are usually only at 
shows the first two days. If you 
want to see them, you need that 
appointment in advance.

4. Set aside a good block of your 
time to just walk the show, look 
at new companies and find new 
items. Several hours. Don’t spend 
too much time working with the 
same vendors and reps you see 
all the time. 

5. To have the most success, 
have a plan to work the show hall 
by hall, and aisle by aisle. If you 
randomly wander the show you 
will miss important sections and 
companies. Aisles are numbered 
so you can make note of where 
you left off if you get sidetracked. 

6. Make it a point to meet and 
exchange cards with the top 
executives of your most important 
vendors. Don’t just meet with the 
rep. Ask to meet the CEO or sales 
manager, marketing manager and 
customer service manager. When 
you want something or have a 
problem you will then have access 
to the right person, who knows 
you, and can make things happen. 

7. Ask to see what’s new. In many 
cases, brands will not have the 
newest models or innovations out 
in the open where competitors and 
knock-off artists can see them. The 
hot new stuff could be in a locked 
in display room within their booth, 
or a separate invitation-only room 
in the convention center. 

8. Be prepared to show off your 
company. If you are looking to add 

new brands you will need to sell 
your company to them. You want 
to impress them, so be prepared. 
The best way to do this is have a 
professionally done brochure or a 
Powerpoint presentation on a tab-
let to show them pictures of your 
stores, history, and examples of 
how you display product and mar-
ket your stores. Show a business 
plan on how your company plans 
to grow and why they should be in 
partnership with you.

9. This is the time to ask for what 
you want. All the major decision 
makers are at the show. Ask for 
bigger discounts, extra marketing 
and co-op funds, display materials 
or fixtures. Be prepared to show 
a detailed plan on why you are 
asking for these extras, how you 
will use the extra funds and how 
this is going to grow the sales 
of that company’s products. 
Companies will invest in you if 
they know there is a concrete plan 
to use the resources available. 
Don’t be shy. You won’t get 
anything unless you ask. 

10. Come to work, and not to play. 
With air fare, hotels, meals and 
cabs, trade shows are expensive 
to attend and buyers need to 
understand that CEO’s and 
merchandise VP’s expect an ROI 
from attending shows. Get to the 
show when it opens and stay until 
it closes. It has become a practice 
for exhibitors to break out the 
beer and wine and start to party 
at 3:30 in the afternoon. Don’t get 
sidetracked, stick to your plan and 
work the show. Find that new item. 
Make that extra deal while your 
competitors are standing in line for 
some athlete’s autograph. There 
is plenty of time in the evening for 
entertainment. 

ONRETAIL

Retailers need a game plan in order to make 
the most out of attending trade shows.

Be prepared to 
show off your 
company. If you 
are looking to 
add new brands 
you will need 
to sell your 
company to 
them. You want 
to impress them, 
so be prepared. 

Ron Menconi was 
SVP-merchandise 
and marketing for 
G.I. Joe’s for more 
than 10 years. He is 
currently president of 
Menconi Consulting, 
which works within 
the sports and 
outdoor industries at 
retail and wholesale.

www.footwearinsight.com
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By Suzanne Blecher

J
udging from the proliferation of surf 
shops in New York City and the influx 
of fashion designers (Cynthia Rowley 
and John Moore) getting wet in the 

world of surf wear, surf-meets-city is becoming 
a bankable trend. Moore, who first modernized 
Hawaiian apparel label M. Nii, is now pairing 
up with surfing legend Kelly Slater for new 
label Outerknown for an upscale meeting 
of runway and wave. And several footwear 
brands are following a mantra of taking that 
coastal vibe from the beach to the conference 
table, and perhaps even back to the bar. 

When Australian sheepskin boot brand 
Emu launched in 1994, “we were a favorite 
of surfers, but the trend has since spread to 
mainstream fashion,” says Dan Singer, Emu 
president of North America. Emu’s Balance 
collection is athletic-inspired with twist of 
feminine sophistication. The brand’s Beach 
collection has a rubber outsole pattern that 
represents “the constant ebb and flow of the 
ocean,” adds Singer.

Emu’s fastest-growing collection is its 
waterproof footwear, featuring classic 
sheepskin boots popularized by Australian 
surfers crafted from Woolmark-accredited 
sheepskin and merino wool. Using a variety 

of canvas, just, linen, hemp and twill, 
Sanuk is focusing on lifestyle footwear. The 
brand’s Yoga Sling sandals “takes our female 
customers off the beach with kitschy prints 
and designs that extend her day in comfort 
and style,” says Trisha Hegg, VP of global 
product for Sanuk, adding, “surf-inspired 
footwear is always on the forefront of our 
design influence.” Sanuk’s Cavalier collection 
puts a new spin on the classic Sidewalk Surfer, 
with patented sandal tab construction and an 
updated outsole. The Kat Limited Collection 
adds a high fashion element into the mix with 
a pointed toe silhouette.

“The slim suit paired with a sleek minimalist 
sneaker is one of our favorite looks right 
now,” says Steven Tiller, SeaVees CEO and 
chief designer. The Days of Dharma collection 
presents a juxtaposition of an outdoor and 
cosmopolitan atmosphere, drawing from 
simpler times as referenced in Jack Kerouac’s 
The Dharma Bums. The Mare Island Swift 
boot is a gored boot inspired by Naval pull-
on styles popularized in the 1960’s, while the 
Legend sneaker is crafted from calf leather 
and can instantly update a suit. For more 
laid-back styles like the Baja Slip On (inspired 
by board short prints from the 1960s), salt-
washed textiles are used to present a soft, 
worn look.

 Supporting a classic silhouette, Teva is 
using premium leather, metallic hardware, 
marbled outsoles and exclusive webbing 
designs for 2015. The Wander series is 
designed for year-round wear with the fit 
and feel of a sneaker crafted with lightweight 
canvas. “A fusion between sport-specific 
and lifestyle footwear reflects a shift among 
consumers who no longer draw a hard line 
between spring and fall seasons, and a desire 
for versatile footwear that serves them beyond 
a single activity,” comments Lorie Pointer, 
director of product and design for Teva. 

Volcom’s Vaper, which is light weight and 
breathable, is “perfect for those winter beach 
days,” according to Jason Smith, senior 
material and design director for footwear. 
Smith and his team noticed a lot of women 
wearing men’s boot styles, so the brand is 
also introducing a military-inspired boot with 
a rugged rubber outsole and Recliner Comfort 
Foam foot bed from the men’s line called the 
Hemlock. Citing the need for a comfortable 
slide or open heel to provide comfort all day, 
Trooper America is venturing into sandals 
this year for the first time. Slides feature a 

Surf’s Up
Brands Make Waves with Coastal-Inspired Styles that Resonate from Sand to Street. 

CASUALSTYLE

Top Row (l to r): Emu Jerrawa from the Balance Collection, 
Vans Aldrich from the Surf Collection, Trooper America 
KS Moc. Middle Row (l to r): Sanuk Kats Meow, SeaVees 
Hermosa Plimsoll, Sanuk Yoga Sling. Bottom Row (l to 
r): Emu Alinta from the Balance Collection, OluKai Kailua, 
Cushe Shakra with a Cushe Mellow Footbed.

Surfer Bethany Hamilton has a signature sandal with 
footwear brand Cobian.

www.footwearinsight.com
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Cushe Getaway with a Cushe Mellow Footbed 

leather footbed and patented 
bandana pattern. “We think that 
the mix between lifestyle and 
water sports goes beyond the flip 
flop or traditional sandal,” says 
Bob Kaiser, founder of Sigma 
Footwear Group. 

Technical Scores
When crafting a shoe that 

is fit for both surf and street, 
technology becomes an important 
element. Cobian’s Draino and 
GTS Draino have a patented 
water drainage system for 
worry-free wear. Cobain’s sandal 
collaborations with On a Mission 
feature a soft EVA traction pad 
top sole, which is also used on 
surfboards. The versatility of 
the firm’s shoes has opened up 
opportunities in sports including 
paddle boarding, biking and 
fishing. “We’re bringing surf to 
footwear in terms of functionality, 
color and uniqueness,” says 
Cobian product line manager 
Aimee Bradley. 

“Surfing has grown into more 
of a mainstream activity and 
the surf lifestyle in no longer 

constrained just to the beach,” 
explains Cushe designer 
Chris Anderson. With the surf 
consumer growing more open 
to other activities like traveling, 
camping, hiking and paddle 
boarding, there is a need for a 
more versatile shoe. The Swell 
WP features premium waterproof 
leather, breathable canvas, a 
rubber outsole and a signature 
honeycomb design, along with 
the brand’s Mellow offering. 
Mellow is a range of molded-
in socks which combine for a 

responsive, supportive base with 
a memory foam top, according to 
Anderson. 

OluKai is going for a laid-back, 
Hawaiian-inspired offering with 
the Kailua slip on sneaker, only 
with a chic and minimalistic 
full-grain leather twist. The 
Pahoa, part of the HNL collection 
inspired by the world-class art, 
cuisine and culture of Honolulu, 
is crafted of full-grain leather 
with design details inspired by 
native kappa artwork. An EquilFit 
foot bead with dual-density poly-

urethane creates a contour frame 
for heel and arch that offers long-
lasting support. 

 “We want to make shoes and 
sandals you wear to the beach, 
pool, vacation, running errands 
and just living life, but give you 
the feeling like you are wearing 
something fresh and insanely com-
fortable,” says Chris Reed, Vans’ 
surf category manager. The men’s 
UC1 sandal utilizes an all injection 
Ultracrush Eco foot bed that is 
flexible, lightweight and durable 
for all-day comfort. The footbed is 
washable and the shoes are easily 
packable as travel-ready footwear. 

Vans is also introducing a men’s 
surf-inspired high top called the 
Black Ball Hi SF (the women’s 
version is the  Dazie-Hi SF) which 
takes cues from the classic Sk8-
Hi silhouette, yet with a slimmer 
profile and lighter construction. 
The surf version of the Slip On is 
modernized with updates in tech-
nology and fit. “We strive to make 
footwear and sandals that look 
great, fit even better and make you 
smile not matter if you live on the 
coast or not,” concludes Reed.  

OluKai Pahoa Teva Wander Chukka Vans Dazie-Hi SF Volcom Vaper
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TRENDREPORT

Fall is the harvest season when farmers gather mature crops and bring them 

to market. And that is an appropriate metaphor for what shoe brands are 

serving up for Fall 2015: Mature, refined collections that feature rustic influ-

ences and design touches with a heartland feeling. Not surprisingly, boots 

figure prominently in most of the fall lines we’ve seen. That’s a logical 

follow up to the success this category has experienced at retail over the 

past few years. And it also makes sense with the rustic influence that’s 

driving Fall ’15 styling. Boots are being shown in just about every way 

possible. There are work silhouettes with modern twists; and there are 

designs that look like they could have been worn by your great Aunt 

Sadie, the cool aunt from your father’s side who dated gangsters and 

retired comfortably in a beach house without ever really appearing 

to have a job. The boot influence is also seen in sleeker silhouettes. 

Tailored refinements such as buckles and solid visible stitching are 

evident in many collections. And sheepskin linings pop up not only in 

boots but in sandal silhouettes, too. Before you start thinking it’s all 

about the boots, we have to give props to the second best silhouette 

of fall — the sophisticated sneaker. Higher-end European brands have 

been driving this trend for the past two years and it looks as though Fall 

’15 may be the season in which the trend hits in a big way at commercial 

price points. Fall ’15 should hit retailers’ shelves like a crisp September 

night. Refreshing, with a hint that there’s much more to come. Here  

are a few of our favorite trends to watch for when shopping fall collections. 

BY MARK SULLIVAN

www.footwearinsight.com
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TRENDREPORT

Fleece goes visible in the 
Arizona men’s sandal from 
The Birki’s Collection By 
Birkenstock. MSRP $120.

The Peggy from Aravon has an 
adjustable monk strap on a shootie 
silhouette. MSRP $170. 

Eastland dresses up its Silverado 1955 
men’s boot in oak. Unique spin on a 
classic style. MSRP $235.

The Sierra from 
Earth is available 
in Black or Stone 
Vintage Leather. 
MSRP $209.99.

INSIDEOUT

BUCKLEDUP

www.footwearinsight.com


Contact: 732.771.8700
www.LJPINTL.com    
www.robertgraham.us                                           A LICENSED DIVISION OF LJP INTERNATIONAL                         

FALL 2015 COLLECTION 

FFaNY - Feb 3-5, 2015
Robert Graham Showroom 
264 West 40th St.

Platform / Project - Las Vegas 
Feb 17-19, 2015

Appointments Recommended 
LJP-CS@LJPINTL.com

mailto:LJP-CS@LJPINTL.com
http://www.LJPINTL.com
http://www.robertgraham.us
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TRENDREPORT

Vionic’s Men’s Roth 
hits on a few trends. 
A great tailored 
look that combines 
materials. 
MSRP $160.

Pikolinos’ Burnaby 
for women embraces 
the man-tailored trend 
with stitched down 
detailing. MSRP $185.

Softwalk’s first true lace 
to toe walking shoe is the 
Hickory. MSRP $130.

The Holbrook for men from 
Tsubo. MSRP $245. 

From the U Smart Line 
by Geox in Cognac. 
MSRP $160.

Tsubo’s Fairfax is available in grey and black. MSRP $150. 

The Birdman Lugz sneaker 10th anniversary edition. The 
sneaker was first introduced in 2004 as a collaboration 
with hip-hop artist Bryan “Birdman” Williams. MSRP $75.

TAILOREDSWIFT

SNEAKERSTYLE

www.footwearinsight.com


WALK. MOVE. LIVE.™

Aligning  
Science & Style

Orthaheel® Technology is the foundation of each 
and every Vionic shoe, sandal and slipper. This 
trusted orthotic engineering provides unmatched 
relief and addictive support. 

See our full range at an upcoming show! 
Learn more at VionicShoes.com/Retailers

NATURAL RELIEF
FROM THE GROUND UP

Orthaheel® Technology helps reduce over-pronation,  
which can help relieve associated pains.

©2015 Vionic Group LLC 

www.vionicshoes.com/retailers
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TRENDREPORT

Softwalk’s western Booty is 
the Rancho. MSRP $180. 

Vionic’s Georgia. 
MSRP $159.

Naot’s Baccio in Shiraz 
leather. MSRP $224.

El Naturalista’s 
Colibri comes in 
a range of colors, 
including  ocean-
henna, Pino-black, 
and Black-henna.  
MSRP $199.

SADIESAYS
Dansko’s 
Flora Felix.

The sexy Great Aunt look is everywhere.

The ugly rain boot trend seems to be coming to a close as evidenced by 
these graphic prints from Cougar. 

www.footwearinsight.com
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WILDONES
Because we like to look good when in the outdoorsy element.

Teva adds to 
its year-round 
offerings with 
the Foxy boot. 
MSRP $150.

Chaco’s Mountain 
Lifestyle collection 
includes the new 
Hopi for women. 
Mixing fashion and 
comfort.

The Sorel Slimboot 
Pull On has a 
waterproof full-
grain leather upper. 
MSRP $130.

Ariat’s Berwick 
GTX has Thinsulate 
insulation and a full 
length back zip and 
front lace system. 
MSRP $429.95.

mailto:info@waldlaufer.com


www.attendmagic.com


why attend
?

F N  P L AT F O R M  i s  w h e r e 
g l o b a l  l e a d e r s  i n 
f o o t w e a r  c o n v e n e  t o 
s h a p e  t h e  i n d u s t r y, 
n e t w o r k  a n d  s h o p 
f o r  s h o e s .

2 ENGAGE WITH INDUSTRY COLLEAGUES 
Share topical issues and find mutual solutions.

3 Gain business insight 
Access complimentary educational seminars hosted on show-site.

4 MAXIMIZE PRODUCTIVIT Y AND BOOST ROI 
Discover the most cost-effective way to see your suppliers and 
discover new brands.

5 STREAMLINE YOUR BUYING EXPERIENCE 
Save time and shop efficiently with easy-to-navigate lifestyle 
environments merchandised by category.

VALIDATE TRENDS AND YOUR BUY  
Gain confidence in your buying decisions by shopping for apparel and 
footwear at the same time.

1



Georgia Boot’s Glennville Collection, $139.99 to $169.99
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WORK

#athletic #colorful #ergonomic #lightweight 
#comfortable #composite #Wellingtons  
#nontraditional #value #fast #crossover 
#technology #durable #performance

Amazone’s Carbon, a 9-incher that 
retails for $200, is among the brand’s 
new class of extra-strength workers. It 
is made of full-grain waterproof leather 
with a fully insulated Amadri breathable 
lining. Goodyear welt stitching and a 
screw-in metal plate in the outsole give it 
the stamina to go the distance even if the 
wearer is standing still the entire shift.

“Our brands are respected within the 
high-class narrow distribution channels 
mostly on the West Coast of the USA and 
Asia,” says Bob Kaiser, president of Sigma 
Footwear Group.

Cat Footwear’s Convex Mid, the brand’s 
lightest, most shock-absorbing footwear, is a 
hiker-inspired boot made to work indoors and 
outdoors.

It makes itself comfortable in the hi-tech 
footprint. It features the brand’s EASE 
technology in the midsole, which provides up 
to 30 percent more cushioning and bounce 
back and makes the boot last 30 percent 
longer. The upper is full-grain leather, rubber 
and mesh; the lining is nylon mesh; and the 
construction is Strobel. 

The rubber outsole features Cat’s 
proprietary slip-resistance compound, and 
the boot is powered by Ergo, which means 
it’s built to take into account the natural 
movement of the foot. Available in steel- and 
soft-toe styles, it provides electrical hazard 
protection and retails for $130 to $140.

“We are building footwear that is 

designed for the environments and jobs 
that younger workers are working in, and 
we’re making it look cool,” says marketing 
director Kelly Ballou. 

Dr. Martens’ Isambard, which was named 
after a legendary British engineer, is an 
eight-eye lace-up waterproof boot that has a 
rubber slip-resistant outsole with a 90-degree 
heel and compression-molded ethylene vinyl 
acetate midsole. The boot, $170, also features 
a full-grain leather upper, a composite safety 
toe, an abrasion-resistant toe guard and a 
waterproof lining.

“We have combined all the features 
that work from our Ironbridge boot and 
modernized them with new technology,” 
says Martin Meade, general manager of U.S. 
Industrial Footwear. “This boot is ideal for 
most general construction, oil and gas and 
manufacturing, all of which are up in the 
U.S. market.” 

Avenger Safety Footwear’s A7923, $153.99, 
is a waterproof work boot that also does 
outdoor duty.

Part of the brand’s “Built in the USA” line, 
the A7923 has a full-grain leather upper, 
direct attach construction, a steel safety 
toe and midsole and insole cushioning for 
comfort.

“It has rugged good looks,” says Don 
Colbert, executive VP-sales. “The focus of 
the line is bringing manufacturing jobs back 
to the USA. The boot represents the general 
trends we’re seeing of technology, athletic 
influence and patriotism.”

Blundstone’s 1453, the brand’s first lace-up 
in two decades, is made to work in a variety 
of venues.

Comfortable and lightweight, the $199.95 
boot has a leather upper and a thermoplastic 
polyurethane outsole.

Rebooted
2015 Styles for the #Next GenerationTHE BOOT BOOK

Tweet it. Post it on Facebook. Loop it into LinkedIn. Blog it on Tumblr. Picture it on 

Instagram. And pin the tale on Pinterest. For all intents and purposes, 2015 will go 

down in footwear history as The Year of the New Boot. Whether it is made for 

work, outdoor or tactical or for all three combined, the boot has been reimagined 

for a new generation that places value on versatility and innovation. Haute 

couture and haute tech, Team 2015 gets the work done and still has time for fun.

Amazone’s Carbon, $200

Dr. Martens’ Isambard, $170

Cat Footwear’s Convex Mid, $130 to $140

www.footwearinsight.com


44  •  Footwear Insight ~ January/February 2015 footwearinsight.com

“Blundstone looks to be a super-
comfortable work boot that has a clean 
fashionable design,” says Tim Engel, national 
sales manager.

Carhartt’s Force, which “feels like a running 
shoe, works like a boot,” is designed to appeal 
to the sneaker-wearing generation of workers.

Available with or without a composite safety 
toe, it is equipped with a variety of hi-tech 
features, including stretch-and-recovery 
3D-forming Ariaprene breathable foam; a wear-
resistant mesh collar and tongue; a FastDry 
moisture-wicking lining; polyurethane with 
Ortholite cushion insoles that battle odors; 
and a Storm Defender waterproof breathable 
membrane. It retails for $159.99.

“The Force boot collection is geared toward 
the young worker — the non-traditionalist 
who is looking for what’s new and better,” 
says president Rob Mills. “It offers all of that 
with the use of high-performance materials 
and components that create a durable, 
lightweight boot.”

Dickies’ Fury Mid Exo-Lite is a serious 
6-inch, mid-cut-style work boot that looks and 
moves like an athletic shoe.

In addition to an ASTM-approved steel 
toe and electric-hazard protection outsole, 
it features a seamless fused rubber upper 
that is water- and chemical-resistant and a 
lightweight, ethylene vinyl acetate outsole 
that is slip-resistant. Its ethylene vinyl acetate 
insole is removable and has a layer of Memory 
Foam for comfort. Retailing for $80, it comes 
in several colorways, some of which have 
color accents on the midsoles and uppers.

“It’s primarily a work boot, it does have 
features common to outdoor,” says product 
manager Jeff Huckle. “While it is not suitable 
for tactical duty due to its color, we offer 
another style in the line called Wraith that is 
available in an all-black colorway suitable for 
tactical use.”

Huckle says the fused rubber upper is 
unique to the safety footwear industry. 
“Typically, we see this technology used on 
high-performance athletic footwear,” he 
says. “However, it has properties that make 
it excellent for work and safety, mainly 
lightweight durability.”

Georgia Boot’s Glennville Collection, 
$139.99 to $169.99, includes 6- and 8-inch 
lace-ups and 11-inch Wellingtons with soft or 
composite toes.

The full-grain leather and 900D Cordura 
boots feature the brand’s waterproof system 
and its TDC polyurethane footbed for comfort. 
An extremely lightweight blown-rubber 
outsole and Goodyear welt construction make 
them flexible and durable.

“There’s a growing desire for composite-toe 
work footwear and a growth in popularity of 
Wellington boots,” says marketing manager 
Seann Anderson. “For 2015, we’re seeing 
styles with different toe shapes, a continued 
increase in the variety of styling, composite 
toes and also variation in lace colors and 

other smaller features.”
Hi-Tec’s Altitude Pro 400 I WP CT, $140, is 

a comfortable, hi-tech all-day worker.
ASTM rated for electrical hazard protection, 

the full-grain oiled waterproof leather boot 
has an ASTM F2413-11-approved composite 
safety toe. Its features include a Dri-Tec 
waterproof breathable membrane, Thinsulate 
insulation, i-shield water repellent, rustproof 
metal hardware, a Ghillie lacing system, a 
contoured sockliner with three densities 
of Memory Foam, a compression-molded 
ethylene vinyl acetate midsole, a lightweight 
nylon shank and a slip- and oil-resistant 
rubber outsole.

“The boot is based on the world’s best-
selling light hiker, the Altitude, and includes 
all the features that make that boot a 
success,” says Ian Little, director of marking 
and e-commerce. “The use of technologies 
from the athletic world will continue to 
trend in 2015. We have started using some 
technologies that are used to increase 
comfort and durability in athletic shoes.”

Keen Utility’s Mt. Vernon, a work/safety 
boot in 8-inch and 6-inch styles, is built upon 
the brand’s proprietary technologies that are 
designed for safety, comfort and performance.

The boot, which is assembled in Portland, 
Oregon from materials from around the 
world and retails for $210, is made of 
waterproof Nubuck leather and has the 
brand’s waterproof breathable membrane 
and hydrophobic/hydrophilic two-zone 
comfort lining. Other features include a 
direct-attach polyurethane midsole that limits 
compacting; asymmetrical ASTM-rated steel 
toes in a streamlined and lightweight toecap; 
a thermoplastic polyurethane shank for mid-
foot support; and a Keen.Grip oil- and slip-
resistant non-marking rubber outsole that 
meets Mark II standards.

“Our brand supports the idea of hybrid 
footwear, creating multi-purpose lifestyles 
styles that protect, perform and provide 
superior comfort for wearers,” says division 
director Mark Reilly. “These safety silhouettes 
are often athletic- and outdoor-inspired.”

Nautilus Safety Footwear’s N1742, $99.99, 
is part of the brand’s new lightweight Carbon 
NanoFiber collection.

The N1742 has a triple cushion memory 
foam insole, an industrial slip-resistant 
outsole and a mesh and microfiber leather 
upper with a thermoplastic polyurethane 3D 
overlay that is stylish and meets ASTM and 
electrical hazard standards.

“The weight of the Carbon NanoFiber safety 
toes are 50 percent less than traditional steel 
toes and 40 percent less than traditional 
composite toes,” says Don Colbert, EVP of 
sales.

Terra’s Sawtooth, an 8-inch heavy-duty 
work boot, was designed to target workers in 
the oil and gas industries.

Its combined toughness and comfort come 
from its hybrid welt and injection outsole 

THE BOOT BOOK

Avenger Safety Footwear’s A7923, $153.99

Blundstone’s 1453, $199.95

Carhartt’s Force, $159.99

Woolrich’s Woodsman, $335

www.footwearinsight.com


KEEN Utility’s Mt. Vernon, $210
Keen Utility’s Mt. Vernon, $210
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technology: The stability in the welt is 
complemented by the injections in the heel 
and mid-foot that make it easy to wear all 
day and night. With an upper of waterproof 
leather and Helcor leather, it stands up to 
the elements, whether they are man- or 
nature-made. Priced at $279.99, it also 
comes with optional metatarsal protection 
and in a pull-on style.

“Aligning ourselves with the best branded 
suppliers in the market has been part of 
our strategy for attracting young workers 
for some time now,” says product manager 
Matthew McCaig. “3M, Vibram and W.L. Gore 
are all longstanding and reliable partners 
for Terra. They play an integral part in the 
Terra design and development process.”

Timberland PRO’s Stockdale series of 
four 6-inch work boots with alloy toes, $130 
to $170, is designed for specific industries. 
One features a leather upper for use in the 
high-heat environments of machine shops 
and fabrication/welding businesses; the 
other three have premium microfiber upper 
materials for use in food-processing areas, 
where footwear may be subjected to high or 
low pH materials and other chemicals and 
processes that may break down a traditional 
leather upper.

The boots are equipped with rubber 
GripMax outsoles whose secondary lugs 
wipe the surface clean so the primary lugs 
can maximize contact with the flooring for 
slip resistance; alloy safety toes shaped on 
TiTAN lasts; cement construction; and anti-
microbial mesh linings. In the 6-inch styles, 
an external molded heel stabilizer provides 
added security and stability.

“In 2015, we expect to see more and more 
use of premium performance synthetic 
materials such as the microfiber upper 
material and hybrid soling compounds that 
function and last,” says Bert Spiller, product 
creation director.

Wolverine’s Overman, $180, is a waterproof 
boot designed for all-day comfort.

It features the brand’s new CarbonMAX, 
one of the first safety toes that uses 
nanotechnology to create a hi-tech 
combination of protection and lightweight 
comfort. 

“It’s so comfortable, you’ll forget you’re 
wearing a safety toe,” says Yahn Lebo, 
product line manager for work and outdoor. 
“The toes are lighter to reduce strain on 
the legs and feet, made with thinner walls 
to provide more room for toes and added 
comfort overall and are designed to meet 
ASTM standards.”

Overman’s other features include the 
brand’s Contour Welt technology; a leather 
upper with an abrasion-resistant heel and 
toe; and Wolverine’s MultiShock rubber-lug 
outsole. The boot, which carries the brand’s 
standard 30-day comfort guarantee, also is 
available in 8-inch and Wellington styles.

OUTDOOR

#no #break #in #period #hybrid #fashionable  
#functionality #waterproof #neoprene  
#lightweight #wool

Bogs’ Bend Steel Toe, a comfortable 
waterproof boot, is designed to take to the 
trail and transition to the work site.

With its Nubuck upper, anti-slip BioGrip 
rubber compound lug outsole, cushioning 
Rebound technology and steel toe, the $155 
boot is designed to feel good and last a long 
time.

“There are two different types of outdoor 
customers,” says Kelly Santos, VP of product. 
“There is the hard-core gear head who lives 
in the mountains and the urbanite who loves 
the outdoor look and spends time outdoors 
but perhaps not to the extreme. The same 
technological outdoor boot is being worn by 
both. We are seeing an increase in hybrid 
boots that are being worn for their function 
and their looks.”

Ariat’s Men’s Conquest 8-inch H2O, with 
a square toe, brings a Western look to the 
outdoor market.

The boot, $199.95, is made for hunting 
but also is designed for ranching and other 
outside work. It features ATS Pro technology 
for stability and comfort; waterproof bootie 
construction and waterproof leathers; an 
ethylene vinyl acetate midsole; a rugged slip-
resistant Duratread outsole; and Realtree 
camo.

“The look of the boot is younger/faster, and 
the slightly distressed leather and Realtree 
camo work well for that target audience,” 
says Soyala Breen, senior director, footwear 
merchandising for work and outdoor. “The 
square toe is unique and different, and the 
younger consumer likes that shape. People 
want instant comfort, including a no break-in 
period, and visual cues such as wider toes 
are trending with the younger consumer in 
the work market and that clearly crosses over 
into categories such as hunting.”

Chaco’s Barbary, a women’s outdoor 
boot that retails for $150, pairs function and 
fashion.

Part of the brand’s Mountain Lifestyle collec-
tion, its variegated wool and premium water-
proof full-grain leather upper and fleece and 
wool lining keep it warm in the coldest of win-
ters. The boot features a women’s specific pig-
skin-lined Luvseat footbed that has an instant-
comfort ethylene vinyl acetate layer, a molded 
nylon shank and a non-marking EcoTread rub-
ber outsole with 15 percent recycled content 
and 3-mm non-slip lugs for traction.

“We are seeing a strong swing toward 
durable, natural materials — luxurious 
leathers, boiled and tufted wools and 
traditional metal trims,” says GM Chip Coe. 
“Those trends, along with versatility in the 
height and style, are key.”

THE BOOT BOOK

Rocky Boots’ Broadhead, $174.99 to $179.99 

XTRATUF’s 
Performance 
Deck Boot, 
$90 to $100

Ariat’s Men’s Conquest 8-inch H2O, $199.95

Muck’s Arctic 
Excursion 
Lace, $160

www.footwearinsight.com
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Chippewa’s 20065 and 20066, $179.95  
to $199.95, are a comfortable, lightweight  
take on outdoor utility boots. One style has  
a steel toe.

“We don’t focus on trends; we look for 
opportunities to make footwear that is best of 
class to bring wearers the best value for their 
dollar,” says brand manager Clark Perkins. 
“We make reliable boots that are classic and 
authentic.”

Kamik’s Bushman, an all-season boot built 
in the U.S., is made for tough outdoor jobs 
and sports.

It has a waterproof neoprene upper; an 
Aegis anti-bacterial treatment and insole; a 
fold-down orange safety lining and collar; and 
Kamik’s patented LockFIT technology for fit 
and comfort. It also features Kamik’s exclusive 
RubberHe lightweight shell and outsole. 
RubberHe is a recyclable, PVC-free synthetic 
rubber that is 50 percent lighter than natural 
rubber and 30 percent lighter than other 
synthetic rubbers. Available in black, olive, 
Mossy Oak and Realtree camouflage, the 
Bushman retails for $129.99 to $139.99.

“The Bushman provides great traction in 
any weather while also remaining flexible,” 
says product manager Davide Degano. “It 
offers superior durability and is oil-, acid- and 
animal acid-resistant, making for a great work 
and hunting boot.”

Muck’s Arctic Excursion Lace, $160, is a 
full-rubber waterproof men’s boot that’s a real 
worker in cold, wet and snow. 

With its fleece lining, rugged outsole and 
5-mm neoprene insulation, it holds its own in 
temperatures as low as minus 40 degrees. It is 
available in mid and tall styles.

“Tall full-rubber boots will be a trend for 
2015,” says Sean O’Brien, global director 
of footwear. “Above all else, the customer 
is looking for a boot that is lightweight, 
comfortable and can be worn throughout 
the day. Muck’s signature neoprene 
material makes it one of the lightest and 
most comfortable boots on the market. The 
consumer is also looking for customization, 
and to that end, the Arctic Excursion Lace  
has non-functional laces that come in two 
color choices.”

Rocky Boots’ Broadhead is designed for 
the bowhunter who wants to go the extra mile 
and stay the extra hour.

Featuring a rip-stop fabric upper, a 
comfortable ethylene vinyl acetate midsole 
and a lightweight aggressive rubber-skin 
outsole, it is 33 percent lighter than the 
traditional hunting boot. It is $174.99 with 400 
g insulation and $179.99 with 800 g insulation.

“People are going back to basics,” says 
Jordan Gottke, director of marketing. 
“Meaning very traditional hunting boots that 
are Goodyear welted and feature very little 
color pop. But younger consumers aren’t 
necessarily looking for this. They grew up 
wearing athletic shoes and probably still wear 
them. They want to go to something different, 

which is why we develop boots like the 
Broadhead.”

Woolrich’s Woodsman, $335, is part of 
the U.S.A. Made collection that builds on the 
brand’s wool heritage.

Inspired by classic American ranch boots, 
the 6-inch lace-up moctoe, which also works 
in the work category, is made of premium 
Horween Chromexcel leather and has a 
Vibram outsole and woven-in-the-U.S.A. wool 
form the historic Woolrich mill.

“The finish, depth and texture of a Horween 
tanned hide are unique and immediately 
noticeable to a savvy consumer,” says Carl 
Blakeslee, co-founder of Portland Product 
Werks and creative director of Woolrich 
Footwear. “I tried not to spend too much 
time thinking about fashion on these boots 
because I want them to continue to be a 
staple in every man’s closet. One other unique 
feature that adds some freshness is the use of 
the reverse side of the leather on the eye stay. 
This simple detail brings an additional texture 
and color without using another article 
altogether. I’ve not seen this detail from any 
other brand.”

Xtratuf’s Performance Deck Boot, a 
recreational sport fishing boot, offers the 
brand’s iconic Legacy, aka “the sneaker of 
Alaska,” in a lighter-weight package.

Waterproof, it has a slip-resistant Chevron 
outsole, a 4-mm Neoprene bootie for water 
resistance and warmth and a quick-drying air 
mesh lining that lets the foot breathe free. 
It comes in two styles: 12-inch mid, $90, and 
16-inch tall, $100.

“This takes the original boot, developed 
in the 1960s for fishermen on the West 
Coast of the United States and still worn 
for commercial and recreational fishing 
and outdoor activities around the world, 
and makes it more stylish,” says Heather 
Kanaowicz, senior manager of product. 
“It comes in navy and black/classic rock 
colorways.”

TACTICAL

#breathable #new #age #warrior #athlete #Coyote 
#color #tougher #than #nails

Bates’ 8-inch Strike, a waterproof boot, 
features the brand’s Endurance Performance 
System that relieves fatigue and delivers com-
fort and durability.

Strike, $114.95, has a waterproof leather 
and ventilated screen mesh upper with pro-
tective thermoplastic polyurethane panels; a 
waterproof membrane; a dual-density Memory 
Foam footbed; a YKK nylon side zipper, a 
multi-terrain slip-resistant durable rubber 
lug outsole with molded arch support; and 
cement construction.

“We are seeing things like anti-fatigue carry 
over into tactical from the work markets, 
and this boot fits well in the work category, 
too,” says Eric Fracassi, product development 

THE BOOT BOOK

Nautilus Safety Footwear’s N1742, $99.99

Terra’s Sawtooth, $279.99

Timberland PRO’s Stockdale series, $130 to $170

Wolverine’s Overman, $180

Chippewa’s 20066, $199.95  
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director. “Younger workers are looking for 
a stylish boot that still has the traditional 
polishable toe area needed for their tactical 
occupation.” 

Trooper America’s Hollow-Point 5.0, which 
retails for $100, is a full-grain leather boot 
with ballistic 1200 D nylon, a breathable mesh 
lining and tongue, two-way heel and toe coun-
ters and double-cord stitching in stress areas.

“Younger users entering the workforce like 
the attention to detail and are looking for a 
newer brand that is not their dads’,” says Bob 
Kaiser, president of Sigma Footwear Group. 

Justin Original Workboots’ WK110 is a 
tactical boot that also works well in the work 
category.

The boot, $129.99, has a carbon fiber and 
ballistic nylon upper and a side zip for quick 
in and out.

“To attract younger wearers, we are reboot-
ing our marketing to be more edgy in our 
print and digital ads and through social 
media,” says brand manager Brandon Barker. 
“In 2015, we expect to see millennial style 
preferences evolve and boot makers to adapt 
to these preferences.”

Magnum Uniform’s Spartan 8.0, $220, is an 
all-around tactical boot for the uniformed offi-
cer who typically works 18-hour days.

The full-grain leather waterproof boot is 
super lightweight: a single size nine weighs 
26.5 ounces. It features non-metallic closed 
lace loops and rustproof coated eyelets, 500 
paracord laces, Flex-Support ankle protection, 
a fast-wicking lining, a polyurethane-molded 
footbed, San Crispino welted construction, 
a polyurethane high-density midsole and a 
Vibram slip-resistant outsole with a technical 
tread pattern in a self-cleaning design.

“We are looking at new technologies to 

improve comfort and maintain durability in 
our range for late 2015,” says Ian Little, direc-
tor of marketing and e-commerce. “The last 
few years have seen a number of athletic 
brands enter the uniform market. We believe 
that the trend toward athletic will continue, 
and we are well placed to take advantage of 
this with a heritage in athletic, outdoor and 
uniform boots.”

Original S.W.A.T.’s H.A.W.K., a 9-inch 
waterproof boot in the colorway Coyote, is 
packed with power from the insole out.

The $129.99 boot, which meets the EN 
20347 standard for occupational footwear 
with fuel-oil resistance and SRC-rated slip 
resistance, has a suede/nylon mesh upper; 
waterproof bootie; blood-borne pathogen 
resistant; gusseted tongue; polymer speed 
lace eyelets; tactical performance non-slip 
laces; Flex-Lite Support System technology; 
moisture-wicking lining with Aegis anti-
microbial protection; removable custom-fit 
ethylene vinyl acetate insole with Poron 
performance cushioning; thermoplastic poly-
urethane heel stabilizer; lightweight molded 
dual-density ethylene vinyl acetate midsole 
with shock absorption zones; an airport-
friendly Flex-Lite molded nylon stability 
board; a thermoplastic polyurethane external 
heel counter; Tec Tuff abrasion-resistant toe 
and heel panel protection; and a lightweight 
outsole with arch ladder grips, toe grips and 
oil-resistant non-marking rubber that exceeds 
the ASTM F489-96 standard for slip resis-
tance. Each pair weighs in at only 31 ounces.

“This boot offers a never experienced 
before performance-to-weight ratio without 
sacrificing the durability required by these 
warrior athletes,” says marketing director 
Brett Weitl. 

Trooper America’s Hollow-Point 5.0, $100
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Original S.W.A.T.’s H.A.W.K., $129.99

Magnum Uniform’s Spartan 8.0, $220

Justin Original Workboots’ WK110, $129.99

Bates’ 8-inch Strike, $114.95
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By Nancy A. Ruhling

W
hat is the future 
of the boot 
market? We 
don’t have a 

crystal ball, but we do have 
access to some of the best 
experts in the field to guide 
us. Kevin Cole, CEO of Original 
Footwear; Andrew Fowler, 
director of operations for Bates; 
Jim O’Connor, vice president 
of Timberland PRO; David 
Sharp, president and CEO of 
Rocky Brands; and Todd Yates, 
president of Wolverine Brand, 
joined our Roundtable to tell us 
where the market is and where 
they think it’s headed in 2015.

What are the major factors 
driving your business now?

Yates: From an overall business 
perspective, certainly the 
growth in the oil industry has 
impacted the entire industry. 
This has resulted in growth 
and expansion in different 
geographies within the United 
States. Equally, the increase in 
new construction has driven 
demand in an area that has 
been pretty soft in prior years. 
At the same time, many new 
consumers are entering the 
field, and this has resulted in 
a shift in the average age of 
consumers, and it is nothing 
new to say that the younger 
consumers communicate and 
look for information differently 
than our traditional consumer. 
All of these factors have 
increased the pace in which 
we are changing the way we 
communicate and design 
products.
Sharp: We are seeing more 
of our customers become 
multi-channel retailers by 
supplementing their brick-and-
mortar with an online sales 
presence. As a company, we are 

continually adapting to provide 
them the support they need 
no matter where or how they 
sell. In addition, our purchase 
of Creative Recreation in the 
past year has put our company 
in a totally new retail segment. 
Moving forward, our intent is 
to not only grow within this 
segment but also to leverage 
these retail relationships for our 
other brands as well. 
Cole: It comes down to three 
categories: Increased demand 
for our new Made in the USA 
products; increased number 
of local and regional contracts 
and tenders globally; and new 
technology and R&D to improve 
product performance.
O’Connor: We’re seeing a 
tremendous amount of success 
from our anti-fatigue technology 
(AFT), which we use across a 
variety of boots in our line. It’s 
the equivalent of giving workers 
their own personal anti-fatigue 
mat to stand and walk on all 
day long. Given the long hours 
our consumers spend on their 
feet, it’s resonating extremely 
well. We’ve broadened our 
assortment of AFT footwear 
a lot since the initial launch, 
and now it’s offered in virtually 
every silhouette from 6-inch 
boots to loggers to low 
athletics. So regardless of a 
person’s style preference or the 
demands of the job, we have an 
AFT solution to offer. 
Fowler: The black boot 
market, just as with many 
other categories, is dealing 
with the continued shift by the 
consumer to e-commerce. Being 
proactive instead of reactive is 
important for this continually 
evolving retail segment. 
In addition, the uniform 
footwear market specifically is 
undergoing significant brick 
and mortar consolidation right 
now so we must work very 
closely with our retail partners 

Features memory foam that cushions and 
conforms to the shape of your foot.

THE BOOT BOOK

What’s Working for  
the Boot Market? Five  
Top Brands Weigh In.

EXECUTIVE ROUNDTABLE:

www.rockyboots.com
www.footwearinsight.com


during this volatile transition.

How are you supporting  
retailers to grow their business  
in these categories?

Sharp: We are constantly 
assessing the needs of our 
customers and developing tools 
to help them sell our products. 
For those who are seeking 
to grow through creating an 
online sales presence, this 
means having a good library 
of images, providing video 
content and ensuring they 
use our logos properly. We’re 
also offering drop ship options 
with customized packing slips 
branded for the retailer — 
whatever it takes to support 
their needs. We also continue 
to provide continuing education 

through our Rocky Brands 
University program, where we 
bring in retailers and their staff 
members for intensive sessions 
about all of the brands and 
product lines. 
Yates: First, we continue to 
innovate, something that has 

been a part of the Wolverine 
brand’s DNA for over 130 years. 
New technologies that allow 
products to function and per-
form better, all while being com-
fortable to wear, will probably 
never change for us. Overall, 
the biggest areas of change are 
in communications and design. 
From a communications stand-
point, how we market our brand 
has changed. Omni-channel 
marketing is vital, as transac-
tions are occurring with the use 
of many tools. 

The days of a more simple 
purchase are over; we focus on 
all vehicles of communicating 
information so it is always there 
at the consumers’ fingertips. 
Whether is it on wolverine.com, 
providing content for retailers’ 
sites or in-store product dis-
plays, everything goes together 
and meets for one experience 
for the consumer. From a design 
perspective, we are focused on 
utilizing our proprietary tech-
nologies, which are relevant for 
all consumers, but transitioning 
the aesthetics of our boots to 
satisfy both the traditional user 
and the new, younger-minded 
one. In the end, the best thing 
we can do is continue to give 
our retail partners the best 
products in the industry.
Cole: We do wear tests for 
local municipality departments 
and drive local contracts to 
our retailer partners. We also 
do increased in-store point 
of sale and custom sales and 
display programs, and we have 
increased inventory levels so 
we can deliver both small and 
larger orders immediately.
O’Connor: We spend a lot of 
time on merchandising. We 
launched a consumer inbox 
study a few years ago that 
allows us to profile our end 
users and ultimately segment 
our line by sales channel. 
Through this type of analysis, 
we’ve made really strong 
improvements to our product 
sell-in.  

In terms of sell-through, 
we offer our accounts a lot 
of marketing support. We tag 
them in TV, radio, digital and 
billboard campaigns as well 
as provide them with in-store 
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support. Our goal is to help 
retailers maximize their sales, 
and very often, the marketing 
approach differs depending upon 
their store location, channel, 
assortment and end consumer. 
It’s our job to really understand 
their business and tailor our 
marketing efforts accordingly.  

Fowler: In the tactical market, we 
support accounts with in-store 
point of sale, associate training and 
branded direct to consumer digital 
marketing programs. 

What is the greatest challenge of 
the category and how have you 
addressed it?

Yates: As the consumer 
demographics change, and rapidly 
at that, over the next three to 
five years, making sure we have 
evolved ourselves is the biggest 
opportunity for us. Notice I didn’t 
say challenge, as I believe we 
are in a period of growth and 
expansion from an overall category 
standpoint, and the research 
data would suggest the same. 
Certainly, oil prices dropping, 
while good for the consumers, can 
impact how much the domestic 

industry expands. But I would 
say that consumers present the 
greatest challenge for the industry. 
However, again we view it as an 
opportunity. The opportunity 
to bring new consumers into 
our brand, with the challenge 
being how to do it effectively 
without letting go of the men and 
women who have worn Wolverine 
products for their entire careers.
Cole: The tremendous amount of 
competition – there are at least 42 
companies selling “black boots” 
and/or military-type footwear 
globally. With costs for raw 
materials and production rising 
and so many municipalities facing 
budget cuts, we have focused 
on delivering the highest value 
product possible by building in the 
features and performance benefits 
of our products at every price 
level and backing that up with 
all the R&D and testing we have 
done. Original S.W.A.T. has made 
great strides in the marketplace 
in regard to brand awareness 
and perception over the last 24 
months. We know who we are and 
where we fit in the market. We 
build the best boots at the most 
fair values, and the market has 
recognized it.  
Fowler: The greatest challenge 
is to maintain both a customer 
and consumer mindset. We 
must continue to innovate our 
product, our marketing message 
that creates both sell-in and sell-
through excitement, and the way 
we work with our retail partners 
so the power of the Bates brand is 
consistently in how it connects to 
the consumer.  
O’Connor: The work wear cat-
egory is a whole lot of brown and 
black boots, with a few wheat 
sprinkled in, so one of the greatest 
challenges is finding a way to stand 
out. Timberland PRO is constantly 
innovating. We’re always looking 
for ways to exceed our consumers’ 
expectations by bringing new tech-
nologies to market that improve 
comfort and durability. We’ve also 
worked really hard to develop a 
strong image and voice so that 
Timberland PRO is a brand con-
sumers can relate to and feel good 
about wearing. The Boondock 
work boot is a great example of 
our recent innovation. It’s a heavy-
duty work boot that still manages 
to be lightweight and flexible. 
Sharp: Consumer expectations 

continue to be the biggest 
challenge in the work and outdoor 
boot categories. In presentations, I 
use an example of how consumers 
don’t think twice about spending 
$400-plus on a women’s pump that 
has very little cost in it, yet they 
balk at paying much less for a boot 
loaded with high-cost materials. 
We have to continually work to get 
our customers to understand the 
features and benefits and the value 
proposition of our boots. We do 
this on our websites, in P.O.P. and 
through all of our touch points. 

How are you segmenting  
different consumer types  
and different price points?  

O’Connor: Our footwear designers 
and developers spend a lot of 
time on job sites throughout the 
year, really trying to understand 

the footwear demands of our end 
consumers. Each style of footwear 
we design is created with a certain 
end use in mind. We find that the 
features and benefits included 
in our footwear lend themselves 
to a natural segmentation by 
price point — very often, the 
tougher the job a consumer has 
to do, the more boot he or she 

needs. Whether a person works 
indoors or outdoors, in wet or 
dry conditions, or in hot or cold 
temperatures, we have a style of 
boot to offer just about everyone. 
Sharp: We have our brands 
segmented around price points. 
Our Rocky brand is positioned 
as more technology-driven and 
generally hits a higher price point 
in the outdoor, work, western and 
commercial military segments. 
Georgia Boot and Durango Boot 
– while both still offering high-
quality work and western boots, 
respectively – are more popular 
price focused. 
Yates: The Wolverine brand has 
products that hit about every price 
point, industry and consumer. For 
me, the interesting part is that 
the end-use doesn’t really differ 
among different consumer groups 
within each category. From heavy 
industrial to light industrial and 
service industries, the consumers 
within each group all ultimately 
have the same functional needs. 
Within these categories, we 
work hard to make sure we have 
products that truly offer the 
consumers something at every 
price point, all with the expectation 
that they are buying a quality 
boot. And while we talk about the 
younger consumer specifically, I 
like to refer to it as the younger-
minded consumer. Age is less 
a factor in many ways, with the 
significant difference being in the 
influences the new consumers 
have had in their lives. If someone 
needs a safety toe, we have it, 
and a 20-year-old on the same job 
site as a 50-year-old has the same 
needs. So, from a functionality 
standpoint, we segment by 
consumer needs. Traditionally, 
we would assume a new worker, 
younger and fresh out of school, 
can’t afford certain price points. 
Yet they have grown up buying 
$200 athletic shoes. Just because 
the market will be driven with 
these new, younger consumers 
that doesn’t automatically translate 
into lower price points. Rather, it is 
about making shoes that they think 
look good, fit their style and meet 
their needs.
Cole: We have structured our 
product line with both our brands 
by feature/benefits, construction, 
and price points that address the 
needs of the individual market seg-
ments. Original S.W.A.T. focuses on 
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law enforcement, and the styles 
go like this: Force – security, entry 
level; Winx 2 – police, security; 
Metro – police; Classic – police/
military; Chase – police/military; 
Hawk – S.W.A.T. With Altama, 
which targets the military, we 
have three categories: imported; 
Made in the USA with imported 
components; and 100 percent 
Made in the USA.
Fowler: Bates segments our core 
consumers as Defenders (U.S. 
military), Protectors (law enforce-
ment/public safety), and Civilians 
(general use). We innovate Bates’ 
products uniquely for each and 
cover a range of price points.

What innovative marketing 
programs have you done to  
attract buyers?
 
Cole:  One of the core elements 
to our overall marketing mix 
is something we call Market 
Development Funds. We earmark 
a significant portion of our budget 
and task our sales team with 
working directly with accounts 

in their respective territories 
and our in-house marketing team 
to create custom programs to 
address any need necessary. 
By being so proactive and not 
so “cookie cutter” with our 
programs, we have experienced 
tremendous sales growth, and 
more importantly, solidified great 
working relationships with our 

retail partners. We do still offer 
many set programs that many 
participate in, but we do our best 
to be creative and try to meet 
specific needs of individual retail 
partners, large and small. We 
realize that this business is a two-
way street and are very willing 
to invest in the businesses of our 
partners that support us.
Yates: In addition to our focus 
on omni-channel marketing, 
we continue to shift our media 
strategy and communications 
as the market and consumers 
evolve and have programs in 
place to connect directly with 
consumers in different ways. 
Whether it is through social 
media programs or sponsoring 
innovative consumer-facing 
events, we create opportunities 
for consumers to engage directly 
with the brand and build 
relationships to both attract 
new buyers and support brand 
advocates.
O’Connor: We’re fortunate to 
work with a talented media 
agency that has developed a 
really successful media campaign 
for the Timberland PRO brand 
—“When your feet hurt, your 
work suffers.” The campaign 
has proven to be clever and 
memorable. It’s something we 
continue to build upon, and with 
each passing season, our retailers 
are seeing even greater success 
from it. One of the reasons it’s so 
successful is that our consumers 
can really relate to it. The spots 
blend humor with our anti-fatigue 
technology messaging in a way 
that’s particularly impactful.  

To stay relevant today, we’ve 
found that we really need to 
maintain continuous marketing; 
the days of seasonal campaigns 
are gone. We’ve increased our 
social media presence as one to 
stay top-of-mind and have had a 
lot of success connecting with our 
consumers there.  
Sharp: Everything we do from a 
marketing standpoint is designed 
to create engagement with 
consumers to drive awareness 
– and ultimately sales – of our 
products. 

We continue to beef up our 
digital and social presence 
while supplementing these with 
sponsorship activation that 
matches up with our consumer 
demographics.

What will be the most important 
factors to watch in 2015?

Yates: I suppose it is simple. How 
quickly does the consumer base 
shift? As we watch new consum-
ers come into the industry and see 

existing consumers exit, how does 
that impact the pace of the change 
in the dynamics of leaders on a job 
site, and how rapidly will things 
continue to evolve? We have many 
consumers who have been loyal to 
our brand for many, many years. 
Making sure they are still satisfied 
and not alienated is important, 
but as we look forward, we need 
to make certain that new consum-
ers develop the same enthusiasm 
for our brand that the generations 
before them have shown.
Cole: For us, there are three 
factors: 1. Managing the delivery 
and customer expectations for 
the fully Made in USA product. 
2. Maintaining the appropriate 
inventory levels. 3. Completing the 
merger of the Original S.W.A.T. and 
Altama brands. For the market, I 
feel that the rising material costs, 
namely leather, and overseas 
labor costs will put price pressure 
on every brand. Also, the U.S. 
military’s color change to Coyote 
will have a large effect as brands 
look to change their inventory mix 
and flush out the older stock.
Sharp: Evolving technology – 

the way consumers shop and 
how they are influenced in 
their purchase decisions – will 
continue to be a major factor for 
anyone selling consumer goods. 
Companies like Rocky Brands 
have to ensure we are connecting 
with and speaking to today’s 
consumer in the right way. 
O’Connor: We always keep an eye 
on the economy and emerging 
trends in the work force, relying on 
industry data as a source of plan-
ning and inspiration. Sometimes 
this can lead us to research and 
develop new materials in an effort 
to find a better solution or better 
way of doing something. We also 
track consumer demographics, 
both broadly, as well as within our 
own consumer base. As the work-
force gets younger and younger, 
style trends can shift, so we always 
try to stay connected to the emerg-
ing work force.  

The fall 2014 launch of our 
Powertrain family is a good 
example of how we’ve innovated 
to meet shifting style trends. The 
Powertrain is a line of athletic-
inspired work shoes that runs the 
gamut from your typical work col-
ors like black with a grey outsole 
to your more fashion-oriented, 
eye-popping colorways like a navy 
upper with a high-visibility green 
outsole. While the Powertrain is 
a little more fashion-forward in 
appearance than the typical work 
shoe, it’s built with PRO’s proven 
DNA. It contains anti-fatigue tech-
nology, but this time it’s built right 
into the outsole to provide supe-
rior shock absorption and energy 
return.    

Like everyone else, we watch 
oil prices very carefully, because 
this can have such a strong ripple 
effect. With the cost of leather 
increasing, we’re also looking at 
leather alternatives. There are 
certain industries that will always 
require leather, but there are some 
jobs that can really benefit from 
the advantages that these leather 
alternatives have to offer.
Fowler: Sourcing lead times con-
tinue to force strategic business 
decisions at a much earlier point 
in time than we would like, but 
it is the current reality. Which 
retailers will emerge stronger 
in 2015 and which will struggle 
or go away completely? Will the 
economy continue to grow slowly, 
or could it retract? 
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We do our best to 
be creative and 
meet the needs 
of individual retail 
partners.  
Kevin Cole, Original Footwear
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gets younger, style 
trends can shift, 
so we always try 
to stay connected 
to the emerging 
work force.
Jim O’Connor, Timberland PRO
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LINESWELIKE

OMSTYLE
Women today are mixing up their workouts and shoe 

brands are accommodating them with shoes that are 

the modern equivalent of cross-trainers. Here are four 

shoes that work well for the modern fitness consumer 

as she goes from Yoga to Barre to Pilates to Cardio. 

AHNU: The brand’s YogaSport line is designed for hybrid 
workouts where you need stability, flexibility and lightweight 
comfort. The collection includes the Yoga Split designed 
for low impact workouts, such as yoga with weights 
and straps (MSRP $99) and the Yoga Flex designed for 
higher impact workouts. Both offer enhanced underfoot 
technology and expanded forefoot flexibility. 

MARIKA: The brand known for its yoga and workout apparel  
for women has a new shoe line that includes the SMASH-M 
— Light Weight Studio Trainer. The trainer has a seamless, 
breathable upper. MSRP $69.99.

VIBRAM: Vibram has introduced the Furoshiki, which might be its most flexible 
shoe yet. It mixes a fabric upper with a flexible footbed that encourages feet 
to stay connected to the ground during a workout. Company execs say this 
allows the foot to move and flex as if barefoot, giving one a better sense of 
awareness. MSRP $130-$140. 

BERNIE MEV: For the woman whose marathon starts at the 7:30 
a.m. school drop off and continues through lunch, volunteering 
at school, running errands and sneaking in a class on good days. 
The Runner Victoria is available in three colors. MSRP $78.
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