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Rethinking Wellness // Eyes on Tokyo  

Rapper Jack 
Harlow is seizing 
his moment. Before 
hitting the road for 
his sold-out tour, 
the New Balance 
afi cionado gets 
candid about style, 
fame and why it 
isn’t enough just to 
make good music.
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August 14 – 15

Support That Brings

Style You Want. 

Comfort You Crave.

Book an appointment through your sales rep or contact us: customercare@vionicgroup.com
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BEST-DRESSED 
AT CANNES FILM 
FESTIVAL

 Week of July 12
The stars align for the 
2021 Cannes Film Festival, 
where the red carpet stirs 
as much of a frenzy as the 
big-screen premieres. FN 
make its picks for the most 

stylish shoes to ascend 
the grand staircase 
at the Palais des 
Festivals.

of young shoppers 
are “excited and 
happy” to return 
to in-person 
gatherings

of Gen Z and 
millennial women 
said they’re 
shopping for 
casual footwear

of younger consumers 
are reading more 
news and social 
posts about 
personal fi nance

Bella Hadid at 
the opening 
night ceremony 
for Cannes

The Detroit Pistons 
have the fi rst pick 

in the 2021 draft

NBA DRAFT’S MOST 
STYLISH BALLERS

Week of July 26
Check out the rising stars on 
the court who scored major 

points with their style on one of 
basketball’s biggest nights.

Many 
schools will 

start classes 
as early as 

mid-August
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TIME TO SHOP
How Gen Z and millennial 
customers are shifting their 
buying habits post-pandemic.
SOURCE: ATOMIK RESEARCH/PAYPAL

27%60% 51%

BACK TO 
SCHOOL 
DEALS

Week of 
July 26
FN rounds 
up the best 
sales to shop 
for children 
and teens as 
they get ready 
for in-class 
learning this 
fall.
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B ritish footwear and 
apparel company, Joules is known for bring-
ing to life its customers’ bright and colorful 
identities into products designed for a life-
style spent outdoors. With a significant surge 
in families gravitating toward nature during 
COVID-19, shoppers are seeking out gear to 
meet evolving needs, but attention to style has 
never wavered. This is where Joules continues 
to shine, providing styles that enchant every 
member of  the family. 

“The past year has brought about a lot 
of  change, and we’re finding both in our 
customers and our colleagues that there’s a 
newfound appreciation to connecting with 
the outdoors,” said Tom Joule, Founder and 
Chief  Brand Officer of  Joules. “Nature has 
given us peace and calm through a very 

uncertain time, and I think that appreciation 
will only grow. A walk in the park or spending 
time in the garden has a new meaning now, 
and we’re doing our best to make sure that 
our product and assortment meet the needs 
of  our customers.”

Joules’ iconic printed wellies are designed 
in Market Harborough, the charming market 
town in Great Britain where Joules is based. 
Their designers are experts in the field, expe-
riencing over 150 days of  rain a year and test-
ing their rainboots to ensure they withstand 
every wet weather condition. Viv Hamill, 
Senior Garment Technician in the Footwear 
department at Joules compares the carefully 
crafted rainboot outsole to a car tire. “The 
tread pushes the water outwards and enables 
the sole surface to be in contact with the 
ground providing grip. The sharp edges of  
the sole cleats provide an edge to cut through 
the surface of  the water and disperse.” 

Rooted in optimism 
What sets Joules apart is its firm dedication 
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to its authentic roots that is delicately woven 
into the designs. Joules’ print designers travel 
throughout the English countryside and sea-
side in search of  inspiration, turning expe-
riences into unique pieces of  art. “Using 
these hand painted artworks in our collec-
tions allow us to stay deeply rooted in the 
company’s heritage,” said Florence Castillo, 
Interim General Manager of  U.S. at Joules. 

“Just like the season, there’s a great deal to 
look forward to in our new collection. There’s 
a real sense of  optimism with brighter-than-
ever prints and we open the door to excit-
ing new styles while delivering those familiar 
pieces that our customers know and love,” 
explained Castillo. 

True to their foundation, Joules’ “Right 
as Rain” collection brings reliable rainwear 
made for the outdoors in their ‘biggest and 
best-ever’ assortment for the season. The 
collection will also have an increased focus 
on sustainability, aligned with the company’s 
ongoing efforts. Currently over 85 percent of  
Joules products now contain at least one sus-
tainable material – a number that Joules is 
eager to see continuously grow. 

While today nearly everyone is an out-
door consumer in their own way, Joules is 
happy to share the same optimistic view that 
their consumer has. “Our customer finds joy 
in the simple things. Spending time with fam-
ily and friends, a cup of  tea in the garden 
or a good book on a rainy day,” said Ash-
ley Lo, U.S. Marketing Manager. “They are 
the first to dance in the rain or jump into a 
muddy puddle with their children.” 

Above all, Joules is a brand made for con-
sumers to truly enjoy life outdoors by deliver-
ing quality and fun for families to enjoy time 
together and while doing so, embrace their 
love of  nature. 

Joules delivers vibrant prints and reliable product to 

encourage everyone to get outdoors ‘whatever the weather.’ 

Helping Families 
Spend Quality 
Time Outdoors 

Joules SS22 
collection

Joules’ hand painted 
designs encourage 
the whole family to 
get outdoors.

Nature 
has given 
us peace 
and calm 
through 
a very 

uncertain 
time, and I 
think that 

appreciation 
will only 
grow.”

— TOM JOULE, 
Founder and Chief  Brand 

Officer of  Joules

P O W E R E D  B Y
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As the industry emerges from the 
pandemic, one thing is clear — there’s 
never been more opportunity in the 
wellness space. How big brands are 
positioning themselves.

Wellness Check

BY ERIKA FLYNNP
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Outdoor fitness 
activities, like 

yoga in New York’s 
Bryant Park, have 

grown in popularity
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“Wellness has been gaining some major 

traction for the past decade, but this pandemic 

really brought ‘in-home’ wellness to the forefront 

of our everyday life,” said Aaron Azzarito, 

president of Telic. “The travel restrictions and 

overall limited mobility this past year gave us 

the opportunity to look inside our own homes to 

create a healthy living environment where we can 

not just survive, but where we can thrive.”

Beyond recognizing the importance of 

individual wellness, this trend extended to 

families and as part of a greater society.

 “It was clearer than ever during a global 

pandemic that our well-being was interconnected, 

and that required us to think about how our 

behavior could a� ect the health of ourselves and 

others,” said Hy Rosario, director of product, 

outdoor at Hoka One One. 

Here, seven executives o� er up their thoughts 

on how the defi nition of wellness has changed, 

the opportunities ahead and what it will take to 

make the wellness industry more diverse. 

Rethinking the Category
Many insiders agree that consumers aren’t rushing 

back to the frenetic pre-pandemic lifestyle. 

Dr. Taryn Rose, CEO and co-founder of Enrico 

Cuini, noted that the lockdown allowed for 

introspection and the absence of FOMO (the fear 

of missing out) because no one else was doing 

anything either. 

“The release from that pressure was very 

healing,” the longtime designer said. “There 

was time to focus on our well-being instead of 

just pushing through the early signs of burnout. 

Having learned how important it is to focus on 

self-care, people will not want to give that up, and 

I think that will refl ect in many aspects of their 

lives, including their shopping habits.”

At Vionic, “wellness from the ground up” has 

always been central in the company’s messaging. 

“We believe foot health is foundational to overall 

wellness, and we’ve really seen that play out over 

this past year and a half,” said Angela Caltagirone, 

SVP and GM. “The benefi t we all got from 

walking when it was one of the only things we 

could turn to for exercise, or to clear our minds, 

or both. It’s all connected. Our defi nition wasn’t 

changed as much as it was a�  rmed.”

“For me, wellness is rooted in the idea of taking 
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care of yourself to reach your full potential,” said 

Kane CEO John Gagliardi. With Kane Footwear — 

which launched this spring — the executive said 

he wanted to create something that encouraged 

wellness on an individual level through an active 

recovery design. But he also wanted to make 

a di� erence on a broader scale, and that’s why 

sustainability is an integral part of the brand.

 “My defi nition of wellness has evolved beyond 

the context of individual, physical well-being, 

especially in light of a global pandemic that left 

many of us mentally tired,” Gagliardi said. “The 

environment that you’re in — and the planet 

you’re on — play a large part in your well-being.”

Hoka’s Rosario echoed this sentiment, noting 

that the idea of wellness has shifted away from a 

narrow defi nition — an individual fi tness routine, 

for example. Now it includes “several forms of 

indoor or outdoor movement that we can keep 

up for the long term, as well as how we can work 

together toward a collective sense of well-being,” 

Rosario said.

How to Make Wellness 
More Diverse
But even as executives talk about their vision for 

wellness to be inclusive, there is still a notable 

lack of diversity in the space.

“[Some] women and people of color don’t have 

the time for much self care because all their time 

and energy is spent on just surviving, whether it 

is to keep the family schedule and needs running 

or to keep enough money coming in to pay the 

bills,” said Rose. “Self-care is still considered 

an indulgence rather than a necessary part of 

healthy living, like exercise.”

She believes more representation would 

require companies to listen to the reality of what 

people face instead of prescribing what they 

should do. “There should be role models who 

can speak about their authentic struggle to fi nd 

wellness in their lives,” Rose added.

Tracey McLeod, founder of fi tness footwear 

label Tiem, believes in inspiring action to make 

change. “We will continue to hold ourselves 

accountable and support organizations that take 

actions towards equality, justice and diversity,” 

she said. For Tiem, that means donating to 

organizations like Black Girl Ventures, NAACP 

and Girl Up and partnering with advocates in 

the fi tness community who shine a light on 

important issues.

Azzarito asserted that employment practices, 

work culture and environment should be 

continuously evaluated and adjusted to 

understand inclusivity (or lack thereof), since it 

has a direct linkage with wellbeing.

“If we learned anything from 2020, it’s that 

we are all in this together. Health and wellness 

is something that should transcend race, gender, 

sexuality and social class,” he said.

Along with recognizing the barriers people 

face in terms of fi tness or any form of movement, 

messaging can also strive to be more inclusive, 

executives said.

“One place to start is in representation: 

making it clear through our marketing and 

Th e pandemic brought about 
change unlike anything the 
world has witnessed in some 

time — and as a result, companies have 
seen an increase in consumer interest 
around living a healthy, active life.

Telic’s Boise Bliss 
sandals off er 

arch support and 
plush cushioning
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storytelling that running, walking, fi tness and the 

outdoors are for everyone,” said Rosario. 

The company features a minimum of 

60% representation of BIPOC athletes and 

diverse body types in all of its marketing, and 

amplifi es diverse voices through its storytelling 

mechanisms, such as Humans of Hoka or the 

“Time to Fly” fi lms. “Hoka also recognizes that 

our own brand needs to represent the diversity of 

our consumers in order to authentically speak to 

and empower them.” 

Th e Big Product Opportunities
The wellness community has long focused on what 

it takes to achieve or maintain a healthy body, but 

a new opportunity has opened up in recovery.

“What comes after constant years of running or 

lifting? What injuries or changes in our bodies will 

we have to live with?” said Azzarito. Since 2012, 

the company has been in the recovery footwear 

space — something he sees as the missing piece to 

many consumers’ healthy lifestyle. 

Steve Gallo, president of Oofos, believes that 

the recovery segment has great potential right 

now. “Recovery is being seen as a much more 

important component to consumer’s overall 

wellness and their health and fi tness regimens.”

Caltagirone said Vionic has seen more focus 

on active shoes as people are walking more than 

ever and resuming other physical activities. 

“There’s a wellness tie-in to the comfort and 

casualization trend that’s grown out of all the time 

we’ve spent at home. We’re embracing it visually 

within our style and delivering it through the 

footbed technology that’s in all of our footwear — 

including slippers, heels and booties,” she said.

The footwear industry can provide solutions 

for consumers looking to be more active, and 

bring wellness-driven solutions, noted Rosario. 

“We’re in a position to bring that movement 

and activity, and the form of wellness that 

accompanies it, to more people than ever before.” 

Hoka is a brand that seeks to be as inclusive, 

welcoming and empowering as possible, providing 

access to athletes of every level and enticing 

those who may have previously felt that running, 

walking, hiking or fi tness wasn’t for them. 

“Our products are designed in a way that will 

enhance people’s experiences and make them 

more empowering, even fun — and encourage 

them to continue doing it and change their lives 

for the better.” 

To be sure, there’s work to be done to 

emphasize how important recovery and healing 

is for people who are used to pushing their limits, 

Gagliardi said. “The more we can talk about 

wellness as part of peak performance, the more 

we can work to change that mindset.”

Oofos’ Gallo said another challenge is 

educating consumers on a legitimate benefi t.

Most performance shoe foams provide energy 

return to enhance a person’s workout or run. 

OOfoam, the brand’s proprietary compound that 

it says reduces impact 37% more than traditional 

foams, does the exact opposite. “It provides a slow 

rebound requiring less ankle power when walking 

around, thus relieving stress on the wearer’s joints 

and helping them recover faster,” he said. 

Hoka sales have 
skyrocketed amid 

the increased focus 
on active lifestyles

 The Oofos OOmg EeZee 
sneaker features OOfoam, 

which absorbs 37% 
more impact than 

regular shoes 

 HOW THE 
 DEFINITION OF 
 WELLNESS HAS 
 EVOLVED: 

“It’s not just working 
toward a healthy body, 
but also a healthy 
mind. That being said, 
wellness looks diff erent 
for everyone and it’s so 
important not to get 
caught up comparing 
yourself to others.” 

 PANDEMIC 
 LESSONS: 

“This past year taught 
me the importance 
of balance between 
work and my personal 
life. It is so easy to 

get caught up in the 
day-to-day, nonstop 
grind, sometimes so 
much that you lose 
sight of your why. I 
fi nd it important to not 
only schedule time for 
myself to recharge, 
but also schedule time 
to hang out with my 
friends, family and 
signifi cant other.”

 OPPORTUNITIES 
 AND CHALLENGES: 

“I see talking about 
mental health as a huge 
opportunity for the 
industry to dive into. So 
many people deal with 
mental health issues, 
and it’s comforting to 
hear others’ stories.”

Peloton has been one of the brands at 
the center of the wellness movement. 
Here, instructor Olivia Amato on the 
importance of self-care. 

BREAK THE CYCLE 
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Pandemic concerns might be waning, but 

ongoing distress has underscored the importance 

of keeping mental health in check. And in this 

critical moment, many footwear fi rms have made 

the overall wellness of their employees a priority.

“Mental health is arguably the worst 

pandemic the world has ever faced,” said 

Kenneth Cole, founder and chief creative offi  cer 

of Kenneth Cole Productions. “Because of the 

related stigma, two out of three people aff ected 

don’t seek help or care.”

Experts said that it’s important for employers 

to recognize that for people who suff er from 

mental illness, such as depression, productivity 

is often aff ected.

“They can’t deliver against expectations 

when they’re not feeling their best. Their 

thoughts are unfocused and they’re worried 

about other things. They can’t prioritize and 

make good decisions,” said Cathleen Swody, 

an organizational psychologist and founding 

partner of Thrive Leadership, an executive 

coaching fi rm in Hartford, Conn.

A recent Conference Board survey found 

that 60% of workers in the United States are 

worried about their mental health following the 

pandemic. On a positive note, the survey, taken 

by 1,100 people, also found that an overwhelming 

majority feel their supervisor genuinely cares 

about their wellbeing.

This compassion is true of the shoe industry, 

as many footwear brands and retailers have a new 

recognition and have put subsequent supports 

in place for employees, including 24/7 access to 

mental health resources; improved mental health 

coverage through insurance; employee assistance 

programs; frequent executive-led employee check-

ins; increased fl ex time; and wellness events and 

socialization opportunities.

While companies can’t be held responsible 

for employees’ mental health, leaders can help 

reduce anxiety and stress at work as well as act 

as a starting point for mental health resources. 

At Kenneth Cole Productions, for example, 

associates have 24/7 access to health information 

and support through the service Care24. They 

also have access to a behavioral health coaching 

service through company insurance.

In 2020, Cole founded The Mental Health 

Coalition, a group of mental health organizations, 

brands and individuals that, together, work “to 

shift culture and change the narrative around 

mental health in a way that will empower 

individuals living with mental health conditions 

and/or support others in their lives who are.”

The coalition also has a comprehensive list of 

mental health resources available online to give 

people access to needed treatment.

Two Ten Footwear Foundation said that due to 

psychological and emotional trauma of COVID-19 

in 2020, its referral partner FEI Behavioral 

Health saw mental health counseling reach an 

all-time high for footwear sector employees and 

that this trend has continued into 2021.

At the FN CEO Summit last month, industry 

leaders discussed “The Employee Mental Health 

Crisis in Our Post-Covid Workplace,” led by 

Shawn Osborne, president and CEO of Two 

Ten. The conversation featured Cole and Dan 

Potterton, COO of FEI.

“The primary driver for folks calling us has 

been for assistance with psychological and 

emotional problems, principally the issues of 

depression, feelings of hopelessness, anxiety, grief 

and COVID-related distress. Most of them are 

telling us that they are emotionally overwhelmed 

and physically exhausted,” said Potterton. He 

added that for many of those who reached out, it 

was the fi rst time they had ever sought the help 

of mental health professionals.

Tapestry, home to luxury brands Coach, 

Kate Spade and Stuart Weitzman, has seen a 

“signifi cant increase” in usage of its employee 

assistance program since the pandemic, 

according to Beth Stankard, SVP and human 

resources business partner at Coach.

That program “off ers short-term counseling 
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A Focus on Mental Health 
Is Critical for Companies in 
Return-to-Offi  ce Moment 
A recent Conference Board survey found that 60% of workers in the United 
States are worried about their mental health following the pandemic.
BY MEREDITH DERBY BERG

P
H

O
TO

: C
O

U
R

T
E

S
Y 

O
F 

K
E

N
N

E
T

H
 C

O
LE

 



P
H

O
TO

: A
D

O
B

E
 

to help associates and members of their 

household manage everyday life issues. Licensed 

consultants are available to assist with everyday 

needs and life events, including emotional 

issues, family and relationship concerns, 

coping with a serious illness or loss of a loved 

one, eating disorders, weight control, sleeping 

difficulties, workplace concerns and smoking 

cessation, among others.”

In addition, new programming has been added 

at Tapestry in an effort to support mental health, 

including Zoom seminars with licensed therapists 

on topics such as grief during the pandemic, 

adjusting to being at home, and coping with 

racial injustice events, said Stankard.

“We have also noticed that smaller Zoom 

breakout sessions have been quite impactful, 

as associates are able to have more honest 

and authentic conversations in a smaller 

group setting,” said Stankard, who added that 

last September, Tapestry provided the app 

Headspace to employees in North America and 

Europe at no cost.

At Tapestry’s Kate Spade brand, an internal 

community of employees called Mind Body Soul 

hosts biweekly meditations, sends out monthly 

newsletters and hosts events for employees with 

speakers and experts in the mental health space. 

During the pandemic, the group has expanded its 

support, said Stankard.

Overall, at Tapestry, “We have become more 

proactive in our approach and in how we have 

leveraged these resources to ensure that they are 

visible and that our associates are aware of what 

is being offered,” said Stankard. “We will continue 

to offer programs and resources to our associates 

and to foster a culture and community where 

wellbeing is top priority, and where our associates 

can take time for mind, body and life.”

At Zappos, flexibility for employees has been a 

priority during the pandemic.

“We’ve been encouraging leaders to worry less 

about time behind the computer screen and more 

about setting clear expectations for employees 

for them to better manage their own time since 

everyone’s needs have been different,” said Nicole 

Singleton, Zappos human resources director. 

“We’ve also made it a priority to re-create some 

of employees’ favorite onsite events virtually 

— instilling fun while remote by sending out 

creative ‘culture boxes’ that coincide with the 

specific event.”

The online retailer said it had success with a 

virtual wellness event that included activities and 

vendors who presented about employee benefits, 

the science of sleep, herb container gardening, 

body positive weight 

management, eating well at 

home, and “radical ways to 

think about self care”.

In another example, 

global retailer Foot 

Locker said that within its 

commitment to provide 

additional resources for 

employees over the last 

year, it created a hub 

called “Live Well.Work 

Well” that emphasizes 

mental health support for 

all global offices.

The hub includes “tips 

on working remotely, 

finding work/life balance, 

coping with anxiety 

and offering technology 

support,” according to a 

company spokesperson. 

Foot Locker also provides 

tele-health benefits 

and paid time off for 

employees who need to 

care for themselves or 

loved ones, as well as a 

weekly wellness series that 

discusses how to maintain 

mental health and balance.

Further, “Knowing so 

many individuals were 

feeling stressed and 

anxious, we distributed 

two sentiment surveys, 

one to understand how 

we can make working 

from home better for our 

team members and another that gathered their 

thoughts, feelings and concerns about returning 

to the workplace. Since then, we have leveraged 

this data when making decisions around when 

and how to return to the workplace,” the 

spokesperson said.

When it comes to corporate leadership 

and mental health, executives who lead with 

empathy are going to have the most success 

in making their workers feel comfortable and 

connected during challenging times, said Marilyn 

Puder-York, a Stamford, Conn.-based executive 

coach and psychologist. This, in turn, will help 

improve the overall wellbeing of employees. If 

this communication is done well, it can increase 

loyalty and reduce anxiety, even during a 

tumultuous time, she said.

“What leadership has to do is assuage the 

anxiety that the teams or the staff have in an 

organization when it is going through traumatic 

changes due to an external factor,” said Puder-

York. “There has to be a balance of truth telling, 

empathy and realistic optimism. You tell the 

truth, you understand that this is an anxious 

time, that we’re all impacted one way or the 

other, but there is hope that people can reenter 

work and the jobs will come back.”

For employee morale, it’s also important 

to periodically check in with teams to show 

appreciation for their work and to show concern 

for how people are faring, she added. During 

those meetings, ask if people need referrals to an 

employee assistance program or other support 

services.

Puder-York also suggested improving mental 

health benefits to include substance use disorder, 

general therapy or psychiatric therapy, or adding 

mental health coverage overall if it’s not already a 

component of the company’s benefit plan.

Finally, as people begin to reenter the 

workplace, or as in-store associates return to 

work in larger numbers, leaders should be patient 

and acknowledge that the transition may be 

challenging, said Swody.

“There was a sense of urgency last year, there 

was a lockdown. We don’t have that now. There’s 

not a sense of urgency coming back” to the 

office or to stores, said Swody. “It’s important for 

managers to normalize that they are still figuring 

all that out.” 
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“THERE HAS TO BE A 
BALANCE OF TRUTH 
TELLING, EMPATHY AND 
REALISTIC OPTIMISM. 
YOU TELL THE TRUTH, 
YOU UNDERSTAND THIS IS 
AN ANXIOUS TIME, THAT 
WE’RE ALL IMPACTED ONE 
WAY OR THE OTHER ...”
 — MARILYN PUDER-YORK
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Kenneth Cole and 
Chris Cuomo held 
a conversation for 

the “Mental Health 
Coalition” series
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The spirit of community coming together to over-

come obstacles is there in storytelling,” he said.

Indeed many brands have embraced a macro 

focus on their athletes in their marketing, as 

opposed to planning a robust activation over the 

course of this past year. 

Olympic 
Paradigm 
Shifts
How brands and athletes changed 
course in their preparations 
for the Tokyo Games after a 
year-long delay due to COVID-19. 
BY JESSICA KAPLAN

After last year’s cancellation, the Tokyo Olympics 

will fi nally start in less than two weeks, bringing 

together competitors from across the globe for a 

celebration of sport. However, COVID-19 continues 

to disrupt plans: Last week, organizers announced 

there will be no fans in the stands.

For athletic companies, the Olympics are typi-

cally a tentpole moment to engage with millions of 

fans and viewers, but this past year brought forth 

an unprecedented change of strategy and adjusted 

expectations. Brands have been forced to pivot 

quickly amid deep uncertainty.   

Marc Beckman, founder and CEO of advertising 

agency DMA United, noted that as of last summer, 

the outlook was unclear whether the world would 

be in a position to host such a global celebration.  

“A year ago, the idea of a brand activating in an 

international way like the Olympics, at an event 

where historically, the stories are the individual 

athletes would really come to light, I would have 

been very bearish — now I think it’s the opposite. 

Lacoste is the o   cial sponsor of the 
French National Team at the Olympics

The Opening Ceremony 
in Tokyo is scheduled 
for July 23
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TEAM UNIFORMS 
TAKE CENTER STAGE 
FOR TOKYO
BY JESSICA KAPLAN

O�  cial Olympic uniform kits, from top to bottom, 
are crafted by a variety of brands in the active and 
fashion landscape. From Ralph Lauren’s ongoing 
e� orts to dress the U.S. athletes in style to sports 
labels like Nike and Speedo providing competition 
gear — every athlete feels the envelopment of 
team spirit while wearing the best of the best in 
footwear and apparel. Here, a round up some of the 
key pieces you’ll see on the world stage in Tokyo.

NIKE
Nike is an o�  cial supplier for Team USA’s 
competition uniforms, meaning a lot of athletes 
will be sporting the Swoosh in Tokyo this summer, 
including those competing in basketball, track 
and fi eld, soccer and skateboarding (making its 
Olympic debut). The brand also designed the U.S. 
medal stand ensemble, which comes complete 
with the Nike Air Vapormax sneaker. All the apparel 
and footwear was developed with sustainability 
in mind, featuring eco-friendly materials and low-
impact manufacturing techniques. 

RALPH LAUREN
Since 2008, Ralph Lauren has designed the U.S. 
Olympic Team ensembles for both the Opening 
and Closing ceremonies, and the Tokyo Games 
are no di� erent. With sustainability as a focal 
point, the brand’s Closing Ceremony collection 
features bold color-blocked pieces in a palette of 
red, white and blue, which were made using the 
EcoFast Pure process, an advanced pre-treatment 
textile solution for more sustainable cotton 
dyeing that signifi cantly reduces the amount of 
water, chemicals and energy used compared to 
traditional dye processes.

THE NORTH FACE
As sport climbing makes 
its Olympic debut in Tokyo, 
The North Face has taken on the creation of the 
competition uniforms for the U.S. team. The sleek 
pieces, featured in a deep navy and crisp white, 
for both men and women, o� er a sophisticated 
and exceedingly tailored aesthetic that brings a 
freshness to the sport, all under the ethos “built by 
climbers, for climbers.” The longstanding outdoor 
brand has also created the team uniforms for 
Japan, South Korea and Austria. 

SPEEDO
This year for the Tokyo Games, Speedo once 
again built the U.S. Federation swimsuits, which 
will be worn by superstars like Caeleb Dressel, 
Ryan Murphy, Abbey Weitzeil and Hali Flickinger. 
The athletes will be utilizing the Fastskin LZR 
Pure Intent suit, which features three new fabrics 
designed to help improve flexibility, compression 
and drag reduction; and the Fastskin LZR Pure 
Valor, which has moderate compression and 
bonded seams to maximize comfort and speed. 
Along with the U.S. team, Speedo also created 
the official swimsuits for Canada, Australia and 
several other countries. 

In part, that could be because brands don’t 

have product stories to tell: Many opted to release 

their Olympics merchandise in 2020 rather than 

hold it for an event that might not go on. For in-

stance, Asics — a gold partner of the Tokyo Games 

— released its “Multi Crossing” collection last sum-

mer, consisting of sneakers and sandals for adults 

and kids that all feature “Tokyo 2020” branding.

But the hurdles that athletes faced this past 

year also provide rich storytelling for advertisers. 

Lacoste, for instance, the o�  cial sponsor of the 

French National Team, pivoted in this direction.

“It’s obvious we had to adapt with the post-

ponement, but it’s the athletes [lives] in this 

unexpected situation that have been the most 

complicated,” said Catherine Spindler, chief brand 

o�  cer of Lacoste. “They have to prepare again, 

stay focused on that goal, that lifelong dream. The 

tenacity of the athletes is a strong value that we 

also have here at Lacoste.”

Inspiring stories are also emerging now from 

the Olympic trials. New Balance has been celebrat-

ing partner Sydney McLaughlin, who broke a 

world record last month in the 400m hurdles. And 

Athleta is blanketing its social feeds with all things 

Simone Biles, since the gymnast made the U.S. 

team for the second time.

Others brands have been leveraging their 

resources to support their Tokyo-hopeful athletes 

along the way. For instance, the Reebok Boston 

Track Club has been a beacon for team members 

who have been training for the Olympic Games. 

Kristin Fortin, global marketing director at 

Reebok, explained, “One of the ways we wanted to 

get back into running is through Reebok Boston 

Track Club. They are all individual runners, but 

we brought them together as our elite professional 

club, which is why they all live in Charlottesville, 

Va. We want to support them through making 

strides in a holistic, well-rounded manner. Because 

they can play o�  of each other’s strengths and 

weaknesses to help each other through the process 

and learning through diverse skillsets.” 

Though Reebok is not an o�  cial sponsor and 

is not preparing any activations — in accordance 

with IOC guidelines — the brand provides behind-

the-scenes support to athletes. “Essentially, we 

want to be there for them when they need us,” said 

Fortin. “They have questions about going. They’ve 

never traveled that far and done things at this 

level. It goes beyond being a partner and more so a 

part of our family.”

For Lacoste, the year-long delay for the 

games was stressful for the brand and its 

athletes, but presented positives as well. “The 

creation of the assets was quite challenging in 

this context, but it was an opportunity to create 

a bond between our athletes at a time when 

they needed it,” said Spindler.

And Fortin, who is a 20-year veteran of Reebok 

and has seen her fair share of sporting event acti-

vations, concluded that the focus for this Olympic 

Games should be squarely on the athletes. “It’s 

about them. It’s their time to shine, it’s not about 

Reebok,” she said. “It’s their achieving moment and 

we just want to ensure we are supporting them 

and allow them to share their stories.” 
Nike

The North Face

Ralph Lauren

A Speedo 
swimsuit
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AIMÉ LEON DORE x  
NEW BALANCE 550 sneakers 
424 suit, shirt and tie



JACK’SPOPPIN
Jack Harlow’s star is on 

the rise, and he is making 
the most of every moment. 

In an FN exclusive, the 
Kentucky-born rapper gets 

candid on his growing 
interests in fashion, 

making up for missed 
time with a sold-out fall 
tour and recognizing his 

responsibilities as a white 
man in rap culture. 

BY PETER VERRY 
PHOTOGRAPHS BY CAM KIRK

STYLED BY METTA CONCHETTA



The seven months since  
Jack Harlow released his 
critically acclaimed debut 
album, “Thats What They 
All Say,” have been nothing 
short of frenetic for the 
Kentucky-born rap star, 
who is doing everything in 
his power to capitalize on 
the momentum. 

18

Late last month, Harlow — dressed in a show-

stopping custom velvet suit from Musika — 

walked the red carpet at the Microsoft Theater 

in Los Angeles for the 2021 BET Awards, rub-

bing elbows with his megastar peers Tyler, The 

Creator and Yo Gotti, and sharing a moment with 

Saweetie that went viral. He was nominated for 

Best New Artist, Best Male Hip-Hop Artist and 

Best Collaboration for his “Whats Poppin (Remix)” 

featuring DaBaby, Tory Lanez and Lil Wayne.

And since the December 2020 release of “Thats 

What They All Say,” he’s been racking up scores of 

covetable media moments. He’s graced the cover 

of Spin, performed on “Saturday Night Live,” 

appeared in campaigns for Buffalo Wild Wings 

and Papa John’s, won the B/R Open Run celeb-

rity basketball game with Quavo of Migos as his 

teammate and intercepted legendary quarterback 

Doug Flutie during the ESPN Celebrity Sweat flag 

football game.

“One thing we always tell our artists is the 

opportunities to help build your brand, make 

sure you attack them with diligence and just keep 

doing the things that will help push you forward,” 

said Don Cannon, co-founder of Generation Now, 

the label of Harlow through a joint venture with 

Atlantic Records. “Everything clicked with ‘Whats 

Poppin’ for him and it allowed him to get in a 

better space to build his brand. He’s handling this 

piece of the fame well.”

Along with this heightened exposure comes 

greater scrutiny. Harlow has faced his share of 

criticism — most recently, with social media ques-

tioning his BET accolades ahead of Black artists.

And there’s his image to consider: The rising 

star, who is just 23 years old, knows he needs to 

hone his appearance. 

“I know what looks good on me, what sits right 

on me and what I’m looking for. And that just 

comes from trial and error, and seeing pictures of 

yourself at events and not being happy with how 

you looked,” Harlow told FN last month during a 

visit to Means Street Studios in Atlanta.

Harlow’s look and appreciation of fashion has 

been boosted in recent years by celebrity stylist 

Metta Conchetta, who boasts a client list that 

includes Metro Boomin and Sonny Digital,  

among others.

On the evening of his cover shoot for FN,  

Harlow was set to attend Game 6 of the NBA East-

ern Conference Semifinals, a matchup between 

the Atlanta Hawks and the Philadelphia 76ers.  

In between snaps with photographer Cam Kirk, 

Conchetta helped Harlow select his look for the 

game — an outfit from I.N Official paired with 

fresh Aimé Leon Dore x New Balance 550s — 

which he would wear courtside seated next to 

famed sports broadcaster Taylor Rooks, who was 

also on set getting her makeup done before tipoff.

While New Balance sneakers have been a 

staple of Harlow’s wardrobe for years (he’s also 

appeared in multiple campaigns for the brand), 

other aspects of his style sense have evolved, and 

he credits much of that to a change in scene.

2Stylish
In December 2019, a month before he would 

release his breakthrough single “Whats Poppin,” 

Harlow visited FN in New York City to discuss 

his tastes in footwear and fashion. During the 

conversation, the then-budding rap star said he 

preferred comfort and was still discovering how 

he wanted to dress.

Two years later, he hasn’t deviated too far from 

his comfortable ways. For instance, upon arrival 

to the recording studio for the interview, Harlow 

was dressed in a fresh gray Lyrical Lemonade 

hoodie with matching Bape x New Balance 2002R 

sneakers and black sweats. However, the Rolex 

Sky-Dweller peeking out from under his cuff was a 
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noticeable change from that first encounter.

“I’m still not fashion obsessed, but I definitely 

have more of a taste for it. I definitely have  

developed a look more since we last spoke,”  

Harlow said.

The shift, in part, can be attributed to his new 

home. “When I first moved to Atlanta, I would go 

out with some of my OGs to the mall and I would 

see them buy all this designer stuff. I remember 

thinking in my head, ‘Oh, when you sign your 

deal, this is what you do with your money, you go 

to a designer store and this is how you become 

a good dresser,’” Harlow said. “I spent probably 

about six months to a year buying designer stuff 

and throwing it on aimlessly. I wasn’t doing it 

424 derby shoes  
and leather pants

RAF SIMONS sweater
ERMENEGILDO  

ZEGNA shirt

While Jack Harlow doesn’t 
have an official deal with 
New Balance, he’s appeared 
in several campaigns for 
the brand, including the 
“Fearless Ones” content 
series that debuted in 2019 
in conjunction with The 
Fader.

Pat Cassidy, New 
Balance global director of 
consumer brand marketing 
and athlete activation, told 
FN, “When it came time to 
start on ‘Fearless Ones,’ Jack 
was a guy we had become 
aware of — he’d been 
talking about us, he’d been 
representing the brand, he 
understood the brand. This 
is a guy who in high school 
could name check very 
important models for us 
and talk about why they’re 
important: 574, 990.” 

Cassidy said the artist 
brought a lot to the table. 
“Jack was doing things 
very differently. His story 
was different and he was 
signaling to the world that 
he was an independent 
operator,” he said. “As he 
came into our world, he’s 
been everything that we had 
thought he would be and 
more in terms of being a 
great partner.”

Since then, New 
Balance has tapped the 
rapper for several more 
promotional efforts, 
including its campaign to 
showcase the Fresh Foam 
1080v11 performance 
running shoe in March. 

“We’re a challenger 
brand, and his story is a 
challenger one with where 
he’s from, how he made it 
and the output and his art,” 
Cassidy said. “People do see 
this as a truly organic, real 
thing. This is not just New 
Balance writing a check to 

an artist. There’s nothing 
fake about anything that we 
have done with him.”

How and where New 
Balance has incorporated 
Harlow has had a tangible 
impact on the brand. 

According to 
Launchmetrics, the rapper’s 
Instagram post for the 
New Balance 1080v11 
shoe was worth $133,000 
to the brand in Media 
Impact Value (that’s the 
data and technology firm’s 
measurement of the value 
of marketing activities). 
And it values the 1080v11 
campaign video on YouTube 
at $210,000.

In all, Launchmetrics 
stated Harlow’s 
appearances for New 
Balance’s campaign efforts 
for the 1080v11 were worth 
$881,000 in MIV.

Harlow likened the 
campaign project with the 
brand to doing records with 
his favorite musicians.

“It’s kind of like 
collaborating with artists 
I grew up listening to. It’s 
something you fantasize 
about, and when things 
come full circle, you can’t 
help but take a moment 
to be like, ‘Damn, I used 
to dream about this, and 
now I made it happen.’ It’s 
a pat on the back moment, 
it feels good. Feels like you 
accomplished what you set 
out to accomplish,” he said. 

And the rising star is 
open to forging a deeper 
partnership with the storied 
sneaker label. “We’re 
looking at something a little 
more long-term,” Harlow 
said. “We’re talking about 
renewing things, just getting 
it right where it benefits both 
sides. But we’re just in the 
conversation process.” — P.V.

 A PERFECT MATCH 



right. But coming down here gave me a taste for 

high-end expensive fabrics.”

Early on, Harlow’s go-to stores in Atlanta were 

Saks Fifth Avenue and Neiman Marcus. In the 

years since, he has graduated to Ferragamo and 

Louis Vuitton.

“They have a lot of staple pieces that I feel like 

are timeless, clothes that I can drop in my closet 

and see myself wearing for years,” Harlow said. 

“There’s nothing about it that’s too immediately 

identifi able, and they’ve got a lot of fl y neutral-

color stuff  that I like. And if I wear a signature 

piece for a video, I’m not going to wear it in the 

next video or to my next interview, so I’m not 

going to pay fi ve grand for something I’ll wear 

once or twice. What I will spend my money on are 

pieces that are staples that I can keep going to.”

The city also has made him more acutely aware 

of geographic fashion diff erences.  

“I was in the studio the other day with a bunch 

of producers from Toronto, and there was some-

body who had on ripped-up jeans and some Jor-

dans,” Harlow recalled. “I could tell by the way he 

was dressed that he wasn’t from Canada because 

they were all in Stone Island, in that smoother 

utility s**t you wear up there. I asked the dude, 

‘Where are you from?’ He said, ‘I’m from Atlanta,’ 

and I knew it before he even said it.”

He continued, “There’s a distinct style from 

Atlanta. Where I’m from in Louisville, not only did 

I not have the money to buy designer clothes, but 

there weren’t stores like that.”

Conchetta, who met Harlow on the set of his 

video shoot for “Pickyourphoneup” featuring 

K Camp, has found ways to pique the rapper’s 

interests in fashion. “Whenever I have a chance, 

when we’re on set or something, I’m like, ‘Hey, 

you should check out this new brand,’ and I give 

him background,” Conchetta said. “We exchange 

on Instagram whenever I see a new collection of a 

fashion house and say, ‘This is amazing, we should 

try this.’ He’s very curious and he’s really open to 

learn and dig more into it.”

In their two years of working together, the styl-

ist said she’s seen Harlow grow fond of Nahmias 

and Casablanca, and embrace the subtler looks 

that Louis Vuitton off ers. “He doesn’t like fl ashy 

with a lot of things,” Conchetta said. 

She has also recognized a willingness to 

explore in Harlow. “He defi nitely has a strong 

opinion of how he wants to look. He wants to 

look true to himself, but he’s confi dent enough 

to go outside of his boundaries,” said Conchetta, 

who fi rst styled Harlow for his “Tyler Herro” 

video that dropped in October 2020. 

However, while the music artist is willing to 

push his limits, he hasn’t deviated from a need 

for comfort. “Jack is like 6-foot-3, so he has really 

long legs and he likes his pants to fi t a certain 

way: baggy, but not super baggy, always comfort-

able and to never look like he’s in a costume,” 

Conchetta said. “It’s really important to have 

good material texture that feels good on him, and 

his style is still street fashion but really sleek and 

sharp and sporty looking.”

When it comes to footwear, Conchetta has 

also helped open Harlow’s eyes to a range of 

brands. On set, the stylist brought over Clarks 

Originals Wallabees and the GF-01 from John 

Geiger for Harlow to consider, as well as looks 

from a company he has quickly become a fan of: 

Filling Pieces.

“I really like how minimal they are, so I’ve 

been wearing those a lot,” Harlow said. 

But his love for New Balance remains. “They’ve 

stepped up their collab game like crazy,” Harlow 

said. “It’s become a cooler shoe. They constantly 

send me new ones and they collab with more and 

more obscure brands. It’s really tight.” 

Well aware of his lifelong fandom of the 

Boston-based sportswear brand, Conchetta 

doesn’t try to steer Harlow away from his 

obsession. In fact, she feeds into it. “I love New 

Balance. It’s one shoe company that I’ve always 

gravitated to, and I’ve got to admit, I really got 

more interested in New Balance when I started 

working with Jack,” Conchetta said. 

Harlow acknowledges that his love of the 

brand has become a recognized part of his public 

image. “I was there before they were in this wavy 

place. I don’t know if there’s anyone in culture 

that people associate with New Balance more than 

me,” he said. “I think of me and Kawhi [Leonard] 

— and Jaden [Smith] is involved, too — but when 

people see New Balances, talk about New Bal-

ances, they use my name, they bring me up.”

He continued, “New Balance put in a lot of 

work, they got the right people involved to make 

the right decisions and keep it fresh and revitalize 

the brand. But I feel like I’ve been right there with 

them helping. I’ve been f**king with them since 

2014/15, I’ve been going to the factory to see them 

since 2017/18, so it’s dope to see them come this 

far because there was a time when people thought 

it was an ironic thing to wear New Balance and 
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SAINT LAURENT 
Court Classic 

leather sneakers
NAHMIAS shirt, 

vest and pants
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now people are like, ‘Can you get me a pair of 

those?’ They have tons of kicks out that everyone 

wants to wear.”

Out Front
While Harlow may boast about his sneaker 

bonafi des, he is more humble when discussing his 

place in the hip-hop community, a music genre 

created by and dominated by Black people.

Last year, as COVID-19 took over the United 

States, so did racial tensions, with the stories of 

Black men and women losing their lives at the 

hands of both police offi  cers and white people 

dominating headlines. 

Although Harlow is a collaborator with some 

of today’s most beloved Black artists, including 

Big Sean and Lil Baby, he found himself the tar-

get of criticism. For instance, he faced backlash 

on social media for his “Thats What They All Say” 

cover, with some complaining the depiction of a 

Black woman’s legs in the back seat of a car next 

to him was objectifi cation. And social media was 

buzzing during the BET Awards, where Harlow 

received three nominations and popular Black 

artists such as Lil Uzi Vert, Lil Nas X and Flo 

Milli did not receive one. 

For his part, Harlow said he is grateful for still 

being accepted by Black peers and fans alike. “I 

feel blessed to have a voice in this period because, 

March 13, 2020, at the hands of local police of-

fi cers, sparked a nationwide conversation about 

racial injustice. 

Rather than simply tweet his support, Harlow 

marched in the streets of Louisville alongside 

protestors to support the demands for justice. 

“This was a travesty that was outrageous and 

made no sense, and it was one along a string 

of many. It was a no-brainer for me in terms of 

where I stood on the topic,” Harlow said. “There 

was a moment last summer when we were all 

marching through the city and there was this 

feeling that this is historic. This isn’t a viral 

moment, this is going to be in textbooks and is 

something I’m going to be able to tell my grand-

kids about. There was a gravity to what was going 

on where you felt like you had a responsibility. 

Where are you going to fall? You can’t be on the 

fence for this.”

Because he has been accepted as a white artist 

in a genre created by Black men and women, 

Harlow said it’s not enough for him to just make 

good music. 

“The things I was doing last summer, any 

fans who didn’t feel like criticizing the police or 

were on the other side of things, I was going to 

weed them out. That could have been a moment 

for them to no longer be fans,” Harlow said. “But 

what is important is that I lead by example for all 

the white kids looking at me. This is what you do. 

closest to him can’t help but wonder how much 

brighter his star could shine now if the pandemic 

hadn’t put a halt to live shows.

“He’s a real showman, and if he would have 

been able to perform right when [‘Whats Pop-

pin’] dropped, with his showmanship, I think 

he’d be a lot further,” Cannon said. “He’d be 

traveling the world. His fi rst tour would have 

been amazing overseas, in places like Tokyo. But 

he’s had a year and change to build up his show 

even better.”

He continued, “One of the things I always say 

about Jack is he’s a ‘classic man.’ He’s really ap-

proachable, honest, genuine, he’s a cool dude and 

from the jump you feel like you know him.”

Rather than dwell on what he couldn’t do to 

improve his position in rap this past year, Harlow 

prefers to remember how he improved and what 

he accomplished. “I’ve tried to look at it from a 

glass-half-full perspective,” he said. “I probably 

wouldn’t have been able to record a lot of my 

debut album had I been on the road. Once I’m on 

the road, I’m tired after a show. There’s a lot of 

great songs that I may not have been able to lay 

down had I been so busy.”

Perhaps more importantly, Harlow used the 

time to fuel personal growth. “I made myself a 

music listener again. Before COVID started, I 

would drive in silence, clean the house in silence. 

I got so deep into making music that when I 
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 JACK 
HARLOW 
 ON … 
ATHLETE SIGNATURE 
SHOES: “The Kawhi shoes 
are fresh. I like the Jolly 
Rancher collab, and I really 
like the light blue ones. But 
more often than not, people 
are missing on their signature 

shoes. I’m like, ‘Did you get 
any feedback from anyone 
around you?’ All of culture is 
joking on these shoes, so what 
made you think you should 
put this out? They look void of 
their personal taste.”

FAVORITE RECENT 
SIGNATURE STYLE: “I like 
those white Steph Curry 
[Under Armour ‘Chef’] shoes, 

the ones people were 
clowning that were kind 
of dad-ish. At least they 
made a statement. It was 
so perfectly minimal and 
so polarizing. I’d rather 
you be polarizing than 
bland. I feel like he said, 
‘F**k it, these are this, 
and if you hate it, at 
least it’s making noise.’ I 
thought that was dope.”

RISKIEST 
SHOE HE’S 

WORN:
“These pointy 
Celines, they’re 

kind of elf-ish. 
Workshop shoes. 

High-end though, 
they’re good looking, 

don’t get me wrong. 
It’s got a metro 

vibe to it.”

WEARING HEELS:
“A shoe that has that 
chunk on the bottom? 
The little high-fashion 
heels? I have some Prada 
boots and some pretty 
slick Bottegas. I like them, 
I wear them. It’s not 
something I’m walking 
around in every day, but if 
I’m posing in a magazine, I’ll 
put some heels on.”

one, I’m not a street artist, and two, I’m not Black,” 

he said. “The only thing keeping me here right 

now is that level of authenticity, of being myself.”

He observed that the rap scene has changed 

of late, moving in a diff erent direction from the 

era in 2008 to 2011, when artists such as The Cool 

Kids, Odd Future and the late Mac Miller were 

in the spotlight. “All of this stuff  was coming into 

the fold and it had this energy surrounding it of, 

‘We’re letting the white kids come to the party. 

We’re all in this together,’” Harlow said, referenc-

ing conversations he’s had with friend Nemo 

Achida. “He feels like the country going into these 

new civil rights moments almost shifted away 

from, ‘Let’s have the white boy at the party.’ It 

became less about let’s all be diverse together and 

turned back into hip-hop being, ‘It needs to be a 

Black genre.’ That’s just been the natural transfor-

mation of things, I think.”

One of the more publicized police killings last 

year was of Breonna Taylor, which took place in 

Harlow’s hometown of Louisville. Her death on 

You don’t just enjoy Black culture. You stand up 

next to Black people in a time of need.” 

Rendezvous
After a year-long break from touring because of 

COVID-19, Harlow is eager to hit the road and 

engage with fans. 

In late June, the rapper revealed dates for his 

“Créme de la Créme” tour, which sold out less than 

two weeks after it was announced. It kicks off  in 

September in Florida and wraps in November. 

This month, he began his residency in Las Vegas 

at Zouk Nightclub, and his upcoming festival ap-

pearances include Lollapalooza, Bonnaroo, Austin 

City Limits, Rolling Loud and more. 

“I had so much fun on my last tour — and 

that’s pre-‘Whats Poppin,’ that’s pre-me getting to 

the level I’m at now,” Harlow said. “I was selling 

out rooms of 300 to 600, 700, having a blast, one 

of the best times in my life. I look back on that as 

a gift, so I’m totally looking forward to this.”

Despite Harlow’s packed schedule, the people 

wasn’t in the studio, I didn’t want to hear this 

s**t. But I felt like I was suff ering because my 

creativity was suff ering, and I was stunting my 

growth by not doing it,” Harlow said. 

The rapper dove deep into music from as far 

back as the 1960s, immersing himself in the work 

of legends such as Marvin Gaye and David Bowie. 

And he became deeply impacted by The Beatles, 

dissecting their discography and buying books 

and watching documentaries on the iconic group.

“The main thing you get from that is perspec-

tive on the songs that sound good 50 years later,” 

Harlow said. “One thing I preach about music 

from the ’60s and ’70s is there was so much inten-

tion in the music, there was a story, there was a 

message it was trying to get across.”

This informal education is something he 

believes will pay dividends in the future. “My 

music knowledge has probably doubled or 

tripled since COVID began,” Harlow said. “New 

things inspire me, and my songwriting is better 

because of it.” 
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How a year away from races affected running brands’ approach to 
sponsorship, and why it’s critical for the industry to capitalize on 
the momentum created by the COVID-19 run boom. 

BY PETER VERRY

The
ong Run



WITH COVID-19 FORCING PEOPLE TO  

find ways outside of the gym to stay 

fit, leading running brands have 

forged bonds with new runners and 

strengthened relationships with the experienced. 

As the world opens back up, the key to securing 

them all for the long haul might be in races. 

“It’s our intent to become the best running 

brand in the world, and to achieve that goal, we 

have to be close to all kinds of runners — the new 

entrant to the marathon, the ultrarunner and 

everyone in between,” said Jeff McAdams, New 

Balance’s VP of global marketing. “Events are 

a direct touch point to them, and it influences 

everything we do to get to that goal.”

Industry insiders believe investing in races is 

a wise place for leading running brands to spend 

their time and money.

“There are two reasons that brands want 

to be at races. One is the exposure of being on 

the number bibs, race signing and so forth,” 

said Matt Powell, senior sports industry adviser 

with The NPD Group Inc. “Perhaps even 

more important is that it shows the brand is 

supporting the industry and supporting amateur 

runners. These events are really close to the core 

consumer, and that’s what makes them work.”

With more people lacing up their shoes 

to run than in recent years, brands in the 

space have an opportunity to get in front of 

newcomers and grow the community.

According to the Sports and Fitness Industry 

Association’s 2021 Topline Report, 50.7 million 

people ran in the U.S. in 2020, a 1.2% increase 

year-over-year from 50.1 million 2019.

What’s more telling is the frequency at which 

people ran. SFIA found that last year there were 

26.2 million core runners (people who ran more 

than 50 times). That’s a 4.5% increase over 2019. 

People were also going off-road with greater 

frequency, with roughly 11.9 million people 

engaging in trail running in 2019 — a 7.8% year-

over-year increase.

Also, the report revealed running was in the top 

10 among almost every age group — from as young 

as 6 and as old as 64 — for activities Americans 

intend to participate in during the next 12 months. 

“No one knows for sure how many from this 

tidal wave of new runners that started over the 

past 16 months are going to show up at events, 

but we're beginning to get some early reads 

that a significant number are,” McAdams said. 

“I think the combination of pent up demand 

and new demand for the sport is going to flood 

entrance into events, from 5Ks up to major 

marathons and ultramarathons.”

If the entries into the 2021 London 

Marathon are any indication, eagerness to get 

back to races is high. The London Marathon 

announced in January that it would host the first 

100,000-person marathon on Oct. 3, with 50,000 

runners hitting the streets in person and another 

50,000 breaking a sweat virtually. Entries for the 

virtual race sold out within 11 days. 

“We don’t know where race participation 

is going to end up, if there is going to be this 

big influx of people and then after one or two 

races things will go back to a more normal, 

pre-COVID situation. But I think we’re going to 

see a tremendous amount of participation, and 

[race organizers] are going to push the capacity 

to the brink because people want to be back so 

bad,” explained Todd Dalhausser, president of 

Altra, who sponsors events such as the Hardrock 

Hundred Mile Endurance Run in Colorado.

Although many large races have been 

canceled since COVID-19 hit stateside, brand 

leaders have learned valuable lessons while 

waiting for the pandemic to pass — for instance, 

realizing that sponsorship should be just as 

much about the journey as it is the destination. 

Alex Vander Hoeven, GM at Asics Digital 

and Race Roster, explained, “We learned during 

the pandemic that races that had a brand that 

runners love attached were able to survive 

because they could offer different types of 

experiences that were engaging enough to keep 

[people] signing up for virtual challenges. We 

learned that there are new ways we can leverage 

these races to connect with runners.”

 “We learned 
that there are 
new ways we 
can leverage 
these races to 
connect with 
runners.” 
ALEX VANDER HOEVEN, ASICS

Heartbreak Hill’s 2019 
Chicago Marathon prep run
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RACE
DAYS

He added, “Now the way we look at 

sponsorship is we want to extend it past race 

weekend and become part of the runner journey 

— become part of the lead-up to race weekend 

or a virtual challenge or whatever it is that 

runners are signed up for through the event 

entity. The sponsorship opportunity represents 

so much more.”

Dalhausser agreed, and he refl ected on 

another time running was booming — more 

than a decade ago. But at that time, the industry 

dropped the ball.

“In 2008, with the Great Recession, people 

turned to running because they couldn’t aff ord 

luxuries anymore, but they could aff ord a pair 

of running shoes, so we saw an infl ux into 

running. They were doing races that were cause-

led that also turned into social gatherings,” 

Dalhausser explained. “But we didn’t keep those 

people in the sport. They moved on to diff erent 

experiences. Now that we have that opportunity 

again, how do we keep them believing in the 

benefi ts of run? That’s the challenge.”

To emphasize those benefi ts, Altra has 

launched better-form running classes and 

nutritional educational sessions. “We can turn 

up the content and help them rely on us as a 

resource so they have a better experience when 

they participate in the sport,” Dalhausser said. 

“Digital is allowing us to do that at a much 

faster pace, with an opportunity to reach the 

consumer more frequently than showing up at a 

race expo with a booth.”

What’s more, Dalhausser said, the pandemic 

showed Altra that it needed to reevaluate the 

criteria it uses to determine the events it sponsors.

“Pre-COVID, it was, ‘We did that race last 

year, so we’ll do it again. We’ll put up an arch 

and some snow fencing because that’s great 

exposure for the brand.’ That’s not enough 

anymore,” Dalhausser said. “Because of the 

digital emergence, we want multiple touchpoints 

with the consumer. For us, that means we want 

to be there when you’re considering a race, 

helping you get prepared, helping host the race 

and to continue the relationship.”

For New Balance — which sponsors the New 

York and London marathons — today’s evaluation 

process means its logo will appear in fewer places.  

“What we’re [striving] for are fewer and 

better partnerships. We’re not looking for logo 

placement in as many places as we can get it. 

If we say we’re only going to work with events 

that are willing to partner with us to do unique 

things, that really narrows down the fi eld. We’d 

rather get involved with runners in a way that 

is real,” McAdams said. The executive cited the 

brand’s community-based brew pub for the 2019 

London Marathon, and its charitable “1 for You, 

1 for Youth” shoe donation program with New 

York Road Runners that launched in 2015.

Race sponsorship also benefi t more than 

brands — the specialty retailers that carry their 

products get a big boost from them as well. 

“I would say it’s our Christmas time,” Justin 

Burdon, co-owner of Heartbreak Hill Running 

Co., said of each year’s race seasons. 

Of the diff erent types of events people 

can participate in, the storeowner said 

marathons have the greatest impact on sales 

at Heartbreak Hill, which has three doors in 

Boston and one in Chicago.

“In Boston, March and April are big months for 

us, and in Chicago, September and October are big 

BMW BERLIN MARATHON

Sept. 26 // Sponsored by Adidas

VIRGIN MONEY LONDON MARATHON

Oct. 3 // Sponsored by New Balance

BANK OF AMERICA 
CHICAGO MARATHON 

Oct. 10 // Sponsored by Nike

BOSTON MARATHON

Oct. 11 // Sponsored by Adidas

TOKYO MARATHON

Oct. 17 // Sponsored by Asics

TCS NEW YORK CITY MARATHON

Nov. 7 // Sponsored by New Balance

months for us,” Burdon said. “In the lead-up 

to the marathon, we do a lot of training for 

the community and the Heartbreakers [run 

group], so it's important for us to be there for 

the community, and we also get a buildup in 

sales as people gear up for the marathon.”

How much of a sales gain does 

Heartbreak Hill experience? Burdon 

estimates increases of as much as 30% 

during months leading up to a marathon.

 “Our training programs are 16-20 

weeks, but the real impact [fi nancially] we 

start to see is around eight weeks before 

the marathon. In the last eight weeks, 

people are getting their second or third 

pair of shoes for training, and they’re 

getting their racing [look] and their kit 

together, starting to think about what 

they’re wearing,” Burdon said. “And on 

marathon weekend, we see an impact on 

sales from visitors and people in the town.” 

Much like the brands that it carries, 

specialty run retailers look to create engaging 

experiences to drum up excitement for the 

local running community. 

At Heartbreak Hill, for instance, 

Burdon said the team is already prepping 

events unique to the store this month, 

in preparation for the Bank of America 

Chicago Marathon in October. Plans include 

a partnership with Take the Bridge, which 

hosts a series of short night races over city 

bridges, as well as a local art-driven event 

that is still in the works. 

Far left:
New Balance 
runner Jenny 
Simpson at 
a “1 for You 
1 for Youth” 
event. Near 
left: Asics 
Runkeeper 
app for the 
World Ekiden 
virtual event
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The 2021 
marathon lineup
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Running Start
The shrink-it-and-pink-it days could soon be in the distance. 
  Athletic market mainstays are keeping the nuances of the female 
 form in mind, making sneakers specifi cally for a woman’s foot. 
             BY PETER VERRY

  
For the ADIDAS Adizero Boston 10, the brand opted to use its 
newest lightweight Lightstrike Pro midsole cushioning compound 
rather than the Boost technology found in past iterations. And as 
with all Three Stripes running shoes, the style is made on a last 
that's di� erent from the men’s, using data from 1.2 million scans 
of women’s feet to build the right fi t and feel. 

  PUMA crafted the 
women’s looks in its 
all-new Nitro shoe range 
with designs specially 
engineered for female 
runners, and built the 
styles on women’s-
specifi c lasts. One of the 
looks from the collection 
is Deviate, created with 
the PumaGrip rubber 
compound for all-surface 
traction, plus lightweight 
engineered mesh uppers. 

26

  
REEBOK’s latest performance running shoe is 
the Floatride Energy 3 Adventure, a look built 
for transitions from the road to the trail. And as 
with all the brand’s running shoes for women, 
it is made on a last with a narrower heel and 
smaller ball girth.
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The HOKA ONE ONE
Tivra is a road running 

shoe made specifi cally 
for women, equipped 

with a forefoot design 
made to improve balance 

and support the female 
foot during 360-degree 

movement. Also, the 
look features straps on 
both sides of the upper 

for extra support and 
security. 

  
Not only 
has ALTRA
historically 
created its shoes 
on women’s-specifi c 
lasts, the brand has 
also sought the insights of 
its female ambassadors, includ-
ing acclaimed long-distance 
runner Kara Goucher, who 
helped design and develop the 
Paradigm 6. The newly released 
look is built with the brand’s new 
Ego Max midsole for a light and 
responsive ride, as well as its 
GuideRail support system. 

  
RYKA’s Ultimate Running Shoe is the brand’s latest 
road-ready style, a tech-loaded look equipped with 
lightweight molded EVA midsoles and TPU midfoot 
shanks. Other performance features include 
comfort-focused Memory Foam insoles and uppers 
made with breathable mesh and leather.

27

After more than a decade 
of making shoes with 
a female-specifi c heel 
and midfoot construc-
tion — most noticable in 
the locked-in feel of its 
heel counters — MIZUNO
continues to cater to 
her with the Wave Rider 
25. The look is built with 
energy-returning Mizuno 
Enerzy cushioning and 
breathable engineered 
mesh uppers.  

For the women’s versions 
of its shoes, SAUCONY has 
used testing and consumer 

research to create a fi t specifi c 
for her. The brand continues 

this practice today, applying it 
to its pinnacle Endorphin Pro 2 

road running shoe. The latest 
Endorphin look features the 

brand's lightweight and springy 
Pwrrun PB cushioning and 

FormFit tech to hug the foot.



MADE FOR EXPLORING

Adventure on with the power of fit + performance.

SKY WALK TRAIL

made for 

women

Untitled-1   1 7/7/21   7:38 PM
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SHOE 
TO KNOW

School is back, baby! Rarely have families ever been this excited about fall, as kids prepare 
to return to classrooms all across the country. Experts are predicting big sales numbers 

for the back-to-school shopping season (see page 33). And brands are o� ering up styles 
that capture a sense of exuberance and optimism, such as this Jessica Simpson vulcanized 
sneaker, produced by licensing partner Esquire Brands. The Sadie Glitter style shines bright 

thanks to its multicolor design composed of glittery and iridescent panels. The shoe also 
features a side zipper for easy access and a Velcro strap to keep little feet secure on the go.

THE GREATEST SHOW
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Sustainability has topped the 

footwear agenda this year, as 

company after company has 

stepped forward to reveal various 

ways they’re reducing their 

carbon footprint. 

Brands in the children’s market 

are no di� erent — although they 

face unusually high hurdles in their 

environmental journeys, namely 

that sustainable improvements often 

translate to price increases, and 

parents are a notoriously price-

conscious customer.

“Sustainability has been a 

CASE 
STUDY

Why kids’ brands are 
prioritizing sustainability in 
their operations, despite the 
steep challenges.
By Jennie Bell

PLANTING 
A SEED

challenge. It’s always a challenge 

in kids’,” said Marc Loverin, senior 

director of design and product 

development for the Wolverine Kids 

Group, a division of Wolverine World 

Wide Inc. “We have these really blue-

sky concepts where we want to go all 

the way. But we have to take it one 

step at a time.” 

However, he noted new sourcing 

developments are making the 

process easier. “Things now are 

becoming more readily available to 

smaller suppliers, so the prices are 

getting more favorable. It’s really 

helping us to be able to adopt a 

lot more things across the 

lines,” said Loverin.

In January, the 

company will introduce 

kids’ versions of its 

Sperry SeaCycled 

collection, which 

features uppers 

made, in part, from 

recycled plastic waste. 

And within the Merrell 

and Saucony children’s products, 

Loverin’s team is widely using 

recycled PET linings and adding 

recycled rubber where possible, 

though brands don’t often call 

attention to the features. “It’s just 

something we do because it’s the 

right thing to do,” he said.

The increased focus on 

sustainability matches the consumer 

mindset. Today’s parents, who are 

primarily millennials, are highly 

engaged in sustainability. In fact, 

26% of millennials listed it as their 

top concern in 2021, after health 

care and unemployment, according 

to a recent Deloitte report. And for 

that next generation of parents — 

Gen Z —protecting the environment 

was their No. 1 concern.

“The consumer is changing,” 

said Brandon Gingerich, director of 

sales at Badorf Shoe Co. “As these 

di� erent generations are growing 

up, they’re making decisions and are 

quite vocal about what they want. So 

we have to adapt with that.”

For spring ’22, Badorf will 

launch eco-friendly versions of its 

classic Footmates sandals, made 

with microfi ber nappa instead of 

the traditional leather. “We want 

to use the best materials and put 

out the best product. But when you 

start looking at materials now, you 

can question whether leather is the 

best in some areas,” said Gingerich, 

adding that microfi ber nappa is 

more durable than leather, lighter 

weight, softer and water-resistant. 

He also noted that, contrary 

to most eco-friendly materials, 

sourcing with microfi ber has cost 

savings, allowing Footmates to o� er 

better margins to retailers.

And that benefi t may be 

necessary to convince some clients. 

“Kids’ retail is not as prepared to 

make these moves,” said Gingerich. 

“Some of my retailers in California 

and Oregon or Washington are 

probably going to be far more 

interested in this initially than 

in other areas. So I’m trying to 

balance this and not move to fast.” 

However, he hopes 

to introduce more 

sustainable 

materials into 

Footmates’ classic shoes for fall ’22 

and spring ’23. “This is what our 

consumer wants and we’re going to 

give them what they want.”

Indeed, brands are highly 

conscious not only of the 

environmental concerns of parents, 

but of children as well. 

Kyle Housman, CEO of Native 

Shoes, explained, “While the kids’ 

market historically hasn’t been the 

epicenter of this conversation, to us 

it just makes sense because it’s the 

way kids are learning. And there’s an 

opportunity for them to participate 

earlier in terms of understanding 

what it is that they’re doing.”

Native has been addressing 

sustainability since 2018, when it 

began grinding up worn-out shoes 

to make fl ooring for playgrounds. 

To date, the Remix Project has 

recycled over 35,000 pairs of shoes. 

And the company has now set a 

goal for 100% of its footwear to 

be lifecycle managed by 2023, by 

scaling up the Remix Project and 

introducing more plant-based 

materials to its line. For several 

seasons, it’s been using Rise by 

Bloom, made with repurposed algae, 

and this fall will introduce Sugarlite, 

made with sugarcane resin. 

Plus there’s more: “We’re looking 

for opportunities to reduce our 

impact on the material side, but 

we also recognize that the No. 1 

opportunity that we need to tackle is 

energy in terms of how the shoes are 

made,” said Housman. “That’s where 

our focus has been [recently].”

Ultimately, brand leaders said the 

key to pushing the industry forward 

is strong collaboration in all corners 

of the business. 

Wolverine’s Loverin noted, 

“As we’ve partnered together and 

worked with suppliers, it’s building 

a sourcing base that fosters this kind 

of development.”

For Native Shoes, meanwhile, 

its retail partners have been 

invaluable. “I’m super proud of 

what our teams have accomplished 

the last couple of years in terms of 

tackling sustainability and inviting 

partners along on the ride. It’s really 

about the industry showing up 

together. And Zappos, for instance, 

has been phenomenal in that 

respect,” said Housman. “I don’t 

think there’s one single group 

that’s going to solve these 

problems.” 
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The Je� erson 
Bloom slip-on from 
Native is made with 

repurposed algae 
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A spring ’22 Footmates 
sandal featuring a 
microfi ber nappa upper
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K I D S ’  T R E N D L I S T

01 Ugg girls’ sandal with padded crisscross upper and elastic logo strap // 02 See Kai Run Paley II girls’ fi sherman style with water-friendly 
synthetic iridescent upper // 03 Mixed-material boys’ style from the Disney Junior animated series PJ Masks // 04 Stride Rite machine-washable 

SRT Wade sandal with protective bump-toe outsole // 05 Sporty boys’ sandal from the Skechers S-Lights line with shock-absorbing, 
light-up midsole // 06 Tommy Hilfi ger two-strap girls’ sandal with on-trend platform sole and tie-dye motif 

After discovering the benefi ts of national parks and beaches 
amid the pandemic, many families say they’ll continue to 

head outdoors in the future. So these spring ’22 sandals for 
boys and girls are ready to play.  

RUN WILD

02

06 

01

04

05

SPRING 
TREND

03

Keen’s Newport H2 and  
Seacamp II CNX come in 
sizes for toddlers to adults



pretty phenomenal. We’ve achieved 

our three-year long-range plan 

in active and lounge in one year 

because COVID accelerated casual 

trends and brand perception has 

signifi cantly improved.”

Has the rise of TikTok changed 
the way you market and plan 
collections?
NL: “TikTok has been an amazing 

vehicle for Gen Z, obviously, during 

COVID. So we’re really leaning into 

that and we’re marketing there in a 
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L I S T

It’s been almost fi ve years since teen 

mall staple Aéropostale was rescued 

from bankruptcy by a consortium of 

buyers comprising Authentic Grands 

Group, Simon Property Group and 

General Growth Properties, and 

executives say the turnaround is 

well underway. 

“They’re having a great year,” said 

Marc Miller, CEO of SPARC Group, 

the joint venture by ABG and Simon 

that manages brand operations. 

“For Aero, it’s really been about 

solidifying our connection with that 

Gen Z customer.”

SPARC president and chief 

merchandising o�  cer Natalie 

Levy noted that the retailer went 

into heavy research mode in 

2018 to understand its consumer 

and reputation, and as a result, 

reshaped the brand position 

around its Oneness platform, which 

prioritizes diversity and inclusion. 

“Even before the whole world 

started to focus on it, we were there 

because we knew it was important 

to our customer,” she said. 

Aéropostale also pivoted sharply 

to become more denim focused 

under the direction of SVP of design 

Amie Goeller, and in March, it 

expanded its sustainable e� orts with 

the launch Aero Impact, a collection 

of “responsible fashion staples.”

Here, Levy shares more details 

about the brand’s customer and 

strategy.

What’s your outlook for the back-
to-school season?
NL: “We feel really good about our 

position for back-to-school and even 

going into holiday. Our campaign for 

fall is ‘Back to Free.’ The restrictions 

How Aéropostale revived its 
business under SPARC Group 
and is now staying in lock step 
with today’s Gen Z customer.
By Jennie Bell

SWIFT AS 
AN AERO

are lifted. The kids can be together 

again. They’re ready to have fun 

and they’re ready to go shopping. 

We’ve seen it even since late March, 

with our spring business: We’ve 

signifi cantly exceeded expectations 

in the fi rst half of the year.”

What are younger consumers 
looking for right now?
NL: For this Gen Z customer, comfort 

is key — and not only comfort in 

terms of the fabrications and feeling 

of the garment, but also emotional 

comfort. So we leaned into that with 

our Oneness platform and also active 

and loungewear, because that’s how 

they dress all the time. It’s not just 

something that happened in COVID. 

We were already expanding that 

business because we knew that’s 

what they wanted. And it’s been 

bigger way. We’ve had a lot of viral 

moments, which is fun. We had a 

seamless top to go viral, with over 

a million views and it was literally 

driving tra�  c to our website and our 

stores. The design team is embracing 

it too — they live and breathe this 

customer, so they study the hashtags 

and the way they’re speaking about 

themselves [on the platform]. They 

developed product supporting 

the #smartgirl and #cottagecore 

aesthetics, and we have our #tinytop 

shop — all based on what they’re 

seeing out there. We even tailor 

and curate and merchandise in our 

stores di� erently based on what 

we see happening at the moment. 

Because she changes so quickly.”

Have the supply chain issues been 
a factor in your speed to market?
NL: “They’ve been tough for the last 

year. But actually there’ve been some 

positives about that, too: extended 

seasons, much more ‘wear now,’ we 

haven’t had to kill our prices because 

we’re ready for our next fl oor set. 

We’re running about a month 

late with some shipments, but it’s 

been OK. The seasons just extend 

a little bit longer. And again, our 

sales volume is great, and our gross 

margin increases are even better. So 

it’s working out.”

Why did you decide to launch the 
Aero Impact collection this year?
NL: “No. 1, it’s the right thing to do, 

to be responsible and reduce our 

carbon footprint. And we know it’s 

important to our customers — it’s 

important for everybody. So it’s 

something we’ve been focusing on 

the last couple of years. We have 

a very big program where we use 

Repreve in our denim business. We’re 

also using less water by using lasers 

to get the fi nishes on the jeans and 

using hemp denim, so less pesticides, 

less water. And in other categories, 

we have been using recycled cotton, 

organic cotton and recycled nylon. 

A lot of e� ort has been put into our 

Aero Impact initiative.”

Eco-friendly materials often 
increase prices. Has your 
customer balked at paying more?
NL: “In our research, the customer is 

saying, ‘I’m willing to pay a little bit 

more.’ They’re not going to pay, like, 

$10 more, so we’re sensitive to that. 

Every dollar is meaningful, because 

we’re a value brand. But we have 

not seen any resistance, and they’ve 

responded positively.” 

TikTok hashtags like 
#smartgirl infl uence the 
design at Aéropostale
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U P  C L O S E  +  D A T A  P O I N T S L I S T

Like many brands in the shoe industry, Livie & 

Luca has faced significant challenges this year 

amid the extreme fluctuations in children’s retail. 

But for CEO and founder Mitzi Rivas, the only 

option was to respond with innovation. “We just 

decided that we are a niche business,” she said. 

“By homing in our purpose and what we do well, 

a lot of clarity has come from that and direction 

for our future.”

Rivas noted the brand, founded in 2005, saw 

its wholesale business shrink this past year. So 

her team set about strengthening its direct-to-

consumer channels and dabbling in new sales 

avenues, such as livestream shopping. And it has 

been busy expanding its product assortment.

In August, the label will debut a capsule col-

lection of women’s ballet flats developed with 

today’s lifestyle in mind, emphasizing comfort 

and versatility for moms. 

While Livie & Luca has dabbled in the 

women’s category in the past, Rivas said this new 

launch comes with a strong intent. “We co-design 

our products with families 

and children,” she said. “After 

getting to know these moms — 

what they value, what they’re 

craving — I just felt like, 

gosh, I want to be their cup of 

chamomile tea. I want them to 

know that we’ve got them.”

To build the women’s line, 

director of product  

Emily Pierdinock-Hagen 

delved into the company’s 

biomechanical learnings 

from years of crafting kids’ 

footwear. “The shoe needed 

to be lightweight, soft and 

mold around the foot,” said 

Pierdinock-Hagen. “It’s fairly 

deconstructed and done in a 

soft leather, so it adapts to the 

foot over time.”

The ballet flat will debut 

in three colorways that will 

be available exclusively on the 

brand’s website for $128 to 

$132, with more color options 

enroute for spring ’22. And 

Livie & Luca aims to introduce 

other silhouettes next fall. 

Livie & Luca takes big steps forward 
by entering the women’s category and 
tackling sustainability. 
By Jennie Bell

THE NEXT STAGE

BRIGHTER BTS

“We’re taking it slowly so that we can gather in-

sights from the customer,” said Pierdinock-Hagen.

Meanwhile, the brand also has embraced the 

sustainability movement, rethinking its product, 

presentation and operations. Rivas recalled there 

were many questions at the outset. “We knew 

that it’s our responsibility to do this, but how can 

we do it our way? How do we still maintain what 

makes our brand us?” she said.

To start, Livie & Luca introduced the eco-

conscious ReJoy Collection in spring ’21. The 

sneaker line launched with three patterns, and a 

fourth is being added for fall ’21. All the shoes are 

vegan and feature organic and recycled materials. 

They retail for $59 to $69 on the brand’s site and 

at brick-and-mortar stores, like Sikes Children’s 

Shoes in Homewood, Ala.

Sikes GM Cindy Weninger said the sneakers 

stand out for their aesthetics even more than the 

sustainable aspect. “We occasionally get custom-

ers who come in asking for vegan products, but 

it’s the look of shoes that matters most to our 

customers,” she said.

Additionally, Livie & Luca reworked its shoe-

boxes to incorporate recycled content, reduce the 

carbon footprint and encourage reuse. “My favor-

ite part is that the boxes have a coloring map on 

the inside,” Pierdinock-Hagen said, adding that 

the boxes can be shipped without any extra pack-

aging, and fold-down handles eliminate the need 

for shopping bags. 

Moving forward, Livie & Luca is explor-

ing other ways to incorporate environmentally 

friendly materials into the core collection, with 

the goal to ultimately address the full lifecycle of 

all its products. “Every season new information 

comes up. It’s ever changing and always evolving,” 

said Pierdinock-Hagen. 

Vegan kids’ 
sneakers from 
Livie & Luca’s 

ReJoy Collection 

Back-to-school 
sales are expected 

to rise 5.5% YOY

Sales during the important 
back-to-school season 
are poised to bounce back 
from the pandemic-related 
lows seen last year, thanks 
largely to expectations 
that children will return to 
schools in person and will 
need wardrobe updates 
and school supplies. Below 
are four things to know 
about the upcoming fall 
season.

B E S T  Y E A R 
E V E R
Mastercard Spending 
Pulse forecast that sales 
in stores and online could 
increase  5.5%  year 
over year from July 15 to 
Sept. 6. And even when 
compared with 2019 levels, 
spending is predicted to 
be up  6.9% . Apparel 
sales are expected to jump   
78.2%  year-over-year, 
according to Mastercard, 
and department stores 
should see a  25.3%  
boost from 2020.

I N - S T O R E 
R U L E S
Plenty of shoppers 
plan to venture out to 
stores, according to a 
Shopkick survey:  92%  of 
participants said they will 
go to stores, compared 
with  66%  from last fall, 
and big-box retailers like 

Target and Walmart will 
take the majority share of 
in-store shoppers. Amazon 
will be the winner for 
online sales, according to 
the report.

N E W  T H R E A D S
Apparel is the largest 
category consumers will 
spend on, at  60%  of 
dollars spent, while  24%  
of dollars will be spent on 
basic school supplies like 
backpacks, notebooks 
and pens, said Shopkick. 
Consumers who plan 
to spend more on BTS 
purchases reported that 
they will do so because 
they didn’t spend as much 
last year while children 
were at home completing 
school work remotely.

E X T R A  T I M E
The NPD Group Inc. 
recently noted that the 
BTS shopping season 
could be “drawn out” 
because many school 
districts do not start their 
year until after Labor 
Day, which is  Sept. 6 . 
Some districts, however, 
begin as early as  Aug. 2 . 
“Depending on how the 
June promotions play 
out, we could see both an 
early and a late boost this 
year,” said Beth Goldstein, 
accessories and footwear 
industry analyst at NPD. 
— Meredith Derby Berg

DATA
POINTS

UP
CLOSE
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BOOM
TIMES

Last summer, sports 
fans were so desperate 

for entertainment 
that many staged 

at-home competitions 
of cup fl ipping and 

trick golf shots. And 
commentators had 
to resort to giving 
play-by-plays of 
their dogs. Cue 

2021. Last weekend 
was a bonanza for 
sports lovers of all 

stripes, as Wimbledon 
crowned its men’s 

and women’s champs, 
England battled 

Italy in the fi nale of 
the UEFA European 

Championship, and the 
Phoenix Suns and 
Milwaukee Bucks 

faced o�  in Game 3 of 
the NBA Finals. It was 
a lineup that will never 
be replicated, due to 
the unusual timing of 
the basketball season 

this year.
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Jordan Brand athlete
 Chris Paul of the
 Phoenix Suns 

Fila-sponsored pro
Ashleigh Barty ahead of

her Wimbledon fi nal 

England celebrates
reaching the UEFA fi nals



Attendee Inquiries:  
Lauren Simeone 

lsimeone@fairchildfashion.com
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More speakers to be announced.

BUY TICKETS

l  The quickly changing consumer approach 
to personal health and well-being

l  Gen Z’s attitudes toward inner health and 
outer beauty

l The retail reset as merchants adapt to  
  shifting habits of shoppers

l Emerging categories such as sexual health,  
 meditation, and recovery wear

l	 Established but fast-evolving categories  
 such as ingestibles, orthopedic technology,   
 skin and body care, and fashion-influenced  
 comfort footwear

A sneak peek at some topic highlights:
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