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T here he stood on 
April 21, 2014, 
one mile from the 
Boston Marathon 

finish line on Boylston Street.
Though the New England 

air was cool, nervous energy 
boiled inside Kurt Stockbridge. 
His eyes pinged up and down 
between race updates on his 
phone and restless glances up 
the street.

A fellow onlooker noticed 
Stockbridge was shaking. 

“This race must really mean 
a lot to you,” she said.

Four years prior, Stockbridge 
left an 18-year career at Nike 
to help lead Skechers’ nascent 
Performance Division. The 
following year, Skechers 
signed – to the surprise of 
many industry insiders – U.S. 
Olympian Meb Keflezighi as its 
first elite athlete ambassador.

Though Skechers had 
established itself as a household 
name in the American 
brand lexicon, it remained a 
curious upstart in the running 
performance space – just 
another player trying to make 
headway in an increasingly 
competitive and crowded 
marketplace. With a mile to go 

2    runninginsight.com                                    © 2016 Formula4media LLC.

SKECHERS

The California-
based enterprise 
entered the techni-
cal running market 
in 2011 to great 
skepticism. Today, 
its Performance 
Division is gaining 
credibility and  
momentum.  

By Daniel P. Smith

Meb Keflezighi

THE STORY AT 
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in one of the world’s marquee 
running events, Meb threatened 
to change all of that, to inject 
fresh life into a brand fighting 
for legitimacy and hungry to 
shift perception.

Stockbridge, the vice 
president of technical 
development and innovation for 
Skechers Performance, knew 
what a Meb victory could mean.

So, “Yes,” he told the lady. 
“This race does mean a lot.” 

Of course, Meb did win – 
donning prototype Skechers 
footwear, no less – and the 
California-based company 
shared in some of the glory, 
especially given Meb’s near 
fanatical devotion to promoting 
the brands that support him.

“Emotionally, Meb’s win in 
Boston was a massive milestone 
for us,” Stockbridge admits.

In the more than two years 
since Meb’s historic victory, 
Skechers has continued to make 
inroads in the performance 
running landscape – entering 
new running specialty doors, 
collecting industry accolades 
and forging deeper partnerships 
with running influencers.

Seizing momentum
When Skechers launched 

its Performance Division in 
2011, the news encountered 
great skepticism. How could 
a brand linked to Hollywood 
socialites like Kim Kardashian 
and teenyboppers like Ashlee 
Simpson ever dare to woo 
serious runners?

Stockbridge remembers 
intense early conversations 
at the company’s Manhattan 
Beach HQ about how a brand 
so associated with casual 
lifestyle product might gain 
credibility in a channel focused 
on performance. Brand leaders 
concluded there was only one 
solution: excellent product. 

Not okay. 
Not passable. 
Excellent.
“This motivated us and was 

a giant chip on our shoulders,” 
Stockbridge says.

Skechers Performance leaders 
adopted a mantra: “Listen to the 
athlete.”

“We were going to get 
insights from athletes and build 
shoes together,” Stockbridge 
says. “Having authentic product 

and solving runners’ needs 
would be our foundation.”

In a 2011 meeting with Meb, 
fresh off his own messy divorce 
from Nike, Stockbridge and 
others detailed their vision 
for Skechers Performance. 
They acknowledged it would 
be an uphill climb, but also 
detailed Skechers’ inherent 
advantages, including a strong 
corporate enterprise supporting 
the Performance Division’s 
autonomy and mission. 
Stockbridge says Meb embraced 
the brand’s energy and 
wanted to be a part of creating 
something.

“He had a chip on his 
shoulder as well,” Stockbridge 
reminds. 

Soon after, Skechers 
Performance debuted its first 
technical running shoe, the 
GOrun. Results were mixed.

“We had a lot of doors 
slammed in our faces, 
but also plenty of positive 
conversations,” Stockbridge 
says.

The brand responded over 
subsequent years by expanding 
its technical team, while also 

doubling down on its pledge to 
listen to athletes.

“We don’t think we know 
it all. We need feedback to 
make the best possible shoes,” 
Stockbridge says.

Then, Meb won Boston and 
everything changed. Skechers 
suddenly found itself in feature 
articles, running blogs and 
forums.”It gave us street cred,” 
Stockbridge says of Meb’s win.

Skepticism morphed into 
curiosity. Running retailers 
warmed to the idea of at least 
considering Skechers for their 
shoe wall, while consumer 
intrigue swelled. After all, if 
Skechers was good enough for 
Meb, then, well, it was at least 
worth a look, right?

Leadership at Skechers 
Performance, meanwhile, 
pushed for deeper inroads into 
the running world, eager to 
seize the momentum.

Over the last two years, 
Skechers Performance has 
inked prominent sponsorship 
deals with marquee marathon 
events in Los Angeles and 
Houston as well as the Ironman 
European Tour, while also 
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The Story at Skechers (continued)

Skechers’ GOmeb Razor, a fast training shoe.

The brand is accelerating 
its flow of innovation.
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expanding its elite athlete roster 
to include Kara Goucher and 
more than two dozen others who 
participated in the 2016 U.S. 
Olympic Marathon Trials this 
past February.

The flash pairs with 
substance. Earlier this year, 
the Skechers GOrun 4 – 2016 
captured the “Editor’s Choice” 
award from Runner’s World, 
while Competitor tabbed 
Skechers’ first stability shoe, 
the GOrun Forza, as its “Best 
Debut.” Sports Marketing 
Surveys, meanwhile, identifies 
Skechers Performance as one 
of four brands with significant 
growth in specialty stores, 
joining the likes of Under 
Armour, On and inov-8.

“With every major milestone, 
we see perception change 
more and more,” Stockbridge 
says. “All of this culminates 
in chipping away, breaking 
new ground and overcoming 
preconceived notions.”

Capturing share
After nearly two years of 

monitoring Skechers, Shoes 
& Brews in Longmont, CO, 

invested in three footwear 
models on both the men’s and 
women’s side earlier this year.

“We saw a quick progression 
at Skechers and were impressed 
with how they were developing 
products and adapting to 
the market,” Shoes & Brews 
manager and buyer Ashlee 
Velez says, naming the GOrun 
Forza and GOrun Ultra Road as 
two consistent sellers.

Velez adds that the brand 
seems committed to listening 
to customers, sales reps and 
running retailers and then using 
that feedback to create relevant 
product. Yet more, Skechers 
sales reps have “gone above and 
beyond” to build a relationship 
with her store.

In North Carolina, Scott 
Dvorak, head of the five-store 
Charlotte Running Company 
enterprise, has been slowly 
upping his stores’ involvement 
with Skechers Performance 
since his first order in early 
2015. He’s putting the product in 
more of his stores and investing 
in additional SKUs.

“We’re seeing strong growth,” 
Dvorak says, though he says 

Skechers still represents a small 
fraction of his overall footwear 
sales.

In particular, Dvorak likes 
Skechers’ “niche” feel in the 
specialty space – the brand 
does not mass distribute its 
Performance footwear – and 
its competitive price points, 
especially as customers bemoan 
technical footwear’s escalating 
prices. The GOrun 4 - 2016, for 
instance, hit the market at $105. 

The biggest challenge, not 
surprising to industry observers, 
is overcoming the perception 
that Skechers is a “mall shoe.” 
This, Velez says, puts the onus 
on retail staff to tell the story 
of the company’s Performance 
Division. “You definitely have to 
help people get over the hump of 
thinking of Skechers as a casual 
footwear brand,” Velez says.

That’s the battle Stockbridge 
and his colleagues continue 
to wage, intensely focused on 
making excellent product and 
strengthening relationships with 
factories, suppliers and others to 
propel development.

“Being the number two 
selling footwear brand in 

America doesn’t necessarily 
translate to performance 
running,” Stockbridge says, 
acknowledging that plenty of 
skeptics – and work – remain. 
“It comes down to performance 
and we know that streamlined, 
innovative products earn 
responses.”

He calls the Spring 2017 line 
the best to date from Skechers 
Performance. “It’s a pretty 
huge jump for us,” he says, 
specifically noting the debut of 
the GOmeb Razor, Meb’s new 
fast training shoe. “The formula 
is working. We’re listening to 
athletes and leveraging this to 
drive great product. There’s 
going to be an accelerated flow 
of innovation from us.”

More than two years ago, 
Stockbridge stood in Boston, 
shaking with nervous energy, 
wondering where Skechers 
Performance might go from 
here. Today, he stands more 
optimistic than ever in the 
future’s promise. 

“Momentum is going in 
the right direction and that’s 
contagious,” he says. “We’re 
only going up and up.” n
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The Story at Skechers (continued)

The award-winning Skechers GOrun 4.

“Streamlined, innovative 
products earn responses.”
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Even as apparel and accessory sales take on 
escalating importance in the run specialty channel, 
the shoe wall remains the heart of the showroom 
floor. It’s the space most likely to capture eyeballs, 
serve as a congregation point for customers and 
drive many guests’ visits. And at these eight 
U.S. stores, a ho-hum shoe wall simply doesn’t 
do. Boasting some extra flair and soul, these are 
America’s coolest running store shoe walls.

Southern Runner 
New Orleans, LA
This reincarnation of Southern Runner, 
a store first opened in 1982 by Mike 
Andrews and George Owen and now 
enjoying a second life under the direction 
of Stephanie Hankins and Andy Dickhut, 
is filled with character much like its 
predecessor, which is to be expected in a 
city as colorful as The Big Easy. 
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AMERICA’S COOLEST 

Running Shoe Walls

By Daniel P. Smith

Above: The shoe wall 
at Southern Runner  
features a hand-painted 
mural and the store’s rat 
logo, a mark inspired 
by the phrase, “It’s a rat 
race out there.”



Graduated Compression
moving from ankle to calf 

Compression Sleeve

The graduated Compression Sleeve 
helps reduce muscle fatigue while 
increasing stamina to allow for 
longer distances and faster 
recovery after workouts. 

With a high needle count, 
double welt turned top, 
and mesh venting they are 
made for comfort and durability.

www.hickorybrands.com • www.2ndwind.com 
• [sales@2ndwind.com] • 800.523.4371

http://www.hickorybrands.com
http://www.2ndwind.com
mailto:sales@2ndwind.com


At the center of the shoe wall 
sits a hand-painted mural 
featuring the store’s long-cher-
ished rat logo, a mark inspired 
by the phrase, “It’s a rat race 
out there.” New Orleans-based 
artist Alex Ross hand painted 
the mural and transformed 
the shoe wall into a rat maze, 
including detailed little rats 
running and jumping in the 
maze. Screws pushed directly 
into the brick wall support the 
store’s footwear samples, a 
pragmatic decision to reduce 
the amount of hardware on the 
wall and allow Ross’ creative 
artwork to shine. 

Running Central
Peoria, IL
At the center of this 50-foot 
wide shoe wall stands a life-

sized version of Ned, Run-
ning Central’s longtime logo, 
which artfully divides the 
men’s and women’s footwear 
SKUs.

The shoe wall, designed by 
Kyle Baker, features hundreds 
of holes and acrylic pegs 
drilled into an oak plywood 
face that matches the existing 
oak beams and columns found 
throughout the historic ware-
house space. The holes are 
laid out on a grid for maxi-
mum flexibility, which allows 
the density of the SKUs to 
expand and contract depend-
ing on inventory and season. 
As each acrylic peg holding a 
shoe is aglow, the empty peg 
holes create a repetitive and 
rhythmic pattern across the 
entire wall that symbolizes 

running. 
The dynamic-looking wall 

is topped off with a historic 
black-and-white panoramic 
photo of the downtown Peoria 
skyline and the Illinois River, 
a nod to Running Central’s 
roots in and commitment to 
the central Illinois city.

Runner’s High
Freehold, NJ
With a high-volume Road 
Runner Sports nearby, co-
founder Craig Segal knew he 
needed to be creative with 
agile merchandising and 
fixtures that would deliver a 
compelling, spirited and ever-
changing showroom look. 
This mindset comes alive on 
the New Jersey store’s shoe 
wall, a mix of natural wood 

and pipe that feels rustic and 
rough, yet is 100 percent 
functional. 

Segal brought his project to 
a local wood mill, which hand 
cut each piece of pine wood 
to include a “slat wall-in-
spired” groove that delivers a 
differentiated look alongside 
versatility. For another touch 
of pop and design charm, 
Segal then added a hand-built 
sliding library ladder. 

Fleet Feet Sports
Pikesville, MD
The shoe wall at this Fleet 
Feet Sports outpost in subur-
ban Baltimore captures plenty 
of attention. An oversized 
tonal graphic of runners in 
bold, vibrant colors character-
izes motion and invites visitors 
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America’s Coolest Shoe Walls (continued)

A unique sampling of shoe walls, left to right: Running Central in Illinois, Runner’s High in New Jersey and Fleet Feet Sports in suburban Baltimore.



http://www.nathansports.com


to look at the wall. Lighting 
along the top of the wall, 
meanwhile, adds extra pizzazz, 
highlighting the footwear 
as well as an inspirational 
scripted quote – “Whatever 
your goal … this is where it all 
starts.” – that runs above the 
shoes.

Co-owner Bobby Levin says 
the mural adds undeniable 
“wow factor,” but functionality 
was critical.

“We wanted our wall to be 
unique but practical and easy 
to work with,” Levin says. “It 
had to be flexible to grow with 
an increased number of shoe 
selections we might offer in 
the future [and offer] a clear 
demarcation between men’s 
and women’s shoes.”

Gazelle Sports
Northville, MI
Take your pick of cool shoe 
walls at Gazelle Sports in 
Northville, MI, the fourth 
Gazelle Sports outpost in 
Michigan and its first in metro 
Detroit. 

The shop’s footwear wall 
features floating aluminum 
shelves over oak plywood, 
shelves that are then offset 
from row to row to create the 
impression of movement and 
speed. Backlit pegs and peg 
holes align with each hori-
zontal shelf, following each 
horizontal line with small 
dots of light. In addition, the 
perimeter of the shoe wall is 
framed with light on all four 
sides, a move to – literally 

and symbolically – highlight 
Gazelle’s fitting expertise. 

The one-year-old shop also 
features a spike/feature wall 
to share a specific footwear 
or brand story. The 12-foot 
wall inside the main entrance 
features reclaimed wood har-
vested from derelict buildings 
in Detroit. Holes were routed 
into the wood in a grid pattern 
so feature footwear could be 
displayed on the wall, and 
shoe laces could be strung 
from strategically placed pegs 
to create a three-dimensional 
pattern that can be changed 
each season.

Fleet Feet Sports
Durham, NC
For this location move of a 

flagship Fleet Feet Sports 
location in 2013, the company 
challenged 3 Dots Design 
to design “something new” 
and the Colorado-based firm 
responded with a freestand-
ing, curved suspended cable 
unit in which footwear seems 
to float in mid-air and can be 
viewed “in the round.” 

The design’s modern look 
not only features running 
footwear – the shop’s core 
product – in a compelling 
way, but also allows the store 
to maintain key wall space 
for apparel, feature displays, 
graphics and accessories.

“Because you can see 
through the wall, it created 
not only a visually appealing 
footwear wall, but also a func-
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America’s Coolest Shoe Walls (continued)

Left: the shoe wall at Gazelle Sports features floating aluminum shelves over plywood. Right: Fleet Feet Durham’s shoe wall seems to “float” in mid-air.
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tional wall,” Fleet Feet Sports 
Brian White says. “We didn’t 
lose line of sight of customers 
in other areas of the store … 
and did not sacrifice key wall 
space for apparel.” 

Gold Country Run + 
Sport
El Dorado Hills, CA
With limited wall space given 
floor-to-ceiling windows 
covering three windows and 
an unsightly structural beam 
in the center of the showroom 
floor, 3 Dots Design and Gold 
Country Run + Sport designed 
a footwear wall similar to that 
of the Fleet Feet Sports in 
Durham – a suspension cable 
system that makes it appear 
that the footwear is floating 
in mid-air in the center of the 
store’s showroom. This also 

gives customers a 360-de-
gree view of the store’s vast 
footwear selection. 

Gold Country, however, 
added one dynamic caveat: 
lighting that illuminates the 
entire wall and shoes at night 
and results in an eye-catch-
ing glow, a design element 
that helps the store attract 
visits as people walk by the 
store.

“We wanted something 
that stood out from anything 
else that had been done 
before,” Gold Country co-
owner Leon Shahinian says.

Road Runner Sports
Canton, MI
This Road Runner Sports 
outpost in Canton, MI, is 
owned by the Kona Running 
Company, which conducts 

seven annual race events in 
Michigan. Inspired by its 
company name, Kona leader-
ship wanted the shoe wall to 
carry a decidedly ambitious 
Hawaiian theme despite its 
very un-Hawaii like location. 

The shoe wall features 
views of a sandy beach and 
ocean waves, while float-
ing wood panels utilizing 
the puck system support the 
shoe shelves and mimic the 
beach meeting the water. 

At the bottom of the wall, 
“water” flooring furthers 
the beachfront vibe, while 
the top of the footwear wall 
features the definition of 
Aloha alongside two pic-
tures of an old station wagon 
with surfboards, visuals that 
punctuate the two-year-old 
store’s island feel. n
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America’s Coolest Shoe Walls (continued)

“We wanted 
something that 
stood out from 
anything else 
that had been 
done before.” 
LEON SHAHINIAN, 
GOLD COUNTRY

Left: Gold Country’s shoe wall offers a 360-degree view of its footwear selection. Right: Kona-owned Road Runner Sports in Michigan has a Hawaiian theme.
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H ow do you build a 
run specialty store 
in a town that’s 
not crazy about 

running?
Karen Roberts knows. She 

opened Get Fit in Amarillo, 
Texas in July of 2009 and 
has steadily grown her busi-
ness to $1 million in annual 
sales. She first opened in a 
1,595 square-foot space and 
then moved about a quarter of 
a mile down the road to the 
store’s current 5,000 square 
foot location in 2014.

Roberts and her team have 
done all this in Amarillo, a 
thriving town of 200,000 that 
appears to be a lovely place to 
live, but whose residents don’t 
happen to be big runners. Get 
Fit produces two road races 
and one trail run every year, 
the largest of which attracts 
about 500 runners. A recent 
half marathon attracted fewer 
than 100 runners and Roberts 
estimates that The Race for 
the Cure is the biggest race in 
town. “They get a lot of walk-
ers, though,” she said.

Nonetheless, Get Fit is thriv-
ing. The store’s competitive 
advantage is its women’s busi-
ness, particularly in apparel. 
Sixty-percent of the store’s 
sales are in women’s merchan-
dise. And the apparel, which 
occupies about 30 percent of 
the selling space, is a stand 
out. Get Fit carries a mix of 
yoga-inspired brands such as 
Lucy and PrAna combined with 
running lines from Saucony, 
Nike, New Balance and ASICS. 
Get Fit mixes the brands in 
its displays, merchandising 
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A Texas Star

Get Fit  
Gets it Done 
in Amarillo
By Mark Sullivan

Karen Roberts at her Get Fit 
store in Amarillo.
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a black PrAna top with pat-
terned Saucony leggings, for 
example. Roberts and Megan 
Hutchens, who do the apparel 
buying together, work their pur-
chases by looking at last year’s 
numbers and then buying what 
looks good to them. 

“I want our customers to 
wear it, but I want to wear it, 
too,” Roberts said recently 
while giving a tour of her store. 
Lucy is the shop’s number one 
selling apparel brand. Roberts 
said she believes Get Fit is the 
only store in town that carries 
the line.

Amarillo has an Academy 
Sports & Outdoors, a local 
sporting goods store that spe-
cializes in team sports and most 
of the major department stores, 
including Penney’s, Sears, 
Target and Kohl’s (at press 
time, Big 5 was in the process 
of closing its Amarillo store 
and liquidating inventory). 

Brooks is the store’s number 
one shoe brand, with Saucony, 
New Balance and ASICS 
vying for the number two spot. 
Skechers, Adidas and Hoka 
round out the store’s running 
shoe mix. 

Roberts says overall sales are 
up a few points. Footwear is 
down slightly, but apparel and 
accessories are up. Get Fit has a 
strong accessory mix. The store 
promotes “Prehab and Rehab” 
in its advertising and carries 
the merchandise to back it up 
including The Stick and rollers 
and balls from Trigger Point. 
Get Fit also carries OOFOS 
which it markets as a recovery 
shoe. “The word of mouth on 
OOFOS is incredible,” Roberts 
says. “Customers come in and 
say ‘my fiend got these shoes 
and says they are amazing.’”

Get Fit also carries Nathan 
accessories, Hydro Flask and 
Sweat X detergent. “You would 

be surprised how many people 
come in just to buy detergent.”

Get Fit advertises on the 
radio and on cable TV and tar-
gets its newspaper ads towards 
what Roberts refers to as the 
“my feet hurt customer.” These 
customers “tend to be older and 
just need shoes that will help 
them,” she said. “That’s a solid 
part of our business.”

At the other end of the 
spectrum, Get Fit targets high 
school athletes with a promo-
tion that offers a free T-shirt to 
any shopper who buys a pair 
of shoes and socks. “Shoppers 
love it and the shirts are great 
advertising for us, too.”

Roberts has the shirts printed 
locally and has become a 
staunch advocate of supporting 
local businesses. 

“Supporting local businesses 
is so important to me,” she said. 
“You think differently when 
you have everything invested.”

Get Fit made some serious 
investments in its physical 
space two years ago when it 
moved to the bigger location. 
Roberts and her consultant, 
Parker Karnan of Karnan 
Associates, worked on the 
design themselves and put in a 
new floor and purchased move-
able fixtures from Opto and 
wall displays from Barr out of 
Orlando.

The store is extremely well 
kept and clean, which Roberts 
says sends an important mes-
sage to shoppers.

“We care a great deal about 
how the store looks,” she 
says, “and that shows we care 
about them. We care about 
their fitness and health and 
want to provide a great envi-
ronment for them to shop for 
everything they need to stay 
healthy and fit.” n
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Get Fit (continued)

Roberts invested in displays from OPTO and Barr when 
she moved to a bigger location two years ago.

3X finisher in Boston.

13 marathons in 10 states.

Recently ran and completed 
Leadville for the first time.

Has finished nine ultras and 
says she’ll do more.

“That speaks to my person-
ality. I’m the type of person 
who is going to get it done.”

She is a former coach, 
teacher, counselor, and 
administrator, who now 
coaches two of her daugh-
ters in Volleyball.

Roberts and her partner 
Leslie are the parents of 
triplets. 

Profile
KAREN ROBERTS
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Spend a few minutes 
with longtime shoe 
industry executive 

Duncan Finigan and her 
enthusiasm and passion for her 
family, athleticism and job as 
a senior marketing executive 
for OOFOS Footwear becomes 
abundantly clear. OOFOS is a 
five-year old recovery footwear 
brand founded by a quartet of 
former Reebok executives — 
Steve Liggett, Lou Panaccione, 
Paul Brown and Juan Diaz.

What is not transparent 
during a brief conversation with 
this former 19-year Reebok mar-
keting executive is her health 
— that she has been living with 
metastatic, or Stage 4, breast 
cancer for more than 18 months. 

Finigan came to grips with 
her prognosis a year ago, using 
her steely determination to shift 
her business focus to what she 
could do for cancer research 
and others with the disease and 
how that could be incorporated 

into OOFOS’ marketing and 
product initiatives.

One important result comes 
into the view of retailers and 
consumers in October, coincid-
ing with national Breast Cancer 
Awareness Month. Project 
Pink will aim to raise $100,000 
for cancer research at the 
Dana-Farber Cancer Institute 
in Boston, specifically the 
hospital’s women’s oncology 
department headed by Finigan’s 
physician, Dr. Eric Weiner. 
Cohasset, MA-based OOFOS 
will donate $5 from every pair 
of its six Project Pink styles 
sold through Oct. 31. Before 
expanding the program to its 
1500 accounts consisting of 
sports specialty and comfort 
shoe stores, OOFOS launched 
Project Pink with four styles 
last year with less fanfare. 

While Finigan’s desire to 
help fund a cure for metastatic 
breast cancer is personal, her 
ambition to raise consumer 

awareness about the comfort 
and recovery characteristics of 
OOFOS is equally important 
to her. She recalls the brand’s 
early days when many were 
skeptical about the prospects 
for the recovery footwear 
category despite in-store 
“recovery-themed” successes 
in nutrition and hydration, 
and how those opinions have 
gradually changed.

One retailer told her “recovery 
footwear” has been the best-
performing new category in his 
store in the last three-and-a-half 
years. Another said his sales (of 
OOFOS footwear) has all been 
incremental business. 

Getting the message out is 
what’s important to Finigan. 
With OOFOS, especially to 
the active 22- to 35-year old 
set, who might find themselves 
able to do the workouts they 
want in later years if they 
take care of their bodies, and 
especially feet, now.

Last month, Finigan took 
her other important missive to 
the bikeways of Massachusetts, 
participating in the annual, 
200-mile Pan Mass Challenge 
with her sons Will, Alec and 
Duncan, husband Tom and 
Dr. Weiss for Team WOW 
(Women’s Oncology on 
Wheels) with all donations 
raised by the squad of doctors, 
nurses, patients and patient 
families earmarked for Dana-
Farber’s oncology department. 
The event, on course to raise 
$46 million this year when the 
fundraising books close Oct. 1, 
has raised more than $546 mil-
lion over its 37-year history. 

Satisfied but wanting more, 
Finigan is hopeful her dual-
tracked mission to contribute 
more to a cure for cancer and 
the recovery of people’s feet, 
in whatever they do on a daily 
basis, collide this month with 
the success of Project Pink.

— By Bob McGee
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Spreading a Message of Hope

Listen to an Inside Insight 
podcast with Duncan Finigan 

 at insideinsight.com
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B rooks Running 
has selected 25 
underfunded high 
school running 

teams as recipients for its 
2016 Brooks Booster Club 
grants. Each team will receive 
running shoes, team uniforms 
and cash to help fuel ongoing 
participation in its track and 
cross-country programs.

 “The Brooks Booster Club 
invests in the heart and soul of 
the sport of running, helping 
to eliminate barriers for young 
athletes looking to participate,” 
says Brooks Running CEO Jim 
Weber. “If we can help sustain 
these track and cross country 
programs at the high school 
level, there’s a much greater 
chance these athletes will stay 
active and lead healthier lives 
long after receiving a diploma.”

 Schools receiving grants 
this year demonstrated 
a compelling need for 
assistance; team circumstances 
included entire student 
populations receiving free 
and reduced lunch, teams 
required to do all of their own 
fundraising in absence of any 
other budget, and population 
demographics that face higher 
rates of health concerns. 
Brooks accepted applications 
for grants throughout the year 
from schools in the U.S. and 
Canada and selected grant 
recipients based on need.

 The 25 schools receiving 
Brooks Booster Club grants 
this year are: Alhambra 
High School, Martinez, CA; 

Appleton City High School, 
Appleton City, MO; Ben Davis 
High School, Indianapolis; 
Bridgeport High School, 
Bridgeport, MI; Cherokee 
County High School, Centre, 
AL; Chief Kitsap Academy, 
Poulsbo, WA; Clearwater 
High School, Clearwater, FL; 
Climax Springs High School, 
Climax Springs, MO; Desoto 
County High School, Arcadia, 
FL; Edward H. White High 
School, Jacksonville, FL; 

Green County High School, 
Greensburg, KY; Kiefer High 
School, Kiefer, OK; Kiski 
Area School, Vandergrift, 
PA; Lebanon High School, 
Lebanon, PA; Legacy High 
School, Broomfield, CO; 
Liberty Bell High School, 
Winthrop, WA; Liberty 
High School, Liberty, SC; 
Moore Haven Middle-High 
School, Moore Haven, FL; 
Octorara Area High School, 
Atglen, PA; Rock Island 

High School, Rock Island, 
IL; Somerset Academy, Las 
Vegas; Tuscarawas Central 
Catholic High School, New 
Philadelphia, OH; Willamette 
High School, Eugene, OR; 
Wilton-Lyndenborough 
High School, Wilton, NH; 
Woodland High School, 
Cartersville, GA.

The grant each school will 
receive includes training 
and racing shoes, racing 
uniforms and warm-ups 
for a 30-person team and 
$2,000 to help with expenses 
including pay-to-play fees, 
meet entries, transportation 
costs, etc. Through its Booster 
Club, Brooks has invested 
more than $700,000 in cash 
and product, providing for 
upwards of 1,500 young 
runners since the program’s 
2015 inception.

 The Brooks Booster Club 
is one of several programs 
Brooks designed to support 
runners from the ground up. 
Others include its Inspiring 
Coaches program which 
recognizes and honors 
those who dedicate time, 
energy and resources to 
keeping their running teams 
strong; investment into and 
sponsorship of various elite 
and school-based teams 
and races; the Run B’Cause 
give-back program, which 
empowers Brooks employees 
to donate product and their 
own time to causes across the 
country; and numerous cash 
and in-kind donations. n
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Brooks Booster Club 
Grants Awarded
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L
ongtime Ultramax Sports general manager Eric 
Johnson has purchased the Springfield, MO-based 
store from its current owners, Mark and Amy 
Livesay, and converted the store into a Fleet Feet 
Sports. The transaction took place last month.

The Springfield Ultramax Sports location 
opened in 2008 at its current location, 1254 East Republic Road. 
An original employee, Johnson first served as store manager 
until becoming general manager in 2013.

 “Fleet Feet Sports has a 40-year history of creating opportu-
nity for people who want to own their own business,” says Jeff 
Phillips, CEO and president of Fleet Feet Sports. “In Eric, we 
know we have a strong and passionate leader who will continue 
to serve, build, and empower the Springfield running community 
along with his talented and dedicated staff.”

  The store will now operate under the name Fleet Feet 
Sports, a name reflected on its newly launched store website, 
fleetfeetspringfield.com. Incorporation of Fleet Feet Sports 
initiatives, such as the No Boundaries 5K training program, 
its 60-day Happy Fit Guarantee, and its online store at fleet-
feetsports.com, has already begun. 

 “Working in a place where I get to make people happy every 

day is the best job I can think of,” says Johnson. “I’m excited to 
see where we can take the store, and for the type of support and 
initiatives we can now provide to the running community with 
the power of the Fleet Feet Sports brand.”

 “This is certainly a bittersweet transition,” says Amy Livesay. 
“We are happy to pass the store to Eric, who has loyally served 
the running community so passionately over the past eight 
years. We know he will continue to do wonderful things for 
Springfield, and we look forward to continuing to work with him 
and the staff through our Ultramax Race Events company.”

 Johnson is married to his wife Lissa, who works in account-
ing for a local electric cooperative. They have three young 
children—Gabriel, Grayson, and Lydia.

 With the addition of the Springfield location, Fleet Feet 
Sports now has a total of six locations across the state of 
Missouri, with five stores located in the St. Louis area— 
Chesterfield, Des Peres, O’Fallon, South County, and St. Charles. 
Last year,Fleet Feet Sports acquired the Ultramax Sports loca-
tion in Kansas City, Kan.

 Franchisor Fleet Feet Sports, which supports its stores from 
its headquarters in Carrboro, NC is celebrating its 40-year anni-
versary in 2016. n
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Ultramax Sports Purchased by Longtime GM 
As Store Converts to Fleet Feet Sports

“I’m excited to 
see where we 

can take the 
store, and for the 

type of support 
and initiatives we 
can now provide 

to the running 
community.”

ERIC JOHNSON, OWNER
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M ilestone 
Sports, a two-
year old tech 
start-up based 

in Columbia, Maryland, 
believes it has a low-cost 
wearable solution that offers 
upside to serious runners and 
walkers and the run specialty 
shops that cater to them.

The third-generation 
MilestonePod, along with 
an upgraded MilestonePod 
App, debuted last month. 
The device, with a suggested 
retail of $24.95, has been 
upgraded to an all-black 
design that easily clips 
onto the shoe. An odometer 
window has been removed 
and the product’s battery life 
is now 6-8 months.

Meanwhile, the product’s 
App now features an easier 
registration process, faster 

sync time and overall cleaner 
navigation. Runners can now 
download their entire run log 
into an Excel spreadsheet. 

Jason Kaplan, CEO of 
Milestone Sports, quickly 
points out that the Pod drills 
down further into a run-
ner’s performance metrics 
than all-day step counters 
or GPS-based products that 
merely track distance, loca-

tion and pace. 
The Pod is about changing 

the conversation about pace 
because how you run mat-
ters, he suggests. “It’s not 
just about how far and how 
fast anymore.”

Without the need to carry 
along a mobile phone or 
another device, runners 
with Pod-clad shoes can 
track cadence, stride length, 
type of foot strike and rate 
of impact, or how well his 
or her body is absorbing 
force during the workout 
via the company’s Wearable 
Marketing Platform (WMP) 
that collects the compre-
hensive data via a low-cost 
sensor in the Pod.

“We believe this is infor-
mation that can really impact 
performance, improve shoe 
fit and help reduce one’s 
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Milestone Aims to Connect Runners & Retailers
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risk of injury,” says Kaplan, 
adding that the MilestonePod 
also utilizes an internal 
odometer to track the number 
of miles on a particular shoe. 

Running specialty shops 
can benefit from that infor-
mation and other individual 
runner data thanks to the 
Milestone Connect platform 
that allows them to create 
and automate marketing and/
or coaching messages to 
their Milestone Pod custom-
ers without infringing on an 
individual’s personal data. 

Kaplan provided a couple 
of examples. Any time 
a female runner passes 
the 400-mile mark in her 

Brooks’ running shoe, she 
gets an offer after her workout 
with a 10 percent discount on 
her next purchase. Or, run-
ners who favor the Saucony 
Kinvara 7 get a personal 
message after syncing their 
daily workout that the shoe’s 
next-generation, the Kinvara 
8, will soon be available at the 
specialty shop. 

Personalized messages to 
customers from specialty run 
shops may also be crafted as 
coaching tips. For instance, 
informing runners who run 
sub 8-minute miles with a 
cadence of 165 or less on 
how to improve that rhythm. 

Each MilestonePod has 

a unique identifier that is 
registered before it leaves 
the company’s warehouse 
for shipment to run specialty 
shops. Once the purchaser 
of that product downloads 
the app and connects, the 
initial pairing process for 
the Pod to shoe asks for that 
ID, which has been assigned 
to the specialty run shop 
where it was purchased. The 
user registration process 
also asks for the age and 
gender of the wearer and 
shoe that will be used during 
workouts. When a new run-
ning shoe is purchased, the 
wearer resets the Pod to 
“zero.” n  – By Bob McGee
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Milestone  (continued)

The MilestonePod

“We believe this 
can really impact 
performance, 
improve shoe fit 
and help reduce 
one’s risk of 
injury.” 
JASON KAPLAN, 
MILESTONE SPORTS
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Let Me Run Counteracts 
Negative Societal 
Pressures for Boys

The nonprofit group Let 
Me Run is working to pro-
vide positive influences 
to boys via its running 
programs. The group notes 
that boys are four times 
more likely than girls to be 

expelled from school and 
four times more likely than 
girls to be prescribed a 
stimulant medication for a 
behavior disorder. 

Envisioning a society 
“free from the Boy Code,” 
Ashley Armistead founded 
Let Me Run, a nonprofit run-
ning program for 4th-8th 

grade boys. “As a parent, it’s 
hard to sit back and watch 
the Boy Code in action,” 
says Armistead. “From the 
ball fields to the office, lim-
iting messages are being 
sent to males. You’ve heard 
them: grow up, be a man, 
boys don’t cry, stop being 
a girl.”

Using running as the 
vehicle to reach, teach and 
inspire, Let Me Run’s com-
prehensive curriculum aims 
to “break down the male 
stereotypes that often stand 
in the way of boys’ positive 
futures and frees the boys 
to express who they really 
are.” The program encour-
ages positive emotional, 
mental, and physical devel-
opment — culminating in a 
celebratory 5k race. 

Since beginning in 2009, 
the organization has grown 
from one team of 14 boys in 
Charlotte, NC to hundreds 
of teams, totaling 12,000 
boys, across 23 states and 
counting. 

“This milestone means 
12,000 more boys know 
the power of being fully 
supported as a valuable 
human being with a full set 
of emotions. This leads to 
an increase in confidence 
among boys, who are now 
more likely to try new 
things, do the right thing, 
and are more willing to 
embrace others from a 
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Running Shorts
Let Me Run is a nonprofit that aims to be a positive influence on young men.
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point of love and accep-
tance,” Armistead says

Learn more about the 
program at LetMeRun.org.

Balega’s ‘Grit and Grace’ 
Sock to Benefit Breast 
Cancer Fund

Performance sock brand 
Balega is continuing its 
support of the Breast 
Cancer Fund (BCF) for the 
fourth straight year with 
the release of the limited-
edition Words of Grit and 
Grace Enduro Sock (MSRP 
$13). One dollar for every 
pair sold will benefit the 
BCF, which works to elimi-
nate cancer risks through 
public policy and educating 

consumers about the link 
between chemical exposure 
and breast cancer.

This year, three new 
inspirational messages are 
embroidered into the toe 
of each bright colored and 
uniquely designed sock to 
represent the attitude and 
voices behind real runners 
and survivors, including, 
“Live with Intention,” 
“Run Strong,” and “Hope 
Unstoppable.” 

Balega’s Grit and Grace 
socks will be available at 
running specialty stores 
beginning September 15 
and will be sold for a limited 
time through the month of 
October. 

OS1st Plantar Fasciitis 
Foot Sleeve Singles Being 
Offered

OS1st is reintroducing 
a single sleeve option for 
its patented PF sleeve. 

“Realizing that there are 
different needs for multiple 
levels of Plantar Fasciitis 
in the running community 
along with the biomechani-
cal expertise of our run 
specialty  stores and their 
staff, we have decided to 
add a single PF sleeve to 
our offering that is strictly 
for rehab and recovery,” 
says Josh Higgins, VP, Sales. 
“As our product provides 
such an orthotic effect with 
our Compression Zone 
Technology, selling pairs 
is still the best option for 
active use and as a preven-
tative measure for recurring 
plantar fasciitis.”  

OS1st Performance Foot 

Running Shorts (continued)

Grit and Grace socks from Balega.

http://www.mcdavidusa.com
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Sleeve singles will be sold at 
$24.99 each and pairs will 
remain at $39.99. 

For questions and orders, 
call OS1st at 844-413-5457.

Apple Watch Nike+ 
Hits Retail

Nearly two-and-half-
years after Nike abandoned 
its internal Fuelband team, 
it has forged a tighter part-
nership with Apple, which 
released the Apple Watch 
Nike+ last week.

The product pairs Nike 
Sports Bands with the 
Apple Watch Series 2, 
which has a brighter dis-
play than its predecessor, 
as well as a GPS and a 

dual-core processor. The 
smartwatch, which can be 
used with Siri commands, 
is integrated with the new 
Nike+ Run Club app.

The Nike+ Run Club 
app offers daily motiva-
tion through “smart” run 
reminders, challenges 
from friends and even 
alerts informing when 
the weather is right to get 
outside. Training data, 
including pace, distance 
and heart rate are avail-
able at a glance, and 
through shared run sum-
maries, the app promotes 
friendly competition, such 
as allowing users to send 
fist bumps to each other.

Apple Watch Nike+ will 
be available in 38 mm 
length for $369 and in 
42 mm length for $399. 
It will be available at 
Apple.com, Nike.com, 
Apple Stores, select Nike 
retail stores, select Apple 

Authorized Resellers and 
select specialty stores and 
department stores.

A4’s New VP of Sales
Performance athletic 

apparel company A4 
announced the hiring of 
Kevin Bloomquist as Vice 
President of Sales. The 
move became effective as 
of August 29. Bloomquist 
comes to A4 with more 
than 25 years of Sales 
Management experience. 
He will be responsible for 
developing and executing 
sales strategies to drive 
A4’s continued growth. He 
can be reached via email 
at: KBloomquist@A4.com.

Running Shorts (continued)

Nike is forging a tighter digital  
partnership with Apple.
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G regg Frederick has 
been added to the 
speaker lineup for 
The Running Event, 

which takes place in Orlando, FL, 
November 29-December 2.

Frederick will review the latest 
trends in retail that are guaranteed 
to give retailers a hit list of take-
a-ways that they can implement 
immediately into their business or 
benchmark their business against. 
Frederick will focus on how the 
best online retailers attract and 
retain their customers and how 
running stores can implement 
these practices into their physical 
and online stores. He will discuss 

how these best practices have 
created sales velocity in less 
than 30 days and have helped 
his clients gain an average of 28 
percent growth in the first 120 
days of implementation.

Frederick is the owner of G3 
Development Group, Inc. in 
Orlando, FL. He has an MBA in 
Global Leadership Development 
from The University of Nebraska\
Gallup Leadership Institute. 
Frederick is also a Certified 
Sales Executive, CSE, from 
Sales and Marketing Executives 
International (SMEI) and serves 
on their Board of Directors. 

 Prior to starting G3, Frederick 

worked for Giant Bicycle as a 
Director of Sales and Business 
Development.  He also served as 
the Director of Retail, respon-
sible for developing, opening and 
actively managing over 150 Giant 
branded and Giant Partnership 
retail stores. 

 Frederick will be speak-
ing at The Running Event on 
Wednesday, November 30th from 
1:00 p.m. to 2:30 p.m. at 
The Hyatt Orlando in the Regency 
P Ballroom. n

Retailers can register for 
The Running event by visiting 
www.therunningevent.com

Frederick to Speak on Retail Best Practices
THE RUNNING EVENT 2016

CLICK TO REGISTER! 

Early Bird TRE registration 
discounts are in effect 
through Friday, Sept 16.

Gregg Frederick
Wed, Nov. 30, 2016 
1:00 pm - 2:30 pm

Recover Better

http://www.pro-tecathletics.com
http://therunningevent.com/registration.html
http://therunningevent.com/index.html
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A key to growing 
your profitability 
is perfecting the 
art of the add-on 

sale. Whether in wholesale 
or retail sales, the most 
successful retail sales people 
are those that add value to 
the customer experience by 
providing the customer with 
the product they need to enjoy 
their running experience from 
day one. 

As a retailer, providing a 
superior customer experience 
(CX) allows you to meet 
the expectations of today’s 
and tomorrow’s consumer.  
Beginning with the visual 
environment of your store, 
an engaging visual store 
environment is conducive to 
creating a superior CX.  At G3 
Development Group (G3DG), 
we work with the retailer to 
maximize the CX by training 
retailers how to engage the 
consumer both in-store and 
online. To start on your CX 
journey, you must define 
the emotional outcome you 
want your customer to have 
when they leave your store. 
Everything you do and every 
product you have should have 
a purpose leading to that 
outcome. When your products 
complement the CX outcome 
that you’ve defined, you are on 
your way to maximizing the 
CX through the add-on sale. 

To maximize the add-on 
sale, the Units-Per-Transaction 
(UPT) calculation should 
be tracked. You should 
incentivize your sales staff 
on UPT goals. For one of our 
clients in the bike industry, 

we were able to get UPT 
from 1.75 to 3.75 in three 
months with a goal UPT of 4 
(for every pair of shoes sold 
you should upsell them with 
compression socks, shorts, a 
store branded shirt, insoles, 
lights, gift cards...). Along 
with the growth in UPT, we 
always see an increase in 
overall margin of 7%! UPT is 
so important to us at G3DG, 
that we’ve influenced one of 
our brand clients to create a 
hang tag with a checklist of 
aftermarket products listed 
on them as a reminder to the 
retail sales person and the 
retail customer to not forget 
those high margin necessities 
that enhance the running 
experience, e.g. the customer 
experience.

Like it or not, Amazon 
has mastered the art of a 
comprehensive shopping 
experience and you can 
take advantage of some 
of their best practices to 
increase add-on sales. The 
easiest to take advantage 
of is their ability to provide 
great recommendations on 
related products, also known 
as “affinity sales.” A well 
merchandised store takes 
advantage of these affinity 
sales by grouping like items 
together.  For example, having 
an area for socks and apparel 
that is well merchandised so 
that during the sales process 
your trained sales people can 
walk the customer through the 
necessities that will make their 
running experience seamless.  
You can also do the same for 
heart rate monitors, insoles, 

and hydration.
We’ve also seen tremendous 

success at retail using 
accessory sales packages as 
a way to create sales velocity 
around add-on sales. With a 
three-tier package, you can 
sell the running essentials 
together (socks, chafe balm, 
insoles…) at a discount over 
buying them individually, 
driving up UPT and gross 
margins. 

Up-selling should not just 
be for the sales staff. Just like 
Amazon and other online 
retailers, following-up with a 
targeted email that thanks the 
customer and offers them a 
reason to come back in for a 
second pair of shoes, nutrition, 
a gift card or a special event 
is key to giving the them a 
reason to come back into your 
store and make contact with 
you. Remember, people buy 
from people they like, so make 
sure you are engaging the 
customer after the sale.

Finally, according to 
Forrester Research, 90% of 
sales still come from physical 
retail locations, but the gap 
between meeting today’s 
customer expectations at the 
physical store and what the 
customer receives online, is 
widening. With a focus on 
the customer experience, a 
highly trained sales staff, 
focused sales goals that 
include UPT tracking, and 
creating sales velocity around 
superior customer service 
and accessory packages, you 
will be able to drive your 
profitability through increased 
add-on sales.  n

The Art of Creating Add-on Sales 

Gregg Frederick, 
CSE, MBA
Principal of G3 
Development Group, Inc.

G3 is a consulting 
service that focuses on 
engagement through 
business development, 
retail development 
and human capital 
development. Gregg will 
be presenting Retail Best 
Practices at TRE 2016. 
Follow Gregg on Twitter 
@g3leadership and on 
Linkedin www.linkedin.
com/in/greggfrederick 

The most 
successful 
sales people 
are those that 
add value to 
the customer 
experience by 
providing the 
customer with 
the product 
they need.
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TRADE SHOW WITH 
OVER 250 EXHIBITORS
THE 50 BEST RUNNING 
STORES IN AMERICA AWARDS
THE 2016 RUNNING SPECIALTY 
HALL OF FAME INDUCTIONS
THIS YEAR IN ORLANDO
RUN THE INDIE 5K THROUGH EPCOT 
NOVEMBER 29-DECEMBER 2, 2016 
ORANGE COUNTY CONVENTION CENTER
HYATT REGENCY ORLANDO

TO EXHIBIT PLEASE CONTACT  
TROY LEONARD AT 352-624-1561
TLEONARD@FORMULA4MEDIA.COM

TO ATTEND PLEASE CONTACT  
CHRISTINA HENDERSON AT 516-305-4712
CHENDERSON@FORMULA4MEDIA.COM

THERUNNINGEVENT.COM
THE RUNNING EVENT 2016
RETAIL REGISTRATION NOW OPEN!
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