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IN HIS OWN WORDS

M A N O L O  @  5 0

“To me, it seems like 
50 days or months. In 
my mind, 50 years is a 

lie.” The king of shoes, 
seen here as a rising 

star in 1979, takes 
FN on a thrilling ride 
through � ve decades 

of famous friendships, 
powerful collaborators 

and singular designs.











THANK YOU!
With funds raised this 28th year of QVC Presents FFANY SHOES ON SALE, benefi tting 

breast cancer research, The Fashion Footwear Charitable Foundation (FFCF) will 

surpass $60 Million in total grants given to fund research to fi nd a cure for breast cancer. 

It is an honor to partner with QVC in this eff ort and to thank the following companies 

and brands for contributing product donations to help this cause: 

Berkshire Hathaway 
Shoe Holdings

• Bionica

• Born

• Comfortiva

• Kork-Ease

• Soff t

Caleres

• Franco Sarto

• Dr. Scholls

• Vionic

Adrienne Vittadini

Charles David

Designer Brands

• Vince Camuto

• Jessica Simpson

• Lucky

• Louise et Cie

• Sole Society

Marc Fisher Footwear

• Marc Fisher

• Tommy Hilfi ger 

• Bandolino

Chocolat Blu 

Dansko

Dearfoams

Earth Origins

FILA

JSport by Jambu

Michael Kors 

MICHAEL Michael Kors

Mootsies Tootsies

Naot

Seychelles 

Skechers 

White Mountain

Breast Cancer Research

BENEFITING
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INSIDER
 5 Keep Running

How athletic brands 
and specialty retailers 
are working to ensure 
runners stick with 
them into 2022.

COVER STORY
 35  Pure Gold

As Manolo Blahnik 
celebrates his brand’s 
50th anniversary, 
FN goes behind the 
scenes with the 
fashion legend.

FN PICK
 42 For the Love

of Spain
A look back at 
Manolo Blahnik’s big 
exhibition launch in 
Madrid in 2017. 

35

ON THE COVER
Manolo Blahnik photographed by 
longtime Fairchild photographer 
Tim Jenkins in 1979, in London’s 
Chelsea neighborhood, just a few blocks 
from his shop on Old Church Street.

— MANOLO BLAHNIK ON THE 
CAMPINILLA STYLE FROM HIS 50TH 
ANNIVERSARY GOLD COLLECTION 
(SHOWN HERE WITH A VERDURA 
GOLD CHARM BRACELET)

 “[These shoes] are 
very a� ectionate 
to me, because I 
remember my mother 
used to have a huge 
[charm bracelet] she 

designed herself 
with big charms, 
like an industrial 
kind to make 
the boats come 
to port!” 
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 17 The most infl uential 
companies right 
now have learned 
to be agile and 
innovative in the 
face of immense 
challenges.

 26 With a long legacy 
of doing good, the 
footwear industry 
has intensifi ed its 
e� orts this year, 
targeting new areas 
of great need. 
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V I D E O SG A L L E R I E SS T O R I E S

 COOL GIFTS FOR
 SNEAKERHEADS THAT 

 AREN’T JUST SNEAKERS 
Week of Nov. 15

Sure, a fl ashy new pair of kicks is always 
a surefi re gift, but sneakerheads will also 

love an assortment of themed books, sleek 
display cases and more top accessories to 

tout their level of fandom.

 THE BEST GIFTS FOR MEN 
 WHO HAVE EVERYTHING 

Week of Nov. 8 
Whether he’s a runner, outdoorsman, gamer or chef, 
fi nd a curated selection of top gifts for the guy who’s 
always hard to shop for. 

 WHAT TO BUY THE WOMEN ON 
 YOUR LIST THIS HOLIDAY SEASON 

Week of Nov. 15
From work gear to trendy apparel and this season’s 
hottest tech, these must-have gifting options are 
sure to please any lady in your life.

THE HOLIDAY 
OUTLOOK
SOURCE: FDRA/EMERSON COLLEGE POLLING

of consumers said they 
are “very likely” to buy 
new shoes this season 
for themselves or as gifts55% 72% of likely shoe buyers 

plan to shop online 
and ship directly to 
their homes 37% of online shoppers 

intend to buy from 
Amazon, followed by 
32% from brand sites

“Out of the 
Box” features 

interviews with 
designers and 

collectors
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I n t roduc ing

Your feet are 3-Dimensional. So are your shoes. Yet, today online ordering is still just based on length and width.  

It’s no wonder over 30-40% of these orders are returned.

 Contact us to learn how the FitGenius AI engine can dramatically reduce your e-commerce returns. 

Aetrextechnology.com | AetrexB2B.com

1-800-526-2729

F i t G e n i u s™
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Two years of COVID-19 restrictions have helped 
create a new wave of runners. Here, industry 

insiders explain how they plan to have them lacing 
up their running shoes for 2022 and beyond. 

Keep Running 

BY PETER VERRY
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However, as COVID-19 restrictions continue to 

loosen, with people returning to gyms and other 

indoor fitness-focused activities, market leaders 

must focus their attention on securing these  

newcomers for the long term.

The Sports & Fitness Industry Association 

revealed in its 2021 Topline Participation Report 

that 50.7 million people stateside went for a run 

last year. That’s a 1.2% increase over the year 

prior year’s 50.1 million participation.

What’s more, the SFIA report stated that core 

runners, or people who ran 50 or more times 

throughout the year, increased to 26.2 million 

people in 2020 from 25.1 million in 2019, a 4.5% 

change. And the future of running looks hope-

ful. According to the report, nearly every age 

group from 6 to 64 years old indicated that they 

intended to run in the next 12 months.

For the past nearly two years, running brands 

have made the most of this boom. According 

to The NPD Group Inc.’s retail tracking service, 

performance running shoe sales were up 19% for 

the first three quarters of 2021 compared with 

the same period in 2019, and 29% year-over-year 

compared with 2020. 

However, the industry is facing challenges 

that could trip up the momentum, namely port 

congestion and the ongoing supply chain woes.

Below, top brand executives, retailers and  

analysts offer a performance running market 

forecast for 2022.

How Brands Continue  
the Momentum 
MATT POWELL
Senior sports industry adviser,  
The NPD Group Inc.
“It’s critical that they address the entry-level 

[customer] and understand that so many of 

these people who are now running are not com-

mitted to it and don’t need an overbuilt shoe. 

If we sell them shoes that they don’t need, we 

will lose them. They are not elites, they are 

never going to run in an organized race. They’re 

running three miles a day, three days a week, if 

they’re running that much, and they don’t need 

$150 running shoe. They need a great-quality, 

opening-price-point style.”

BRITT OLSEN
GM of North America, On
“The running boom is just beginning and the 

sport is having an intense moment of cool. We 

will continue to meet new and long-time run-

ners by giving them something we’ve all longed 

for: human connection. So many people who 

started running during COVID have missed a 

year’s worth of connection and experience with 

other runners in their communities. Brands will 

have to step it up big time in how they get into 

the market and meet their new fans.”

TODD DALHAUSSER
President, Altra
“The Great Recession was a period of time when 

a lot of new runners came to the sport, but we 

didn’t keep them. They came, tried a new experi-

ence and moved on. We have to look at ourselves 

as a community and say, ‘What did we not do 

that could have kept them interested?’ The con-

sumer is coming to the sport because of mental 

and [physical] health, which are good reasons. 

That alone will give us an opportunity to sustain 

those customers. We’ve got to connect with the 

The running 
industry has 
sprinted at 
full speed for 

two years as droves of 
people discovered the 
benefits of the sport.

A runner laced up 
the New Balance 
FuelCell RC Elite v2
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investments for the coming year and beyond to 

best optimize our supply chain.”

POWELL: “I think we’re going to see running 

footwear make a return to streetwear, something 

we haven’t seen since 2013. When you’re running 

a fashion business versus a straight-up perfor-

mance business, it’s a whole different kettle of fish. 

Typically, if you’re doing performance running 

shoes, you bring out new product in the fall, three 

colorways for men, three colorways for women, 

update the number and make small tweaks. Being 

in fashion and streetwear requires many more  

introductions throughout the year and color 

updates. Brands have to stay fresh, so it’s a go-to-

market strategy that will be the toughest thing for 

many brands to acclimate to.”

OLSEN: “It’s no secret that the industry will be 

impacted by the recent lockdowns in Vietnam. 

That, coupled with global supply chain issues, will 

mean product shortages and delayed launches. 

It will require a lot of open, transparent commu-

nication and patience between brands, partners 

and customers. We’ve all gotten through so much 

already that this will be just another small bump 

in the road, but one that brands need to manage 

meticulously to make sure our partners continue 

to have thriving businesses.”

DALHAUSSER: “It’s all about supply chain. There 

is demand and there’s a lack of inventory, and for 

the next six to 12 months, it’s going to be a chal-

lenge. The question is, what are we going to do so 

we can best have the supply to meet the demand 

that’s there right now? We’re bringing in a lot 

more inventory on the front side of launching a 

style than we historically have, looking at different 

methods to transit product — whether it be air or 

[moving] traditional containers into different ports 

and avoiding Long Beach, New York, New Jersey 

or Seattle. We don’t see a huge gap in supply for 

the next six to 12 months.”

Names That Will Make  
the Most Noise
POWELL: “Puma, who has had a very success-

ful introduction of their performance running 

program. On, a company that just went public 

and has had two very strong years, which I expect 

to continue. Hoka has also had [a couple years 

of momentum], and I expect that to continue. 

And then Brooks, who continues to dominate 

this space. Lululemon filed for a patent on what 

appears to be a running shoe, so that could be 

interesting. They have such a strong following on 

their apparel side that I think the footwear intro-

duction will be well received. It will come down 

to execution. Footwear is much more complicated 

than apparel, and we’ve seen brands struggle to 

take their success in apparel and leverage it into a 

significant shoe business.”

FITZGERALD: “Nike and On. Nike has completely 

redefined what racing footwear is for the mara-

thon, and I think they will continue to do that. 

In terms of energy, On seems to be positioned to 

consumer differently than we ever have, and it’s 

not independent of brands or retailers.”

ANNE CAVASSA
President, Saucony
“Educating consumers about the benefits of inno-

vative product technology, sharing tricks and tips 

to stay injury free — and bringing our communi-

ties together to share in the love of the run are all 

ways we, as an industry, can fuel the momentum 

of the running boom.”

IAN DICKINSON
VP of categories, Asics
“It is most important to be relevant to who you 

are focused on, whether that’s a seasoned runner 

or someone new to the sport. We will continue to 

aspire to provide experience through product, our 

digital ecosystem of Runkeeper, Race Roster and 

One Asics, along with our world-class running 

events such as the L.A. Marathon.”

BEKAH METZDORFF
Co-owner, Mill City Running and  
Saint City Running
“Getting the community to connect [is vital].  

We’ve all been separated, so it is about giving 

people opportunities to run together, connecting 

those new runners to people who have already 

been running, bringing energy together.”

TOM CARLEO
VP of running, New Balance
“Globally, more women are integrating fitness and 

running into their everyday lives, and as they learn 

about our brand, our values and product will make 

that important initial connection. That opportu-

nity is tremendously important. And as in-person 

marathons and road races come back to life, we 

[can] introduce more runners to our training and 

race-day product. Specifically, our partnerships 

with New York Road Runners and the London 

Marathon groups allow us a year-long platform to 

tell our FuelCell story.”

DAN SHERIDAN
EVP and COO, Brooks
“We feel confident that on the other side of this 

disruption is a huge opportunity to help even more 

people invest in physical and mental health. For 

those who have been running amid the pandemic, 

many are leveraging the run for its mental benefits 

rather than to achieve a fitness, distance or event-

related goal. Brooks will continue to shine light on 

the importance of the mental and physical aspects 

of the run, while creating an inclusive environ-

ment for all to run in.”

Most Pressing Challenges
DAN FITZGERALD
Co-owner, Heartbreak Hill Running Co.
“Getting inventory. It feels like we get a daily 

update of COVID production issues from mul-

tiple vendors. We’re just trying to buy what we 

can — if we see stuff, we pounce. But we’ve been 

fortunate, the business hasn’t been too heavily 

affected by it yet. It’s still going strong.”

SHERIDAN: “COVID-19 continues to affect our 

community, including putting incredible pres-

sure on the global supply chain. While challenges 

are not unique to Brooks, we are well positioned 

to manage through the disruption. Our produc-

tion is geographically diverse, but our focus is 

singular to running. Our partners and custom-

ers will benefit from our concentration in one 

athletic category, as it allows us to streamline 

operations.”  

GENIE BEAVER
Owner, West Stride
“The market for keeping and hiring good staff 

will continue to be tight, the pool will continue 

to be tight and we will need to work hard to keep 

our employees. There’s also a lot of choice for 

consumers, and as things loosen up, hopefully 

we’ve gained a good bit of loyalty and continue 

to build that loyalty with our customer base, and 

we can retain the new customers and not lose 

them to online.”

DICKENSON: “Every brand will face the chal-

lenge of meeting consumer demand in a timely 

manner based on the major supply chain backlog 

we are facing right now. There is no easy solve, 

but we are implementing strategic decisions and 

Hoka One One revealed the 
highly anticipated Clifton 8 
road running shoe in May



tion yet coming from Asics or Mizuno. They have 

great staple product, but if they’re not putting out 

new and interesting technology, will the customer 

be more interested in trying something new? And 

Nike. They have good product, but can they get it 

to us? Things have been two-plus months late, so 

how much can we rely on that?”

Strategies for the future 
CAVASSA: “We want everyone to experience  

the transformative power of running and carry 

that forward for the next 100 years. To do that, 

we are striving for swift and discernable prog-

ress on our sustainability efforts and building 

a more inclusive, diverse and accessible global 

running community.”

OLSEN: “To be strong beyond 2022, the most 

important things we can do will be to focus energy 

on being impactful with our social and environ-

mental targets, embedding this across our growing 

global brand. And to continue to create the best, 

most premium experiences for our fans and re-

main committed to quality over quantity.”
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break out. It’s a smaller brand, a growing brand, 

just went public and it seems to be making good 

on its promises of getting an Olympian [in Joe 

Klecker]. They quickly put together a team and the 

products have good buzz. As they sharpen their 

run performance side, they’re going to be a force.”

METZDORFF: “On and Hoka. Hoka is already 

making noise, they have been hot and I don’t see 

any reason that would change. And On is getting 

their pieces of the puzzle in the right place, and 

their product is going in the right direction.”

BEAVER: “The brands that can get the product 

to us. Noise is important, but so are sales, and 

we can’t sell product we don’t have. But I’m 

pretty optimistic that this will start to become 

less challenging, and hopefully by the middle of 

2022 products will arrive in our stores with a 

little less complexity.”

Turnaround Stories
POWELL: “Saucony and Asics both are show-

ing some signs of life. New Balance, I would add 

to that list. I think they potentially could have a 

much better year in 2022 than they did in ’21.”

FITZGERALD: “Puma did a lot [to relaunch the 

category] in 2021, and messages take a long time 

to break through. The brand will start to see the 

fruits of that work in ’22. And Adidas — the brand 

has changed its product range significantly and 

there’s energy there that we’ve never had by a sig-

nificant margin. And their race shoes are fast.”

METZDORFF: “Saucony is already making a turn-

around, and I believe that will continue. They’re 

making better choices in a lot of different areas: 

product-wise, customer service-wise, aesthetics.”

BEAVER: “Saucony has probably underperformed 

relative to other stores and we are seeing Sau-

cony make a push and grow a little bit of share in 

the store. I don’t think we’ve seen the end of the 

growth in Hoka and On. And for us, On has the 

run side and the style side — people buy them for 

both reasons, and I don’t see any slowdown in 

that. I have middle school and high school-aged 

daughters and they wear On, which I think is 

funny because a year-and-a-half ago they had no 

interest in On and now they like the shoes. We’re 

starting to see a little bit younger demographic for 

that brand.”

Brands With the  
Most Questions 
POWELL: “Nike. They have not had a good year. 

They ceded the No. 1 market share in women’s to 

Brooks and it does not appear that there’s anything 

on the horizon that will reverse fortunes for them.”

FITZGERALD: “Asics. It’s always been a strong 

brand and has an incredibly rich history, but I 

think the energy is harder to capture these days.”

METZDORFF: “I don’t like to bring negative ener-

gy to any brand, but I haven’t seen a ton of innova-

CARLEO: “It is less about changes and more 

intensified efforts toward an always-on digital 

offense that enables stronger, more modern  

communication to consumers and omni shop-

ping experiences.”

DALHAUSSER: “We’re growing at an incredibly 

high, accelerated rate. So we have to scale the 

organization to keep up with that, whether  

that’s on the supply chain side, on the forecast-

ing side of product or with demand creation 

with the consumer. We also have to continue 

to support and make specialty special. With an 

increase in demand, there’s an expectation of 

expanded distribution, but we need to focus 

on our current distribution and to make it as 

special as we can.”

BEAVER: “I’m heavily investing in my staff and 

in the look and feel of our store. I’m looking to 

build loyalty with our base of customers through 

having great staff and a fantastic store. I want 

shopping at West Stride to be experiential, to be 

an enjoyable community experience.” 

In September, Saucony  
delivered the Endorphin 
Pro+, an update to its  
pinnacle race-ready shoe

F
O

O
T

W
E

A
R

N
E

W
S

//
N

O
V

E
M

B
E

R
 1

,
2

0
2

1
 /

/
F

O
O

T
W

E
A

R
N

E
W

S
.C

O
M



Champion logo and C Logo are trademarks of HBI Branded Apparel Enterprises, LLC, used under license.

FUN + BRIGHT



Kim Johnson, Senior Manager 
Brand Communications – CSR, 
UGG, talks to Fairchild Studio 
about its pursuit of inclusivity
and big giving moments.

Kim Johnson

Deckers discusses and distills its “doing good” approach 
to designing and distributing footwear.

Funding Footwear
We will always continue to challenge 

ourselves when it comes to thinking of new 
ways to make a meaningful impact within 
the charity partners and programs we 
support. Not only in monetary donations,
but in other forms of support, such as 
amplifying organizations messages, 
sponsoring programs or scholarships, pro-
viding the footwear and apparel needs, and 
powerful storytelling. 

Our most current support is around 
Outdoor Activist + Drag Queen Pattie 
Gonia’s Hi-Queen tour, which fosters the 
building of community for queer people in 
the outdoors.

Meaningful Impact
UGG gives to various nonprofit organi-

zations in line with our values and strate-
gic vision. Our Feel GOOD platform and 
corresponding microsite are the hubs we 
use to communicate how we support 
amazing organizations, such as our part-
nership with The Savory Institute. With 
this partnership, we are investing in the 
regeneration of 200,000 acres of land in 
2021, with a goal of 1,000,000 acres within 
five years. This bold focus on encouraging 
regenerative agriculture is helping trans-
form the Australian Sheepskin industry 
which is good for the planet and good for 
our industry. 

We  u n e q u ivo c a l ly  s u p p o r t  t h e 
LGBTQIA+ community. Each year,
through partnerships with both local and 
international organizations, namely 
Pacific Pride Foundation (PPF) and 
GLAAD, we collaborate with these non-
profits by serving the community in differ-
ent ways. PPF focuses on building a 
thriving, vibrant and visible LGBTQIA+ 
community and each year we partner to 

host their PROUD Prom – an inclusive 
event with local LGBTQIA+ and allied 
youth from Santa Barbara and the coastal 
communities of California.

While GLAAD engages on a global stage 
addressing issues of representation and 
inclusion in the media, both organizations 
serve a vital purpose to the community and 
we’re glad to partner with them and stand 
with the LGBTQIA+ community.

Supporting Inclusivity
The brands at Deckers regularly meet to 

discuss new ways of giving that both 
impact our communities and engage staff 
to support. By collaborating cross-func-
tionally, we can expand the impact and 
reach of our charitable giving. 

For example, in 2021 Deckers’s support 
of the Black and Asian communities 
allowed an opportunity for us to discuss 
these issues with the UGG consumer and 
allow them to see us stand in support of 
our values. We proudly advocate for our 
employees, customers, and community.

Giving Moments
In 2021, we worked with the Deckers 

brands team to establish the annual Deck-
ers Scholars scholarships through our 
friends at the United Negro College Fund 
(UNCF). We are excited to finalize and 
announce the winners as we open the 
scholarship again in 2022. What is great 
about this opportunity is that it reaches 
students who attend Historically Black 
Colleges and Universities (HBCUs) with 
academic focus in the areas of fashion, 
innovation, and sustainable design. Our 
intention is to support young leaders in 
their pursuits to break into industries like 
our own.

The holidays are always a big giving 
moment for UGG, so I’m thrilled about the 
nonprofit organizations we will be sup-
porting. They each highlight a different 
area locally and internationally, and the 
organizations have proven themselves to 
be of great impact in providing services to 
the people they serve.

P O W E R E D  B Y

Brand Voices Brand Voices 

HOKA Challenger ATR 5

We proudly advocate 
for our employees,

customers, and 
community.

–Kim Johnson

I n the current retail landscape,
ethos is everything – and companies such 
as Deckers differentiate in the market 
through its corporate culture and core 
value within the organization: Doing Good 
and Doing Great.

Deckers Outdoor Corp., a company that 
designs, markets, and distributes footwear, 
apparel, and accessories headquartered in 
Goleta, Calif., is the name behind beloved 
brands you’ve heard of: Its wide-ranging 
portfolio includes UGG, Koolaburra, 
HOKA, Teva, and Sanuk. Commanding a 
global audience, Deckers Outdoor Corp. 
products are sold in more than 50 coun-
tries and territories, backed by over 40 
years of history building niche footwear 
brands into market leaders in their respec-
tive lifestyle segments – but the brand 
decidedly focuses its influence on “doing 
good” in the footwear segment.

Tom Garcia, Chief Administrative Offi-
cer, Deckers, told Fairchild Studio that 
philanthropy and sustainability are well 
established pillars of the company’s cul-
ture. “Embedded in our culture is what I 
view to be the most important core value 
of the organization – Doing Good and 
Doing Great. It is a foundational element 
of who we are and why we do what we do 
and makes it easy for our leaders to prior-
itize all components of our ESG program 
as they motivate their teams.”  

“One example of this is our Deckers 
Gives philanthropic initiatives, which are 
a cornerstone of our ESG program, and in 
addition to being the right thing to do and 
giving us all a bigger sense of purpose, it 
has become a way for leaders, teams and 
employees to connect and bond with each 
other. For me, simply being a part of an 
organization of dedicated and passionate 
people driving towards a bigger purpose 
has been incredibly rewarding.”

Deckers Gives is employee-focused and 
offers programs and initiatives such as 
charitable donation matches, paid volun-
teer time, charity grants, and recognition 
of employees “going above and beyond” in 
their communities. Naturally, the company 
also works with a slew of organizations, 
such as Boys and Girls Clubs; The Conser-
vation Alliance; Direct Relief; Food Bank 
of Santa Barbara County; Girls Inc. of 
Greater Santa Barbara County; Green 
Power Hike; Hong Kong International 
Coastal Clean Up; Scholarship Foundation 
of Santa Barbara; Scout Association of 
Hong Kong; Soles4Souls; Surfrider Foun-
dation; and Thames21.

Garcia explained that altruism has 
indeed progressed in footwear, and that its 
approach to ESG and sustainability initia-
tives reflects the evolving wants and needs 
of consumers. “If you look back several 
years, consumers did not necessarily 
expect a robust ESG foundation from their 
favorite brands. But it’s different today.
It is now ‘table stakes,’ and the standards 
of those expectations will only continue 
to increase.” 

opportunity” by preventing them from 
going to waste and providing relief for 
people in need.

Pattie Graben, Vice President of Busi-
ness Development for Soles4Souls, told 
Fairchild Studio that from a charitable giv-
ing perspective, its relationship with Deck-
ers is wholly unique. “Deckers has powered 
years of our work to help create opportu-
nities for others. Whether it’s through our 
microenterprise program to help people 
create an income or through providing free 
shoes to those in need, as well as financial 
support, Deckers’ commitment is rock 
solid.”

Deckers has invested $73,350 and 1.13 
million pairs of shoes into its Soles4Souls 
partnership, according to Graben, and its 
donations created $1.7 million of eco-
nomic impact, which is the equivalent of 
providing a full year of food, shelter, and 
education for 235 families in countries 
such as Haiti and Honduras. 

Graben told Fairchild Studio that Deck-
ers’s “commitment to running a great busi-
ness and making a huge, positive impact is 
a shining example of how the for profit and 
not for profit sectors can work together for 
the benefit of millions. Just as in their 
approach to the brands they steward, we 
really value Deckers’s consistent, long-
term approach to our partnership.”

“For many of those we serve, the uncer-
tainty of food, shelter, and physical safety 
of what any day brings is a challenge most 
of us cannot imagine. But we know we can 
make promises to show up and serve those 
communities because we can count on 
Deckers. We’re honored, and lucky, to be a 
part of Deckers commitment to using busi-
ness as a force for good.”

But beyond impact lies a deeply rooted 
desire be ingrained in the communities it 
serves. Michael Baker, Chief Executive 
Officer of United Boys and Girls Club of 
Santa Barbara County, said that “Because 
Deckers is a major corporation in our com-
munity, other corporations step up as well 
because Deckers is leading by example. 
That is a huge help with the philanthropic 
endeavors we must make every year.”

“What differentiates Deckers is the fact 
that they are a major corporation in our 
community that encourages their leader-
ship team to get involved with nonprofit 
entities. From serving on local boards to 
attending and supporting local events,
Deckers has been there literally every step 
of the way, pun intended.”

In fact, Garcia said that consumers now 
want to build relationships with brands 
that have a positive impact on the world – 
and this desire extends to the expectations 
of its stakeholders, too. “This shift has 
accelerated the rate of change and is truly 
encouraging for the future. As for Deck-
ers’s ESG program, one thing that I’m 
incredibly proud of is that our program 
takes a holistic approach, tackling a broad 
range of areas with a deep focus on where 
we can have the greatest impact.”

This approach is represented by its 
efforts to align company ambitions with 
the United Nation’s Sustainable Develop-
ment Goals (SDGs). “As we tackle our 
SDGs, we recognize that we are on a jour-
ney to get better every day,” Garcia told 
Fairchild Studio.

“A great example of this is the accelera-
tion of our Diversity, Equity and Inclusion 
(DEI) program over the last twelve plus 
months. Our approach and culture allow 
us to respond in an agile manner, with the 
organization mobilizing quickly around 
our strategic endeavors.” It’s why earlier 
this year, Deckers announced the recipi-
ents of its annual $500,000 donation to 
support social and racial justice, alongside 
a comprehensive “year in review” of its 
DEI corporate initiatives.

 One aspect of their DEI program is cen-
tered around philanthropic partnerships 
and initiatives that guide the company’s 
path forward. For example, its work with 
Soles4Souls addresses both giving back 
and sustainability through its mission to 
turn unwanted shoes and clothing “into 

The team at HOKA understands that 
with any platform comes responsibility 
and giving back through our charitable 
partnerships is a non-negotiable in 
doing our part to maintain our platform. 
The HOKA brand truly believes that we 
have a responsibility to provide access 
to move and amplify the voices of those 
who so often go unheard. You will see 
this ethos come to life in many of our 
giveback initiatives and even through 
the stories we tell. 

For instance, our monetary and in-kind 
support for organizations like Back on My 
Feet, an organization who combats 

homelessness through movement, and 
Outdoor Outreach, an organization that 
facilitates camping excursions for youths 
who may have never had an opportunity to 
experience the outdoors, directly provides 
access to move. 

There are many more organizations that 
we partner with, and you can see them on 
our social channels, as we believe that 
human storytelling is the best way to 
bring awareness to any cause. We believe 
that everyone deserves the ability to get 
outside and move and reach their full 
potential and choose to support organiza-
tions that enable that for the people who 
need it.

Empowering Communities
The Deckers ethos charges us to ensure 

we are acting within our community and 
our industries. It empowers HOKA to look 
at ways that we can give back to our com-
munity and the spaces where HOKA acti-
vates to ensure we are lifting the places and 
people around us. We keep this top of mind 
in everything we do. 

For example, if we are putting on an 
event or holding a brand photoshoot in a 
certain location, we will find a way to 
support and elevate the local community 
we are activating in a meaningful way. 
It’s important to us that we always find 
ways to incorporate and empower that 
community. This ethos inspires the brand 
to operate thoughtfully and encourages 
us to lead.

Ashley Mayes, Director, Global 
Brand Communications, HOKA, 
discusses the brand’s enduring 
philanthropic endeavors. 

It’s important 
to us that we 

always find ways 
to incorporate 

and empower our 
community.”

–Ashley Mayes
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Kim Johnson, Senior Manager 
Brand Communications – CSR, 
UGG, talks to Fairchild Studio 
about its pursuit of inclusivity
and big giving moments.

Kim Johnson

Deckers discusses and distills its “doing good” approach 
to designing and distributing footwear.

Funding Footwear
We will always continue to challenge 

ourselves when it comes to thinking of new 
ways to make a meaningful impact within 
the charity partners and programs we 
support. Not only in monetary donations,
but in other forms of support, such as 
amplifying organizations messages, 
sponsoring programs or scholarships, pro-
viding the footwear and apparel needs, and 
powerful storytelling. 

Our most current support is around 
Outdoor Activist + Drag Queen Pattie 
Gonia’s Hi-Queen tour, which fosters the 
building of community for queer people in 
the outdoors.

Meaningful Impact
UGG gives to various nonprofit organi-

zations in line with our values and strate-
gic vision. Our Feel GOOD platform and 
corresponding microsite are the hubs we 
use to communicate how we support 
amazing organizations, such as our part-
nership with The Savory Institute. With 
this partnership, we are investing in the 
regeneration of 200,000 acres of land in 
2021, with a goal of 1,000,000 acres within 
five years. This bold focus on encouraging 
regenerative agriculture is helping trans-
form the Australian Sheepskin industry 
which is good for the planet and good for 
our industry. 

We  u n e q u ivo c a l ly  s u p p o r t  t h e 
LGBTQIA+ community. Each year,
through partnerships with both local and 
international organizations, namely 
Pacific Pride Foundation (PPF) and 
GLAAD, we collaborate with these non-
profits by serving the community in differ-
ent ways. PPF focuses on building a 
thriving, vibrant and visible LGBTQIA+ 
community and each year we partner to 

host their PROUD Prom – an inclusive 
event with local LGBTQIA+ and allied 
youth from Santa Barbara and the coastal 
communities of California.

While GLAAD engages on a global stage 
addressing issues of representation and 
inclusion in the media, both organizations 
serve a vital purpose to the community and 
we’re glad to partner with them and stand 
with the LGBTQIA+ community.

Supporting Inclusivity
The brands at Deckers regularly meet to 

discuss new ways of giving that both 
impact our communities and engage staff 
to support. By collaborating cross-func-
tionally, we can expand the impact and 
reach of our charitable giving. 

For example, in 2021 Deckers’s support 
of the Black and Asian communities 
allowed an opportunity for us to discuss 
these issues with the UGG consumer and 
allow them to see us stand in support of 
our values. We proudly advocate for our 
employees, customers, and community.

Giving Moments
In 2021, we worked with the Deckers 

brands team to establish the annual Deck-
ers Scholars scholarships through our 
friends at the United Negro College Fund 
(UNCF). We are excited to finalize and 
announce the winners as we open the 
scholarship again in 2022. What is great 
about this opportunity is that it reaches 
students who attend Historically Black 
Colleges and Universities (HBCUs) with 
academic focus in the areas of fashion, 
innovation, and sustainable design. Our 
intention is to support young leaders in 
their pursuits to break into industries like 
our own.

The holidays are always a big giving 
moment for UGG, so I’m thrilled about the 
nonprofit organizations we will be sup-
porting. They each highlight a different 
area locally and internationally, and the 
organizations have proven themselves to 
be of great impact in providing services to 
the people they serve.

P O W E R E D  B Y

Brand Voices Brand Voices 
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We proudly advocate 
for our employees,

customers, and 
community.

–Kim Johnson

I n the current retail landscape,
ethos is everything – and companies such 
as Deckers differentiate in the market 
through its corporate culture and core 
value within the organization: Doing Good 
and Doing Great.

Deckers Outdoor Corp., a company that 
designs, markets, and distributes footwear, 
apparel, and accessories headquartered in 
Goleta, Calif., is the name behind beloved 
brands you’ve heard of: Its wide-ranging 
portfolio includes UGG, Koolaburra, 
HOKA, Teva, and Sanuk. Commanding a 
global audience, Deckers Outdoor Corp. 
products are sold in more than 50 coun-
tries and territories, backed by over 40 
years of history building niche footwear 
brands into market leaders in their respec-
tive lifestyle segments – but the brand 
decidedly focuses its influence on “doing 
good” in the footwear segment.

Tom Garcia, Chief Administrative Offi-
cer, Deckers, told Fairchild Studio that 
philanthropy and sustainability are well 
established pillars of the company’s cul-
ture. “Embedded in our culture is what I 
view to be the most important core value 
of the organization – Doing Good and 
Doing Great. It is a foundational element 
of who we are and why we do what we do 
and makes it easy for our leaders to prior-
itize all components of our ESG program 
as they motivate their teams.”  

“One example of this is our Deckers 
Gives philanthropic initiatives, which are 
a cornerstone of our ESG program, and in 
addition to being the right thing to do and 
giving us all a bigger sense of purpose, it 
has become a way for leaders, teams and 
employees to connect and bond with each 
other. For me, simply being a part of an 
organization of dedicated and passionate 
people driving towards a bigger purpose 
has been incredibly rewarding.”

Deckers Gives is employee-focused and 
offers programs and initiatives such as 
charitable donation matches, paid volun-
teer time, charity grants, and recognition 
of employees “going above and beyond” in 
their communities. Naturally, the company 
also works with a slew of organizations, 
such as Boys and Girls Clubs; The Conser-
vation Alliance; Direct Relief; Food Bank 
of Santa Barbara County; Girls Inc. of 
Greater Santa Barbara County; Green 
Power Hike; Hong Kong International 
Coastal Clean Up; Scholarship Foundation 
of Santa Barbara; Scout Association of 
Hong Kong; Soles4Souls; Surfrider Foun-
dation; and Thames21.

Garcia explained that altruism has 
indeed progressed in footwear, and that its 
approach to ESG and sustainability initia-
tives reflects the evolving wants and needs 
of consumers. “If you look back several 
years, consumers did not necessarily 
expect a robust ESG foundation from their 
favorite brands. But it’s different today.
It is now ‘table stakes,’ and the standards 
of those expectations will only continue 
to increase.” 

opportunity” by preventing them from 
going to waste and providing relief for 
people in need.

Pattie Graben, Vice President of Busi-
ness Development for Soles4Souls, told 
Fairchild Studio that from a charitable giv-
ing perspective, its relationship with Deck-
ers is wholly unique. “Deckers has powered 
years of our work to help create opportu-
nities for others. Whether it’s through our 
microenterprise program to help people 
create an income or through providing free 
shoes to those in need, as well as financial 
support, Deckers’ commitment is rock 
solid.”

Deckers has invested $73,350 and 1.13 
million pairs of shoes into its Soles4Souls 
partnership, according to Graben, and its 
donations created $1.7 million of eco-
nomic impact, which is the equivalent of 
providing a full year of food, shelter, and 
education for 235 families in countries 
such as Haiti and Honduras. 

Graben told Fairchild Studio that Deck-
ers’s “commitment to running a great busi-
ness and making a huge, positive impact is 
a shining example of how the for profit and 
not for profit sectors can work together for 
the benefit of millions. Just as in their 
approach to the brands they steward, we 
really value Deckers’s consistent, long-
term approach to our partnership.”

“For many of those we serve, the uncer-
tainty of food, shelter, and physical safety 
of what any day brings is a challenge most 
of us cannot imagine. But we know we can 
make promises to show up and serve those 
communities because we can count on 
Deckers. We’re honored, and lucky, to be a 
part of Deckers commitment to using busi-
ness as a force for good.”

But beyond impact lies a deeply rooted 
desire be ingrained in the communities it 
serves. Michael Baker, Chief Executive 
Officer of United Boys and Girls Club of 
Santa Barbara County, said that “Because 
Deckers is a major corporation in our com-
munity, other corporations step up as well 
because Deckers is leading by example. 
That is a huge help with the philanthropic 
endeavors we must make every year.”

“What differentiates Deckers is the fact 
that they are a major corporation in our 
community that encourages their leader-
ship team to get involved with nonprofit 
entities. From serving on local boards to 
attending and supporting local events,
Deckers has been there literally every step 
of the way, pun intended.”

In fact, Garcia said that consumers now 
want to build relationships with brands 
that have a positive impact on the world – 
and this desire extends to the expectations 
of its stakeholders, too. “This shift has 
accelerated the rate of change and is truly 
encouraging for the future. As for Deck-
ers’s ESG program, one thing that I’m 
incredibly proud of is that our program 
takes a holistic approach, tackling a broad 
range of areas with a deep focus on where 
we can have the greatest impact.”

This approach is represented by its 
efforts to align company ambitions with 
the United Nation’s Sustainable Develop-
ment Goals (SDGs). “As we tackle our 
SDGs, we recognize that we are on a jour-
ney to get better every day,” Garcia told 
Fairchild Studio.

“A great example of this is the accelera-
tion of our Diversity, Equity and Inclusion 
(DEI) program over the last twelve plus 
months. Our approach and culture allow 
us to respond in an agile manner, with the 
organization mobilizing quickly around 
our strategic endeavors.” It’s why earlier 
this year, Deckers announced the recipi-
ents of its annual $500,000 donation to 
support social and racial justice, alongside 
a comprehensive “year in review” of its 
DEI corporate initiatives.

 One aspect of their DEI program is cen-
tered around philanthropic partnerships 
and initiatives that guide the company’s 
path forward. For example, its work with 
Soles4Souls addresses both giving back 
and sustainability through its mission to 
turn unwanted shoes and clothing “into 

The team at HOKA understands that 
with any platform comes responsibility 
and giving back through our charitable 
partnerships is a non-negotiable in 
doing our part to maintain our platform. 
The HOKA brand truly believes that we 
have a responsibility to provide access 
to move and amplify the voices of those 
who so often go unheard. You will see 
this ethos come to life in many of our 
giveback initiatives and even through 
the stories we tell. 

For instance, our monetary and in-kind 
support for organizations like Back on My 
Feet, an organization who combats 

homelessness through movement, and 
Outdoor Outreach, an organization that 
facilitates camping excursions for youths 
who may have never had an opportunity to 
experience the outdoors, directly provides 
access to move. 

There are many more organizations that 
we partner with, and you can see them on 
our social channels, as we believe that 
human storytelling is the best way to 
bring awareness to any cause. We believe 
that everyone deserves the ability to get 
outside and move and reach their full 
potential and choose to support organiza-
tions that enable that for the people who 
need it.

Empowering Communities
The Deckers ethos charges us to ensure 

we are acting within our community and 
our industries. It empowers HOKA to look 
at ways that we can give back to our com-
munity and the spaces where HOKA acti-
vates to ensure we are lifting the places and 
people around us. We keep this top of mind 
in everything we do. 

For example, if we are putting on an 
event or holding a brand photoshoot in a 
certain location, we will find a way to 
support and elevate the local community 
we are activating in a meaningful way. 
It’s important to us that we always find 
ways to incorporate and empower that 
community. This ethos inspires the brand 
to operate thoughtfully and encourages 
us to lead.

Ashley Mayes, Director, Global 
Brand Communications, HOKA, 
discusses the brand’s enduring 
philanthropic endeavors. 

It’s important 
to us that we 

always find ways 
to incorporate 

and empower our 
community.”

–Ashley Mayes
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Deckers delves into the dynamics behind 
its devotion to company-wide 

philanthropy and sustainability efforts.

Footwear
Philosophy

Deckers employees clean up trash in downtown 
Santa Barbara for their Art of Kindness volunteer week.

P O W E R E D  B Y

Deckers has 
powered years of 
our work to help 

create opportunities 
for others.”

–Pattie Graben, VP of Business 
Development for Soles4Souls

For Deckers, sustainability is 
“about progress, not perfection” – and 
that axiom guides its industry-shifting
initiatives that have helped shaped it into 
a company to admire.

But sustainability is holistic, the brand 
says, and it comes in many colors. Deckers 
observes both environmental and social 
metrics for its sustainability and philan-
thropy efforts – and its achievements 
can be found in the company’s recently 
released FY21 Corporate Responsibility 
repor, Creating Change, which outlines its 
sustainable business practices and socially 
conscious operations that collectively help 
minimize the environmental impact of its 
business footprint.

Here, Michelle Apodaca, Director, 
Deckers Gives & Board Administration, 
and Brooke Beshai, Senior Director of 
Sustainability, Deckers, talk to Fairchild 
Studio about its philanthropic initiatives, 
achievements in the sustainability space, 
and why Deckers’s giving back programs 
standout in the footwear segment.

Fairchild Studio: Why is Deckers so 

distinguished with its philanthropic efforts?

What does the brand do differently than 

its contemporaries in the footwear space? 

Michelle Apodaca: Deckers has been con-
sistent with its philanthropic efforts 
regardless of ebbs and flows in our busi-
ness. We’ve always felt an obligation to give 
back, starting with our founder 48 years 
ago. Deckers’s focused approach has 
remained largely on supporting organiza-
tions that support the environment, edu-
cation, at risk youth, diversity, and 
inclusion as well as local community 

support. That consistency of giving has 
built strong interdependent relationships 
between Deckers and nonprofits ensuring 
our communities thrive. 

With our success has come the ability to 
give more on behalf of Deckers as well as 
on behalf of each of our brands. Each of 
our brands have their own voice in giving 
and that’s been wonderful to watch how 
they’ve engaged in selecting organizations 
to give back. I think allowing our brands 
to have their own voices while staying 
true to our company’s values differenti-
ates us from other footwear companies.  

Many foot wear companies aren’t 

giving each brand the ability to align orga-
nizations with their brand voice but 
instead make donations at the corporate 
level only. In addition, our brands often 
engage our consumers by asking which 
organizations are important to them and 
that support resonates with them in a 
meaningful way.

Fairchild Studio: Tell us about the Art of 

Kindness. What initiated this program?

M.A.: Art of Kindness (AOK) is a week of 
volunteering where Deckers employees 
unite to make a collective impact on our 
local communities. We build comradery,
morale, and a culture of service among our 

As members of the UNGC we are 
required to post an annual report publicly 
disclosing our progress. We believe in 
transformative change—change that is 
only possible with a focused and transpar-
ent approach. Our SDGs keep us account-
able and help us to track our progress. We 
recognize that sustainability is a journey 
and one that will likely never conclude—
it’s about progress, not perfection.

Fairchild Studio: What are some of 

Deckers’s goals and ambitions 

surrounding sustainable footwear?  

B.B.: We strive to maximize the number of 
preferred materials in our products, reduc-
ing waste generation, water consumption, 
and carbon emissions along the way. We 
have identified robust targets under each 
sustainable development goal and disclose 
our progress year over year. We believe in 
transparency and sharing both our suc-
cesses and challenges publicly.  Under-
standing where the opportunity is allows 
us to focus our efforts to create even 
greater change.

Fairchild Studio: What’s next for 

Deckers in the sustainability space? 

B.B.: On our sustainability journey, we 
continue our quest to be a regenerative 
business by being mindful of our actions, 
respectful of our planet, and ensuring our 
employees and factory workers feel appre-
ciated and empowered to be their true 
authentic selves. In terms of product, we 
are putting a huge focus on preferred 
materials. We filed science-based targets 
with the Science-Based Target Initiative 
and have set robust targets for our brands 
including reducing per pair GHG emis-
sions and Energy consumption.  We will 
continue to drive progress toward our 
SDGs, align efforts with our science-based 
targets, pursue materials which are 
sourced via regenerative farming, and con-
tinue to make the world a more just place.

global team. It reflects our company value 
of Doing Good and Doing Great, meaning 
that when we do good in business, we use that 
success to give back to our most vulnera-
ble communities and planet through a vari-
ety of organizations around the world. 

In 2020 we wanted to formalize our vol-
unteer program and coined it “Art of Kind-
ness” as it truly reflects of each employee’s 
ability to share their individual expression 
of kindness. While we’ve historically gath-
ered employees for many service activities 
in person, Art of Kindness has now trans-
formed into a biannual weeklong event 
that has shifted and broadened the way 
Deckers volunteers, inclusive of both vir-
tual and in-person opportunities.

Fairchild Studio: From your perspective,

how is Deckers’s approach to sustain-

ability and corporate responsibility 

differentiated in the footwear industry?  

Brooke Beshai: Deckers began its sustain-
ability journey in 2010 and now, over a 
decade later, our vision to do good and do 
great is stronger than ever.  Our approach 
to sustainability is holistic. We look at both 
environmental metrics (e.g., Greenhouse 
Gas, Waste, Water and Energy, etc.) as well 
as social metrics (DEI, Human Rights, 
Gender Equality, Reduced Inequalities 
and Quality Education).  
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What is power in 2021? After two years 
of intense change and challenge during a 
pandemic that has dramatically altered life and 
work and upended the supply chain, the most 
infl uential companies are agile, innovative and 
willing to experiment with new ways of doing 
business. They’re engineering innovative IPOs 
and game-changing acquisitions, breaking 
the old retail rules and making big moves in 
booming categories like outdoor and athletic. 
But more than ever, being powerful also means 
being purposeful. In 2020, companies lined up 
to make ambitious pledges around diversity 
as the country faced a long overdue racial 
reckoning. A year later, the most impactful 
players are holding themselves accountable 
and being candid about their progress — and 
their missteps. One thing is clear: Diversity is 
a long-term issue, not a social media trend. 
2021 has also brought new urgency around 
two critical issues: mental health and climate 
change. And in this new era, consumers and 
shareholders are aligning with brands and 
retailers that share their values. If they don’t, 
they’ll be left behind. 



Market 
Boom 
IPOs are back in a big way — and fashion 
is leading the charge. BY SHOSHY CIMENT

THE IPO MARKET is fl ourishing. In many 

cases, footwear and apparel companies are leading 

the charge.

In August alone, footwear brands Allbirds 

and On fi led for initial public o� erings with 

the Securities and Exchange Commission. The 

following month, On priced its IPO above its target 

range to raise $746.4 million, selling 31.1 million 

shares for $24 each.

Additionally, Authentic Brands Group, which 

owns numerous fashion and entertainment 

brands, fi led for an IPO in July. And plus-size 

retailer Torrid, which also has a shoe line, also 

fi led in the same month. 

Overall, a favorable retail environment is 

spurring these fashion and footwear IPOs at a 

critical juncture for many companies.

Across the board, major retailers and shoe 

brands posted sales increases and earnings beats 

in recent quarters, highlighting recovery across the 

industry. In many cases, record-breaking 

sales numbers spurred a renewed desire to invest 

in the retail sector.

“Investors are looking for companies with 

strong growth potential,” said Matt Powell, senior 

sports industry adviser for The NPD Group Inc. 

“The footwear business is strong right now, so 

there is a lot of interest.”

From A�  rm to ThredUp, here are the most 

notable fashion and footwear IPOs this year 

so far.

A�  rm
A�  rm Holdings Inc., which provides installment 

loans for online shoppers, fi led to raise $935 

million in its listing in January. The company, 

founded by PayPal co-founder Max Levchin in 

2012, sold 24.6 million shares of its Class A stock 

at $49 apiece. In April, A�  rm acquired returns 

platform Returnly after it made a 2019 investment 

in the platform.

Allbirds
When it fi led for an IPO in August, sustainable 

footwear brand Allbirds outlined an ambitious 

new eco-friendly structure for going public that 

would help the company prioritize environmental 

and social goals. In its fi ling, Allbirds highlighted 

net revenue growth, from $126 million in 2018 to 

$219.3 million in 2020. However, the company also 

revealed a net loss of $25.9 million in 2020.

Authentic Brands Group
ABG, the company behind multiple headline-

making brand and retailer acquisitions, fi led for 

an IPO in July. Helmed by Jamie Salter and Nick 

Woodhouse, the fi rm has a portfolio of more than 

30 brands, including Nine West, Forever 21, Juicy 

Couture, Frye, Eddie Bauer, Tretorn, Bandolino, 

Sports Illustrated, Marilyn Monroe and Shaquille 

O’Neal, who helped the company secure its newest 

acquisition target: Reebok.

Dr. Martens
The heritage boot maker has been on quite a ride 

during the past few years. Propelled by a strong 

performance by its e-commerce platform and sales 

increases in the Americas, Europe, the Middle East 

and Africa, as well as China, the company debuted 

on the London Stock Exchange in late January and 

raised $1.8 billion, or 1.3 billion pounds.

On
In September, running brand On priced its 

initial public o� ering above its target range to 

raise $746.4 million, selling 31.1 million shares 

for $24 each. In its fi ling, the Roger Federer-

backed Swiss running brand described itself as 

“one of the fastest-growing scaled athletic sports 

companies in the world,” with net sales growing at 

an 85% compound annual growth rate. Analysts 

are currently split on their recommendations 

regarding On.

Poshmark
Peer-to-peer shopping platform Poshmark Inc. 

raised $277 million in its January IPO. In its fi ling 

with the Securities and Exchange Commission, the 

company noted that revenues during the fi rst three 

quarters of 2020 increased 28% to $192.8 million. 

It also saw a profi t of $20.9 million over the 

same timeframe, compared with losses of $33.9 

million in the year prior. Like ThredUp, Poshmark 

benefi tted from a pandemic-driven surge in resale.

Rent the Runway
Rent the Runway, a fashion rental fi rm founded 

in 2008, fi led in July. The company raised $357 

million in their IPO last week, for a valuation 

around $1.5 billion. Rent the Runway’s stock 

market debut comes after the company canceled 

its unlimited subscription model in September and 

announced that it would close units in New York, 

Washington, D.C., Los Angeles, San Francisco and 

Chicago to focus on its digital operations.

ThredUp
Shares of ThredUp Inc. opened 30% above the 

listing price on its fi rst day of trading on the 

Nasdaq Global Select Market in March. The 

Oakland, Calif.-based resale platform sold 12 

million shares and raised $168 million at a 

valuation of about $1.3 billion. In 2020, ThredUp’s 

revenue grew 14% year-over-year to $186 million. 

At the end of 2020, it had 1.2 million active buyers. 

ThredUp currently powers resale for major players 

such as Walmart, Madewell and Vera Bradley 

through its resale-as-a-service technology.

What to Watch:
Saks, the e-commerce arm of Saks Fifth Avenue, is 

said to have started preparations to fi le for an IPO. 

The luxury retailer’s e-comm business is reportedly 

targeting a valuation of around $6 billion in the 

fi rst half of 2022. 
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On’s biggest market, 
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The 
Deal 
Makers 
As pandemic recovery 
took hold, some of the the 
industry’s most infl uential 
companies engineered big 
buys. BY KATIE ABEL

WHILE MANY WOULD-BE acquirers 

stayed on the sidelines during the height of the 

pandemic, the market heated up in 2021, thanks to 

powerhouse brands and retailers expanding their 

reach into fast-growing markets.

Much of the action was centered around the 

hot athletic lifestyle and athleisure spaces. 

In the case of Wolverine World Wide Inc., 

acquiring Sweaty Betty gave the shoe giant a stake 

in the fast-growing and competitive women’s 

activewear category, which is led by high-growth 

brands like Lululemon.

No deal is generating more buzz than Authentic 

Brand Group’s forthcoming acquisition of Reebok 

for $2.1 billion. (It’s expected to become o�  cial 

in the fi rst quarter of 2022.) Here are the other 

dealmakers making waves. 

BBC International
When bankrupt Sequential Brands Group looked 

to o�  oad its Heelys brand in April, there was one 

natural home — BBC. The company had been 

Sequential’s licensing partner since 2013, and now 

president Seth Campbell and CEO Josue Solano 

are looking to take it to the next level, as the 

company also fuels big gains with Champion and 

onboards two of its new licenses, Land’s End and 

Michael Kors kids’.

Elan Polo 
Bankrupt Sequential Brands Group continued its 

divesting spree and sold its 65% stake in skate 

player DVS Footwear to Elan Polo.

Foot Locker
As it continues to capitalize on the athletic boom 

within its core business, industry stalwart Foot 

Locker Inc., led by CEO Dick Johnson, pulled o�  

big buys to expand its reach. The retailer made a 

pair of power moves in August when it revealed 

plans to acquire community-focused chain WSS for 

$750 million and high-end Japanese player Atmos 

for $360 million.

JD Sports
British giant JD Sports isn’t shy about its 

intentions to be a huge player in America. The 

company, which has been steering Finish Line 

since 2018, kicked o�  2021 with its acquisition of 

Baltimore-based DTLR Villa LLC in a deal worth 

about $495 million. That came on the heels of its 

$325 million Shoe Palace buy. 

Lanvin Group 
The newly rebranded Lanvin Group beefed up its 

luxury holdings with its second Italian acquisition, 

snapping up storied footwear specialist Sergio 

Rossi — and plotting an expansion drive in Asia.

Its portfolio now includes French house Lanvin, 

Austrian hosiery specialist Wolford, Italian 

menswear company Caruso and American fashion 

brand St. John.

Lancer Capital 
Lancer took Iconix Brand Group private in an 

all-cash deal for $3.15 a share, which totals $585 

million including debt. Iconix owns Starter, 

Candie’s, London Fog, Umbro, Zoo York, Ocean 

Pacifi c and other brands.

L Catterton 
Birkenstock sold a majority stake to the American-

French private equity fi rm L Catterton and 

an a�  liated fi rm, Financière Agache, Bernard 

Arnault’s family investment company. For weeks, 

Birkenstock had been in exclusive talks with 

L Catterton, and the deal was said to value the fi rm 

at 4 billion euros, or about $4.8 billion. 

Nike
As it continues to drive digital and DTC, Nike Inc. 

acquired data integration platform Datalogue. 

Founded in 2016 , the proprietary machine-

learning technology automates data preparation 

and integration. Nike now has the ability to 

integrate data from all sources — including its app 

ecosystem, supply chain and enterprise data.

Nordstrom
The 120-year-old retailer has been redefi ning 

the idea of partnership — and one of its most 

out-of-the-box moves this year was to acquire a 

minority stake in the Topshop brands — through 

an expanded partnership with London-based Asos. 

Now the department store is looking to take the 

Topshop brands to the next level, both in-store 

and online, and grow its presence with other Asos 

brands too.

Rocky Brands
The Ohio boot maker made a notable buy with 

its acquisition of the performance and lifestyle 

business from Honeywell International Inc. for 

$230 million. Now under its umbrella is the 

Original Muck Boot Company, as well as the 

Xtratuf, Servus, Neos and Ranger boot brands.

Wolverine World Wide 
In a pivotal year for Wolverine, the company 

snapped up fi tness lifestyle brand Sweaty Betty 

in an all-cash deal valued at about $410 million. 

The move represents Wolverine’s commitment to 

e-commerce, a priority for Brendan Ho� man, who 

is set to assume the role of CEO from longtime 

leader Blake Krueger at the end of the year. It also 

gives Wolverine a stake in the fast-growing and 

competitive women’s activewear category.

What to Watch: 
ABG & Reebok, 
Square & Afterpay
When Reebok o�  cially becomes part of 

ABG’s rapidly growing portfolio early next 

year, where will the storied brand go next? 

Meanwhile, in the booming buy-now-pay-later 

space, Square is expected to o�  cially bring 

Afterpay under its umbrella in the fi rst quarter 

of 2022. And Jessica Simpson is closing in on a 

deal to buy back her brand. 

“We’ve always had an 
eye to the marketplace 

to see what was right 
in our portfolio,” said 

Dick Johnson 
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All Opportunity   
When the going got tough, 
these retailers got going — 
with innovative new store 
concepts and hot product 
launches. BY FN STAFF

Academy Sports 
& Outdoors
Academy is on a roll. With eight consecutive 

quarters of positive comp sales and operating profi t 

growth under its belt, the chain — which is helmed 

by former Foot Locker chief Ken Hicks — is seeing 

big gains from footwear and apparel, with shoe 

comps up 15% in Q2. Nike, Adidas, Under Armour, 

Columbia and The North Face have all been top 

sellers, as the outdoor and athletic booms continue. 

The Athlete’s Foot
As the broader footwear industry tackles its 

diversity shortcomings, The Athlete’s Foot is 

addressing the issue of ownership directly. In 

April, the chain launched its Strategic African 

American Retail Track (STAART) program, an 

e� ort to increase African American representation 

and ownership in the sneaker industry

Boot Barn
The boot specialist has a winning combination: 

a fast-growing exclusive brand business, a 

strong overall inventory position and solid 

omnichannel strategy.

Beck’s Shoes
While other independents were downsizing during 

the height of the pandemic, cousins Adam Beck 

and Julia Beck-Gomez went into deal-making 

mode. By taking advantage of favorable fi nancing, 

they acquired four independent retailers last year 

and grew their chain from 10 doors to 17 locations, 

in California, Nevada and Oregon. 

Concepts
The pandemic didn’t slow Tarek Hassan and the 

Concepts crew down. After debuting fl agships 

in both Boston and New York in late 2020, the 

company has also been fueling e-commerce 

expansion and continued its winning collab game 

— unveiling Concepts x Nike Kyrie 7 and Concepts 

x Asics Gel-Lyte 3 among others.  

Dick’s Sporting Goods
In 2021, Dick’s Sporting Goods unleashed several 

initiatives to expand its physical footprint, attract 

more shoppers and inspire consumers. Its new 

experiential House of Sport banners are already 

generating strong tra�  c, and with the opening of 

its fi rst Public Lands concept this fall, the sporting 

goods giant is poised to be a major player in the 

outdoor category. In September, Dick’s — now 

led by Lauren Hobart, the fi rst female CEO of 

a sporting goods retailer — also inked a deal to 

become the o�  cial retail partner of the WNBA.

DSW
The chain has all the right ingredients to 

capitalize on its recent momenum: It continues 

to tap into new opportunitys in athleisure, and 

also is seeing a big comeback in dress shoes. 

E-commerce also helped drive strong results 

in Q2.

Famous Footwear
With its focus on top brands and competitive 

prices for the whole family, Famous Footwear 

found a pandemic-proof formula. The 61-year-old 

retailer drove Caleres’ explosive growth in the 

second quarter as the chain netted its highest Q2 

sales in its history, at about $454 million. This 

represented an 8% jump from Q2 of 2019. Men’s, 

women’s and children’s sales were on the rise, as 

well as categories from athletic to dress. 

Hibbett Sports
While not as loud as some of its competitors, 

Hibbett is thriving, thanks to its omnichannel 

prowess and focus on underserved geographic 

areas. It also is building its relationship with 

the Swoosh and plans to open a net 25 stores 

per year over the next few years, and remodel 

other locations. 

Journeys 
Genesco’s sales in Q2 increased 42% year-over-

year to $555 million, with Journeys delivering 

record revenue and operating profi t. The chain 

capitalized on renewed consumer demand and its 

strong vendor relationships that helped cushion it 

from supply chain woes.

Kith 
As his company celebrated its 10th anniversary, 

Ronnie Fieg charged ahead full force in 2021, 

debuting a sprawling Paris fl agship and a door 

in Hawaii. Meanwhile, through his new category 

director role with Clarks, Fieg is bringing a 

modern perspective to a footwear icon.

Shoe Carnival
As the retailer embarks on a new chapter — 

longtime chief Cli�  Si� ord just handed over the 

CEO reins to Mark Worden — Shoe Carnival 

continues to acquire customers and expand its 

infl uence in the family sector. The chain reported 

Q2 sales and earnings that topped expectations.

The Whitaker Group
James Whitner revealed major plans to open an 

art gallery, 38a, in the East Liberty neighborhood 

of Pittsburgh, and his mission is to support young 

Black artists. He also pledged to help more Black 

entrepreneurs by giving them tools and fi nancial 

know-how to succeed, opened the BeSocial 

community center in Pittsburgh, near where 

he grew up, and bowed some of the year’s most 

attention-grabbing collaborations. 
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James Whitner made 
several big moves 
in his hometown of 
Pittsburgh
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Cool Collabs
Once again, the sneaker 
market led the way with buzzy 
tie-ups, but there were some 
provocative partnerships in 
luxury too. BY FN STAFF 

A Ma Maniere x 
Jordan Brand
A Ma Maniere was behind the year’s most beloved 

collab, a new-look Air Jordan 3. The collaboration 

is a high-end take on the iconic basketball shoe, 

created as a tribute to the strength and resilience 

of Black women.

Billie Eilish x 
Jordan Brand
The latest pop star to collaborate with Jordan 

Brand is Billie Eilish, who opted to rework the Air 

Jordan 1 KO, dressing it in a bold volt hue, also 

reimagining the Air Jordan 15 in light brown.

Aleali May x 
Jordan Brand
Aleali May, the fi rst woman with a Jordan Brand 

women’s footwear and apparel collab, delivered 

a new collection in April, inspired by her time 

on the Inglewood High School drill team in 

California. The highlight was the new-look Air 

Jordan 1 Zoom Comfort. May also delivered an 

equally compelling iteration of the Air Jordan 14 

in August. 

Fendi x Versace
Dubbed Fendace, the spring ’22 collaboration 

brought two fashion empires together with two 

collections: one “Versace by Fendi” from Fendi’s 

Silvia Venturini Fendi and Kim Jones, and 

“Fendi by Versace” from Versace creative director 

Donatella Versace. 

Salehe Bembury x 
New Balance
Salehe Bembury, FN’s Designer of the Year in 

2020, delivered hit after hit again in 2021. In June, 

Bembury and New Balance unveiled the “Water 

Be the Guide” 2002R, which was inspired by the 

designer’s trip to Havasu Falls, located in the 

Grand Canyon in Arizona. Last month, the two 

teamed up for two colorways of the 574 “Yurt.”

Gucci x Balenciaga
To celebrate Gucci’s 100th anniversary, creative 

director Alessandro Michele created a series of 

looks by swiping — with permission from creative 

director Demna Gvasalia — key design details 

and motifs from Balenciaga.

Social Status x Nike
The Whitaker Group was behind some of 

the year’s most impactful collaborations. In 

September, his Social Status banner delivered 

the “Free Lunch” Nike Dunks, a pair of looks 

inspired by the impact of summertime free 

lunch programs in underserved communities 

in “Chocolate Milk” and “Strawberry Milk” 

colorways.

Kith for Nike Air Force 1
With his Kith Paris and Hawaii openings came a 

special-edition Nike Air Force 1. The French- and 

Hawaii-themed looks were released exclusively 

at each new location in February and August, 

respectively.

Kith x Vans
One of Kith’s collaborative collections celebrating 

its 10-year anniversary was with Vault by Vans. The 

range, which arrived in May, featured 10 premium 

iterations of the iconic Slip-On silhouette.

Bodega x New Balance
Known primarily for its beloved collaborations, 

pioneering retailer Bodega delivered one of its 

best to ring in its 15-year anniversary. In June, 

Bodega dropped the “Anniversary” 990v3 with 

New Balance, which it described as “a celebration 

of timeless, trend-defying quality in a form meant 

for everyday wear, in every mood.”

Salehe Bembury x Crocs
New Balance wasn’t the only company in 2021 to 

work with Bembury. The buzzy designer teased his 

atypical Crocs Classic Clog collab for months on 

social media before revealing the December release 

date to his fans in September.

Aimé Leon Dore x 
New Balance
Aimé Leon Dore founder Teddy Santis, who will 

assume New Balance’s Made in USA creative 

director role next year, helped make the brand’s 

550 shoe one of the year’s most sought after. 

Although New Balance’s inline versions were 

popular, Aimé’s collabs featuring subtle hits of 

subdued colors stood out the most. 

Sprite x Fila
NBA legend Grant Hill had several high-profi le 

endorsements during his pro career, including 

Sprite and Fila. For the athletic brand’s latest 

collaborative sneaker release, it looked back to the 

baller’s 1990s ads with the soft drink company for 

a new-look Grant Hill 1.

Eames x Reebok
Paying tribute to famed architects and designers 

Charles and Ray Eames, Reebok released the 

“Monotone Pack,” consisting of reimagined Club C 

sneakers. The two-shoe drop, executed in all-black 

and all-white colorways, arrived in October.

Travis Scott x Fragment 
x Jordan Brand 
The rap megastar managed to add more hype 

around his Jordan Brand shoes by making it a 

three-way collaborative e£ ort with Fragment 

Design. The trio’s Air Jordan 1 High launched in 

July, and a low-cut iteration followed in August. 

Ugg x Telfar
For spring ’21, Ugg and Telfar launched their 

all-gender line, which saw printed heather gray 

sweatpants — inspired by Telfar’s own collection — 

reimagined into the Ugg Classic Boot in two styles.

Gabriela Hearst x 
Clergerie 
Gabriela Hearst’s spring ’22 line was fi lled with 

sustainable materials, including fringe-covered 

totes, cork sandals and ra¤  a platforms made in 

collaboration with French brand Clergerie. 

Clockwise 
from top 

left: Social 
Status x Nike 

Dunk “Free 
Lunch,” Aleali 

May x Air 
Jordan 14, 

Sprite x Fila 
Grant Hill 1 
and Salehe 
Bembury x 

New Balance 
574 “Yurt”
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  How Scientific Data from Aetrex’s Foot Scanners Takes the Guessing Out of the Equation

The Future of 
Footwear Design 

Aetrex’s Albert 3D Foot 
Scanning Technology

Untitled-4   1 10/28/21   6:04 PM
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Technology comes first 
– that’s the maxim held by Aetrex, a global 
leading foot scanning technology company 
that also specializes in women’s comfort 
footwear and a variety of  orthotics for men 
and women. With a mission to keep people 
healthy and comfortable on their feet, the 
company believes building optimal footwear 
all starts with a comprehensive foot scan. 

Aetrex began developing foot scanning 
technology solutions – that determine one’s 
unique foot measurements and pressure data 
– well before they started designing foot-
wear for the general public. In fact, for the 
past 20 years, Aetrex has placed more than 
10,000 foot scanners in over 50 countries, 
and these devices have done over 40-million 
foot scans to date, currently averaging more 
than 2.5 million scans per year. 

“With all of  this global foot data, it 
should be no surprise that we really know 
feet,” says Larry Schwartz, Chief  Executive 
Officer at Aetrex. “The scientific data we 
collect from our foot scans informs every-
thing we do and how we do it. We believe 
this is our secret sauce for developing really 
great shoes and orthotics.” 

Technology First Model
Aetrex’s technology-first philosophy keeps the 
team on their feet, so to speak. Their tech-
nology group, including AI and Computer 
Vision Engineers, work to not only advance 
the existing hardware and software, they also 
help lead the data collection and analysis 
process to glean insights for the company’s 
footwear and orthotic product lines. In fact, 
Aetrex operates the largest foot scanning 
technology team in the industry, and they 
are the only company in the world where AI 
and Computer Vision Engineers are involved 
in the footwear development process. 

“To get the best results for fit, comfort 
and health, it is important to scientifically 
understand feet,” says Kumar Rajan, Senior 
Vice President of  Software Development at 
Aetrex. “And, our Albert foot scanning 
technologies are the backbone for our busi-
ness, establishing the ability for us to develop 
superior products that really stand out among 
our peers.” 

Aetrex’s newest foot scanning mod-
els include the Albert 2 Pro and the Albert 
3DFit. These scanners accurately capture 3D 
foot measurements, including your length, 

width, girth, instep height and arch height. 
The Albert 2 Pro also gathers unique pres-
sure data underfoot, which informs where 
you’d be prone to discomfort or pain. Aetrex 
uses this collective data to develop foot-
wear – and that’s why their products boast 
a superior feel, fit and performance for dis-
criminating shoppers.

The Science Behind 
Footwear Design
The data collected from millions of  Aetrex 
Technology foot scans takes the guesswork 
out of  shoemaking by enabling the devel-
opment of  anatomically correct, highly 
informed lasts. “We’re able to create shoes 
that fit better because it’s all tied to scien-
tific data. For example, we don’t have to 
guess the average girth for a particular 

foot length, we already know,” says Amy 
Egelja, VP of  Footwear Design. “Our scans 
also tell us where your pressure points are 
located when you walk or run. So, our foot-
beds and removable insoles are designed 
specifically to offload impact at these areas 
of  high pressure.” 

And every shoe in the Aetrex collection 
features their Signature Arch Support, stra-
tegically placed based on foot scan data and 
designed to help create proper alignment 
throughout the gait cycle. This helps reduce 
pronation, which helps prevent injuries and 
promotes proper foot health. 

Data Driven Orthotics
“One of  the many things we’ve learned from 
our foot scanning data is that different foot 
types have very different needs” says Evan 

Schwartz, President at Aetrex. “People 
with flat feet tend to overpronate. So, we 
offer orthotics with medial posts to help 
reduce pronation. And, people with high 
arches usually have more rigid feet and 
put too much pressure on the ball of  their 
foot. Therefore, we also offer orthotics with 
metatarsal pads to help unload this pres-
sure.” Because Aetrex Orthotics come in 
a variety of  styles for different shoe types, 
retailers can easily customize shoes from 
their inventory to meet a customer’s par-
ticular needs. 

How Other Brands & 
Retailers Can Benefit 
Of  course, Aetrex isn’t doing this just for 
their own shoes. Retailers can benefit from 
Aetrex’s technology-driven model when 
they get involved in foot scanning. One of  
Aetrex’s goals is to help the whole industry 
create better footwear. Larry Schwartz says, 
“Our footwear customers are very loyal and 
come back to us because our process works. 
We are proud to offer this technology and 
insight to all footwear companies that want 
to make better shoes.” 

And the benefits go beyond product 
development. Having an Aetrex scanner in 
store helps retailers provide an engaging and 
educational experience for shoppers, giv-
ing them a reason to shop in store and not 
just online. The scanners help collect com-
plete data about a customer’s feet, creating 
opportunities for retailers to optimize their 
business. For example, retailers can easily 
collect email addresses in an organic way 
when capturing a foot scan. These email 
addresses along with the scan data can then 
be used to create customized digital market-
ing messages to target customers based on 
their individual foot characteristics.

Lastly, the systems are designed to 
enhance the omnichannel retail world we 
live in today. The data collected from an 
in-store foot scan is also used when the con-
sumer shops on the retailer’s website to find 
the best fitting shoes for their feet. Finding 
the right fit on the first try, whether shop-
ping in store or online, significantly reduces 
returns and increases customer loyalty. 

The Future of Fit and Design
Technology companies continue to enhance 
all of  our lives in so many different ways. 
“At Aetrex, we’re proud to be paving the 
way for technology integrations and inno-
vations in footwear,” says Larry Schwartz. 
As Aetrex continues to evolve and innovate, 
they are excited to continue to promote foot 
heath and help people stay comfortable on 
their feet throughout the world.

Amy Egelja, VP of 
Footwear Design

3D Foot Measurements
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Brand Builders
With hot product and smart 
strategies, these big names 
are winning. BY FN STAFF

Aimé Leon Dore
Aside from his rapid ascent in street-inspired 

fashion, Aimé Leon Dore founder Teddy Santis 

was tapped to lead the New Balance Made in 

USA business (which will begin Jan. 1, 2022). 

His ultrapopular imprint singlehandedly revived 

a New Balance shoe absent from most people’s 

minds, the 550, which was worn by Jack Harlow 

in FN’s July issue. 

Amina Muaddi
Though the pandemic crippled sales of high 

heels for many key brands, the designer’s 

distinctive styles continued to resonate 

strongly, even while people stayed at home. 

And though Muaddi counts many celebrities

as fans, there’s no one more loyal to her line 

right now than Rihanna. 

Balenciaga
While many luxury labels returned to the 

runway this fall, most played it safe with 

traditional shows and presentations. Balenciaga 

bucked the trend again, putting on a red carpet-

as-runway event and “Simpsons” short fi lm. 

Birkenstock
Fresh o�  its sale to L Catterton, Birkenstock 

continues to drive expansion in growing 

markets like China and India, new investments 

in the German and North American markets 

and expansion of e-commerce. Plus, attention-

turning collabs with Stussy, Proenza Schouler 

and Rick Owens continued to boost the brand.  

Brooks 
In a huge milestone, Brooks overtook Nike for 

the No. 1 spot in women’s performance run at 

retail. Revenue grew 75% in Q2, a record pace 

for the brand, which is also seeing big gains with 

new runners.

Fila
The brand extended its relationship with 

Australian ace Ashleigh Barty — and got a 

bounce in the growing tennis category. It 

also upped its collab game, linking with Foot 

Locker for “In the Heights” Original Fitness 

sneakers, teaming up with Brooks Brothers on a 

sportswear line and bringing back top hits with 

basketball legend Grant Hill. 

Hoka One One
Hoka One One continued to be a top earner for 

Deckers Outdoor Corp. and ventured into retail 

with pop-ups in New York and Los Angeles. The 

brand delivered a whopping 83.2% surge in Q2 

revenues to $143.1 million as novice runners and 

elite athletes alike increasingly turned to the 

outdoors to stay active.

K-Swiss
Under new owner Xtep, K-Swiss 

has big plans for the China 

market and continues to evolve 

in the U.S. In April, K-Swiss 

delivered its Classic LX sneaker 

through Foot Locker (as well 

as its Footaction and Champs 

Sports banners). The brand 

saw Dave Grange take the reins 

when longtime leader Barney 

Waters departed.

Merrell
The brand, which celebrated its 

40th anniversary, was one of 

the biggest benefi ciaries of the 

hiking boom. It had three of the 

10 best-selling hiking shoes for 

the 12 months ended May 2021. 

It also continued to evolve its 

inclusive messaging and has 

been a leader in diversifying 

the outdoors. 

New Balance 
Several hit collaborations kept 

New Balance in headlines 

throughout the year. The Boston-

based brand also strengthened 

its focus on women athletes 

with the launch of its The Stolen 

Starts community of female 

runners and added big names to 

its ambassador roster including 

actress Storm Reid and soccer star Tim Weah.

Oofos
Recovery footwear is defi nitely a category on the 

rise, and Oofos is at the center of that market. 

The brand engineered some big endorsement 

deals, with retired NFL quarterback Alex Smith 

and celebrity chef Guy Fieri. 

Prada
What a pair. Miuccia Prada and Raf Simons 

staged an innovative runway event at Milan 

Fashion Week in September that took place in 

both Milan and Shanghai simultaneously for an 

IRL-meets-digital extravaganza. The brand is at 

the center of the conversation again — and its 

miniskirts and pointy pumps are sure to rule 

spring ’22 dressing. 

Puma
Puma, which saw sales rise a current adjusted 

20% in the quarter, reentered the booming 

running market in a major way. Also, it 

continues to make inroads in basketball 

(including the upcoming release of a LaMelo 

Ball signature shoe) and announced WNBA 

star Breanna Stewart will soon have a 

signature sneaker of her own, a rarity for 

women in the sport.

Saucony
Saucony has been one of Wolverine World Wide’s 

star performers in 2021. The brand surged 

close to 60% in the fi rst quarter, and continued 

the momentum in Q2, seeing big gains in 

e-commerce. The brand made its fastest shoe 

even faster in September with the release of the 

Endorphin Pro+. 

Skechers
As many footwear brands lean into their direct-

to-consumer channels, Skechers is picking up 

wholesale wins. Skechers reported a strong 

second quarter, more than doubling its revenue. 

Notably, sales for its domestic wholesale 

business grew 205.7%.

Ugg
It’s oª  cially Ugg season, but the shearling 

boot brand has been a stalwart performer for 

parent company Deckers Brands all year as 

it focuses on o� ering a complete four-season 

collection. Despite being overshadowed by its 

sister label Hoka One One, Ugg reported a 78% 

jump in revenue for the quarter ended June 30 

(the most recent fi gure available at press time). 

Now, the brand is plotting it next chapter 

after president Andrea O’Donnell jumped 

to Everlane. 
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“You can go through 
hardship, but make it 
a point that you won’t 
give up,” said Amina 
Muaddi
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Sustainability 
Matters
These footwear players are 
upping their commitments to 
the environment at a critical 
time. BY FN STAFF

Adidas
As part of its goal to achieve net-zero carbon 

emissions by 2050, Adidas pledged this year that 

more than 60% of all its products would be made 

with sustainable materials. And it further grew its 

popular partnership with Parley for the Oceans 

with the goal to make 17 million pairs of shoes 

using plastic waste collected from beaches.  

Caleres
Caleres Inc. upped its environmental practices 

on a corporate level, with a list of ambitious 

commitments over the next fi ve years. The 

company said it would use environmentally 

preferred materials in 100% of Caleres products 

and shoeboxes by 2025, as well as reduce energy 

consumption by 25% in Caleres-owned retail stores 

and distribution centers.

Crocs
Crocs is fi ring on all cylinders — and a big part 

of its strategy involves sustainability. As part of 

its commitment to achieve net-zero status by 

2030, the company introduced a new bio-based 

Croslite material into its product lines. The fi rm is 

targeting a 50% reduction in its carbon footprint 

per pair of shoes by 2030. Instead of creating 

a new sustainable line, Crocs is modifying its 

existing product to develop a shoe that looks, feels 

and functions exactly like the Crocs consumers are 

used to, but with fewer emissions.

Chloé
Fueled by the eco-focus of creative director 

Gabriela Hearst, Chloé became the fi rst luxury 

fashion house in Europe to achieve B Corp status, 

the gold standard in sustainable companies. The 

certifi cation is provided by B Lab, and companies 

are legally bound to act in the best interests of 

people and the planet. 

FDRA
The Footwear Distributors and Retailers 

of America is making sustainability less 

intimidating. The Washington, D.C.-based 

trade group’s shoe sustainability guide tackles 

one essential area of manufacturing — 

environmentally preferred materials (EPMs) 

— to provide industry leaders with benchmarks 

and goals to aid in their e� orts to reduce their 

companies’ impacts. It also recently released a 

report examining the footwear industry’s progress 

on sustainability.

Keen
The brand ramped up its sustainability 

commitment with both internal initiatives (it 

debuted shoes made from co� ee grounds and 

car seat leather) and challenges it issued to the 

broader industry, including a pledge to be PFC 

free by 2025.

REI
The retailer launched Cooperative Action in April, 

a platform focused on getting its 20 million-

member, 15,000-employee community to support 

its ongoing environmental and social initiatives. 

Also, REI asked its members to shop used gear 

to keep products out of landfi lls and updated 

its Product Impact Standards, which includes 

expectations for how vendors and retailers are 

addressing eco-practices.

Rothy’s
Despite more than a year of unpredictability 

on the physical retail front, Rothy’s is doubling 

down on brick-and-mortar and plans to open 

six new stores across the U.S. this year and in 

early 2022. Plus, the company has been a leader 

in sustainability, committing to reach circular 

production by 2023. The brand is in the midst 

of its recycling program pilot and is on track to 

upcycle 20,000 pairs by the end of this year.

Stella McCartney
Founder Stella McCartney is leading her label 

into a sustainable future having joined world 

leaders at the G7 summit to help tackle climate 

change this June. The brand in itself is also at 

the forefront of sustainability, designing shoes 

made of recycled materials with Adidas, for 

instance, while also urging the end of fur use on 

a global scale.

Steve Madden
As Gen Z and millennial consumers prioritize 

eco-friendly products, Steven Madden Ltd. made 

its fi rst big push into the sustainable fashion 

market. The company launched Cool Planet by 

Steve Madden, a sub-brand that aims to make 

eco-friendly footwear at an a� ordable price.

Tapestry
Tapestry Inc. — whose brand portfolio includes 

Coach, Kate Spade and Stuart Weitzman — 

committed to Science Based Targets’ Business 

Ambition initiative, which outlines a 1.5-degree 

Celsius pathway for reducing emissions, in line 

with the Paris Agreement.

Twisted X
The company reached net-zero emissions and is 

furthering its commitment to maintaining carbon 

neutrality. Recent launches include Zero-X, a no-

glue shoe collection, as well as Blend85, unique 

footbeds that utilize 85% recycled foam from 

factory waste to reduce pollution.

Veja
After launching the Darwin project last year 

to minimize waste and support the circular 

economy with a facility in France that will clean 

and repair worn pairs of sneakers, the brand 

continues to work to make leather and other 

materials more environmentally friendly. It also 

launched its new running shoe, which follows 

sustainable practices, being made with 62% bio-

based and recycled materials.

VF Corp.
Last week, VF issued it fourth sustainability and 

responsibility report focusing on three major 

areas: people, planet and product. The company 

is prioritizing worker development, gender parity, 

carbon emissions, waste and plastic reduction, 

responsible sourcing of materials, recycled and 

regenerative supply chains, and chemicals. 

Paul Pogba and Stella 
McCartney teamed 

up on Adidas’ fi rst 
vegan soccer boot
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The footwear industry has a long history of using its collective and 
individual might to benefi t people on a local and global scale. And 

despite immense challenges, that mission has continued throughout 
the pandemic, giving aid where and when it has been most needed.

The Skechers Pier to 
Pier Friendship Walk 
returned last month
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Right 
Aid
As Soles4Souls celebrates 
15 years, it continues to be 
a force for good, providing 
footwear and funds to those 
in need across the globe — and 
here at home.
BY BARBARA SCHNEIDER-LEVY

HOMELESSNESS. For more than 1.5 million 

children in the U.S. it’s about more than not 

having a roof over their head. It can mean not 

having a pair of clean, comfortable shoes to get 

them to school. 

Enter Soles4Souls’ new 4EveryKids initiative, 

the nonprofi t’s most ambitious project since it 

launched 15 years ago. The mission: to provide 

a pair of brand-new athletic shoes to every K-12 

student experiencing homelessness. 

“It will be the biggest thing we’ve ever done,” 

said Buddy Teaster, CEO and president of 

Soles4Souls. “The impact 4EveryKid could have 

will be something I’ll be proud of the rest of my 

life. It takes a lot of work to get there, but if we 

can pull it o� , it will make a di� erence to millions 

of kids.”

For Jamie Ellis, VP of marketing and 

communications at Soles4Soles, 4EveryKid not 

only gets new kicks on kids’ feet, but the shoes 

they receive carry a brand name. “They can have a 

sense of dignity when they go to school and won’t 

be di� erentiated from other students,” she said.  

Since the program’s debut in October 2020, 

the organization has distributed 29,361 pairs of 

shoes and expects to give out another 15,000 this 

fall though contributions from partners including 

Foot Locker.

“At Foot Locker, our purpose is to inspire and 

empower youth culture,” said Richard Johnson, 

chairman and CEO. “Empowering youth means 

giving them the tools and resources to succeed, 

and we believe that sneakers can make an 

incredible impact on a young person’s life. It’s 

the sense of confi dence they get when putting 

on a new pair of shoes, it’s the walk to school 

that becomes a bit easier, and it’s that added 

comfort when working that after-school job. It’s a 

partnership we’re very proud of.”

Soles4Souls also remains committed to its 

string of sister programs that continue to turn 

unwanted shoes and clothing into opportunity 

by  providing relief, creating sustainable jobs and 

empowering people to disrupt the cycle of poverty. 

To date, its supporters and partners have kept 

more than 73.3 million pairs of shoes and pieces 

of apparel from going to waste, distributing them 

in 129 countries and throughout the U.S. 

Among its key initiatives is a microenterprise 

program that assists predominantly female 

entrepreneurs build their own small businesses 

by selling donated shoes and clothing. Since 2006, 

Soles4Souls has worked with 13 partners to create 

jobs and opportunities across 53 countries. “They 

have a lot more money to invest in their families 

and that ultimately gets people out of poverty in 

the long term,” said Teaster. 

Most recently, Soles4Souls’ disaster relief 

program took the spotlight, helping organizations 

and second-wave responders to provide new 

shoes and clothing to those a� ected by wildfi res 

in California and Oregon, as well as the explosion 

in Beirut and hurricanes in Central America. 

“Natural disasters are ramping up,” said Teaster. 

“We now have to fi gure out how to be responsive 

and have a supply chain ready to go.” 

But it doesn’t take a natural disaster for 

Soles4Souls to lend hand. It now counts Sidewalk 

Samaritan, a not-for-profi t aiding homeless in New 

York, among its partners. “It [means] everything 

that they’re able to give a pair of shoes to someone 

who might otherwise end up in the hospital with 

a severe foot infection,” said Emily Borghard, 

president and founder of Sidewalk Samaritan. 

When the COVID-19 outbreak hit in early 2020, 

Soles4Souls experienced a surge in gifts. “Last 

year our used shoe collections went way down, 

but new shoe donations went up,” Teaster recalled. 

“Suddenly, retail was closed, warehouses were full 

and [companies] would give [product]. There was 

a period of time when new shoes and clothing 

donations skyrocketed.”   

However, today, the nonprofi t is concerned 

with supply chain issues and its ability to 

transport product to areas in need. “We have bags 

and bags with 100 pounds of product waiting 

in our warehouses, either because there aren’t 

enough trucks and drivers, or we can’t get space 

on boats,” said Ellis.    

Securing donations of used goods has also 

become more challenging. “Resale channels like 

ThredUp and Poshmark are showing up more,” 

said Teaster, creating competition for used items. 

“People who used to donate are saying they could 

maybe get $20 to $100 selling items.”   

But the executive remains optimistic. “The 

industry continues to be very generous,” he said. 

“With our clear focus on 4EveryKid to make a 

di� erence here at home, we o� er a new way for 

companies to get involved.” 
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A Soles4Souls 
distribution event 
in Nashville, Tenn.

Reebok and The 
Shaquille O’Neal 
Foundation partnered 
for this event in 
McDonough, Ga.
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WHEN A SINGLE mom from Louisiana was 

forced to relocate to a hotel out of state due to 

Hurricane Ida, it took just 48 hours for Two Ten 

Footwear Foundation to issue her an e-check so 

she could pay her bill. 

As the rate of natural disasters escalates, 

receiving aid quickly can be a game-changer 

for families — which is one reason Two Ten has 

recently focused on improvements in technology as 

part of its mission to support industry members. 

“In a time when [people] are going through 

a personal hardship or natural disaster and they 

need help quickly — how quickly they get that 

help is important,” said Shawn Osborne, CEO and 

president of Two Ten, whose work has grown over 

the years to span emergency and hardship relief, 

as well as educational scholarships. “Sometimes 

you feel the world is upside down with all the 

health issues and natural disasters,” said Osborne. 

“It’s made us so relevant in such a critical time.” 

For longtime Two Ten supporter Shoe Carnival, 

nothing could ring truer. Cli�  Si� ord, vice 

chairman and former CEO of the family retail 

chain, told FN that Two Ten has helped Shoe 

Carnival employees rebound after a range of 

events. “They reach out to us during a disaster,” 

he said. “They’re usually the fi rst call we get about 

how they can help. You can’t imagine what it 

meant to me as CEO.” 

When the coronavirus pandemic hit last year, 

the nonprofi t created the COVID-19 Fundraising 

Campaign to help footwear workers struggling to 

make ends meet. Glenn Barrett, founder and CEO 

of OrthoLite, and his wife, Midge, kicked o�  the 

campaign with a $500,000 donation. “It felt like 

the quickest way for us to battle the pandemic and 

ease peoples’ pain,” said Barrett, who encouraged 

others to join the e� ort.

Over the past 18 months, Two Ten has provided 

$4.7 million to nearly 6,900 employees and their 

families as job loss and medical issues have 

escalated. “When you lose your job, you typically 

lose your health insurance,” Osborne said. “We’ve 

also seen a signifi cant rise over the last six months 

in deaths. It’s been tragic. It’s been illness, tra�  c 

accidents, crimes.” 

In addition to monetary aid, Two Ten also 

provides other support to those facing unexpected 

life-changing issues. “We can connect people 

directly with counselors who specialize in things 

such as mental health and fi nancial consulting,” 

said Osborne. “We provide the counseling services 

that complement relief grants.”

Even during the current wave of challenges, 

Two Ten hasn’t lost sight of helping people 

continue to move forward. This year it stepped 

up its educational assistance by o� ering qualifi ed 

applicants, both those receiving scholarships and 

those they could not assist, by awarding free one-

year subscriptions to Scholly, a college scholarship 

app that matches students with available 

scholarships.

To consistently o� er programs like these takes 

an ongoing fl ow of funds, especially during the 

pandemic. And Osborne said donors continued to 

step up to the plate this past year, allowing Two 

Ten to meet its goals. “We saw signifi cantly more 

corporate donors,” he said, noting that donations 

from individuals did decline as many faced their 

own set of challenges. P
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Two Ten provided aid 
when Hurricane Ida 

devastated areas on 
the Eastern seaboard, 
like coastal Louisiana
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Stand By Me 
Two Ten Footwear Foundation 
is fi nding new ways to rally the 
industry as its members battle 
everything from COVID to 
natural disasters.
BY BARBARA SCHNEIDER-LEVY
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In order to keep its fundraising e� orts going 

full force, Two Ten has shifted to a year-round 

approach instead of focusing primarily on the 

annual gala, according to Terri Rawson, chief 

marketing and development o�  cer. (The 2021 

gala has been rescheduled from December to June 

6, 2022. At the event, Si� ord will receive the T. 

Kenyon Holly Memorial Award and Barrett will be 

honored with the A.A. Bloom Memorial Award.) 

Recently, Rawson, Osborne and Stacie 

Finnegan, managing director of advancement, 

have been meeting with donors via Zoom calls 

to present the need for their support. “COVID 

allowed us to have a more personal and direct 

conversation with donors,” said Rawson. “The 

gala will now serve as a moment to celebrate on 

an annual basis and become part of their donor 

benefi t,” she added.

Donors will also be included in more social 

media outreach and marketing. “We’re making 

more e� ort to be more openly and outwardly 

grateful for their support,” said Osborne. “As we 

refocus our e� orts we want people to think of Two 

Ten not only as a charity, but an employee benefi t.”

COVID surprisingly also allowed Two Ten to 

put more money in its own till. In July, it sold its 

corporate headquarters in Waltham, Mass., in 

favor of renting one fl oor in the building. It’s part 

of a new fl exible work schedule. “We can now 

add more money to the Two Ten endowment, 

which has been growing,” said Osborne. “It was a 

wonderful way to lower our costs.” 
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A car carried by 
fl oodwaters leans 

against a tree in 
Nashville, Tenn., 

in March 2021
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POWER & PURPOSE
POST-2020 PRIORITIES

2020 WAS A critical year for companies to defi ne 

their relationships to racial equality. In the wake 

of the killing of George Floyd and subsequent 

national protests, major companies announced 

new measures and commitments to improve racial 

equality. In many cases, diversity and inclusion 

e� orts quickly became a central aspect of business 

models moving forward.

Over a year later, organizations are 

still broadening and fi ne-tuning their DEI 

commitments and philanthropic e� orts. And many 

are providing updates for the commitments they 

made in 2020.

On the donation front, Nike, Adidas, Foot 

Locker, Fila, Kith, Puma, Toms and many more 

fashion brands pledged donations in 2020 to 

organizations that fi ght racial injustice. Many of 

these companies said they would invest millions 

of dollars to support the Black community over 

multiple years.

For example, Nike, Converse and the Jordan 

Brand committed to investing $140 million over 

10 years to support organizations that promote 

racial equality, empowerment and education 

for Black Americans. On top of that, the Jordan 

Brand committed an additional $100 million over 

the next 10 years to organizations with a similar 

purpose.

Some of these commitments have already come 

to fruition. In September 2021, Jordan Brand 

announced that it would give $1 million in grants 

to 18 change-focused grassroots organizations. In 

March, Nike outlined a fi ve-year plan centered on 

diversity, inclusion and social justice and said it 

plans to spend $1 billion on diverse suppliers and 

invest $125 million to support organizations that 

address racial inequality.

Other companies have also o� ered updates on 

their commitments. Neiman Marcus Group said it 

would donate $1 million over a three-year period 

to U.S. nonprofi ts that support Black communities. 

Adidas said in 2020 it would invest $120 million to 

programs that support Black communities over the 

next four years.

After declaring that it would invest $200 

million into the Black community over the next 

fi ve years, Foot Locker Inc. this year announced 

a $5 million investment in MaC Venture Capital, 

a Black-led VC fi rm dedicated to advancing 

businesses with diverse leaders. It also partnered 

with 34 new Black brands and creators for 

collaborations in 2021 and committed $750,000 to 

Pensole Footwear Design Academy to help train 

the next generation of diverse shoe designers.

Meanwhile, Pensole founder D’Wayne Edwards 

has made moves of his own in the area of 

education by opening the country’s fi rst HBCU to 

focus on design. Edwards was recently named the 

controlling stockholder of The Lewis College of 

Business, a Detroit-based historically Black college 

and university founded by the late Violet T. Lewis. 

Edwards will reopen the school, which has been 

closed since 2013, to focus on design.

Beyond monetary contributions, major retailers 

also are helping to make sure that diverse and 

Black-owned brands are represented on shelves. 

Many companies have signed on to Aurora James’ 

15 Percent Pledge, a nonprofi t organization that 

asks stores to commit to using 15% of their shelf-

space for Black-owned businesses. The initiative 

launched in the summer of 2020 and garnered 

many notable supporters. New signees this year 

include Gap Inc., Kith, Nordstrom and Hudson’s 

Bay Co.

Additionally, in 2021, a wave of violence against 

members of the Asian community drew the 

attention of the fashion world, in large part due 

to Phillip Lim and other designers and editors, 

who drove awareness to the cause. Thanks to their 

e� orts, in May, Amazon, Walmart, Nike and other 

major companies pledged $125 million to create 

the Asian American Foundation, an incubator and 

funder for AAPI people. 

P
H

O
TO

S
: N

IK
E

: C
O

U
R

T
E

S
Y

 O
F 

C
O

M
PA

N
Y;

 P
R

ID
E

 F
LA

G
: A

D
O

B
E

P
H

O
TO

S
: N

U
R

S
E

: C
O

U
R

T
E

S
Y

 O
F 

C
R

O
C

S
; B

E
A

R
S

 E
A

R
S

: A
D

O
B

E
; M

E
N

TA
L 

H
E

A
LT

H
 C

O
A

LI
T

IO
N

: C
O

U
R

T
E

S
Y

 O
F 

K
E

N
N

E
T

H
 C

O
LE

A Point 
of Pride
Support for the LGBTQ+ 
community has reached a new 
level this past year. 

AS COMPANIES CONTINUE to focus on promoting 
inclusivity, the needs of the LGBTQ+ community 
have also risen to the forefront this past year. But 
the time has come for brands to do more than 
simply put out rainbow-colored product.

“There are enough awesome rainbow shoes in 
the market,” Clarks chief marketing o�  cer Tara 
McRae told FN in July. This summer, the shoe label 
participated in a mentorship series for LBGTQ+ 
creatives, in partnership with U.K.-based agency 
The Elephant Room. “What I wanted to do was use 
the power of the Clarks brand to give back to the 
community in a meaningful way.”

Dozens more brands stepped up this year 
by making signifi cant fi nancial contributions to 
nonprofi ts and organizations that benefi t lesbian, 

gay, bisexual, transgender and queer adults 
and youth. 

Ugg, a division of Deckers Brands, promised 
to donate $25 from each sale of its Pride-
inspired Disco Slide, up to a maximum donation 
of $125,000, to GLAAD, and its sister brand Teva 
pledged $35,000 to the Human Rights Campaign 
Foundation in June.

Meanwhile, Vans announced a $200,000 

donation to LGBTQ+ causes split between GLSEN, 
Casa 1, Where Love is Illegal and Tokyo Rainbow 
Pride. Dr. Martens, in association with its Pride 1461 
oxford, pledged $100,000 to The Trevor Project — 
one of the world’s largest suicide prevention and 
crisis intervention organizations for LGBTQ youth. 
And K-Swiss donated $90,000 of product to NOH8, 
which promotes equality and fi ghts discrimination. 
— Jennie Bell 

The Nike Inc. brands 
pledged to invest 
$140 million in 
groups supporting 
racial equity

Brands are expanding 
their support beyond 

rainbow product
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Promises Held
How brands and retailers are following through on their diversity 
and inclusion commitments. BY SHOSHY CIMENT



But medical professionals aren’t the only 

essential workers who are garnering support —

companies continue to shine a light on teachers. 

At the start of the school year this fall, brands 

such as Champion, Keds, Adidas, Puma and 

Sperry o� ered discounts for the latest styles. 

And in September, Rack Room Shoes 

launched its annual Teacher of the Year 

contest, allowing customers to say thank you to 

educators who have made an impact on their 

lives. The winners will be announced on Nov. 22. 

The top fi ve vote-getters receive free shoes for a 

year at Rack Room, and each of their schools get 

a $10,000 grant toward technological upgrades. 

AT THE HEIGHT of the pandemic, companies 

and individuals across the globe rallied behind 

health care workers, who were laboring tirelessly 

amid the COVID-19 outbreak. Though public 

attention has now waned, footwear brands 

continue to lend their support.

Over the course of a week in May, Crocs 

gave away a total of 50,000 shoes to health 

care workers who applied through its website. 

And earlier in the year, it teamed up with 

ambassador Post Malone and nonprofi t 

Musicians on Call to donate 10,000 pairs of 

the Post Malone x Crocs Duet Max Clog II to 

caregivers and sta�  at MOC’s roughly 70 hospital 

partners.

Meanwhile, in May, Martha Stewart and 

Easy Spirit donated 20% of proceeds from their 

Martha Stewart x Easy Spirit collab clog to 

Mount Sinai Health System’s Martha Stewart 

Centers for Living and gave away shoes to the 

hospital’s workers. 

Other brands that showed their appreciation 

for nurses this year included Oofos, Lamo, 

Alegria and Brooks.

AFTER FOUR CONTENTIOUS years 

with former President Donald Trump, who 

controversially reduced the size of national 

monuments including Bears Ears and Grand 

Staircase-Escalante, the outdoor industry appears 

to have an ally in President Joe Biden. Last month, 

Biden restored environmental protections to both 

Bears Ears and Grand Staircase-Escalante, as well 

as Northeast Canyons and Seamounts, reversing 

the moves of Trump.

With fewer obstacles in their way, leading 

brands and retailers in the outdoor market have 

been able to focus solely on the initiatives that 

matter to them the most. And a common theme 

post-2020 is ensuring the outdoors is for all.  

The North Face, for instance, launched the 

Explore Fund in September, a $7 million pledge 

to increase outdoor exploration in underserved 

communities. At the start of the year, Merrell 

revealed it had entered a multiyear partnership 

with Big Brothers Big Sisters focused on making 

the outdoors more accessible to youth. And Keen, 

through its Keen E� ect Kids Grant program, gave 

nine $10,000 grants to groups that connect kids to 

nature during Earth Month. 

Retail giants also stepped up in a major way. 

Most recently, REI Co-op announced the REI 

Cooperative Action Fund last month, which allows 

for its members, employees and the public to o� er 

support to a nationwide network of nonprofi t 

organizations promoting justice, equity and 

belonging in the outdoors. To start, the retailer 

confi rmed the fund would invest $1 million into 19 

nonprofi t partners aligned with this mission. P
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Advancing 
Mental 
Health
How companies are 
prioritizing the overall 
wellness of their employees.

EMPLOYEE HEALTH AND wellness has never 
been more important amid the COVID-19 
pandemic. As stress, anxiety and depression have 
increased globally, many companies began to 
prioritize employee mental health in 2020 and are 
continuing to do that today. 

Leading the pack is Nike. To avoid employee 
burnout, the sportswear giant closed all of its 
o�  ces worldwide for a week in August to give its 
employees additional time o�  to recover and rest. 
Plus, the Swoosh has been an outward proponent 
for destigmatizing mental health issues — most 
notably this summer when it stood behind Nike 
athlete Naomi Osaka as she pulled out of the 
2021 French Open for mental health reasons. And 
in May, the brand also teamed up with Crisis Text 
Line with the goal to advance the conversation 
around the importance of mental health and 
expand the direct line of support to those in need. 

Meanwhile, Kenneth Cole and his brand also 
continued their e� orts to support mental wellness 
through the Mental Health Coalition. Founded 
last May, the organization centers around a 
large-scale commitment is bringing nonprofi ts 
and businesses together with celebrities and 
infl uencers like Oprah Winfrey, in a coordinated 
e� ort to destigmatize mental health conditions.

Most recently, Lululemon made headlines 
for launching the Centre for Social Impact last 
month, which will consolidate the company’s 
various wellness programs and create new tools 
for advocacy, philanthropy and research. The 
initiative aims to help Lululemon meet its social 
and well-being commitments — that includes 
investing at least $75 million to advance wellness 
for more than 10 million people across the world 
by 2025. — Nikara Johns

Aiding 
Essential 
Workers

Outdoor 
Access

How shoe companies keep 
medical professionals and 
teachers front of mind. 
BY JENNIE BELL

The pandemic has illustrated 
why getting outside is a 
universal need. 
BY PETER VERRY

Crocs launched its 
giveaway for health 

care workers in 2020

Bears Ears 
National 

Monument 
has been a 

rallying point 
for the outdoor 

industry in 
recent years
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THE ANNUAL Skechers Pier 

to Pier Friendship Walk was 

back on the beach after going 

virtual last year amid safety 

precautions due to COVID-19. 

Now in its 13th year, the 

fundraiser hosted by the 

Manhattan Beach, Calif.-based 

brand returned to an in-person 

event on Oct. 24 with a goal 

of raising $2.5 million to help 

children with special needs in 

partnership with the Friendship 

Foundation, an organization 

that facilitates friendships 

between teen volunteers and 

children with special needs 

through confi dence-building 

activities. The mission also 

supports educational programs 

for schools around the South 

Bay area.

Last year, taking the 

cause online presented some 

challenges that Skechers had 

to navigate. “It made raising 

money probably more di�  cult. 

But again, we just fi gured out 

ways to continue to connect 

with the sponsors and the 

residents in the community,” 

said Skechers president Michael 

Greenberg. “But once you fi nd 

the new direction as to how 

to reach out, people are quick 

to give in support, and that’s 

what’s been taking place.”

In 2020, the event raised 

more than $1.5 million. For 

Greenberg, pivoting the 

annual fundraiser through 

the pandemic presented many 

learnings. 

“I think the lessons that we 

should take from what we’ve 

been through as a world for 

nearly two years now is that in 

our busy lives, we go through 

life with blinders on. But we 

need to be more aware every 

day and we need to show more 

care and more compassion and 

more love.”

For its 2021 event, Skechers 

secured Kinecta Federal Credit 

Union as a multiyear presenting 

sponsor. The Friendship Walk 

is also supported by more than 

100 other companies, including 

Nickelodeon and United 

Legwear & Apparel.

With over 15,000 registered 

participants this year, the walk 

continued to o� er a virtual 

component via livestream to 

help engage a broad audience 

in addition, while also reuniting 

the community in-person.

Skechers ambassadors 

Brooke Burke, Sugar Ray 

Leonard and Meb Kefl ezighi 

led the 3.4-mile walk from the 

Manhattan Beach Pier to the 

Hermosa Beach Pier and back.

Since its inception in 2009, 

the event has raised more than 

$17 million. P
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The walk is California’s 
largest event for 
children with special 
needs and education

POWER & PURPOSE
FOOTWEAR’S BIG EVENTS

Skechers 
Returns to 
the Beach
The brand’s 
annual fundraiser 
supporting 
education and 
children returns 
with big goals after 
a virtual hiatus.
BY CHARLIE 
CARBALLO

ALL IN

    
    

    j
une, 2022

ON
E T

EA
M

June 2022
Pier Sixty, New York City

GALA CHAIR

skechers 
RIck graham

svp corporate Sales and visual marketing

t. kenyon holly memorial award

cliff sifford 
ceo and vice chair, shoe carnival

a.a. bloom memorial award

glenn barrett 
founder and ceo, ortholite

Details to come!Details to come!
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The QVC Presents 
“FFANY Shoes on 
Sale” fundraiser 
persevered amid 
major challenges.
BY JENNIE BELL

Fighting 
On

THE FOOTWEAR 
INDUSTRY’S fi ght against 

breast cancer continued last 

month, though once again in 

a modifi ed format. The QVC 

Presents “FFANY Shoes on 

Sale” fundraiser put its black-

tie gala on hold for the second 

year due to health concerns 

surrounding the COVID-19 

pandemic. So the organizers 

focused their e� orts on the 

annual consumer-facing sale 

held across the QVC platforms, 

which raises money to fund 

crucial fi rst-step research into 

breast cancer.

“QVC has been the pillar 

that’s kept us afl oat and kept 

us moving forward,” said 

John Heron, president of the 

Fashion Footwear Charitable 

Foundation, the philanthropic 

arm of FFANY and FDRA that 

has partnered with QVC for 27 

years on Shoes on Sale.

The retail network aired 

its regular live broadcast on 

Oct. 12, hosted by Jane Treacy. 

During the event, 31,000 pairs 

of shoes were sold consisting 

of 69 di� erent styles. Because 

consumers can still purchase 

footwear online through the 

end of the month, a complete 

tally of the money raised is still 

to come; however, Heron said 

the broadcast (which generates 

around 60% of revenue) 

brought in $1.05 million, 

exceeding expectations.

“We were very, very 

pleased,” he said. “That’s going 

to translate to another gift 

of around $1 million to our 

benefi ciaries, which include 

the Breast Cancer Research 

Foundation and several 

medical facilities.”

Heron noted that despite 

the challenges that many 

shoe companies have faced 

throughout the pandemic, the 

industry remained steadfast 

in contributing product to 

the sale. Some of the largest 

supporters included Marc 

Fisher Footwear, Caleres, 

Camuto Group, H.H. Brown 

and New York Transit.

“In these times that we’re 

living in right now, it’s been a 

very encouraging,” he said. “It 

kind of makes your heart swell 

with pride that you’re in an 

industry that still does this.”

As for the future of 

FFANY Shoes on Sale, Heron 

noted the fundraiser has 

reached a turning point as 

QVC has opted to reduce its 

involvement going forward. 

“We as an industry have got 

to make a decision about how 

we iterate, how we evolve 

and how we keep the legacy 

continuing,” he said. 

And what a legacy: 

Following the 2021 event, 

FFANY Shoes on Sale will have 

donated over $60 million to 

breast cancer research.

“Outside of a handful of 

the real huge players — BCRF, 

Susan G. Komen — we are one 

of the most signifi cant cancer 

breast cancer supporter funds 

in the country.”  

DURING THE LAST 18 MONTHS 
TWO TEN PROVIDED MORE THAN

FOOTWEAR FAMILIES ACROSS THE COUNTRY  
WHO WERE IMPACTED BY COVID-19 AND THE 

UNPRECEDENTED NUMBER OF NATURAL DISASTERS.

OUR WORK WOULD NOT BE POSSIBLE 
WITHOUT SUPPORT FROM OUR DONORS.

IN HARDSHIP AND CRISIS RELIEF TO

TO OUR FY22* CORPORATE DONORS  
WHO GENEROUSLY SUPPORT THE TWO TEN MISSION, 

ENSURING WE CONTINUE TAKING CARE OF OUR INDUSTRY.

* CORPORATE DONORS 7.1.21 – 10.3.21

FN SPEAD SINGLE TEMPLATE.indd   1 10/28/21   4:50 PM



For almost 140 years, Wolverine has backed America’s toughest 

workers. We have advocated for trades training as much as 

society has advocated for college degrees. It is our goal to build 

the next generation of skilled trades workers.

Over the last four years, we have contributed more than 

$1.5 million to those fi ghting to close the skilled labor gap. And 

we’ve outfi tted thousands of young workers in boots and gear.

We could never do any of this without our partners — 

especially you, our retailers. 

The job isn’t done. But together, we are going 

to keep forging ahead.

WE’RE
ON A MISSION

Thank you to our 2021 partners:

Untitled-3   1 10/28/21   3:18 PM
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There is simply 
no one like 
him. As Manolo 
Blahnik 
celebrates a 
momentous 
milestone, FN goes 
behind the scenes 
with the fashion 
legend to re� ect on 
the extraordinary 
moments, quips 
and quotes that 
have de� ned 
50 years. 

BY  KATIE ABEL  

STYLE DIRECTOR AND 
RESEARCH EDITOR:
SHANNON ADDUCCI 

PHOTOGRAPHS BY 
JEFFREY WESTBROOK  

PROP STYLIST 
MICHELLE LONGO  

GOLDPURE
There is simply 
no one like 
him. As Manolo 

celebrates a 
momentous 
milestone, FN goes 

GOLDPURE

To celebrate his 50th anniversary, 
Blahnik designed a special 
capsule collection using — what 
else? — gold as its theme. The 
designer put gilded touches on 
everything from classics such as 
the Lurum, Campari and Hangisi 
to intricate macrame pumps, 
fringed boots and a few bell-
accented styles, inspired by his 
mother’s charm bracelets.
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MANOLO BLAHNIK is Zooming in from his Bath, 

England, home, and the 78-year-old shoe legend is feeling 

particularly energized after receiving his coronavirus booster 

shot on this late October day. 

O�  camera and masked up, Blahnik — who’s working 

alongside eagle-eyed house historian Jamie Prieto — frets 

about his voice, clearly frustrated about having to talk 

through a computer screen. 

The charismatic designer, reluctantly, has spent nearly two 

years online now — using technology to work with the factory 

on crafting his collections, since in-person visits haven’t been 

possible due to “this terrible disease.” “It’s so rewarding to 

talk to them — they know how I cut, they know how I put the 

colors [together]. They’re my best people. They’re artisans, 

and I love them. The factory is the only place I’m really 

happy. I could be there from 8 in the morning until midnight, 

which I have been, many times,” he said. 

While he’s clearly eager to get back to Italy, Blahnik said 

he’s learning to adapt to uncertain times and relishes his 

solitude. “I went to see people in the place I got the vaccine, 

and it was very strange. I feel quite happy being alone. But 

I’ve learned to be patient and more tolerant, somehow. Mind 

you, I had fi ghts today already, but anyway!”

His attention shifts to the black-and-white photos scrolling 

on the screen, and Blahnik is immediately transported back 

to 1970s London. “It’s funny, the ’70s are absolutely much 

more clear than the ’80s,” he says, as he begins to recount his 

adventures as an emerging talent and man about town. 

“Ah! This is me in Bath in 1979.”  

“I see a picture of Paloma [Picasso] looking very young, 

and me with no glasses.”

“The other one on the left is from [my fi rst store] on Old 

Church Street. That was the very very beginning. I didn’t have 

anything to put in the shop!”

From there, the conversation took o� . For the next hour 

and 20 minutes, Blahnik opened up about fi ve decades of 

hilarious antics, exhilarating friendships, unforgettable 

runway shows and, above all, masterful shoes.    

Here, through never-before-told stories and past anecdotes 

from the FN archives, Blahnik, in his own words, takes us on 

an incredible journey through the decades.

The 
Seventies: 
‘A Wonderful 
London Life’
AFTER A FATEFUL 
MEETING, THE 
BIG DEBUT    
“It was new for me, this notion 
of shoes. It happened by 
mistake.” 

After initially studying 
international law and interning 
at the United Nations in 
Geneva, a young, curious 
Blahnik moved to Paris in 
the late 1960s to learn about 
art and set design. Soon, 
he was fi rmly entrenched in 
the city’s cultural scene and 
surrounding himself with an 
eclectic group of friends. 
But he didn’t have much of 
a life plan. 

Then, everything changed. 
During a trip to New York 
in 1970, Paloma Picasso 
introduced Blahnik to Diana 
Vreeland, the legendary 
fashion editor. “Before our 
fi rst meeting I was absolutely 
terrifi ed as I knew she was 
such a legend and such an 
authority on fashion, [but] 
without her, I simply would 
not be where I am today. I 
remember she used to have 
these amazing fake python 
boots that I thought were 
divine,” he recalled.

Upon seeing Manolo’s 
sketches for “A Midsummer 
Night’s Dream,” Vreeland 
zeroed in on Hippolyta’s high-
heeled sandal decorated with 
ivy and cherries and told him: 
“Make shoes.” That was the 
push he needed — and a year 
later, Blahnik left his job at 
fashion boutique Feathers in 
London and created his very 
fi rst collection.

Blahnik in his Old Church 
Street shop, 1979

 “Everybody says the same 
thing, that this milestone 
is quite extraordinary. It 
seems to me like 50 days 
or months. I’ve been having 
such a divine time - bad 
times, too. In my mind, 50 
years is a lie.”
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ON THE RUNWAY AT 
OSSIE CLARK 
Already well connected, 
the designer developed his 
inaugural collection in 1971 — 
called Quorum Black Magic 
— for the most prominent 
British fashion designer of the 
time, Ossie Clark. “It was very 
successful because everybody 
who was somebody in London 
was at the show at Royal 
Court Theatre: [painter] David 
Hockney, [photographer] Eric 

Boman and [designer and 
photographer] Cecil Beaton,” 
Blahnik remembered.

His show-stopping ankle-tie 
platform with a chunky high heel 
got everyone talking. There was 
just one problem: The designer, 
who had no formal shoe 
training, had forgotten to secure 
the rubber heel with steel. “At 
the end of the show, Cecil said, 
‘Oh my dear, this is a new way 
of walking.’ The girls walked very 
strange, like insects.”

OLD CHURCH STREET 
“A friend of mine called Peter 
Young found the place. He was 
great, and [went on] to win 
Oscars for ‘Batman’ and all 
these movies. He said, ‘There 
is a wonderful place, and it is 
outside of everything and there 
are no shops on the street, 
only a pastry shop. I loved 
it and I took it, not thinking 
that I didn’t have any people, 
customers, nothing. We would 
have friends come in the 

afternoon and have tea and 
cakes from the shop next door. 
There used to be a wonderful 
girl, Amanda Grieve, who came 
in all the time. Later on, she  
was Amanda [Harlech] and 
became important. All the girls 
came in … and this is [when] I 
became known a little bit.”

HIS DAILY ROUTINE
“I don’t even know how I 
managed to survive. I used to 
live in Notting Hill and cross 
the park on a bike. Can you 
imagine? I would come to the 
shop every day. We used to 
open at 10 o’ clock. I ate some 
cookies at the pastry shop and 
then we would call Italy and get 
the shoes done.”

LIVING HIS BEST 
LIFE IN LONDON 
“I used to go to parties all 
the time. You know, London 
was very kind of open to 
everybody. English people 
know when you love them and 
they love you, and so it was like 
that for me. I met all of these 
incredible people — [antique 
dealer and interior designer] 
Christopher Gibbs and 
[society favorites] Ida Ingwood 
and John Becque. Well, I met 
John in French school, but 
anyway that doesn’t matter. 
But with all these friends, I 

was very happy. And at the 
time those people were just 
normal people, they were not 
celebrities or anything at all. 
This was a wonderful London 
life, eccentric. It was nothing 
like nowadays.”

A NEW LOVE FOR 
OLD HOLLYWOOD 
When he wasn’t partying, 
Blahnik spent his evenings 
at the British Film Institute 
with his girlfriends. He was 
mesmerized by 1930s Will 
Rogers cowboy fl icks, Gary 
Cooper’s silent movies 
and Kay Francis fi lms. “My 
education was those movies 
during those 10 years in 
the ’70s.”

INSIDE THE 
INFAMOUS 
STUDIO 54
“I used to go down there and 
dance with André [Leon Talley] 
and Paloma. But there were 
too many drugs and too many 
people. I never liked that gay 
movement at the time in New 
York. It was exaggerated, and I 
didn’t really feel much part of 
it. Of course, I was very prettily 
dressed, wearing my gingham 
suit, and — I don’t know — a 
hat or something, and they 
said ‘You come in.’” 

1980s: 
Falling in 
Love With 
New York 
GLORY DAYS WITH 
PERRY ELLIS
“My darling Perry Ellis, I 
adored him. He was the person 
who really introduced me to 
America.” Starting in 1980, 
Blahnik began designing shoes 
for Ellis’ captivating runway 
shows, which were the toast of 
New York fashion at the time.

“Working with him was 
absolute heaven, and his 
shows were the most beautiful. 
Perry was fabulous, My God, 
he was talented. It was so 
exciting to go to the studio 
and see all of those models, 
those pretty boys, pretty girls. 
It was a beautiful time. To 
me, he typifi ed America and 
[embodied] freedom, creativity, 
intelligence. I remember the 
best music was at Perry’s show 
— The Cars, all the fashionable 
bands at the time. Margaux 
Hemingway was fabulous. 
Everybody was there.”

RUNWAY SCENE 
“I never thought about what 
Seventh Avenue was. There was 
a certain kind of spontaneity. 

Clockwise from top right:
The Old Church Street 
London shop in 1979; a 
sketch of the designer’s 
Ivy sandal for Ossie 
Clark’s 1971 runway 
show; Blahnik with 
Anna Piaggi at a Zandra 
Rhodes charity fashion 
show, 1973; with Tina 
Chow at Karl Lagerfeld’s 
Paris apartment in 1978; 
with Paloma Picasso 
and Marina Schiano at 
Yves Saint Laurent’s fall 
couture show, 1973
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It was not like now when 
everything is about money. 
There was a freedom. Now 
you have it in the hands of big 
conglomerates, the musical 
chairs of fashion.”

THE SWEET SPOT 
“Every afternoon I would run 
to Rumpelmayer’s [in the St. 
Moritz hotel on Central Park 
South and Sixth Avenue]. It 
was like a soda fountain from 
those movies in the ’40s 
and ’50s, and it was divine! 
Every day, I had to have this 
wonderful tuna fi sh salad 
and sweet, sweet malted 
milkshakes. You met all of these 
extraordinary women, with 
hats and veils. It was not the 
fashion thing to be there, but I 
loved it.”

A NEW U.S. PARTNER
As he started to spend more 
time in the States and aspired 
to build a real business 
there, Blahnik got a call from 
Bergdorf Goodman’s then-
fashion director, Dawn Mello, 
who encouraged him to meet 
George Malkemus. The two 
young men bonded over their 
love for Scottish Terriers. Their 
union became o�  cial in 1982 
and lasted for four decades. 

“It’s a balance thing for us,” 
Blahnik said in 2009. “George 
is a very good businessman. 
He’s patient. I am not. George 
is very constant. You can count 
on him.”

The ’90s: “I 
Was Working 
Nonstop”
TOURING AMERICA
“I know the United States 
so well because I traveled 
all the time to do personal 
appearances. And it was 
extraordinary … seeing 
these power women. We 
had queues for days and 
days. In San Francisco once, 
at Neiman Marcus, people 
[lined] up all around Union 
Square for seven hours. I fi nd 

that strange, thinking about it 
now. But it happened to us.”

WORKING WITH THE 
NYC RTW STARS
“Oh my God, I loved to work 
with all of the legends. I wanted 
to work with Mainbocher, but 
alas, he was not alive. Bill Blass 
was my dream. He was such 
a gentleman with such divine 
taste in everything. Have you 
ever seen Bill Blass’ apartment? 
I’ve never seen such a beautiful 
[place]. And he was an 
American boy [from Indiana]. It 
doesn’t matter [where you are 
born]. If you have it, you have 
it. And he did have it. And he 
knew what women would wear. 
He did two or three dresses for 
my sister. And Geo� rey Beene: 
My God, those fashion shows 
were insanely beautiful. At the 
time, all of those show-business 
people went to Halston, and 
the ladies use to go to Geo� rey 
Beene, Bill Blass and Oscar de 
la Renta. And then, Carolina 
Herrera. She was becoming 
very, very good when she 

started to do dresses for 
Jacqueline Kennedy Onassis.” 

A FOREVER FRIEND
As their stars rose, close friends 
Blahnik and Isaac Mizrahi were 
inseparable — and they paired 
for several memorable catwalk 
collections. “I adore Isaac, he’s 
fantastic, and at the time he was 
an incredible force in fashion 
in New York. The fi rst time I did 
shoes for him they were desert 
boots, and I did them in every 
single color out there. It was 
very successful.”

Blahnik’s most famous 
design for Mizrahi was best 
known as the “Pilgrim” and fi rst 
developed in 1991, when Mizrahi 
requested a sexy style with a 
pilgrim buckle. Manolo delivered 
the perfect slip-on silhouette.

PRINCESS DIANA’S 
‘REVENGE’ DRESS 
AND BLAHNIK HEELS
In 1994, the royal stepped out 
in an unforgettable outfi t at the 
Serpentine Gallery’s summer 
party on the same day Prince 
Charles admitted his a� air on 
national television. Diana turned 
heads in her famous  “Revenge” 
dress and Blahnik pumps. 
“She was a joy, the most divine 
woman … wonderfully polite 
and enormously kind. She used 
to visit me at Old Church Street. 
We would close the windows 
and just talk while she tried on 
pair after pair. Usually she wore 
delightful little fl ats, but one 
Christmas she purchased a 
pair of classic black pumps. 
I don't like to talk about her 
much as it's still too painful – I 
loved her dearly."

THE LOUIS VUITTON 
SHOE TRUNK 
“Hedi Slimane was my 
assistant for the project. 
[When I was making the 
piece], I thought about Doris 
Day movies. It was very pretty 
and I still have one somewhere. 
I gave one to my sister and one 
to the Princess of Wales I think. 
It was extraordinary work, and 
that boy, Hedi, was very good.”  

ADVENTURES WITH 
JOHN GALLIANO 
“The beginning of the 
conversation would go like 

Clockwise from top left:
A model in a look from 
Perry Ellis fall ’81, with 
shoes by Blahnik; 
a sketch from the 
designer for Perry Ellis; 
Manolo Blahnik sandals 
for Calvin Klein’s resort 
’83 collection; a sketch 
of the iconic Agatha 
style for John Galliano; 
the designer in New 
York, 1986; Blahnik with 
Ellis at Mr. Chow’s in 
New York, 1980
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this: John would say, ‘I’m doing 
this collection on Russian 
princesses running through 
Europe with a few things in 
their hands. What do you think 
are the shoes they would wear 
[if they] stopped in Berlin, 
stopped [somewhere else] 
and then arrived in Scotland? 
These were the kinds of ideas 

that John would give you. And 
then you would just send some 
drawings that you thought 
she would be wearing in her 
exhausted life, running from 
Russia to Scotland. Can you 
imagine? And these are the 
tricks that work for me, that 
make me creative — and he 
liked what I did. We worked 
[many] years together, and 
then at Dior. They wanted 
money, money, money at the 
end. I [look at] those Dior 
dresses he did now and they 
are totally modern, much 
better than anything else 
anybody is doing. Carolyn 
Murphy with those earrings, 
come on!”

The 2000s: 
The Ultimate 
Shoe Star 
THE REAL “SEX AND 
THE CITY” STORY 
Carrie Bradshaw was 
robbed for her Manolos. She 
discovered Blahnik Mary Janes 
in the Vogue shoe closet. And 
after her shoes were swiped at 
a baby shower, Ms. Bradshaw 
registered herself at the 
Manolo Blahnik boutique on 
54th Street.

During the legendary six-
year run of “Sex and the City” 
that ended in 2004, Manolo 
and his shoes were almost like 
a fi fth co-star — and his history 
with SATC actually began with 
author Candace Bushnell.

“I met her in the shop in 
London, and then I read the 
book, and it was fun, a really 
good time. And [I loved] 
Patricia Field, the lovely lady 
who did the costumes. We did 

have a wonderful time with 
those wonderful girls. It seems 
like such a long time ago. I 
thought, ‘That is New York, the 
New York I didn’t know.”

Blahnik recalled that during 
a trip to St. Petersburg, Russia, 
a few years ago, he had retired 
to his hotel room for the night. 
“I was watching TV and then 
suddenly I heard something in 
another language. It was Carrie 
talking in Russian! They love 
“Sex and the City” in Russia. 
And it was 20 years later!” 

A RETROSPECTIVE AT 
LONDON’S DESIGN 
MUSEUM 
“I did exactly what I wanted in 
London in 2003. There were 

too many shoes actually, 
but I had this incredible luck. 
The National Gallery loaned 
me my favorite painting, 
‘Saint Margaret of Antioch’ by 
Francisco de Zurbarán, and I put 
it with boots I did for Balenciaga 
and a beautiful Balenciaga 
dress. I loved it so much. And 
then Saint Laurent was on the 
telephone saying to me, ‘Oh, 
Manolo, anything you like.’ He 
sent a woman to the studio in 
London with two dresses from 
the [spring ’67 haute couture] 
Bambara collection to go with 
my African-inspired shoes. I 
love Africa. It’s always been an 
inspiration to me since I was 
a boy, listening to music from 
Casablanca radio.”

FANTASY SHOES FOR 
‘MARIE ANTOINETTE’ 
“It was so divine working with 
Sofi a Coppola and [costume 
designer] Milena Canonero. 
Sofi a loved the shoes so much. 
My friend Joe, who used to 
work with me, went to Paris 
with the shoes and took little 
things, bits and pieces of silk. 
The 18th century buckles we 
found in Bath here. Sofi a is 
very visually intelligent. She 
is one of the best people in 
America, someone Hollywood 
should cherish. Mind you, they 
also have Wes Anderson, who 
I love now. He’s coming out 
with ‘The French Dispatch’ 
with Tilda Swinton and Frances 
McDormand, who I adore. My 
favorite actresses in America 
are Frances and Uma Thurman 
— can you imagine how 
twisted I am?”

A ROYAL HONOR
A longtime admirer of Queen 
Elizabeth, Blahnik received 
an honorary CBE in 2007, a 
particularly special moment. 
“It was the most unexpected 
honor to be recognized by Her 
Majesty the Queen for doing 
something I love. It was just 
wonderful, a true privilege.”

HELLO, HANGISI 
When the now-legendary 
Hangisi pump with a crystal 
buckle launched for spring 
’08, it became the shoe of 
the year, even before Mr. Big 

39

Clockwise from top left:
Blahnik’s signature 

Campari Mary Jane;   
Naomi Campbell in 

Blahnik on the runway 
at Zac Posen, spring 
‘13; shoes for “Marie 

Antoinette,” 2006; 
Isaac Mizrahi with a 
Blahnik shoe, 1990; 

Princess Diana at 
London’s Serpentine 

Gallery in the 
designer’s shoes, 1994; 

with Kate Moss and 
Naomi Campbell at the 

1998 CFDA Awards

KRISTINA’S MISSION
When then-architect Kristina Blahnik joined 
the family business in 2009, there were 
six people working in the London o¬  ce. “I 
remember my fi rst day when I was on an 
airplane with Manolo’s drawings, like a deer 
in the headlights,” she recalled. They said 
“Alright, you have to deliver this collection.”

Flash forward to 2021, and the team — 
which Blahnik refers to as family — is now 
200 strong, spanning from the London 
headquarters to the New York o¬  ce to the 
Vigevano, Italy, factory to the brand’s 21 
boutiques in 31 countries. “Manolo is the 
beating heart of all of this. It’s his dream 
and his vision that drives us, a whole 

community,” she said. In that spirit, a special 
room dedicated to the individuals that have 
worked alongside the family will be part 
of the upcoming archive project and an 
accompanying campaign will also put the 
Manolo Blahnik sta®  at the forefront. “It’s 
about investing in people and celebrating 
them,” Kristina said, noting that helming a 
50-year-old independent, family business is 
something she does not take lightly. 

“It makes me incredibly proud and even 
more determined to make sure that after 50 
years of commitment, it remains that way. 
It’s through the persistence and rigor of how 
my mother has organized the business.”

Evangelina Blahnik has been there since 
the very beginning, working closely with 
Manolo, but preferring to stay behind the 
scenes. “Without her, we wouldn’t be where 
we are today,” said Kristina. “There’s been 
no deviation from the path of ‘we just want 
to make beautiful shoes.’ We’re not being 
pulled by trends or commercial needs. 
There are no distractions. My mother has 
kept us very much on the straight and 
narrow [path]. I’ve had that indoctrinated 
into me, and that’s absolutely what my 

purpose and mission is. It gives us that 
agility and freedom to move and change 
and do things and evolve without it [being] 
because of a bottom line or top line or left 
line or right line.”

Kristina has spent the past decade 
taking the brand into notable new territory.

Early on, she built the digital business 
and made social media a priority, while also 
steadily opening stores, most recently, the 
statement-making fl agship in New York.

“What has been confi rmed so far is that 
our American community is so unbelievably 
loyal and passionate and emotionally 
connected,” Kristina said. 

Each door is unique to the particular city, 
something the former architect is fi ercely 
passionate about. “When I was an architect, 
it was about experiencing the space. That’s 
really important now,” she said, noting 
that there is defi nite pent-up demand for 
physical retail experiences, though the 
online business also continues to be a huge 
opportunity. 

 “Some of it has been strategic, some of 
it evolutionary and some of it [because of 
mother nature],” she quipped.P
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proposed to 
Carrie Bradshaw 
with the shoe in the 
“Sex and the City” fi lm. 

Blahnik said he dreamed 
up the style after a trip to 
Palermo, Italy, to see an 
exhibition by the Italian 
portraitist Giovanni Boldini. 
“He painted European society 
ladies in the late 19th and early 
20th centuries, and I noticed 
some of them had buckles 
on their shoes,” Blahnik said. 
Since its grand debut, the 
Hangisi has been produced 
in over 100 materials and 
colorways, and evolved into 
boots, mules, d’Orsays and 
fl ats. “It’s torture — it’s a 
horror story. It just goes on 
and on,” joked the designer 
in 2018, the Hangisi’s 10th 
anniversary year. “It’s one 
of those things that I cannot 
explain, but I do thank God 
for it.” The shoe is so popular 
that one woman Blahnik met 
on tour in the American South 
told him she bought 55 pairs.

The 2010s: 
New 
Adventures
KATE MOSS WALKS 
DOWN THE AISLE IN 
BLAHNIKS
In 2011, when the designer was 
asked to craft the perfect pair 

of wedding shoes to match 
Kate Moss’ John Galliano 
dress, he was all in. “We 
fi nished the shoe and the heel 
was full of pearls, [placed] one 
by one,” Blahnik recalled. “And 
then the day before, she tried 
them on and she said, ‘Oh, my 
shoe is catching on the dress. I 
have to have it with no pearls.’ 

So we got another version, 
and [a team member] 

came back on the last 
plane from Milan with 

the new shoes for 
the wedding the 
next morning.”

The designer 
remembered having the “most 
beautiful time” at the wedding 
in the Cotswolds, where he 
was at a table with [actress] 
Anita Pallenberg and [singer] 
Maryanne Faithful. “Kate was 
beautiful, she is still beautiful. 

A MAJOR MOMENT 
ON THE FNAA STAGE
For FN’s inaugural Lifetime 
Achievement Award in 2011, 
there was only one choice: 
Mr. Blahnik. And he accepted 
it with his signature humor 
and humility. “I’ve never really 
thought about my success, but 
I guess it’s true. I have been 
going for a while. Suddenly, 
people seem to really like my 
shoes again. But you know, 
those furniture shoes were 
fashionable for three or four 
years. I did platforms in the 
1970s, so that wasn’t new to 
me. I’ve never followed trends 
or gotten into the frenzy of 
doing the ‘right’ shoes.”

WHEN MANOLO 
MET DEMNA  
“Ahh, the Georgian boys, good 
lord!” While they might have 
been an unexpected match, 
Blahnik said he relished the 
opportunity to work with 

Demna and Guram Gvasalia 
for the Vetements fall ’16 Paris 
Couture show.  

“They said, ‘We want some 
shoes that look very sexy, but 
like waders.’ And I said, ‘I’ll give 
them to you right now.’”

Demna made a series of 
tweaks to Blahnik’s Hangisi, 
removing the sparkly signature 
buckle and transforming the 
satin shoes into a slingback, a 
court style, ankle boots and the 
centerpiece: the thigh-highs. 

“They were beautiful and 
sold incredibly well. The boots 
were so high, they arrived to 
the hip on small girls. It was 
wonderful to work with those 
boys. I love that challenge,” the 
designer said.

QUEEN RIHANNA X 
KING MANOLO 
What a pair. Rihanna and 
Manolo teamed up for three 
collaborative collections — a 
denim-driven o¤ er, sexy winter 
boots (including a tribute to 
JLo’s Y2K Manolo Timbs) and 
stone-embellished sandals. 

Blahnik was enamored. 
“She is so beautiful when she 
looks at you with those green 
eyes,” he said as he recalled 
their time working together 
on hot summer mornings in 
New York. “You just say to her, 
‘I would do anything for you, 

dear.’ Her beauty fascinates 
me. I love the movement of 
women, and the way Rihanna 
moves her neck is fabulous.”

A STAR IS BORN 
Manolo was made for the 
big screen. His cinematic 
life was chronicled in his 
2017 documentary, “Manolo: 
The Boy Who Made Shoes 
for Lizards.” Rihanna, Karlie 
Kloss, Naomi Campbell, 
Iman, André Leon Talley and 
Rupert Everett all celebrate 
Blahnik in the fi lm, too, along 
with designers Charlotte 
Olympia Dellal, Mizrahi, 
classicist Mary Beard and 
many others. “It’s been a 
great experience, but it’s 
taking too much of my 
energy,” Blahnik said at the 
time. “Dealing with editors 
and producers has been an 
absolute nightmare. I don't 
want to see my stupid self 
anymore. People might walk 
into the theater and say, 
'Who is that freak?' I asked 
[close friend and director] 
Michael [Roberts] to fi lm the 
back of me all the time, but it 
didn't happen that way."

MUSEUM MOMENTS
The same year Blahnik 
debuted his documentary, he 
was touring the world with his 

alluring “Art of Shoes” exhibit. 
Among his most memorable 
stops? St. Petersburg. “I had to 
learn a little thing in Russian, 
because I think it’s good to do 
that when you go to a country. 
But then somehow the people 
said, ‘More, more!’ And I said 
‘I’m sorry, but ladies and 

Clockwise from top left:
A sketch of the Hangisi 
pump, 2008; Blahnik in 
2012 at Lane Crawford 
in Hong Kong; the 
designer’s crystal 
studded boot at the “Art 
of Shoes” exhibition at 
the Hermitage Museum 
in St. Petersburg, 2017; 
with fi lmmaker Pedro 
Almodóvar at the 
Madrid opening of the 
exhibition, 2017
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‘A MASTER OF 
OUR TIME’ 
WHAT MAKES MANOLO A 
SINGULAR FORCE? FASHION 
INSIDERS OPEN UP ABOUT 
HIS INCREDIBLE INFLUENCE.

“Every time I get dressed in the morning, 
Manolo is there. How wonderful it is 
to have one of my oldest friends — a 
charming, hilarious erudite, an utterly 
brilliant man — always with me.” 
— Anna Wintour

“I have wonderful memories of 
Manolo sitting in my studio when we 
collaborated on shoes for one of my 
collections. He had his pad on his knee, 
and was beautifully sketching a gladiator 
sandal that would later walk the runway.” 

I have always loved the BB pump — 
nobody does a toe cleavage like Manolo.” 
— Victoria Beckham, designer 

“The fi rst time I ever bought anything 
‘designer’ was from Manolo B. I spent 
my month’s rent on them and they 
transported me to heaven every time I 
looked at them. Everyone would go to his 
Church Street shop to see and wonder 
at his new collections when they came 
out — like in a gallery. We also collected 
his wonderfully drawn advertisements 
and stuck them on our wall. Later, when 
I knew him, he was always charming and 
kissed my hand, and I felt like I should 
curtsy as he was true fashion royalty.” 
— Lulu Guinness, designer 

“I always admired my mom’s collection 
of Manolos when I was little. They were 
so elegant and grown up. They always 

stood out from all the other shoes in her 
closet. They are actual jewelry for the 
feet.” — Nicky Hilton 

“We know we can trust him to design 
beautiful, feminine dreams of a shoe, 
and not fall victim to crazy trends. He 
knows who his women are, and never 
loses sight of them. I’ll always remember 
seeing him signing shoes with wonderful 
colorful fl ourishes in our shoe salon 
— looking so incredibly dapper and 
elegant — and then heading down to 
the street and taking extraordinary joy 
in the windows we would create for him. 
He always displays beautiful manners, 
and all we wanted to do was to make 
him cry out loud with that special 
Manolo delight.” — Linda Fargo, Bergdorf 
Goodman 

“Manolo Blahnik played a huge role in 

making designer shoes a thing — not 
just an accessory — but a statement that 
you can build your entire outfi t around.” 
— Pete Nordstrom

“The brand has become such a staple 
in the fashion industry that ‘Manolo’ 
is now used as an adjective. ‘That’s 
so Manolo’ is a common phrase used 
among fashion insiders and footwear 
enthusiasts.”— Tracy Margolies, Saks
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The Rayuela satin 
cutout bootie with 

bells from the 
designer’s new 

50th anniversary 
collection

gentleman, I cannot do more.  
They loved it, though. They 
were clapping — on the huge, 
huge stairs of the Hermitage.”  

A PARIS 
HOMECOMING 
The opening of Blahnik’s 
fl agship boutique in July 19 
in the city’s historic Palais-
Royale was a particularly 
special moment for Blahnik, 
who studied art and set design 
in the City of Light during the 
1968 student uprising. 

“I was terrifi ed and 
watched from the window. 
It was a huge spectacle 
with screaming and cars 
burning in the street. I’d never 
seen such a thing,” he said. 
However, his fear soon gave 
way to excitement, and he 
took to the streets to join the 
throng, walking the length 
of the capital. “It was my 
reckless youth,” he laughed.

2021
THE QUARANTINE 
YEAR
While the world was in 
lockdown in 2020, Blahnik 
spent time at his homes in 
Bath, England, and the Canary 
Islands. While some rituals 
didn’t change — he continued 

to sketch every day and be 
entertained by his loyal dogs — 
others did, of course. Instead of 
staying up past midnight in his 
beloved factory, the designer 
resorted to Zoom calls with his 
team. When he wasn’t working, 
Blahnik continued to nurture 
his other passions. “I love to 
read. I fi nished ‘Selected Letters 
of Marcel Proust,’ which was 
totally marvelous. I am also 
rereading some of Gore Vidal’s 
books — he’s my favorite 
author of all time,” he said. Later 
in the evening, he watched old 
movies. “My main diet at the 
moment is 1930s fi lms: ‘Show 
Boat,’ ‘Sin Takes a Holiday.’ “I 
adore them.”

KAMALA HARRIS 
TAKES OFFICE IN 
THE BB PUMP 
In January, when Kamala 
Harris took the oath of o�  ce 
as America’s fi rst female VP 
— and the fi rst Black and fi rst 
South Asian person to hold the 
second-highest o�  ce — she 
turned to a tried-and-true 
style from her go-to footwear 
designer: Blahnik’s black BB 
pump.    

Time and again, Harris 
has worn Blahnik for the 
most important events of her 
career.“What a privilege to 
serve such a divine woman 
— she has incredible style, 
suitable for any occasion. 
Kamala Harris is a barrier 
breaker,” Blahnik told FN at 
the time.  

MANOLO TAKES 
MADISON, PART 2
“My niece Kristina saw the 
store, and they showed me the 
pictures, and I said, ‘Oh! I love 
that shop. I used to go there 
when I lived at the Westbury 
hotel.’ I loved the windows. 
The shop was hideous inside. 
And then this thing happened, 
this horrible disease, and we 
couldn’t work. Nobody could 

work there. … It was the fi rst 
shop I did through the internet. 
I did it on Zoom with a man 
from Paris, [interior designer] 
David Thomas. It was fi nished 
in April or May, and we opened 
quickly in June.”

OPENING THE 
ARCHIVES
“I want this to be a space 

where others can learn and 
feel inspired to create. It’s very 
important to me personally, 
that even those who can’t buy 
my shoes are able to feel a 
connection to [us].” 

For the fi rst time ever, 
Blahnik fans can fully 
immerse themselves in his 
enchanting world through a 
virtual milestone anniversary 

celebration.
Five unique rooms focused 

on the themes of artisanry, 
artistry and family values 
celebrate top moments past 
and present. 

“I’ve only seen pictures 
of what is going to be, and it 
looks very exciting because 
Judith Clark, [the curator], is 
fantastic.” 

The wedding 
shoe Blahnik 
designed for 

Kate Moss, 
2011

With Anna Wintour at the 2015 
Couture Council Luncheon
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FOR THE 
LOVE OF 

SPAIN 
 “Oh, Madrid was a mess. 
I loved it! Everybody who 

was anybody in Spain was 
there: Pedro Almodóvar, 

Paz Vega and all those 
actors. It was a sort of 

incredible feeling being 
home and having people 

who love you come. It was 
very touching.” — BLAHNIK, IN 

2017, AT THE OPENING OF HIS “ART OF 

SHOES” EXHIBIT IN MADRID



HOLIDAY 

Partner with our family of brands on holiday-
timed opportunities this fall/winter, and promote 
holiday shopping messaging, product placement 
and the art of gifting.

Retailer Talks 
A retail video series, designed 
to give insight on working the 
holiday shopping rush

The Savvy Shopper  
A trend panel discussion 
in-store with WWD and 
FN Style Directors

Holiday Haul 
A behind-the-scenes social 
shopping experience with 
an influencer

CONTACT SANDI MINES AT SMINES@FAIRCHILDFASHION.COM  
FOR ADDITIONAL DETAILS AND CUSTOMIZED PROPOSAL PACKAGES.

Brand Opportunities
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