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C
olumns like this are the reasons you subscribe to this magazine. Here is 
the answer to the question on everyone’s mind. 

The question: What does today’s consumer want?  
The answer? They want something more than they are getting.
Today’s consumer is exhausted, stressed out and over stimulated. 

If I could put the collective consumer psyche in a sensory deprivation 
tank for the next five months, I would. They could come out after Election Day, refreshed, 
rested and ready to spend.

Unfortunately, none of us can do that. We have no choice but to soldier on, selling one 
pair of shoes at a time in this crazy new retail world that is unfolding before our eyes. 
I have been writing about retail for more than 35 years and I have never seen as many 
changes as I have in the past five years. The rate of change is accelerating and the old 
signposts that retailers and brands have always clung to are completely kaput. 

Seasonality? Forget it. The idea that stores still bring in sandals in the spring and mark 
them down by July 4th is crazy. Winter boots on shelves 
in August and marked down by Thanksgiving? Come on, 
let’s admit that it was always a little kooky, but now it’s 
absurd. Shoppers aren’t always sure what they want, 
but they know they want it now. 

Demographics? Shoppers in their 50s and 60s 
act and dress years younger. The Millennials drive 
everyone crazy and probably always will. Income, 
too, is no longer an accurate indicator of behavior. 

A high-income consumer may drive a Prius, shop at Target and then fly first class to an 
exotic destination and stay in a high-end hotel. They are not the mortal lock they once 
were to buy those expensive loafers.

Brands and designers as tastemakers? Consumers today are just as likely to be 
influenced by peers as they are by an established label. Once upon a time a Polo Pony 
or a Swoosh was a safe, established choice. Labels provided comfort and guaranteed 
acceptance. Today, obscure brands and custom made or custom designed product 
provides validity. Consumers want to stand out, not fit in.  

Retailers have an incredible opportunity to fill the modern tastemaker role. Shoppers 
don’t know what they want, but they will buy the taste level and trust of stores that can 
provide it. That’s why so many of the big stores are floundering right now. They don’t 
offer a clear point of view. They don’t stand for anything. They just sell stuff and the 
consumer doesn’t want more stuff. 

But they want more. More of an experience. More of a connection. More than they’re 
getting from the big stores. Retailers who can figure it out will get more, too.  

THE BIG 
QUESTION  
AND 
ANSWER

TIMEOUT | MARK SULLIVAN

The rate of change 
is accelerating and 
the old signposts 
that retailers 
and brands have 
always clung to are 
completely kaput. 
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C
onsumers who have lost the grip on their favorite pair 
of shoes or simply want a different look now have a new 
option. Sole Factor can infuse life into a worn pair of 
boots or create a new, bottom-up appearance for just 
about any type of footwear. 

“Vibram Sole Factor presents the shoe outsole as an 
end product in and of itself and provides an opportunity for consumers to 
upgrade their footwear for better durability and performance,” states Al-
lon Cohne, chief marketing officer for Vibram USA. “Whether visiting your 
local cobbler or participating in our Sole Factor program, upgrading your 
favorite pair of footwear is fun, easy, affordable and sustainable.” 

Still in a soft launch phase in the U.S. and Europe, the fledgling Vi-
bram program offers consumers dozens of tread patterns and color 
options when selecting their new soles. After picking out their new 
sole from an online catalog, a one-page form must be filled out before 
the footwear to be re-soled can be mailed in for the work to commence. 

NuShoe and Cobbler Concierge have been contracted for the re-sol-

ing work. The cost ranges from $75-$125, with turnaround time pegged 
at three-to-five business days for Cobbler Concierge and two-to-four 
weeks with NuShoe. 

“This program celebrates the art and craftsmanship of the cobbler 
and Cobbler Concierge is excited to partner with Vibram USA on the 
Sole Factor initiative,” says Carolyn Blair, COO of Cobbler Concierge. 
“Now you can keep wearing your favorite shoes longer instead of re-
placing them — a win for consumers and the environment.”

Vibram, which celebrates its 80th anniversary in 2017, would like Sole 
Factor to become a viable new revenue stream. It is using a number of on-
site marketing tools across the U.S. to gauge consumer interest, including 
a touring van program that explains how Sole Factor works. 

So what can be done? Just about anything. A work boot sole on a 
canvas sneaker, a Camo red sole on a wingtip, or a White ripple sole 
on a Birkenstock are all possible. 

“If the customer wants something specific, we can most likely make 
their request work,” touts a Vibram spokesperson. — Bob McGee

GET A GRIP

Vibram Aims to Alter Soles

For more 

information on 

Sole Factor, visit: 

us.vibram.com/

sole-factor/usa/ 

http://us.vibram.com/sole-factor/usa
www.footwearinsight.com
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FLAGSHIP

New Stores, New Focus for UGG

TEN YEARS AFTER OPENING ITS FIRST RETAIL STORE IN SOHO, MANHATTAN, UGG has opened its latest flagship store, this one in Disney Springs at Walt 

Disney World Resort in Lake Buena Vista, FL. The store features a design that brand execs say celebrates UGG’s heritage while revealing its vision for the 

future. Additional flagship doors will be opening in Shanghai, Tokyo and New York City later this year. UGG at Disney Springs opens on the heels of the brand 

announcing its first global women’s brand ambassador, supermodel Rosie Huntington-Whiteley, as the face of the biggest re-launch the brand has seen in 

37 years. The 2,828-square-foot retail space in Florida aims to showcase the brand’s SoCal roots via “natural warmth and sumptuous comfort.” Designed 

in partnership with Checkland Kindleysides of the UK, the location features a soft-focus color palette, and aims to “give every guest who visits the store the 

opportunity to experience the complete UGG lifestyle firsthand,” says Anders Bergstrom, UGG’s director of insights and design strategy. 

www.footwearinsight.com
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FORECAST

Morphing Merrell Bolstered by Product Intros

M
errell has reason for 
optimism in 2016. The 
outdoor brand, whose 
parent Wolverine 
Worldwide remains 
in pursuit of its next 

president, saw strong early sell-throughs 
from new introductions in the first 
quarter, notably the Capra Bolt, Moab 
Edge and All Out Crush. In the active 
lifestyle segment, Merrell is pleased 
with the early reception to its women’s 
lifestyle sandals collection, a meaningful 
part of Merrell’s Spring-Summer business. 

And Wolverine senior management 
says new strategic partnerships with 
key retailers that focus on wider 
presentations of certain product ranges 
and Merrell’s lead sponsorship of the 
global Tough Mudder competition are 
among the key drivers that are only just 
beginning to ramp up.

In Wolverine’s first quarter ended 
March 26, Merrell generated mid-single 
digit sales growth in the U.S. and high-
single digit improvement in the EMEA as 
e-commerce/direct-to-consumer revenues 
rose more than 30 percent. The brand is 
part of Wolverine’s Outdoor and Lifestyle 
Group, which suffered a 5.8 percent 
decline in first quarter revenues to  
$217.7 million.

Even without a new president in place 
yet, Merrell is moving ahead with a 
strategy to focus on product innovation 
and increase brand awareness. Recently, 
Wolverine overhauled and restructured 
the brand’s apparel and accessory 
operation, closing a Portland, OR, office 
to relocate the global Merrell team 
in Rockford, MI, and decided to exit 
wholesale apparel/accessories in favor 
of collections strictly for the brand’s 300 
worldwide stores, including nearly 60 in 
the U.S.

In the bigger picture for Wolverine’s 
portfolio of a dozen brands, the company is 
establishing an innovation, consumer and 
design center at its global headquarters 
that includes a doubling of its consumer 
research and market intelligence group 
and additional resources for advanced 
concepts. Also, Wolverine senior 
management recently told analysts that the 
company, while continuing to investigate 
potential new brands to add to its 
portfolio, is engaged in a portfolio review 
that may eventually result in strategic 
alternatives for some of its current brands 
and businesses. Merrell isn’t likely to be 
impacted by the strategic review. 

Strategic retail and event  
partnerships are a key to 
renewed optimism at Merrell.

www.footwearinsight.com
www.obozfootwear.com
mailto:info@obozfootwear.com
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W
hile Sports Authority 
and Finish Line have 
announced plans to 
close doors,  Rack 
Room Shoes is increas-

ing its investment in the athletic footwear 
space. This spring, the 420-store chain 

has opened The Athletic Shop, which 
includes a 60 X 60-foot centrally located 
shop-within-shop in all its brick-and-
mortar stores and a major presence on 
its web store.

“Our customer thinks of us as an ath-
letic authority, so this is a move that 

Rack Room’s Athletic Investment
The Retailer Has a Strategy in Place to Grow its Athletic Share. 

STRATEGYRETAIL

makes perfect sense,” says Rack Room 
CEO Mark Lardie.

Athletic footwear already accounts for 
more than one-third of sales at Rack Room, 
with Nike, Skechers, Converse and Vans 
as key brands and running as the major 
category. Rack Room plans to expand off 
that solid base by setting up a centrally 
located 3600-square-foot department in 
each store and feature athletic footwear 
in windows, endcaps and “story telling 
walls,” Lardie says. Previously, athletic 
had been on the perimeter of most Rack 
Room stores, but Lardie says the branded 
Athletic Shop will be prominent 365 days 
a year.

Online, The Athletic Shop is featured 
as its own shop on rackroom.com and 
products are broken out by both gender 
and category. For example, the women’s 
online offerings include Lifestyle Athletics, 
walking, running, training and sport san-
dals. The men’s offerings are segmented 
according to Skate & Fashion, running, 
training, basketball, walking and sports 
sandals. Girls and Boys also have their 
own breakouts within the online shop. 

Lardie says the online and in-store shops 
will be marketed aggressively to Rack 
Room’s eight million loyalty members. 
“We see this as a great opportunity and 
have the tools to do it,” he notes. 

Previously, athletic had been on the perimeter of most 
Rack Room stores, but the retailer’s new branded  
Athletic Shop will be prominent 365 days a year.

Athletic 
footwear 
already 
accounts for 
more than 
one-third 
of sales at 
Rack Room, 
with Nike, 
Skechers, 
Converse 
and Vans as 
key brands 
and running 
as the major 
category. 

www.footwearinsight.com
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By Aaron H. Bible

G
rowing up in the aisles 
and dusty store rooms of 
dad’s boot shop in your 
home town is bound to 
drive you either into, or 
permanently out of, the 

specialty independent footwear business. 
And after high school, Summer Allen, 

daughter of Mike Allen of Winterport Boot 
Shop in Brewer, ME, was definitely headed 
in her own direction, far from specialty 
retail. Her dad had grown up in the Bronx 
and found his way into Maine’s booming 
footwear manufacturing industry after 
college, working in every capacity in the 
factories and eventually opening his own 
store focusing on the industrial/work wear 
business.

At the University of Maine, Summer stud-
ied environmental management and policy 
with a focus on environmental economics. 
She worked at the university’s forestry re-
search center developing interdisciplinary 
grants for five years, where throughout all 
of her various responsibilities she always 
enjoyed dealing with people from many 
different walks of life more than anything 
else, and connected with others in the 
communications field more than science. 

“What I really liked and the skills I picked 
up were the ability to talk to anyone at any 
time,” Allen says. “I spent a lot of time prob-
lem solving and that is a really important 
thing in business. I’m able to say, ‘I don’t 
know where to get the information, but I 
know where to start,’ and that’s transferred 
really well. I enjoyed my job, but it wasn’t 
social enough for me.” 

Jumping in with Both Feet
That wasn’t a problem for long, as her 

research position ended in 2010 when she 
was 30 years old. By the following Sep-
tember, Summer had launched her next 
venture: Valentine Footwear in downtown 
Bangor, ME. 

“I always loved small business, but never 
saw myself working necessarily at my fam-
ily business. I figured, why not start with 
something new and interesting. I knew I 
would feel weird stepping in and being in 
charge at my dad’s store. There’s nothing 
wrong with it, I just didn’t want to do it,” 
Summer explains. “Building something and 

Forging Her Own Way 
Summer Allen Grew Up in the Business, But Is Doing it Her Own Way at Valentine Footwear.

RETAILFOOTWEAR

“I figured, 
why not 
start with 
something 
new and 
interesting. 
I knew 
I would 
feel weird 
stepping in 
and being 
in charge 
at my dad’s 
store. 
There’s 
nothing 
wrong with 
it, I just 
didn’t want  
to do it.” 
SUMMER ALLEN

Summer Allen has 
plenty of stylish 
merch on hand at 
Valentine Footwear.

www.footwearinsight.com
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making it its own unique space and feel 
appealed to me.”

She took her passion for people, her 
knack for merchandising and her organi-
zational magic and struck out on her own. 
“I always liked exploring stores, what was 
wrong with them and what would I do if 
I had my own,” she says. “I have a sense 
for how I balance what’s in my store. I 
want to be approachable, feel welcoming. 
I encourage people to tell me, ‘this is what 
I’m looking for, this is what I do day to day,’ 
and they might not know that something 
existed I can help them with.”

Valentine Footwear was something Sum-
mer knew could be enjoyable and profitable 
for her and something she would enjoy 
spending “all of my time and money on,” 
says the second generation retailer. 

She’s very clear about her mission as 
well: just women’s, 180-degrees from 
dad’s Winterport Boot business. “We are 
a fashion and comfort store, not a family 
shoe store. We’re focused on comfort, but 
not only that. We carry contemporary, 
fun and functional styles. Wearability is 
very important,” Allen says. “In Maine, 
an important thing to know is, you never 
know who’s going to spend big. Don’t 
write off anyone, because you never 
know. Build the relationship, let them 
know it’s okay if they’re not going to buy 
something today.” 

Allen confesses that because of her 
background growing up in a boot shop, 
a classic old Red Wing dealer, she still 
loves to sell boots. Not high fashion or 
super trendy, but “incredibly attractive 
boots.” Trending now for Valentine are 

vintage look, more feminine work boots, 
streamlined heels and uniquely colored 
leather and, of course, she’s moving money 
into short boots as well. Clogs are also a 
New England staple for her.

Location, Location, Location 
Valentine Footwear is right on Maine 

Street, in downtown Bangor, next door to 
the Penobscot Theatre that draws evening 
crowds to her well-lit display windows.

“I love the downtown location because 
I feel small business retail has a specific 
nostalgic feel to it that you cannot have 
in a strip mall,” Allen explains. “I didn’t 
want a 2000-square-foot rectangle. We 
have an awning, chalk board sign, it’s 
cozier. I have friends my age who are 
also business owners in town. We’re all 
growing up together with our businesses, 
it’s a great community.”

Her 1700-square-foot shop has about 
1200-square feet of retail space. “It’s more 
space than I need, but it’s very well mer-
chandised. I’m very good at moving things 
to the next stage. My dad always taught 
me, ‘take your markdowns and turn the 
boxes into money,’” she says.

Valentine is not only in a browsing area 
with restaurants and bars nearby, it is 
also a destination for many of the small 
communities surrounding Bangor, where 
people may drive two to three hours to 
do their banking, shopping and other 
important errands, like shoe shopping, 
in town.

A gem in the once-bustling area of down-
town, family department stores, location, 
merchandising, attention to detail, and 

knowing her customer are the founda-
tions of Allen’s business. 

The Nuts and Bolts of a Small Business
Regular in-store brands for Valentine 

include El Naturalista, Taos, Merrell, 
Birkenstock (her top-selling brand overall), 
Aetrex, Eric Michael, Goodhew & Sockwell, 
Blundstone (women’s only), French Sole 
(FS/NY), Bogs and Emu Australia. She 
also carries fashion accessories such 
as scarves and jewelry, leather goods, 
soaps and shoe care accessories. Socks 
and hosiery make up about 20 percent 
of her overall sales, even more during 
the holidays. 

Operating as a single-door specialty shop, 
Allen acts as owner, manager and buyer, with 
just one other employee as well as seasonal 
help. “Being there is very important,” she 
says. “I like to see what’s selling and if it’s 
not selling, why they aren’t picking it up. 
My dad taught me, if you’re there and you 
work a long day, you won’t mind it; but if you 
don’t take two days off a week, you’ll hate it.

“If you don’t love it, then you should be 
doing something else,” she adds. “And you 
have to hire people who enjoy it and share 
your vision. Even my seasonal employees…
customers remember them.”

Growing about five percent since opening 
in 2011, she is now selling more than 2000 
pairs annually. grossing a quarter million 
dollars, in addition to hosiery sales, and 
that’s just out the front door — online sales 
are yet to come. Profitable since 2013, Allen 
attributes much of her success to being 
nimble and to her location in Maine, where 
rent is low and customers are loyal. 

“I love the 
downtown 
location 
because I 
feel small 
business 
retail has 
a specific 
nostalgic  
feel to it that 
you cannot 
have in a 
strip mall.” 
SUMMER ALLEN

RETAILFOOTWEAR

In addition to a 
broad range of 
footwear and 
hosiery, Valentine 
Footwear also 
carries fashion 
accessories such as 
scarves and jewelry, 
leather goods, 
soaps and shoe 
care accessories. 

16 • Footwear Insight ~ May/June 2016 footwearinsight.com

www.footwearinsight.com


National Shoe Retailers 
Association

Next Generation  
Leadership Program

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

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

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

Financial Services &  
Savings Opportunities 

 
which directly affect your bottom line.

 

America’s Largest Organization Representing 
Independent Footwear Retailers

Join NSRA today  
 

of membership, and more! 

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

Retail Education Webinars 

education seminars discussing topics such as:

WEBINARSRetail Education

Improving the business performance of our members since 1912

Business Performance Report

financial analysis resource 
for comparing expenses and 
revenues with national averages 

independent footwear retailers.

www.nsra.org

The footwear industry’s only 
comprehensive financial overview 
of independent shoe stores in the 
United States, providing in-depth 
analysis and benchmarks.

store and internet

and open-to-buy analysis

BUSINESS 
PERFORMANCE 
REPORT

2016-2017

Shoe Retailing Today

Best practices

Industry trends

Independent retail member stores, and more

Selling with Smells
p. 9

Creating the Store of the Future
Without Breaking the Bank
p. 16

Are You Ready for 3D Footwear?
p. 24

http://www.nsra.org
www.nsra.org


18 • Footwear Insight ~ May/June 2016 footwearinsight.com

O
ne of the first times I met 
Phil Knight, we were on a 
small private plane flying 
from Alexander City, AL, to 
Martinsville, VA. Russell Corp., 

based in Alex City, was making fleece for 
Nike and Knight was in town looking at 
their factories. I happened to be there and 
was invited to hitch a ride on the jet and 
spend time with Knight and two Russell 
executives. I was giddy at the prospect. I 
imagined Knight at one point leaning over 
and saying “You know I never told this to 
anyone before, but…”

I was guaranteed a major scoop. A 
Pulitzer and a book deal were distinct 
possibilities. 

As soon as we began to taxi down the 
runway, Knight fell asleep. And he didn’t 
wake up until we landed. No scoops. No 
book deals. Not a word. 

Although I met and interviewed Knight 
several times over the years and found 
him to be gracious and thoughtful, I never 
got a real sense of who he was and what 
drove him. That changed after I read 
his new memoir, “Shoe Dog,” published 
recently by Simon & Schuster. In the 
book, Knight tells the story of Nike’s early 
years from its founding in 1964 to its IPO 
in 1980. Looking at Nike today, it’s easy to 
forget how precarious Nike’s early days 
were and Knight shares those stories in 
excruciating detail.  
 
A Rocky Start

Nike got its start as Blue Ribbon Sports, 
the American distributor for Tiger Shoes. 
Knight, fearing that Onitsuka would drop 
him, began developing a line of spikes 
and hoops shoes under the Nike brand. 
He also hired a spy within the Onitsuka 
Company and told his associates about 
it in a memo. When an Onitsuka execu-
tive made a surprise visit to Nike offices, 
Knight admits he looked inside the execu-
tive’s briefcase without his knowledge 
and found a list of American distributors 
he was planning on visiting to potentially 
replace Blue Ribbon. The parties moved 
to litigation and Knight admits he was a 
disaster on the witness stand. “Toward 
the end of the two-day cross I was numb. 
I’d hit bottom,” he writes. “The only place 
to go was up. I could see Hilliard (the 
Onitsuka lawyer) decide he’d better let 

me go before I started to make a come-
back. As I slid off the stand I gave myself a 
grade of D minus.”

In the spring of 1975, Nike faced a cash 
crunch. Sales were doubling every year 
and Knight was playing the high-risk game 
of investing heavily in inventory to meet 
demand, without having the safety net 
of cash in the bank. Nike’s bank, Nissho, 
was financing inventory and the company 
owed it a $1 million payment — but was 
$75,000 short. Knight and his associate 
Del Hayes agreed to transfer money from 
all accounts, pay the bank and hoped 
cash flow in the coming days would cover 
other expenses. It didn’t work out that 
way. Nike Employee #2 Jeff Johnson was 
in his office at Nike’s factory in Exeter, NH, 
when workers appeared, angry that their 
paychecks had bounced.

Knight recalls it this way: “Johnson, 
of course, had no answers to give. He 
implored them to hold on, there must be 

some mistake. He phoned Oregon, reached 
Fields and told her what was happening. 
He expected her to say it was all a big 
misunderstanding, an accounting error. 
Instead she whispered ‘Oooh shit.’ Then 
hung up on him.”

And finally in 1977 when all appeared to 
be clear and the company was considering 
a public offering, the company was hit with 
a $25 million invoice from the U.S. Customs 
Service. Knight’s telling of this story, which 
covered three years (and three chapters 
in the book) may provide the best insights 
into the man. As he fights for his compa-
ny’s survival against the U.S. government, 
Knight reveals his innate need to please 
his father and questions his own parenting 
of his two young sons. But despite the im-
mense pressure (which was triggered by 
complaints from Nike’s biggest American 
competitors), Knight remains resolute. He 
personally flew to Washington, DC, and 
confronts the customs official who sent 

Knight’s Tale
Nike Founder Phil Knight Gives Readers a Glimpse Behind the Mirrored Shades. By Mark Sullivan

BOOKREVIEW

The book 
is an 
inspirational 
guide for any 
entrepreneur 
who has 
believed 
passionately 
in an idea 
and gone all 
in. Knight 
constantly 
talks about 
believing in 
ideas bigger 
than money 
and how 
passion and 
culture trump 
strategy most 
every day.
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the invoice. Later he networks his way into 
a meeting with then Oregon Senator Mark 
Hatfield, who agrees to do all he can to 
help Knight’s Oregon-based company. The 
disputed amount is negotiated down to $9 
million. The next year, Nike goes public and 
Knight is worth $178 million. 

Readers who are looking for an in-depth 
account of how Nike was built won’t get it in 
“Shoe Dog.” If that’s what you’re looking for, 
you should read “Swoosh,” co-authored by 
Julie Strasser, whose husband Rob was part 
of Knight’s early inner circle at Nike. And 
if you’re looking for a history of a modern 
American company that transformed how 
business is done around the world, Walter 
Isaacson’s biography of Steve Jobs is a 
better read.

But “Shoe Dog” is superior to those two 
books in another way. The book is an inspi-
rational guide for any entrepreneur who has 
believed passionately in an idea and gone 
all in. Knight constantly talks about believ-
ing in ideas bigger than money and how 
passion and culture trump strategy most 
every day.

Knight never shared his wisdom on our 
plane ride many years ago. But he shares it 
in this book. And anyone who wants a sense 
of the guy who built a business that affects 
everyone who reads this magazine will be 
glad they read it. 

Barking Back  
A Former Retailer Reacts to “Shoe Dog” 

I Just finished “Shoe Dog,” the book 
written by Phil Knight, co-founder of Nike. 
It brought back a lot of memories for me. 

I live in Beaverton, OR, where Phil’s first 
house was and I worked in sporting goods 
retail with a small but growing chain 
called G.I. Joe’s. Nike was known as Blue 
Ribbon Sports in those days and its early 
headquarters was within walking distance 
of my home. In the book, Phil talks about 
landmarks like the Cosmopolitan Hotel, 
where he and Bowerman formed their 
partnership. The “Cosmo” was where I 
went before the prom in high school. He 
talks of regular retreats in Sunriver in 
Central Oregon, where my family for years 
has gone to ski and for summer recreation. 

G.I. Joe’s was an early customer of 
Blue Ribbon Sports and I was one of the 
buyers and a merchandise manager when 
Nike started to take off. We were having 
the same kind of growing pains that Nike 
had. We had a rep group, Albert Miller 
and Associates. We were their biggest 
account in the Northwest in the late ’70s 
and early ’80s. We could not get enough 
Nikes and when they started their futures 
program for bigger customers we went all 
in. Phil and his team started this program 
to be able to get early commitments and 
get firm non-cancellable orders from 
key accounts. They could then forecast 
production, get orders to factories sooner 
and plan for the huge growth they were 
experiencing. It would also bring in more 
cash, something they were always short 
on. Our first futures commitment was over 
$100,000 at cost. We had never written 
an order that large before. It took a boss 
like Norm Daniels of G.I. Joe’s, who had 
the vision to let us take the risk on that 
many shoes when we were on a tight 

budget ourselves. I saw and bought the 
first line of Nike apparel. It was a small 
line and we pretty much had to buy things 
sight unseen because they had no catalog 
and the samples were not complete. The 
samples they had for the most part were 
not in the right material and had no color 
swatches. We trusted them and it paid off 
in big sales. 

You would think that since our 
stores were in Nike’s back yard we 
would have some advantages and get 
some better deals. That was not the 
case. Nike expected retailers to strictly 
follow their guidelines with pricing and 
promotions. When it came to close out 
product or other deals, in most cases we 
were not offered them because nobody 
wanted to have Phil Knight open the 
Sunday Oregonian newspaper and see 
his Nikes discounted. Other retailers far 
from Oregon were not held to the same 
standard we were. 

We had the honor of being the first 
retailer Nike considered suing. One of 
our buyers bought a deal from a closeout 
house on assorted sneaker T-shirts. In this 
group there were some with Nike logos. 
Unfortunately these were not produced 
by Nike — they were knock-offs and 
since many Nike employees shopped 
our stores it was not long before 
someone saw them. A group of us were 
summoned to Nike headquarters to meet 
with a group headed by Rob Strasser, 
who made it clear he was not happy. We 
apologized, got rid of the shirts and got 
back on their good side by writing more 
orders. — Ron Menconi

I saw and 
bought the 
first line of 
Nike apparel. 
It was a small 
line and we 
pretty much 
had to buy 
things sight 
unseen 
because 
they had no 
catalog and 
the samples 
were not 
complete. We 
trusted them 
and it paid off 
in big sales. 

I
n the late spring of 1973 I met with our recent investors, the debenture 
holders, for a second time. The first time they’d loved me. How could 
they not? Sales were booming, celebrity athletes were promoting our 
shoes. Sure, we’d lost Onitsuka, and we were facing a legal fight down 

the road, but we were on the right track.
This time, however, it was my duty to inform the investors that, one 

year after launching Nike, for the first time in Blue Ribbon history ... we’d 
lost money.

The meeting took place at the Valley River Inn in Eugene. It was 30 men 
and women crammed into the conference room, with me at the head of a long 
conference table. I wore a dark suit and tried to project an air of confidence as 
I delivered the bad news. I gave them the same speech I’d given Blue Ribbon 
employees a year before. We’ve got them right where we want them. But 
this group wasn’t buying any pep talks. These were widows and widowers, 
retirees and pensioners. Also, the previous year I’d been flanked by Jaqua 
and Bowerman; this year both men were busy.

I was alone.
Half an hour into my pitch, with 30 horrified faces staring at me, I suggested 

we break for lunch. The previous year I’d handed out Blue Ribbon’s financial 
statements before lunch. This year I decided to wait until after. It didn’t help. 
Even on a full stomach, with a chocolate chip cookie, the numbers looked 
bad. Despite $3.2 million in sales, we showed a net loss of $57,000.

Several clusters of investors now began private conversations while I was 

trying to talk. They were pointing at this troubling number – $57,000 – and 
repeating it, over and over. At some point I mentioned that Anne Caris, a 
young runner, had just made the cover of Sports Illustrated wearing Nikes. 
We’re breaking through, people! No one heard. No one cared. They cared 
only about the bottom line. Not even the bottom line, but their bottom line.

I came to the end of my presentation. I asked if anyone had a question. 
Thirty hands went up. “I’m very disappointed in this,” said one older man, 
rising to his feet. “Any more questions?” Twenty-nine hands went up. Another 
man called out, “I’m not happy.”

I said I sympathized. My sympathy only served to annoy them.
They had every right. They’d put their confidence in Bowerman and 

me, and we’d failed. We never could have anticipated Tiger’s betrayal, 
but nonetheless, these people were hurting, I saw it in their faces, and I 
needed to take responsibility. To make it right. I decided it was only fair 
to offer them a concession.

Their stock had a conversion rate, which went up every year. In the first 
year the rate was $1.00 a share, in the second year it was $1.50, and so on. In 
light of all this bad news, I told them, I’ll keep the conversion rate the same 
for the full five years you own your stock.

They were placated, mildly. But I left Eugene that day knowing they had a 
low opinion of me, and Nike. I also left thinking I’d never, ever, ever take this 
company public. If 30 people could cause this kind of acid stomach, I couldn’t 
imagine being answerable to thousands of stockholders. 

BOOK 
EXCERPT
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FITNESSTRENDS

Sneaker Shift 

Bye-bye 
heels: 
women’s 
fashion 
today is 
all about 
athletic.

By Jennifer Ernst Beaudry

S
orry, stilettos. Take a 
quick look in stores 
(and on blogs and 
social media and in 
magazines) and one 
thing is clear: The “It” 
shoe of today isn’t the 
vertiginous heel of 

yesteryear. Several seasons after sneaker 
styles caught fire, it’s now more than just 
a trend — women are making sneakers 
their go-to look for everyday wear. Ath-
letic styles, as well as flats, loafers and 
easy-wearing low sandals, are the look of 
modern feminine footwear style. 

The numbers speak for themselves. 
“Obviously sneaker and athletic looks have 

been strong for a couple of years, but last 
fall, starting in September, we started to see 

higher heels three inches and over decline. 
And it’s been double-digit declines ever since. 
In the first quarter of this year, dress and 
casual heels were down 17 percent,” said 
Beth Goldstein, footwear and accessories 
analyst for The NPD Group. On the other 
hand? “Sneaker sales picked up for holiday 
2014 and that has been up double-digits every 
month since,” she noted. 

NPD’s data draws from retailers across a 
wide spectrum: department stores, family 
channel, national chain stores and athletic 
specialty and sporting goods, as well as some 
internet-only retailers. Retailers across the 
spectrum confirm the trend. On a recent call 
with analysts, Columbus, OH-based DSW high-
lighted sneakers as a bright spot in a generally 
downbeat quarter. “DSW’s athletic business 
grew 13 percent and reached a record high of 
almost 14 percent penetration in 2015,” DSW 
chief merchandising officer Debbie Ferree 

said. “I think this whole athletic business, it's 
really a lifestyle shift and it's happening not 
only in performance, but in fashion.”

And retailers from the boutique world 
back it up. 

“We definitely see a rise in the growth of 
the sneaker, mostly a white sneaker thanks 
to Adidas,” said Erika Vala, partner at Brook-
lyn, NY’s Shoe Market. Vala said practical, 
stable shoes have always sold best at her 
Williamsburg shop — “New York is a walking 
city and women want shoes that can take 
them day to night and still look great” — but 
she said in the past few years sneaker styles 
from Vagabond, Gola, Keds and Converse 
have been increasingly popular. 

And it’s not just athleisure driving the 
trend, she noted. “There’s always a relation-
ship to pants, so this whole pant trend with 
a shorter pegged silhouette or a wide-leg 
needs a sneaker or a blocky heel.” 

The Rihanna x Puma 
Fenty Trainer shoe 
released this spring.
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Steve Silver, owner of Cleveland’s Next 
boutiques, said he’s seeing a definite swing 
back to athletic styles. “Six, seven, eight years 
ago, active was great, but then it moved on 
to crazy pumps and platforms. And then the 
market caught up: How many glitter spiked 
10-inch platforms do you need?” he asked. 
Even though Next has downsized its women’s 
business overall, sneakers have been selling, 
with Nike, Adidas, Vans and Puma limited 
edition styles driving the sales. 

At Miami streetwear boutiques Addict and 
Uptown, the women’s side of the business 
has been a big opportunity, buyer Clyde 
Edwards said. Historically, sales of women’s 
product would account for a percentage “in 
the teens” — these days, he said, it’s more 
like high 20s, low 30s. 

“Over the past year and a half, women 
have started asking, ‘Do you have any New 
Balance, do you have any women’s shoes?’ 
They want things other the typical Nike Air 

Max styles,” he said. 
The growth in footwear mirrors a drive 

for women’s sportswear, he added, with 
established brands like Size, Overkill and 
Kith launching women’s lines, and apparel/
footwear collections such as Adidas’ col-
laborations with Stella McCartney, Mary 
Katrantzou and Rita Ora and Puma’s Fenty 
collection with Rihanna selling out. 

Edwards said he hopes the athletic brands 
will start treating the women’s sneaker busi-
ness more like the men’s, with event-style 
releases for limited-edition product 

“We’re waiting for the vendors to give us 
more launch-date product for women — [our 
female customers] want to see something 
with a hard launch date and to go to the 
store for a release, not just go shopping and 
see what’s there,” he said. But even as-is, 
Edwards is planning up. 

“We’re dedicating entire windows for 
women, and we are giving more space to 

women’s product,” he said.
Even stores outside the fashion world have 

noticed a boost. 
Sonya Estes-Alderman, owner of Runners 

Roost in Lakewood, CO, said even though 
her run specialty shop doesn’t market itself 
as a fashion destination, they’ve noticed a 
boost in sales. And John Benedict, co-owner 
of Okemos, MI, running stalwart Playmakers, 
said sneaker sales to women have been a 
part of the store’s footwear sales growth of 
12 percent year-to-date. 

“That sneaker, athletic-type shoe is so much 
more accepted now,” Benedict said. Retro 
sneaker styles have been a hit with younger 
women, he added, while sleek, lightweight 
athletic looks like Nike Free or Saucony Kin-
vara are resonating with all ages — kids, high 
school and women in their 80s. 

And that’s a trend he sees continuing. “It’s 
accepted cool,” Benedict said. “And I just 
think that’s going to continue to resonate.” 

Above, clockwise from 
left: Pop star Rihanna 
rocking Puma style; 
Gola Harrier styles; 
Adidas women’s style; 
British musician and 
actress Rita Ora in 
Adidas; Nike Free; 
Puma Creeper.
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FEMALESNEAKERHEADS

Why are women becoming interested in sneakers now? 
Design, availability, marketing and social media. Sneakers have 

always been marketed and designed with the male perspective 
in mind. While men are spending more on sneakers than women, 
women have always spent more on footwear in general.  

Are you seeing more female sneakerheads out there?
Heck yes. As a young female collecting sneakers back 18 years 

ago, I only knew of one other girl who collected sneakers as heavily 
as I did, and she was my cousin. Recently on Instagram, @jent-
wice143 showcased a different pair of sneakers for one full year; 
365 pairs, no repeats! Women are collecting all types of sneakers, 
but above all, looking for something comfortable and fashionable.  

Which brands/styles do you think are resonating with women? 
 With the women’s running models, Nike is killing it. Brands like 

Adidas, New Balance, Puma, I feel, were always unisex. I would 
buy the men’s sneaker if I could get it in my size. Things have defi-
nitely changed. I am loving the Adidas Women’s Tubular Defiant 

sneakers. Puma hit gold with the Puma by Rihanna Creeper. We 
all know that music, fashion and sneakers have always gone hand 
in hand. Did someone say RUN DMC?

How are social media and sneaker boutiques changing the 
way women look at sneakers and the way brands see female 
consumers?

YouTube plays a large part in many sneaker collectors’ lives. 
A picture can tell a thousand words, but those words may not 
be the most accurate when it comes to sneaker buying. I prefer 
online shopping, but female-owned sneaker boutiques also bring 
a personal feel. Sneaker boutiques carry that je ne sais quoi that 
many designer shoe stores and boutiques have.

Ivelisse Cassas 
@SoleDeVida 
on Instagram

The Suede Classic 
+ Colored women’s 
style comes in a mono 
colored pack. The 
bright shoes feature a 
rich embossed graphic 
on the upper and all-
over coloring.

SneakerStyle
PUMA

W O M E N    F L O C K  T O

S U E D E  C L A S S I C

Women are increasingly getting more passionate about 
stylish kicks. Here, two Instagram stars and one trendy 
retailer explain why brands should pay close attention to 
these female tastemakers. By Suzanne Blecher

While men are spending more on sneakers 
than women, women have always spent 
more on footwear in general.
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Susan Boyle 
Owner, Rime NYC

Why are women becoming interested in sneakers now? 
The way athleisure has hit the market and fashion has come 

into play are important. Then there are girls who just want to 
wear what they like. 

Are you seeing more female sneakerheads out there?
I cater to men, but I also have a large female clientele. I don’t 

fit the traditional sneakerhead mold — I’m a mom, older and 
not a jock. Women have always been out there collecting, but 
the market wasn’t making it for her. Most girls couldn’t fit into 
the men’s sizes. If it was for women, they would shrink it and 
pink it. Brands are realizing that women buy sneakers and we 
buy what we like. 

Which brands/styles do you think are resonating with women? 
I did a collaboration with Puma and we were really surprised 

at how well that did. The Rihanna shoes, I can’t keep in the store. 
When I got the Creeper, it wasn’t even advertised and I sold it 
out in hours. I told them to send me as much as you can. My girls 

were in line waiting for it. With Adidas and Rita Ora, the Stan 
Smith’s fly out the door. 

How are social media and sneaker boutiques changing the 
way women look at sneakers and the way brands see female 
consumers?

Bloggers are showing other women how to wear shoes and 
it’s becoming a community. For me, I have a newsletter for my 
customers, but they always know what’s coming out and the first 
question is, did they make it for me? If she’s spending $1000 on 
a pair of heels for their red bottoms, if you give her something 
sexy and comfortable, she’ll spend $200 on it. 

The Jazz Original combines 
comfort and effortless 
style. These come with a 
secondary set of laces to 
change up the look. 

Inspired by heritage 
models, this update has 
leather and suede details, 
along with a special stone 
washed treatment.

saucony

diadora

J A Z Z  O  D E N I M 

E Q U I P E  S W  H H

My customers always know what’s 
coming out and the first question is, did 
they make it for me?  
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FEMALESNEAKERHEADS

Why are women becoming interested in sneakers now?
Fashion has changed a lot. Sneakers used to be purely for 

people who played sports, now it’s more of a stylish statement. 
It has become more mainstream for celebrities to wear sneakers 
instead of heels. I think a lot of women used to be scared of the 
tomboy label. 

Are you seeing more female sneakerheads out there? 
There are definitely more now. Back in 2004, I was practically 

the only girl in my high school rocking Jordans. Today women 
are just getting into sneakers for reasons such as comfort, style 
or even because of the popularity around certain shoes. Some 
women out there know the history of certain shoes, but there are 
also women out there who don't own a single sneaker, have no 
knowledge, but are dying for a pair of Yeezys. 

Which brands/styles do you think are resonating with women?
Nike Air Max is a sleek style with refreshing colorways. Nike 

Air Force 1 Ultra Flyknit was a huge hit. The Nike Huarache was 
huge last year. The Creeper sold out instantly. I believe the style 
of the shoe, keeping it bold but still feminine, has a role in it. 

How are social media and sneaker boutiques changing the 
way women look at sneakers and the way brands see female 
consumers?

A lot of boutiques never really carried women’s product until 
recently. The Jordan brand is finally including sizing for women. 
This is the most exciting time to be a female in this culture.

Jeniffer Villamia 
@jentwice143  
on Instagram

CONVERSE

ASICS

A L L  S T A R  F R I N G E

G E L - L Y T E  V 

The Chuck Taylor 
All Star Fringe in 
acid washed denim 
is embellished with 
studs. It invokes a 
fashionable “Summer 
of Love” vibe. 

Featuring a charcoal 
grey overlay, the 
Gel-Lyte V is lined 
with soft coral 
and teal accents 
throughout the 
outsole and liner.

It has become more mainstream for 
celebrities to wear sneakers instead 
of heels. I think a lot of women used to 
be scared of the tomboy label. 
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Naot Director Ink Brown Leather, MSRP $240.
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COMFORT SHOES THAT DRESS UP FOR WORK

When the economy stiffens, people get 

more serious about what they wear to work. 

However, being serious doesn’t mean 

you have to be uncomfortable. Metallica 

T-shirts and ripped jeans on casual Fridays 

have been replaced with tailored slacks and 

button down shirts. Comfort brands have 

addressed this development with a range of 

styles that are suitable for meetings with the 

boss or a new client yet provide arch support, 

cushioning and stability at the same time. So 

get serious and get seriously comfortable.

By Mark Sullivan. Photos by Frank James.

THE



SAS Lacey Rouge. 
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Aetrex Heeled Sandal In Yellow.

Clarks Women’s Gabrielle Dawn.

Earthies Santana In Dark Slate.

Mephisto Taylor For Men.Clarks Men’s Feren Slip-On.

Alegria Ell For Fall 2016.

Dansko Josh For Men.

Naot Amato Jet Black Leather. Wolky Ani In Red.

SAS Sonyo.

Alegria Fli For Fall 2016.

Dansko Man-Tailored Louise For Women. Wolky Masala In Taupe Suede. Vionic Upton Gray Boot.

Rockport Suede Wingtip 
With Color Pop Laces.

Vionic Caballo.

Earth Wanderlust In Rosewood. Mephisto Ielena

Rockport Aqua Suede Pump.

Vionic Leopard Ballet Flat. 

THE OFFICE
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TO BENEFIT TWO TEN

JUNE 7 | BRYANT PARK GRILL
EVENT DETAILS AT FFANY.ORG

FFANY IS:
BUSINESS
MAKING IT EASY FOR BUYERS AND 
SELLERS TO DO BUSINESS IN NYC

CHARITY 
UNITING AND SERVING THE FOOTWEAR 
INDUSTRY THROUGH CHARITY

EDUCATION 
ESTABLISHING THE FOUNDATION 
FOR EXPERTISE IN OUR INDUSTRY

NEW YORK HILTON MIDTOWN
& MEMBER SHOWROOMS
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REVIVAL
shy of its golden anniversary, the Rockport brand, under new 
ownership and senior management, is aiming to reconnect 
with longtime customers and subsequently build a bond with 
younger consumers by tapping into its authenticity, contem-
porizing brand classics and growing its women’s business.

In August it will be one year from when the investment 
arm of New Balance Athletic Shoe and Berkshire Partners, a 
Boston private equity firm, closed on its $280 million acqui-
sition of The Rockport Company from the Adidas Group. 
The newly christened Rockport Group will mark that anni-
versary with the introduction of its first Fall collection and 
start the process of improving its traction in the brown 
shoe business. Top-to-bottom investments in the emerging 
business include a new enterprise resource planning (ERP) 
system, an innovation and tech lab in Europe and a commit-
ment to an Italian design studio.

It will be a fresh start for the company. Rockport lan-
guished in recent years under Adidas, which was more 
focused on righting its Mother Ship than dedicating addi-
tional resources and focus to a brown shoe business it 
inherited when it acquired Reebok in August 2005 for $3.8 
billion. Reebok, laden with cash as it was soaring past Nike 
in the athletic shoe segment in 1986, acquired Rockport for 
$118.5 million in September of that year, with the brand 

generating a 45 percent annual growth rate and projected 
to top the $100-million sales mark. According to an Adidas 
Group annual report, Rockport’s annual revenues fell more 
than 40 percent in euros in 2015, a transition year for the 
company, to about $174 million.

Much of Rockport’s success in the years before the Reebok 
acquisition was credited to Bruce Katz, son of the brand 
founder Saul Katz. Bruce is now 69 and president and owner 
of the Samuel Hubbard Shoe brand (see shoe on the cover).

In a Colonel Sanders-esque move, the near-broke senior 
Katz used his resilience and ingenuity to shift from domes-
tic shoe producer to importer with the creation of The 
Rockport Co. During the midst of America’s running boom, 
the young Katz persuaded his father that consumers would 
also be enthusiastic about shoes built for walking. And 
Bruce quickly became the Rockport chief engineer by 
spending an estimated $2 million to promote fitness walk-
ing and designing such iconic models such as The RocSport, 
ProWalker and DresSport, a comfortable, lightweight shoe 
that competed successfully in the traditional men’s dress 
shoe segment.

Today’s master architect of The Rockport Group, which 
consists of casual brands from New Balance’s former Drydock 
Footwear Group – Aravon, Dunham and Cobb Hill – and the 
Rockport brand is Bob Infantino, whose vast knowledge in 
building and nurturing brown shoe brands includes a prior 
stint at Rockport in the 1980s as SVP–product and marketing, 18 
years as the president of The Clarks Companies, North America 
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FIVE YEARS

Through the years, from left: a new style 
from Rockport, the men’s truFLEX Ubal in 
Dark Olive; original van of brand founders 

the Katz family carrying product; former 
Rockport VP (now CEO of Topo) Tony 

Post ran the New York City Marathon in 
Rockport DresSports shoes back in 1990. 
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and most recently, four years spearheading Drydock. 
“Bob is looking forward to bring that essence back to the 

brand (Rockport) and our corporate culture,” says Susan 
Dooley, SVP–global marketing for The Rockport Group. 

“Bob is a product guy. And every great company starts with 
good product,” pipes in John Daher, SVP–product development. 
“He is involved with all of it. He has a certain vision.” 

Daher, for one, who previously worked with Infantino at 
Clarks and Drydock, thinks  Rockport has an important advan-
tage. “A lot of the brown shoe brands out there are associated 
with a certain look. We have the license to play in a lot of dif-
ferent categories.”

Within five product silos, including planned revivals of the 
ProWalker franchise in Spring 2017 as a more contemporary 
walking shoe featuring TrueFlex technology and XCS rugged 
outdoor styles for Fall 2017 within its active/innovation cat-
egory, Rockport wants its business to be more evenly split 
between men and women instead of the current 70-30 mix. 

To that end, the company is making Cobb Hill, a handcrafted 
casual line for women that is currently available in more 
than 2000 U.S. doors, a collection under the Rockport brand 
instead of a standalone label as it was at DryDock. The com-
pany has quadrupled the number of offerings within Cobb 
Hill and Total Motion, Rockport’s premium women collec-
tions, with flats, sandals and boots. Daher calls the Total 
Motion concept, combining comfort and style at $130-150 
retail price points, “a total white space” in the women’s shoe 
category where Rockport can make a big statement. 

There are also product silos for men’s shoes, includ-
ing DresSports, which have been redesigned, and a casual 
collection. 

“The women’s and men’s businesses weren’t in sync 
for the brand,” admits Daher. “We will bring those pieces 
together. And Pro Walker will be a major part. We see this 
as a very active generation and Pro Walkers will be part of it 
in a new, spirited way.”

But Rockport, which will introduce a new brand positioning 
campaign this fall as it moves into a new 70,000-square-foot 
corporate home in Newton, MA, isn’t likely to pull a market-
ing stunt like it did in 1990 when former VP Tony Post (who 
is now CEO of the Topo running shoe brand) ran the New 
York City Marathon in a pair of DresSports.

“Today’s consumer is about healthy lifestyles,” says 
Dooley, adding that comfort and versatility will be key com-
ponents of all brand offerings as the company also introduces 
new shoe boxes and retail concept areas starting in the fall.

Rockport has no intention of aggressively competing against 
its independent shoe retail customers, who Daher refers to “pio-
neers” who can create a brand and make it powerful. There is 
no significant growth planned for Rockport’s stable of 25 full-
price brand stores. However, the network of 52 outlet locations, 
which will also sell the Aravon and Dunham brands, is projected 
to expand by 10-12 doors annually.

Rockport is distributed in 63 countries through distributors 
and subsidiaries. Brand presence is strong in markets such 
as Korea and Japan, but it is underpenetrated in Europe. l
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B
ankrupt Sports Authority, fighting for 
survival and relevance on the rapidly 
evolving sports retail landscape, has 
new detractors to its game plan that 

are neither lenders nor landlords. 
A group of two dozen-plus consignment 

vendors want their respective products back 
and off the shelves of Sports Authority stores, 
in essence nullifying agreements they struck 
with the retailer years ago. The beleaguered 
retailer is fighting back, filing lawsuits against 
more than 160 suppliers in an attempt to 
retain the more than $85 million worth of 
merchandise. But case Judge Mary Walrath 
has already told the retailer that it is must 
comply with vendors to return merchandise 
and revert to provisions before the March 2 
Chap. 11 filing that will require continued 
payments or settlements with suppliers.

In multiple court filings, Sports Authority 
attorneys cite Section 363c of the U.S. 

Bankruptcy Code that authorizes the debtor 
to sell estate property in the ordinary course 
of business and suggest anything otherwise 
“would have a serious detrimental effort.” 

Such a consequence could force Sports 
Authority to close all of its more than 
425 stores, terminate its 8000 remaining 
employees and force it out of business rather 
than allow it to pursue any options for a 
re-organization or outside investment. The 
retailer, which is asking the court to extend its 
filing deadline for completed schedules and 
financial affairs for an additional 45 days, has 
more than 60,000 creditors. 

“It (the claw back of inventory) would 
have a devastating impact on all creditors,” 
according to a court document filed by  
the retailer. 

But clearly, an acceleration of Sports 
Authority’s demise as a viable player would 

Continued on page 4
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Cobb Hill Caroline Side Zip Bootie
MSRP $170.

Boat Builders D-Ring Plain Toe Boot
MSRP $160.

Total Motion Kalila Cutout Shootie
MSRP $140.

DresSports 2 Lite Wingtip
MSRP $125.
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PUMA Tricks Boots: The Pink Glo and Safety Yellow evoPOWER and evoSPEED boots will be worn by Puma’s endorsers during international tournaments this 
summer. ADIDAS Stan Smith: The classic, simple sneaker is rebooted with this flashy graphic from Brazilian fashion label The Farm Company. The leather upper 
features a banana graphic. NEW BALANCE Vazee Rush v2 and 1400v4: The Team NB Elite Pack features limited edition colorways of the Vazee Rush v2 and 

the 1400v4 launching just in time for the summer. NIKE Hyperdunk and Zoom Superfly Flyknit: The Hyperdunk basketball shoe combines an ultra-high Nike Flyknit 
upper with a full-length Zoom Air unit; the Zoom Superfly Flyknit track spike is custom-designed to suit sprinters. 

ACARNIVALOFCOLORS
LINESWELIKE

With the Olympic Games taking place in Brazil this August, the athletic shoe market is seeing that country’s colorful influence impacting style trends. From 
performance shoes to lifestyle silhouettes, a decidedly fun vibe can be seen in new offerings from key athletic brands. Here is a “vibrant” sampling.
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