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Ever since I was a young pup learning the sports business I have used trade shows as a  
measuring stick.

How much have I learned since attending this show last year? How many business cards of new 
contacts did I pick up at this year’s show? And how many ideas did I get that I could take home 
and act on?

I estimate that since first attending a National Sporting Goods Association Show in Anaheim in 
1984, I have attended more than 300 sports shows over my career. I’ve gathered more than 8,000 
business cards, many of which are on my desk stuck into a New York Mets coffee mug, while 
others are wrapped in rubber bands in a Brooks shoe box next to my desk. I’ve met thousands of 
people and filled hundreds of reporter’s notebooks with maybe 10,000 ideas and to do lists.

But all those shows and all those conversations failed to prepare me for what I’ve seen in the 
past few years: dramatic, enduring changes in our business that are happening at warp speed. Even 
when I see something coming, I am often surprised by the force at which it occurs.

I remember speaking to a group of retailers at an event about five years ago and saying “Every 
brand that sells to you has a plan to sell direct to consumers written into their five-year plan.” The 
retailers were stunned and in retrospect, so am I. Not that the brands have acted on it, but that it 
has happened so quickly. Five Year plan? More like five weeks. That’s how fast it seems.

Retail consolidation? Hey, I called that one.  I’m old enough to remember stores like Brown’s, 
Casey’s, Sportmart and Herman’s. In my eyes, these stores faded slowly from the retail landscape, like 
aspirins dropped into a glass of water. Today stores just disappear. It feels like one day, you’re buying a 
pair of shoes in a store and then two days later when you go back for socks it’s a Chipotle Grill. 

So, what do I see coming in 2017? Change is happening so quickly it has people unmoored. 
Consumers are confused and their old loyalties to stores, brands and predictable behaviors are 
shattered. That will create openings for new brands and products that fill needs, both real and 
perceived. I see a huge opportunity in the men’s active business. The men’s fashion category has 
bucked the malaise of the past few years and brands such as Robert Graham and Peter Millar 
have thrived. Men will respond to their own version of Lululemon, something that looks and feels 
good and performs. Training and recovery will also do well. The signs are all over the market, 
but brands and retailers who can create a strong narrative and a coherent story around the benefits 
will, well, they’ll benefit greatly.

And overall, the running business will come back. In fact, the comeback is already starting. In 
case you hadn’t noticed we are living in a crazy stressed out world, not just America, everywhere. 
And what do we do when we are stressed? We run and workout. To feel good and get away from 
our problems. 

So, as you move through The Running Event over the next few days, think back to how things 
were a year ago. Allow yourself to feel smart for about 30 seconds and then get on with chasing 
the changes that we’re all seeing before our eyes. n

The Measuring Stick
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waste any time. From the very first step, a record- 

breaking 18 Clouds have one goal: to take you to  

your runner’s high. Experience incredibly soft landings 

and explosive take-offs. And forget about the 

Cloudflow’s shockingly light Zero-Gravity foam, adaptive 

engineered mesh, and responsive Speedboard. 

Because you will simply remember one thing: flow. 
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By Mark Sullivan

A fter nine months of ups and 
downs, the run specialty 
market could be bounc-
ing back. By all accounts 

October was a solid month across the 
channel and many see it as a sign that 
the running market is moving back into 
growth mode.

In our annual state of the market 
report, Running Insight looks at the fac-
tors influencing the market as we head 
into 2017.

The Big Picture
The good news is that the running 

shoe silhouette is the most popular 
footwear style on the planet. The bad 
news is that every retailer on the planet 
knows this and is carrying running 
shoes. This has led to market saturation, 
particularly at mid-range price points. 
That, combined with a lack of a break-
through product innovation by vendors 

has driven a market slowdown that some 
say was a few years overdue. “We were 
headed in this direction a few years ago, 
but then the minimal movement came 
along and that sparked a ton of interest 
in running shoes and that was great for 
specialty stores,” Jeff Phillips, CEO of 
Fleet Feet told Running Insight recently. 
“Now that minimal has quieted down, 
we are where we might have been a few 
years ago.”

Where we are is in a big flat market 
with more retailers trying to take bites 
out of a pie that is not growing. To stick 
with the food metaphor, the running 
business is in a digestion phase, letting 
out a big burp after more than a decade 
of steady double digit growth. The run 
retail market has experienced consolida-
tion with Fleet Feet and The Running 
Specialty Group snapping up stores, 
but that consolidation is small potatoes 
compared to what is happening in other 
retail channels. Macy’s is closing 100 
stores in 2017, about 15 percent of its 

fleet. Finish Line will close 25 percent 
of all its stores over the next four years. 
Sports Authority closed 460 stores. 
Sport Chalet shuttered 47. City Sports 
shut 26. So, the running channel may 
be losing some a few doors, who are not 
well capitalized or well managed. But 
it’s doing way better than the other guys. 
Interestingly, the run channel may be the 
last man standing in the battle for run-
ning shoe sales to consumers.

What will it take to Prosper? 
The era of steady double digit growth 

is gone. It will be replaced by an era 
where the best stores focus on better 
management practices, especially 
inventory management and cost control. 
A few years ago, stores could grow 
their bottom line by growing the top 
line. In a slow growth environment, 
cost controls will be essential and the 
stores that do it best will be the winners. 
Stores also need to look in less obvious 
places to grow sales. Apparel and 

Reset on the 
Running Business

12    runninginsight.com              © 2016 Formula4media LLC.



MOLDED, SEAMLESS FOAM HEEL CUP 
FOR A CUSTOMIZED, LOCKED-IN FIT.  
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Reset on the Running Business (continued)

accessories must be an area of focus. 
And run stores need to diversify away 
from shoes that are widely distributed. 
Rather than bitch that top selling shoes 
are available everywhere, run stores 
need to carry brands and styles that are 
“special” to them. In the coming years 
that could mean offering their customers 
collaborations, custom uppers and brands 
that are not sold everywhere. Brands 
will also need to take their medicine 
here. If they sell their shoes everywhere 
including their own websites, run stores 
need to make smarter buys. 

Clearly, the industry was overbuilt. 
Vendors are trying to deal with it by 
reducing the number of accounts they 
sell to and the number of reps they have 
serving accounts. This is a delicate 
balance. Most stores will tell you they 
need more attention and service from 
brands, not less and will gravitate to 
the brands that support them with great 
product and service.

This leads to our next point which is…

Brand Leadership Opportunity
Brands have played a critical role 

in the rocket ride of the run specialty 
channel. They have backed the channel 
with great product and marketing 
support. They do this not out of the 
goodness of their hearts but because 
they can make money selling through 
this channel and because run stores are 
a great place to build brands. Vendors 
need to remember this. If they engage 
in practices that harm the specialty run 
channel, the golden goose may not die, 
but it will get sick. And run retailers 
need to support innovative product and 
new brands. An executive of a major shoe 
brand suggested recently that if Vibram 
or Hoka were launching today that they’d 
have trouble getting shelf space. What 
he neglected to point out is that when 
those brands launched a number of years 
ago, they did indeed have trouble getting 
placement. Early adapters like Boulder 
Running and Playmakers carried these 

brands from the outset and were able to 
provide newness to their customers that 
they couldn’t find elsewhere.

Stores would be smart to make space 
for the next innovative product out there.
The business is in need of the next big 
thing or at least a few next small things 
and open minds at retail are key to 
incubating that.

Beyond product development, brands 
have another opportunity to lead by 
bringing consumers into stores. Run 
stores are in need of younger consumers 

and brands such as Under Armour, Puma 
and Nike have the resources and cache 
to draw in younger running consumers. 
Under Armour created the modern 
performance apparel business. Puma is 
crushing it in sneakerhead shops with 
a line built around the singer Rihanna. 
Young women are waiting on line before 
shops open to buy the shoes. It would be 
great if any brand can create that level of 
excitement for running stores.

Innovation Please 
Go into your closet and look at your 

favorite running shoes from five years 
ago and then 10 if you save them for 
that long. Now look at your current 
shoes. The design differences are most 
likely startling. Running shoes today are 
sleek and architectural in design, which 
makes them perfect not only for running 
but other fitness activities and casual 
use, too. Nike deserves a great deal of 
credit for this. While other brands were 

messing around with toning shoes, they 
were developing the next generation 
of running shoes. Nike’s innovation 
with Flyknit and other upper designs 
has changed the look of running shoes 
forever.  But what’s next? Innovation 
from Nike and other brands has slowed 
and Nike CEO Mark Parker admits 
the Swoosh will have to develop the 
next breakthrough product to achieve 
its ambitious growth targets. The same 
holds true for the running category in 
general. Innovation does not need to be 
focused strictly on product development. 
Innovation can be about customization, 
speed to market, and process. The big 
win will come if it is about all of these. 

Inventory Issues 
An invisible factor in the market 

right now is inventory. The running 
market has had to work through a ton 
of inventory over this past year. When 
Sports Authority and City Sports 
liquidated this year, consumers gobbled 
up lots of running shoes at bargain 
basement prices. Running Insight 
observed one runner who gobbled up 
four pairs of Saucony Guides for $50 
a pair. Based on that, this consumer 
will not buy shoes in a run store for at 
least a year. And there are most likely 
thousands of other runners who stocked 
up in a similar manner. The inventory 
from those stores has washed through 
the system. We don’t know what impact 
it will have on sales going forward, 
which increases the urgency on brands 
to create new innovative shoes and for 
retailers to make way for that product on 
their shelves. The great unknown factor 
is how much inventory is sitting in the 
stock rooms of retailers and how much 
inventory certain brands are dumping 
into closeout channels. The channel 
won’t really be able to start rolling until 
the inventory gets down to acceptable 
levels, which we estimate will be in 
Spring 2017, just around the time it starts 
getting warm out. n

The good news is that the 
running shoe silhouette 
is the most popular foot-
wear style on the planet.  
The bad news is that 
every retailer on the 
planet knows this and is  
carrying running shoes. 
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Reset on the Running Business (continued)

REINVENTION AT ITS FINEST. THE TRAILROC HAS 
UNDERGONE A COMPLETE REDESIGN AND IS NOW  
BACK IN INOV-8’S TRAIL RUNNING RANGE FOR AW17.  
MORE PROTECTION, MORE SUPPORT, MORE COMFORT.

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

GET A GRIP

INOV-8.COM



PRODUCT PREVIEW
  #TRE16

From running shoes and compression 
socks to treadmills and muscle balm (and 
everything in between), the 11th Annual 

The Running Event brings it all together 
Nov. 29 to Dec. 2 at Orlando’s Orange 
County Convention Center.

Here is a preview of some of the new 
products that will be showcased at the show.

Gadgets and Gear Make 

TRE the Best in Show.

By Nancy A. Ruhling

Ashmei Apparel

Stance Fusion Run Socks

Craft Active Intensity Baselayer
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TRE Product Preview (continued)

Skechers GORun 5

La Sportiva Akyra
Skechers GORun 5, $110, is a light, fast, neutral trainer 
with a Skechers GOknit upper that provides security 
while remaining breathable and comfortable. It features 
lightweight, responsive 5GEN cushioning; a lightweight and 
durable parametric web outsole for multi-surface traction;  
a mid-foot strike zone that promotes efficiency; a secure 
gore construction for a seamless fit; and an integrated inner 
support strap in the mid foot.

La Sportiva’s Akyra, $140, is a 9mm drop shoe with 
aggressive 5mm deep lugs combined with FriXion 
rubber and a Trail Bite heel for all-terrain traction and 
maximum grip. The Trail Rocker sole promotes natural 
outer heel-inner toe support during running, and the 
upper is secure fitting, comfortable and breathable 
thanks to the 3-Layer construction system.
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TRE Product Preview (continued)

Mizuno

Merrell’s Agility Peak Flex, $130, with 
FLEXconnect cushions, flexes and 
protects for agility on long runs and 
rugged terrain. It features a Hyperlock 
Heel for security during descents 
and sharp turns; dual directional flex 
grooves in the midsole for agility and 
stability; and sticky, skeleton-like 
rubber for superior traction.

Saucony Freedom ISO

Merrell

Agility Peak Flex

Mizuno’s Wave Sky, $149.99, is 
a maximum cushioned neutral 
trainer that features a new Mizuno 
SmoothRide evolution: maximum 
cloudwave technology and a full-
length U4icX articulated midsole. 
It also has a thicker and more 
anatomical sockliner.   

Wave Sky

Saucony’s Freedom ISO, $160, features 
the brand’s first full-length EVERUN 
midsole plus the EVERUN topsole that 
deliver more energy and continuous fluid 
cushioning with every stride.
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TRE Product Preview (continued)

Icebug Traction Footwear USA’s Oribi RB9X, $159.95, features 
a patented rubber compound that gives 30 percent more 
wet-weather traction than regular rubber and a tractor-tread 
design that gives a sure grip on any trail. The Oribi, which 
weighs in at only 230 grams, also has a Rock shield, a spring 
plate for healthier stride and stability and an upper made with 
non-water-absorbing materials with welded protection. 

Icebug

Topo Athletic

Oribi RB9X

Fli-Lyte 2

Topo Athletic’s Fli-Lyte 2, $100, offers a soft, highly 
responsive and flexible ride, making it suitable for a variety 
of distances and speeds. The foot-friendly shape allows 
the toes to spread and splay, and an updated upper mesh 
offers additional structure and durability without affecting 
weight or breathability. 

Lock Laces

Hickies 2.0 lacing 
system, $17.99, 
turns running shoes 
into custom slip-
ons. This latest 
version offers a 300 
percent increase in 
tensile strength, a 
more secure locking 
mechanism and 
streamlined design.

Laces

LOCK LACES, $7.99 for original road and 
$9.99 for reflective, can be trimmed to 
fit virtually any sneaker, and they provide 
comfort, support and stability that traditional 
laces cannot. The patented double eyelet 
lock is designed for easy adjustment.

Hickies

Lacing System
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TRE Product Preview (continued)
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TRE Product Preview (continued)

Balega

Crazy Crews

Balega

Its limited-edition Crazy Crew, 
$15, features non-constricting 
compression bands and extra 
deep heel pockets, providing 
a secure fit while eliminating 
pressure points and hot spots.

Feetures!

Silver Sock 

Elite Sunrise

Feetures! Limited Edition Elite Sunrise 
Collection socks, $15.99, feature the 
brand’s signature anatomical design with 
colors that seamlessly infuse performance 
with style. They are constructed with 
patent-pending Sock-Lock technology to 
provide targeted support. 

Balega’s Silver Sock, $15, is encapsulated 
in silver ions for lasting anti-bacterial 
properties and performance. 
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TRE Product Preview (continued)
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TRE Product Preview (continued)

Legend

Swiftwick

Darn Tough

Swiftwick’s Maxus, $12.99, is a 
relaxed compression sock with 
maximum cushion. With greater 
moisture wicking and venting than 
competitive high-cushion socks, it’s 
ideal for newer runners, long training 
runs, fitness classes, hours in the 
gym and daily active wear.

Legend’s graduated-compression running socks, 
$42.49, fit right – not tight – with a 15-20 mmHg 
moderate level of compression. They feature an 
open toe box for wiggle room, an arch clencher 
for arch support and preventing hot spots and 
terry cushion on the sole and achilles for comfort.

Farm to Feet

Maxus

Raleigh

Compression Sock

No-Show Tab

Farm to Feet’s Raleigh, $18 to 
$21, features the brand’s 3D 
Active Knit Technology that 
creates targeted venting and 
cushioning zones for superior 
performance and comfort. 
Designed for running and other 
sports, the Raleigh, available 
in low, quarter crew and crew 
heights, is knit on a 200-needle 
machine with 19.5 micron U.S. 
wool, making it a lightweight, 
low-profile sock.

Darn Tough Vermont’s 
No-Show Tab Ultra-light, $16, 
from the Vertex Running Series 
weighs in at only 13 grams 
per sock yet is big on comfort, 
durability and fit. Reinforced 
mesh provides superior wicking 
and breathability. An enhanced 
performance arch support 
ensures a precision fit with 
zero slipping and no blisters 
or bunching. It is available in 
merino and Coolmax.
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TRE Product Preview (continued)

FEATURING        BREATHABLE, WATERPROOF TECHNOLOGY

HYDROVENTURE
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TRE Product Preview (continued)

C3Fit

C3fit’s Arch Support Short Socks, $16, provide 
cross taping support and cushioning to secure 
arches in the proper position. They support 
the shock-absorbing function of arches and 
stabilize them to prevent posture imbalance.

Sunpolar Knee-High Socks

Sunpolar’s new knee-high socks provide three 
compressions to protect the correct area of 
the body during exercise. They enhance blood 
circulation and oxygen flow to increase athletic 
performance, allowing the runner to exercise longer 
and recover faster.

Arch Support Short Socks

Wrightsock’s Endurance, 
$15, is a lightly cushioned 
road/trail running sock that 
features a hidden terry 
cushion between two layers 
and double tab design that 
eliminates friction from the 
heel counter and tongue.

EnduranceWrightsock
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TRE Product Preview (continued)

THANK YOU FOR ALWAYS PUSHING US 
To Be Better.
#MOVEBETTERNATURALLY

SEE WHAT’S NEW FOR SPRING/SUMMER 2017
BOOTH #2119
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TRE Product Preview (continued)

EnduraFit Bamboo Boxer Briefs

Bella Run Short

2Undr Performance First Layer’s Power Shift, $33.95, is made 
of Coldskin thermal-reduction fabric created with feedback 
from professional athletes. The performance poly blend, which 
has a compression-like feel, provides support and is quick 
drying. It also has a Joey Pouch and Swass Patch.

EnduraFit’s Bamboo Boxer Briefs, $24.95, are a 
95 percent bamboo-viscose/5 percent spandex 
blend that is moisture-wicking, anti-microbial 
and anti-odor. The fabric is soft, the seams are 
flat-locked to prevent chafing, and the waistband 
stays put and doesn’t pinch.

Champion 
System’s women’s 
specific custom 
Bella Run Short 
has a 2.5-inch-
tall waistband 
for a high level 
of comfort and 
support, split sides 
that provide a 
flattering silhouette 
and a full range of 
motion and two 
pockets – one rear 
zipper and one 
front stash. 

2Undr Performance

Champion System

First Layer’s Power Shift

Rhone

Rhone’s Mako Run, $78, was inspired by 
the brand’s best-selling short but features a 
shortened 8.5-inch inseam that sits just above 
the knee and an added XT2 compression liner 
for premium performance. The shorts are 88 
percent nylon and 12 percent polyurethane; 
the lining is 77 percent polyester, 16 percent 
Spandex and 7 percent XT2.

Mako Run Short
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TRE Product Preview (continued)

Photo: Greg Mionske

RUN  
NO MATTER 
WHAT
Every day. Any weather. No excuses.



TRE Product Preview (continued)

Just L
ive

BloqUV Sun Protective Lifestyle

Just Live’s 2016 activewear collection, $36 to $92, is made of YOLON fabric that is equally at 
home in and out of the water. The compression apparel is anti-microbial and sun-blocking.

Junk Brands 

BloqUV, a sun-protective lifestyle brand, creates 
tops and bottoms, shorties and skirts, hoodie 
jackets and hoodie dresses for $60 to $104 that 
block 98 percent of the sun’s rays. Moisture-wicking 
and quick-drying, the apparel works for a variety of 
sports, including running, golf, tennis, swimming, 
paddle boarding, hiking and biking. Since UV 
chemicals are not added to the fabrics, the UV 
protection does not wash away with launderings. 

Junk Brands’ Big Bang Lite Headband, 
$15.99, is a lightweight one-size-fits-most. 
Made of 89 percent polyester and 11 percent 
spandex, it feels soft and cool against the 
skin. Machine washable and odor-resistant, 
it has a wicking finish to help pull sweat away 
from the skin and dry quickly.

Big Bang Lite Headband
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VISIT US AT BOOTH #1927 AND ASK ABOUT OUR SHOW SPECIAL

Contact Kalei Pianetta: kpianetta@caleres.com 314.854.2959
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TRE Product Preview (continued)

2XU

Ashmei

361 Degrees Qu!k Shield Jacket

Power Recovery Tights

Ashmei, the high-end British athletic apparel brand, is debuting 
in the United States with a 30-piece head-to-toe collection of 
waterproofs, mid-layers, base layers, shorts and accessories for 
men and women that retails for $22 to $375. The winner of several 
European industry awards, the apparel is made of super-fine 
merino and comes in four colorways. 

361 Degrees’ Qu!k Shield Jacket, $130, is a breathable 
and waterproof performance piece with 361-Element Blok 
fabric and construction. Part of a new apparel line that’s 
full of “Bright Lights” and inspired by streetwear design, 
it heads a “soft and hard” collection for those making an 
active lifestyle choice. 

2XU North America’s Power Recovery Tights, $139.95, feature 
reinforcement rings that provide graduated compression. Over-
the-foot compression kick-starts the blood return to the heart for 
even faster recovery of sore muscles. The new power waistband is 
comfortable and offers a precise hold. The gear meets international 
CE/ISO standards, including ISO 13485 for medical-grade products. 
2XU compression fabric is scientifically engineered to offer light, 
powerful and flexible compression. 
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Our mission is  to enhance the active experience through the innovation 
of  original  fabrics. We have created a unique category in apparel, the 
Performance Lifestyle. Performance l i festyle apparel  gives people the 
freedom to pursue the adventure of  l i fe, whatever or  wherever that 

adventure may be. Experience the difference in our fabrics.
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TRE Product Preview (continued)

Headsweats’ retro-fitted Pom-Pom Beanie, 
$25, is made of the proprietary technical fabric 
Eventure, which keeps the head warm to 
start a run and wicks  moisture as the body 
temperature increases, keeping the athlete 
comfortable all during the activity.

CW-X’s StabilyX Ventilator 3/4-length Tights, 
$100, feature EXO-WEB support for the hips, 
core, quadriceps, hamstrings and knees, with 
large Stretch Mesh panels over the quadriceps 
for efficient cooling. The Ventilator panels help 
reduce fatigue from overheated muscles, 
while the Coolmax/Lycra base material wicks 
moisture from the skin to further cool the body.

The Maximus

CW-X StabilyX Tights

BOCO

Errea Sport

Errea Sport’s unique 
Active Tense patented 
technology for its 
collection of shorts, 
$115, tights, $129, 
short-sleeve tops, 
$145, and long-sleeve 
tops, $149, features 
a  biomechanically 
placed taping system 
that supports the core 
without restrictions and 
delivers a balanced active 
and passive stabilization 
effect on joints and 
muscles while improving 
posture and increasing 
muscle stability.

Running Hat

BOCO Gear’s Technical Running Trucker, 
$25, is a combination of the trademarked 
Technical Trucker and the Elite run hats. 
Made of wicking woven material, its front 
panels have a soft stiffener to keep the 
shape like a trucker hat.  The back panels 
are made with a lightweight wicking woven 
material that is laser cut for more ventilation.  
The updated pliable flat bill can also be worn 
curved. The hat also features an adjustable 
velcro back closer and can be embroidered.   

Headsweats

Retro Beanie

Craft Sportswear’s Active 
Intensity Baselayer, $50, 
is made of 100 percent 
polyester elastic fabric 
that is body-mapped 
for optimal temperature 
management. Its 
seamless design gives 
freedom of movement, 
and its flatlock seams 
follow body movements.

BaselayerCraft Sportswear
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The new MBT GT 17 isn't just a running shoe. It's a running 
revolution. The tri-density, rocker sole enables you to 
transition for heel to midfoot and toe off efficiently. It 
provides cushioning and protection with the Pivot Strike, 
promoting a natural gait with every stride.

MBT. THE FUTURE OF RUNNING.

www.mbtrunning.com
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Compression Leg Sleeves

Shin Splint Sleeve
RK-1 Brace
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BV Sport’s 
Booster Elite 
calf sleeves, 
$79.90, 
feature three 
pressure zones 
for selective 
compression. 
They are made 
in France.

Zensah 

NetVirta’s CurveCapture is a mobile app that 
makes a 3-D model of the foot at medical-
grade accuracy (+-0.5mm) within a minute. 
Using the 3-D model, the brand can run 
simulations to suggest the best fitting shoe 
or accurately extract measurements from 
several areas of the foot. 

McDavid’s Runners’ Therapy 
Shin Splint Sleeve, $34.99, offers 
therapeutic relief from moderate 
shin splint pain with increased 
muscle support. The dual-
compression anatomical design, 
which is comfortable, lightweight and 
breathable, provides enhanced pain 
relief and support. Contoured and 
adjustable support pads that target 
the shin provide healing pressure. 

Zamst’s RK-1 biomechanical brace, $59.99, 
corrects issues causing IT band syndrome. 
Its dual-density pad anchors the spiral strap 
below the knee and keeps the lower leg from 
rotating internally while maintaining proper 
alignment. Resin stays increase proprioception 
to keep the leg in a neutral position while the 
ROM-Tech butterfly-shape pattern on the 
backside assists in knee flexion and extension. 
The a-Fit technology allows an anatomically 
correct fit. The Flyweight design provides an 
ultra-thin, lightweight material for comfort, 
and the V-Tech flow-through design allows 
ventilation while in motion.

Zensah’s Featherweight 
Compression Leg Sleeves, 
$39.99, offer seamless 
graduated compression yet 
are 35 percent lighter than 
previous products. They 
provide targeted ribbing 
for muscle support and are 
left- and right-specific.
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TRE Product Preview (continued)

Woodway’s 4front slat-belt treadmill, $10,650, 
features a 22-inch by 68-inch running surface that 
is softer and offers more shock absorption than 
its traditional competitors. It has several display 
options, including touch screens, TV monitors and 
display boards with built-in workouts. 

Woodway

Zero Runner

Tiger Tail

TriggerPoint

Slat-belt Treadmill

ZR800

Foam Roller Curve Ball

Zero Runner’s ZR8000, starting at $8,399, delivers the 
benefits of walking, jogging or running without excessive 
stress on the body. Independent hip and knee joints 
let exercisers customize their natural running motion 
while eliminating repetitive impact. And stride-tracing 
technology allows users to monitor and adjust their form. 

Tiger Tail USA’s Curve Ball, $24.95, is a stationary foam roller 
whose curved massage surface provides targeted muscle-pain 
relief, while its grippy flat base provides sustained stationary 
traction, which helps hips, glutes, back, shoulders and other 
muscle groups. Position it on the floor or wall, use body weight as 
leverage and let it do the work. 

TriggerPoint’s MB2 Roller, $24.99, provides 
targeted relief to unlock tight muscles in the neck 
and back. Designed with two settings, the MB2 
can be locked for use on smaller muscles attached 
to the spine or extended to target larger muscles 
of the back. It is lightweight, compact and durable.

MB2 Roller
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TRE Product Preview (continued)

Knuckle Lights: 
Rechargeable, $59.99, is 
worn on the front of the 
hands to see and be seen 
during nighttime runs.  The 
two units, a combined 
280 lumens, connect 
magnetically, and the 
charging dock assures they 
are always ready.  

Knuckle Lights

Amphipod’s Xinglet Pocket Plus, $40, 
allows wearers to create videos on 
the go via iPhone 6/7S Plus. The large 
front-facing phone-holding pocket has 
bright 360-degree reflectivity and is 
available in two colors.

Polar

Amphipod

Wearsafe Lab 

Sabre

M200 Running Watch

Pocket Plus

Wearable Alert Tag

Personal Alarm

Polar’s M200, $149, is a waterproof GPS 
running watch equipped with proprietary wrist-
based heart-rate technology, 24/7 activity, 
sleep tracking and interchangeable color 
wristbands. 

Sabre’s Runner Personal Alarm, $19.99, 
shouts out 130 decibels from up to 1,000 
feet away to scare off attackers. Weather-
resistant, it is adjustable, reflective, 
battery-operated and easy to activate.

Wearsafe Lab’s Tag, $30 for 
product and six months of 
service, turns on your phone 
with the press of a wearable 
button to alert family and 
friends of an emergency. It 
sends them an audio feed 
and current location and 
starts a live-group chat 
so they can coordinate a 
response or call 911.
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TRE Product Preview (continued)

Scosche 

Lumo

ChronoTrack

SHFT

Rhythm+ Heart Rate Monitor

Running Sensor

Pro 2 Controller

Run Right Wearable

Lumo Bodytech’s Lumo 
Run, $99.99, is a small 
sensor that clips onto pants 
and tracks a runner’s body 
movements to provide a 
guide to proper form. The 
sensor sends the metrics 
to the runner’s smartphone, 
providing real-time and 
actionable feedback on 
cadence, bounce, ground 
contact time, braking, pelvic 
rotation and pelvic drop.

Scosche’s Rhythm+ Armband Heart Rate Monitor, 
$79.99, attaches to the forearm instead of the chest for 
wireless communication with fitness apps, smartphones 
or tablets. It optically measures blood flow and body 
movement and simultaneously transmits heart rate 
to ANT+ and Bluetooth Smart-enabled devices. It’s 
waterproof and battery operated. 

SHFT’s Run Right, $199, is an Advanced Virtual Running Coach 
with watt measurement and real-time coaching as the foundation 
for the new wearable segment called Running Training Technology. 

ChronoTrack’s Pro 2 Controller hardware and new, 
Linux-based software, $7,995, transfer timing data 
seamlessly to the local server or cloud. It’s built on a 
modular platform, making it easy for timers to add new 
technology or make fixes and updates in the field. It 
has ports for add-on devices.  
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SPIbelt’s Perfectly Paisley Limited 
Edition Large Pocket SPIbelt, 
$22.99, expands to hold larger 
smartphones, including the 
iPhone7 Plus and the 
Galaxy Note 5. It keeps 
exercise accessories, 
headphones, keys, 
ID and credit cards 
safe, secure and 
close at hand. 

Bondi Band’s armband, $20, has two layers: 
The inside one is a gripping matrix that stays in 
place, and the outer one wicks moisture to keep 
the wearer cool and dry. The brand’s headbands, 
armbands and neck gaiters are made in the USA. 
Custom products are available.

Sweaty Bands’ BE Powerful, $24 to $26, a 
polyester/spandex blend that’s lined in velvet, 
features MAXDRI moisture-management 
technology and the anti-microbial treatment 
MICROBLOK. Available in several styles and 
solids, it is made in the USA.

Saaka Ankle Bands, $23.99, are 
absorbent, comfortable and adjustable 
bands worn at the ankles to prevent 
the flow of sweat into shoes. The outer 
fabric features MAXDRI moisture-
management technology and a 
MicroBlok antimicrobial finish, and 
the inner fabric is Viscose made from 
bamboo. A Velcro closure ensures a 
perfect fit.

Sweet Athlete’s Cradlr, $14.99, 
is a comfortable, versatile unisex 
armband for the smartphone. It’s 
made of moisture-wicking fabric and is 
washable. It also can be used to store 
other on-the-run essentials.

Sweaty Bands BE Powerful

Cradlr Armband

Bondi Band Armband

Saaka Ankle Bands
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TRE Product Preview (continued)

FuelBelt’s Hand 
Helds, $14.99, 
offer the option 
to run with 
“only what you 
need.” The Hand 
Helds feature 
a lightweight, 
ergonomic 
comfort grip 
design and 3-in-1 
pockets for on-
the-run storage. 
Dishwasher safe 
and BPA free. 

Nathan’s men’s VaporKrar and women’s VaporHowe 4L Race Vests, $150, are ultra-light, minimalist, breathable, body-mapped 
hydration packs. They include two 12-ounce ExoShot soft flasks with extended sipping tubes and have storage and stash 
compartments that are compatible with the new 1.5L Vapor bladder. 
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FuelBelt Hand Helds

Power your next shoe with OrthoLite insoles—the secret to superior performance.  
Our game-changing X40 High Rebound foam formulation boosts the  elasticity  
rating to over 40%, making it the only insole choice for shoes used in high  
impact activities.

ortholite.com
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Power your next shoe with OrthoLite insoles—the secret to superior performance.  
Our game-changing X40 High Rebound foam formulation boosts the  elasticity  
rating to over 40%, making it the only insole choice for shoes used in high  
impact activities.

ortholite.com
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deFUNKit Active 
Wash, $11.49 
for 22 loads, is a 
high-performance 
detergent designed 
by green chemists 
to eliminate the 
baked-in persistent 
odor common 
in synthetic 
sportswear. Safe 
for all fabrics, 
including tech and 
wicking garments, 
it uses advanced 
technology to 
gently remove the 
sources of odor at 
the molecular level. 

Rocket Pure

Hyland’s

SmellWell

deFUNKit

SmellWell, $9.95, does what the name says: It makes 
shoes and sporting equipment smell well 24/7 for four 
months. Moisture-absorbing and odor-eliminating, 
it prevents bacterial growth and contains all-natural 
minerals and components, conforming to the European 
Union’s REACH regulations. From Sweden, it’s new to 
the U.S. market.

Rocket Pure’s new Natural Cooling Muscle 
Balm, $19.99, is the only natural muscle balm 
on the market that is targeted to athletes. Made 
of more than a dozen therapeutic ingredients, 
including menthol, peppermint oil, goldenseal, 
spearmint oil and eucalyptus oil, it soothes sore, 
tired muscles or preps them for the next activity. 

Hyland’s Leg 
Cramps, $5.99 
for a package of 
50, stimulates the 
body’s natural 
healing powers 
to stop pain 
and cramping 
in the joints, 
legs and feet. 
The dissolvable 
tablets, made 
of all-natural 
ingredients 
(no aspirin, 
Acetaminophen, 
Ibuprofen or 
Naproxen), are 
non-habit forming, 
easy to carry 
and light on the 
stomach. 

Cooling Muscle Balm

Leg Cramps

Moisuture Absorbing

Active Wash

50    runninginsight.com              © 2016 Formula4media LLC.



TRE Product Preview (continued)

 

To learn more on how to partner, email infousa@2XU.com
or visit us at THE RUNNING EVENT 2016 • BOOTH #3007

For details visit  
2XU.COM/US/GUARANTEE

RETAIL 
PERFORMANCE 
MULTIPLIED.

DOLLAR SALES GROWTH 
APPAREL, SOCKS & SLEEVES 
COMPRESSION CATEGORY 

SALES GROWTH IN COMPRESSION 
SOCKS AND SLEEVES
(IN ABSOLUTE DOLLAR SALES)

MARGIN TO THE DEALER

INCREASE IN UNIT SALES

51%
113%
130%
50%+

IN COMPRESSION SOCKS AND SLEEVES

ACROSS TOTAL 2XU SALES 

2XU – THE MOST COMPREHENSIVE OFFERING 
IN THE COMPRESSION CATEGORY.

Source:  The NPD Group, Inc. / Retail Tracking Service, Run Specialty Channel, January-August 2016
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Tailwind

Saxx

Soffe Active
Drink Mix

Kinetic Run Short

Ranger Panty

Tailwind Nutrition’s 
Green Tea Buzz and 
Tropical Buzz, $16.05 
for a 7-pack and 
$28.20 for a 12-pack, 
caffeinated endurance 
drink mixes provide 
rapid and sustained 
energy without 
upsetting the stomach, 
replenish electrolytes 
at the same proportion 
in which they are 
sweat out and have 
a mild subtle flavor. 
Made with Non-GMO 
ingredients, they are 
gluten free, vegan, 
contain no soy or dairy 
and  are made in the 
USA. 

Hammer Nutrition’s Fully Charged Pre-Workout, $34.95, 
delivers performance-enhancing benefits without any 
unpleasant overly wired effect. It contains taurine, beta-alanine, 
L-carnitine fumarate, Spectra (a mix of 29 vegetables and 
fruits), green tea extract, elevATP, beet juice powder, tyrosine 
and tart cherry extract. 

Soffe Active’s Ranger Panty, $14.99, is a performance 
short that works from water to land. Virtually weightless, 
quick-dry material keeps the wearer cool and dry.  

Saxx’s Kinetic Run Short, $74.95, is designed to prevent 
chaffing. When Saxx heard guys were cutting the 
liners out of their shorts and replacing them with Saxx 
underwear, they knew they could offer up something 
better. Saxx took their stretch micro-mesh Kinetic Boxer 
Brief and integrated it into a lightweight stretch woven 
short for a more streamlined fit and way-better liner 
performance. Male runners will rejoice after testing them. 
Saxx has already had great results from their in-depth 
testing program. Available January 2017.  

Hammer Nutrition Fully Charged

52    runninginsight.com              © 2016 Formula4media LLC.



TRE Product Preview (continued)

R16_Running_Event_Daily_AD_M1.indd   1 11/14/16   5:00 PM



Sunshine State Standouts
For running market brands, Florida is a perfect place to call home. 

By Jennifer Ernst Beaudry

G reat weather, 
fantastic facilities 
and great 
accessibility from 

all over the country (and the 
world) made Florida the easy 
choice for The Running Event 
this year in Orlando. And the 
same factors, plus a vibrant and 
diverse community and a built-
in market of active and avid 
consumers, have made Florida 
a hub for both established 
and emerging new brands. 
From apparel to accessories to 
hydration and more, Florida-
based firms tap their experience 
in the Sunshine State to inspire 
their lines and bring their hard-
won experience to the market. 
You might even call Florida “the 
state of running.” Here, Running 
Insight checks in with some of 
the many brands with home state 
advantage at TRE.

ZENSAH
For Miami-based Zensah, 

there’s only one real disad-
vantage to being based 
in Florida. “Sometimes we 
forget that people have sea-
sons,” says Alberto Benar-
roch, sales and marketing 
director. “So you do overlook 
sometimes, ‘hey, it’s the fall 
we should be pushing fall col-
ors.’ It’s not as evident when 
you live in Miami. What we 
experience here is not indica-
tive of the rest of country.” 

But for the company, 
founded in 2004, its location 
in Miami is almost over-

whelmingly positive. 
It’s a critical advantage in 

dealing with the international 
market: Flights are plentiful, 
shipping to most parts of the 
U.S. is fast, and they can eas-
ily speak Spanish with their 
Latin American partners.

“Here in the office we have 
so much diversity —I’m from 
Venezuela, a designer is from 
Columbia, we have people 
from Germany, Puerto Rico, 
Sri Lanka and Israel. Every-
body brings a lot to the table, 
and that really does help with 
innovation,” he says. “And 
it’s not uncommon to see that 

here in South Florida.” 
At The Running Event, 

Zensah will be showing new 
products, including an im-
proved plantar fasciitis sleeve 
and the new highly wicking 
Grit trail running sock which 
blends merino wool and 
polypropelene and will retail 
for $14.99 for the ankle cut 
and $16.99 for the crew ver-
sion. It will also be showing 
a redesigned Featherweight 
right- and left-specific seam-
less compression leg sleeve 
that will retail for $39.99. But 
the biggest inspiration,  
Benarroch says, is the local 

Florida community. 
It’s an active running 

market with super-strong 
retail partners and grow-
ing opportunities in other 
athletic fields. “It’s not 
just a running community 
—we’re getting involved 
in local tennis tournaments 
and Crossfit events,” he 
says. And critically, he 
added, it’s a magnet for ath-
letes from around the world 
to train and vacation.” 

“Miami is a beautiful 
place,” he says. “You don’t 
have to convince anyone to 
come down here.”

Zensah athlete Kara Goucher.
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Sunshine State Standouts (continued)

ARMPOCKET 
Cooper City, FL  
Founded: 2006 
Signature Products: A collection of 
sports armbands designed to carry a 

variety of phones and other  
small items.  
Sunshine State Advantage:  
“The Sunshine State is hot and 
humid with an average of 65 
inches of annual tropical rainfall 
which demands innovative designs 

and unique moisture-mitigating 
and durability features. South 

Florida presents the harshest and most 
challenging testing environment for any 
electronic device carrying solution.”  

—Mark Morgan, co-founder

BARR DISPLAY 
Orlando, FL 
Founded: 1946 
Signature product: The Luna System, 
commercial grade merchandising 
fixtures for the retail floor and wall 
space at affordable prices. 
Sunshine State Advantage: Being 
in central Florida, the company has 
access to the largest convention center  
in the United  States which gives it  

the ability to reach customers nationwide 
during their specific industry  
trade shows.

BLOQUV 
Miami 
Founded: 2009 
Signature product: The $60 BloqUV 
Crop Top, which has a UPF 50-plus 
rating and works on its own or as a 
layering piece.  
Sunshine State Advantage: “We are 
an outdoor state and our merchandise 
can be used for multiple popular Florida 
activities like tennis, golf, running, surf, 
paddle boarding, swimming, walking  
and biking. And Florida is our No. 1 
market —goods get to our end  
customers in a day.”  
—Corina Biton, president 

The Luna System by Barr
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STAY IN 
   THE RACE 

SUPPORT YOUR BODY
   with Sports Line Products

• 3D Airknit Technology for lightweight, 
breathable support

• Added gripping zones for secure fi t 
during rigorous activity

• Medical-grade compression for increased oxygen 
transfer and maximum muscle performance

The Result: Better endurance,
less fatigue and faster recovery times

BAUERFEIND.COM

Sports Ankle
Support

Sports Ankle
Support

Sports Ankle
Support

Sports Knee 
Support

Worlds fastest marathon twins 
Anna & Lisa Hahner 

Sports Knee 
SupportSupport
Sports Knee 
Support



Sunshine State Standouts (continued)

FITLETIC 
Hallandale Beach, FL 
Founded: 2008 
Signature product: Ergonomic 
athletic belts designed to carry 
phones, small personal items, 
fuel and hydration.  

Sunshine State Advantage: 
Year-round running weather and 

outdoor activities, and a diverse 
culture reflecting the state’s proximity 

to Central and South America and short 
distance to Florida.

HAVE THE DRIVE 
Saint Petersburg, FL  
Founded: 2012 
Signature product: Emergency ID 
wristbands 
Sunshine State Advantage: “It’s sunny 
year-round so people are always active 
—but Florida has the highest fatality 
rate for runners and cyclists in the 
country. Florida is one of the top states 
for identity theft in the country. Your 
personal information is located inside our 
wristbands to protect your identity from 
strangers seeing it.”  
—Michael Baum, founder

JOX SOX 
Deerfield Beach, FL 
Founded: 2003 
Signature product: Jox Sox Ultra Series 
socks with micro mesh instep wrap, 
cooling channels and impact padding. 
Sunshine State Advantage: A large, 
year-round customer base of outdoor 
active athletes and “low taxes, large 
labor pool and easy international access, 

particularly to South America.”  
—Pete Antonacci, director of sales 

Jox Sox Ultra Series socks

Fitletic Sports Hydration belt
E

m
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A more perfect system of comfort and fit is created when you design 
the world’s most innovative underwear and seamlessly integrate them 
into a performance short. Featuring SAXX’s BallPark Pouch™.

Free to Move

Come see us at booth #2213

https://www.saxxunderwear.com/us/


JUST LIVE 
Hallandale Beach, FL 
Founded: 2011 
Signature product: Compression 
leggings for women and youth 
with the brand’s proprietary 
breathable, quick-drying Yolon 
fabric 
Sunshine State Advantage: 
“Living next to the ocean —
Yolon fabric was originally 
developed for Stand Up Paddle 
Board yoga.”  
—Jared Lerner, CEO
 
MY SOXY FEET 
Lake Mary, FL  
Founded: 2012 
Signature product: Mismatched 
performance socks featuring 
fun designs and inspirational 
messages. 
Sunshine State Advantage: 
“Floridians love bright colors 
and appreciate good quality and 
moisture-wicking fabrics. Living 
and operating our company in 
the Sunshine State gives us the 
chance to enjoy being a part of 
a diverse, close-knit community 
of energetic and enthusiastic 
individuals who love to get out 
and get fit!”  
—Melissa Corp, founder & CEO
 
RUN/SUP 
Santa Rosa Beach, FL 
Founded: 2013 
Signature product: The RUN/
SUP workout program and RS-F 
Inflatable Stand Up Paddleboard 
Sunshine State Advantage: “We 
are fortunate to be headquartered 
in a quintessential Florida resort 
community and are able to test our 
product and programs to a wide 
variety of customers visiting from 
around the country and world!”  
—Tom Losee, founder 

Sunshine State Standouts (continued)
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SAAKA 
Sarasota, FL, Founded: 2013 

Signature Product: High-
performance sport headbands, 
wristbands and more made in 
Florida with an inner bamboo 

viscose layer to absorb sweat 
and shield from the sun. 

Sunshine State 
Advantage: “What’s 
great about southwest 
Florida is that a year or 
so ago on the national 
news, we were named 
the hottest place in 
America based on 

temperature, humidity 
and dew points. And this 
little community, we are 
totally into sports of all 
kinds. We’re sweating 12 
months of the year, too.”  
—Gary Wider, founder

THE 
RUNNERSTICKERS  
Kissimmee, FL  
Founded: 2011 
Signature product: 
Running stickers and 
magnets for all distances 
from 5ks to 100-milers. 

Sunshine State 
Advantage: “So many 

different running events 
here in Florida gives us many 

opportunities to meet new and  
old runners.”  

—Doug Vogel, owner/founder

TLF  
Boca Raton, FL, Founded: 2012 

Signature product: Performance 
athletic apparel with a unique mix of 
styling, prints and colors.  
Sunshine State Advantage: The 
diversity and style of South Florida’s 
melting pot is an inspiration for TLF’s 
design team. 

Sunshine State Standouts (continued)

Sticker by the Runnerstickers
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Sunshine State Standouts (continued)

3D ACTIVE KNIT
TECHNOLOGY™

PERF     RM
T H E  U LT I M AT E  I N  F I T  A N D  C O M F O R T

www.farmtofeet.com

 NEW FOR SUMMER 2017
 Raleigh - Sport Sock
FEATURING 3D ACTIVE KNIT TECHNOLOGY

 MULTI-MESH VENTILATION
 Targeted ventilation channels to maximize 
 air flow around the foot.

 SCULPTED CUSHIONING
 Distinct patterning engineered to enhance
 ventilation and comfort on top & bottom of foot.

 COMFORT COMPRESSION
 Provides all day comfort and
 reduces foot fatigue.

 SEAMLESS TOE CLOSURE 
 Reduces bulking in the toe box to 
 minimize blister formation.

Available in Mens & Womens colors in low, 1/4, & crew

 US  MATERIALS
 US  MANUFACTURING 
 US  WORKERS

Visit us at The Running Event 
BOOTH 3311



TU PERFORM 
Largo, FL  
Founded: 2016 
Signature product: TU FLO 
+ ELIXR Hydration Kit 

Sunshine State Advantage: 
“The Florida climate allows for 
our audience to train and use our 
products year-round. And being 

able to take advantage of the great 
trails, scenery and events offered by 
the Sunshine State are the best parts 
of being a Florida-based business.”  
—Nicole Crisp, marketing manager

TURTLE TOWEL  
Vero Beach, FL 

Founded: 2015 
Signature Product: Waterproof, 

sweat-proof car seat covers in more than 
30 colors and patterns.  
Sunshine State Advantage: “Being 
in Florida is great for us because our 
product is a necessity with the active, 
sweaty, water-bound athletes [working 
out] year round.”  
—Jeff McFarland, founder

UFM Underwear for Men 
Jacksonville, FL  
Founded: 2013 
Signature Product: Men’s 
underwear with a patent-pending 
adjustable pouch for more support 
and a custom fit. 
Sunshine State Advantage: 
“Because of the weather in Florida, 
we immediately realized there was 
a need for UFMs in everyday wear. 
Also, our state has a wide range 
of markets: from the college-age 
demographic to the retired guy, we 
see it all. Exposure to all types of 
people with a full range of needs, 
including medical considerations, 
challenges us to create a better 
product. We believe the population 
of Florida is a microcosm of the 
population of the United States.”  
—John Polidan, CEO

Sunshine State Standouts (continued)

UFM men’s underwear
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Waterproof, 
sweat-proof car 
seat covers by 
Turtle Towel
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Sunshine State Standouts (continued)

FEATHERWEIGHT
 LEG SLEEVES

®

Graduated compression

35% lighter than other sleeves

Chevron ribbing for shin pain

Unparalleled comfort

Discover the newest 
compression sleeves at

           TRE

FEATHERWEIGHT
 LEG SLEEVES LEG SLEEVES

®

Graduated compression

35% lighter than other sleeves

Chevron ribbing for shin pain

Unparalleled comfort

Discover the newest Discover the newest 
compression sleeves atcompression sleeves at

          T          T          RERERERERE          RE          RERE          RE          RERE

Get your sample at booth #2000
305 935 4619            I            customer@zensah.com          I         www.zensah.com



A Private Label Primer

By Daniel P. Smith

A mid the traditional running apparel that blankets the showroom floor at the Run-
ner’s Depot – ASICS, Brooks, Saucony and the like – sit capris, shorts and a 
racerback tank donning the Runner’s Depot name.

Since mid-2016, Runner’s Depot owner Renee Grant’s five-store, South 
Florida-based chain has been selling its own private-label gear, a move to heighten the 
brand’s marketplace standing, offer customers exclusive product and fuel profitability.

“It’s something specific and unique that gives us a third dimension,” Grant says of the 
Runner’s Depot apparel. 

For years, running stores have been tossing their names, logos and slogans on everything 
from the standard cotton t-shirt to high-end technical apparel from major manufacturers. 
Amidst the run specialty channel’s stagnant sales figures and the ever-accelerating ubiquity 
of mainstream fitness apparel, however, solutions-oriented running retailers have increas-
ingly investigated a more margin-friendly – albeit riskier – play to drive branding and 
promote exclusivity: private-label gear. 

From socks and shorts to hats and yoga pants, running retailers seem more intrigued than 
ever by the possibilities of private-label gear to jumpstart sales and curry favor with custom-
ers – though success in the private-label game is far from a given.

Solutions-oriented 
running retailers 
have increasingly 
investigated a more 
margin-friendly – 
albeit riskier – play 
to drive branding and 
promote exclusivity: 
private-label gear. 
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The Benefits
With private-label gear, a 

running store sources goods from 
a third-party and inserts its own 
name or logo onto the unbranded 
product. This provides a running 
shop “exclusive” gear not readily 
available down the street. 

“A real problem in retail today is 
the sameness of everybody. If you 
have something different, you give 
customers a reason to shop with 
you,” says Ron Menconi, a former 
executive with the G.I. Joe’s retail 
chain and current president of 
Menconi Consulting, which works 
in the sports and outdoor industries 
at retail and wholesale.

Just Live founder Jared Lerner 
offers private-label opportunities 
to yoga studios, gyms and run 
specialty shops, including Runner’s 
Depot. Partners select their 
preferred goods from the existing 
Just Live catalog and can then 
brand the product with their name 
or logo. Lerner touts private-label 
product as a way for independent 
retailers to counter online shopping 
and spotlight their store as a 
community pillar.

“It’s about making an investment 
in building your name and shows 
you’re not like everyone else 
around,” Lerner says.

Potentially hearty margins, 
however, remain private-label 
gear’s biggest appeal. Whereas 
gross margins on traditional 
apparel sit in the 50 percent range, 
the margins on private-label goods 
can run as high as 70, even  
80, percent.

“When done right, private-
label gear can be very profitable,” 
Menconi says, adding that retailers 
also eliminate any concerns about a 
competitor undercutting on price.

In her initial, admittedly 

calculated trial with private-label 
gear at the Runner’s Depot, Grant 
says the margins sit in line with 
traditional apparel. If she increased 
her quantities, however, the 
margins would swell.

“That’s where the economies of 
scale really come into play,” 
she says.

The Drawbacks and Risks
To be certain, gaining private 

label’s perks arrive with risk, much 
of which falls on the retailer’s 
shoulders. Often with private-label 
goods, a retailer is tasked to pay 
upfront and minimums can range 
from 100, which in itself can be 
daunting to an independent shop, 
to a few thousand. Retailers also 
inherit the sole responsibility of 
marketing the products.

“The risk is always in bringing 
in too much, taking a bigger bite 
than you can swallow and tying up 
inventory and dollars in products 
that aren’t turning,” Menconi says. 
“If you buy from a brand and get 
long on something, you can cancel 
orders. With private-label gear, it’s 
on you.”

While retailers might turn to a 
company like Just Live for product 
or unbranded apparel aggregator 
sites like alphabroder, Fitness Wear 
Direct or Euphoric Colors, Matt 
Rosetti, founder of the Brooklyn 
Running Company in New York, 
says there’s always the danger of 
sourcing lackluster goods.

“And that’s not a good thing if 
you’re championing the product 
as something of high quality,” 
says Rosetti, who has limited his 
private-label goods to lifestyle 
pieces rather than performance 
products given the quality gap he 
has observed between the  
two categories.

A Private Label Primer (continued)
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A Private Label Primer (continued)

LA POINTIQUE INT'L LTD.
sales@lp-support-usa.com   
1-800-979-1932

For more informationFollow us is a registered trademark of LA POINTIQUE INT' L LTD.©2016

www.LP-support.com

•Superior comfort
•Optimizing physical 
 condition

•Maximizes wearer comfort
•Minimizes air resistance

•Challenges limits
•Increases physical 
  command

•Prevents sports injuries
•Strengthens mental perception
•Extends exercise time 
•Maintains a state of readiness

•Challenges limits
•Increases physical 
  command

Prevents sports injuries
Strengthens mental perception
Extends exercise time 

 CLIMATE 
CONTROL  SEAMLESS

 TARGET 
COMPRESSION 

SYSTEM

GENERAL 
COMPRESSION



A Private Label Primer (continued)

Before jumping into the  
private-label pool

Before committing to a private-
label program, it’s important 
retailers understand their 
demographic and objectively assess 
if such products  
are likely to resonate with their 
customer base.

“Private labeling will fail if 
you don’t understand what your 
customers want,” Lerner says. “Get 
samples and ask customers what 
they think.”

Grant, for example, distributed 
some of her first private-label pieces 
to area influencers like personal 
trainers and gym owners, a strategy 
to generate buzz, but also collect 
feedback.

Menconi, meanwhile, suggests 
retailers earnestly reflect on 
their primary motivating factor 
for private labeling: is it to have 
exclusive product or to have greater 
margin?

“If you just want exclusive 
product, then maybe you work with 
a current partner to do something 
like that with a little less margin,” 
Menconi says.

Some major brands, for instance, 
have created signature, small-batch 
footwear and apparel for retailers.

If, on the other hand, retailers 
want to make 70 points, not 50, on 
margin, then Menconi says they 
need to be prepared to order in 
large quantities from an existing 
private-label provider or directly 
source product, an arduous task 
that often includes everything from 
securing samples and packaging to 
defining styles and discerning total 
landed cost.

“Whatever route retailers go with 
private-label goods, they really need 
to ask themselves if they have  
the resources to put into this,”  
Menconi says n

Becoming the Manufacturer: Run BK Apparel

A
s a running store owner, Matt Rosetti understands and 
empathizes with the unique pain points his fellow operators feel 
throughout the run specialty channel.

This coupled with a belief that the men’s running apparel 
market in particular suffers from a limited brand offering, spurred Rosetti 
and his team at the Brooklyn Running Company to launch Run BK Apparel. 
The upstart manufacturer of men’s running gear debuted its first pieces 
– the WillyB Short, the Arches Tee and Achilles Sock – in 2016 to a select 
handful of stores and will soon be adding a track pant, pullover, hat and 
singlet to its offering.

“We partnered with the Villency Design Group in New York City to create 
product that blurs the line between fashion and functional performance,” 
Rosetti says. “The pieces capture the essence of an urban running lifestyle, 
but are relevant in so many different markets.”

Off the bat, Run BK Apparel is focused primarily on the top tier of shops 
in the run specialty channel and, counter to trend, is pursuing a traditional 
dealer model in select geographies, believing its experience in the channel 
from the dealer side affords them rich perspective that can help retailers 
move the apparel sales needle.

“We refuse to accept what’s becoming conventional wisdom: running 
stores cannot sell apparel,” Rosetti says. “The channel should selectively 
carry apparel from the major brands, of course, but there’s opportunity 
presented by the boutique brands such as ours that serve as a point of 
differentiation and can help the retailer become more of a destination 
experience.” n
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Revolutionary Foam 
Material for Footwear Midsoles

The vast majority of athletic shoes are 
made up of three (3) main components: 
an upper section, which is typically made 
of fabric or leather and secures the shoe 
to the foot; a soft midsole; and an outsole 
that contacts the ground during use. 

Of these three key components the 
midsole is arguably the most important 
part of the shoe as it is responsible for 
cushioning and stability for the user. 
The overwhelming majority of athletic 
footwear midsoles today are made from 
ethylene vinyl acetate (EVA), a material 
that degrades quickly in performance 
(cushioning and durability) and requires 
labor-intensive preparation. In addition to 
being lightweight, EVAs offer softness, 
flexibility, and number of other desirable 
characteristics such as resistance to 
water and stress-cracking. However, they 
do not perform as well with regards to 
long-term durability and compression. 
Over time, as EVA midsoles lose some of 
their elastomeric properties, their ability to 
absorb impact from the ground decreases. 
And when this occurs, the energy from the 
impact of the stride is transferred into the 
foot, ankle, and leg of the runner.

Recognizing a critical need for a high-

quality midsole material that benefits 
both users and manufacturers, Lubrizol 
Engineered Polymers formulated a 
unique material made from thermoplastic 
polyurethane (TPU) chemistry and the 
MuCell® Injection Molding Technology 
to form BounCell-X™ –a low density, 
plasticizer-free, recyclable*, thermoplastic 

foam that outperforms EVA in terms 
of cushioning, compression, and 
durability, and helps athletic footwear 
manufacturers significantly improve 
overall production efficiency. 

Although EVA has been the material 
of choice for shoe manufacturers over 
the past few decades, its cross-linked 
molecular structure makes it unrecyclable 
and poses problems for footwear 
companies that are looking to increase 
the sustainability and environmental 
friendliness of their operations. 
BounCell-X™ microcellular foam, using 
Trexel’s MuCell® physical foam injection 
molding technology, generates a highly 
uniform cell structure that provides more 
than an 80% reduction in density when 
compared to conventionally molded 
TPU.  Additionally, Bouncell-X technology, 
utilizing nitrogen gas as blowing agent, 
contains no extra chemical additives, 
making it a good fit for brands with post-
consumer recycling* programs.

With increasing demands for better 
performance, higher production efficiency, 
and improved sustainability, footwear 
producers today are facing challenges 
that require innovative solutions. 
Combining the unique benefits of TPU 
chemistry with the efficiencies of foam 
injection molding, BounCell-X™ allows 
shoe manufacturers to improve the 
quality, toughness, and environmentally 
friendliness of their products. 

ADVERTISEMENT

Company Overview
The Lubrizol Corporation, a Berkshire 
Hathaway company, is a technology-
driven global company that owns and 
operates manufacturing facilities in 17 
countries, as well as sales and technical 
offices around the world.  Founded in 
1928, Lubrizol has approximately 9,000 
employees worldwide. 

Lubrizol Engineered Polymers
A division of The Lubrizol Corporation, 
Lubrizol Engineered Polymers combines 
over 55 years of experience with 
a worldwide network that includes 
formulation design, manufacturing, R&D 
and cutting-edge technologies to become 
a trusted partner to our customers. Our 
broad portfolio of engineered polymer 
solutions includes expertly formulated 
resins that can cross many industries, 
with applications in the industrial, 
electronics, and sports and recreation 
industries.

Phone: 1-888-234-2436
Email: BounCellX@lubrizol.com

Better performance for users and increased manufacturing automation for producers

5 KEY PERFORMANCE ATTRIBUTES
Quality
Durability
Cushioning 
Lightweight 
Low Compression Set 

5 KEY MANUFACTURING ADVANTAGES
Waste Reduction
Improved Quality
Increased Automation
Enhanced Environmental Friendliness
Better Aesthetics 

*Recyclability is based on access to a readily available standard recycling program that supports such materials. This product may not be recyclable in all areas.

EYELET LOGO HEEL CUP TOE CAP

www.lubrizol.com | © 2015 The Lubrizol Corporation, all rights reserved.  
All marks are the property of The Lubrizol Corporation.

15-0998

Lubrizol
Engineered Polymers

Innovative TPU Solutions for Footwear
As the inventor of TPU (thermoplastic polyurethane), Lubrizol Engineered Polymers has over 55 years of 
experience and a wide-range of innovative solutions to address the unique outsole, midsole and bonding 
needs of performance footwear such as running shoes. From our industry leading Estane® and Pearlthane™ 
TPU product portfolios, to our innovative BounCell-X™ Microcellular TPU Foam, Lubrizol has led the way 
on product developments like light-weight, superior cushioning and rebound, UV resistance/color stability 
(aliphatic TPU) and a broad bio-based portfolio (Bio TPU™ by Lubrizol*).

To learn more about our innovative footwear solutions, please contact us today at 888.234.2436, 
engineeredpolymers@lubrizol.com or online at www.lubrizol.com/engineeredpolymers.

*Bio-based content as certified in accordance with ASTM D-6866.

SHANKUPPER CUSHIONING 
STRUCTURE

OUTSOLE 
PLATE/STUD
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HICKIES: 

Next Level Lacing for Your Kicks

F
or years, the shoelace 
has been the forgotten 
stepchild in the steady 
advancement of athletic 
shoes. But that may be 
changing thanks to an 

Argentinian husband and wife team, cur-
rently residing and working in Brooklyn, 
who are intent on giving athletes and 
all those who don kicks, a new wearing 
experience.

Enter the Hickies Lacing System, 
tiny, stretchable straps that replace 
traditional shoelaces and create not only 
a smart, adaptive fit, but also a clean, 
streamlined look. Beyond the custom-
ization of fit—use of the product when 
running, for example, can prevent stop-

ping for loose or untied laces—Hickies 
also offer personal customization and 
flair via color and branding options and 
via the way they are individually laced 
through the eyelets. Packaging on the 
$14.99 retail original collection and 
$17.99 metallic version walks buyers 
through various lacing options. 

Gaston Frydlewski prototyped the 
product and completed the first Hickies 
patent application while working full-
time for JPMorgan more than four years 
ago. After meeting his wife, Mariquel 
Waingarten, owner of a boutique hotel 
in Buenos Aires, the couple relocated to 
Williamsburg, Brooklyn to start Hick-
ies. Now, four-and-a-half years later, the 
company distributes or sells its products 

directly to more than 1,500 stores 
in 45 countries with help from 
15 full-time employees and five 
warehouses. 

In October, Hickies, which 
owns 48 patents and has 25 pend-
ing design and utility patents 
pending worldwide, completed a 
second Kickstarter campaign to 
help launch its performance-fo-
cused Hickies 2.0 products ($17.99 
retail) and a kids’ line ($11.99), 
raising more than $580,000 
from 13,538 backers. The total 
smashed a $25,000 fundrais-
ing target. A 2012 Kickstarter 
effort raised nearly $160,000. 
At press time, the company had 
raised its total funding to nearly 
$16 million via $10 million in 
new investments from multiple 
strategic investors. Hickies’ new 
partners are Sforza Holding, 
which manages family invest-
ments and businesses including 
Topper Brazil and Rainha (two 
of the largest Latin America foot-
wear and sporting goods brands), 
and Endeavor Catalyst.

Hickies is on the verge of a significant 
breakthrough in 2017. A major footwear 
brand is creating sneakers designed spe-
cifically for the product and will include 
them in a test launch that may eventu-
ally be expanded worldwide. 

Hickies’ execs, focused on expand-
ing product reach with end-use athletes, 
are also keenly aware of how the use of 
Hickies can help those affected by loss 
of small motor skills and who struggle 
with tying their own shoes. To that end, 
the company has initiated collaborations 
with The National Autism Association, 
National Multiple Sclerosis Foundation 
and Michael J. Fox Foundation where 20 
percent of each purchase is donated to 
the organization. —Bob McGee
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I nnovation at Implus, manufacturer of 
over a dozen brands in the $1 billion 
footwear and recreational accessory 
marketplaces, requires a focus on more 

than just product development. Todd Vore, 
Implus president discusses strategy with us.

How do you define innovation as 
a company?

“Implus would not exist today without inno-
vation on several different fronts. Innovation 
for us focuses on the product but goes beyond 
into business models and processes. We have 
become successful because of our strategies in 
sales, marketing and cohesion across several 
different brands and verticals.”

Is innovation at Implus driven by your own 
team? By consumer research? 

“Both of these have driven our model, but 
we are shifting from our success in inter-
nal and trade-centric development towards 
consumer centric. Our acquisition strategy has 

allowed us to learn new tactics for innovation, 
one of those being to focus and listen in on 
consumer needs when developing a product 
or process. TriggerPoint’s foam rollers, for 
example, were created within an existing 
market, but set itself apart from the others 
because of the unique technology that focused 
on identified needs for the consumer.”

What is the goal of innovation at Implus?
“Our goal for innovation is to collaborate, 

listen and build the best product possible. In 
today’s digital age, we have the unique ability 
to see transparency directly to the consumer. 
We have easy access to consumers to view or 
incite their feedback very quickly on products, 
processes or brand models. What would have 
taken months of planning for focus groups 
and feedback can now take 1-2 weeks with a 
much broader scope. At Implus, we do have 
a good advantage of having leading products 
within each category, some of which are first 
to market. We can utilize this advantage to 

A Focus on  
Innovation  
At Implus

Harbinger’s new Ergo 
Grip Strength System.

Todd Vore, Implus President
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push new technology, having information 
ahead of time to market it but also be 
able to test sales and efficacy before 
building full programs out Our FuelBelt 
line of hydration products is re-launching 
February 2017, and is very much based on 
core consumer research and feedback.”

What are the benefits and challenges 
of having a range of brands under 
one umbrella when it comes to trying 
to be as innovative as possible?

“The range of brands we have built 
at Implus have the direct benefit of 
sharing technology and innovation 
gained through research for one product 
into another line of products entirely. 
Shock-absorbing foam from our 
TriggerPoint products can be translated 
to an advantage in our Harbinger training 
gloves or Sof Sole insoles. Cooling 
technology from our Perfect line can 
have a huge benefit for weight belts and 
other brand’s accessories. This helps us 
to solve consumer needs within every 
category of products. However, with our 
shared innovation and strategy, there 
are challenges with defining where each 
brand exists. We work every day to 
solve this by establishing each brand’s 

product and channel guardrails, ensuring 
the right consumer is getting the best 
technology for their money.”

What would you highlight as the 
“keys” to how Implus has been 
able to integrate a range of leading 
brands into the company portfolio 
successfully?

“Implus relies on our open 
relationships both inside and outside 
of the building. Our teamwork within 
the company has continued to be a 
huge benefit, working across several 
departments to ensure our full portfolio 
of brands get the best attention possible, 
benefitting the innovative brand 
stakeholders, customers and consumers. 
When planning each acquisition, we 
focus on how the brand will integrate 
best with our current portfolio of 
brands, with quite a few safeguards in 
place that we oversee at all levels. At 
this point, we have five key verticals, 
and establish guardrails within each. 
When approaching an acquisition 
or partnership, we plan for each to 
complement the verticals we are in, and 
in some cases work to establish new 
verticals.” n

A Focus on Innovation at Implus (continued)

Yaktrax Summit

PRODUCT HIGHLIGHTS
The Yaktrax Summit is an Implus product that Vore says the company 
is “extremely proud of” and it was made with collaboration from Boa. 
“The Summit is our most rugged traction device, created for hikers and 
explorers that love staying close to or past the treeline,” says Vore. Flexible 
spike plates in the heel and toe, and an easy-to-use security system from 
Boa help to prevent the traction device from sliding on the foot. MSRP $90.
Harbinger’s new Ergo Grip Strength System puts a new twist on the 
standard-issue hand grips currently in the fitness market; aiming to deliver 
improved results through innovative design. “The three ring design offers 
multiple resistance levels to provide users a unique strength building kit 
that trains the whole hand and forearm muscles,” says Vore. “It’s a terrific 
example of Harbinger’s commitment to developing modern, visually 
appealing solutions that effectively meet consumer needs and offer much-
needed alternatives to dated, commodity-style products.” MSRP $24.99.
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By Daniel P. Smith

W hile 3D-print-
ed footwear 
might have 
captured the 

early headlines and created 
early euphoria over the po-
tential of 3D-printed products 
in the run specialty market-
place, it’s 3D-printed custom 
insoles that might have the 
most immediate impact in the 
channel. 

Between major manufactur-
ers like Superfeet and individ-
ual retailers’ partnerships with 
forward-thinking medical 
tacticians, running retailers 
across the country will have 
access to the groundbreaking 
technology sooner rather than 
later – and it’s an intriguing 
development capable of lend-

ing a much-needed boost to 
the run specialty landscape’s 
stagnant performance.

“Insoles might be the 
easiest entry point for 3D 
printing into the run specialty 
channel,” says John Long of 
Fleet Feet Sports Minneapo-
lis. “The opportunity to really 
dial into someone’s specific 
foot and create something 
unique for the customer has 
huge appeal. As a retailer, it 
would be fantastic to offer 
something so personalized 
and something that highlights 
our expertise.”

Insoles on the way
In April, New Balance 

won the race for the world’s 
first 3D-printed performance 
running shoe when it debuted 
its Zante Generate with a 

3D-printed midsole. With 
New Balance only releasing 
44 pairs to the general public, 
however, the innovative 
product gained more attention 
from the popular press than 
actual sales.

Though 3D-printed techni-
cal footwear remains an 
intriguing possibility, many 
industry insiders say it is far 
from gaining mainstream 
acceptance. The price of 3D-
printed footwear remains well 
beyond that of conventional 
footwear – the New Balance 
Zante Generate, for instance, 
ran $400 – while innovators 
continue tweaking materials 
to ensure the right mix of flex-
ibility and durability, strength 
and weight.

Custom 3D-printed insoles, 
on the other hand, are on the 

brink.
In early October, Superfeet 

announced its novel program 
to bring 3D-printed insoles to 
market this spring beginning 
with a pilot program at select 
retailers. 

The insole manufacturer 
will place a 3D foot scanner 
in its partners’ retail stores. 
Sales associates will be able 
to scan a customer’s foot and 
upload that data alongside 
the customer’s preferred shoe 
choice. Superfeet then takes 
that information, manufac-
tures the custom insole in 
15-30 minutes and ships it 
to the store or directly to the 
consumer for his or her use 
within as little as 48 hours.

“With 40 years of back-
ground in shape, 3D printing 
is another way to provide 

in the Running Retail Marketplace

NB Zante Generate with 3D-printed midsole
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3D Impact (continued)

shape at a level we’ve never 
done before … and to offer a 
new, innovative way for better 
performance,” Superfeet vice 
president of marketing and 
product Eric Hayes says, adding 
that different insoles can be 
made for each foot. “The 3D 
printing process takes all of 
the benefits of the insole for the 
consumer such as comfort and 
pain relief and makes it person-
alized to them to increase those 
benefits.”

If the pilot proves success-
ful, Hayes says Superfeet will 
continue a broader rollout of the 
program throughout 2017.

In Minneapolis, meanwhile, 
noted sports podiatrist Dr. 
Paul Langer of Twin Cities 
Orthopedics has been working 
to fine tune 3D-printed insoles 
since the August arrival of a 3D 
foot scanner and printer in his 
office, about a $15,000 invest-
ment. Langer, a clinical advisor 
for the American Running 
Association and past president 
of the American Academy of 
Podiatric Sports Medicine, has 
been working alongside Fleet 
Feet’s Long to investigate the 
opportunities for 3D-printed 
insoles at Long’s retail shop.

“I do see this coming into 
the retail setting and it’s super 
exciting in terms of customiza-
tion and what running stores 
can do for their customers,” 
Langer says.

What the future holds
While the Fleet Feet Min-

neapolis team must currently 
send customers interested in 
3D-printed insoles directly to 
Twin Cities Orthopedics, Long 

hopes his store can soon host 
both a scanner and 3D printer.

“This could be a game 
changer,” Long says. “Anytime 
we have something unique 
that gets the customer to work 
directly with us, that’s a real 
positive.”

Long term, Superfeet’s Hayes 
holds the same goal: that retail 
shops will have the scanner, 
software and printer on site 
to produce 3D-printed insoles 
at the end of the fit process, 
thereby accelerating the process 
of getting the insoles into the 
consumer’s shoes.

“This would cut out the lo-
gistics of shipping and handling 

so the retailer becomes the one-
stop shop,” Hayes says. “This 
is another tool in the retailer’s 
shed to give consumers the best 
possible experience.”

Perhaps more promising, 
retailers could accomplish this 
– and charge a premium for the 
high-tech offering – without the 
burden of carrying additional 
inventory.

“The retailer would only 
need to devote space and time 
to the experience,” Hayes says. 

Of additional note, Langer 
calls the 3D-printed insole 
options “dramatically more 
cost effective” than conven-
tional custom-made insoles that 
often start around $300. While 
Superfeet has not announced 
pricing for its 3D program, the 
company currently provides 
custom insoles in ski shops for 
about $100, which offers a hint 
of what’s to come.

The potential cost savings 
represent an important develop-
ment, Long contends, given 
the ever-evolving healthcare 
landscape and the rising out-of-
pocket costs many consumers 
face.

“Technology like this might 
be a more appealing and cost-
effective alternative compared 
to the traditional custom insole 
route,” Long says, predicting 
that more tech companies will 
soon enter the game and offer 
similar 3D-printing programs 
“reasonable for our run spe-
cialty environment.”

Langer sees much the same.
“I don’t know when the tip-

ping point will come, but it’s 
on its way sooner rather than 
later,” Langer says. n

“Insoles might be 
the easiest entry 
point for 3D printing 
into the run  
specialty channel.”  
John Long, Fleet Feet 
Sports Minneapolis 
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MEET THE EXPERTS 

Digital Advertising Trends 
Eric Faberland and David Mercurio - 
OwnerIQ
How David Can Advertise like Goliath

The world of digital advertising and 
marketing is increasingly crowded – and 
each day brings forth new challenges. 
When it comes to big players like Ama-
zon, Dick’s, Zappos and Shoe Buy, their 
limitless advertising budgets can certainly 
seem intimidating. These companies ap-
pear to dominate online marketing chan-
nels. How can you, an independent run 
specialty retailer, ever hope to compete?

Sit down with Eric Faberland and 
David Mercurio from ownerIQ to ask 
questions and learn about the latest digital 
advertising trends.  They’ll listen to your 
challenges, and show you how inde-
pendent retailers are employing smart, 
efficient online advertising strategies 
that help level the playing field and steal 
share from the industry’s behemoths. It’s 
entirely possible, it just requires some 
creativity.

MAP and Pricing policy advice for 
Brand Members 
Eugene (Gene) Zelek, Partner and 
Co-Chair, Antitrust & Trade Regulation 
Group, Freeborn & Peters LLP
Answers to Pricing & Distribution 
Issues 

These sessions are specifically for 
RIA Brand Members.  After providing 
a breakout session on Tuesday entitled 
“Dispelling the Myths and Misconcep-

tions around Resale Price and MAP 
Policies: What Manufacturers and Retail-
ers Need to Know,” Gene Zelek will be 
available to meet one-on-one with those 
interested in discussing this topic and 
other pricing and distribution issues in 
more detail.   

Trends in Footwear 
Research and Design  
Dr. Simon Bartold
Minimalism, Maximalism and 
Tradition.  What we have learned, and 
what comes next! 

Come to the RIA booth on Thursday, 
December 1st at 2pm to hear Dr. Simon 
Bartold, podiatrist, biomechanist, speak 
on the latest trends in footwear research 
and innovation.  Dr. Bartold is one of 
the industry’s most engaging speakers, 
and this is one you won’t want to miss.  
Retailers and Brand Members are both 
welcome to attend, but space is limited to 
the first 30 people to sign up.

Creating Loyal Customers through 
Wellness Initiatives
Steve Amos, Health Code/Million  
Mile Month
Employee Wellness, Community 
Health and Virtual Events. How you 
can leverage this growing trend!

Come to the RIA booth, sit down and 
hear Steve Amos, Executive/Founder 
of HealthCode, speak on engaging 
companies and communities in more 
active life-styles. HealthCode’s April 
Million Mile Month and October’s 
Marathon in a Month events are being 

RIA Hosts 
Experts at TRE
The newly named Running Industry Association will host a group of experts at its booth at The Running Event, #2430. 

Any RIA member interested in signing up for an individual meeting with any of these experts can do so by 

e-mailing Terry Schalow, The RIA Executive Director at terry@theirra.org or Tina Roper at tina@tinaroper.com

 

Digital Advertising Trends 
Eric Faberland and David 
Mercurio,  OwnerIQ

MAP and Pricing Policy  
Advice for Brand Members  
Eugene (Gene) Zelek,  
Partner and Co-Chair, Antitrust 
& Trade Regulation Group 
Freeborn & Peters LLP

Trends in Footwear  
Research and Design  
Dr. Simon Bartold

Creating Loyal Customers  
through Wellness Initiatives 
Steve Amos, Health Code/
Million Mile Month 

Store Merchandising Trends 
Holly Wiese and Andy Davis,  
3 Dots Design  

Market Intelligence Benefits   
Keith Storey, Sports Marketing 
Surveys 

Credit Card Processing 
Solutions  
Samantha Moll, Harbortouch 

The Power of Data Sharing 
Jason Becker and Amber 
 Vanes, RICS Software  

Store Leasing Advice  
Richard Aries, ESR Commercial 
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used in all 50 states and over 20 countries.  Retailers and Brand 
Members are both welcome to attend, but space is limited to the 
first 30 people to sign up.

Store Merchandising Trends
Holly Wiese and Andy Davis, 3 Dots Design
Professional store design and merchandising that get your 
customers to stay longer and buy more!

Holly Wiese and Andy Davis are leading experts in the specialty 
run and cycling retails worlds, with a combined total experience of 
over 40 years in the channel.   Their company 3 Dots Design, has 
worked with countless independent store owners to remodel their 
store, improve their merchandising and increase sales.   

Please sign up to have mini consultation sessions on your store 
with them.  In your 30 minute session, they’ll be happy to review 
store photos and provide some top level recommendations on store 
layout and merchandising improvements you can make in your 
retail environment. 

Market Intelligence Benefits
Keith Storey, Sports Marketing Surveys  
The Power of Market Intelligence - How do the trends in your 
store compare?

Do you have the data to benchmark your store against what is 
happening in the running specialty channel? Keith Storey, from 
Sports Marketing Surveys USA, will be available to show you 
market trends and analysis. SMS provides participating retailers 

with quarterly brand/model reports and a monthly price check 
report for your own store. He will let you know how you can 
receive these reports on a regular basis for your store. You will also 
be interested in his data on running participation and key issues 
affecting specialty retailers.

Credit Card Processing Solutions
Samantha Moll, Harbortouch 
Understand Your Options and Save Money 

Through a partnership with Harbortouch and Samantha 
Moll’s office, Interactive Merchant Solutions, RIA members 
receive some of the most competitive rates and member benefits 
in the industry.  Your Harbortouch discounts can actually 
exceed your membership dues!  

For you to learn more, Samantha will be stationed in the 
RIA booth at TRE to get together with new and existing 
members. When you meet with Samantha, she will provide a 
comprehensive analysis of your current provider, discuss the 
findings, and in many cases provide a cost savings based on the 
RIA Merchant Service Program. 

You have two options here: sign up for a one-on-one with 
Samantha, or just stop by and chat with her.  She’ll be in the RIA 
booth for the duration of the show.  

The Power of Data Sharing
Jason Becker and Amber Vanes, RICS Software
Share and use data today for a more profitable tomorrow

The run specialty industry is changing as brands and retailers 
begin to collaborate in a data sharing ecosystem. With the move 
to a more data-driven environment, retailers have the ability 
to make quicker decisions, smarter investments, and increase 
profitability. How can you collaborate with your brand partners 
to make better business decisions about your buying, inventory, 
and selling strategies?

Sit down with RICS Software CEO Jason Becker CEO, and VP 
of Sales Performance Amber Vanes to ask questions and learn 
about how analyzing your data and sharing it with your partners 
can improve your business’s overall performance.

Store Leasing Advice 
Richard Aries, ESR Commercial
Unravelling the mysteries of leasing 

With over 30 years of commercial leasing experience, ESR 
Commercial is the IRRA’s Cost-Free Real Estate Resource. 
Everyone looking to open or expand a store knows the basic, 
obvious items that make a deal better- lower rents, free rent periods, 
and tenant improvement money. But only those more experienced 
in the real estate world know the additional factors that can push 
the deal over the edge into “great deal” territory.

Sit down with Rich Aries, President of ESR Commercial, to 
ask questions and learn how you can save money on your next 
commercial lease. ESR Commercial will explain and show you 
different methods and options for negotiating a new or existing 
lease, all without costing you a penny. n
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N
ate Checketts, CEO and co-founder of 
Rhone, says his inspiration to launch the 
premium men’s activewear line came from 
“personal necessity.”

Checketts was working in sponsorship 
strategy for the National Football League 

and as one of the perks of that job received “tons” of free 
product.  “It wasn’t until then that I realized how terrible a lot 
of it was,” he told Running Insight. “After I wore it five times, it 
would either fall apart or my wife would tell me that it smelled 
even though I washed it.”

Two years after launching Rhone to fill that void, Check-
etts feels his upstart apparel brand is on the verge of a major 
breakthrough. At The Running Event, Rhone will introduce its 
GoldFusion collection, using a technology that was developed 
for the agricultural business to fight crop disease. 

The GoldFusion technology uses laser technology to adhere 
microscopic gold and silver particles to the fabric used in gar-
ments, which inhibits odor retention and improves drying time, 
colorfastness and UV protection.

The GoldFusion product debuted earlier this fall on the In-
diegogo crowdsourcing site and generated $100,00 in revenue. 

Former NFL Exec Sees Market 
Opportunity With Premium Men’s Line
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“Crowdsourcing platforms are known for 
being made up of early adapters, so we 
were excited to get this product in front of 
those people,” Checketts said.

Rhone apparel is currently in about 350 
doors, including the pro shops at Equinox 
gyms, as well as Nordstrom, Blooming-
dale’s and better men’s stores, such as 
Mitchell’s and Darien Sports Shop in 
Connecticut.

“Our goal is to bring premium perfor-
mance and a high taste level to a men’s 
specific product line,” Checketts said. 
Right around the time he was 
considering launching the business, his 
business partner bought a pair of workout 
pants from a well-known women’s Yoga 
retailer. “He walked in the door and 

his son said ‘Why are you wearing my 
mommy’s pants.’ That made us realize 
there was a huge opportunity.”

Rhone launched with a collection of 
men’s T-shirts, shorts and tops that used 
X-Static fabric from Noble Biomateri-
als. X-Static permanently bonds metallic 
silver to the surface of the fiber, which 
inhibits the growth of bacteria on fabric, 
eliminating human-based odor for the 
life of the garment. 

“Most of the workout apparel on 
the market uses chemical treatments 
to inhibit odor and it wears off after a 
few washes,” explained Checketts. “We 
wanted to offer something that was longer 
lasting, even if it was at a higher price 
than much of the merchandise currently 

Caption here please fill outward.

 Rhone (continued)

Nate Checketts, Rhone co-founder.
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on the market.”
Short sleeved Ts and shorts sell for 

$68; tank tops sell for $58; long sleeved 
Ts sell for $72 and hoodies sell for $98. 
“Our product costs more because it costs 
more to make,” Checketts said. 

To launch Rhone, Checketts, the son of 
former NBA Executive Dave Checketts, 
raised $1.2 million from his family and 
friends and has since raised $5 mil-
lion from a group that includes former 
NBA Commissioner David Stern; Steve 
Bornstein, a former ESPN executive and 
current chairman of the game company 
Activision Blizzard; and retired NBA 
player Shane Battier. n

 Rhone (continued)

Rhone aims to bring premium performance and 
“a high taste level” to men’s activewear.
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Adidas 
Vows to 
Strengthen 
Brand’s 
Push in 
Running

S
enior management at the Ad-
idas Group, which will ship 
approximately 13 million 
pairs of running shoes with 
Boost in 2016, recently told 
financial analysts the com-

pany “is determined to drive and strengthen” 
its momentum in the running segment in the 
months ahead with an expanded running 
development team in Portland, OR that has 
grown to more than a dozen from a mere 
trio in February 2016.

Adidas believes its current strategic 
positioning within the athletic footwear 
category is bringing the brand “closer to the 
running consumer than ever before.”

That phenomena, key silhouettes focused 
on different types of running shoe consum-
ers and key retail price points, helped con-
tribute to mid-single digit revenue growth 
globally for Adidas running in the third 
quarter ended September 30.  

Adidas is using its Cloud and Alph-
aBounce running silhouettes to reach price-

sensitive customers; Energy and Pure Boost 
models to reach performance-oriented 
runners at a more premium level; and Ultra 
Boost to reach the top-tier performance 
running set. AlphaBounce has been “very 
well received” in the North American and 
Chinese markets while the brand’s introduc-
tion of Ultra Boost Uncaged and the colored 
Boost bolstered the appeal of the various 
Boost franchises. 

AlphaBounce was the first major prod-
uct from an Adidas product development 
team that relocated to Portland, OR from 
Germany. It quickly sold out not only in the 
U.S., but also Japan while also generating 
strong support in the Chinese market. 

The Three Stripes recently released the 
Reflective Pack, featuring reflective yarn 
and all-white designs, around the brand’s 
Ultra Boost and Ultra Boost Uncaged styles 
for the winter season. And in the fourth quar-
ter, the first commercial footwear launched by 
Adidas and Parley for The Oceans makes its 
debut. —Bob McGee

AlphaBounce is a hot-seller for Adidas.
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Footwear Firms 
Are Trying to 
Break the Mold.
Sometimes Literally. 

By Jennifer Ernst Beaudry

N
o matter how high-
tech or sleekly stylish 
the footwear of today 
is, under the hood, 
there’s not much new. 
The basic techniques 

that provide the backbone of the industry 
— lasting, welting, stitching — are 
hundreds of years old. Even relatively 
new techniques used to manufacture 
contemporary athletic shoes, and the 

materials featured in these products, 
haven’t changed much in 30 years. 

But several footwear firms are focusing 
on completely changing the way shoes 
are not only made, but also materialized. 

Last month, Reebok debuted the Liquid 
Speed shoe, the first style of what the 
brand says will be many created with its 
Liquid Factory manufacturing technique. 
The 3-D drawing technique will be the 
focus of a new test manufacturing lab 
opening in Lincoln, RI, with partner AF 
Group early next year. The concept grew, 

Reebok Head of Future Bill McInnis 
said, out of a desire to get product to the 
consumer faster. “It’s 18 months from 
beginning briefs to seeing the shoe on 
a shelf, and that’s a long time with how 
fast the younger millennial consumer is 
moving,” he said. “So the thought was 
to shorten that timeline as much as we 
could.”

That led McInnis’ team to look at 
ways to eliminate the molding stage of 
production. 

“When you talk about making 
anything without molds, people’s first 
reaction is, well, we must be talking 
about 3-D printing,” he said. “It’s 
great, and it’s coming, but it’s just not 
here [for mass production] yet — not 
for footwear. It’s way too slow, way 
too expensive and it doesn’t use the 
materials we need.” 

The solution, he said, was found 
in the automotive industry and its 
extensive use of robotics. “The answer 
for us was to get that robot to act like a 
3-D printer, but one that’s much faster, 
less expensive, and one that uses a 
material that’s already in our industry.”

In collaboration with BASF, Reebok 
developed a polyurethane that could be 
drawn in layers to create a one-piece 
outsole and upper wrap that reaches 
into the lacing system. And given PU’s 
long history in the industry, the team 
was able to get the cushioning, stretch 
and durability they looked for, but in a 
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Rory Fuerst Jr. and the 
Keen team think robotics 
can play a growing role in 

future production.
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completely new way, McInnis said.
Only 300 pairs of the initial shoe were 

released, but McInnis said the company will 
use the new Rhode Island facility to test 
small-batch manufacturing and experiment 
with other ways to use the technique. 

Robots as the Next Frontier
Robots were also the answer when 

Keen went looking for a way to take its 
shoemaking to the next level. 

In 2015, the brand debuted Uneek, 
a woven-cord upper shoe that Rory 
Fuerst Jr., director of innovation at Keen 
sister company Fuerst Innovation Labs, 
called an internal project to try and 
recreate footwear from the ground up. 

“For any footwear or apparel process, 
you’re buying these large flat pieces of 
a material and cutting them into small 
pieces and through hundreds of years 
of pattern engineering we can make 
things fit around your foot—but that’s 
counterintuitive,” he said. 

The solution Keen came up with — 
using two-ply braided cords to create a 
conforming upper that moves with the 
foot — took years of trial and error, 
but eventually the team came up with a 
factory plan that could get the process 
down to a seven-step manufacturing 
method that creates a shoe in 12 minutes. 

Fuerst said from the beginning, the 
team knew that bringing robotics into 

the mix was the next frontier. Working in 
conjunction with House of Design custom 
automation and robotics in Nampa, ID, 
Fuerst said they’ve been able to use 
robots to weave the shoe in a single step 
process that takes less than 2.5 minutes, 
which they showed off at August’s 
Outdoor Retailer show in Salt Lake City. 

The cost of the process and the R&D 
required is a hurdle, and so is figuring 
out where it fits into the existing process, 
Fuerst said, but the team is excited about 
the potential robotics has to revolutionize 
the whole footwear manufacturing 
picture. “It became very apparent that 
this really could span a lot of categories 
and uses,” Fuerst added. 

Breaking the Mold (continued)
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Process Over Finished Product
It’s not just in the manufacturing 

process that brands are looking to 
shake thing up. For Montreal-based 
Kamik, process innovation needed to 
come at both the start and the finish 
of the product, according to VP of 
Manufacturing Joe Bichai. 

After developing a patented way of 
injecting lightweight and recyclable 
Rubber HE material over neoprene 
to create uppers, Bichai explained, 
the brand was left with a dilemma: 
The product was good, but bringing 
neoprene into the mix rendered the 
entire upper un-recyclable. 

The answer? Working with a 
research firm to develop dedicated 

ovens. Put into service in the brand’s 
factory in Montreal, all the samples 
and rejects are melted down into 
their component parts and put back 
into the supply chain. 

Reebok’s McInnis said focusing 
on the totality of the manufacturing 
cycle is where the industry would 
continue to see big change. “What 
we set up with the Future team is 
to focus a lot more on process than 
the finished product — there are a 
lot of new processes in the world 
that footwear doesn’t tap into,” he 
said. “If you can work with new 
people and in new places, you 
should fundamentally end up with 
differentiated product.” n

Breaking the Mold (continued)

Reebok Liquid Speed
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Craig Vanderoef
Global Category Manager, Running, Adidas

Currently the global category manager 
for running at Adidas in Germany. Has 
been at Adidas since 2008. Running 
industry career also includes experi-
ence at Brooks and ASICS. Has held 
product marketing positions in all 
facets of the running business: acces-
sories, apparel, and footwear. 

My signature look is usually a nod to Italian tailoring 
and vintage style. So most days you will see me in a dark 
slim fitting Italian suit, usually a superfine merino from 
Paul Smith or Gutteridge, that I pair with a light col-
ored slim fit dress shirt with a wide spread collar. I have 
my shirts made by Leon at Beaux Tailor in Hong Kong 
because I am really particular about fabrics, fits, and fin-
ishing and Leon never lets me down. I usually wear a pair 
of Stan Smith Sneakers with the suit during the day. If I 
am heading out at night I usually switch out the Stan’s for 
a pair of Grenson brogues or oxfords.I am always wearing 
a 1970s vintage Omega Constellation, I love the beauty 
and detail that goes into a well made timepiece and the 
idea that my watch is forty years old mean I am investing 
in quality that has and will last. I close my look out with a 
pair of Persol shades. 
My design pet peeve is fast fashion. The idea that 
you would make or buy something just to throw it away 
makes my stomach turn. I believe in quality at all price 
points and no matter what my team and I make when you 
invest in it I expect that it will last and move with you 
even as you upgrade. 
My current obsession is the perfect running jacket that 
defines the performance and culture of running. It keeps 
me up at night, because no matter how great a product the 
team has created in the past I do not see enough people in 

one piece all of the time, one piece that inspires their per-
formance and the emotional style component that makes 
it their favorite. I want it to be a piece she cannot live 
without on the run or the journey to and from her next 
run. I have a vision of it and concept, but I am still look-
ing for the fabric that changes the game and builds her 
obsession to have it.
A product I wish sold better is the adidas Ultra 
Primeknit Wool half zip. It was part of an amazing open 
source project with the Woolmark brand, Stoll, and 
adidas. It was so cool and did not get a lot of press but it 
changes how brands work together and how we work with 
natural fibers in performance.
My favorite underdog material is Merino, full stop. 
If we can teach more people about all that this natural 
renewable fiber can do in style and performance I think 
we can slow the fast fashion trend and build performance 
and style products that last the life of the user.
The most under-rated element of the creative pro-
cess is an authentic insight. True beauty is the garment 
that improves your day while feeling and making you 
look great.
My favorite condiment is BBQ sauce, and since I live 
abroad I make my own. 

Kyle McClure
Creative Director, Rhone 

Former executive assessment and 
search consultant with experience 
in industrials and retail/apparel. As 
an independent consultant, brokered 
strategic partnerships between 
emerging designers and a leading 
retail and apparel company. A 
published journalist, retail manager, 

sports equipment and apparel buyer and entrepreneur. 
Joining Rhone as President he executed on initiatives 

Getting 
Creative
Industry design influencers chat with us about what makes them tick.
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across design, merchandising, PR, sourcing, supply chain 
and wholesale. Most recently moved full time into the role 
of Creative Director focusing solely on design at Rhone. 

My signature look is Chambray Shirt, Twill 5 pocket 
pants, Birks or Aprix sneaks, Bandana and Sunglasses.
My design pet peeve is High waisted apparel.
The best design advice I ever received was I needed 
a ton of help and advice when Rhone was first getting 
its legs. I called my childhood friend John Whitledge to 
talk about color and I launched into this whole diatribe 
about how I was trying to find color inspiration from 
pictures of the Rhone glacier and river in order to pick 
the color palette. His advice was to keep it simple and be 
as authentic as possible in what I was doing. For him he 
picked colors that felt good and worked for what he was 
doing. I’m of the same mind. There doesn’t need to be 
a convoluted process... if it’s good, it’s good. You don’t 
need a glacier talking to you telling you what colors to 
pick for a season. 
My current obsession is Waltzing Matilda custom bags 
(just snagged one from my boy Mike while we were all 
hanging out down in Nashville – it’s repurposed vintage 
blankets and chaps made into a really dope backpack), 
ponchos and 45 RPM bandanas. I’m always looking for 
good bandanas and lost a great one recently.
A product I wish sold better is our Lakota Running 
Hoodie. The fabric is made in the U.S. and it was also 
made in North America. It’s super comfortable, made 
with stretch fleece and is just a great hoodie for running 
or just slugging out.
My favorite underdog material is a good drawcord.
The key to textile innovation is searching the globe and 
giving the mills the craziest idea you can come up with. 
I pitched something to a mill in Taiwan over the summer 
and they looked at me like I had seven heads. However, 
they are giving it a shot, so we will see if my insanity can 
make something cool. 
The most under-rated element of the creative process 
is work. You have to always be working for the next 
level.
When someone says “lifestyle,” you say do you 
actually do the things you say your lifestyle is about? 
The current state of active outdoor is evolving. Style 
is making its way in more and more and outdoor style is 
making its way into fashion more and more. It’s pretty 
symbiotic.
My favorite condiment is Chili garlic sauce at the 
moment - just had green curry last night so it’s top of 
mind.

Leslianne Carbary
Materials Manager, Brooks 

Pacific Northwest native with over 
20 years industry experience. Past 
experience includes stints at Eddie 
Bauer and REI. As Materials Manager 
at Brooks, researches and implements 
cutting-edge fabric technologies like 
Brooks’ DriLayer to enhance apparel 
performance and runner experience. 

The best design advice I ever received was don’t 
immediately reject the materials that don’t meet your 
initial criteria for a specified end-use. Instead, evaluate 
the material’s strengths and inherent properties and by 
doing this, you might find you have something really 
interesting that will suit another purpose or solve for a 
different problem. Everything has potential to be great 
in its own way.
The most under-rated element of the creative 
process is white space. Developing great materials 
takes time that can be hard to come by in the day-to-day 
life of a material developer. It’s super important to give 
yourself enough time and space to breathe potential 
into every project and allow for both the creative and 
science aspects that are critical to successful materials. 
Often, the best thing you can do for a project is to step 
away and allow your brain the opportunity to work 
from a fresh perspective. Without enough white space 
in your process, that’s practically impossible.
The key to textile innovation is look outside your 
industry to be inspired by the unlikely. DWR finishes 
were originally inspired in the early ‘70s by the way a 
lotus leaf naturally sheds water – now called the “lotus 
effect.” This simple observation led to the current 
advancements in the way we manage water repellency 
on modern materials. Scientific inspiration surrounds us 
– it’s our opportunity to seek it out and learn from it.
The current state of active outdoor is inspiring! 
There has been so much advancement in polymers, 
finishes and even natural fibers that the possibilities 
for material development are wide open. And with 
the current focus on encouraging people to choose 
an active, outdoor lifestyle, we as designers and 
developers have the perfect opportunity to create 
positive experiences for those people and allow them to 
be inspired, too. 
My favorite condiment is butter. I even put it in my 
coffee.

 

Getting Creative (continued)
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Julianne Gauron
Industrial Designer/Industry Consultant

Industrial Designer whose innovation 
work in sports, fashion and technol-
ogy, often at the intersection, is rooted 
by developing a deep understanding 
of user needs and the potential of dis-
ruptive innovations and ideas in order 
to create novel but relevant products 
ready for the future. Founding member 

of the Apparel Innovation Team at New Balance in 2011 
and developed solutions for elite athletes, military Special 
Forces, and the everyday athlete. R&D for New Balance 
‘Data Driven Apparel’ was worn in the 2016 Olympics 
in Rio. Worked as MIT Media Lab liaison and remains 
a guest critic, and has taught at RISD. As a consultant 
worked with Manufacture New York as Studio Director 
and Designer of the Technology Lab, Creative Lead 
of Descience, Designer for Dear Kate and with the VF 
Global Innovation Center. 
My signature look is my limited edition red 710 New 
Balance sneakers, skinny black Levi’s, with something 
straightforward and seasonally appropriate on top.
My design pet peeve is when it is obvious that the 
difficult questions have not been asked; “is this product 
really necessary, and if so, how could it be better, bring 
more value?” (Essentially when a product feels like land 
fill fodder.)
The best design advice I ever received was when 
a professor told me the Alan Kay quote “The best way to 
predict the future is to invent it.” Pretty mind blowing, and 
liberating, if you really embrace it.
My current obsession is really opening myself to other 
creative disciplines, which I love, such as writing and 
photography, and seeing were they lead me. I have always 
allowed myself this intellectually, but am excited to do this 
creatively.
The most regrettable trend of recent years was the 
continuing trend of designed obsolescence and disposability. 
I find it shocking that we are still going on this track as a 
culture, when there is so much incontrovertible evidence of 
long term environmental damage, unsustainable consumptive 
habits and so many successful examples of mission driven 
for profits, take the B Corp model, for example.  
My favorite underdog material is As a consumer, natural 
fibers for sporting goods, such as merino wool, although I’m 
no sure it’s an underdog anymore. I’m excited for the disrup-
tive potential of Spyder silk coming out of Bolt and Spyber.
When someone says “lifestyle,” you say Love your 
lifestyle!

Lars McKinnon
Designer, Veilance, Arc’teryx Equipment 

Design professional with over six 
years of experience creating high-end 
technical menswear that combines a 
contemporary minimal aesthetic with 
function, performance, and freedom 
of movement. With Veilance, drives 
materials selection and testing, creates 
patterns and constructs prototypes, in 

addition to collaborating on brand development with the 
marketing and sales teams. Prior to Arc’teryx held posts 
at Canadian-based companies Blanc & Noir, Roden Gray 
and Westcomb Outerwear.

My signature look is my beard.
My design pet peeve is inverted box pleats.
The best design advice I ever received was focus on 
the user experience.
My current obsession is waterproof footwear.
The most regrettable trend of recent years was not 
apparel related.
A product I wish sold better is hard shells.
My favorite underdog material is Merino wool. 
The key to textile innovation is  field testing.
The future of product design is all about:
a) wearable tech
b) customization
c) sustainability 
d) ALL OF THE ABOVE
The most under-rated element of the creative pro-
cess is planning.
When someone says “lifestyle,” you say whose? 
The current state of active outdoor is progressive.
My favorite condiment is mayo.

Vanessa Mason
Director Engineering and Technology, PrimaLoft

Director of Engineering responsible 
for the oversight of global product 
quality, research and development, 
engineering, intellectual property and 
new manufacturing resources. Joined 
Albany International in July 1997 as an 
R&D Engineer for the Monofilament 
Division and over the years held the 

positions of R&D Manager for the PrimaLoft Division 
and Director of Business Development for the PrimaLoft 
Division. In June 2012, PrimaLoft, Inc. purchased the 

Getting Creative (continued)
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PrimaLoft Division from Albany International maintain-
ing a key business role as one of the Staff Directors.

My signature look is black & functional.
My design pet peeve is low quality stitching.
The best design advice I ever received was to 
design for manufacturability.
My current obsession is Unique Thought & Chipotle.
The most regrettable trend of recent years was 
reflective materials.
A product I wish sold better is wearable technologies.
My favorite underdog material is HeiQ.
The key to textile innovation is to invest in disruptive 
innovation.
The future of product design is all about 
sustainability.
The most under-rated element of the creative pro-
cess is having time to think.

When someone says “lifestyle,” you say show me 
the money.
The current state of active outdoor is increasing 
in importance to the millennial generation that have a 
“done in a day” mentality.
My favorite condiment/topping is banana peppers.

Kelsey Halling
Director of Impact, Thread

Responsible for measuring, manag-
ing, and improving the impact that 
Thread yarn, fabric, and apparel have 
on the planet. Her work ensures the 
journey from a plastic bottle to the 
most responsible fabric on the planet 
benefits every stakeholder involved, 
while setting the stage for Circular 
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Economy initiatives. 
My signature look is black and white.
The best design advice I ever received was Coco 
Chanel said that before leaving the house, you should 
look in the mirror and remove one accessory. I try to 
follow this rule, not only in fashion but in simplifying 
other areas of life as well.
My current obsession is homemade yogurt, trail run-
ning, and the new Tana French novel.
The most regrettable trend of recent years was 
I’ve never met a poncho I’ve liked.
My favorite underdog material is recycled polyester, 
preferably recycled polyester that was made from bottles 
responsibly collected in the poorest places in the world 
supporting much-needed jobs.
The key to textile innovation is figuring out how to 
recycle blended fabrics back into virgin quality fiber.
The most under-rated element of the creative pro-
cess is a great editor.

The current state of active outdoor is stuff you want 
to wear indoors.
My favorite condiment is Pikliz – it’s Haitian, basi-
cally a spicy coleslaw. I put it on everything when I’m 
there. n

Getting Creative (continued)

These Q&As are a portion of a larger 
“Trendsetters 2016” series featured in 
our sister magazine Textile Insight’s 
November/December 2016 issue. 
Read it in full at textileinsight.com.
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Y
oga pants? They’re the new denim as retailers 
and their customers will realize during the 
inaugural Sportstyle conference, trade show and 
consumer expo coming to the Fort Lauderdale 
Convention Center on June 14-16, 2017.

The Sportstyle Show will focus on how active people are 
living their lives today. How they dress, how they work out, 
and the participatory fitness activities that help them stay in 
shape.

Hundreds of exhibitors at Sportstyle will highlight the 
seamless merger of performance sports and style. On 
display will be top footwear, apparel, equipment, wearable 
technology and accessory brands - all products at the core of 
a healthy lifestyle.

In fact, athleisure apparel alone - comfortable stylish 
clothing with a gym-ready athletic function - has seen 
impressive growth thanks to its appeal to busy, health-
conscious consumers. According to Euromonitor 
International, sales of athleisure wear totaled $97 billion in 
2015, up 40 percent from 2010.

“Some pundits are saying the athleisure business is already 

saturated, but they are way off base,” said Mark Sullivan, 
president of Formula4 Media, the producers of the show. 
“We’re still at the beginning of a major change in the way 
women and men dress to suit their active lifestyles.”

Sportstyle keynote speakers and conference sessions 
will focus on business topics of interest to retail attendees, 
including executives from sports specialty retailers, 
independent shoe stores, department stores, apparel 
boutiques, studios and health clubs, online retailers, and 
athletic footwear and apparel stores.

Then on Friday, June 16, the Convention Center Sportstyle 
Consumer Expo opens its doors to targeted active sports 
enthusiasts for a consumer expo similar to a high end “trunk 
show.” Company tech reps will have an opportunity to 
interact directly with VIP consumers attending educational 
seminars, a fashion show, product demonstrations and 
appearances by celebrity athletes. One of South Florida’s 
leading sports specialty retailers, Runner’s Depot, is 
Sportstyle’s host retailer.

Sportstyle is organized by Formula4 Media, the Long Island-
based conference and business publisher that also publishes 

Sportstyle Conference, 
Trade Show & Consumer Expo 
Set for June
Will Focus on How Active People Live Today
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this magazine and produces The Running Event, the 11-year 
old conference and trade show serving the specialty running 
industry.

The Running Event was named one of the top 10 fastest 
growing trade shows in the country for three of the past five 
years by Trade Show Executive magazine.

“Sportstyle was created to give retailers and vendors a platform 
to better understand today’s active lifestyle consumer and provide 
a first look at the new products that will drive them into their 
stores and online,” said Formula4 Media’s Sullivan.

“The business of sports and fashion will be centered on 
South Florida next June, one of the country’s top outdoor sports 
markets and part of the Miami-Fort Lauderdale-West Palm 
Beach metropolitan area, which has over 5.5 million people.”

Sullivan added, “South Florida has become known for the Art 
Basel Fair every December. We’d like Sportstyle to be known as 
a showcase for the Modern Art of Active Retailing.”

The quarterly Sportstyle magazine is written for retailers 
selling sports-inspired activewear, footwear and accessories. 
Sportstyle is the perfect mix of fashion, performance and 
lifestyle, published to help retailers stay current on the latest 
trends, best practices and newest brands. n

sportstyle show (continued)
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sportstyle show (continued)
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By Debra Cobb 

I
f industrialization enabled the cre-
ation of ready-made apparel, and 
globalization made it cheaper and 
more accessible, all signs are now 
pointing to a third iteration of 
the apparel business, revolution-

ized by automation and digitization, and 
characterized by speed-to-market, mass 
customization, local-for-local manufac-
turing, and sustainability.

Big brands are trialing a variety of 
digital and automated technologies 
in bespoke facilities such as adidas’ 
Speedfactory and Under Armour’s (UA) 
Lighthouse. Likewise, Nike’s Manu-

facturing Revolution is collaborating 
with fewer but key contractors to create 
“technology-driven manufacturing.”

New Methods of Make
Bemis Associates, makers of Sewfree 

bonding technology, has set up a Sewfree 
Cell in the UA Lighthouse in Baltimore. 
The state of the art bonding facility is 
stocked with Bemis’ entire product line 
and the equipment needed to allow UA’s 
innovation team to experiment with 
bonding for its various categories/busi-
ness units.

Bemis has also set up bonding fa-
cilities in Portland, OR and Lawrence, 
MA. “Our goal with any of our apparel 

customers is to help them easily imple-
ment a new ‘method of make,’” says 
Lacey Johnson, global brand marketing 
manager for Bemis. The use of Bemis 
Sewfree bonding improves factory effi-
ciencies and reduces costs by eliminating 
both bulk and layers of materials.

Johnson revealed that Bemis is in the 
process of quantifying these efficiencies, 
as well as looking for ways to integrate 
with future methods of make, such as 
3-D printing.

Printing, Knitting, and 
the Supply Chain

Digital printing, where artwork is 
converted to digital files and printed to 

HOW TECHNOLOGY IS REVOLUTIONIZING THE APPAREL BUSINESS AGAIN. 
Next-Gen 
Solutions

The Nike Logistics Campus in 
Laakdal, Belgium is designed to 
help the company process orders 
with agility, flexibility and speed.
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fabric, reduces lead-time and the costs 
involved in making screens and running 
short or sample runs using traditional print-
ing methods.

The efficient use of chemistry—
pretreatments and ink—is the key to 
making digital printing both cost effective 
and a sustainable process, according 
to Kelly Lawrence, global marketing 
manager for digital printing at the Lubrizol 
Corporation, a global specialty chemical 
company.

Lubrizol’s PrintRite DP 300 family of 

pre-treatment technologies are applied to 
the textile surface and “keep the ink where 
you want it,” she explains. While untreated 
digital prints can look faded, the Lubrizol 
pretreatment creates deeper colors and 
crisper registration while maintaining 
fabric integrity and print durability.

“The value chain is working to optimize 
the print process, and brands are engaged 
to deliver the benefits of digital printing to 
consumers,” Lawrence finds.

New Zealand-based Designer Textiles 
(DT), which specializes in creating merino 
wool and merino blend circular knits, 
added digital printing to their product 

portfolio a few years back as a point of 
differentiation.

DT is co-owned by wool yarn spin-
ner Südwolle and garment manufacturer 
YoungOnes. Kylee Davis, the company’s 
digital print creative manager, believes that 
the company’s unique vertical capabilities 
offer more control over the supply chain, as 
well as speed-to-market.

Inkjet printing on wool textiles is highly 
specialized, according to Davis. With 
maximum production of 290 linear meters/
hour, DT is very much about providing 

customers with customization.
“It’s a very big opportunity,” she says. 

“You can see the growth of interest in 
customization. It allows our customers 
to receive something that is exclusive to 
them.”

Japanese machinery innovator Shima 
Seiki is best known for its WHOLEGAR-
MENT knitting machines that create 
seam-free knitwear made in one 3-D piece. 
Italian knitwear firm Benetton recently 
launched a line of seamless, made-in-Italy 
pullovers using the latest version of these 
machines.

Shima’s SIP-160F3 advanced inkjet flat-

bed printer can print finished garments as 
well as multiple garment pieces, using acid, 
reactive, or pigment inks; and can print on 
a variety of knitted textures.

“Zero waste and a shorter supply chain 
are top of mind,” explains Seiichi Nakaya, 
president of Shima Seiki USA.

Digital Integration
The automation and digitalization of 

apparel manufacturing has been evolving 
for a number of years; with companies such 
as Gerber Technology and Morgan Tecnica 

integrating PLM systems, 
3-D virtual prototyping, 
automated cutting room 
technologies, and inkjet 
printing.

Gerber has just introduced 
AutoMatch, a revolutionary 
layout and cutting system 
using digital imagery to 
ensure that stripes, plaids, 
and other graphic patterns 
line up from one cut piece 
to the next. Currently 
targeting the furniture 
industry, the system will 
also have application in 
the burgeoning made-to-
measure apparel business, 
according to Bill Grindle, 
Gerber CMO.

Gerber is also working 
with designer Danit Peleg, 

who developed a line of 3-D printed 
garments using Gerber’s AccuMark 
3-D visualisation technology. Peleg is 
partnering with Gerber to help evolve 
Gerber’s YuniquePLM and AccuMark 
pattern design products.

“Manufacturers need to have control of 
their own environment, and that is where 
automation plays a big role,” says Michael 
Rabin, president of Morgan Tecnica 
America. “But the best automation requires 
proper planning and a well-trained back 
office. Equipment doesn’t always solve 
the problem. We are about personalized 
solutions.” n

Next-Gen (continued)

Inside the UA Lighthouse Manufacturing and Design Leadership Center.
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Jennifer Ernst Beaudry

On Running is 
looking ahead. 

Caspar Cop-
petti, co-founder 

of the Swiss performance 
running brand, says that On 
has seen growth rates glob-
ally between 70 and 300 per-
cent in 2016, nearly doubling 
its overall business from the 
year prior. And they’ve done 
it profitably, he says.

“Our full-price and 
premium strategy is really 
paying off,” he says. 

According to Ted Good-
lake, director of North 
American sales, the U.S. 
market in particular is on pace 
to grow between 90 percent 
and 100 percent for the year. 
And he attributes the growth 
to the brand’s decision to stay 
focused on performance. 

“A lot of our competitors 
have veered off and gone 

into the athleisure world,” he 
says. “The running specialty 
trade channel has always 
been our main focus and will 
continue to be that way.” 

To that end, On is releasing 
two new products for 2017 
aimed at the serious runner. 

The new $139.99 Cloud-

flow style is designed as a 
lightweight, cushioned style 
with a smooth transition for 

easy, effortless runs — the 
“short cut to runner’s high,” 
Coppetti says. The style  will 
be the focus of a grassroots 
marketing push, which 
kicked off  at the New York 
City marathon. 

The brand is also betting 
on the Cloudflash, a racing 
flat designed with all the 
technology On could stock it 
with. Priced at $180, the shoe 
is “by far the most expensive 
racing flat in the market,” 
Coppetti says. The thinking? 
Runners willing to spend 
$700 on the entry fee for a 
triathlon or spend hundreds 
or more on a world marathon 
want the best. And On is 
betting that their top-tier flat, 
which removes the midsole 
to build the shoe directly 
on the flex plate, and uses a 
resilient new EVA compound 
the brand is calling Zero 
Gravity Foam 2.0, will ap-
peal to that consumer. 

“Our R&D team went all 
out and went crazy on the 
technology they were able to 
use,” Coppetti says. 

 Heading into 2017, Good-
lake and Coppetti are feeling 
optimistic. 

Goodlake flags the West 
Coast, Southeast, and Mid-
west, particularly Chicago, 
as target markets. 

Coppetti says the team 
will be adding 10 positions 
to the U.S. team - part of 40 
being hired globally. (The 
U.S. represents about 25 
percent of On’s total busi-
ness, he says.) The new hires 
will be across the board, but 
with a focus on adding tech 
reps, sales reps and customer 
service people to service 
anticipated growth. 

“We’re still scratching the 
surface in U.S.,” Coppetti 
says. “Based on futures, we 
think we can double the 
business again.” n

The new $139.99 
Cloudflow style  
is designed as  
a lightweight,  
cushioned style  
with a smooth  
transition for easy, 
effortless runs — 
the “short cut to 
runner’s high.”

Running On

Caption here please fill outward caption here please fill outward caption fill.

On Cloudflow 

The Swiss brand is bettin
g on performance
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Emeril’s Tchoup at Loews Royal 
Pacific Resort at Universal Orlando. 
Sample the Pacific Seas right at 
your table. Named for New Orleans’ 
famous Tchoupitoulas Street, the 
site of Emeril’s flagship, and the 
culinary term “chop,” this restaurant 
offers everything from sushi to a 
key-lime tart. emerilsrestaurants.com/

emerils-tchoup-chop 

Art Smith’s Homecoming at Disney 
Springs. Sit on the back porch and sip 
a hand-crafted cocktail while native 
son Art Smith prepares his famous 
fried chicken and doughnuts and Addie 
Mae’s chicken and dumpling soup.  
The ingredients are local at this farm-to-
table establishment.  
homecomingkitchen.com

Emeril’s Orlando at Universal 
CityWalk at Universal Orlando. Watch 
the culinary team prepare the catfish 
po’boy and Louisiana-style shrimp 
and grits at the open kitchen and 
chef’s food bar or gaze at the lagoon 
in this city hot spot. emerilsrestaurants.

com/emerils-orlando

Fontera Cocina by Rick Bayless 
at Disney Springs. Get a taste of 
contemporary Mexican fare at the 
award-winning celebrity chef’s newest 
restaurant. Meals begin (and end) with 
Margaritas and Sangria and move to 
tacos and tortas, carnitas (pork, slow-
cooked in garlic and lime) and shrimp 
enchiladas suizas.  
fronteracocina.com

 A RETAILER’S GUIDE TO

ORLANDO

Fontera Cocina by Rick Bayless 
at Disney Springs.

Enjoy Art Smith’s 

Homecoming Kitchen.

Emeril’s restaurant at  
Universal CityWalk.

Colorful dining at Emeril’s Tchoup.
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To help you enjoy your time in Central Florida, check out our guide on 
what to do, where to go and how best to enjoy your time in Orlando.

122    runninginsight.com              © 2016 Formula4media LLC.





ORLANDO
Blue Man Group at Universal 
Orlando Resort. This musical 
performance that features audi-
ence participation. blueman.com/

universal-orlando/about-the-show

The Morse Museum in Winter 
Park, 30 minutes from Orlando. See 
the world’s most comprehensive 
collection of works by 19th-century 
glass master Louis Comfort Tiffany. 
morsemuseum.org

Orlando Science Center. See sci-
ence spring to life in this four-story 
institution, which features laser-
light shows, an observatory and a 
CineDome. osc.org

Madame Tussauds.  
Rub shoulders (and take selfies) with 
Albert Einstein, Brad Pitt, Angelina 
Jolie, Selena Gomez and Johnny 
Depp. madametussauds.com 

Elvis has 
entered the
building: 
Madame 
Tussauds.
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THAT WORKS®

PAIN RELIEF

Performance Health®, and Biofreeze® trademarks are property of Performance Health and/or its subsidiaries and may be registered in the United States and other countries. 
Unauthorized use is strictly prohibited. ©2016 Performance Health. All rights reserved.

CLINICALLY RECOMMENDED
*By chiropractors, physical therapists, massage therapists and pharmacists

NOW AVAILABLE FOR RETAIL

Visit us in Booth 3403

http://www.performancehealth.com


ORLANDO

Over 150 retailers at the Mall at Millenia.

Tthe Orlando Premium Outlets on International Drive.

The Mall at Millenia. Shop at more 
than 150 retailers that include Neiman 
Marcus, Macy’s, Bloomingdale’s. 
There also are seven sit-down 
restaurants, concierge staff, foreign 
currency exchange and valet. 
mallatmillenia.com

Orlando Premium Outlets – 
International Drive. Get bargains at 
180 shops – Under Armour, The North 
Face, Ralph Lauren, Reebok, Coach, 
Guess, Converse, Michael Kors and 
Nike – that offer merchandise at 25 
percent to 65 percent off.  
premiumoutlets.com/outlet/orlando- 
international/stores

Mandara Spa at Walt Disney World 
Swan and Dolphin. Relax at this 
Balinese-style spa, where massages 
and other treatments take place in an 
indulgently luxurious “sanctuary for the 
senses” complete with interior gardens 
and a meditation temple.  
mandaraspa.com/spa Orlando-Walt-Disney- 
World-Swan-and-Dolphin.aspx

P
hotos: m

allatm
illenia.com
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ORLANDO

Below: SUP at the Orlando Watersports Complex. 

Right: Fly through the air at Zip Orlando.

Orlando Watersports 
Complex. Go cable-riding, 
boating and paddleboarding 
or take lessons after getting 
gear at the Pro Shop, which 
stocks brands ranging from 
Sun Bum to Billabong.  
aktionparks.com/

orlando-watersports-complex

Zip Orlando, in Kissimmee, 
30 minutes from Orlando. 
Fly through the day and 
night sky over 4,500 feet 
of zip lines and aerial 
bridges in Kissimmee, just 
minutes from the city’s big 
attractions. While you’re 
there, stop by the Green 
Meadows Petting Farm. 
ziporlando.com
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ORLANDO

Track Shack. Find the perfect fit at this locally owned 
store that has quite a track record: It has been nominated 
numerous times as a top-5 U.S. specialty running store. 
Established in 1977, it sponsors road races and training 
programs and has donated more than $2 million to local 
organizations. trackshack.com
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Fleet Feet Sports. You — and your feet —will feel like family 
at this specialty mom-and-pop store, where great service and 
great shoes come in pairs.  
fleetfeetorlando.com
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Dubsdread, Orlando’s only public golf course. 

College Park. Located just north of Downtown, it 
was voted Orlando’s best neighborhood. Step into 
its one-of-a-kind boutiques, restaurants, spas and 
parks and play a round or two at Dubsdread, which 
since its founding in 1924 has been Orlando’s only 
public golf course. historicaldubsdread.com

Orlando Balloon Rides. Get a birds-eye view of 
the city in an hourlong hot-air balloon ride and 
toast your landing with a glass of complimentary 
Champagne. orlandoballoonrides.com

ORLANDO
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FINISHER PRIZES

IN-STORE MERCH

fill STATIONS

post-race party gifts
PATENTED

SILICONE
DRINKWARE

FINISH-LINE PERKS

www.silipint.com               (866) 935-4831

DECORATE WITH YOUR RACE LOGO AND EVENT SPONSORS
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Albin Polasek Museum & Sculpture 
Gardens in Winter Park, 30 minutes from 
Orlando. Tour the retirement residence, chapel, 
outdoor sculpture garden and grounds of Florida 
Artists Hall of Fame inductee Albin Polasek. It 
is one of only 30 places on the National Trust’s 
Historic Artists’ Homes and Studios.  
polasek.org 

Coca-Cola Orlando Eye. See the city sights 
from this 400-foot-tall observation wheel that is 
1.1 miles from the convention center.  
officialorlandoeye.com 

Kennedy Space Center. Take the tour, see 
the spaceships up close and personal and 
have lunch with an astronaut.  
kennedyspacecenter.com

Cirque du Soleil at Downtown Disney. Watch 
in amazement as acrobats and aerialists turn 
the circus into a living art form.  
disneyworld.disney.go.com/entertainment/
disney-springs/cirque-du-soleil-la-nouba

Harry P. Leu Gardens.  
Walk (or jog) around  
50 acres of Southern-style gardens that 
include a 19th-century house that is on the 
National Register of Historic Places.  
leugardens.org

Albin Polasek Museum & Sculpture Gardens. Cirque du Soleil at Downtown Disney.

Take a spin on the 
Coca-Cola Orlando Eye.

Kennedy Space Center. 
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 Harry P. Leu Gardens.





Morimoto Asia at Disney Springs. Pass your plate for Pan-Asian 
dishes at Japanese master chef  Masaharu Morimoto’s newest 
restaurant, where you get behind-the-kitchen views of Peking duck 
carving and dim sum preparation. Dine in the two-story spot, which 
includes a sushi bar, under 20-foot-long shining chandeliers.  
disneyworld.disney.go.com/dining/disney-springs/morimoto-asia

Norman’s at The Ritz-Carlton Orlando, Grande Lakes. Try the 
Brazilian-style creamy cracked-conch chowder and the fried green 
tomatoes at this James Beard “Who’s Who in America” award-
winning restaurant that showcases the work of chef and decorated 
cookbook author Norman Van Aken, the founding father of New 
World Cuisine. normans.com

ORLANDO

Morimoto Asia at Disney Springs.

Norman’s at The Ritz-Carlton Orlando, Grande Lakes.

P
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/en/hotels/florida/orlando/dining/norm

ans
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come see us at

multiple territories available
sales reps needed

shebeest@leemarcind.com

fb.com/shebeest@shebeestcycling
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June 13, 2017 June 14-15, 2017 June 16, 2017

          Style Summit Trade Show Consumer Expo
For specialty running store  

owners and executives.
 

An exclusive benefit for RIA retail members
Held at The Hyatt Pier 66

Showcasing the best footwear, 
apparel, wearable technology,  

and accessory brands.

An opportunity for brands  
to connect and interact 

with VIP consumers.  
Host retailer: Runner’s Depot.

sportstyle®

the show

blending sports and style

The sportstyle name was chosen because it captures the strength of performance sports as well 
as the lifestyle aspect of the active category that is driving its expansion. The sportstyle show 
will include activewear, footwear, accessories and technology and the conference will focus on 
key business topics to our retail attendees. We will invest heavily in its growth with increased 
marketing, including the Third Annual RIA Summit and the addition of a one day Consumer Expo 
which will attract VIP shoppers from South Florida’s active, affluent market. 
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A Trade Show,
Business Conference

+Consumer Expo

Fort Lauderdale Convention Center, Florida / sportstyleshow.com

Contact Jeff Nott: jnott@formula4media.com or Troy Leonard: tleonard@formula4media.com



ORLANDO

Cask & Larder and The 
Ravenous Pig in Winter Park, 
30 minutes from Orlando. 
Feel like part of the family at 
these James Beard nomi-
nees, within walking distance 
of each other, that share the 
same owners, James and 
Julie Petrakis. Cask & Larder, 
the epitome of Southern 
hospitality, serves Southern-
sourced seasonal dishes, 
home-brewed craft beers and 
fresh-shucked oysters from 
its oyster bar. The Ravenous 
Pig, a gastropub, features 
local and artisanal products. 
Signature dishes include 
Canaveral shrimp and grits 
and pig tails with chocolate 
espresso sauce dessert. 
caskandlarder.com and  

theravenouspig.comCocktails at The Ravenous Pig in Winter Park.

P
hotos: w

w
w

.theravenouspig.com
, caskandlarder.com

, crookedcan.com
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Tripped - broken teeth

Tripped -
fractured / hurt leg

Tripped on
broken road

surfaceFall in finisher chute - broken
finger

Slander charges

Participant died after race

Rental van hit car

Finish line fencing
fell and knocked

over participants

Fell on ice, fractured leg
Fractured ankle on trail run

Fell,
injured wrist

Fell on wet
pavement

Runner
fainted at 5k

Race officials damagedcity fountain with rental truck

Wind blew tent
into participants

Event spectator collapsed and
was airlifted to the hospital

Runners collided at an event

Runners collided
at a group run

Course support person fell off bike
Volunteer dropped table on
leg while moving expo items

Pulled muscle
while running

Struck by
a baby stroller
during a race

Fell out of truck while dropping
off aid station supplies

Property stolen after
lock cut on race truck

Participant
hit their head at an expo vendor's booth

Race committee member hit a bystander in
cart-vehicle

Phone ruined during rainstorm

Bit by dog
during a race

Participant struck by car on race
courseParticipant struck in the face

by feather banner

Wild animal attack on course

Electrocuted
trying to
move a
tent

Runner hit during group run
in busy intersection after not
following traffic signals

Heart attack during group run

Fall in finisher chute - broken

Rental van hit car

Finish line fencing
fell and knocked

over participants

Fell on ice, fractured leg

injured wrist

Fell on wet
pavement

Race officials damagedcity fountain with rental truck

Event spectator collapsed and

Runners collided
at a group run

Course support person fell off bike

a baby stroller
during a race

Property stolen after
lock cut on race truck

Participant struck by car on race
course

Wild animal attack on course

Heart attack during group run

	  
What happens if........ 
 

The Road Runners Club of America has you covered 
The RRCA offers a variety of programs and services designed to support 
local running clubs, events, run specialty businesses, and more.	  

 

www.RRCA.org                            



Visit us at TRE Booth 2528 
to receive a customized market 
report for your store.

Sign up for our POS panel at TRE and receive:
• A customized market report
• Monthly price check report
• Specialty running market insights

TO GET STARTED CALL OR EMAIL: 

Keith Storey, VP Sports Marketing Surveys USA  /  561 427 0647  / keith.storey@sportsmarketingsurveysusa.com

In partnership with
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Crooked Can Brewing Co. After you go to the onsite 
tap and tasting room, visit the artisan market that 
features everything from pizza and sushi to wings and 
vegan fare. crookedcan.com

Ocean Sun Brewing. It’s BYOF (Bring Your Own 
Food and Bring Your Own Fido) at this taproom and 
brewery. Menus from local restaurants that deliver 
dinner to your table are provided at this dog-friendly 
venue. oceansunbrewing.com

Orlando Brewing. Take a complimentary tour  
of the only U.S.D.A.-certified organic brewery south 
of Vermont and east of Colorado, taste what’s on 
tap and see the free live shows on its outdoor stage. 
orlandobrewing.com

Ten10 Brewing. Add a snack – soft pretzels, chips 
and salsa, hummus and pita bread, meat and cheese 
sandwiches and beer cheese made with the brewery’s 
Urban Trail Pale Ale – to your raised glass.  
ten10brewingcompany.com

ORLANDO

Take a chance at the Crooked Can Brewing Co.



http://www.newbalance.com
http://www.tenseconds.com
http://www.footbalance.com
http://www.hickorybrands.com
http://www.hickorybrands.com
http://www.hickorybrands.com


HOW TO DOWNLOAD THE RUNNING EVENT APP
Visit the Apple App Store or Google Play Store

USE THE MOBILE APP TO STAY UPDATED
This mobile app allows you to:

• View schedules, explore sessions, and find networking events.

• Curate your own personal schedule for easy conference attendance.

• Access location and speaker information at your fingertips.

• Post updates to sessions, keynotes, and exhibitor booths.

• Interact with a real-time feed of all event activity, that showcases which sessions  
are trending, most popular photos, and popular discussion topics.

• Expand your professional network and have fun!

SPONSORED BY:

SCAN QR CODE

Real-time pulse of the event. See 
what people are saying, view 
photos from the event, and find 
trending sessions and topics.

See who’s at the event, and 
connect with them on the app

View the full agenda and related 
information (session time, room 
number, speaker info, etc)

A quick way to share photos, 
comments, and which 
session you’re attending

Find exhibitors and sponsors, 
and leave comments or ratings

Activity Feed

Agenda

Users

Exhibitors

Update

THE RUNNING EVENT APP
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Introducing the Escalante. 

Powered by Altra
 Ego.

WITH A NEW HYBRID OF PERFORMANCE CUSHIONING AND A REFRESHINGLY COMFORTABLE KNIT UPPER, THE ESCALANTE CHALLENGES 

TRADITION. DUAL-NATURED AND BEST-OF-ALL-WORLDS, THE ALTRA EGO COMPOUND PROVIDES A LIVELY, RESPONSIVE FEEL WHILE 

STILL BEING LUXURIOUS UNDERFOOT. PERCEPTION CHANGES WHEN POWER MEETS PLUSH. ALTRARUNNING.COM  /  #ZEROLIMITS  

http://www.amphipod.com



