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WOMEN IN POWER

This is their moment. As Nike marks  
50 incredible years at the center of sport  
and culture, the brand’s trailblazing  
leaders are driving powerful change and 
lighting the path for the next generation.
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Whether they’re company veterans stepping into big new roles at their 
organizations or footwear outsiders entering the industry for the fi rst time, 

these 15 executives — all of whom have taken on new jobs in the last year — are 
ambitious, determined and full of sage advice for the next generation.

Whether they’re company veterans stepping into big new roles at their 

How � ey Did It 

BY FN STAFF

P
H

O
T

O
S

: C
O

U
R

T
E

S
Y

 O
F 

C
O

M
PA

N
IE

S
 

7

F
O

O
T

W
E

A
R

N
E

W
S

/
/

M
A

Y
 16

, 2
0

2
2

 /
/

F
O

O
T

W
E

A
R

N
E

W
S

.C
O

M

Samantha Lomow

Sejal Shah Miller

Winnie ParkKatie Mullen

SELF 
DISCOVERY

IMAGINATION

CHANGE

GRIT VOICE



P
H

O
TO

S
: C

O
U

R
T

E
S

Y 
O

F 
C

O
M

PA
N

IE
S

 

8

F
O

O
T

W
E

A
R

N
E

W
S

/
/

M
A

Y
 1

6
, 

2
0

2
2

 /
/

F
O

O
T

W
E

A
R

N
E

W
S

.C
O

M
T H E  B I G  S T O R Y 

SAMANTHA LOMOW 
PRESIDENT, GLOBAL BRANDS, 
FOOT LOCKER INC.
LOMOW JOINED Foot Locker in 
March from Hasbro, where she 
most recently served as president 
of branded entertainment. 

Leadership mantra:
“Lead with a spirt of play. 
Play opens minds and provides a 
supportive space for taking risks 
and exploring together while having 
fun. This is the culture I aim to 
cultivate. In an age of constant 
disruption and change, we need to 
power up our collective imagination 
more than ever to realize 
what’s possible.”
Biggest opportunity and challenge: 
“I have to effi  ciently learn the ins and 
outs of an entirely new industry while 
not forgetting about what made me 
successful at Hasbro. At the same 
time, I have an opportunity to bring a 
fresh perspective to Foot Locker Inc.  
I’m still operating at the intersection 
of fashion, culture and entertainment, 
and there are a lot of similarities as it 
relates to what inspires consumers 
and how we can successfully engage 
them. Toys and sneakers both have 
broad appeal to kids and kids-at-heart; 
both industries have fervent collectors 
who continually pursue the hottest 
trends; and both have seen their 
consumer continue to broaden across 
age and gender.”

Most signifi cant career barrier and 
how I overcame it: 
“When you achieve a leadership 
position, you have to make decisions 
that balance the needs of the company 
and its stakeholders while not 
neglecting your personal development. 
You have to do this while testing your 
own boundaries. At times I had to put 
myself well outside of my comfort 
zone. I lost a lot of sleep before 
realizing that to succeed sometimes 
means being rather uncomfortable. Be 
prepared to challenge consensus when 
you aren’t feeling aligned. You don’t 
always have to be right.” 
Advice for women just starting out:  
“Understand the roadmap of the 
journey your company is on. Then 
insert yourself into the bigger picture 
to recognize the role you can play and 
the impact you can make.”

EMILY ERUSHA-HILLEQUE 
MACY’S, SVP OF 
PRIVATE BRANDS 
ERUSHA-HILLEQUE arrived at 
Macy’s in March from Target Corp., 
where she most recently served as 
design director of ready-to-wear, 
contemporary private label and 
design partnerships. 

Leadership mantras: 
“[As coined by leadership expert] 
Simon Sinek, ‘The role of a leader is 
not to come up with all the great ideas. 

It’s to create an environment in which 
great ideas can happen. This is a 
mantra that I have built my leadership 
style around. The second mantra is: 
You cannot open new doors with old 
keys. We are at such an important 
time, where the customer and the 
retail environment are congruently 
changing at a rapid pace. Old keys can 
inform where we have been, but new 
doors will only be opened with fresh 
ones that are created.”
Most signifi cant career barrier and 
how I overcame it: 
“It was being charged to build brands 
in the Gen Z space, as this generation 
is like no other and holds the largest 
spending power in the market. All the 
traditional rules, ways of shopping, 
individual aesthetic identities, style 
profi les, points of inspiration and 
relationships to brands have become 
blurred. How do you design and build 
brands for a generation that is so 
fragmented and forever changing? 
You overcome it by putting their voice 
and values at the center of all that you 
do and taking a very entrepreneurial 
mindset to test, learn and iterate.”
What I wish someone had told me:
“Don’t allow anyone else to defi ne who 
you are or what you are capable of.”

KATHERINE COUSINS 
GLOBAL BRAND PRESIDENT, 
SPERRY
COUSINS ASSUMED the role in 
May 2021 after more than a decade 
at VF Corp., most recently serving 
as VP and GM of Kodiak, Terra and 
Work Authority. 

Leadership mantra:
“I think a lot about an inclusive and 
empathy-driven model of leadership 
— listening to all diff erent parts of the 
organization — and trying to be really 
inclusive. I also think about grit. I’m 
[almost a year] into my role, but I’ve 
defi nitely seen clear grit in this team 
and an incredible amount of resilience 
as they’ve gotten through a tough 
couple of years with the pandemic. 
This is my fi rst time running a brand 
of this size and a lifestyle brand. We 
have international opportunities and 
aspirations. For me, it’s stretching 
beyond what I had done previously at 
VF and taking on a bigger team and a 
bigger business.”
Most signifi cant career barrier and 
how I overcame it:
“The most signifi cant barriers arise 
when other people’s expectations and 
your own expectations of your career 
path don’t align. For me, growing over 
the years, it was really recognizing 
that it mattered what I thought. 
People’s feedback is important and 
they have constructive guidance and 
mentorship, but it’s also important 
to have a vision of where you want to 
go and not necessarily listen to every 
single thing that everyone said. In my 
own career journey, it was having the 
confi dence to make change when I 
needed to or to reach for something 
new or to articulate where I thought I 
should go.”

Advice for women just starting out:
“Listen to your inner voice. What is 
your vision for your path? Especially 
for women, that’s really important, to 
understand their value, their worth, 
what they contribute. For me, it took 
some time to fi gure out where do I 
want to go? And sometimes my belief 
in that path was diff erent than what 
others thought. I wish I would have 
heard earlier don’t be afraid to leave, 
don’t be afraid to jump, take a risk. I 
knew it intuitively, but it was always 
scary to make those moves.”

SEJAL SHAH MILLER
CHIEF MARKETING OFFICER, 
CONVERSE
THE EXECUTIVE, who arrived 
at Converse last summer, was 
previously SVP/global GM at the 
Estée Lauder Companies.

Leadership mantra:
“Authenticity is a magnet that 
ultimately accelerates the experience 
of others. The more I do it, the more 
others will do it too. Throughout my 
career, I’ve always believed strongly in 
the notion of authenticity as a critical 
pillar of good leadership. Joining a 
company equally known for this value 
has served as a guiding light for both 
how I want to show up with my team 
and how we, as a brand, want to show 
up in the world.”  
Most signifi cant career barrier and 
how I overcame it: 
 “An entrenched institutional mindset. 
When joining a new organization 
or industry, I am mindful of 
understanding what the company and 
the culture are rooted in to identify the 
spaces and places where I can be a 
force for change. Coming to Converse, 
it has been refreshing to see how 
the company consistently embraces 
outside thinking and to know that 
I am surrounded by many women, 
particularly women of color, at the 
table. Having diverse leadership that 
refl ects our consumer is a powerful 
asset. As an Indian American woman 
of immigrant parents, it’s a lens that I 
bring to my work every single day.”
Advice for women just starting out: 
“You are more than your job and 
your title — do not give your career 
everything. You must create space for 
yourself, your family and your friends. 
And however you may defi ne your 
family, they should get the best of you.” 
What I wish someone had told me: 
“Don’t assume they know. You need 
to build your narrative. Otherwise, one 
will be crafted for you.”

HELEN DAVID
CHIEF MERCHANT OF LUXURY, 
KURT GEIGER
DAVID took the reins of the 
retailer’s luxury department store 
business last summer after a long 
stint at Harrods and buying roles at 
Net-a-Porter and Saks Fifth Avenue. 

Leadership mantras:
“Be yourself. Set standards. Act with 
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integrity. Have fun. Listen. Create.”
Biggest challenge: 
“Adapting to the ever-changing 
landscape of today. What young 
people want from their jobs now isn’t 
necessarily what we wanted when we 
were starting out. Adapt and learn.”
Most significant career barrier and 
how I overcame it: 
“Money and titles are not how you 
should measure the satisfaction of 
your career, and they’re rarely what 
brings happiness. However, early on 
in my career [in banking], this is how 
I viewed things. Success should be 
defined by the way you light up when 
you spend time doing what you love.”
Advice for women just starting out: 
“I would encourage all women (or 
men) starting out in their careers to 
always know and remember their 
worth and never give up on pursuing 
their dreams. Never settle for less 
than you set out to achieve. You know 
your worth, go and get it. Of course, 
you will come across obstacles in the 
workplace. We all have. Control your 
emotions as best you can — that 
will always serve you well if you can 
master it. You will realize how powerful 
this is as you become more senior in 
the workplace. Emotion is a weakness, 
passion is a strength. Don’t confuse 
the two.”

KADIAN LANGLAIS  
SVP & CHIEF MARKETING 
OFFICER, RENFRO BRANDS 
AFTER CONTRIBUTING to the 
firm’s rebrand in 2020 and the launch 
of its first DTC site, Langlais was 
promoted to chief marketing officer in 
July 2021. 
  
Leadership mantra: 
“Lead with grace and tenacity. 
From my experience managing and 
working alongside others, I’ve found 
that this mantra is key to building a 
corporate culture that creates deeper 
connections between employees and 
mutual understanding and respect 
across all levels and functions. I’ve 
also found that this approach leads to 
more engagement, innovative thinking, 
supportive teams and creativity.” 
Most significant career barrier and 
how I overcame it: 
“Throughout my career, there were 
times when I felt underestimated. I 
would often express ideas that were 
different or riskier. My leaders at the 
time pushed these ideas to the side 
only to later resurrect them with others 
taking the credit. From this experience, 
I learned to be ‘louder’ and to own my 
ideas. This is important for your self-
confidence and development, to know 
your ideas sparked new opportunities 
— and for others to recognize that 
these ideas came from you! This way, 
when you express another idea, they’ll 
listen and take note.”  
 What I wish someone had told me: 
“In the early years of my career,  
I was afraid to be my true self. From 
my hairstyle to even how I dressed,  
I sought to emulate a ‘look’ I thought 
was more palatable for others.  

“I have been my own barrier.  
Unfortunately, women often find it 
challenging to stand up for ourselves 
and fight for what we believe we 
deserve in terms of growth and 
compensation. This is an internal 
struggle in many of us, and I have 
worked hard, with the support of some 
incredible women, to push through my 
own barriers and trust my voice.  
Advice for women just starting out: 
“Be open to feedback and listen 
to the colleagues and peers 
you trust — they will help you 
grow and become a strong and 
compassionate leader. Never be 
afraid to ask questions and to admit 
when you do not know the answer.”

PRI SHUMATE  
CHIEF MARKETING OFFICER, 
COLUMBIA SPORTSWEAR 
THE EXECUTIVE came to the 
company in March after serving  
as head of marketing experiences 
and Olympics at Airbnb since  
June 2020. 

Leadership mantras:
“I don’t really have a leadership 
‘mantra,’ but I do have two 
philosophies, both connected to 
my deep belief that great teams 
create great business results. First, 
transparency is the key to great 
team performance. Leaders can’t 
expect teams to perform at their 
best if they don’t clearly understand 
(and align) on the what and the why. 
Without transparency, there is no 
understanding of how one’s job fits 
into the greater picture, and without 
that, the team’s potential is limited. 
As leaders, we have to trust our 
teams with information. And No. 2, 
fairness and love are the keys to great 
teams. We are all human, first and 
foremost. Leaders can be demanding, 
intense, direct, but they must treat 
people right.”
Most significant career barrier and 
how I overcame it:
“I grew up in Brazil [and was] a 
lower-middle-class child with 
divorced parents. I had to learn how 
to hustle for mostly everything I 
wanted. I moved to the U.S. chasing 
the American dream and landed at 
Texas A&M University with $4,000 in 
the bank. I needed to make that last 
an entire year or I was going back 
home. So I had to hustle even harder. 
Those early experiences certainly 
influenced my approach in life, and 
later, my leadership style. I was 
always very passionate about my 
work and the work of my teams, and 
early in my career, I wanted people 
to understand and love it as much 
as I did. But in corporate America, 
passion must be tamed sometimes, 
and you must perk up your ears and 
edit your message if you want to be 
an effective communicator. I also had 
to show people that I was listening 
to them, even if I had always been. 
My style was getting in the way of 
other people seeing it. Listening 
and learning from others became 

an invaluable skill and the biggest 
contributor to my success.”
Advice for women just starting out: 
“I wish that someone told me that 
Diversity, Equity and Inclusion are 
still not a widespread reality. One of 
the biggest expressions of diversity is 
leadership style. Different experiences, 
genders, races, etc., make different 
leaders. Make sure you are open to 
different leadership styles in your 
career. Many companies still try to 
mold their diverse teams into one 
preferred leadership style, and that 
defeats the entire premise of diversity 
and inclusion.”

SUSAN VISCON  
VP & EXECUTIVE DIRECTOR, 
PATH AHEAD VENTURES, REI
VISCON, who was promoted from 
VP of marketing, works with and 
and helps REI invest in Black, 
Indigenous, Latino/a/x and Asian 
American Pacific Islander-owned 
and -led businesses to accelerate 
growth and create connections to 
resources and people. 
 
Leadership mantras:
“To own what I can uniquely bring 
to the work, which is an expansive 
network in the outdoor industry, 
strong partnerships within REI and 
the ability to influence others to be 
champions of the work. I recognize 
that great work is built with a team 
that can bring diverse perspectives 
and experiences.”
Most significant career barrier and 
how I overcame it:
“I was first hired as a director at the 
co-op. In that role, I continued to do 
what many do. I tried to lead in the 
ways that earned me the promotion 
— being involved and hands-on, 
having a position on what we should 
do, being vocal about everything from 
strategy to execution. Six months in, 
we conducted our annual employee 
engagement survey. I found out the 
team wasn’t engaged, didn’t feel 
empowered and didn’t feel connected 
to their managers. Change started 
with recognizing my managers as the 
owners of their business and leaders 
of their teams. I partnered with them 
to hear what the team was feeling 
and set clear priorities and goals for 
our work. My goal was to inspire and 
empower and engage them in the 
work so that it was co-created, versus 
dictated. My role was to provide the 
goals and outcomes of the work, 
while enabling the teams to decide 
the best way to achieve. It was a 
critical lesson that I was grateful to 
learn early in my career.”               
Advice for women just starting out: 
“It’s not about doing what you think 
others expect or what you have read, 
but about what gives you energy and 
meets your needs. My truth came 
as a new mother, when I decided to 
apply for a director role at REI. While 
I had been preparing myself for the 
next step in my career, I wanted to be 
sure I could balance being a strong 
leader with the commitment of being 
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It wasn’t until I started to infuse my 
style and ideas in my work that my 
career blossomed. It was so rewarding 
to feel more confident and fiercer 
when I was being myself.” 
 
WINNIE PARK
CEO, FOREVER 21
PARK WAS tapped as Forever 21’s 
chief executive in January after 
holding the top spot at Paper 
Source for the past six years. 

Leadership mantra:
“My aspiration is to be a conscious 
leader — to be self-aware, vulnerable 
and always curious. I think these skills 
are particularly important as a leader 
when you are just trying to learn, fit in 
and drive change in organizations.”
Advice for women just starting out: 
“Try to find a vocation, not just a job. A 
vocation is a calling, something genius. 
Find something that makes your heart 
beat fast and your mind race. Don’t 
focus too much on title and money as 
these things come when you excel at 
something you love.”
Most significant career barrier and 
how I overcame it: 
“When I was younger in my career, I 
strived to be perfect. At one point, my 
mentor and the CEO of my company 
told me that being perfect was getting 
in the way of my peers liking me and 
wanting me to succeed. This hit me 
hard, but he was right. If you strive 
for perfection, you put up this wall, 
a façade, and your colleagues can’t 
really know the true you and you can’t 
ask for help without seeming weak. 
You only hurt yourself and you miss 
all the fun of working alongside other 
perfectly imperfect people who can 
teach you so much. It’s a lot of wasted 
energy to be perfect.”

EMILY GEORGE
PRESIDENT, AMERICAS, BALMAIN 
GEORGE JOINED Balmain 
in January after an almost 20-
year career at Marc Jacobs 
International, where she most 
recently served as the SVP of 
Americas, retail and wholesale.

Leadership mantra:
“To lead through collaboration, 
communication, empathy and 
support. I have always believed in 
creating a collaborative environment 
where every team member, regardless 
of their title, feels they have a voice at 
the table.”
Biggest challenge:
“Learning a new brand and a new way 
of working after being at the same 
company for 19 years, and to gain the 
trust of my team. It’s very normal for 
a team to feel apprehensive when 
someone new is coming in and their 
trust in my leadership and vision is 
key to our success. The challenges 
are also the biggest opportunities 
… learning and growing with an 
incredible brand.”
Most significant career barrier and 
how I overcame it:



a new parent. With the support of 
my husband and encouragement 
from a mentor, I tackled the interview 
head on. I directly asked the hiring 
vice president what his biggest 
reservations were so that I could 
address them. It was this directness 
and curiosity that ultimately landed 
me the position.”

KATIE MULLEN
CHIEF DIGITAL AND 
TRANSFORMATION OFFICER, 
JCPENNEY 
MULLEN joined the retailer 
in January to lead JCPenney’s 
e-commerce business. She most 
recently spent nearly three years 
with Neiman Marcus Group, as 
chief transformation offi  cer and 
then chief digital offi  cer. 

Leadership mantra:
“My job is to deliver business 
performance by unlocking the 
potential of my teams. I believe people 
rise to the level of the expectations 
set for them. My greatest challenge 
and greatest opportunity are one 
and the same: ensuring our teams 
know exactly what problems we’re 
addressing for our customers and 
rallying the teams to solve them.”
Most signifi cant career barrier and 
how I overcame it:
“In many ways, I’d say I’ve been my 
own biggest barrier — and I know 
I’m not alone. Whether that was not 
believing I was ready for the next 
challenge, not believing I could adapt 
my style and approach to the work 
that needed to be done, or not trusting 
myself to fi nd the right balance 
between motherhood and my career. 
I often let self-doubt stand in my way 
or slow me down. Every day, I try to 
remind myself that I can’t control the 
circumstances I may fi nd myself in, 
but I can always control my response.”
What I wish someone had told me: 
“One of my mentors used to always 
remind me that ‘every opportunity 
starts from doing good work. There 
is no substitute.’ I believe that 
deeply. But I wish I had gotten more 
encouragement along the way to 
take some deliberate risks. Trusting 
your gut, embracing uncertainty and 
taking a big leap are never easy in the 
moment but can lead to incredible 
growth and self-discovery. All of the 
progress I’ve made has been the result 
of a combination of hard work and 
making deliberate, big bets.”

LORI FOGLIA
SVP, CHIEF PRODUCT & 
MERCHANDISING OFFICER, 
CROCS
FOGLIA, who was previously EVP 
and GMM for L Brands-owned 
Victoria’s Secret, joined Crocs 
last October.

Leadership mantra: 
“If you’re not having fun, you’re not 
innovating. My approach to leadership 

is always evolving, but I fi nd joy in 
moments of levity and inspiration in 
optimism. At Crocs, I’m fortunate to 
oversee the brand’s creative engine, 
including a team of talented product 
designers and developers. By leading 
with levity, we’re not only bringing our 
very best to market, but we’re having 
fun while we’re doing it.”
Most signifi cant career barrier and 
how I overcame it:  
“As female leaders, we often waste 
time and energy attempting to check 
all the boxes. Perfection should never 
be confused with delivering work to a 
high standard.  Perfection is elusive, 
and if you strive for it, you’ll drive 
yourself crazy. I try to remind myself of 
this daily.”
Advice to women just starting out: 
“Don’t discount the value of 
relationship building. Technology and 
a global pandemic have shifted the 
ways we connect, but I can’t overstate 
the importance of fi nding a trusted 
mentor or executive sponsor to learn 
from and grow.”

MARY CAMPBELL 
PRESIDENT, 
VCOMMERCE VENTURES, 
QURATE RETAIL GROUP
A 20-YEAR veteran of the QVC 
network, Campbell was promoted 
in March to accelerate Qurate’s 
initiatives in streaming and live 
video commerce.  

Leadership mantras:
“Leadership is about cultivating 
an environment that allows team 
members to be at their best, so they 
can give their best. We have a mantra 
that we remind our team members 
about frequently: ‘Come As You Are.’ 
We encourage everyone to be their 
authentic selves.”
Advice for women just starting out: 
“Careers have more twists and turns 
than you’d ever imagine. Don’t be 
afraid to take risks and always look 
for opportunities that will really 
challenge you. Be confi dent enough 
in yourself to step out of your comfort 
zone and you’ll never be disappointed.
When you feel uncomfortable, that’s 
when you know you are growing. 
It’s so important to gain exposure 

to a variety of business facets, so 
don’t silo yourself to one area only. 
Throughout my 20-plus years with 
QVC/Qurate Retail Group, I have held 
roles in merchandising, planning and 
commerce platforms, making several 
lateral moves to learn about all facets 
of our business. If you want to stand 
out, demonstrate genuine interest in 
the whole business.”
What I wish someone had told me:
“Know, and stand by, your core values 
— meaning what’s important and 
what you value most. Ensure that 
your role (and company) aligns with 
these values and that the work you’re 
doing allows you to connect with 
these values.”

SUMI SCOTT
CHIEF MERCHANT OFFICER, 
MERRELL
SCOTT joined Merrell in March to 
oversee the transformation of its 
apparel and accessories collections.

Leadership mantras:
“I have two. The fi rst one is, ‘Let’s not 
be afraid to fail’, and the second one 
is, ‘Let’s get comfortable with being 
uncomfortable.’ As we broaden our 
reach as a brand, getting comfortable 
with the uncomfortable is essential to 
our growth.”
Most signifi cant career barrier and 
how I overcame it: 
“As a direct-speaking woman in a 
male-dominated industry, I’ve found 
that representation and mentorship 
matter. In my 20-year career, I’ve 
only had one female boss, and that 
was for less than a year. To overcome 
that, I’ve worked to fi nd the balance 
between taking a nurturing, softer 
approach but also driving results. 
Being hard charging is at my essence 
and makes me who I am, but fi nding 
time to connect with people, being 
vulnerable and showcasing all sides 
of my personality is something I’m 
continuing to work on.”
Advice to women just starting out:
“Own and manage your energy. 
Someone once said to me, ‘Put away 
your smile.’ That was good advice 
because the way I tend to show up 
is as a pleaser who smiles and nods 
frequently. As women, we have more 
power in owning our energy and what 

we’re putting out. You set the tone in 
the situation and have more control 
than you realize.”
What I wish someone had told me: 
“For me, the thing I’ve had to learn is 
that everyone brings a diff erent gift to 
the table. When you enter leadership, 
the job is to fi nd your gift and amplify 
it. This has been a journey for me, 
and I’ve been able to recognize other 
people’s gifts that help balance out 
our team and ensure we continue to 
drive results.”

GINNY MCCORMICK
CHIEF MARKETING OFFICER, 
ZAPPOS.COM 
AFTER STARTING her career at 
Reebok, McCormick spent more 
than a decade in the toy industry 
for companies like Hasbro and 
Mattel. She returned to the shoe 
industry last month, as Zappos’ 
fi rst CMO.  

Leadership mantra:  
“When joining a new organization, I 
believe it’s important to slow down 
initially to accelerate later. I’m 
prioritizing learning from my team and 
being patient with myself to ensure we 
have the right insights and foundation 
in place, prior to take off .” 
Most signifi cant career barrier and 
how I overcame it: 
“Throughout my career, I have 
consistently disrupted the way 
organizations were working. Asking 
teams to embrace new technologies, 
processes and ways of thinking can 
often be met with resistance. I’ve 
learned how to drive transformation 
by creating the right coalition 
and articulating a shared vision. I 
proactively acknowledge that the 
transformation will be iterative, but 
ultimately a win for all. This has helped 
convert even the biggest critics.” 
Advice for women just starting out: 
“I often quote my dad who believed, 
‘If you don’t ask, you don’t get.’ I 
would encourage everyone to clearly 
advocate for what you need to be 
successful at work, whether that’s on 
a specifi c project, or in regard to work-
life balance. Do not assume anything 
is off  the table and be wildly creative in 
your problem-solving approaches.” P
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Beth Levine and her husband, Herbert, were a 
dynamic duo in the footwear world, with Levine 
designing shoes under the Herbert Levine name 
beginning in the 1940s. Over the years, her shoes 
were worn by Hollywood icons and fi rst ladies, 
including Marilyn Monroe, Ava Gardner and Lau-
ren Bacall, as well as Pat Nixon and Jacqueline 
Kennedy. Levine died in 2006 at the age of 91. 
“Although she was self-taught, Beth became one 
the mid-century’s leading shoemakers, and she 
was renowned for her wit and innovation,” said 
Colleen Hill, curator of costume and accessories 
at The Museum at FIT, who noted that Levine’s 
most-experimental design was the “No-Shoe” 
that debuted in 1957. “Although the high-heeled 
sole was wearable thanks to 
pads that could be adhered to 
the foot, it was a conceptual 
product that was decades 
ahead of its time,” added 
Hill. Levine also estab-
lished the see-through 
shoe trend with her clear-
vinyl “Cinderella” shoes.
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THE GROUNDBREAKERS  

BY JENNIE BELL

The Detroit native is best known for her bright 
and optimistic ready-to-wear collections, 
which she designed for two decades for her 
eponymous label and now as part of the sus-
tainable Hope for Flowers brand. But Tracy Re-
ese also helped shape footwear design while 
head of the women’s portfolio at Perry Ellis 
in the early 1990s, and through the licensed 
shoe collections for her Plenty label. How-
ever, to Angelique Joseph, VP of design at 
Naturalizer, Reese’s infl uence goes beyond her 
sketched creations. “I have so much respect 
for Tracy Reese, a powerful champion for 
change in the fashion industry and a personal 
inspiration,” said Joseph, who recently col-
laborated with her on an eco-friendly sandal 
capsule. “Tracy knows how to 
stay true to her brand and 
her values while helping 
others move away from 
the fast-fashion mindset 
and fi nd better, more eco-
conscious ways to bring 
their own visions to life.”

Connie Rishwain fi rst earned her footwear 
stripes at Nine West and Impo International, but 
she truly cemented her legacy in the industry 
at Ugg, where she directed the brand strategy 
from 1995 to 2015. In 2003, she took over as 
president of Ugg and helped lead the shearling 
bootmaker into a billion-plus-dollar business, by 
entering new categories, such as home goods, 
and expanding into more year-round footwear 
styles. Tacey Powers, EVP and GMM for shoes 
at Nordstrom, applauded Rishwain’s skill at 
shepherding the brand and staying true to its 
heritage. “I also appreciated the confi dence 
and leadership it took to build the brand to the 
level it grew to. She was a real role model in that 
way. I will always appreciate 
her partnership and insight on 
what good looks like,” said 
Powers. After leaving Ugg, 
Rishwain piloted the Vionic 
brand for three years and 
now serves as an advisor 
and board member for 
Manitobah Mukluks.

 BETH LEVINE 

FN’s late fashion director cham-
pioned numerous designers dur-
ing her legendary run of more 
than 50 years at the magazine. 
“As a budding footwear designer 
at FIT I completely idolized Viv-
ian Infantino,” said Faryl Morse, 
founder and CEO of Faryl Robin 
Footwear. “As soon as I could 
get my hands on a new edition 
of Footwear News, I would fever-
ishly fl ip to Vivian's column, 
with dreams of being on her list. 
Vivian was the most respected 
voice within the industry at a 
time when I was learning what 
my vision was. I am forever 
grateful for the wisdom she 
shared.” Born in Brooklyn, N.Y., 
Infantino joined FN in 1949, fi rst 
serving as an assistant editor 
before becoming the magazine’s 
fashion editor for more than 30 
years. Her regular “Viewpoints” 
column became a must-read 
for the industry, helping to 
propel the careers of Kenneth 
Cole, Stuart Weitzman, Manolo 
Blahnik and many more. In 1996, 
she stepped back from full-time 
work and took on the role of 
fashion director at large. She 
died in 2004 at the age of 77.

For nearly 30 years, Shannon 
Scott led the branding and 
marketing strategy at Asics 
America, starting in 1989. But 
her drive to infl uence the foot-
wear industry didn’t stop there. 
In 2017, she and her husband 
founded the L.A.-based startup 
Comunitymade Inc., which 
makes premium, handcrafted 
shoes and gives back locally. To 
Asics North America president 
Jennifer Estabrook, Scott is 
a pioneer who deserves ample 
recognition. “Shannon and [her 
husband], Sean, share a vision 
and a belief that they can 
make a di  ̈erence in the world,” 
said Estabrook. “This shared 
philosophy inspired them to 
fl ip the business model around 
and focus on the community 
rather than just profi ts, using 
their shoes as the vehicle to 
help inspire others to take 
action.” The couple also are 
tackling the issue of onshore 
and nearshore manufactur-
ing at a critical time, when the 
supply chain has forced all 
shoemakers to rethink their 
past practices toward a more 
sustainable future.

 TRACY REESE  CONNIE RISHWAIN 

Female designers and executives now wield signifi cant infl uence over the footwear industry, shaping its direction 
with their creativity and ingenuity. But today’s leaders are quick to acknowledge those who came before them — the 
intrepid women who were fi rst through the door and who overcame immense barriers in order to secure a place for 

others to follow. Here, seven trailblazers as selected by today’s leading lights.

Ariat International is one of the 
leading footwear brands in the 
riding world, and it owes much 
of that success to its senior 
director of global footwear 
merchandising, Holly Andrews-
Kramer. “Holly is the visionary 
behind our global English riding 
footwear business,” said Ariat 
president Beth Cross. “She 
leans on her background as a 
top rider to bring products to 
market each season, where ev-
ery style is a purposeful balance 
of performance technology, aes-
thetic details, comfort and fit.” 
Andrews-Kramer began riding at 
the age of 7 and entered her first 
competition at 11. Still actively 
competing today, the executive 
infuses her passion into every 
product her team creates. “Our 
company’s incredible growth and 
the accessibility of our products 
world-wide would 
not be pos-
sible without 
Holly’s sub-
ject matter 
expertise, 
vision and 
passion,” 
said Cross.

Shaquille O’Neal’s signature Shaq 
Attack sneaker is one of the icons 
of the Reebok archive. But not every 
knows that a woman created it. 
According to Reebok’s Portia Blunt, 
Judy Close is the “unsung architect 
of footwear design” as the force 
behind the Shaq Attack, as well as 
the brand’s Blacktop Series and the 
Omni Zone III. “She was designing 
at a time when women being behind 
the pen for big-program basketball 
sneakers was rare,” said Blunt. “She 
paved the way for this generation 
and future generations beyond to 
have a rightful place as footwear de-
signers.” Close’s fi rst stint with Ree-
bok was from 1987-1996, where she 
reportedly helped increase cross-
training and basketball sales from 
$174 million to $240 million. After 
leaving to start her own consultancy, 
she returned as design manager 
from 2011-2018. “Judy embodies 
what it means to 
be a trailblazer 
and is a true 
example of 
representation 
for so many 
women in our 
industry,” 
said Blunt.

 VIVIAN INFANTINO  SHANNON SCOTT  HOLLY ANDREWS-KRAMER  JUDY CLOSE 
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Soles4Souls is taking sweeping steps in addressing global social 
welfare and sustainability issues.

Footwear’s Soles Take Flight

K
indred brands and retailers 
in search of  greater meaning 
behind their missions can look 
no further than Soles4Souls, a 

non-profit focused on making measurable 
impact on people and the planet. The orga-
nization turns unwanted shoes and cloth-
ing into opportunities that empower others 
– and of  late, its partnerships are reaching 
new heights with timely programs rooted in 
providing relief, fighting poverty, protecting 
the planet, and supporting women.

To date, the outcomes are impressive: 
Soles4Souls distributed over 73 million 
pairs of  shoes and pieces of  clothing to 129 
countries and all 50 U.S. states, since 2006; 
and its work has kept more than 71 million 
pounds of  textiles out of  landfills.

Its efforts come at a critical time for 
brands and retailers as they collectively 
embrace a consumer demand to operate 
more ethically, from sustainability and ESG 
initiatives to turning their attention toward 
social impact programs that give back, 
which, in turn, increases brand loyalty. 

A recent study by McKinsey & Co. 
found that consumers, particularly the 
Gen Z and Millennial cohorts, increasingly 
“anchor their retailer and brand choices on 
sustainability, diversity, equity and inclu-
sion,” specifically with 90 percent of  Gen Z 
shoppers believing that companies should, in 
some way, address racial inequality. 

More than half  of  Gen Z and Millen-
nial consumers are aware of  brands’ sustain-
ability commitments, with over 40 percent 

considering sustainable practices in their 
purchases, all according to the same report. 
What it boils down to is a much-needed and 
welcomed emphasis on values – and brands 
that give back are now the proverbial cool 
kids on campus.

Partnerships with Soles4Souls includes 
customized programs for round up, POS 
and reward dollars; volunteer engagement; 
employee and company match; take back 
programs; buy one give one; and social 
impacts for current and foreign affairs.

And its recent initiatives and campaigns 
that have made a global impact include the 
war in Ukraine. Buddy Teaster, President 
and Chief  Executive Officer at Soles4Souls, 
told Fairchild Studio that the organization 
had a tremendous response from companies 

and brands wanting to help Ukrainian ref-
ugees. “By the time we have moved all of  
the donated product, more than $20 mil-
lion (in retail) will be helping thousands of  
people displaced by the Russian invasion,” 
Teaster said.  

PURPOSE INTO PRACTICE
The organization’s focus on unwanted 

footwear and apparel allows brands and 
retailers to partake in programs that support 
social welfare and sustainability in tandem. 
Teaster told Fairchild Studio that its 4Every-
Kid program, which is committed to put-
ting a new pair of  branded athletic shoes on 
the feet of  the 1.5 mm students in U.S. pub-
lic schools experiencing homelessness, will 
distribute more than 35,000 pairs this year 

Brands seeking philanthropic initiatives or involvement with Soles4Souls can  
expect flexibility and a more intimate relationship that extends beyond philanthropy.

Untitled-8   1 5/11/22   4:50 PM
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– and said they expect to double that num-
ber in the 12 months to come.

Collection partnerships are another wor-
thy pursuit, as Soles4Soul’s collaborations 
with footwear retailers DSW, in-store, and 
with Zappos, through the mail, continue to 
gather strength in numbers. 

“DSW customers have now donated 
nearly six million pairs of  used shoes in 
the last four years, and Zappos custom-
ers have donated more than one million 
pairs/pounds of  apparel. So, we’re helping 
to drive traffic, engage customers, create 
opportunity for entrepreneurs and extend 
the life of  shoes and clothes that might oth-
erwise go into landfills,” Teaster said.

DSW is a prime example of  how brands 
work with Soles4Souls to integrate social 
issues and positive impact initiatives into 
their everyday operations. “When DSW 
customers donate used shoes, they earn VIP 
loyalty reward points. DSW talks about the 
impact of  this in strengthening customer 
connectivity and increasing store traffic. We 
also give DSW customers and employees a 
chance to travel with us to experience their 
impact firsthand.”

And Foot Locker’s commitment to giv-
ing back takes form in supporting its com-
munities, Teaster told Fairchild Studio. 
“They contributed 20,000 pairs of  brand-
new sneakers from leading brands, as well as 
$250,000 to launch 4EveryKid – and they 

are looking at ways to expand that part-
nership. Being able to provide shoes to vul-
nerable kids in places like New York City, 
Nashville, St. Louis, and more, means a lot 
to Foot Locker employees and leadership. 
And it has brought joy and confidence to 
many students when they need it most.”

On pace with the rest of  retail, more 
and more brands are embracing sustain-
ability and integrating ESG programs into 
company policies, Teaster said. “How Soles-
4Souls can help brands, retailers and their 
customers be more sustainable is now at the 
top of  the list for almost every conversa-
tion. Specifically, brands are working hard 
on upstream issues like water usage, chemi-
cals, waste, materials, etc., and those efforts 
are beginning to bear fruit.”

Teaster explained that it’s a challenge to 
continue that work once the shoes are in the 
hands of  customers. “That’s where Soles-
4Souls can help by developing take back 
programs and other channels to make it 
convenient and emotionally rewarding to 
extend the life of  their shoes,” he noted.

GETTING ON THE BUS
Brands seeking philanthropic initia-

tives or involvement with Soles4Souls can 
expect flexibility and a more intimate rela-
tionship that extends beyond philanthropy. 
“We are open to all kinds of  possibilities! 
We work hard to be a business partner, not 

just a philanthropic partner. Just like compa-
nies are working hard to be sustainable, our 
experience is that taking a business approach 
to philanthropy, not transactional, but one 
with a business rationale, is the best way to 
be authentic,” Teaster said. 

“I think we’ve gotten better at say-
ing no to initiatives that are “campaign of  
the month” approaches. Working to make 
these programs meaningful for the business, 
customers, and those we serve takes time. 
Things like homelessness and poverty don’t 
have quick fixes, so we must take a long-
term view to how we work on them as well.”

Teaster re-emphasized that its 4Every-
Kid initiative is a landmark program for the 
organization, and an ideal way for brands 
to begin philanthropic endeavors. “It’s excit-
ing because we are having such a powerful 
impact on kids right here at home. I think 
it’s a perfect complement to our micro-en-
terprise work that repurposes new and used 
footwear and apparel to create opportunity 
for thousands of  people in places where 
there is almost none.”

“With these two approaches working 
together, we believe that by working with our 
extraordinary brand and retail partners, we 
can give people a hand up.”Feet are washed before they are sized for new shoes on a Soles4Souls Global Experience trip in Honduras.

A young boy receives new shoes at a distribution in the United States.

Untitled-8   1 5/11/22   4:53 PM
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Union’s daughter Kaavia Wade and Serena 

William’s daughter Olympia Ohanian. “We want 

them to see what’s possible when women come 

together to build something. You can really 

affect change,” added Uhrman. 

On the corporate side, Angel City is 

supported by Klarna, Door Dash and Gatorade, 

as well as women-led shoe brand Birdies. 

As the team’s exclusive sleeve patch partner, 

Birdies’ logo will be positioned on the right 

shoulder of the official kit, appearing on home 

and away jerseys. Also on the agenda are 

product collabs, such as the recently launched 

Game Changer shoe.

Birdies CEO and co-founder Bianca Gates 

told FN, “They’re a startup and we’re a startup 

and so there are no real rules. We’re redefining 

what a partnership like this looks like.” Gates 

added that the alignment of two women-led 

organizations was a no brainer, even though 

Birdies has no ties to the sports world. 

What makes this union even more unique 

is ACFC’s sponsorship model, which requires 

its corporate partners to reallocate 10% of the 

value of their sponsorship to local causes, via 

product, asset or monetary donation. In June 

2021, Birdies mobilized part of its allocation 

to develop a mentorship and paid internship 

program for young girls across Los Angeles that 

is ongoing. 

“This is more than just saying ‘we’re 

advocating for women.’ We’re actually doing 

What do Christina Aguilera, Mia Hamm, Jessica 

Chastain and Rachel Zoe have in common? 

They are all part owners of Angel City Football 

Club — Los Angeles’ new National Women's 

Soccer League (NWSL) team. 

ACFC was founded in 2020 by Oscar-winning 

actor Natalie Portman, technology venture 

capitalist Kara Nortman, media entrepreneur 

Julie Uhrman and venture capitalist Alexis 

Ohanian, and last month the team played its 

inaugural match. 

It may as well have been a Hollywood movie 

premiere with some of the A-list investors 

cheering from the sidelines, including Zoe, 

Hamm, Jennifer Garner, Lilly Singh and  

Abby Wambach. 

The team’s debut comes at a time when 

optimism for womens’ sports is at an all-time 

high — fitting, as the 50th anniversary of Title 

IX approaches next month. TV viewership is 

up, there’s greater attendance and more media 

coverage all around. For instance, 22,000 

people filled out Banc of California Stadium 

to see Angel City’s first match. And the NCAA 

Women’s Basketball Tournament championship 

game between South Carolina and UConn on 

ESPN averaged 4.85 million viewers — the most 

watched title game in nearly two decades. 

But industry leaders are cautious in their 

enthusiasm. “We’ve been here before,” said 

Haley Rosen, a former professional soccer 

player and founder and CEO of the media 

platform Just Women Sports. “We need 

investment to grow, full stop. And there’s a 

positive flywheel effect at work, where the more 

brands that come on board, the more their 

peers and competitors notice and follow suit.” 

Angel City, for one, is seeking to spark a  

wave of change.

The soccer team formed in a non-traditional 

sense as the owners focused on a mission-first 

mindset, with women at the helm. “The idea 

behind Angel City was not just about building a 

sports club and having a positive impact in L.A., 

but also to strive for equity for these female 

athletes, pay them what they deserve and draw 

attention and awareness for this incredible 

sport,” said co-founder and president Uhrman.  

With this model of leading with passion 

and purpose as the backbone, investors and 

sponsors came knocking. While many sports 

teams have only a handful of backers, Angel 

City has more than 30 famous names, including 

the next generation of female leaders: Gabrielle 

W O M E N  I N  P O W E R  2 0 2 2

Pay to Play 
Why brands should start  
investing in women’s sports  
for the long haul.  
BY NIKARA JOHNS

Angel City FC’s inaugural match  
in Los Angeles on April 29
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engagement from NWLS fans compared with 

general sports fans. 

Christine Franklin, EVP of marketing at the 

sports agency Octagon, said, “The reason why 

it’s so important to talk about the investment 

[angle in women’s sports] is it is inextricably 

tied to the opportunities. People who are 

pushing for the professionalization of women’s 

sports are focused on investment by brands 

and third parties because the leagues and the 

athletes are already investing themselves and 

time. They can only make money by selling 

tickets, and that’s not enough anymore.”

The Fan Project Report also found that 

female athletes often have deeper connections to 

the fans, so when women’s sports are accessible, 

the community tunes in at startling rates. 

For instance, in 2021, the WNBA saw a 49% 

increase in vewiership over the 2020 regular 

season. And from 2019 to 2020, the NWSL saw a 

476% increase in viewership after a new media 

rights deal was secured in 2020 that featured a 

combination of linear and streaming broadcast. 

For reference, the NBA Finals saw a 49% dip in 

viewership over that same time period. 

Rosen added, “For years, if not decades, 

people have been talking about the potential of 

women’s sports. At some point, we must turn 

the corner and start covering these athletes 

and teams. We must drive value for sponsors 

to encourage more investment, which can then 

fund more coverage. The bottom line is: Women’s 

sports are in a good spot, but we have to stop 

talking about the future and go build it.” 

it,” said Gates. “We have to be the change we 

want to see, and the more that we can get any 

industry to focus more on women and be a 

champion for women, [the better].”

For Uhrman, the partnership allows for 

greater exposure, as lack of awareness is one 

of the greatest obstacles for women’s sports. 

“Having nontraditional partners, such as 

Birdies, see women’s sports as an opportunity to 

speak to their audience, there’s no greater sense 

of community-building than that,” she said.

For decades, women’s sports have been 

treated as an after-thought in comparison  

to men’s leagues. But that changes now, 

according to experts in the field, as data shows 

that this untapped market has a high potential 

for growth.

Angela Ruggiero, co-founder and CEO of 

The Sports Innovation Lab, a market research 

company focused on the intersection of sports 

and technology, said there’s been an awakening 

on a societal level, but “you can’t build a 

business without investing in the business 

first.” The former Olympian predicted that the 

market could account for up to a third of the 

total global sports business if investments start 

today. But Ruggiero cautioned brands need  

to invest now with upfront capital and a  

long-term strategy in order to see those 

rewards. Otherwise, money is going to be  

left on the table. 

So why invest? Brands who commit early in 

real ways could reap high levels of loyalty and 

brand affinity. 

Explained Ruggiero, “These consumers 

are technically-savvy, watching longer, they’re 

buying more, they have more vested interest 

in the success and are aligned to the values of 

those brands and those organizations that stand 

for women's sports.”

Nike has seen the rewards firsthand as one 

of the few brands that is not just sponsoring 

teams but funding them. In February, the 

Swoosh became an equity investor in the WNBA 

as part of the league’s reported $75 million 

debut funding round. And last year, Nike, a 

founding partner, announced a long-term 

partnership extension with the NWSL, proving 

its vote of confidence in women’s leagues. 

According to The Fan Project 2021 Report, 

a data-driven campaign created by the Sports 

Innovation Lab, Nike saw more than double the 

Birdies'  
Game Changer 
collaboration  
shoe 

Co-founders Kara Nortman and Julie Uhrman

ACFC investor  
and actress 
Jennifer Garner 
at the Angel City 
match on April 29 
in Los Angeles

ACFC celebrates its 
victory over the  
North Carolina Courage 
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As more women across the industry ascend to C-suite roles, 

there’s also notable movement in another key area of the 

business: corporate boards.

According to a recent report from Women Business 

Collaborative, 2021 was a “watershed year.” Women held 27% 

of all board seats, up from 24% in 2020. This marked the 

largest year-over-year increase for the Russell 3000, which 

includes the 3,000 largest public companies in the U.S.

The momentum is continuing as 2022 rolls on, with 

retailers like Macy’s Inc. leading the way. In late March, the 

department store added two women — Marie Chandoha, 

former president and CEO of Charles Schwab Investment 

Management, and Jill Granoff, former Vince CEO and 

managing partner of Eurazeo — to its board, effective April 1.

The announcement marked the latest in a string of 

notable appointments over the last few years — and a shift 

in the way retail companies are selecting people to their 

boards. That is, looking beyond a small pool of CEOs that 

are often mainly composed of Caucasian men. As of October, 

8.2% of Fortune 500 CEOs were women, according to the 

2021 Women CEOs in America Report. 

For Macy’s, board diversity has been a goal of the 

company for years. The retailer first reached gender parity 

on its board in 2015 and has hovered around that percentage 

since then, never dropping below 40%. With these latest 

appointments, its board is now 50% women, with 31% non-

white members, and three out of 14 identifying as members 

of the LGBTQ community.

“Having such strong leaders from all backgrounds is 

inspiring to our colleagues,” said Elisa Garcia, chief legal 

officer at Macy’s Inc. “It reassures them that they could take 

a similar path [here].”

Macy’s is not the only retail company progressing in this 

realm. Gap Inc.’s 13-person board includes six women. And 

Fortune’s 2022 Modern Board 25 — which ranks corporate 

boards by gender, racial and age diversity — gave high 

marks to Walmart, Best Buy and Amazon.

Now, more companies are seeking to correct the historic 

lack of representation in these governing roles for women.

HOW RETAIL STACKS UP
In 2010, 16% of people on boards in the S&P 500 were 

women, according to data from the Women’s Forum of 

New York, which seeks to promote female leaders across all 

industries. In 2021, that number rose to 30%.

“The pace of change has accelerated, but not enough,” 

said Janice Reals Ellig, founder of the Women’s Forum of 

New York’s Corporate Board Initiative and its Breakfast of 

Corporate Champions.

The forum’s stated goal is to achieve 50% gender parity 

on boards by 2025, which would mean filling half of the 

board openings by women every year until then. Given the 

lofty goal, Ellig said she would be satisfied with 40%.

Compared to other industries, retail is leading the way, 

ranking among the highest-performing industries for board 

gender diversity across the S&P 500, according to a July 2021 

study from nonprofit BoardReady.

Caleres Inc. has been a particular standout. The 

company’s board is 55% women (six of 11 directors), and 20% 

of the members identify as racially or ethnically diverse.

Getting on Board 
While progress around board gender diversity 
has been too slow, companies are finally 
realizing that having more women directors  
is good for business.  BY SHOSHY CIMENT 
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Diane Sullivan

“It took a concentrated effort that 

began more than fi ve years ago,” said 

Caleres chairman and CEO Diane 

Sullivan, who explained the company 

proactively looked for female leaders 

who could refl ect its consumers, 70% of 

whom are women and children. “We are a stronger, more 

strategic company because our board has the thinking, 

experience and capabilities we need, while at the same time 

refl ecting the communities we serve.”

At the Women’s Forum of New York’s Breakfast of 

Corporate Champions in New York in November, Caleres 

was one of only 44 companies from all industries recognized 

for achieving or exceeding board gender parity. In total, 

about 240 companies were saluted for having 35% or more 

female representation, including Tapestry, Designer Brands, 

Gap, Kohl’s, Macy’s, Nordstrom, TJX Companies, Foot 

Locker, Genesco, PVH, Wolverine World Wide and more. 

Tapestry Inc., the parent to Coach, Kate Spade and 

Stuart Weitzman, has a 10-person board composed of 50% 

women, helmed by chair Anne Gates. Like Sullivan, Tapestry 

CEO Joanne Crevoiserat said the board aims to represent 

its diverse consumer base. As such, 40% of the board also 

identifi es as people of color.

“When you lack gender parity, you miss out on the 

wealth of perspectives you would otherwise achieve with a 

balanced board,” Crevoiserat said, later adding, “We know 

that having a diverse range of perspectives, backgrounds 

and experiences makes us more innovative and successful, 

and it brings us closer to our consumers. Both in our 

business and at the board level, a slate of diverse 

candidates is critical.”

WHEN BOARD GENDER DIVERSITY IS THE LAW
For companies headquartered California, adding women 

to their boards is not just an ideal — it’s the law. California 

Senate Bill No. 826, passed in 2018, required public 

companies based there to appoint at least one female 

director to their boards by the end of 2019 or face fi nes. 

Since the bill’s passage, the number of women on the 

Golden State’s public boards has more than doubled, 

according to the nonprofi t California Partners Project, 

which was partly founded by Governor Newsom’s wife, 

Jennifer Siebel Newsom. And in 2021, over half (50.4%) of 

board appointees in California were women.

Leigha Weinberg, who leads gender equity work for 

the California Partners Project, said the economic benefi ts 

of improving gender board diversity include employee 

satisfaction, better risk management and consumer safety 

and less fraud. 

“The research shows — and the law was based on 

the idea — that, when you get to three or more women 

directors, you see the greatest impact and benefi t of that 

board diversity,” she said.

One example of the law’s impact is Manhattan Beach, 

Calif.-based Skechers USA Inc., which in April added 

Yolanda Macias to its corporate board, bringing the number 

of women on its eight-person board to three (all three were 

appointed over the last three years).

Outside the U.S., legal-based gender equality efforts 

are also gaining momentum. Labor and employment 

offi cials from the European Union approved a plan in 

March to require gender balance on corporate boards of 

public companies. 

Under the new rules, public fi rms with headquarters in 

the EU must aim for 40% of non-executive director roles to 

be held by women by 2027. The impact of such legislation is 

yet to be seen.P
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P O W E R E D  B Y :

Colloquialisms such as “getting back on 
one’s feet” feel particularly apropos 
for footwear brand TOMS. Well 

known for its style meets comfort aesthetic 
that offers a range of  product from alpargatas 
and boots to slip-ons, sneakers, slippers, and 
sandals, the brand is also steeped in the 
impact space, and its efforts are focused well 
beyond footwear.

And TOMS’s approach to impact,
particularly in mental health resources and 
its support of  women, begins with education. 
Amy Smith, Chief  Giving Officer at TOMS, 
told Fairchild Studio, “At TOMS we always 
start our process of  creating impact by doing 
everything we can to better understand the 
issue and learning through the expertise of  
our impact partners. It’s no secret that our 
collective mental health is at the forefront for 
almost everyone. We know that every year 
1 in 5 Americans will experience a mental 
health challenge.”

The TOMS business model funds access 
to mental health resources through purchase 
of  its products, Smith noted, adding that “This 
is what makes our evolved model of  creating 
impact so powerful.”

Smith said that although the brand has 
been supporting mental health partnerships 
since 2015, through more recent research, 
TOMS has learned that access to resources 
is a common issue for its consumers. “Many 
people would like to access mental health 
resources and support but often don’t know 
where to start. Considering our impact history, 
the significant number of  Americans that live 
with mental health challenges, and what we 
know of  the barriers to receiving care, we felt 
the best place for us to contribute is to support 
organizations that are supporting people in 
taking those first steps to receive care – people 
that need a place to turn in a moment of  
mental health challenge.”

Its maxim that “TOMS is in business 
to improve lives” takes form in the brand’s 
notable contributions in community investment 
and positive impacts. Smith told Fairchild 
Studio, “Thanks to our incredible community 
of  supporters and impact partners, in 2021, 
TOMS gave over $2 million dollars to support 
grassroots organizations, much of  that focused 
on mental health. We also increased our B 
Corp score across all categories of  ESG by 25 
percent to a new score 121.5.” 

The company’s investments in mental 
health and female empowerment span from 
supporting organizations such as Brave 
Trails, a leadership-focused summer camp 
for LGBTQ+ youth that launched a mental 
health program tailored to the young people 

they serve to Letters to Strangers, who work to 
destigmatize mental illness and increase access 
to affordable, quality treatment, particularly for 
youth, the brand shared. 

A WORLD OF GOOD
And perhaps the brand’s upcoming campaign 
launching May 1st, aptly titled “Wear Good,” 
best encapsulates TOMS’s method for rallying 
around a cause and consciously engaging with 
consumers. Ian Stewart, Chief  Marketing 
Officer at TOMS, said that the campaign will 
be launched in tandem with Mental Health 
Awareness Month.

Stewart told Fairchild Studio, “We worked 
with Portland based agency Kamp Grizzly to 
develop a call-to-action that spoke to our brand 
mission – being in business to improve lives, 
our approach to impact – giving one third of  
profits for grassroots good, and our products, 
comfortable shoes that look good. Wear Good 
was the CTA that hit the mark, and in fact 
feels like the sort of  line that can live with us 
for years to come.”

Self-described as a fully integrated, global 
campaign spanning owned and partner 
channels, outdoor ads in key cities, digital 
ads that connect with its target consumers, 
editorial and PR, influencers, and product 
collaborations with Wildfang and The 
Happiness Project, the message for Wear 
Good celebrates, among others, Brave Trails 
and The Dinner Party, a platform for 20- and 
30- somethings that are navigating the grieving 
process after significant loss, two of  TOMS 
impact partners. 

And to complement its campaign, TOMS 
made a film in support of  mental health and 

“the importance of  taking that first step,” 
Stewart said, with Charlotte-based agency Hue 
House. “It’s going to be a busy month, and a 
great set up for Wear Good as an evergreen 
idea that speaks to all that we believe in and 
do at TOMS.”

Smith emphasized that TOMS “is 
committed to bringing mental health resources 
to marginalized communities. We focus on 
LGBTQ+, BIPOC and Women & Girls. We 
believe that empowerment comes from within 
and lived experience creates powerful leaders.”

“This rings true with many of  the female 
founders and leaders at the organizations we 
support. Like Carla, the co-founder of  the 
Dinner Party, through her lived experience 
she identified a critical need and built a global 
network of  support for grieving folks in their 
20’s and 30’s, or Diana, the founder of  Letters 
to Strangers, a 22-year-old, first generation, 
Chinese American immigrant navigating her 
own mental health challenges and not finding 
the resources she needed so she started creating 
them for others, or female lead GirlForward 
creating safe spaces for girls to become their 
best selves, and the list goes on.”

“These women don’t let anything stand in 
their way of  creating positive change for the 
communities they support. We are very proud 
to be a small part of  their amazing work,” 
Smith noted.

ONE STEP AT A TIME
As a top-rated B Corp – which recently 
received the organization’s ‘Best for the World 
2021’ award and placed in the top five percent 
of  organizations in the Community category 
– TOMS works to meet the highest standards 
of  social and environmental performance,
transparency, and accountability. Smith 
told Fairchild Studio, “Now in 2022, we are 
sharpening our focus even more on mental 
health, and doubling-down on funding access 
to mental health resources for the millions 
of  people who need them. A few of  our key 
partners include Homeboy Industries, Letters 
to Strangers, and the Venice Family Clinic, 

with a pledge to provide access to mental 
health resources for 50 million people.”

And sustainability for TOMS is an 
energized momentum toward perpetual 
improvement. Its recent impact report proves 
its drive to advance sustainability efforts and 
transparency, and according to Smith, TOMS 
takes a three-pronged approach to tracking its 
own process. “We have a 360-degree holistic 
view of  our impact with clear focus on three 
things: Purpose, meaning our commitment 
to mental health; Planet, doing our part for 
the place we all call home; and People, as we 
know ground up change start with us and we 
must walk the talk of  our mission and vision; 
volunteering and learning together as a staff, 
ensuring fair labor practices and growing or 
DEIA efforts.”

“We share our progress and learnings 
through an annual impact report that helps 
our supporters understand how our impact 
works and where our giving is going. We know 
this level of  transparency and continuous 
improvement is not only important to share 
but expected by the growing community of  
thoughtful, socially conscious consumers,” 
Smith said.

“Our evolved approach brought a new 
sense of  authenticity to the brand. Brand 
awareness has increased around key marketing 
moments, and we have seen a rise in new 
supporters to the brand. We’ve got big goals 
ahead of  us. So, we will continue to focus on 
ESG by prioritizing funding – and awareness 
to grassroots mental health organizations.”

After 15 years of  One for One giving and 
positively impacting 100 million lives, TOMS 
felt it was time to innovate its approach to 
creating impact, Smith told Fairchild Studio. 
“Over the last few years that evolution 
has been a labor of  love and a passionate 
commitment to best in class social impact. As 
you can imagine it has also meant big change 
for the organization and it’s been worth it. We 
are excited about our new brand direction, 
which has been well received inside and outside 
of  TOMS.”

TOMS discusses its approach to mental health 
awareness and female empowerment through impact 
initiatives in the footwear segment.

Building Business to 
Improve Lives

Amy Smith, Chief Strategy and Impact 
Offi cer, TOMS

TOMS differentiates in the footwear segment by heavily investing in impact. 
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BY KATIE ABEL  |  PHOTOS BY EVIE LANE 

To mark Nike’s 50th anniversary milestone, six of 
the game-changing executives leading the brand’s 
ambitious strategy open up about how their unique 
sisterhood has sustained them and why women will 
define Nike’s future.    

n a drizzly April morning in 

Beaverton, Ore., history is 

being made at Nike HQ. 

For the first time, the women at the center 

of the company’s transformation are coming 

together for a joint interview and photo shoot. 

Nike is using its 50th anniversary to make 

a powerful statement about its future, which 

will driven by, and dependent upon, the 

instrumental leaders here today. 

The excitement is palpable inside a meeting 

room on the seventh floor of the new Serena 

Williams building, where Heidi O’Neill, the 

Swoosh’s first female president, is holding 

court with four of the influential executives. 

The conversation is already flowing when a 

reporter arrives, and they all stand in unison. 

Only a few seconds tick by before O’Neill 

motions to the video screen, where Angela 

Dong appears via Zoom. 

It’s approaching midnight in China, and 

the loyal leader has been locked down in her 

Shanghai home for almost 30 days amid a 

sharp rise in Omicron cases — but O’Neill 

was determined to include Dong, a longtime 

Nike executive, in this defining moment. The 

president personally requested that all group 

photos, shot in Oregon, were modified to 

include Dong since she couldn’t travel.

Nike’s VP/GM of Greater China is one 

of the three geographic leaders joining the 

conversation today, along with Sarah Mensah, 

VP/GM of North America, and Amy Montagne, 

VP/GM of Asia Pacific and Latin America. 

Seven years ago, a woman had never led a 

geography for Nike. Now, they steer three of 

the four regions. 

Also in the house is Whitney Malkiel, VP/

GM of global women’s, who is following in the 

footsteps of O’Neill and Montagne (both ran 

the business previously). And Tanya Hvizdak, 

VP of global women’s sports marketing, rounds 

out the group.

“The energy and emotion you feel with this 

crew is amazing,” said O’Neill, who has been 



From left: Whitney Malkiel, 
Sarah Mensah, Heidi O’Neill, 

Amy Montagne, Tanya 
Hvizdak and Angela Dong 
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on board at the brand for 24 of its 50 years, 

and has a lifetime of memories. 

As a rising star at Nike, she was there for 

the exhilarating 1999 Women’s World Cup 

championship, when the U.S. team captivated 

the world and changed the game forever.  

The executive has also watched Williams 

overcome great obstacles to win 23 Grand 

Slam titles. (“I redecorated my office and my 

gym over COVID, and Serena is plastered all 

over both,” she said.) And O’Neill has run with 

Joan Benoit Samuelson, the first women’s 

Olympic Games marathon champion.  

Samuelson, a longtime Nike athlete who 

won gold in 1984, was able to break through 

after the passage of Title IX in June 1972, the 

landmark bill that enforced gender equity in 

high school and collegiate sports. 

That same summer was a tipping point 

for Nike as well, when a handful of former 

University of Oregon runners from Blue 

Ribbon Sports arrived on the scene at the 

Olympic Track and Field Trials in Eugene, Ore. 

“We needed to own those trials, so we 

sent an advance team down to give shoes to 

any competitor willing to take them, and we 

set up a staging area in our store,” recalled 

Nike co-founder Phil Knight in “Shoe Dog,” 

his 2016 memoir. “As the trials opened, we 

descended on Eugene and set up a silk-screen 

machine in the back of the store. We cranked 

out scores of Nike T-shirts, which [my wife] 

Penny handed out like Halloween candy.”

How far Nike has come since those fledgling 

days — defying all the odds as it grew from 

a tiny upstart into a singular force that 

dominates sport and culture like no other. 

With great influence also comes 

great responsibility. And Nike has faced 

considerable public scrutiny through the 

decades, most recently around its treatment 

of female employees and athletes. 

A critical point for the company came in 

2018, amid #MeToo and a wider reckoning 

across America that emboldened more women 

to come forward about mistreatment in the 

workplace and on the playing field. 

 Nike is a “brand of action,” O’Neill 

explained, and since that time, the company 

has worked to forge stronger ties with its 

female athletes — while also hiring and 

promoting more women and diverse voices 

inside the company, as illustrated through its 

ambitious 2025 goals.

In its 2021 Impact Report, Nike revealed 

that it increased representation of women 

globally throughout the company to 50.4%, 

and has grown the number of women at the 

director level and above globally to 43%.

Nike’s targets for 2025 include maintaining 

50% representation of women in its global 

corporate workforce and 45% in leadership 

positions; 35% representation of racial 

and ethnic minorities in its U.S. corporate 

workforce; and to maintain 100% pay equity 

across all employee levels on an annual basis.

For O’Neill and the women in the 

room today — who together oversee more 

than 60,000 employees — this isn’t only a 

professional mandate; it’s a personal mission. 

“There are big ways this team is putting 

more female leaders at the table. It’s in 

the numbers. You’ll see it in promoting or 

mentoring. But it’s sometimes the everyday 

ways,” O’Neill said, recalling a moment in 

China almost a decade ago, when she and 

Dong forged a lasting bond after sitting 

together at a dinner. “We had such a 

wonderful long conversation, and it ended 

up developing into a mutual commitment 

to support each other and learn and grow 

together,” Dong said.

Mensah, the first Black woman to lead 

the North American business, said that 

genuine camaraderie among the women is a 

crucial part of the equation. “It’s something 

that’s unique, the sorority of women, at this 

level of leadership. We can build on each 

other’s successes and strengths … and help 

each other [in areas] where we might have 

weaknesses,” she said. “What’s playing out 

here is we’re not only redefining the role of 

women in sport, we’re also doing it in sport 

executive leadership.”

For Malkiel, having the support and 

mentorship of the women who came before 

her (O’Neill and Montagne) has been impactful 

as she guides the women’s business at a time 

when every brand wants a big piece of it. 

“My proudest moment at Nike was when 

I got this job, and the openness of these two 

women who said, ‘Come in.’ They recognized 

the landscape has changed, but there is so 

much willingness to partner with me.”

“It’s almost like all the good parts of 

sport,” Montagne adds. “We want each other 

to win. It’s a community, and we want to 

celebrate together.”  

The sports analogy is fitting because 

the same kinds of candid and collaborative 

conversations happening inside Nike are also 

now taking place with the brand’s star athletes 

through the new Nike Athlete Think Tank 

initiative that Hvizdak is heading up. 

“We created a forum for athletes to be 

heard, whether they’re introverts, extroverts, 

the loud voice at the table,” said Hvizdak. 

“But now they’re in a safe space for us … to 

meet them where they’re at. This crew has 

trailblazed. Now they have the opportunity to 

do that for the generations behind them.”  

There’s nothing more important to O’Neill 

than making things better for the next 

generation of women at Nike. She’s been doing 

it from her earliest days at the company, when 

sometimes she was one of the only women in 

the room. 

O’Neill refers to a thematic line in the new 

Tiger Woods ad around his Masters return: 

“What would you be willing to do to chase 

your dream?” 

“How I think about this group is, ‘What are 

we willing to do?’ It’s not always easy to hold 

up that light and crash the door down, but we 

do it.” 

Inside the US Open cafeteria  
at the Serena Wiliams building 
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Nike, you have continually innovated and changed the 

game. From wa�e soles to Air, you created the currency of 

sneaker culture. You set out to just do it; you did just that 

and more. Foot Locker, Inc. is honored to share a 

long-standing partnership.

Happy 50th Anniversary.
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GROWING UP IN Northern Michigan, Heidi 

O’Neill got an early education about the highs and 

lows of retail while working in the back room at 

Port Side Sports, her parents’ sporting goods store.

When she was 12, her father decided to 

introduce cross-country skiing to the residents of 

Charlevoix, Mich., and on a particularly snowy day, 

he taught his daughter about the power of great 

storytelling. “He kicked me out the door and had 

me cross-country ski to school. Then he called the 

local newspaper and had them meet me on the 

way so he could get the cover story,” recalled the 

president of Nike Consumer and Marketplace.

Soon, the young athlete was holding ski clinics, 

which O’Neill likened to Nike Run Club. “My father 

had so much passion around sport and bringing it 

to the community, and I was part of that. Some of 

the fundamentals match what Nike’s trying to do 

— it is a bit timeless.”

But retail has never been an easy business, and 

the family ran into sizable challenges along the 

way. “We went bankrupt and lost the store during 

the energy crisis, and it was hard. We had a lot of 

setbacks. I went to eight different schools in eight 

years,” she remembered. 

Those difficult times — and the lessons that 

came from them — helped shape the executive’s 

leadership philosophy. “What I love about my 

family is they dared for a comeback after a 

setback. A comeback requires heart and will and 

courage, and that’s what I take with me the most,” 

she said.

Despite her early exposure to athletic retail, 

O’Neill never had a grand plan to enter the 

industry. But the executive — who has been at 

Nike for almost half of its 50 years — is now 

front and center, overseeing $40 billion in annual 

revenue. Inside the company, she’s always been 

viewed as one of its brightest stars and adeptly 

carved out a path for herself at a time when few 

women were able to break through. 

O’Neill talked candidly about early career 

struggles — she cut her teeth in the male-

dominated advertising industry, where she 

THE HEAD 
COACH 
As she rallies her team around big goals for  
the future, Heidi O’Neill opens up about the 
leadership lessons that have defined her,  
Nike’s disruptive DTC plays and her sage advice  
for the next generation.

BY KATIE ABEL

couldn’t always find her voice.

Decades later, O’Neill is 

opening the door for the next 

generation of Nike leaders, and 

she’s made it her mission to help 

colleagues open up, no matter what title they hold. 

“I believe the coach is the most powerful model for 

leadership. A great coach helps all players achieve 

their full potential,” said Nike CEO John Donahoe. 

“Heidi is one of the world’s truly great coaches, 

always inviting in diverse opinions and insights to 

get the most from her team.” 

O’Neill and the entire Nike C-suite have been 

working to cultivate female leadership inside the 

company — and within its athlete ranks — at a 

time when it’s critical for Nike to reassert itself as 

a champion for women. 

For example, O’Neill said the brand’s equity 

investment in the WNBA, announced this year, is 

a “put your money where your mouth is” moment. 

“It’s a 25-year commitment, which is significant, 

and we’re just at the beginning,” said O’Neill. The 

WNBA also is the centerpiece of Women in Nike 

(WIN), a two-year program that launched in 2019 

to provide relevant work experience for retired 

WNBA players. 

O’Neill is fiercely passionate about the women’s 

category, which she led for seven years while 

climbing the ladder at Nike. And she has played a 

key role in leading almost every other part of the 

business, from marketing to apparel. 

In April 2020, just as COVID took hold in the 

U.S., the executive was elevated to her current post  

after about four years at the helm of Nike Direct.

O’Neill has spent the past five years driving 

the Consumer Direct Acceleration strategy, which 

was revealed in 2017 and centers around building 

direct relationships with its consumers. It proved 

to be a powerful advantage as the landscape 

changed overnight during the pandemic.

“It starts with the commitment we made a 

few years ago. The company had the vision,” 

O’Neill said. “We’re seeing so much return from a 

member-centric, not a channel-centric, ecosystem 

that connects all the experiences,” said the exec, 

who oversees stores, e-commerce and apps and all 

four of the company’s geographic regions.    

DTC and online sales continue to fuel Nike’s top 

and bottom lines, leading to the company’s strong 

Q3 beat despite supply chain challenges and 

uneven growth in Greater China. (Those obstacles 

show no signs of abating amid continuing 

lockdowns.)

Market watchers agree that the DTC plan is 

working and that Nike’s related decision to cut 

ties with many longtime retailers — it reduced the 

number of North American partners by 50% in the 

past four years — has disrupted and reshaped the 

entire athletic market. 

O’Neill and team are crystal clear about the fact 

that their chief goal is to have direct relationships 

with consumers. But in recent months, they’ve 

also doubled down on their affirmations that top 

retailers still matter — a lot.

Lauren Hobart, president and CEO of Dick’s 

Sporting Goods, said O’Neill and Nike continue to 

put sport at the center of their strategy. “You can 

see that in the product, their partnerships and 

through the connected membership program we’ve 

formed together,” she said. 

Tying their loyalty programs together is just one 

example of how Nike and Dick’s are innovating 

together — and O’Neill loves pushing the business 

in new directions. “I think we’ll look back and 

say the 2020s were a pretty explosive time of 

innovation,” she said. 

The future of work is one of the most 
pressing topics for leaders right now, and 
Nike is adapting a hybrid structure that 
kicked off a few weeks ago. What is the key 
to making this new model work? 
Heidi O’Neill: “There are some lessons in Zoom I 
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The Zoom I had with [Greater China VP/GM] 

Angela [Dong] and her China team last night was 

because they have been in their homes for 30 days. 

They’re doing great, but it’s tough. I’ve never seen 

a time when we’ve reached out more to say, ‘Are 

you OK? Do you need some help?’ I hope forward-

to-work has a little more of the empathy we saw. 

You take all that — and then mix it with the 

energy you’re going to get when you see the 

campus full. I hope there’ll be some familiar and 

some new.” 

As one of Nike’s top leaders, how are you 
driving the company’s commitment to equity 
and equality?
HO: “There’s no finish line, but at the same time, 

we’re a brand of action. When you think about 

driving equity and equality in a company with 

so many employees, so distributed, how do we 

line up together and how do we approach this? A 

framework and structure — not ours, we borrowed 

it — is this idea of ‘Be, Do, Say,’ and in that order. 

The Be part is simply, ‘Who am I and how 

am I showing up?’ We’re asking each other. The 

message is, ‘How are you building an environment 

of inclusivity and voices?’ We’re all challenging 

ourselves to own that part. 

The Do part is Nike’s action orientation. We’re 

proud of our representation targets — we’re 

putting it out there. One example, by 2025, our 

goal is to have 50% women in the corporate 

workforce, [but also 45%] in leadership roles — 

and we’re tying executive comp to that. 

Say is putting our voice to our beliefs. I’m the 

executive sponsor of the Pride Network, and I 

spend a lot of time with that team and love what 

they’re doing. I’m deep in that, and one of my most 

proud moments at Nike as it relates to equality, 

it goes way back. We signed an emeritus brief for 

marriage equality — I was a big voice in that — 

which led to Supreme Court marriage equality. 

That’s a proud moment. We use our political 

capital and our voice to say and move things 

forward. We’re getting after it individually, but also 

together, and we’re feeling the progress.” 

With so many stops and starts during 
COVID, from store closures to supply chain 
disruption, what was the key to managing for 
the long-term? 
HO: “We dared to make some moves that weren’t 

about just being responsive — for example, the 

amount of innovation we’ve had in supply and 

demand planning. How do you plan demand when 

we don’t know if people will leave their homes 

and that changes over time? How do you plan 

supply when we don’t know if COVID will impact 

our transportation and factories? The way we 

innovated by using data science, leveraging the 

superpowers of our [predictive analytics company] 

Celect acquisition, and playing that against supply 

and demand planning, we will be forever better. 

Something China helped us with [in early 

2020] is consumer experiences. That’s when we 

were still living life big in the States. When we 

saw that sport went dark, the world went dark, 

our employees created new workouts, workouts in 

The big challenge I faced in my career 
and how I overcame it:
“In the early days, just finding my voice 
was a challenge. I was trying to do that in 
places where I was unique as a woman 
at a business table. It was probably 
generational. Then I started powering up. 
I have a mini Ted Talk I do here — we call 
them ‘Unplugged’ sessions — and when 
we would talk about voice, it was standing 
room only. It wasn’t just women; it was men 
and women. It made me realize it’s a thing 
for people.”

The most important pieces of advice I 
would give to the next generation:  
“When I look at them, I think, ‘I’m not sure 
they need me.’ I feel like they’re already 
changing the world. But there are three 
pieces of mentorship advice that have 
been really consistent. The first — I read 
this in ’99 or 2000 — is that when you lead, 
think of yourself as the CEO, whatever the 
role is. It just gives you this whole different 
perspective. You’re not waiting for someone 
to tell you what to do. If you don’t take the 
action and the leadership, it will not happen. 
It puts you in a different state of mind. I 
really use that. 

Then I had a boss tell me: ‘You need to be 
in your job, but make sure you’re stepping 
up above. Where do I need to take this?’ 

And the advice I give to people lately is 
to write your own job description. You get to 
write it, whatever you want that to be. Write 
your future. Sometimes we limit what we 
do by how we define our roles. I like to see 
people busting out of that.”

The woman who’s had the most  
impact on me: 
“My mom. The reason I go there is because 
she led with this deep value that things 
can always be better. She believed that to 
her core and lived that in a badass kind of 
way. She was a policewoman in inner-city 
Detroit. She had a sociology major and 
she just went in and said, ‘I want to make a 
difference. I know things can be better.’ She 
was on the Vice squad for a while.”

small spaces. We had never done livestream on any 

of our platforms. That team did it in two weeks. It 

probably would have taken us two years.”

The pandemic accelerated your focus on 
Nike Direct, and the strategy is clearly 
working: Sales hit $4.6 billion in Q3, up 17% 
on a currency-neutral basis. How, specifically, 
are you winning here? 
HO: “We built this balance of friction fighting and 

consumer delighting. We learned we can’t do one 

or the other. We made a lot of changes around 

payment and checkout. If there’s friction there, you 

might lose [the customer]. I can serve you better 

at Nike House of Innovation in New York because 

I know what you prefer through your experience 

on the Nike app. If I know you’re training for 

a marathon, I can better serve you. What’s 

underlying those numbers is member growth. The 

percentages of revenue coming from members is at 

an all-time high, and it builds a healthy business. 

But it starts with the consumer. The ecosystem 

is working to be your personal shopper, but also 

to be your personal trainer, your running coach. 

People want more from Nike than buying stuff.” 

After so much conversation about the future 
of physical stores, brick-and-mortar has 
bounced back strongly. How do you balance 
the IRL and digital experiences? 
HO: “We are committed to stores, and we’ll be 

opening more over the next three to five years. 

There’s so much interplay — we did some studies 

where we found a person has between five and 

eight touchpoints before a purchase. Stores are 

an important part of that. We launched Nike Live 

around the world during the pandemic. We’ll be 

opening more. We opened Nike’s Paris House of 

Innovation, our third flagship, and Nike Rise in 

Seoul. The more we know our members, those 

stores are serving you so much better.”

What misconceptions do you want to clear 
up with the wholesale strategy?   
HO: “First of all, we believe in direct relationships 

with consumers. We don’t see this as a binary 

strategy at all. In fact, I see partners being more 

important as we go forward — those who are really 

closely connected to their consumers and their 

communities in unique ways. We think we can do 

better serving our consumers if we apply the same 

principles together — putting our members in the 

center and connecting their experiences — so we 

can create a new sport marketplace.”

Every brand has made the female consumer 
a bigger priority in the past few years, and 
Lululemon has entered the shoe world for 
the first time. How do you address increased 
competition? 
HO: “We’re always up for it. We are investing 

more in women’s than we ever have, in areas that 

are important to move that business forward: 

consumer insights, data science, designers. We’re 

going to get fit for women around the world right 

— from maternity to all sizes. We’re going to be on 

an innovation pipeline like no one else.” 

HEIDI ON:

don’t want to lose. For us, it flattened hierarchies. 

We listened to each other more. Even some of the 

techniques for people who want use their voices 

in different ways — polling, chat, a raised hand 

— those are ways Zoom made it easier. What I’m 

trying to think about is not return-to-work or 

back-to-work, but more forward-to-work. What 

can we take with us? For me, it’s some of the Zoom 

system of how we show up with each other. 

I also thought about me as a manager, and I’ve 

been [understanding] in wanting to see people 

with balance in their lives. I hope we come back 

with a little more respect for that — you know, you 

see people’s kids and families in the background 

and life is real. It’s not going to stop. 
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SARAH MENSAH 

An in-depth look at how five of Nike’s top execs are leading the 
company’s biggest growth initiatives and amplifying the voices 

of the next generation.

Yes, Nike’s top women executives have several group texts going too.
“It’s amazing how much we run on a text,” said Heidi O’Neill, president of consumer 

and marketplace. Staying connected — whether IRL or through digital channels — has 
been crucial for this crew during the pandemic era, particularly since five of the women 
assumed new roles during COVID. 

O’Neill takes great pride in the group assembled for FN’s exclusive cover story. 
During consecutive one-one-one interviews, we sat down with each of those executives 

(in person or virtually) to discover their unique career paths, strategies for success and 
big plans for the future. 

BORN READY

LAST YEAR, Sarah Mensah made history at 

Nike when she became the first Black women to 

take the reins of North America, the company’s 

biggest geography and the place where it all 

started for the Swoosh in 1972. 

For Nike, the move sent a powerful message 

about the brand’s commitment to elevating 

women — and specifically women of color — 

into top positions. 

“It’s important to me personally and to our 

athletes, our employees, our consumers. We talk 

a lot about listening to them, and the best way 

to listen is to reflect them,” said Mensah. “I feel 

a tremendous amount of responsibility because 

Nike means so much to the Black community. To 

be the first Black women leading this geography 

is an incredible mandate.”

The former Portland Trail Blazers executive, 

who arrived at Nike in 2013 and initially spent 

about five years at Jordan Brand, most recently 

helmed the Asia Pacific and Latin America 

(APLA) region. 

Now she’s steering North America at a 

time when a surge in consumer spending is 

propelling demand for the brand on its home 

turf. Overall sales increased 9% in Q3, and 

digital revenue jumped 33%, fueled by Nike’s 

Consumer Direct Acceleration strategy. 

“While we are the largest geography and 

one of the largest revenue drivers at Nike, I’ve 

been surprised at the capacity for growth. It’s 

continuing to materialize in every dimension of 

our business,” she said. 

As the company continued to work through 

supply chain pressures in Q3, Nike-owned 

inventory increased 22% versus the prior year, 

and that was good news as consumers drove 

more full-price selling and fewer markdowns.

Longer transit times continue to be a sizable 

issue for Nike and across the entire industry — 

and Mensah said the supply chain conundrum 

is just one part of the puzzle. Every part of the 

business, she noted, is experiencing intense 

change, from retail development, operations 

and staffing in the U.S. and Canada to the 

corporate side. 

“It’s a challenge every day, the largeness of it. 

Part of the surprise is that we’re navigating it,” 

Mensah said. “The secret sauce is a tremendous 

amount of empathy and communication.” 

Authentically communicating and connecting 

with her team — and giving them a forum to 

be open about their challenges — has been a 

priority for the executive, particularly since she 

started her role during the pandemic. “I have an 

open-door policy. As a leader, it’s so important to 

create those spaces,” Mensah said. 

She’s also secure in the fact she doesn’t have 

all the answers. “I’m comfortable listening 

and allowing my team — many of whom are 

very senior female leaders — to help with 

the solution. These are the future leaders at 

Nike and they’re coming up with a lot of the 

strategies that will define the future.”  

As she works to empower the next 

generation, Mensah reflects on her own personal 

experiences, and the lessons her mother taught 

her at an early age. 

“My mother is white, and my father is 

Black. My mother was a trailblazer — she was 

willing to step into this place of diversity before 

interracial marriage was a norm,” Mensah 

recalled. “She instilled in my sister and me to 

trust our gut and what we know.” 

Mensah wishes she would have done more 

of that along the way. “So many of us, especially 

in my generation, spent a good portion of our 

time in business trying to emulate what the 

guys were doing, thinking there would be some 

reward at the end,” she said. “The best way to 

unlocking success is to trust that gut and know 

that your voice matters.” 

BY KATIE ABEL 
PHOTOS BY EVIE LANE

P
H

O
T

O
S

: D
O

N
G

, T
IM

E
LI

N
E

 IM
A

G
E

S
: C

O
U

R
T

E
S

Y
 O

F 
N

IK
E



27

FIRSTSTHE 

TO UNDERSTAND Nike’s potential in China, 

Angela Dong o� ers this astounding stat: More 

than 200 million members of Generation 

Alpha — that is, kids who have been born 

since 2010 — participate in sports on a daily 

basis in the massive market. 

“Young people are more active than ever,” 

said the VP/GM of Greater China. “More 

and more of them are embracing sports as 

a lifestyle. We’re really excited to see large 

momentum around health and fi tness, 

especially after the pandemic outbreak. 

Greater China has a signifi cant runway.”

The executive is fi rmly focused on the 

future, even as lockdowns in Shanghai and 

other key areas once again put the country at 

the center of COVID challenges.

Nike has acknowledged that its business 

forecast for fi scal Q4 continues to be dynamic. 

A small number of stores in Shanghai, Suzhou 

and Xi’an remain closed — and across the rest 

of China, the company is focusing on driving 

conversion rather than tra�  c in-store. 

Online, the team is fueling activity through 

experiences, content and livestreams on its 

e-commerce platforms — all elements of its 2020 

pandemic playbook for the entire company. 

For Dong, the biggest priority is her team. 

“We’re putting our employees at the center of 

everything we do, just like we did in 2020,” 

she said.  During a time when most activity 

in Shanghai has come to a halt, Nike has 

delivered three care packages to each employee 

based in Shanghai — including o�  ce and 

retail sta�  — since the new lockdowns were 

implemented. “That shows the power of our 

logistics and operations, and demonstrated 

how much we are committed to caring for our 

teams,” said Dong, who got her start at Procter 

& Gamble before arriving at Nike in 2005.

Of her early career, Dong recalled, “It was 

an incredible learning experience at the top 

multinational company. In that role, I grew 

from a student to a professional manager. It 

not only provided me with a global perspective 

and holistic view of business, but also helped 

me to learn how to work and collaborate 

with people from a variety of cultures and 

backgrounds.”

Like Procter & Gamble, Nike has a long 

history in the market. And China — now the 

Swoosh’s most profi table geography — 

is critical to the long-term growth strategy. 

But it hasn’t been an easy road: In addition 

to pandemic-related challenges and supply 

chain woes, Nike (and several other major 

brands, from H&M to Adidas) faced backlash 

in China last year over their stance against 

using Xinjiang cotton due to alleged forced 

labor in the region.

Still, the market is showing signs of 

recovery: Greater China delivered $2 billion in 

revenue in Q3 alone. Though that was an 8% 

decrease from year-ago results on a currency-

neutral basis, it was better than analysts 

predicted and gave them confi dence that the 

tide has started to turn.

Through all the ups and downs, Dong has 

been a consistent innovator. 

“Since we opened in 1981, our relationship 

with our communities has been unbreakable. 

But we’re not taking that for granted. We know 

we need a more disruptive set of strategies,” 

she said. 

That starts with forging strong ties with 

the youth population that will be key to 

Nike’s future success.  “I personally always 

feel inspired working with Gen Z and 

younger people. They cherish diversity and 

inclusiveness. They pride themselves on being 

their authentic selves. They’re bold, they’re 

eager to do more and they always want to try 

something new,” Dong said.

Case in point: Street dance is the fastest-

growing sport for Gen Z, according to Dong. 

There are now 10,000 registered street dance 

studios in greater China, and 20 billion 

people watched Season 3 of the reality show 

“Street Dance of China” in October 2020. 

“This generation will continuously expand the 

defi nition of sport,” she said. 

With that in mind, the executive said that 

delivering locally relevant product is a key 

way to reach younger generations. “They are 

global citizens, but they are also proud of their 

heritage and communities,” Dong said. Nike 

also is connecting with its Chinese consumers 

through its Nike Membership Program on 

Alibaba’s Tmall platform. For example, during 

the Singles Day shopping period last November, 

Nike added 13 million new members, and 

was once again the top sports brand on the 

platform.

Outside of that powerful partnership, 

the team also is fueling growth through the 

Nike app and SNKRS. “Our consumers are 

engaged through social platforms, livestreams, 

e-commerce and digitally-enabled stores,” Dong 

said. “They demand the connected experience.” 

As Nike marks five decades, a look at the female champions and women’s product 
that have played a central role in the story from the beginning. 

As the U.S. Olympic Track and Field Trials 
start in Eugene, Ore., a handful of former 
University of Oregon runners create T-shirts 
and give away free shoes that feature an 
unusual new brand that looks like a check 
mark. Their tiny company is called Blue 
Ribbon Sports, but those shirts proudly 
display the word “Nike” — derived from the 
winged goddess of victory — which later will 
become the name of the brand. 

A group of female runners bands 
together to create the International 
Runners Committee (IRC) to fight 
for the inclusion of long-distance 
running. Nike is a partner of the IRC, 
providing funding and exposure to 
help push women’s running to new 
levels of acceptance.

1972 1979 1984
Joan Benoit Samuelson makes history when she 
wins the first women’s marathon at the Olympics 
in Los Angeles. She wears a prototype of the Nike 
Skylon, customized especially for the runner. The 
brand celebrates the groundbreaking victory with 
print ads. 

ANGELA DONG
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as dance,” she explained, noting that with 

a similar trend unfolding in China, the two 

groups are working together on initiatives 

around this category. “It has been those deep 

insights we’re getting from those local teams 

connected to athletes that’s enabled us to 

deliver the results,” she said. 

The women’s business has also been a 

passion for Montagne, who led the category 

for four years.  

“That was an impactful time for me. It 

pushed the point of listening to the athlete 

and what she’s asking for,” said the executive, 

who experienced one of her proudest moments 

at Nike when the brand revealed in 2017 that 

it would sell a performance hijab for Muslim 

female athletes.

“It’s so simple: Every woman should have 

the product she needs to participate in sport. 

There was no question that we were going to 

make this product,” said Montagne.

Inside Nike, she’s also been a valuable 

mentor, as one of the executive sponsors of 

the Women of Nike & Friends network, one 

of eight employee groups at Nike. (It includes 

thousands of women across the company.) 

“How do we support all of our diverse 

women? There are the small ways and then big 

moments. It’s about progress. We’re not going 

to flip a switch tomorrow and fix everything 

that everyone has been dealing with. But it’s 

about a community coming together.”

The executive recalled all the women 

at Nike who were there to support her 12 

years ago when she was a new mom of 

triplets. “Having that happen, I had to focus 

and decide what was important to me,” 

she remembered. “I wanted to continue 

my professional life, but I had this new 

dimension. I had to rethink my values.” 

AMY MONTAGNE 

FOR AMY MONTAGNE, managing Nike’s 

most diverse geography — which also includes 

almost half the world’s population — is a 

unique challenge. “With the time zones and 

teams out there, it’s highly dynamic and 

energizing,” said the VP/GM of Asia Pacific and 

Latin America (APLA), who was promoted to 

her role last spring. “Even when I’m sleeping, 

I go to bed with a kind of calm that someone’s 

always on it.” 

The team in Beaverton and the six territory 

groups helped lead APLA to its largest and 

most profitable quarter ever in Q3, thanks in 

large part to impressive digital growth.

“In a geography that has some compexity 

to it, one of the things we are seeing is how 

fast our athlete is moving into the future. One 

of the places we’ve seen that so dramatically 

is through the lens of digital. We have some 

of the most digitally advanced marketplaces 

— Korea, Japan, Southeast Asia and India. 

Many of those consumers are digitally native,” 

Montagne said. 

During the last few quarters, the brand 

launched its Nike app in Mexico, Southeast 

Asia and India, and digital is also driving the 

brick-and-mortar strategy. 

Seoul is home to the company’s most 

digitally connected store yet: a Nike Rise 

location that opened last summer.

Among the highlights of the store is 

“Sports Pulse,” a digital platform towering 

through every level that taps into local Nike 

product trends and sports updates to create 

an immersive environment. Another feature 

is Inside Track, an interactive RFID-enabled 

footwear table where shoppers can access 

details about shoe technology or online 

reviews by placing products on the table. 

In addition to building stronger retail 

experiences, cultivating strong ties with 

athletes in each market has been key, 

Montagne said, especially when it comes to 

high-profile events like the Australian Open or 

Tokyo Olympics. 

“There were so many changes happening 

during the Olympics, but we were able to 

locally serve those athletes. This big global 

company can get really focused, too. The team 

represents the consumers they serve,” said 

Montagne, a former Gap Inc. executive who 

has been with Nike for 17 years. 

For example, in Korea, the team has 

discovered that the younger generation of 

female athletes is embracing dance like never 

before. “Yes, running is important. Some 

are playing football. But they also see sport 

Nike’s very first 
sports bra makes 
its debut. Its 
simple design is 
conveyed with  
an equally simple 
name, the Nike 
Fitness Bra Top. 

1992
Celebrating the 
penalty kick that won 
the Women’s World 
Cup, defender and 
midfielder Brandi 
Chastain, star of the 
Nike-sponsored U.S. 
team, takes off her 
jersey, revealing a 
Swoosh sports bra. 
An iconic image is 
created. 

Serena Williams pushes 
the boundary between 
performance and style 
when she debuts a Nike-
designed denim skirt, 
black tank and custom-
made Nike Shox Glamour 
shoes at the US Open.  
She wears matching 
black knee-high gaitors 
during warm-up. 

Sheryl Swoopes joins 
the short list of Nike 
athletes to have a shoe 
bear their name. The 
Air Swoopes was the 
first basketball shoe 
named after a woman. 
That same fall, Nike 
released a 30-second 
TV spot called “If 
You Let Me Play” to 
emphasize how sports 
benefits girls. 

1995 1999 2004



yea r s

Congratu la t ions ,  N ike ,  on  50  years  o f  innovat ing 

cu l ture  and  spor t .  We hope  you  cont inue  to 

remind  us  that  there  i s  no  f in ish  l ine .
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in women’s sports has never been higher, and 

Malkiel believes this moment represents a 

true tipping point for female athletes.

In March, for example, the Barcelona 

women’s soccer team beat rivals Real Madrid 

in front of a crowd of more than 91,000 fans. It 

was the most highly attended women’s game in 

history, with the previous record set at the 1999 

World Cup final between the U.S. and China. 

“This is a moment when there’s so much 

energy in women’s sports,” said Malkiel. And 

she believes much of that is due to the athletes 

themselves, who are shedding light on critical 

topics such as mental health and equity in 

sports. 

“They’re comfortable expressing barriers 

they’re seeing. They are [using their 

platforms] to drive change that will translate 

into innovation, [new] thinking and more 

participation for young girls,” she said. “My 

goal is for us to all look back and think of the 

2020s as the decade of women’s sport. If we 

can capture this energy and pull it through 

the decade, and build equity in sport, that’s a 

defining moment.” 

Inside Nike, Malkiel sees that same kind 

of spark among the next generation of female 

leaders. “I love to ask questions to show 

them they can be bigger and take them to a 

place they might feel is a little far out,” she 

said. “What I have found is that I think they 

are going to hold us and the company more 

accountable.”

Malkiel also takes pride in setting an 

example for her team when it comes to setting 

boundaries and striving for balance. She 

said, “I have three boys, and a husband I’ve 

been with for 30 years. I’ve been extremely 

transparent about ‘family first.’ I think role 

modeling is important.” 

WHITNEY MALKIEL 

WHEN SHE STEPPED into her role as VP/

GM of Nike’s global women’s business right in 

the thick of the pandemic, Whitney Malkiel 

had a powerful revelation.

“Everyone was managing life and work, 

and it was complicated.  It was important to 

establish tight priorities and make sure the 

team understood where we were focused,” she 

said. “Almost just as important was to get that 

quick win. So much was out of our control, 

so I wanted the team to feel we were back in 

control,” said the 18-year Nike veteran, whose 

career path at the company has been anything 

but straight. 

“I had an opportunity to be at the city level 

in New York closest to the consumer. I worked 

in three geographies, and for the last eight 

years, I worked at the global level. I’ve had the 

opportunity to move between functions. That’s 

given me empathy for everyone up down the 

value chain,” she said. 

Malkiel is now firmly entrenched in 

a women’s category that has become 

increasingly important for Nike — and the 

entire athletic market. Many insiders believe 

it has taken too long for top players to address 

the specific needs of women, but now many 

brands are doubling down on their efforts, 

and the competition is fierce.  

At Nike, the company is centering its 

efforts around three key areas: team sports, 

fitness and lifestyle. 

“Team and organized sport is one of our 

priorities and where we’re most comfortable 

— basketball, global football (soccer), tennis. 

We want to increase participation and remove 

barriers,” Malkiel said.

 “Fitness is where we’re seeing competitive 

pressure, which is amazing because that 

means the industry is growing and healthy. 

It makes us better, more focused and helps 

us make decisions faster. And then we think 

about lifestyle: that’s our secret sauce, our 

ability to mix sport and culture and showcase 

it in lifestyle.”

The increased focus on lifestyle is also 

visible in some of Nike’s newer partnerships 

and campaigns centered around dance — for 

example, its deal with Megan Thee Stallion, 

revealed in 2021, made big waves. Malkiel 

also pointed to the brand’s tie-up with Parris 

Goebel, the choreographer behind Rihanna’s 

Savage x Fenty shows and Jennifer Lopez’s 

2020 Super Bowl performance. “Dance 

athletes have become really important,” the 

executive said. 

Across the broader athletic arena, interest 

Nike launches the first Nike Pro Hijab, a performance 
hijab that is created based on female athletes’ 
insights and takes more than a year of research and 
development. 

2017
Nike releases its “Voices” film to celebrate 
women in sport on the 40th anniversary of 
Title IX. It features Joan Benoit Samuelson, 
Lisa Leslie, Marlen Esparza and Diana Taurasi.

2012
Nike announces 
its first dedicated 
maternity 
collection, Nike 
(M), supporting 
women during 
all stages of 
pregnancy and 
beyond. 

2020

After launching in 2011, 
Nike Training Club  
(NTC) evolves from 
training-only to become 
Nike’s ultimate fitness 
and style destination  
for female athletes. 

2013
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marketing just as the coronavirus took hold 

and the world shut down. 

While much of her initial work became 

virtual, Hvizdak’s mandate was to focus on 

several key areas laid out by Parker. 

The company’s accelerated focus on getting 

closer to its top athletes came after a difficult 

period for Nike, when several big names came 

forward to allege mistreatment. Some called 

out what they deemed were unfair policies 

around pregnancy. (Nike has since changed its 

maternity policies.) 

At a time when sports went dark during 

the pandemic, Hvizdak and her team got to 

work, talking to 200 of Nike’s female athletes 

about what they needed from the brand. 

“Listening to the voice of the athlete fuels this 

organization,” she said. “If we can get it right 

for them, we’re probably going to get it right 

from a broader perspective.” 

Those initial conversations set the stage for 

the launch of one of Nike’s most far-reaching 

marketing platforms in years, The Nike Athlete 

Think Tank.

For much of 2021, the Think Tank’s diverse 

group of 13 founding members —including 

Serena Williams, sprinters Dina Asher-Smith 

and Shelly-Ann Fraser-Pryce, and WNBA 

star Sabrina Ionescu — met with the brand 

virtually to provide unfiltered feedback about 

their unique journeys and the changes they 

wanted to see. (Other athletes on the roster 

include Ada Hegerberg, Angela Davis, Bebe 

Vio, Deyna Castellanos, Ibtihaj Muhammad, 

Nafissatou Thiam, Scout Bassett, Shalane 

Flanagan and Simone Manuel.)

During the conversations — which 

culminated with a special in-person moment 

in November — the athletes zeroed in 

on inclusivity, emphasizing the financial 

barriers to sports, especially for athletes 

with disabilities. They spoke about valuing 

their purpose and ability to create change 

inside their communities. And many of them 

reflected on their challenges along the way. 

One of the big actions that stemmed from 

the conversations was Nike’s partnership with 

Charities Aid Foundation America (CAF) to 

fund $1.3 million for 20 grants to community 

organizations identified by each athlete.

“It’s not just about winning medals and 

breaking records; it’s about the things that get 

put in place because of these partnerships to 

benefit others,” said Fraser-Pryce.

Now Hvizdak and team plan to expand 

the Think Tank, inviting more women to 

participate in the years to come. “We might 

talk about pushing more women in sports, 

but the athletes are authentically speaking 

to the changes they’re seeing. That means so 

much more than what we’re sharing. It’s their 

personal experience,” Hvizdak said. 

Encouraging mental health awareness has 

also been a priority for Nike, both internally 

and with its athletes (male and female), 

through partnerships with Headspace and 

Crisis Text Line. Last week, the brand debuted 

a podcast that will feature conversations 

with several notable Nike athletes who have 

confronted mental health issues.

Those kinds of efforts will be critical for 

both the company and the broader community 

of women’s sports. 

And the brand also is investing on an 

even bigger scale. In February, the company 

revealed its equity investment in the WNBA, 

an extension of its partnership with the 

burgeoning league. “There’s a lot of talk 

about investing in women — not just here, 

but broadly. I’m most proud that we have 

examples and our athletes feel them,”  

Hvizdak said. 

IN 2019, then-Nike CEO Mark Parker 

approached Tanya Hvizdak, a longtime sales 

and business executive at Nike, with an 

intriguing opportunity.

At a pivotal time, the company had pledged 

to invest more resources into women’s sports 

marketing as part of its mission to build 

stronger and more meaningful relationships 

with athletes. The team thought Hvizdak was a 

strong candidate to help lead that effort.

“This wasn’t the path I set out on. I was on 

the business side for more than 18 years and 

truly enjoyed that aspect of it,” she said. “But 

I’m super passionate about sports, and I knew 

this would give me the opportunity to push the 

company through the voices of our athletes.”

A year later, Hvizdak officially took the reins 

as Nike’s first VP of global women’s sports 

Serena Williams Design Crew 
(SWDC) debuts 
its first collection. The 
capsule, which includes 
apparel, footwear and 
accessories, is designed 
by the inaugural SWDC 
apprenticeship cohort, 
represented by 10 designers 
from diverse backgrounds.

2021
The WNBA announces 
Nike Inc. as an equity 
investor in the league. 
Through the evolved 
partnership, Nike and the 
WNBA will work together 
to grow the league by 
deepening storytelling, 
creating more visibility 
for athletes and bringing 
more girls into basketball.

2022
Nike establishes the Athlete Think Tank to hear directly 
from top women athletes from different geographies, 
sport experiences and at varying junctures in their lives. 
The goal is to learn from their unique experiences and 
needs, and hear their ideas for the future of sport. 

2022

TANYA HVIZDAK 
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BY PETER VERRY

Nike doubles-down on 
design and collaboration 
with its 1 million-square-
foot hub of imagination in 
Beaverton, Ore., using tennis 
icon Serena Williams 
as its muse.

SERENA
SLAM

SUM OF ITS PARTS

THROUGHOUT ITS 50 YEARS, Nike has 

assembled a roster of top athletes from around 

the world, but only a few — including Bo Jackson, 

Michael Jordan and Mia Hamm — have their 

names on a building at its HQ. Now, Serena 

Williams joins that list as the namesake for Nike’s 

newest and largest building.

Last month, Nike chief design offi cer 

John Hoke explained the athlete’s infl uence 

on the facility during a walkthrough of the 

new structure, referring to her as “the spine 

of the project.”

“[The Serena Williams Building] is a catalyst 

for collaboration and creativity, and it’s in many 

ways a tribute to Serena Williams — her push as 

an artist, as an advocate, as an athlete. This is the 

embodiment of her,” Hoke said.

The building reveal comes six months after 

Nike debuted another massive facility on its 

campus, the LeBron James Innovation Center. 

Nike has continuously raised the bar for sustainable footwear, 
and two of its forthcoming sneakers — which are part of 
the company’s pursuit of a circular future — are taking the 
mission a step further. 

At an event to reveal the Serena Williams Building on 
Nike’s world headquarters in Beaverton, Ore., the athletic 
giant also debuted the ISPA Link and ISPA Link Axis, 
which were created with the end of the product’s lifecycle 
in mind. Darryl Matthews, Nike VP of product footwear 
design, catalyst, explained at the event that there are three 
removable components — upper, laces and tooling — that are 
interlinked through geometry.

“The idea was to eradicate the whole cementation 
process within the production line,” Matthews said.

Both sneakers feature interlocking modules that 
are connected without glue or cement and can be 
completely disassembled. Nike explained that having 
materials that can be separated makes the shoes easier 
to process, recycle and repurpose, which facilitates the 
reusability of materials and components and a transition 
to a circular economy.

“This shoe has reduced emissions quite considerably in 
the process — it takes eight minutes to make a shoe, there 

are no heat tunnels, no cooling tunnels, no glue lines. It’s 
our fi rst steps in understanding how we can get to a circular 

“It’s two massive investments of energy and 

infrastructure to double down on what we do at 

Nike,” Hoke said. “The LeBron James [building] 

is the innovation center. It’s the research and 

science center, best in the world in the sports 

industry. This [Serena building] is about product 

creation, it’s about creativity.”

The Serena Williams Building spans 1 

million square feet, and inside the facility 

is 200,000 square feet of lab space, which 

Nike said will allow its teams to test 

new ideas in developing, presenting and 

Nike’s latest evolution in sustainable 
footwear is a shoe made for disassembly.

merchandising product. It is divided into 

three wings — Phenom, Warrior and Muse — 

that are connected by a main tower, which is 

reminiscent of the wing of the goddess Nike.

The space will house several Nike teams, 

including design, consumer insights, apparel and 

footwear product merchandising and others.

Chuck Eichten, a 26-year Nike veteran who 

is now its brand design director of workplace 

design and connectivity Americas, explained the 

challenges the company presented to Portland, 

Ore.-based fi rm Skylab Architecture. “The teams 

process of recyclability in footwear product,” Matthews said.
What’s more, Nike explained that designing for 

disassembly can also reduce labor, the manufacturing 
footprint and carbon emissions, and could also allow for 
components to be refurbished, replaced or customized based 
on aesthetic preferences or performance requirements.

Specifi c to the ISPA Link Axis, Nike said the prototype 
builds on ISPA Link’s sustainable intent with the use of 
proprietary material innovations with recycled content. This 
includes 100% recycled polyester Flyknit uppers, 100% 
recycled TPU tooling with Nike airbag scrap material, 20% 
recycled TPU cages and 10% recycled EVA sockliners.

“The idea is that at the end of its life, the shoe can be 
separated and ground into another object or material,” 
Matthews said.

The Nike ISPA Link will arrive next month, while the ISPA 
Link Axis will release in 2023. 

Although this is Nike’s breakthrough into designing for 
disassembly, it’s something the athletic giant has sought to 
do for decades. 

For example, Nike created the Presto Clip in 2003 and the 
Zvezdochka, designed in collaboration with Marc Newson, 
in 2005. Nike said the ISPA team referenced both of these 
examples, as well as its Circular Design Guide, throughout the 
creation process. — P.V.

The Serena Williams Building 
pays homage to the 
sports icon and Nike history
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Nike isn’t shy about sharing its purpose, which includes 
a sharpened focus on diversity, equity and inclusion in all 
areas of the business, including design. 

Jarvis Sam, Nike VP of global diversity and inclusion, 
spoke to FN last month during a walkthrough of 
the newly constructed Serena Williams Building in 
Beaverton, Ore., about what he believes is the greatest 
issue the design space is facing today: celebrating and 
amplifying people’s voices. “When we talk about diversity 
driving innovation, it has to be rooted in the ability for 
these folks to have real impact and move beyond intent 
and move beyond just having them there,” Sam told FN. 

Arguably Nike’s most profound answer to this 
industry-wide issue is an effort that Sam is attached 
to, the Serena Design Crew apprenticeship program, 
which launched in 2019 and aims to promote diversity 
in design. 

“These folks are apprentices who have an amazing 
ecosystem of onboarding buddies, mentors and 
managers here at Nike who support their work. But 
beyond that, they are the ones creating this collection. 
They’re not sitting on the sidelines watching someone 
else do it and learning the process,” Sam explained. 
“We recruit them because of their creative and 
entrepreneurial spirit that they bring to the table, so it is 
actually giving them that voice in the conversation.”

The Serena Williams Design Crew has already had 
an impact on how Nike operates, according to Sam, 
including a change in how the company thinks about 
onboarding talent and a redefinition of its understanding 
of partnership. 

What’s more, Sam said, the Serena Williams Design 
Crew has inspired other programs at brands under 
the Nike Inc. umbrella — specifically, the Converse All 
Star Design Team, which recruits professionals from 
underrepresented backgrounds to develop product and 
define new approaches to innovation in footwear, apparel 
and equipment for the brand.

The connecting thread among these programs,  
Sam said, is education. 

“The investments we’re making in education for 
our design leaders, as well as our designers, is critical 
because we want all our footwear and apparel products 
to be created through a lens that is connected to 
authenticity,” he said. “We talk about this with our Be 
True product, with our Black History Month product, 
where you need to reflect the culture in the community 
and amplify their voices — but it’s critical that we do this 
with all our work.” — P.V.

that work together, that need to see each other’s 

work, that need to talk about the work, how 

do we get those people sitting closer together, 

moving within the spaces together? And how 

do we make it big enough to accommodate 

all those people, and yet, make it open and 

inviting?” Eichten said. “We had been so spread 

out. Now, there’s a home, a place for people to 

come together.”

There’s also a bit of Nike’s 50-year history 

infused in the building as well. To come up with 

its design, Skylab Architecture collaborated with 

former CEO Mark Parker, who is the current 

executive chairman of Nike Inc.

The first two levels are for Consumer Labs, 

featuring 140,000 square feet of showrooms and 

working space aimed at fueing the company’s 

Consumer Direct Acceleration strategy, with 

workspaces on the second level equipped with 

180-degree wraparound visual projection. 

From there, Nike added a Footwear Materials 

Library on the third level and a Color Lab on 

level four. “It gets us closer to understanding the 

consumer and understanding the product that 

we want to put into the marketplace,” Eichten 

said. “We’ve never been able to do that under 

one roof before.”

As for Williams’ inspiration, it can be seen 

on the fifth-level Queen’s Court meeting space, 

the two-story Olympia Theater (named after her 

daughter) that consumes the seventh and eighth 

levels and the East Compton Hills Country Club 

Tennis Court on the outside grounds.

The building also allows for 1,000 designers to 

fit on the fourth floor — something that has never 

happened during Hoke’s three decades with the 

Swoosh. “I’m turning 30 [at Nike] this year and 

I’m old enough to remember that, in the Michael 

Jordan Building, you could sit all the designers on 

one floor — and at that time it was probably 100. 

To think about 1,000 creative minds, diverse in 

discipline, background, ethnicity, focus, it’s going 

to be amazing,” Hoke said.

With this wealth of talent, Hoke said he’s 

confident Nike can problem solve better than 

ever, through widespread collaboration.

A BETTER TOMORROW
Nike VP of global diversity and 
inclusion Jarvis Sam explains how 
the athletic giant is using sport  
as a vehicle to fight discrimination. 

The building also marks another milestone 

moment in Nike’s sustainability mission.

A LEED platinum-certified structure, it 

features 648 solar panels, and more than 20% 

of the materials are made of recycled content 

and harvested and manufactured regionally. 

Also, more than 50% of the wood is Forest 

Stewardship Council-certified and derived from 

sustainably managed forests. Nike estimated an 

energy cost savings of more than 41% compared 

to a baseline building.

The facility is also part of Nike’s “Salmon-Safe” 

campus, which reduces stormwater runoff and 

source pollution to protect Pacific Northwest 

salmon watersheds. And Nike supplemented the 

federally protected wetland that runs through the 

campus and along the building with thousands of 

native plant species.

When it came to the design of the building, 

Nike also emphasized visual storytelling. It 

includes the art of several notable women artists.

For example, Australian typographic artist 

Gemma O’Brien created the painting on the third 

level, which was inspired by the motivational 

phrases hung throughout the Williams family 

house by patriarch Richard Williams. And the 

multistory SinewFlex sculpture on the fourth 

and fifth levels was designed by New York-based 

artist Jenny Sabin.

Outside the facility, Nike added pulsation 

sculptures by Madrid-born installation artist 

Daniel Canogar, featuring four LED towers that 

Nike said captures “the dynamic and versatile 

energy of Serena.” 

Tapping into the brand heritage is the 

Shoe Dog Bridge, the company’s first covered 

footbridge that is an homage to Nike co-founder 

and chairman emeritus Phil Knight. 

Further nods to Williams include 

memorabilia cases on the first level with pieces 

from all 23 of her major wins (grouped by the 

four Grand Slam tournaments) and a ceiling 

graphic with constellations from the night sky 

in Melbourne featuring images of Nike athletes 

including Williams and Michael Jordan at the 

third-level Oz Café. 

The fourth floor 
atrium features a 

sculpture by artist 
Jenny Sabin
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Geox is rewriting the David and Goliath 
tale — not as a competition but as a 

collaboration to benefi t the planet. The 
footwear giant will launch a capsule 

collection this fall with ACBC, a shoe startup 
founded in 2016 dedicated to sustainable 

innovation. Together, the two Italian 
companies crafted sneakers with high-

quality, eco-considered designs. 
On this graphic women’s look, for instance, 
the upper is made from FreeBio, a leather 

alternative created with recycled materials 
and natural fi llers such as wood fi bers and 
calcium carbonate. And the sole is ReEVA, 
a compound that blends EVA with recycled 

post-production rubber. The shoe also 
comes with two sets of laces: one is 100% 
recyclable jute fi ber and the other is made 

from recycled PET bottles.
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T H E  I S S U EL I S T

In the ultracompetitive athletic 

industry, there are few categories 

that are underdeveloped. But experts 

say performance walking is one 

of them.

“It’s an untapped market,” said 

Matt Powell, senior sports industry 

advisor at The NPD Group, which 

recorded a 34% spike in walking 

shoe sales in 2021 versus 2020, on 

top of a 10% gain the previous year. 

“If someone came out and said, 

‘This is the greatest walking shoe 

ever made and here’s why,’ I think 

we could get another shoe in the 

consumer’s closet.”

Like many outdoor fi tness 

activities, walking participation 

boomed in the pandemic, as 

Americans took to sidewalks and 

trails as an escape from their homes 

and to stay active while gyms 

were closed.

According to the Sports & Fitness 

Industry Association, roughly 115.8 

million Americans (age 6 and older) 

walked for fi tness at least once in 

2021. “By comparison, running and 

jogging hover around 50 million,” 

said SFIA president and CEO Tom 

Cove. “And the largest team sport is 

basketball, with 27.1 million.” 

Now, as daily life returns to a 

more normal routine, the looming 

question is: Will walkers keep 

lacing up? 

Cove predicts that participation 

growth will begin to dip, but not 

by much, for several contributing 

reasons. Foremost, he explained, 

walking is still easily accessible, 

affordable and can be done with 

friends or individually. “Also, one of 

the issues that people kind of sleep 

on is the digital connection,” Cove 

added. “The ability to listen to a 

podcast when you walk is massive to 

people, and the ability to track your 

steps for health or for a competition. 

Those trends in society are very 

walking friendly.”

That aligns with the fi ndings 

from a recent study by Rockport 

and First Insight, which surveyed 

more than 17,000 adults about their 

walking habits as offi ces reopen. 

“We were really pleased to see 

that 60% of professionals still plan 

to take one to three walk breaks 

per week,” said Lisa Laich, chief 

marketing offi cer at The Rockport 

Group. “That number was higher 

than I would have expected.”

She noted another surprising 

fi nding, that 74% expressed no 

concern about stepping away from 

their desk to go for a walk. “I think 

that speaks to the changes we’re 

going to see in the work week,” 

said Laich. “The pandemic has 

allowed us to all embrace a degree 

of fl exibility, and we really see that 

more pronounced among the Gen Z 

and millennial age groups.”

With such as rosy outlook for 

walking, why aren’t more footwear 

brands focused on this activity?

Powell points to competitive 

products. “A lot of people who are 

walking for fi tness are wearing 

running shoes, because they’re much 

more readily available and they look 

a little bit more stylish,” he said. As 

a result, some of the major athletic 

players largely ignore the category, 

citing a lack of demand.

However, those that have 

established a strong stance in the 

market are seeing success. NPD 

found that the No. 1 walking shoe 

brand in the U.S. is Skechers, 

followed by Ryka, New Balance, Easy 

Spirit and Propét.

Skechers has invested strongly 

in the category. This year, it 

launched a new workout walking 

collection with campaigns starring 

Brooke Burke and NFL Hall of 

Famer Cris Carter. That helped 

contribute to the company’s 27% 

revenue gain in Q1, for a quarterly 

record of $1.82 billion.

For Rockport, the brand has 

responded to the recent boom 

by fi rst reissuing its iconic men’s 

ProWalker 9000 shoe last year 

and then last month debuting the 

ProWalker Next sneaker for women. 

“This is a great example of listening 

to the consumer, seeing where the 

consumer is in their mindset and 

using Rockport’s expertise to develop 

a next-generation walking shoe,” 

said Laich.

In terms of demographics, 

walking continues to lean heavily 

toward women — participation 

was 56% female versus 44% male 

in 2020, according to SFIA — and 

to Powell, that spells opportunity. 

“Brands are all saying, ‘we’re going 

to get after the women’s business.’ 

Well, she’s buying walking shoes, 

so if you’re really thinking about 

getting after the women’s business, 

you probably ought to be thinking 

about walking,” he said.

But the perception that walking 

is just for seniors doesn’t hold up 

anymore. For 2020, SFIA found 

participation among adults was fairly 

evenly distributed. For instance, 

25-to-34-year-olds made up 14.9% of 

total walkers, while the 65-and-older 

cohort represented 16.9%.

Cove noted those percentages 

could shift if younger athletes opt 

to return to gyms for more varied 

fi tness experiences. “But overall, 

the numbers here are still massive,” 

he said. 

After experiencing a pandemic 
boom, what’s next for the 
walking shoe category? 

By Jennie Bell

WALK 
THIS WAY

THE 
ISSUE
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Skechers’ new 
Go Walk Workout Walker 
Outpace sneaker

Rockport is targeting 
younger women with the 
ProWalker Next sneaker 

that launched for spring ’22 



L I S TL I S TL I S T W A L K I N G  T R E N D

01 Adidas Ultraboost 5.0 DNA sneaker with an upper made from Parley ocean plastic // 02 Aetrex Angie knit slip-on with arch support 
and high-energy-return cushioning // 03  Dr. Scholl’s eco-friendly Back to Knit sneaker with no-tie elastic laces

04 New Balance NB Nergize Sport with slip-on bootie upper on a responsive REVlite midsole // 05 Vionic Berlin sneaker with breathable 
knit-mesh upper and toggle-tighten bungee laces // 06 Ecco Soft 7 woven slip-on with Fluidform cushioned and responsive outsole

Forget tying laces. These pull-on and slip-on sneakers 
make it easy for walkers to head out the door.

GET UP & GO

Knit styles like 
Allbirds’ Tree Dasher 
are easy to pull on
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MICHAEL WITTENSTEIN
GM, Karavel Shoes 
“Sacrifi cing comfort for style and wanting 
shoes to look a certain way. Another thing 
is buying the wrong size. They come in here 
and say, ‘I’m a size 7 — I’ve always been 
a size 7.’ They stick with what they think 
they’ve always been. Then they come back 
in to exchange the shoe because it is hurting 
them. Those are the most common mistakes 
we see, along with picking a shoe without 
knowing what that shoe is for.” 
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B U R N I N G  Q U E S T I O NL I S T

SHAWN O’NEILL
SVP, Comfort One Shoes  
 “Not allowing themselves to get fi tted, measured or analyzed. The biggest 
mistake is shoppers go somewhere and pick the shoe o�  the shelf and 
say, ‘I’ve always been that size.’ There is a lack of fi t because they are used 
to a lack of fi t as opposed to getting measured and letting a professional 
put you in correct walking shoes for what your foot warrants.” 

STEVE DEMOSS
GM, Big Peach Running Co. 

 “Thinking they need walking shoes when a running shoe will likely work just fi ne. It’s the same 
basic considerations. It depends on the individual, but generally, I think running shoes do a 

great job of working for people who walk or are on their feet all day long, because running shoes 
have to stand up to the rigors of running a marathon, which means they have to be comfortable, 

they have to be durable, they have to have good protection and a good stable base for that.” 

ERIC FRUTH
Co-owner, Columbus Running Company

“Sizing is the biggest mistake that people make when 
shopping for walking shoes. So many people get 

married to the idea that they are this one very specifi c 
size, but di� erent shoes will fi t di� erently. The best 

thing that they can do is get fi t for them. Ignore which 
shoes work best for your friends or what looks the 

cutest and start instead with a fi tting from a shoe shop 
that can guide you through all of the options to the ones 

that make the most sense for you. It makes a massive 
di� erence. There are di� erent answers for someone 

with wide feet versus narrow feet, or super-tall arches 
versus pancake-fl at feet. From there, get picky!” 

JESSICA CEIRI
Store Lead, Charm City Run 
“Getting [their shoes] too small. Your athletic shoe is going 
to be a half to a full size bigger than your dress shoe size. 
This allows for your foot to swell when you exercise and not 
be crowded inside your shoes. If your foot gets tingly when 
you work out or you tend to bruise your toenails, those are 
both indications that your shoes are too small. The goal is 
to fi nd a shoe that is going to feel the best because that 
is the shoe that is going to get you out the door for your 
workout. And if you are walking daily, you want to consider 
getting two pairs of shoes. Your shoe needs time to rest 
just like your body does. Alternating your shoes each day 
will also help reduce the risk of injury by using smaller 
muscles in your foot and ankle di� erently.”   

Retailers sound o�  on the most 
common issues and their top 

recommendations to shoppers.
By Nikara Johns

WHAT ARE THE 
BIGGEST MISTAKES 
CONSUMERS MAKE 

WHEN BUYING 
SHOES FOR 
WALKING? 

BURNING 
QUESTION

Though built 
for running, 
Hoka One One’s 
Clifton style has 
also been adopted 
by walkers
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U P  C L O S E  +  B U Z Z L I S T

Change is afoot at Easy Spirit. Last 

month, the brand’s parent company, 

Marc Fisher Footwear, announced 

two significant new initiatives. 

To start, in mid-April, Easy Spirit 

unveiled the first men’s collection in 

its 35-year history. The line, which 

retails for $49 to $120, consists of 

performance and casual sneakers, 

dress shoes, slip-ons and slides.

Of the launch, CEO Marc Fisher 

said, “Easy Spirit was a very easy 

JOY TO BEHOLD
Bombas and New York-based artist Jade Purple 
Brown united this spring for a limited-edition line 
of socks and underwear featuring Brown’s color-
ful designs. The message and motif for the collab 
is “to Choose Joy.” For every item purchased 
from the collection, a clothing item is donated to 
someone in need through one of Bombas’ Giving 
Partners, including organizations that support 
mental health of youth through art program-
ming. The line retails online from $16 to $94.

JOINING FORCES
Centric Brands finalized a strategic acquisition 
last month of the hosiery division of Daytona 
Apparel Group, a portfolio of retail brands 
owned by Windsong Brands. Centric will take 
full ownership of Daytona Apparel Group’s ho-
siery division, which sells product from multiple 
brands in stores nationwide. Daytona Apparel 
will continue to independently operate its other 
categories. The acquisition will be merged into 
Centric’s growing accessories division led by 
group president Jarrod Kahn. As part of the 
transaction, Centric will assume new license 
agreements including Stanley, Free Country, 
Real Tree and Umbro.

HAPPY TRAILS
North Carolina-based sockmaker Farm to Feet 
has signed thru-hiker and author Derick Lugo as 
a brand ambassador. Lugo, author of “The Un-
likely Thru-Hiker: An Appalachian Trail Journey,” 
will wear Farm to Feet socks on his thru-hike of 
the Continental Divide Trail (CDT) this summer 
as well as provide content, product feedback and 
appear at events on behalf of the brand.

THE GENUINE ARTICLE
On Earth Day, Definite Articles debuted a 
collection of youth performance socks that 
decompose naturally when little feet outgrow 
them. The eco-brand, which was launched in 
November 2021 by Untuckit co-founder Aaron 
Sanandres, now offers sustainable performance 
socks for the whole family. Definite Articles socks 
are made from premium, sustainable and locally 
sourced recycled materials, using a cutting-edge 
technology that creates zero waste. They also 
are tested BPA-free. The kids’ collection includes 
a quarter sock ($7.50) and crew style ($8.50), 
sized for little kids to tweens. Prices for the adult 
line range from $16.50 to $18.50.

NEW IDENTITY
Endur Apparel last week closed a new invest-
ment round as well as renamed itself. The per-
formance sock brand is now operating under  
its new name Outway. According to the com-
pany, the new positioning will be fueled by a  
$3.2 million investment led by Andrew Wilkin-
son of Tiny. The company said its decision to 
rebrand was a “result of external circumstances 
where the best path forward was to evolve.” 

decision for us to launch men’s. 

We know our women’s line has a 

very devoted customer who values 

comfort first. We took that game-

changing comfort and design 

expertise to create a lifestyle 

collection for men.”

Also last month, the brand 

upped its comfort quotient with 

the debut of EMove, a collection of 

performance footwear for both men 

and women that is its most high-

tech to date.

“We’re constantly looking for  

new ways and innovations to 

outperform while maintaining the 

comfort and support the brand 

is synonymous for,” said Fisher. 

“EMove’s technology is quite literally 

heavy on the benefits, yet it’s our 

lightest shoe ever designed.”

Marc Fisher Footwear acquired 

Easy Spirit from Nine West Holdings 

in 2017. At the time, the CEO said 

the goal was to “expand the product 

assortment to a broader consumer 

market worldwide.” And Fisher has 

a unique interest in seeing the brand 

prosper, after working on Easy Spirit 

early in his career during his time at 

Nine West (the company co-founded 

by his father, Jerome Fisher).

The Easy Spirit EMove collection 

consists of two men’s sneakers and 

10 diverse women’s styles, including 

a sneaker, athletic slide and sport 

sandal. Priced from $79 to $119, the 

line is sold at Easyspirit.com, as well 

as Nordstrom.com, Kohl’s, Amazon 

and Zappos.

Each shoe is outfitted with a 

plush sole with boosted cushioning, 

energy return and extra support, but 

with a weightless feel, according to 

the brand.

Fisher said the EMove collection 

is well-suited for low-impact 

exercise, but can be used by comfort 

enthusiasts for everyday use. “The 

intention was to create a collection 

of 24/7 shoes that takes you from 

your daily walk to errands, light 

cross-training exercise and every 

activity in between,” he said.

Throughout the course of the 

pandemic, a growing number 

of Americans have reportedly 

discovered — or rediscovered —  

the advantages of being active,  

and many of them adopted walking 

as a regular exercise activity, 

according to the Sports & Fitness 

Industry Association.

SFIA found that “walking for 

fitness” had particularly high 

engagement, with 76.7 million 

“core” participants in 2020 (people 

who engaged in the activity more 

than 50 times a year, or roughly 

once a week). 

WHEN THE 
SPIRIT MOVES
Marc Fisher is making good  
on his promise to expand  
the Easy Spirit brand.  
By Jennie Bell

UP 
CLOSE

Marc Fisher

Jade Purple Brown 
models her Bombas 

collab socks

SOCK 
BUZZ
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UPHOLDING THE LAW
Next month marks the 50th anniversary of Title IX of the 

Education Amendments Act. The bill paved the way for 
countless victory celebrations like this one, where Louisiana 

Tech foreword Ann Pendergrass lifted the championship trophy 
following the first women’s NCAA Final Four tournament  
in 1982. And the wins have only gotten bigger. More than  
4.85 million viewers tuned in to ESPN for the 2022 NCAA 

women’s basketball final between South Carolina and UConn — 
making it the most watched title game in nearly two decades.
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For more information:
SAMANTHA RUMSKY 

Advertising Director
srumsky@fairchildfashion.com
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