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T
here’s no denying 
the fact that the 
world can be a 
dangerous place. 
These sentiments 
have become 

especially relevant to the running 
community, particularly female 
harriers.  While we largely associate 
the sport of running with health and 
wellness, there is a harsh reality 
related to the vulnerability of being 
out on a trail by yourself. Usually 
runners are perfectly safe, but every 
now and again someone takes 
advantage of that vulnerability and 
inflicts harm.

It is for this reason that a grow-
ing number of running retailers 
have introduced self defense 
classes to their customers, along 
with stocking their shelves with 
related products. Working to enable 
runners to protect themselves while 
doing the thing they love most, 
these efforts are proving to make 
a difference within this commu-
nity. Whether it’s knowing how to 
escape from a potentially danger-
ous situation or understanding 
why one might want to carry a self 
defense product in the first place, 
more and more runners are sitting 
up and taking notice of this effort 
to take back the streets and trails.
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Facing  
the Potential  
Dangers 
of Running 
Alone.

By Mackenzie Lobby Havey





“I would say the 
majority of female 

runners I interact with 
are concerned with  
their personal safety 

when out running solo.” 
JODI FISHER,  

GO GUARDED RING

Responding to a Need
The increasing number of 

self defense classes held at 
running retailers across the 
country have largely been in 
reaction to crime. Fleet Feet 
Hartford, for instance, started 
hosting classes after two local 
runners were raped in the 
area. They hold seminars con-
ducted by a nearby Krav Maga 
studio, along with RunSafer, 
a nation-wide series of work-
shops driven by ASICS to 
educate runners on a variety 
of safety techniques.

Tiffany Johnson of A Snail’s 
Pace in Orange County, CA, 
said similar incidents inspired 
the store to start holding 
self defense classes for area 
runners. A third degree 
black belt in Korean martial 
arts, along with holding a 
certification in women’s 
self defense, she developed 
a curriculum and teaches 
runners at each of their four 
stores twice a month.

“I felt like there was a 
need out there,” she said. 
“We are so lucky in Orange 
County that we live in a safe 
area, but every now and then 
there’s a story of a runner 
getting pulled off the trail. 
The runners who come to our 
classes sometimes have had 
those experiences or know 
someone who has.”

“I would say the majority 
of female runners I interact 
with are concerned with their 
personal safety when out 
running solo,” added Jodi 
Fisher, the woman behind the 
Go Guarded Ring, a running 
safety device made with ser-
rated heavy plastic. “And how 
could they not be when there 
are regularly stories of women 
getting attacked all across the 
U.S.? In the past year or so, 
in Tucson where I live, three 
or four women have been 
sexually assaulted while out 
running, hiking, or walking. 
And this is just one little city.”

Educating and 
Empowering Runners

The response from the run-
ning community has been 
one of outrage and action. 
This is at the core of the self 
defense class movement. 
Todd Williams, the creator of 
RunSafer, as well as a two-time 
Olympic distance runner and 
Black Belt in Brazilian Jiu Jitsu, 
says the most common ques-
tion he gets is, “where can I get 
more self defense training?”

“The biggest fear is being 
attacked and not having a plan,” 
he explained. “That’s why being 
prepared is the only way to 
go. My goal is to help as many 
people as possible stay out of 
harm’s way, but if something 
does happen, to have a plan.”

Stephanie Blozy of Fleet 
Feet Hartford has seen this 
same motivation of fear turn 
into one of empowerment 
since hosting self defense 
classes at their shop. 

“The response to the classes 
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A Safe Road Ahead (continued)

TigerLady Self Defense Claw, 
MSRP $35.99.

Participants in the Ninja Runner class 
offered by A Snail’s Pace.



IF YOU’RE OUT THERE, WE’RE WITH YOU.™

#DarnTough

VERMONT USA
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Go Guarded Self Defense Ring, 
MSRP $19.99.

A Safe Road Ahead (continued)

has been amazing—from the 
number of people participating 
to their comments post-class 
about feeling empowered and 
gaining their independence 
back,” she said. “Mothers of 
college-aged girls have been 
especially thankful that their 
daughters could learn a few 
moves that might prevent them 
from ever becoming a victim.”

These classes can be a 
workout in and of themselves, 
teaching participants how to get 
out of holds and where to punch 
or kick. They also focus on 
teaching runners how to avoid 
potentially dangerous situations 
in the first place. 

“We do hands-on training, 
heavy bag work, and have vol-
unteers who pose as attackers,” 
added Johnson regarding the 
classes she leads at A Snail’s 
Pace. “It’s about intelligent self 
defense—not just how strong 
you are, but learning to resist the 
urge to panic and looking for 
an opening. It’s about not being 
afraid and knowing what to do.” 
 
Stocking the Shelves

In the same way self defense 
class offerings for runners have 

grown, so has the availability of 
related products. While some 
experts recommend them, many 
insist that simply knowing how 
to defend yourself is the best 
option. With that said, there’s no 
denying that the same mentality 
that drives runners to sign up 
for these classes also motivates 
them to purchase self defense 
products. The end result is 
greater situational awareness.

As Williams emphasizes, 
“The key is to never be com-
placent!”

So whether it’s a handheld 
can of pepper spray or lessons 
learned at a class, all of these 
efforts serve to remind runners 
of the importance of keeping 
their eyes and ears open when 
they are out training. 

“Unfortunately, the market 
potential is enormous,” said 
Clay Frost, director of sales 
and marketing for Wearsafe, 
makers of a new portable 
safety alert device. 

Clair Schrantz of Sabre Red 
self defense products agrees, 
saying, “The demand for these 
products is growing every year.”

Blozy says that they are 
working to offer Wearsafe prod-

ucts to their customers at Fleet 
Feet Hartford, as well as stock-
ing pepper spray. A Snail’s Pace 
also sells pepper spray, with the 
disclaimer that it is important to 
practice using the product so it 
doesn’t get used against you.

“I feel any personal protec-
tion product could be effective 
only if individuals know they 
can use it and know how to use 
it,” added Williams.

Josh Levine of TigerLady 
Self Defense Claw (a “discreet” 
self defense device), added, 
“When you put on the wrist 
strap and hold TigerLady in 
your hand, you’ve already taken 
a step towards ensuring your 
personal safety. At this point 
your situational awareness is 
high and you’re more confident, 
making you less vulnerable.”

Whether retailers are train-
ing runners on self-defense 
tactics or instructing them on 
how to properly ward off a 
potential attacker with pepper 
spray, the goal is training run-
ners to be empowered, rather 
than fearful. This is good for 
everyone who is looking for 
a safe path towards greater 
health and fitness. n

Wearsafe Tag, MSRP $39.





I n the running specialty 
game, great product mat-
ters, but great people often 
matter more.

Anders Brooker knows this 
reality well. Since opening the 
Runner’s Edge in Missoula, MT, 
in 2001, Brooker has learned the 
importance of a cohesive and 
collaborative staff that services 
customers with a smile and 
brings passion into their work.

“Our biggest priority is not 
fitting shoes or selling product,” 
Brooker says. “We need and 
want folks who will build rela-
tionships with our customers 
and the rest will come.”

While Brooker doesn’t have 
a “go-to question” when inter-
viewing potential hires, he does 

actively assess the candidate’s 
interest in people.

“It is important the potential 
hire actually likes people,” 
Brooker says. “That sounds 
basic, but it’s always surpris-
ing to me how many folks are 
not cut out for working with 
the public.”

At Varsity Sports, a three-
store operation in New Orleans, 
owner Jenni Peters doesn’t have 
a “go-to question,” either, though 
she most definitely maintains a 
set of implied questions: Is the 
person polite, courteous and 
considerate? Does this person 
really want to work in the 
industry or is the individual just 
seeking another job?

“If I feel like all of the 

answers are ‘yes,’ then the 
person can easily be taught the 
rest,” Peters says, adhering to an 
age-old human resources adage 
about hiring for personality and 
training for skill.

Other running retailers, 
however, do have a trusty ques-
tion they direct at nearly every 
job candidate, an inquiry that 
provides them deeper insight 
and perspective into the pros-
pect’s character or cultural fit, 
ambitions or motivations. Here, 
retailers share five telling, must-
ask interview questions.

NUMBER 1:  

Why do you want to 
work here?

At the very beginning of 
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Hiring Tips
Ask!

We need folks 
who will build 
relationships 
with our 
customers. 
ANDERS BROOKER,  
RUNNER’S EDGE, MT

5 Must-Ask Interview Questions / Daniel P. Smith



5 Must-Ask Interview Questions / Daniel P. Smith

INOV-8.COM

COMING SPRING 2017, AN UPDATE 
TO THE LIGHTEST, MULTI-TERRAIN 
GORE-TEX BOOT IN THE WORLD AND AN 
ACCOMPANYING FAMILY OF PRODUCTS.

Ask your inov-8 rep for more information about introductory sales programs.

ROCLITE ™290 ROCLITE ™305 ROCLITE ™325GTX



both Run Colorado and the 
Reno Running Company, Pete 
Solano helped develop a mis-
sion that drove every piece of 
the business, including hiring.

“At the core, our mission was 
‘to help every customer achieve 
their active duty lifestyle,’” 
Solano says, emphasizing 
the word “help.” “We needed 
to find people who believed 
in helping others … [and] if 
somewhere in their answer 
there wasn’t any reference to 
helping people it was an indica-
tor that that candidate wasn’t a 
good fit for our culture.”

Likewise, Josh Levinson 
of Charm City Run wants to 
investigate a candidate’s inter-
est in working at his five-store, 
Maryland-based operation. As 
most prospective employees 
come from Charm City Run’s 
training groups and customer 
base, they understand the 
power of running and run spe-
cialty and stand eager to be a 
part of the community.

What Levinson doesn’t want, 
however, is someone finan-
cially driven. “I want people 
driven to succeed and the 
money will follow,” he says. “I 
do not want anyone to do a job 
for money. Too much pressure 
on both parties.”

NUMBER 2:  
How do you want to 
improve yourself in the 
next year?

At the Columbus Running 
Company, the 2014 Running 
Store of the Year, Jim Jurcevich 
has a few questions he returns 
to, including asking about the 
last book the individual read.

“This job requires a lot of 
learning and keeping up in 
knowledge,” Jurcevich says. 

“People who read and hunger 
for knowledge tend to do 
really well.”

Most often, though, he wants 
to understand the candidate’s 
personal ambitions.  

“We know people aren’t 
going to work for us for life and 
we want to be able to help them 
on their journey,” Jurcevich 
says. “If people see we are 
invested in them, they will be 
invested in us.”

NUMBER 3: 

What shoes do you  
currently wear and where 
did you buy them?

In asking this question, 
Genie Beaver of Atlanta-based 
West Stride says she isn’t con-
cerned with specific product 
knowledge, but rather seeks 
insight into the candidate’s 
thought process when purchas-
ing his or her footwear. This 
also helps her assess the indi-
vidual’s communication style.

But there is another layer to 
the question that admittedly 
puts candidates on the spot, 
confesses Beaver, a leading 
force behind the She Runs 
Retail Group.

“I also like to see how aware 
they are of online versus big-
box versus specialty and gain 
an understanding of how they 
make decisions in that space 
themselves,” she says.  

NUMBER 4:

If you don’t get this job, 
what’s your next step 
career-wise?

Key characteristics like 
dependability and honesty 
are important, acknowledges 
Christi Beth Adams of Fleet 
Feet Sports in Nashville, but 
she’s most interested in under-

standing a candidate’s level of 
commitment to the running 
specialty industry. 

“Do they have a desire for 
a career in run specialty or 
are they uncertain of their 
career path and a job with us 
is a stepping stone for them?” 
Adams wonders.

There’s no right or wrong 
answer, Adams insists, but the 
candidate’s answer provides 
some insights on how long 
she might be able to retain the 
employee and how she might 
best motivate the individual 
throughout his or her tenure 
in her shop.

NUMBER 5: 

Tell me about your last 
day here.

John Long of Fleet Feet 
Sports Minneapolis admits 
the contrarian nature of this 
query, typically the final 
request he directs at an 
interviewee. 

“The people I’m inter-
viewing who are good are 
oftentimes on their way to 
another profession or have 
other future goals,” he says. 
“That’s fine, but I want to 
understand why they would 
leave working here because 
everybody’s going to leave at 
some point.”

The candidate’s response, 
Long says, helps him under-
stand how the prospect fits 
into his business and how he 
or she may bring some dif-
ferent ideas or skills to his 
one-store operation.

“It gets at their motiva-
tion and I can begin thinking 
about how they can help us 
grow while they simultane-
ously work toward their own 
goals,” he says.  n

Hiring Tips (continued)
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I also like to see 
how aware they 
are of online 
versus big-box 
versus specialty.
GENIE BEAVER 
WEST STRIDE

At the core, our 
mission is to  
help every 
customer achieve 
their active  
duty lifestyle.
PETE SOLANO,  
RUN COLORADO

If people see we 
are invested in 
them, they will be 
invested in us.
JIM JURCEVICH,
COLUMBUS RUNNING 



#runlikewater

RUN STRONGER.
RUN LONGER.
nathansports.com

SPEEDSHOT PLUS INSULATED

Take a Cold Shot

SHOOT TO 

CHILL 

The best-selling insulated handheld just got downsized to  
 12 ounces of chilling perfection. Available to order now.



Icebug’s Fat Medium, $46.95, reacts 
like a stability ball that constantly 
responds to the wearer’s body type and 
activity.

KNEED2Run, $49, which features Poron 
Performance Cushioning, is designed to 
fit most popular neutral running shoes. 

Made for runners, currexSole’s RUNPRO 
low profile, $49.95, is available in 15 sizes 
geared toward the athlete’s form, biomechan-
ics, foot type and body weight and controls 
rather than blocks natural pronation.

FootBalance’s Max, $79.99, is custom 
molded to fit the foot to promote biome-
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Running 
To Win

Insoles Hit the 
Comfort Zone 

By Nancy A. Ruhling

Sof Sole FIT 
Series, MSRP 
$40.

T here are more choices – and more customers – than ever before in the insole market 
this season. Arch-specific and athletic-specific, over-the-counter insoles are outfitting 
nearly every style of shoe in the closet. As the latest styles prove, they are running in 
tandem with the natural motion of the foot in cushioned comfort.

 Swiss Engineering

Take that, gravity. You’ll feel it the moment you 

put them on your feet. The On Cloud is built from 

Zero-Gravity foam so it weighs less than 7 oz, 

making it strangely, unbelievably, wonderfully light. 

And you’ll feel it with your first stride. Its patented

CloudTec® system offers incredibly soft landings 

and explosive take-offs. Gravity will just have to 

live with it. Find out more at on-running.com



 Swiss Engineering

Take that, gravity. You’ll feel it the moment you 

put them on your feet. The On Cloud is built from 

Zero-Gravity foam so it weighs less than 7 oz, 

making it strangely, unbelievably, wonderfully light. 

And you’ll feel it with your first stride. Its patented

CloudTec® system offers incredibly soft landings 

and explosive take-offs. Gravity will just have to 

live with it. Find out more at on-running.com
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chanics, improve comfort and enhance the 
body’s natural movement. 

Coming this summer, Lynco Orthotics’ 700 
Series Compete, $59.95, is designed for ath-
letes and is the only insole on the market that 
is directly tied to digital-foot scanning technol-
ogy that measures size, arch type and pressure 
points then instantly makes a custom selection.

Thinner than other insoles and designed to fit 
into a variety of shoes, New Balance’s IPR 
3020 Pressure Relief, $40, features Poron 
cushioning. 

Powerstep’s Archlite Cushioning Insoles, 
$30.95, provide dual-layer cushioning from 
heel to toe via a plush VCT top foam layer 
and a durable EVA foam base, making them 
ideal for athletes who require more cushion-
ing and less support. 

ShoeCue, $39.99, features a patent-pending 
textured heel plate that restores important 
sensory perception to the foot, providing 
real-time tactile feedback that encourages a 
more natural, softer and efficient gait so the 
athlete feels connected to the ground as if 
running barefoot. 

Running to Win (continued)

EVAN WERT, PRESIDENT,  
ICEBUG USA

“There’s a greater variety of 
insoles being produced to reach 
a larger market, and there’s a 
need for insoles for workout 
shoes and everyday shoes. 
Research shows that no one 
insole works for all people. This 
means stores should offer at 
least three insole solutions to 
cover their customers.” 

JONATHAN KOOPS, CO-FOUNDER, 
KNEEDFOOTWEAR

“Medical professionals are rec-
ommending over-the-counter 
insoles as a starting place for 
patients looking to address 
common foot ailments such as 
plantar fasciitis. The challenge 
for running retailers is to capture 
that recommendation when 
there are so many other retail 
channels (including online and 
chain stores) marketing similar 
messages.”   
 
LUTZ KLEIN, CEO AND PRESIDENT, 

CURREX LLC IN THE U.S.

“Insoles are for footwear 
enhancement rather than only 
to directly prevent injury. The 
previous rigid models are being 
replaced by dynamic designs, 
and customers are being inte-
grated into the fitting process so 
they can find the best-fitting one.”
 
DAVID CHURCH, PRESIDENT, 
SORBOTHANE

“Cushioning, comfort and 
protection are the trends in 
the industry. Whether walking, 
running, hiking or standing, con-
sumers are looking for a quality 
insole that will support and 
cradle their feet in natural com-
fort and provide a layer of impact 
protection.” 

BRETT JEWELL, RETAIL SALES REP, 
POWERSTEP

“There’s a greater emphasis on 
cushioning (maximalist running), 
particularly with shoe brands like 
Hoka. Runners, specifically long-
distance runners, are looking for 
more cushion.” 

What the Brands 
Are Saying 

Lynco Orthotics 700 Series Compete, MSRP $59.95.

FootBalance Max, MSRP $79.99.

Powerstep Archlite cushioning insoles, MSRP $30.95.

Icebug Fat Medium, MSRP $46.95.

Kneed2Run, MSRP $49.

currexSole’s RUNPRO low profile, MSRP $49.95.



What the Brands 
Are Saying 

www.aetrex.com

• Lynco® orthotic design for  
   support, balance & alignment
 
• Dual density outsole  
   provides extra cushioning 
 
• Soft metatarsal cushion  
   reduces stress at forefoot
 
• Extra soft toe post for a  
   comfortable wear

The Ultimate Orthotic Flip Flop!



Sof Sole’s FIT series, $40, works with the 
natural stride and the needs of low, neutral 
and high arches. The 2016 version features 
a more shock-absorbing foam in the forefoot 
and adjustments to the top cover  
and arches. 

Sorbothane’s ULTRA SOLE, $29.95, is 
a made-in-the-USA insole that combines a 
molded air-infused foam base with a Sorbothane 
heel inlay to provide cushioning and impact pro-
tection and Sorbothane Gel forefoot pads that 
add cushioning and energy return. 
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Running to Win (continued)
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CHRIS BEVIN, VP SPECIALTY 

RETAIL SALES, IMPLUS

“Because of the broadening 
range of customers and their 
needs, there is a need for a 
larger assortment that provide 
the best solutions in custom-
izing the fit of the all-important 
shoe, footbed and sock 
combination. There are full 
ranges of products that take 
you from the simple sockliner 
in a shoe all the way up to the 
prescriptive orthotics. Being 
able to accommodate those 
in between is the opportunity 
that we see.” 

LEN CHATWIN, DIRECTOR  

SPECIALTY RUNNING, SPENCO

“Footwear trends are moving 
away from motion control 
and even excessive stabil-
ity. One shoe can’t fit every 
runner, so better stores are 
using insoles to dial in the 
perfect amount of cushioning 
and guidance. Runners don’t 
have to wear something that 
hurts any more.” 

New Balance IPR 3020  
Pressure Relief, MSRP $40.

Sorbothane ULTRA SOLE, 
MSRP $29.95.

ShoeCue insoles,  
MSRP $39.99.

Step 
3 

Deliver you 
Customised 

Footwear 
Comfort 

Footwear Service Promise 
Our Footwear experts will take you through a simple three step process

Three Steps to the Perfect Fit

Custom Insoles for Dynamic Support, Personalised Comfort & the Perfect Fit

Step 
1 

Measure 
your Feet & 

Assess your 
Foot Type

Step 
2

Select the 
correct Custom 

Fit Insoles for 
the Perfect Fit

QF_servicepromiseA3_Footbalance.pdf   1 13.4.2016   16.02



MEMORY FOAM 
REDESIGNED
AFTER PUSHIN’ SPENCO HAS YOUR CUSHION

PURE SANDAL

Memory Foam Re-engineered!
Spenco’s proprietary Total Support® Technology 
combined with a substantial layer of Structured 
Memory-Foam™ increases cushioning and promotes 
faster muscle recovery.  

Performance Recovery Technology 
that keeps you going.

Call 1-800-877-3626 to learn more
or search “Pure” at spenco.com

Spenco Ambassador 

JOE GRAY 
Six-time USATF
Mountain Runner of the Year.
Joe runs in Spenco Insoles &
recovers in Spenco Footwear

®REGISTERED AND ™ TRADEMARK OF SPENCO MEDICAL CORPORATION. ©2016 SMC. ALL RIGHTS RESERVED.  JOE GRAY PHOTO: IANCORELESS.COM

1908 Running Insight Joe Gray Ad press.pdf   1   2016-01-15   10:30 AM
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Spenco Total Support, $40, has pods of 
varying hardnesses beneath key areas of 
the foot to provide increased performance 
and comfort while helping to reduce over-
pronation. The insoles come in three styles 
of thickness and firmness.

Superfeet’s FLEX series, $29.95, is  
available in three thicknesses that feature  
a flexible heel cradle and Aerospring  
full-length foam that shape themselves  
to the foot and the widest variety of 
footwear. n

STEVE SHERIDAN, SVP, HICKORY 
BRANDS/U.S. DISTRIBUTOR FOR 
FOOTBALANCE 

“Today’s consumer is aware 
that a proper molded insole 
enhances the shoe it sits 
in. In the past, insoles were 
used primarily to provide 
cushioning instead of work-
ing with the shoe and foot to 
maximize performance and 
reduce potential injury.” 

ALEX KAZARIAN, FOUNDER, 

SHOECUE

“Most coaches are teaching 
people to run with an upright 
posture, a slight forward lean 
from the ankle and a soft 
foot-strike under the center 
of mass. Many runners are 
slouching or leaning back and 
over-stride with a heavy heel-
strike. The research on running 
form coincides with what 
these coaches are teaching, 
and as more data come out, 
more runners will work on their 
technique and implement this 
running style. The ShoeCue is 
the ultimate tool to do so.” 

Running to Win (continued)

Superfeet’s FLEX Series insoles shape themselves to the foot, MSRP $29.95. Spenco Total Support,  
MSRP $40.



TM

To learn more:
US: 800-634-6618 (M-F 8:00 – 4:30 PT)
customercare@superfeet.com CA: 800 538 5471  (M-F 8:00 – 4:30)

canada@superfeet.com

UK: 0800 012 1002 (M-F 8:00 – 4:30)
customercare@superfeet.co.uk

The Superfeet shape your customers love - no footwear required.

• Comfort customers crave that ordinary sandals can’t provide

• New after sport opportunity

• Great margins

SUPERFEET® SHAPE
OUTSIDE THE SHOE



W ith the 
Olympic 
Trials for 
track and 

field held in July, just a 
month before the Rio Games, 
Saucony-sponsored runner 
Molly Huddle says there are 
pluses and minuses. “It’s 
kind of a nail-biter,” she 

says. “I have some friends 
from other countries, and 
from what they say the U.S. 
system is the most stressful, 
but the most fair.” Huddle, 
who started running 5Ks as a 
pre-teen with her father, was 
a nine-time All-American 
at the University of Notre 
Dame, and is a three-time 

winner of the Boston Athletic 
Association’s pre-Marathon 
5K, with her latest victory 
this year. Leading up to the 
Olympics, she is focusing 
on the 10K distance. With 
the 2012 Olympics, her first, 
under her belt, Huddle says 
she’s ready for more. “As a 
pro athlete, the Olympics is 
the pinnacle of sport — in 
2012, I was just so happy 
to make the team that I was 
happy with that: I tried hard 
but the focus was really 
making the team,” she 
recalls. “The pressure is off 
you [after] you make it the 
first time. I’m a different 
athlete now, and I’m able to 
focus on making the team 
and trying to perform my 
best at the Games. That’s the 
learning curve — the next 
time you’ll be stronger, older, 
wiser all that stuff, and I’m 
hoping to take advantage 
of that.” Huddle says that 
she’s inspired by the crop 
of women she’s raced with. 
“Watching Kara Goucher, 
Deena Kastor, Shalane 
Flanagan, Jenny Simpson — 
anyone you know personally, 
if you see them having 
success, it makes it seem 
more reachable,” she says. 
And while if she does make 
the team, she’ll be laser-
focused on her race, there’s 
an upside. “If I make the 
[earlier-in-the-schedule] 10K 
team, that would be cool,” she 
says. “I’ll at least be able to 
take in one or two other races 
and different sporting events, 
too.” n 

 – Jennifer Ernst Beaudry 
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Molly Huddle Sets Sights on Rio 
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“As a pro 
athlete, the 
Olympics is  
the pinnacle 
of sport.”
MOLLY HUDDLE
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W inning the 2016 US Olympic Marathon 
Trials in Los Angeles meant more 
than just a spot on the U.S. Team for 
Amy Hastings Cragg. It even meant 

more than vindication after a fourth-place finish in the 
2012 Trials kept her from the marathon in London. 
In fact, it was the payoff for a complete life overhaul 
she started late last year, when she and her husband 
sold their house in her hometown of Providence, RI, 
to move cross-country to Portland, OR, to train with 
Shalane Flanagan under coach Jerry Schumacher. 
“The race was a way for me to tell my story —a story 
of friendships I made, the training we put in, and the 
commitments that the coach and teammates gave to 
the goal of making that team to Rio,” she says. As a 
kid, Cragg says she found her place in distance run-
ning: “When I was younger I loved all sports and I 
loved being part of a team, but I never really excelled 
in anything. As hard as I tried, I was often the bench 
warmer and team cheerleader. I was always the 
fastest kid on the volleyball team, but my skills 
on the court left much to be desired [and] it was 
like this with everything I attempted until I found 
cross-country. The further I ran, the better I fared.” 
Inspired by first-ever Olympic women’s marathon 
winner — “Joan Benoit Samuelson will always be 
my sporting hero,” she says — Zamst and Nike 
sponsored Cragg is focusing all her efforts on 
August. “I’ve never been to Rio so I’m extremely 
excited to see the beautiful country and experi-
ence the culture,” she says. “[But] I’m most excited 
about the race. I’ve wanted to experience racing 
the marathon at the Olympics for as long as I can 
remember.” And she’s taking the advice she’d 
give young athletes inspired by her: “Never give 
up. Never be satisfied with being a bench warmer, 
there might be a different skill that you can be an 
Olympian at.” n  
– Jennifer Ernst Beaudry
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Persistence Pays Off for Hastings Cragg
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“Never give up. Never be satisfied 
with being a bench warmer.”
AMY HASTINGS CRAGG
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A fter locking up a spot on 
the U.S. Olympic team 
by taking second at the 
U.S. Marathon Trials, 

Desiree Linden is setting her sights 
on August’s Games. “It’s a long 
stretch but it will go by really fast, 
but it can’t go fast enough,” she says. 
Linden is “touching up on speed stuff 
and having fun,” as she preps: doing 
shorter distance races that keep her 
in training but won’t require digging 
deep. “I’ll have it all dialed in for the 
Games,” she says. A former team-
mate at Arizona State University of 
Amy Hastings Cragg (“I had hosted 
her on her recruiting trip — we got 
along really well,” she says) Linden 
is looking forward to racing with her 
friend again this summer. “It was 
heartbreaking in 2012: Seeing a really 
close friend have the worst spot in the 
world was really hard,” she says. “But 
she’s such a fighter, so it was fun to 
celebrate this time. Lining up together 
[in Rio] will be a treat.” Linden will 
be heading to Rio for an inaugural 
visit in June to check out the course, 
she says, as well as “do all the fun 
stuff: see The Redeemer, and I hear the 
beaches are gorgeous and the food is 
amazing.” Based in Rochester Hills, 
MI (she’s part of the Hanson-Brooks 
Original Distance Project team), she 
says it is on the dirt roads by her home 
where she does her best training. “It’s 
so quiet and soft, you can lose track of 
the miles.” Quiet is the key: “I never 
run with music,” she says. “I like to be 
in tune with my thoughts — or not —
and enjoy the quiet time. We’re always 
connected or chatting — that’s the 
time for me to think.” After that, it’s 
all about preparing for Rio in August. 
It’s one advantage of the marathon’s 
early lock-in date for the Olympic 
team: “You can take a deep breath, and 
focus.” n  – Jennifer Ernst Beaudry
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Desiree Linden Gets Dialed In 
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“I never run with 
music. I like to be 
in tune with my 
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T he Running & 
Fitness Event For 
Women, which will 
be held in Chicago 

at McCormick Place June 9-10, 
2016, will feature two major 
conference tracks for run spe-
cialty stores as well as a trade 
show featuring more than 100 
footwear, apparel and acces-
sory brands.

On Wednesday, June 8, start-
ing at noon, The Independent 
Running Retailers’ Association 
will kick off a merchandis-
ing summit at The Hyatt 
McCormick Place. The summit 
will feature presentations from 
Leslie Cunningham of The 
Mann Group and Holly Wiese 
from 3 Dots Design. The goal 
of the summit is to provide run-
ning store owners with ideas, 
resources and inspiration to 
better merchandise their shops. 
“Merchandising is an area 
where running stores can win 
out over the Internet,” said Terry 
Schalow, executive director of 
the IRRA. “Better merchan-
dising can increase sales and 
profitability for our members.”

The IRRA Merchandising 
Summit is sponsored by: OPTO, 
Just Live, Brooks, Balega, Pearl 
Izumi, Kari Traa, Liquido and 
Salming.

Registration for IRRA 
member stores is $175. Stores 
can register at formula4media.
swoogo.com/therunningandfit-
nesseventforwomen/register

Retailers with any questions 
about attending this event can 
contact Schalow at terry@the-
irra.org

On Thursday, June 9, once 
the IRRA session concludes, 
the conference portion of The 
Running & Fitness Event For 
Women will begin at noon, with 
a lunch featuring Griff Long, 
VP of Operations at Equinox. 
Long will discuss “Women’s 
Participation & Activities in 
Health Clubs; How It Impacts 
Your Business.”

Long’s talk will be followed 
by two other speakers:

Robyn Waters, former Vice 
President of Trend, Design 
& Product Development at 
Target, will discuss The Art 
of Tracking and Translating 
Trends into Sales and Profit.

And Tess Roering, CMO 
of CorePower Yoga will join 
Running Insight editor Mark 
Sullivan for a conversation 
about the growth of Yoga and 
what the future holds for this 
activity. “Tess’ remarks should 
be very relevant to retailers as 
she was part of the founding 
team of Athleta,” said Sullivan. 
“She has seen this market from 
several different angles and has 
a great perspective on the  
business.”

Retail pre-registration for 
The Running & Fitness Event 
For Women conference and 
trade show will remain open 
until Friday, June 3. For $100, 
retailers can get access to all 
conference sessions and the 
trade show and can register at 
formula4media.swoogo.com/
therunningandfitnesseventfor-
women/register. After June 3, 
pre-registration will shut down 
and retailers will have to regis-

ter onsite.
The trade show floor, 

which will feature more 
than 100 brands, including 
first time exhibitors such as 
Belabumbum Maternity, Maji 
Sports, OM Signal – OMBra, 
Tyr, Body Glove, Liquido, 
Tonic, TLF and Sabre. There 
will also be a hub of activity. 
On Friday, June 10, at 11:00 
a.m. at the Vionic Booth, Dr. 
Jackie Sutera, a well-known 
podiatrist, will lead a discus-
sion on what retailers need to 
know about women’s feet and 
how they are different from 
men’s. She’ll follow that up 
with free foot and shoe exami-
nations for the first 15 retailers 
who sign up. Vionic will have a 
sign up sheet in their booth on 
Thursday.

“We’re excited about this 
year’s event,” said show director 
Beth Gordon. “It’s a challeng-
ing environment. Retailers are 
looking for answers and our 
goal is to provide them.” n

Retailers looking for further 
details can visit:  
therunningandfitnesseventfor-
women.com/index.html

Any brand seeking to exhibit 
or sponsor should contact  
Beth Gordon at bgordon@ 
formula4media.com
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Saucony Ride 9 with EVERUN, 
MSRP $120.

New Balance Vazee Coast v2

Running Shorts
Saucony Ride 9 with 
EVERUN Hits Retail

The new Ride 9 from 
Saucony (as seen on our 
cover this week), is now 
available at retail. The 
shoe features the brand’s 
EVERUN patent-pending 
Topsole construction for 
enhanced energy return 
and continuous cushion-
ing throughout the run. 
The construction positions 
a 3mm layer of EVERUN 
foam material closer to the 
foot, directly under the sock-
liner, instead of embedding 
it in the midsole below a 
layer of rigid cement. This 
construction process distrib-
utes propulsion force over 
more area, according to the 
brand, reducing local peak 
pressures while deliver-
ing a lively and responsive 
ride. A reengineered SRC 
LandingZone in the heel 
further absorbs impact and 
extends into the midfoot for 
improved transition.

The shoe has an 8mm 
heel-to-toe offset. The sug-
gested retail price is $120.

Slip into performance 
with NB’s New Vazee 
Coast

This July, NB will intro-
duce an updated version of 
its Vazee Coast shoe. The 
Vazee Coast v2 has an EVA 
midsole and doubles as both 
a casual running shoe and 
a lifestyle slip-on. The knit 
upper gives it an on-trend 
stylish twist and the collaps-
ible heel makes it easy to get 
on-and-off. MSRP $74.95.

Brooks Promotes Mike 
Billish to VP of U.S. Sales

 Brooks Running Com-
pany recently promoted 
Mike Billish to Vice Presi-
dent of U.S. Sales and Marc 

Misiewicz to Director of 
National Accounts.

 In his new role, Billish 
will oversee the leadership 
team that manages footwear, 
apparel and accessory sales 
throughout the country. Mis-
iewicz will now lead Brooks’ 
key account sales team 
which covers all sporting 
goods retailers, athletic spe-
cialty channels and online 
retailers. He joins Brooks 
VP of Specialty Retail 
Accounts Rick Wilhelm who 
will continue to work with 
and support specialty retail 
partners to bring Brooks’ 
brand and product to life for 
runners. 

“Our people have always 

been a huge part of what 
makes Brooks unique, and 
Mike, Marc and Rick have 
been the cornerstone of our 
growth in the retail channel,” 
said Dan Sheridan, Brooks 
EVP, GM of North America. 
“They and their teams 
understand runners, and they 
understand the uniqueness 
of the channels they work in. 
We’re confident their leader-
ship will serve the business 
and the community well.”

 Billish started at Brooks 
Running 13 years ago as a 
tech rep; his career has taken 
him from the retail floor as 
an associate into the field as 
rep, through regional sales 
management to his new posi-
tion. Misiewicz also got his 
start at Brooks Running as 
a tech rep 16 years ago and 
has held a number of evolv-
ing positions since then. 

Balega Opens Sock De-
sign Contest for Retailers

Balega International has 
created a program whereby 
retailers can design their own 
sock, with the winning entries 
manufactured and brought to 
market and eventually sold in 
run specialty stores.

The “Your Dream Run” 



Medically Based. 
Athlete Driven.
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Running Shorts (continued)

sock design challenge is open 
for retailers as of Monday, 
May 16. All U.S.-based Balega 
retailers will be eligible to hit 
the drawing board, showcas-
ing their vision through their 
own colorful and unique sock 
design. Contest submissions 
will be uploaded on an emailed 
link sent directly to retailers by 
Balega. Submissions will end 
June 6.

 “We created this fun con-
test for our retail partners 
to creatively depict their 
running-specific stories and 
inspirations through a fun, 
engaging and visually-driven 
outlet,” explained Tanya Pictor, 
Vice President of Marketing at 
Implus Specialty Retail Brands. 

“We want to give the people 
who make Balega possible 
— our passionate and loyal 
supporters — a chance to get 
involved from the beginning 
and share their input on sock 
styles and designs.” 

New VaporActive Line 
from MISSION

MISSION Athletecare 
has launched the MISSION 
VaporActive line of apparel. 
Featuring a dry-to-cool tech-
nology platform, powered by 
Cocona’s 37.5 technology, 
the collection of apparel is 
designed to keep athletes cool 
and dry. It will include under-
wear, socks and base layers.

The patented 37.5 technol-

ogy is permanently embedded 
at the fiber level, and works to 
create a drying environment 
that helps manage temperature 
and humidity by capturing 
and releasing moisture vapor, 
according to the brand. 

Josh Shaw, founder and 
CEO of MISSION, says, “The 
two biggest complaints we’ve 
heard from athletes using 
other competitive products are 
that wicking merely moves 
moisture around, and topically 
applied technologies just wash 
out, ultimately quitting on the 

athlete. The new MISSION 
VaporActive line powered 
by 37.5 hits both of these 
problems head on – physi-
cally removing moisture 
from the textile, making it 
drier, cooler and lighter, and 
the technology is embed-
ded at the fiber level, so it is 
designed to never wash out 
or quit on the athlete. As an 
athlete-owned company, we 
are committed to the relent-
less pursuit of delivering the 
best technology available for 
Thermoregulation.”

Mission VaporActive Apparel
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Running Shorts (continued)

Competitor Opens 50  
Best Stores nominations

Competitor, the consumer 
sponsor of The 50 Best Run-
ning Stores in America, has 
opened nominations for the 
2016 awards.

Consumers can nominate 
their favorite running store by 

visiting: http://running.com-
petitor.com/50-best-running-
stores

Running stores are encour-
aged to share this link with 
their customers by posting it 
in in e-newsletters and pro-
moting it on social media.

Last year, more than 15,000 
consumers across the country 
submitted nominations for 
nearly 200 stores in total.

The 50 Best Running Stores 
Awards were created to pro-
mote the entire run specialty 
channel and recognize stores 
that provide excellent in-store 
service and go above and 
beyond with their support of 
their respective communities. 

Once stores are nominated, 

they go through additional 
evaluations, which include:
•	 Analysis	of	a	questionnaire	

submitted by all nominated 
stores;

•	 Mystery	Shopping	of	the	
stores that rank the highest 
on	these	questionairres;

•	 And	credit	rankings	by	
major brands.
The 50 Best Stores Awards 

and four other major awards 
are presented annually at 
The Running Event. Balega 
sponsors The Ubuntu Award 
for a store that makes a major 
difference in its community. 
Nike sponsors The Just Do it 
Award for a woman executive 
in run specialty who displays 
outstanding leadership. The 

North Face sponsors The 
Never Stop Exploring Award 
to a store that promotes sports 
participation in its community. 
And New Balance Canada and 
the Independent Running Re-
tailers of Canada present The 
Canadian Store of the Year. n

Any retailer with any questions 
about the nomination or evalu-
ation process should contact 
Mark Sullivan at msullivan@
formula4media.com
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Running Shorts (continued)

Mizuno Posts FY Loss  
in Americas

Citing a sluggish footwear 
business due to an inventory 
glut in the North American 
performance running shoe 
market, Mizuno reported the 
equivalent of an $11.4 mil-
lion operating loss in the 
region for the 12 months 
ended March 31. Annual 
regional sales, bolstered 
partly by better year-over-
year golf sales rose 6.7 
percent to an estimated 
$271.4 million.

Overall, the Japanese com-
pany reported a nearly 38 
percent decline in yearly profits 
to $17.9 million despite a 4.8 
percent increase in revenues to 
$1.68 billion. Annual footwear 
sales worldwide were 6 percent 
higher at $539.1 million as 
apparel revenues increased 2.3 
percent to $490.5 million. For 
its current fiscal year, Mizuno is 
forecasting annual revenues of 
$1.71 billion.

A
SICS America Group (AAG), which 

includes the United States, Canada, 

Mexico and Brazil, announced that 

net sales decreased 5.5 percent 

for the first quarter of 2016 with ASICS America 

Corporation (U.S. only) showing a 7.7 percent 

decrease in net sales. 

ASICS recently terminated its senior sales 

management team and like other major footwear 

brands is trying to navigate a stormy retail market. 

In its statement announcing the sales results, the 

company referenced the athletic footwear industry 

as undergoing “a major shift as brick-and-mortar 

retailers feel the competition from online retailers, 

forcing large national sporting goods stores to file 

for Chapter 11 bankruptcy in March.”

“Our industry is experiencing some dynamic 

shifts, and we are taking a close look at our busi-

ness to not only respond to industry changes, but 

lead in its evolution,” said Gene McCarthy, ASICS 

Americas president and CEO in that same state-

ment. “We have been a leader in performance 

running for more than 65 years and to ensure 

future growth and momentum, we are making 

some necessary changes, including the acquisi-

tion of fitness tracking app Runkeeper and hiring 

top talent from across the industry.”

In February, ASICS signed an agreement to 

acquire Fitness Keeper, Inc. which includes the 

RunKeeper application, a fitness tracking app 

category with more than 33 million registered users 

in the U.S. and worldwide. ASICS also launched 

a fully integrated global brand campaign called 

WANT IT MORE, calling on athletes everywhere 

to step up their training. The campaign focuses on 

athletes across all sports and ages and is designed 

to support the brand’s global strategy to reach a 

wider, younger audience beyond running. 

Numerous Factors  
Impact Saucony in  
First Quarter

Saucony, the Wolverine 
Worldwide-owned business, 
shifted into a new Boston 
Group segment this year, and 
suffered a high-single digit 
sales decline in the first quarter 
ended March 26.

Blake W. Krueger, chair-
man, president and CEO of 
Wolverine, told analysts, 
“there is really nothing 
unusual there,” when asked 
if a particular trend impacted 
Saucony. Instead, the recent 
spate of U.S. retail bank-
ruptcies, a “challenged” run 
specialty segment and troubles 

with a transition to a new 
Canadian warehouse contrib-
uted to the brand’s woes in the 
period.

“(Saucony) has great 
momentum in technology, 
performance run and ath-
letic casual (Life on the Run 
products within its Originals 
collection),” Krueger contin-
ued. “So really, the brand has a 
one, two, three punch to finish 
off the year.”

Wolverine Worldwide’s 
Boston Group, which consists 
of Sperry, Keds and Saucony, 
suffered a 10.7 percent rev-
enue drop in the first quarter 
to $209.1 million. In FY15 
when Saucony was part of the 

parent’s former Performance 
Group, brand sales increased 
high-single digits on growth in 
lifestyle Originals and techni-
cal running products that was 
partially offset by the impact 
of currency fluctuations.  

“The wholesale channel 
obviously remains cau-
tious…,” Krueger said, 
adding, …the pace of incom-
ing orders in the second 
quarter for us, which is just 
five weeks old, has picked up 
considerably from the pace 
in the first quarter. So maybe 
we’re starting to see a more 
normalized futures orders 
approach by some of the 
retailers.”

With a new corporate office 
for the Boston Group slated to 
open next month and a com-
mitment to increased advanced 
concepts resources at its 
corporate home in Rockford, 
MI, Wolverine is currently 
engaged in a portfolio review 
that could result in “strategic 
alternatives for some of the 
brands and businesses” within 
its current portfolio.”

In late January, Wolver-
ine promoted Pat O’Malley, 
who also has prior experi-
ence at Nike and Reebok, as 
Saucony brand president to 
replace Richie Woodworth, 
who was elevated to a Group 
president late last year.

ASICS America Sales Dip in Q1
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