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I grew up in the retail era of the three Ps: product, price and placement.  
But today, retail is about SEX (not that, get your mind out of the gutter). In 
retail parlance, SEX stands for Speed + EXperience.
Let’s start with speed, as that is the easy part. In the era of the three Ps, if you ordered mer-
chandise over the phone or from a “mail order catalog,” delivery would quaintly take two 
weeks, sometimes as long as 14 business days. I would often say the consumer got three 
thrills in one purchase. The first came with the actual transaction, the second was when 
the credit card charge showed up and the final, sometimes anti-climactic moment came 
with the delivery of the package. 

That no longer flies. We live in an omnichannel world where consumers want what they 
want when they want it and if you don’t offer it, the shopper believes another outlet does. 
Today, delivery three days after the order seems like a long time. You don’t offer overnight 
shipping? What kind of schlocky operation are you running? Can your customers order 
online and pick up that day in your store? They better be able to. Does the mall to which 
you pay outrageous rent offer an after-hours pick-up window? 

Same-day delivery is already taking place. During the summer, online retailer Pret-A-Porter 
offers same-day delivery from its New York City warehouse to the Hamptons, 90 miles away. 

Other retailers are experimenting with Deliv (basically an Uber 
service for packages) and by the time you read this former 
Apple and Target exec Ron Johnson will have introduced his 
Enjoy service, which offers consumers same-day delivery, 
installation and set-up on a variety of tech products, including 
iPhones, Microsoft Surface Tablets and GoPro cameras. This is 
an area where local stores should be able to compete and win. 
My local pizza guy offers free delivery when I buy $15 worth 
of food. Now I know the margins on pizza must be huge, but 
I have to believe shoe stores can cover the gas costs when 
delivering a $140 pair of sandals.

So much for the easy part. Now for the tricky stuff: deliver-
ing an experience to a consumer who demands it and is willing 
to pay for it. Investment bank Evercore ISI recently released 
a report that said consumers are now willing to pay more for 

“experiences” than “things.” They say this is a major shift in consumer behavior with a long 
tail, triggered in large part by those damned millennial shoppers everyone is talking about. But 
before you shut down the shoe store to market kayak trips down the Andes, here is some con-
text. The report says: “Physical purchases can also create valuable experiences for consumers 
by projecting style, delivering innovation and performance, receiving admiration, creating a fun 
shopping environment, showing off a prestigious brand, providing useful and engaging digital 
pre-shopping capabilities and selling products designed for specific experiential activities.”

This means the shopping experience starts online. A recent Deloitte study found that 
55 percent of retail purchases today are influenced by digital, compared to only 14 per-
cent in 2012, and this number is expected to rise to 80 percent by early 2017, according 
to the report. For retailers, that means consumers must be wooed by your own digital 
outreach and that of your vendors before they walk in the door. The digital experience 
gets them lathered up; the close takes place within your four walls. The report offers 
the following suggestions for digital outreach:
• High definition pictures and videos plus articulate descriptions and explanations give 

consumers a much better idea of what the experience they are buying will really be like. 
• Plus, trusted professional and consumer reviews increase transparency and build excitement 

and anticipation for the experience. 
And the payoff?

“These factors contribute to consumer willingness to pay high prices and also buy experi-
ences more often.”

More purchases, more often. I like the sound of that. Just make sure once they buy it, you 
can deliver it in a day. 

IT’S ABOUT S-E-X
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Women’s Fitness Event Expands in Year Two 

footwearinsight.com

THEFOOTWEAREYE

TRADE SHOW

T
he second edition 
of The Running & 
Fitness Event For 
Women will fea-
ture an expanded 
trade show and 
conference as 

well as a tie-in with two specialty 
retail groups.

The Running & Fitness Event For 
Women (TR&FE4W) will take place 
June 29-July 1, 2015 at Navy Pier in 
Chicago. Monday, June 29, will be 

devoted to a conference featuring 
business sessions and speakers who 
will address the growing women’s 
activewear business, which analysts 
say is now more than $11.5 billion 
annually in the United States.

“Over the past few years, we’ve 
seen explosive growth in women’s 
active apparel, footwear and acces-
sories,” says Beth Gordon, VP at 
Formula4 Media and the show direc-
tor. “But we believe this is still in the 

early stages. Yoga apparel, jogger 
pants and athletic footwear is the 
perfect uniform for today’s active 
woman as she moves back and 
forth from work to the gym to fam-
ily life and everything in between. 
This event covers that lifestyle and 
all the activities that are part of it, 
including yoga, running, studio fit-
ness, barre sports and more.”

Featured speakers on the first day 
include:

Libby Gill, former head of com-

munications at Sony, Universal and 
Turner, who will present “Capture 
The Mindshare and the Market 
Share Will Follow.”

Another speaker, Erika 
Napoletano, will present 
“Unconventional Strategies and 
Tactics for Today’s Business 
Climate.” Jim Dion and Stefania 
Pinton will present “On the Rise and 
Online,” about women’s Internet 
shopping habits. 

On Sunday, June 28, the day 
before TR&FE4W opens, the 
Independent Running Retailers 
Association (IRRA) will host its 
first-ever Apparel Summit, an 
event created to help run specialty 
stores grow the apparel business. 
The Summit will take place at the 
DoubleTree Chicago and is open 
free of charge to all IRRA members. 

Sponsors include Brooks/Moving 
Comfort, Handful, Ink N Burn, Lucy, 
MPG, New Balance, Pearl Izumi, 

PrAna, Saucony, Sugoi, Tasc, and 
The North Face. 

All IRRA Summit attendees will 
receive complimentary admission 
to TR&FE4W’s conference and trade 
show. The trade show has grown 
by 20 percent over last year. Avia, 
Brooks and New Balance are pre-
senting sponsors. Ahnu, Altra, CEP, 
Farm to Feet, Fila, Fitsok, Goodhew, 
Icebug, Lalo, Mino, ON Running, 
Oofos, Pearl Izumi, Ryka, Saucony, 

Skechers Performance, SmartWool, 
Sole, Spenco, Superfeet, Swiftwick, 
The North Face, Topo Athletic, 
Vibram and Vionic are among the 
brands exhibiting. The trade show 
will host a Fitness Studio that will 
include demonstrations, athlete 
appearances and classes every 
hour on the hour on Tuesday, June 
30 and Wednesday, July 1. 

On July 1, She Runs Retail, a 
grassroots organization with the 
mission to support, empower and 
mentor female owners, managers 
and leaders in the specialty run-
ning and fitness retail industry, will 
host a breakfast presentation.

On July 1, this group will host 
a Retail Roundtable and network-
ing breakfast at Navy Pier. This 
session is open to all attendees of 
The Running & Fitness Event For 
Women.  

The She Runs Retail Roundtable 
Discussion will consist of small 
table discussions moderated by 
women in the industry. During the 
hour, each woman will have the 
time to choose three discussions 
and network after they have rotated 
three times. 

Subjects for roundtables include:
•  Dealing with “time famine” – a 

woman’s perspective. Tips and 
best practices for women balanc-
ing working/small business own-
ership and life.

•  It’s OK to Make a Buck. Financial 
goals and review are often left 
on the back burner of the busy 
female entrepreneur. This conver-
sation aims to stir up this topic.

•  Utilizing the Good Ol’ Girls 
Club.  How to embrace your 
female network — hiring, mar-
keting and finance.

•  She Looks, and Buys, Like a 
Lady. How do you use metrics/
measurement and style/personal-
ity to differentiate your apparel 
and store? 

•  No-Drama Mama Management.  
Discussion will center on best 
practices for hiring, training, man-
aging and incentivizing the best 
co-workers for your female owned 
organization. 

FIND
OUT 

MORE

Retailer registration is open at: www.therunningandfitnesseventforwomen.com/registration.html.
Retailers with questions about attending should contact: Mark Sullivan at msullivan@formula4media.com or 
Christina Henderson at chenderson@formula4media.com
Any brand with questions about exhibiting should contact Beth Gordon at bgordon@formula4media.com or 949-293-1378.
At press time, there was a limited amount of exhibitor space still available.  

http://www.therunningandfitnesseventforwomen.com/registration.html
mailto:msullivan@formula4media.com
mailto:chenderson@formula4media.com
mailto:bgordon@formula4media.com
www.footwearinsight.com


BECAUSE YOUR FEET 
ARE DIFFERENT THAN HIS

COME SEE US  THE WOMEN’S RUNNING & FITNESS EVENT, JUNE 29 - JULY 1 

Contact Debbie Krivelow: dkrivelow@brownshoe.com  314-854-2827

mailto:dkrivelow@brownshoe.com


10  •  Footwear Insight ~ May/June 2015

The Vast Potential of the Women’s Business 

footwearinsight.com

By Bob McGee

T
his spring, Dick’s 
Sporting Goods 
launched its exclusive 
Calia by Carrie 
Underwood women’s 

fitness apparel brand. And Dick’s 
Sporting Goods CEO Ed Stack 
recently told an audience of 
gathered investors that Calia has 
the potential to be the chain’s 
“number three athletic brand in 
the next few years.”

Additionally, Dick’s has 
continued its movement into 
uncharted territory with the 
launch of its first advertising 
campaign targeting fitness-
minded women with eight 
15-second spots and one 
60-second commercial on 
websites such as Hulu, ESPN 
and ESPNW. The ads are female-

specific vignettes that hone in 
on the choices and challenges 
women face daily. 

“(It) has resonated very well 
with women we’ve tested it 
with because it says that we 
understand all the pressures 
women are under today,” said 
Stack, “the sacrifices that they 
make for their families and work 
and how difficult it is to find 
those precious moments for 
themselves.”

Dick’s is also promising to 
unveil a new in-store connection 
for its female shoppers, some of 
whom, until now, have largely 
traipsed through the jock 
paradise in search of equipment 
and gear for their sons and 
daughters. 

New Dick’s stores that open 
later this year will feature 
dedicated merchandise space 
and dressing rooms for women 
with an alternative merchandise 
format and shopping 
environment.

“It will really pull this whole 
women’s concept together more 
than it has been to date,” said 
Stack responding to a question. 
“So, yeah, we’re continuing 
to evolve that [how we cater 
to women]. And what you’ll 
see later this fall, we’re pretty 
excited about.” 

As for the Calia brand itself, 
described as trendy workout  
and casual wear in some circles, 
it will be retail priced below 
that of comparative wear from 
lululemon athletica and be 
more on par with price points 
from Nike and Under Armour. 
The collection, being worn and 
endorsed by Underwood, the 
32-year old Grammy Award 
singer and 2005 American 
Idol winner, includes tights, 
accessories, sweaters and tops.  

From a category perspective, 
Dick’s senior management 
has made it clear in recent 
months that the fastest growing 
segments of its business are 
women’s, youth and footwear. 
Besides Calia, the chain has 

told investors that another big 
focus in 2015 will be on the 
merchandising and marketing of 
key items. 

Admitting the retailer lost its 
way on key items in the past, 
Dick’s EVP and COO Andre 
Hawaux said, “and we believe  
it’s going to pay pretty significant 
dividends.”

Of course, the growing 
athleisure trend has many 
circles, both retailers and 
vendors alike, chasing the 
women’s market. Foot Locker, for 
example, which intends to use its 
two-year old SIX:02 retail concept 
as its primary women’s banner 
going forward, estimates there 
are no fewer than 21 companies 
today going after a share of the 
hot market where the primary 
consumer has high expectations 
for fit, function and style. These 
competitors range from Tory 
Burch and Pink in non-athletic 
specialty retail to Sweaty Betty 
and athleta in the women’s 
athletic channel and Zappos and 
Fabletics in the digital space. 
There is also Finish Line and 
vendors Nike, Under Armour and 
Puma positioning for a sizable 
stake in the segment. UA, in 
recent months, has advertised  
to women using supermodel 
Gisele Bündchen and ballerina 
Misty Copeland.

For its part, Foot Locker 
intends to expand the 15-store 
SIX:02 chain by 20 additional 
doors in 2015 through regional 
clusters as the banner’s 
consumer awareness is raised 
ahead of an accelerated growth 
plan in FY16 when, presumably, 
more limited-edition apparel 
collections from a variety of 
vendors will be made available 
to the retailer. Already, SIX:02 
has announced plan to host 
Nike Training Club areas like 
the one currently found in a 
Santa Monica, CA, store. From a 
broader perspective, Foot Locker 
wants its women’s business to 
play a broader role in all of its 
relevant banners. 

THEFOOTWEAREYE

RETAIL

Dick’s Sporting Goods, 
    Foot Locker 
Step Up 
   Women’s Offerings

Carrie Underwood’s new 
Calia brand is exclusive to 

Dick’s Sporting Goods.

www.footwearinsight.com
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Cycle 
    Style

THEFOOTWEAREYE

SNEAKERS

D
ZR is a new brand 
offering a line of 
commuter cycling 
shoes. The 
company says 

its shoes offer a combination 
of “utility, performance 
and design.” The shoes are 
designed to be worn while 
pedaling your bike to the 
office or anywhere else and 
then transition to walking or 
hanging out in the coffee shop. 
DZR says its Variable Flex 
shank transfers power while on 
the bike, yet makes the shoes 
comfortable and flexible when 
walking. The shoes are made 
from full grain leather and 
herringbone uppers. MSRP  
on the Strasse style is $120. 
The company says it plans to 
sell to boutiques and small 
stores only.  

Putting the 
Stock In 
Birkenstock

A NEW TWIST

Only four more years until the 50th anniversary of Woodstock. 

But in the meantime, music festival goers can wear this new 

style from Birkenstock, which should be hitting retail floors any 

minute now. The modern version of the classic Arizona pays 

homage to the brand’s most iconic sandal—the taupe suede 

Arizona—with  new embellishments. The company says the 

design also ties into summer’s ready-to-wear trends.

Birkenstock Arizona 
sandals, MSRP $140.

DZR’s cycling shoes are designed to be worn off of the bike, too.

www.footwearinsight.com


http://www.FootGym.com
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Feelgoodz founder Kyle Berner dreams of turning his company into a $100 million brand.

Bernie Mev’s new 
charity program will 
be introduced in June.

Weaving a Good Deed

A Feelgoodz Story

CHARITY

BRAND GROWTH

I
n these pages, we will occasionally 
profile what we call an accidental shoe 
executive. And Kyle Berner certainly 
qualifies. The founder of Feelgoodz got 
his start in the business in 2007 while 
on a trip to Thailand. “I was doing a 
bit of soul searching,” says the now 

34-year-old Berner. He had sold his car, bought 
a one-way ticket and was teaching English 
when he discovered natural rubber flip flops in 
a market in town.

Brenner returned home and imported 300 
pairs of the shoes, which he warehoused in a 

shed in his parents backyard in New Orleans. 
The shoes sold out in a week and Berner’s 
fledgling enterprise was written up in the New 
Orleans Times Picayune. A buyer from Whole 
Foods saw the story and by May 2009, the 
Feelgoodz line was being tested in 17 of the 
grocery chain’s stores. 

Today, the shoes are in 350 Whole Foods 
and Feelgoodz is a globally approved vendor 
for the chain. Berner is now branching out to 
sell to surf shops, yoga studios and spas and 
says he dreams of turning the company into a 
$100 million brand. He now has 15 employees, 

a retail store in Raleigh and plans to open a 
showroom in Santa Barbara before the end of 
the year. 

The line hits three main categories: natural 
rubber flips, which retail for between $25 and 
$35; genuine leather bottoms with assorted 
uppers, which retail for between $45 and 
$60; and a line of handwoven shoes from 
Guatemala that retail for between $30 and $60.

“I see this company as an extension of  
who I am,” Berner says. “People like me care 
about where products come from and how 
they are made.” 

Bernie Mev, which has helped develop the woven footwear category, is rolling out a new 
charity program under the theme of “weave the world together.” The promotion, which will 
be introduced at the June FFANY Show, will feature a woven bracelet with a medallion that 
will be included in each box of shoes with the slogan “weave the world together.” A per-
centage of proceeds from the sales will go to two breast cancer organizations. The brand 
will promote the charitable endeavor with a social media campaign and in-store signage.
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ASICS’ 360 Style
RUNNING
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B
ob McGee has joined Formula4 Media as a senior 
editor. McGee has 20-plus years’ experience 
covering the athletic footwear and sporting goods 
industries. He began his career at SportStyle and 
then spent 19 years at Sporting Goods Intelligence.

In his new role, McGee will contribute to all Formula4 Media 
publications and will also work on developing the company’s 
online presence.

“Bob will be a great asset to our company,” said Mark 
Sullivan, president of Formula4 Media. “He’s an excellent 
reporter with a thorough knowledge of the business. Hiring 
Bob is yet another step in Formula4 Media’s commitment to 
building the best, most experienced editorial team possible. 
Bob, along with Cara Griffin, Emily Walzer, Jen Beaudry and 
Mike Jacobsen will help us deliver thoughtful, insightful 
reporting to our audience, far above anything they get 
anywhere else.”

McGee will continue to be based in Massachusetts and can 
be reached at rmcgee@formula4media.com 

T
he new GEL-Quantum 360 shoe, described by 
ASICS as one of the brand’s most innovative shoes 
ever, aims to deliver adaptability, versatility and 
cushioning in a high-energy, eye-catching design.

The shoe features visible gel cushioning along 
the entire length of the shoe, and is available in a variety of 
bold colors, including brightly colored uppers with prints.

 The tech benefits of the 360 gel are that it “offers shock 
attenuation and is very adaptable and versatile for a 
variety of runners,” says Clara Kerley, product specialist 
of running footwear, at ASICS America. “It provides great 
cushioning across the entire length of the shoe, but it also has 
adaptability.”

The GEL-Quantum is not only adaptable, but is also 
comfortable and durable, according to Kerley, who notes 
that the shoe is a fit for a broad range of runners. The shoe 
also incorporates a full-length Trusstic system which is 
designed to make it more responsive and more spring-loaded. 
Additionally, the shoe’s FluidFit upper is almost entirely 
seamless and offers targeted and adaptable support.

The GEL-Quantum 360 will hit retail on July 15 with a 
suggested retail price of $170. It will be available at specialty 
run and athletic specialty. 

McGee Joins Formula4 Media
NEW HIRE

ASICS GEL-Quantum 360,  
MSRP $170.

mailto:rmcgee@formula4media.com
www.footwearinsight.com
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F
leet Feet, the 144-
door, franchised 
running specialty chain 
continues to bolster 
its digital strategy. The 

company recently promoted 
eight-year company veteran 
Jason Jabaut, a former national-
class middle distance runner 
and sub-four minute miler for 
Villanova, to the role of senior 
manager for digital marketing and 
communication. His appointment 
comes six months after Fleet 
Feet launched a beta test of its 
re-conceptualized FleetFeetsports.
com that introduced the banner’s 
online store, original content and a 
new navigation process for users.

“These changes were all 
centered on the goal of providing 
customers with 24-hour seamless 
access to Fleet Feet Sports,” said 
Ben Cooke, the retailer’s VP of 

retail operations.
From the start, Fleet Feet 

designated a select group of 
franchisees to serve as designated 
fulfillment centers for the 
online store. Feedback from the 
participants helped the chain 
improve its overall efficiencies 
and customer experience before it 
began enlisting its entire network 
of owners and operators to use and 
market the online store.

“Bringing it to fruition was 
challenging,” Jeff Phillips, president 
and CEO of Fleet Feet Sports 
confessed. “We needed to find a 
solution that retained the magic of 
a local experience, met the needs of 
the greater franchise organization 
and utilized a fair financial model.”

Six months into the effort, Fleet 
Feet has an e-commerce system 
in place that relies on franchisees 
to fulfill orders, rewards stores 

for their marketing efforts and 
connects with customers in a 
way they understand. The chain 
is now beginning to rollout 
the enhanced look and feel of 
FleetFeetSports.com to all of its 
stores, under Jabaut who is leading 
the digital integration effort. He 
is managing the on-boarding of 
franchisees, communicating new 
responsibilities and processes 
to staff, and establishing best 
practices for driving sales 
through the Fleet Feet website. 
The chain-wide rollout is allowing 
franchisees to continue creating 
an experience that is very local 
and relevant to the customers in 
their stores.

“It was important to us that we 
could affirm with our customers 
that their local Fleet Feet Sports 
was still benefitting from the online 
purchases,” contends Cooke. “The 

beauty of our model is that it is an 
extension of our local ownership 
mentality. The store that originates 
the sale or fulfills the order 
receives the commission on the 
sale, allowing a portion of the 
money spent locally to stay local.”

Currently, Fleet Feet senior 
management estimates that 20 
percent of franchisees are acting 
as fulfillment locations who are 
actively receiving, processing and 
shipping orders with more stores 
filling the pipeline. Meanwhile, 
more than 50 percent of Fleet 
Feet Sports franchisees are now 
acting as a marketing store for the 
e-commerce site. 

The renewed focus on digital and 
e-commerce is paying dividends. 
Online order growth is said to be 
up triple digits and site traffic has 
improved since late 2014, in part 
due original content. 

www.footwearinsight.com
www.powerstep.com
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Studio Time

By Suzanne Blecher
 

Consumers have 
access to information 
from many areas 
including friends, 

social media and magazines, but we 
find that they look to their fitness 
instructors for their expertise and 
opinion first, followed by their own 
trial and error,” says Kimberly 
Shane, lead designer for Ryka, 

which has over 10,000 certified 
fitness professionals who provide 
key insights on emerging fitness 
trends and products.

“People look at what you are 
wearing on your feet if you are 
teaching a class. They associate 
with their instructor,” comments 
Ryan Archambeault, digital 
marketing coordinator at Vibram 
USA. For those hoping to mimic 
an elegant studio look, Vibram 

FiveFinger’s Alitza Breathe has 
strappy wrap lacing up the leg, 
which also adds security under 
and over foot. Meanwhile the Alitza 
Loop offers a barefoot experience 
with optimal traction and VI-B has 
a polyester mesh design with an 
anti-microbial Drilex sockliner. 
While sturdy enough to plie or 
down dog in, a key advantage lies 
in “still be able to downflex your 
toes,” explains Archambeault. 

WOMEN’SFITNESS

Fall ’15 studio 
apparel, footwear 

and accessories 
from ASICS.

A plethora of new studio-savvy footwear options on the market means that 
being “barefoot at the barre” is a thing of the past. Between grippy socks, 
strappy studio shoes and high-performance technical options, footwear options 
for active women are growing by leaps and bounds. 

   Function 
and Fashion
   Raise the Bar 
in Fitness
      Footwear.

www.footwearinsight.com


RUNNING BY 
THE NUMBERS

58% OF 5K RACES 
are run by women.

61% OF HALF MARATHONS
are run by women.

SEVEN OF THE TOP 10 
selling shoes in the channel are women’s SKUs.

$11.5 BILLION 
is spent on women’s activewear.

Monday June 29 - Wednesday July 1, 2015 • Navy Pier & W Chicago
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GET YOUR SHARE OF THE WOMEN’S MARKET. REGISTER TODAY.

For more information contact: Beth Gordon, Show Director: 949-293-1378 / bgordon@formula4media.com
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Launched for Fall 2014, 
Reebok’s True Studio Slipper 
was born from special requests 
for a specific type of shoe. “We 
had barre instructors who also 
worked for Reebok who had 
to wear socks or something 
close at class, but also needed 
grip and slide,” says Barbara 
Ebersberger, head of studio at 
Reebok. So the firm developed 
a sleek silhouette with outsole 
grip, which it has continued to 
update with new colors in recent 
seasons. Rather than pushing 
the product in sporting goods 
stores “where it can get lost,” 
according to the exec, Reebok 
feeds product to instructors and 
places product in studios. “An 
increase in competition among 
studios and franchisees – along 
with the foot traffic they drive in – 
gives these places the power of a 
secondary boutique business and 
a new platform for entrepreneurs 
entering the studio goods market,” 
chimes in Jambu’s director of 
marketing Yetzalee Mazza. The 
brand’s Barefeet Designs including 
the Yogi, Spin and Kettle (new for 
Fall 2015) “embody the barefoot 
stride” by allowing a wide range of 
natural motion for both feet and 
leg muscles. 

Brands like Blake Brody, a 
pioneer in the pilates footwear 
space, get product to market 
and keep it relevant through 
events such as trunk shows 

and exhibitions. The brand’s 
environmentally conscious 
in-studio shoes encourage stability, 
prevent cramping and protect 
against moisture and irritants 
thanks to a plasma layer on 
the surface of the fabric in the 

shoe. Meanwhile a unique arch 
design is based on a mapping of 
the foot while in motion. Ahnu 
is teaming with Blake Brody for 
on-the-mat footwear for its new 
YogaSport line, which launches 
in July. “We spent the last two 
years really diving into the yoga 
space and connecting with 
consumers to really understand 
what is important to them,” says 
Jacqueline Van Dine, co-founder 
of Ahnu. While grippy socks 
and ballet-inspired silhouettes 
definitely have their place, “the 
next evolution will come from 
performance brands like Ahnu 
where the blend of function and 
fashion will bring a more premium 
product that is every bit as 
technical as it is beautiful,” says 
Van Dine. 

Consumers also want cross-
functionality, according to 

WOMEN’SFITNESS

RYKA

AVIA

“People look at what you 
are wearing on your feet if 
you are teaching a class.”
RYAN ARCHAMBEAULT, 
VIBRAM USA

ToeSox Scrunch Full ToeToeSox Low Rise Half ToeKushyfoot Yoga Sock

Grafik (top) and Kinetic (bottom).

GFC Impact

www.footwearinsight.com


YOGA BY 
THE NUMBERS

20.4 MILLION AMERICANS  
practice Yoga.

$10.3 BILLION DOLLARS 
spent on yoga products and classes.

80% WHO PARTICIPATE  
are women.

38% WHO PRACTICE YOGA  
have been doing it for less than a year. That makes  
it one of the fastest growing activities in the country!

Monday June 29 - Wednesday July 1, 2015 • Navy Pier & W Chicago
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WOMEN’SFITNESS

Diana Pickler, training footwear 
specialist at ASICS. “One consumer 
may want a sock or ballet slip-on 
specific for her yoga class and 
then a lightweight studio-specific 
shoes for her barre class that 
she could also use to jump onto 
a cardio machine afterwards to 
finish her workout,” the exec says. 
The upper construction of ASICS’ 
studio shoes are built to mimic the 
feel of a sock, while midsoles have 
ground connection, flex grooves for 
flexibility, outsole pods for extra 
grip and midsole foam for foot 
protection on unforgiving surfaces. 
Initially entering the studio category 
in 2015 with a “head-to-toe story of 
footwear and apparel” including the 
ASICS Studio No-Slip Single Tabs 
and Studio No-Slip Compression 
Knee Highs, ASICS has some 
“exciting additions for 2016” lined 
up, according to Janelle Collins, 
product specialist for socks and 
accessories at ASICS. 

Socks Get a Grip
While socks may have arrived 

first in the studio space, updated 
offerings are taking cues from 
shoes. Lucy’s Ballet Grip Sock 
has ballet slipper-inspired 
styling and is strong enough to 
prevent slippage in plank, but 
also provides enough grip on 
the floor. “The mary jane styling 
is cute and more feminine than 
most grip socks that can be hot 
and bulky,” says Keryn Francisco, 
creative director of Lucy. For Fall 
’15, the brand will launch Wrap 
Grip Sock II, which wraps up the 
ankle, yet is tie-less. The brand 
will also introduce toeless, ankle-
tie and cozy sock styles later 
this year to keep feet and ankles 
warm during cold weather. 

Kushyfoot Yoga Socks, 
marketed for “yoga, pilates, 
pedicures and more,” offer a 
toeless option with a gripper 
bottom for non-skid performance. 
Open toes and a non-skid surface 
provide grip for balance and 
flexibility. While designed to 
provide a minimalist feeling, 
“there is still enough barefoot 
control, yet coverage for 
hygiene,” says Ani Basmacioglu, 
marketing manager at Gildan’s 

Kushyfoot division. And while 
“the hygiene story isn’t a pretty 
one, it is something consumers 
are becoming more mindful of,” 
adds Joe Patterson, founder of 
ToeSox. “With group reformer 
classes, hot yoga and crowded 
barre classes, you’re only as good 
as the person who cleaned the 
machine or floor before you,” he 
says. ToeSox’s organic cotton 

blends in socks provide a barrier 
to germs and infections.

When it comes to studio socks, 
according to Patterson, the two 
most important components 
are a good, grippy bottom and 
a five-toe sock design. The grip 
resists slippage, while the five-toe 
design helps spread toes for a 
broader foundation for balance. 
All-around, “consumers are 
looking for high-quality footwear 
products to improve performance 
during their workout, whether 
that means holding a plank a little 
longer, being more grounded in 
releve or settling deeper into 
warrior II,” he concludes.

Mixing it Up
For the fitness enthusiast 

looking for versatility from their 
shoes, Avia’s GFC Impact is a 
versatile and multi-purpose 
crosstrainer that aims to let the 
gym-to-street transition be both 
smooth and effortless. Avia’s 
GELfom Cantilever (GFC) system 
provides cushioning and shock 
absorption. 

The Ryka Grafik and Ryka 
Kinetic also hone in on versatility 
in training shoes. The Grafik is 
designed for low impact activities 
and has a fun, graphic-driven 
upper. The Kinetic is cushioned 
with a flexible yutforefoot and 
stable base, along with a stylish 
and functional Phantom Support 
TPU upper. 

“The mary jane styling is 
cute and more feminine 
than most grip socks that 
can be hot and bulky.”
KERYN FRANCISCO, LUCY

REEBOKRE

AHNU

AHNU

JAMBU

LUCY

VIBRAM

True Studio Slipper

In Studi-Om

Yoga Split

Yogi

Ballet Grip

FiveFingers Alitza Loop
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Creating Connections 

COMFORTBRANDS

San Antonio Shoemakers Sonyo

Klogs Naples Pink Stripe

Alegria Paloma

By Suzanne Blecher

C
omfort holds an 
interesting position in 
the footwear market, 
with most consumers 

not trolling the category by choice, 
but rather by necessity. Retail 
shoppers can only purchase what 
the industry puts out, so if that 
means black and brown, so be it. 
But with a move to get the comfort 
category closer to the fashion area 
of the floor, brands are pushing 
boundaries. At Vionic, “we believe 
if we really elevate the looks and 
designs then it gives more people 
on the fence a reason to move into 
comfort,” explains Steve Mabb, 
Vionic’s SVP. 

At Vionic’s San Rafael, CA, 
headquarters, “the design team 
is really pushing some traditional 
boundaries of what comfort is 
and our consumer is loving it,” 
says Mabb. Instead of fixating 
on focus groups and reveling 
in research, “we are trying to 
take our look somewhere and 
design shoes we would be happy 
wearing too and then delivering 
that today,” he says.  

While sandals are an entry 

point for the brand (via podiatrist-
designed orthotic footbeds paired 
with material interest), consumers 
happy with the fashion quotient 
of the comfort shoes are turning 
to more athletic styles. “We have 
seen our athletic business grow 
very quickly,” Mabb says. For Q4, 
Vionic plans to add new looks and 
technology in athletic footwear. 

Fashion is also coming into 
focus at the workwear end of the 
spectrum, with Alegria continuing 
to redesign upper materials to be 
current with trends. With boots 
trending strong for Fall ’15, “as our 
consumer base grows, so does the 
need for seasonal product for the 
working professional,” says Scott 
Cates, president of sales at Alegria. 

The brand is exploring more 
fashionable uppers and heel 
heights in efforts to expand into 
more on-trend product in and 
out of workwear. “Once she 
believes in your product, then 
it’s best to keep what brought 
you to the dance fresh and 
updated while also reinventing 
yourself for other consumer 
categories,” Cates comments. 

“Consumers don’t want to look 
like they are wearing ‘comfort’ 

footwear,” says Kitty Bolinger, 
EVP–sales for Dansko. Instead, the 
goal is to present “comfortable 
interpretations of on-trend 
looks,” explains the exec. Rooted 
in clogs, Dansko is hedging 
on the popularity of clogs and 
clog-inspired looks in fashion 
publications currently. Dansko is 
positioning itself as the brand that 
can “bring her that look in a more 
approachable – and comfortable – 
way,” Bolinger says. 

At Dansko, Bolinger is currently 
seeing growth in transitional 
footwear that draws from that clog 
heritage, as well as in tailored/
dress sandals and lifestyle casuals 
with an athletic aesthetic, given 
the popularity of athleisure and 
athletic-inspired looks at the 
moment. “With the 70’s trend 
coming back in high fashion 
brands and New York, Milan 
and Tokyo runways, there is a 
more volume of requests for our 
wooden outsoles,” continues 
Natalia Mejia, marketing manager 
for Sanita, adding, “We know 
our consumers want this classic 
wooden look with our comfort 
technology — watch this space!” 

For Fall, Sanita is launching what 

Comfort Brands 
Forge into New 

Territory by 
Catering to the 
Specific Needs 

of Today’s 
Consumers. 

Dansko Shandi, Stapled Clog Collection

www.footwearinsight.com
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Mejia calls “the clog, redefined” 
with the O2 Collection. Available 
in Luxe (full-grain leather), Lite 
(colorful knit uppers) and Life 
(waterproof polyurethane-coated 
leathers), the line boasts a 
lightweight EVA midsole, slip-
resistant outsole, removable 
memory foam insole and 
the safety required for the 
occupational market, while still 
“appealing to all clog lovers 
or anyone looking for superb 
comfort and cross-generational 
styling,” Mejia says. 

In recent years, comfort brands 
such as San Antonio Shoemakers 
have taken strides to ensure that 
they have offerings for everyone, 
no matter what the shoe size 
or demographic. “Everyday 
we have more sizes and more 
widths. With some European 
brands, you have to compromise. 
Not here,” says Tim Robertson, 
wholesale manager of SAS. Even 
with the Duo, a best-seller which 
is celebrating 25 years on the 
market in 2015, the brand has 

changed the composition of 
the sole, fit characteristics and 
added sizes and widths over the 
years to accommodate a growing 
number of consumers. The Funk, 
an ultra flexible leather flat with 
an adjustable comfort toggle 
introduced this Spring, offers 
playful polka dots and fun red, 
green and blue hues. “The big 
message to walk away with is 
that there is something here for 
me,” says Fran Yanity, head of 
marketing at SAS. 

For Fall ’15, the brand is 
expanding its closed shoes 
offerings. Walk Easy will also be 
available in additional colors, 
as well as the Sonyo, which 
has moccasin construction 
and a. lightweight, soft sole for 
maximum shock absorption. 
For the future, SAS will work 
on crafting lighter and more 
breathable footwear options. 
“Ultimately consumers want 
lightweight shoes without 
giving up comfort and support,” 
Robertson says. 

Vionic Action Tourney

 Vionic Country Crescent Boot

Alegria Caiti

Sanita Tranquility Lite, O2 Collection

Dansko Hazel, Halifax Collection

Sanita Elite Luxe, O2 Collection

mailto:info@klogs.com
www.klogs.com
www.footwearinsight.com
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The category once known for thick soles and dull colors continues to step up in style and 

technology. You know the customer. You could spot them from a mile away in their sensible shoes 

and confident gait. They’d show up to buy a pair once a year, whether they needed them or not. 

They would consider the purchase carefully, try on four pairs and then head to the cash register, 

content that they had made a rational purchase. Today, the concept of comfort crashes through 

all categories of footwear and price points — from hanging sandals and plastic shoes to high-

end styles made in the best factories in Europe and abroad. Here are some highlights from iconic 

comfort brands that are taking a very modern approach to the category formerly known as comfort.

By Mark Sullivan
         Photographs by Frank James

comfort

www.footwearinsight.com


ECCO



28  •  Footwear Insight ~ May/June 2015 footwearinsight.com

Clockwise from top left: Wolky, NAOT, 
Mephisto, Waldläufer. Right: Finn Comfort.

comfort
Rusty Hall, Mephisto USA 

The comfort category, although 

congested with more brands, is more 

relevant today than ever. Competition 

breeds innovation and I believe 

the “comfort” part of the footwear 

business is becoming more innovative 

than any other part of the business. 

Retailers continue to follow the 

consumer in a “buy now, wear now” 

trend. This continues to push us to 

better merchandise our collections and 

stock programs. 

Rozanne Young, Wolky USA 

Wolky has broadened the collection 

over the years. We offer wedges 

in varying heights all with some 

adjustability. We have trimmer, younger 

styling that range in support. Our 

retailers are buying and merchandising 

Wolky not necessarily just as solely a 

comfortable brand but also for broader 

appeal and those that understand 

quality in shoemaking. 

Felix Zahn, Ecco  

The comfort category is still very much 

alive and more meaningful than ever 

before. We are dealing with an aging 

population but first and foremost 

consumers are asking for more 

comfortable shoes than ever before. 

Edward Kanner, U.S. distributor  

for Finn Comfort 

Comfort brands need to follow the 

style trends in footwear. For example, 

the flip flop thong look was popular 

a few years ago and Finn Comfort 

added three different models, which 

was something new for them. Now, 

the trend is more to strappy uppers so 

you will find our most popular model 

at the moment, Gomera, with more 

adjustable straps and a back-strap. 

These slight changes help us provide 

our customers who are looking for truly 

healthful footwear for their feet but also 

want to be in style.

www.footwearinsight.com
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Clockwise from top left: ECCO, NAOT, 
Waldläufer, Mephisto. Right: ECCO.

comfort
Rusty Hall, Mephisto USA 

We continue to take the lead from 

our European businesses... and see 

more trends coming out of Europe 

that are pushing us here in the U.S. 

to new directions. The “casual” 

sneaker had been in Europe for 

several years prior to taking hold and 

becoming a staple in our market. 

Ayelet Levy, NAOT 

We are working to bring out special 

leathers and designs for individual 

regions that will help independents tar-

get their specific customers in season. 

We continue to have all of our product 

available year round, since weather 

varies so much from region to region 

there is always an option available.

Edward Kanner, U.S. distributor for 

Finn Comfort 

The trouble is with the vague nature of 

this term “comfort.” Does this simply 

mean adding a pad in a shoe which 

was uncomfortable to make it more 

comfortable? The true focus beyond 

comfort should be, are your shoes 

healthy for you? In order to be heathy 

for your feet, shoes have to be able to 

provide the right kind of cushioning and 

the proper level of support for the foot.  

Rozanne Young, Wolky USA 

Comfort has a lot of meaning today 

and there are many brands out 

there that promote comfort but offer 

very little to no support, materials 

that are not breathable and lower 

grade components.  

Holden Nagelberg, U.S. distributor 

from Waldlaufer

When we first launched Waldlaufer in 

the U.S., many of our retailers were 

trying to assess how to position our 

brand with their existing products. 

Now more of our partners are seeing 

us as a basic resource for key pat-

terns that sell year in and year out 

regardless of what they are buying 

from other brands.

www.footwearinsight.com
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OPENING NIGHT INDUSTRY EVENT
Tuesday, June 2nd: Brasserie 81⁄2
Event details & tickets at FFANY.ORG

SAVE THE DATES:
August 4–6, (Tuesday–Thursday)
December 2–4, (Wednesday–Friday)

June 2–4, 2015
TUESDAY–THURSDAY
New York Hilton Midtown 
& Member Showrooms

Shop FFANY 365 days a year
FFANY365.COM

@ffanyshoeshow

www.ffany365.com
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Sponsored by

GOLDWINNERS
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THE GOLD 
MEDAL SERVICE 
AWARDS 2015
Our exclusive service ratings of the best sit & fit retailers in the country.

Every retailer believes it offers good service. Most every store pays lip service to the 

concept. “Other guys may offer better prices, but no one can beat our customer 

service.” And many stores devote significant time and money to staff training and 

clinics. But how good is the service at the leading sit & fit retailers? To answer 

that question and recognize the stores that offer outstanding service, Footwear 

Insight enlisted the help of Franklin Retail Solutions, the leading provider of in-store 

merchandising, marketing and information solutions for the active lifestyle retail 

category. Franklin mystery shopped more than 100 top sit & fit retailers and rated 

them on 20 different data points, using criteria that was developed by a panel of store 

owners. The mystery shopping evaluations took place in March and April. The criteria 

and scoring system appears on page 40. Of the 100 stores shopped, 34 scored 70 

points or above and earned what we are calling Gold Medal Service Awards. 

By the Editors of Footwear Insight

www.footwearinsight.com
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The Store with the Perfect Score

How Do You Measure Up Against the Stores We Evaluated?

C
handler’s Walk 
Shoppe in Salt Lake 
City, which has been 
in business for 16 

years, is the epitome of a Sit & Fit 
shoe store. Owner Skip Chandler 
is a Pedorthist and physical 
therapist who emphasizes his 
staff’s knowledge about foot 
problems. “Our staff is trained 
to recognize the symptoms of 
the most common foot problems 
that are encountered,” he says. 
“We provide suggestions of what 

shoes could best meet your 
needs and solve any problems 
you may have.”

Chandler’s has 12 employees, 
but only three full-timers 
including Skip, who says he runs 
regular staff meetings where 
customer service is a focus. “We’ll 
talk about how to handle different 
situations and if we ever receive 
complaints, we talk about what 
we did wrong or if we were just 
dealing with a shopper who was 
grumpy. And even if that’s the 

case, we talk about how to make 
that grumpy customer happy.”

Chandler gives all associates a 
store manual and then provides 
“OTJ (on-the-job) training,” where 
new employees spend time 
with more experienced skilled 
associates. “We also instruct all 
our people that if they have a 
customer and a case where they 
can’t answer questions or solve 
the problem, they should involve 
me or the other Cped we have on 
staff,” he says.

 Fair
   Good
 Excellent

63.8% 60%

38.8%
33.8% 38.8%

32.5%

61.3% 56.3% 61.3% 67.5%

3.8% 10%

32.5%
40%

 Yes
 No

 Yes
 No

 Yes
 No

 Yes
 No

 1 – No shoes
 2 – One specific shoe
 3 –  A range of shoes

“We provide 
suggestions 
of what shoes 
could best meet 
your needs 
and solve any 
problems you 
may have.”
SKIP CHANDLER, OWNER

GOLDWINNERS

Was the store well-lit 
and easy to maneuver?

Did the associate(s) measure/
access your foot?

Did the associate ask for  
your physical address or  

e-mail address?

Did the associate  
recommend a specific shoe?

Did the associate help  
you try on your shoe?

Did the sales associate  
ask your name at any point 

during the process?

CHANDLER’S 
WALK 

SHOPPE 

Shares How  
They Earned a  
Perfect Score.

Owner Skip Chandler 
is a Pedorthist and 
physical therapist.

www.footwearinsight.com
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The In-Store Experience

The Stores

Turnpike Comfort Footwear Flushing, NY 83

Brown’s Shoe Fit Visalia, CA 82

Morgan’s Shoes Madison, WI 82

Footwear Etc Sunnyvale, CA 81

Phillips Shoes Charleston, SC 80

Walkabout Footwear Walnut Creek, CA 80

Lebo’s Charlotte, NC 79

The Foot Traveler Buford, GA 78

Karavel Shoes Austin, TX        75

Comfort One Shoes Alexandria, VA 74

Kassis Brothers Shoes Charleston, SC 74

Stan’s Fit for Your Feet Glendale, WI 74

Happy Feet Plus Largo, FL 73

Famous Shoes Sarasota, FL 70

Tip Top Shoes New York, NY 70

Vernon Powell Shoes Salisbury, MD 70

Yorker Shoes Johnston, RI 70

23.8% 40% 36.3% 18.8% 2.5%
15%

5% 2.5% 5% 23.8%
35%

45%76.3% 60%
61.3% 76.3% 73.8%

 Yes
 No

 Yes
 No

34 
STORES
and their scores 
are listed below.

Chandler’s Walk Shoppe Salt Lake City, UT 100

Feet First Tampa Tampa, FL 95

Foot Solutions Easton, PA 91

Valley Sole Huntsville, AL 91

Foot Solutions Matthews, NC 90

Fred Toenges Shoes & Pedorthics Fort Wayne, IN 90

Lucky Shoes Fairlawn, OH 90

Tops for Shoes, Inc. Asheville, NC 94

Comfort One Shoes Washington, DC 88

The Foot Spot Prairie Village, KS 88

Woldruff’s Footwear & Apparel Goshen, IN 88

J Pruitt Little Rock, AR 87

SHOES-n-FEET Bellevue, WA 86

Alan’s Shoe House / New Balance Tucson, AZ 84

FootStock Wellesley, MA 84

Miroballi Shoes Orland Park, IL 83

Schuler Shoes Saint Louis Park, MN 83

Store Name Location Score Store Name Location Score

Were you greeted with a  
smile when you entered 

 the store?

Do you feel you were offered  
a fair selection?

Did the sales associate(s)  
discuss insoles, socks, handbags, 

slippers, or other product?

Were you thanked and/or  
asked to return?

Was the checkout procedure 
easy and intuitive?

Were try on socks  
available and clean?

  No, not thanked or asked
  Yes, thanked
  Yes, thanked and asked

  No, not easy
  Somewhat easy...
 Yes, very easy

 No, Not Available / Not Clean
 Yes, available / not clean
  Yes, available / clean

   1 – Not at all
  2 
 3
 4 – Absolutely 
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FAQs The Criteria: How The Stores Were Rated
What stores were eligible for The 
Gold Medal Awards?

All independently owned shoe 
stores and regional chains 
that have a significant shoe 
business. National chains 
were not eligible. Running and 
sport specialty stores were not 
eligible. 

How did you decide what stores  
to shop?

Nominations were submitted 
by stores themselves, brands 
and sales representatives. More 
than 120 nominations were 
evaluated and after an editing 
process, almost 100 stores were 
shopped and rated. 

How can I find out if my store was 
shopped?

Please send an e-mail to 
Mark Sullivan at msullivan@
formula4media.com. He will 
let you know if your store was 
indeed shopped and will share 
with you at no charge a copy of 
your results.

What if my store wasn’t shopped? 
How can I be included next year?

Please send an e-mail to 
Christina Henderson at 
chenderson@formula4media.
com. Provide us with your 
physical address, a brief 
history of your store and a list 
of the brands you carry and 
we’ll do our best to include  
you in 2016. 

1. How promptly were you greeted? 
30 seconds rated a score of four, 
one minute is a three, 90 seconds a 
two and two minutes a one. Longer 
than two minutes was rated a zero. 

2. Were you greeted with a smile 
when you entered the store? 
Yes earned you five points. No was 
rated a zero. No partial points on 
this for friendly nods or smirks. 

3. Did the sales associate(s) measure/
access your foot? 
Zero for no; five points  for yes. 

4. Did the sales associate ask your 
name at any point during the process? 
Zero for no; five points for yes.

5. Were you provided a comfortable 
place to sit while trying on shoes? 
Zero for no; three points for yes. 

6. Were you offered anything else to 
elevate the experience, such as  
a drink?   
Five points for yes. 

7. Do you feel you were offered a fair 
selection? 
Our mystery shopper rated stores 
on a one-to-four point scale on this 
question. 

8. Did the sales associate(s) help you 
try on your shoe on? 
Zero for no; four points for yes. 

9. Were clean try-on socks available? 
Zero for no; two points  for yes. 

10. Did the associate recommend a 
specific shoe or shoes? 
No equals a zero; a range of shoes 
equals three points; and one 
specific shoe equals two points. 

11. On a scale of 1–5 (1=rude and 
5=enthusiastic) please select the 
level of professionalism (polite and 
respectful) of the sales associate(s) 
that helped you.

12. Did the sales associate discuss 
insoles, socks, handbags, slippers or 
other products while you were in the 
store? 
Zero for no; five points  for yes. 

13. On a scale of 0-5 how 
knowledgeable and helpful was the 
staff overall?  
(Zero=not helpful and five=very 
helpful and knowledgeable)

14. How would you rate the sales 
associates on their attire? Was it 
appropriate? Was the staff easily 
identifiable? 
This was rated one through three 
points. 

15. Were you thanked and/or asked to 
return? 
Zero=not thanked at all; 
one=thanked; three=yes, thanked 
and asked to return.

16. Was the store well lit and easy to 
maneuver? 
Mystery shoppers rated this on a 
scale of one to three.

17. Was the merchandise presented 
in a way that was easy to understand 
and shop?

Mystery shoppers rated this on a 
scale of one to four.

18. How inviting and comfortable was 
the store? 
Mystery shoppers rated this on a 
scale of one to four.

19. Did the associate ask for your 
physical address or e-mail address? 
Zero for no; five points for yes. 

20. Rate the assortment of accessory 
products (such as socks, insoles, 
handbags, etc.) 
Not Good=zero points; average= 
one point; above average=two 
points; very good=three points.

21. Was the checkout procedure easy 
and intuitive? 
Mystery shoppers rated this on a 
scale of one to three points

22. Rate the quality of the bag the 
merchandise was placed in. 
Good=two points.

23. How would you rate the overall 
experience? 
Five points was very good. Zero 
points was poor. 

24. Would you refer a friend to  
this store? 
The ultimate question. Ten  
points was the highest.

GOLDWINNERS

 Merchandising & Operations

Editor’s Note: If you have comments on how we can make the Mystery Shopping evaluation better, e-mail Mark Sullivan at msullivan@formula4media.com

How would you rate the sales 
associate(s) on their attire?  

Was it approproate? Was the 
staff easily identifiable?

Was the merchandise presented  
in a way that was easy to 
understand and shop (e.g.  

signs, mannequins, displays?)

Were you offered anything to 
elevate your experience? 

(e.g. a drink?)

How promptly were 
you greeted?

Were you offered a  
comfortable place to sit  
while trying on shoes?

Please select the level of 
professionalism of the sales 
associate(s) that helped you.

  Fair
  Good
  Excellent

  1 attire could use some work
  2
  3 attire was appropriate

  2 minutes +
  No greeting
  1 minute

  2 minutes
  30 seconds

  1 Rude
  2
  3

  4
  5 Enthusiastic  Yes

  No
  Yes
  No
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11.3%
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Reef / Dreams:
Designed to be “so 
comfortable it’s like you 
never left your bed.” 
The faux leather strap 
has a soft, padded satin 
liner and the PU foam 
footbed has a mattress 
inspired quilt pattern. 
With anatomical arch 
support and a rubber 
sponge outsole for 
flexibility. MSRP $34.

Spenco  / Yumi:
Spenco Medical 
Corporation’s line 
of ultra-supportive 
footwear includes an 
extensive selection of 
flip-flops. The Yumi 
offers orthotic-grade 
arch support and a 
strong, stable sole. The 
Total Support Footbed 
provides a high level 
of arch support, foot 
stability and comfort. 

Oofos / OOahh Sport: The “OO” Logo is bolder than ever in the new two-
toned OOahh Sport, giving the original Slide a sporty look and laidback feel. 
The OOahh Sport aims to provide maximum convenience and comfort for 
post-game recovery, weekend travel, and any errand in between.

Rider / Board: This quick-dry, waterproof style features a flexible, graphic 
upper lined with a cushioned fabric. Additionally, a textured, Dry Eco Foam 
insole is designed to offer maximum comfort and support. MSRP $35.

LINESWELIKE

Comfort Zone
Post-run recovery? Trip to the beach? Coffee shop run? 
In the summer months, this means sandals, slides and flip-flops. And with the growth of the sport sandal and recovery 
sandal market, this also means comfort. Tired feet need some pampering. These styles deliver on it.  
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