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S
ince 2001, Salomon Running has built its reputation on performance footwear designed for the most rugged  trails, 
its defining image über-athlete Kilian Jornet scampering across the Alps near the company’s home in Annecy, 
France. While they have no intention of abandoning that market, in January Salomon will add a line of road shoes 
for the champion athlete and daily fitness runner.

Salomon released a lightweight road model, the Sonic Pro, in Spring 2016, but the Spring 17 launch is far more 
ambitious. The new Sonic is the first to tackle vibrations, which account for as much as 30 percent of the impact 
stress of running according to biomechanics researchers like Benno Nigg.  The line will carry both men’s and 
women’s styles. The Sonic will retail for $130; the Sonic Pro 2 will retail for $140; The S-Lab Sonic 2, which 
will be sold in limited doors, will retail for $180. 
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Salomon Hits the Roads
The trail company 
will debut a line 
of innovative road 
models in January  

By Jonathan Beverly

Salomon Sonic Pro 2 will retail at $140. 
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Podiatrist and biomechanical 
expert Simon Bartold, known 
for his work with ASICS from 
1983 to 2013, has come on 
board to help design the new 
line. At a September launch 
event in Santa Cruz, California, 
Bartold explained how they 
have mapped the vibrations for 
different structures in the leg 
and are working toward reduc-
ing key frequency ranges that 
can lead to fatigue and injury. 
The fine-tuning is still a work 
in progress, but the initial work 
is integrated into the midsole 
design of the Sonic.

What that looks like is a seg-
mented midsole that isn’t glued 
together, blocking vibrations 
from traveling throughout the 
structure and containing them 
in smaller “pools.”  A high-re-
bound EVA midsole surrounds 
heel and forefoot pads made of 
a proprietary PU-based mate-
rial that is light, cushioned and 
bouncy. The shoe also features 
longitudinal flex grooves 
aligned along key axes of the 
ankle joint, designed to allow 
a natural rolling motion. The 
location of these grooves will 
change in the different models 
of the line, altering the percent-

age of support on the medial 
and lateral sides underfoot. 
None of the shoes will pretend 
to provide “motion control,” 
however, a concept Bartold 
believes should be “flushed 
down the toilet.”

Salomon has brought in 
experienced pros Jon Teipen 
and Heather Pieraldi, who 
have fine-tuned the design and 
comfort details necessary to 
compete in the competitive 
road trainer market. The model 
distributed in Santa Cruz had 
a comfortable, roomier upper 
than most Salomon trail shoes, 
and a cushioned feel underfoot 
that firmed up when taken on 
the road, providing a respon-
sive, smooth ride.

The retail strategy will 
begin with a “thoughtful and 
tight distribution” centered 
exclusively on run specialty. 
At the January 2017 release, 70 
doors will stock two to three 
new models. This will expand 
to all run specialty by fall and 
open to any outlet in Spring 
’18. Service to these accounts 
will include an extensive retail 
pro education program, seed-
ing, shop floor days and other 
events to communicate the 

Salomon message.
Given limited space, retailers 

have to be picky, but enthusi-
asm was strong among those 
attending the launch. The 
brand brings a reputation for 
quality product and service, 
and the new shoes promise 
to attract attention with their 
innovation and positioning. “If 
we’re going to bring in a new 
brand, it has to be something 
our customers are already 
asking for, or else it needs to 
solve a problem that isn’t being 
addressed by other manufac-
turers,” said Kris Hartner of 
Naperville Running Company. 
“What intrigues me about Sa-
lomon’s concept is that they are 
breaking out of the traditional 
mechanical silos and taking 
a whole different approach to 
guiding runners into the proper 
shoe.” n
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Salomon Hits the Roads (continued)

Simon Bartold, podiatrist and  
biomechanical expert.

Service to these 
accounts will include 
an extensive retail pro 
education program, 
seeding, shop floor 
days and other events 
to communicate the 
Salomon message.

“If we’re going 
to bring in a new 
brand, it has to 
be something 
our customers 
are already 
asking for, or 
else it needs to 
solve a problem 
that isn’t being 
addressed 
by other 
manufacturers.” 
KRIS HARTNER, 
NAPERVILLE RUNNING CO
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B ack in 2009, Eric Ott felt the tug.
After seven years as an employee at 
the Naperville Running Company 
in suburban Chicago, including two 

years as a store manager, Ott ventured out on his 
own in 2010 to open Geneva Running Outfitters 
in Geneva, IL. 

Over the last six years, the shop has been Ott’s 
baby with Ott holding ultimate responsibility 
for every key business decision from hiring and 
inventory to marketing initiatives and training. 

And the adventure into the ownership ranks, 
Ott confesses, has been anything but easy. 

“You can think you know what it’s like to be 
an owner, but you never really know what the 

days are like until you’re in that position,” he 
says. Across the running retail landscape, many 
have followed – or aspire to follow – Ott’s path 
from running store employee to running store 
owner. The entrepreneurial journey, however, is a 
challenging trek that requires individuals to shift 
their mindset, goals and vision to put the store’s 
overall performance above all else.

“As an employee, you’re really only concerned 
with yourself. You don’t see the balance sheet or 
the hidden stresses of the job, only a paycheck 
coming your way every two weeks,” Ott says. 

But as an owner, the concerns can mount. 
Are employees doing their job? Are customer 
expectations being meet? Is the store hitting its 
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From Running Store Employee 
to Running Store Owner

SIX
TIPS
TO EASE THE
TRANSITION

By Daniel P. Smith

North Wales Running  
is owned by Scott Tantino, 

who worked at Bryn Mawr Running.

The entrepreneurial 
journey is a 
challenging trek that 
requires individuals 
shift their mindset.

http://runninginsight.com
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financial targets? Do we have 
the right product mix?

Three employees-turned-
owners share their tips to 
ease the transition from staff 
member to boss.

Be prepared to exit your 
comfort zone

Though Ott felt confident 
in his sales floor skills upon 
opening Geneva Running 
Outfitters, he had to learn back-
of-the-house elements ranging 
from cash flow and forecasting 
futures to ROI and inventory turn 
– things he never had to consider 
as an employee. As an education 
major with no formal training in 
finance or accounting, Ott admits 
it was an oft-frustrating endeavor 
to sit buried in numbers and data; 
yet, he had to expand his skill 
set.

“You have to learn, grow 
your knowledge base and be 

comfortable traveling outside 
your comfort zone,” Ott says. 
“If not, the business will 
struggle to reach its potential.”

Recognize your 
weaknesses and fill them

As an employee at the Bryn 
Mawr Running Company 
in Pennsylvania, Scott 
Tantino could largely focus 
on mastering a single task: 
servicing customers on the 
sales floor.

As the owner of the North 
Wales Running Company 
in North Wales, PA, as 
well as All Kinds of Fast in 
Phoenixville, PA, however, 
Tantino’s responsible for the 
entire operation and some 
things, he admits, sit outside his 
wheelhouse.

Early on, Tantino says 
he reflected on his biggest 
weaknesses and found people 

with compatible personalities 
and complementary skills to 
balance out his deficiencies. 
He hired a bookkeeper, for 
instance, as well as staff who 
could tend to specific store 
or community needs, such as 
walkers or females.

“I could sell track spikes to 
high school guys all day, but it 
wasn’t necessarily easy to sell 
sports bras,” Tantino says.

Understand the job 
never ends

As an associate at Fleet Feet 
Sports in Baton Rogue, LA, 
and then Bells Running in 
Greeley, CO, Brandon Kuhn 
would often come into the 
store and have some assigned 
tasks to complete during a 
shift. Those tasks, though, 
typically had a 
finite end. Now as the owner 
of Bells Running, the 30-year-

old shop Kuhn purchased 
from founder Doug Bell in 
November 
2015, Kuhn’s checklist is 
a never-ending one. 

“You’re never done and 
there’s always something to 
do,” Kuhn says.

In fact, Kuhn says he 
probably ran five miles in his 
first two months as an owner 
because he felt guilty taking 
“me time.”

Tantino encountered the 
same early struggle, saying 
he had to sacrifice his own 
running to construct a stable 
business.

“The success of the 
business and the fitness of 
others had to become my 
focus,” Tantino says.

Find a mentor
Before opening Geneva 

Running Outfitters, Ott spent 
significant time picking the 
brain of Naperville Running 
Company owner Kris Hartner, 
whose store is routinely 
listed among “The 50 Best 
Running Stores in America.” 
Those conversations with 
Hartner coupled with Ott’s 
own observations of the 
veteran owner informed Ott’s 
leadership.

“You don’t have to go at it 
alone,” Ott says. “Try to find a 
mentor and people throughout 
the industry who can help 
you learn and navigate some 
challenges.”

But understand, Ott adds, 
that experience remains the 
best teacher.

“There are some things 
even the most honest, 
successful mentor just can’t 
teach because you have to 
experience the roller coaster 
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Employee to Owner (continued)

Tantino said he had to move outside his comfort zone.

SIX
TIPS
TO EASE THE
TRANSITION
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yourself and learn from your own 
mistakes,” Ott says.

Prepare for the financial 
plight

Though Kuhn purchased a 
profitable store, his first year 
as owner of Bells Running 
Company coincided with Sports 
Authority liquidation sales right 
in his backyard that hampered 
the store’s results and his own 
financial take home.

“You have to understand the 
financial risk you’re taking as an 
owner and the strains that can 
create,” Kuhn says.

As an employee, Kuhn was 
accustomed to seeing a familiar 
check every two weeks. For 
many owners, the pay varies 
greatly and it can be sporadic, 
particularly if profits are being 
reinvested in the business.

“That’s why it helps to have a 
second income or some financial 

cushion,” Kuhn says.

Realize you’ll have to 
trust others

Owners have to rely on others 
to accomplish tasks throughout the 
store and strategically decide the best 
spots to devote their efforts. 

“There are 30 job descriptions that 
need to be filled and you’re going to 
need to figure out where you can let 
go a little bit,” Ott says. 

Over time, Ott says he’s learned to 
trust that he’s hired the right people 
and armed them with the necessary 
training. Handing over those reins, 
though, is arguably the most difficult 
hurdle operators encounter – and 
rarely something employees ever 
consider.

“You have to have faith that 
you’ve picked the right people 
and provided them the tools to 
succeed,” he says. “That can be 
scary when it’s your baby, but it’s 
absolutely necessary.” n
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In an effort to bring high-performing employees into 
its franchisee ranks and provide an exit strategy for 
existing owners, North Carolina-based Fleet Feet 
Sports launched its Operating Partner Program in 
2008. 

Over a five-year period, the employees-turned-
operating partners run a corporate-owned Fleet Feet 
store and handle all of ownership’s traditional tasks 
save paying the bills, which is handled by Fleet Feet’s 
corporate office.

“They do all the hiring, buying and so forth and are 
the face and personality of the store,” Fleet Feet vice 
president of development Robyn Goby says, adding 
that Fleet Feet corporate also provides each operating 
partner a coach and two training meetings each year 
to further streamline the transition from employee to 
owner. 

At the five-year mark, operating partners can then 
purchase the store from Fleet Feet corporate and 
become a franchisee.

The program currently has 26 operating partners 
directing 32 company-owned stores and has 
successfully transitioned seven former employees 
into the ownership ranks, including Toni Jumper, the 
program’s most recent alum who now owns the Fleet 
Feet store in Columbia, SC. Jumper began working at 
the Columbia store in 2008 and joined the Operating 
Partner Program in 2011.

“One of our greatest days here at Fleet Feet is 
when operating partners like Toni become our newest 
franchisees because they’ve earned it,” Goby says. 

Employee to Owner (continued)

 Brandon Kuhn, Bells Running Co.

Fleet Feet’s Operating Partner Program 
Helps Employees Become Owners

Brian and Toni Jumper now own Fleet Feet, Columbia, SC.

SIX
TIPS
TO EASE THE
TRANSITION

http://runninginsight.com




M
onica DeVreese, co-owner of Santa Barbara Running Company, and Jill 
Deering, local runner, attorney and businesswoman launched Rabbit 
earlier this year saying they were “taking a stance against hype and 
fuss and giving runners everything they need and nothing they don’t.”

“Jill and I were both unhappy with what was available to us as 
runners,” says DeVreese. “The clothes were fussy, baggy, with too many straps and doo-
dads. Where were all the running clothes that were actually made for running?” 

As a retailer, DeVreese says she saw 
lots of so called running lines, but 
found most of them lacking. “The lines 
for running performance apparel have 
become blurred and everything seems to 
have turned into athleisure. We didn’t see 
what we thought was true performance 
running product. Our product is very 
simple, clean, and not over-designed, 
over-hyped or fussy.” DeVreese says 
more authentic running brands will 
help specialty stores grow their apparel 
sales. “As a retailer, my husband and 
I continually have had conversations 
about how our overall apparel sales as 
a percentage of total business are much 
lower than they should be and much of 
this is because of the lack of something 
new, something special for both men and 
women.”

Rabbit was launched with a Kickstarter 
campaign in December, 2015 and went to its first trade show, a conference for Fleet Feet 
stores this past June. 

DeVreese’s background as a brand executive played a large role in her decision to 
source the product domestically.

“We knew from the beginning we wanted to strive to manufacture Rabbit in the USA,” 
she says. “There is an uptick in apparel manufacturing in the USA, especially in Southern 
California, which definitely helped our goal of making our product here. After speaking 
with a few friends in the industry we were able to narrow down very quickly the factories 
we wanted to partner with.”

From her previous life in the footwear space, DeVreese had done the Far East travel 
“numerous times, 14 hour flights, 14 day trips and visiting factory after factory,” she says. 
“To be able to jump in our car, hop on the 101-South and be at the factory in 90 minutes 
is an incredible advantage for Rabbit. Our lead times are much shorter, which allows us to 
make more educated product and inventory investment decisions.”

She adds, “We absolutely want to continue to manufacture in the USA. Running local is 
at the heart of Rabbit and this is something we are committed to building.” n
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A Retailer’s Rabbit Vision Leads to a  
New Apparel Brand

“We absolutely 
want to continue 
to manufacture in 
the USA. Running 
local is at the heart 
of Rabbit and this 
is something we 
are committed to 
building.”
MONICA DEVREESE

Monica DeVreese 
of Santa Barbara 
Running and 
Jill Deering 
launched Rabbit 
earlier this year.

http://runninginsight.com
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R
unning 
Essentials 
brand 
NATHAN 
has 
launched 

its 2016 fall visibility cam-
paign, Fire Up Your Run. 
The NATHAN Fire Up 
Your Run campaign is part 
of the NATHAN School of 
Run initiative, a year-round 
educational support system 
for select NATHAN retail 
partners. Other compo-
nents of The School of Run 
include the spring hydration 
campaign, Run Like Water, 
and year-round support 
for performance gear.

Through visibility and 
safety events at participat-
ing run-specialty retailers, 

the Fire Up Your Run cam-
paign aims to educate 
runners on the importance of 
visibility. Events will include 
visibility-themed trivia 
games, product demonstra-

tions, and nighttime fun runs 
at select run specialty stores 
across America. NATHAN 
PROs will be equipped with 
a fall visibility and safety 
demo kit that features edu-
cational posters, stickers and 
brochures, along with new 
NATHAN fall 2016 visibility 

and safety demo products.
The Fire Up Your 

Run campaign provides 
turnkey solutions to retail-
ers, driven by NATHAN 
PROs, who help drive sales 
of essentials through educa-
tion and events at the store 
level. For instance, stores 
with a NATHAN PRO sell 
2.7 times more essentials 
and have grown the running 
essentials category upwards 
of 100 percent. In addition, 
the campaign will help part-
nering run-specialty retailers 
increase sales in their vis-
ibility category. In 2015, 
visibility conversion rates 
peaked at 11 percent, mean-
ing that for every 100 pairs 
of shoes sold, 11 visibility 
items were sold. n
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NATHAN to ‘Fire Up Your Run’   

NATHAN PROs in running stores will 
have collateral materials as part of 
the brand’s fall promotion.

The Fire Up Your 
Run campaign 
provides turnkey 
solutions to 
retailers, by 
NATHAN PROs.

http://runninginsight.com




A marketing expert 
who has written 
a book about 
what businesses 

can learn from The Grateful 
Dead will be the keynote 
speaker at The Running 
Event.

David Meerman Scott, 
author of “Marketing 
Lessons from the Grateful 
Dead” will give a presenta-
tion on “The New Rules of 
Marketing and PR,” which 
will cover how running 
stores can better engage 
with consumers in today’s 
crowded complex media 
marketplace. 

Meerman Scott is a 
globalist with real world 
experience and an eye for 
the bigger marketplace. He 
moved to Tokyo at age 26 

to establish the Japan office 
of a Wall Street Real-Time 
economic advisory firm. 
He worked for global Real-
Time media companies in 
Tokyo for seven years and 

Hong Kong for two. David 
was Asia marketing direc-
tor for Knight-Ridder in the 
mid-1990s before moving 
to the Boston area where 
he was marketing VP for 
two publicly-traded U.S. 
companies, most recently at 
NewsEdge until he was fired 
shortly after it was sold to 
Thomson, delivering to him 
the gift of reinvention as a 
strategist advising organiza-
tions on the new realities of 
agile, Real-Time business.

Meerman Scott is the 
author or co-author of 10 
books and the series editor 
of six. Three of his books 
are international bestsellers.

He is best known for “The 
New Rules of Marketing & 
PR.” When first published 
in 2007, “New Rules” 
opened people’s eyes to the 
new realities of marketing 
and public relations on the 
Web and was six months 
on the BusinessWeek best-
seller list. He has regularly 

updated the book and it is 
now in a fifth edition with 
over 350,000 copies sold in 
English and available in 28 
languages from Arabic to 
Vietnamese. “New Rules” 
continues to be a top seller 
and is now a modern busi-
ness classic.

His other international 
bestsellers include “Real-
Time Marketing & PR” and 
“Marketing Lessons from 
the Grateful Dead” (written 
with HubSpot CEO Brian 
Halligan).

His latest book is “The 
New Rules of Sales and 
Service: How to Use 
Agile Selling, Real-Time 
Customer Engagement, 
Big Data, Content, and 
Storytelling to Grow Your 
Business.”

At The Running Event, 
Meerman Scott will dis-
cuss The New Rules of 
Marketing and PR.

“There are four main 
ways to generate attention,” 
Meerman Scott says. “You 
can BUY attention (this is 
called advertising); you can 
BEG for attention (this is 
called Public Relations); you 
can BUG people one at a time 
to get attention (this is called 
sales) or you can EARN 
attention online by creating 
great information that your 
buyers want to consume such 
as YouTube videos, blogs, 
Twitter feeds, photographs, 
charts, graphs, and ebooks.”  
It is all free and it will be 
covered in Meerman Scott’s 
presentation. n
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David Meerman Scott
TRE Featured Speaker:

P
hoto:  davidm

eerm
anscott.com

David Meerman Scott 
will speak at TRE on 
Wednesday, Nov. 30 at 
9:30 a.m.

Meerman Scott 
is the author or 
co-author of 10 
books and the 
series editor of six. 
Three of his books 
are international 
bestsellers.
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in 2017-2018 Season.

Fitness 
Harbinger Joins Implus Family.

LISTEN TO 
THE PODCAST

Tony Armand, CEO of 
United Sports Brands

Armand is leading this new 

company, created after 

the April merger of Shock 

Doctor and McDavid and 

a management-led buyout 

with Bregal Partners. USB 

products are sold in more 

than 25,000 retail outlets 

in North America and in  

75 countries.

T he collective ‘Calls to Action’ have 
been sounded from all corners of the 
U.S. Americans need to move and 

participate in physical activities more. With 
rising healthcare costs, sedentary youth and the 
aging ‘Baby Boomer’ population, the health of 
today’s increasingly connected Americans and 
the entire sporting goods industry is at stake.

 Traction is taking hold with new strategies 
to combat the issue being laid out in 
Washington, New Orleans and Denver. Still, 
as Jim Baugh, the founder of nonpro�t PHIT 
America, relentlessly points out, this is not 
a one brand, one company or one industry 
dilemma. All must take heed. 

In Washington, D.C., U.S. Surgeon General 
Dr. Vivek Murthy has unveiled a national 
�tness program focused on walking that 
promotes both the activity and the concept 
of more walkable communities in America. 
A recent U.S. study contends 2 ½ hours of 
moderate weekly exercise can extend an 
individual’s life by more than seven years. 

Olympic so�ball champion Jennie Finch, 
speaking on a panel with NFL Commissioner 
Roger Goodell and orthopedic surgeon Dr. 
James Andrews, said, “Sport is the answer to a 
lot of problems we have in society today.”

 Companies are getting behind PHIT 
America’s Increase Participation Plan (IPP) 
and its joint initiative with the SFIA to award 
GO! Grants to communities with programs to 
get more than 50,000 children moving more in 
its �rst year. Still, more industry donations are 
needed for the initiatives second year in 2016. 

Saucony is continuing its decade-long 
mission to �ght childhood obesity, which has 
awarded more than $1 million to schools and 
community groups, with its latest round of 
Saucony Run For Good Foundation grants. 
Nike, among additional initiatives, is backing a 
Shape America (Society of Health and Physical 
Educators) enterprise that wants well-designed 
health and physical education programs in 
place that meet a guideline of 60 minutes of 
daily physical activity. 

�e Sports Authority is teaming with 
Under Armour to reward its loyalty rewards 
members for completing physical activity 
through the UA-owned MapMyFitness 
platform. �e �rst challenge, “Back on 
Track,” based on logging three workouts or 
10 miles in a week, has commenced. 

Maybe all Americans should commit to 
getting ‘Back on Track,’ for their own health 
and the health of the nation. n
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W e are pleased 
to announce 
that on Sept. 
26, the retail 

members of the IRRA voted 
to change the organization’s 
name to the Running Indus-
try Association, or RIA, in 
support of the recommenda-
tion put forth by the Board 
of Directors. In an open 
member letter sent 10 days 
earlier, the board explained 
its rationale:   

So why the name change?  
From a practical standpoint, 
we find ourselves in a rap-
idly evolving retail environ-
ment, and this organization 
must be able to keep pace. 
That means following the 
strategic path we’ve set in 
2016 toward a collaborative 
organization where all mem-
bers—retailer and vendors 
alike—can better understand 
each other’s challenges and 
work together to find solu-
tions. While our members 
may have differing view-
points on many of the issues, 
there is no doubt we can all 
agree that a strong, robust 
specialty running community 
benefits us all. By building 
that structure, we will add 
value to membership, and 
the change to the Running 
Industry Association repre-
sents a major step toward 
that goal.  

The name change il-
lustrates our expanded 
focus, but there are some 
very tangible benefits to 
membership that will result 
from the change. The most 
significant include higher 
levels of engagement with 

the vendor community, the 
ability to attract new invest-
ment in the organization, and 
an enhancement to member 
value in the form of strategic 
partnerships.  

The greatest benefit from 
the name change however, 
will come from the ability of 
the organization to establish 
a leadership position within 
the running industry as a 
whole. If we appear nar-
rowly focused, the indus-
try will view us narrowly.  
Expand that perception, and 

we expand our reach and 
importance. We must take 
advantage of every com-
petitive tool we have, and 
re-branding as the Running 
Industry Association will 
represent just that.

The new name comes with 
a new mission statement as 
well, carefully crafted to 
reflect what we do, who we 
do it for, and how we intend 
to engage: 

“The RIA’s sole purpose is 
to drive the running industry 
forward.

We are passionate about 
supporting the running com-
munity and developing the 
businesses of our members. 
We succeed through collabo-

ration, education, advocacy, 
innovation and delivering an 
exceptional customer experi-
ence.”

With a new name and a 
refreshed mission, the RIA 
will move in to the 3rd quar-
ter by announcing a series 
of strategic partnerships, all 
designed to enhance member 
value. Our focus will also 
include a drive to add brand 
members, companies that 
service the industry, and of 
course, running specialty 
channel retailers.  

Our re-branding will con-
tinue at The Running Event 
in Orlando, where we’ll 
introduce ourselves formally 
to the channel. We’ll also 
showcase our new website at 
our member meeting, moder-
ate the popular RIA Round-
tables, and host the Hall 
of Fame Breakfast. Lastly, 
the RIA will activate on the 
Trade Show floor with some 
exciting new programming 
that will be offered exclu-
sively to both our retailer 
and brand members. We 
strongly encourage our mem-
bers to attend, and we will 
be sure to provide details on 
our initiatives in the coming 
weeks. 

As always, we invite 
non-members to explore the 
benefits of membership, and 
to our current members, we 
thank you sincerely for your 
support. n

John Benedict
Board President

Terry Schalow
Executive Director, RIA

IRRA Changes Name to Running Industry Association

Terry Schalow, 
RIA Executive Director

The new name 
comes with a new 
mission statement 
as well, carefully 
crafted to reflect 
what we do, who 
we do it for, and 
how we intend  
to engage.

We are passionate 
about supporting the 
running community 
and developing the 
businesses of our 
members.

R U N N I N G  I N D U ST RY 
A S S O C I AT I O N

update

Old IRRA Logo

New RIA Logo
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Ortholite Strikes Partnership with Rivera
Mariano Rivera, a 13-time All Star and five-time World 

Series champion during his 19-season career with the New 
York Yankees, is now a brand ambassador for the comfort and 
performance insole maker Ortholite. 

Earlier this year, Amherst, MA-based Ortholite became the 
Official Insole of the New York Yankees as a means to engage 
consumers both in-stadium and on television, and through col-
laborative promotional efforts through the 2017 season.

Rivera will collaborate with Ortholite, whose insoles can be 
found in more than 400 million pairs of shoes annually, on a 
variety of initiatives, including supporting the Mariano Rivera 
Foundation.

JackRabbit Still Chasing Elusive Profitability
Finish Line-owned chain JackRabbit generated its third 

consecutive quarterly comparable store sales gain rising 3.2 

Running Shorts
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percent for the period ended 
Aug. 27. Overall sales 
were off less than 1 percent 
to $24.2 million from 70 
stores, six fewer than a year 
earlier. For the first half of 
Finish Line’s fiscal year, 
JackRabbit’s comparable store 
sales rose 3.0 percent on a 1.5 
percent sales decline, due to 
fewer locations, to $47.7 mil-
lion. 

“…The team (at 
JackRabbit) continues to work 
hard,” Finish Line CEO Sam 
Sato told analysts last week. 
“They’ve done a great job 
of getting inventories, both 
from a quantity and quality 
perspective, under control. 

That said, there is still a lot of 
work to do, especially around 
improving profitability.”
Finish Line senior manage-
ment intends to make a 
decision about the run spe-
cialty chain’s future with the 
publicly traded retailer before 
the end of its fiscal year.

HOKA ONE ONE Named 
Official Footwear Partner 
for 2016 BMW Dallas 
Marathon, Half Marathon 
and Behringer Relay

 HOKA ONE ONE has 
signed on as the official 
footwear partner of the 46th 
BMW Dallas Marathon, Half 
Marathon and Behringer 

Relay. This sponsorship pairs 
the running shoe brand with 
Dallas’ largest and Texas’ 
oldest running marathon. The 
2016 BMW Dallas Marathon, 
Half Marathon and Behringer 
Relay is scheduled to take 
place Sunday, Dec. 11.

 HOKA ONE ONE elite 
athletes will run on BMW 
Dallas Marathon race day 
as part of the Pro Relay 
Challenge, an activation that 
pits North Texas’ profes-
sional sports teams (Dallas 
Cowboys, Dallas Mavericks, 
Dallas Stars, FC Dallas, Texas 
Rangers) against one another 
in a friendly competition to 
raise funds for charity. HOKA 

ONE ONE will also showcase 
its footwear during the two-
day BMW Dallas Marathon 
Health and Fitness Expo, held 
Dec. 9-10, and donate shoes 
to support Dallas Marathon 
community fitness programs.

 HOKA ONE ONE has 
previously sponsored major 
triathlons, as well as mara-
thons in Seattle and Orange 
County. 

“Our partnership with the 
HOKA ONE ONE is the 
perfect pairing of brands 
dedicated to providing elite 
experiences and innovative 
technologies for speed to all 
participants in endurance 
sports,” said Paul Lambert, 
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Luke Rowe, Senior VP, Franchise  
Support, Fleet Feet Sports

P
hoto: fleetfeetsports.com

/corporate/team

President of the Dallas 
Marathon. “We look forward 
to the footprint and energy 
HOKA ONE ONE brings to 
BMW Dallas Marathon race 
weekend this December.”

 For more informa-
tion or to register for 
the 2016 BMW Dallas 
Marathon, Half Marathon 
or Behringer Relay, visit 
BMWDallasMarathon.com.

Super Runner Shuts Three 
Manhattan Stores
Super Runner has closed three 
Manhattan stores. The store 
group, owned by Sure Foot 
out of Utah, still operates three 
stores in Manhattan, one in 

Brooklyn and one on Long 
Island. 

Rowe Resigns from  
Fleet Feet

Luke Rowe, who is credited 
with developing the fit program 
for the Fleet Feet franchise 
stores, has resigned from Fleet 
feet, Inc. 

Rowe had been with the 
organization since 2003 and 
was most recently Senior VP 
of Franchise Support. In that 
role, Rowe played a critical 
role in managing Fleet Feet’s 
relationship with key vendors 
and overseeing training and 
branding initiatives. 

Prior to joining Fleet Feet, 

Rowe had worked with current 
Fleet Feet CEO Jeff Phillips at 
Brooks Sports. 

“The FIT program that Luke 
created is a cornerstone of the 
Fleet feet instore experience,” 
Phillips told Running Insight. 
“Everyone here at Fleet Feet 

owes Luke a debt of grati-
tude for all his contributions 
to the organization during 
his time here.”

Rowe joined Fleet Feet, 
Incorporated in 2003 as a 
Brand Manager working 
with New Balance. Soon 
after joining Fleet Feet, he 
was given the responsibil-
ity of creating consistency 
in the fitting experience 
offered across Fleet Feet 
stores, and as a result devel-
oped a proprietary fitting 
process. Rowe is an army 
veteran who has completed 
25 marathons, his most 
recent being the 2000 
Boston marathon. n
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