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Acknowledged with  
more than 100 awards  
for design and  
editorial excellence.

AWARD-
WINNING

The finest-looking B2B  
footwear fashion  
magazine in the market.
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INSPIRATIONAL Directional fashion coverage that breathes 
creative energy into the marketplace.



FOCUSED

TRUSTED 
For 30 years, Footwear Plus  
has been the leading and respected  
voice in the industry.

Footwear Plus is a B2B publication  
spanning specialty to mass market,  
sneakers to stilettos, kids to adults.
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Good reads in every issue featuring cutting-edge photography, styling & graphic design.
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ECO-CONSCIOUS CONSUMERS used to be a reliable, 
passionate niche about the larger impact of their purchases. 
But they were small in number—not nearly enough to move 
the needle to make sustainability standard industry practice. 
Sure, there were fits and starts over the decades when green 
looked to be the new black, but the movement would inevitably 
fail to take root, often wilting under a trifecta of challenges: 

bogus claims, high prices and inferior style. This latest eco-friendly fashion 
push, however, appears much different. For starters, it’s no longer a niche 
as consumers from Gen Z to baby boomers and tree huggers to corporate 
raiders are increasingly concerned about climate change and protecting the 
environment. Conscious consumption is approaching macro-trend status, 
fueled by consumers who can do their own vetting, right at their fingertips, 

on whether a brand is a good steward of the planet and 
treats people right. 

“I don’t think it’s one set demographic,” says Collen 
Vien, sustainability director for Timberland. “All genera-
tions now are appreciating the fact that action is needed. 
If we don’t start changing the way we behave, both in 
our personal and business lives, we’re not going to have 
a place for grandkids of the baby boomers and so on to 
even enjoy Earth the way that we’ve been able to.”

If it seems these days everyone is focused on sustain-
ability, it’s with good reason—most people are. Globally, 
62 percent of consumers want companies to take a stand 
on broad issues of sustainability, transparency and fair 
employment practices, according to a recent survey by 
consulting firm Accenture of 30,000 consumers in 35 
countries. Price will always be a factor of course, but 
next to that nothing motivates consumer purchas-
ing decisions like sustainability. Some 17 percent of 
consumers unhappy with brands on those fronts will 

abandon them and never come back, according to Accenture. No surprise, 
then, footwear brands are making serious efforts to raise their sustainability 
and corporate social responsibility (CSR) games.

“Twenty years ago when we started working on sustainable practices, the 
broad audience was not yet fully aware of the impact their choices made 
on the future,” says Sheri Aswad, director of product development at Earth 
Shoes. Aswad points to the wide awareness of the threat of climate change 
and the influence of more eco-conscious, younger consumers as driving the 
trend now. “Today the Millennial consumer became the broad audience and 
the fastest growing demographic in terms of spending on footwear purchase 
power,” she says. “As new generations enter the consumer market and the 
workforce, they’re making not only buying decisions but employment deci-
sions highly influenced by [sustainability] values.” The shift has inspired Earth 

R I D I NG  T H E  
SUSTA I NA B I L I T Y  

SW E L L
E c o - c o n s c i o u s  c o n s u m e r s  a r e  h e r e  t o  

s t a y,  a n d  b r a n d s  a r e  h u s t l i n g  t o  b e a t  t h e i r 
e x p e c t a t i o n s  o n  t h e i r  f e e t — a n d  i n  t h e i r 

h e a r t s .  B y  B r e n d a n  C o f f e y Sole sandals feature recycled cork 
footbeds, a sustainable material 
that pulls carbon out of the air. 

The company‘s ReCork recycling 
program has helped the company 

achieve carbon negative status.

EDITORIAL SHOWCASE
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How would you describe Me.Land’s 
aesthetic? It’s an easy-going Paris fashion 
look inspired from the traditional men’s 
uniform dress shoe. But the brand has a 
rebel heart with its mix of inspirations from 
Teddy boys to punks, and the material and 
color combinations express that. 

Who is the quintessential Me.Land cus-
tomer? Free-spirited men, in the 30-45 age 
range or younger. They’re good boys with 
rebel hearts, who are looking for design 
and comfort from their shoes.  

How’s business so far? We started this 
year much better with shows in Paris, 
where we had fantastic meetings with 
big department stores in the U.S. and UK. 
We’ve surprised buyers by standing out 
among sneaker brands as a comfortable 
chic alternative. Sneakers in general right 
now are all over the place. Mine have a 
distinct point of difference.

Who is a designer you admire and why? 
Alber Elbaz, the former designer of Lanvin, 
is one of my most admired designers. He’s 
a force of nature and does not stop work-
ing until he finds the perfect shape or the 
perfect combination of color and material. 
I worked with him on Lanvin’s first sneaker, 
and we had so such fun doing it. He is an 
inspiration for me. 

What is your favorite Me.Land design so 
far? All my designs are my favorite! How 
can you ask a father to choose between 
his babies!

What do you love most about designing 
shoes? I love working with craftsmen. 
When I go into a factory with my designs, 
sometimes I push them because I know 
what I want to achieve. But they have the 
experience to make the shoes comfortable, 
which is key. I love the challenge of working 
with them to find that balance. 

AS FAR AS resumés go, Frédéric Robert’s is 
extensive at 20 years and equally impressive, 
including stints at Kenzo, Lanvin and Hermès, 
where he learned product development and 
honed his shoe design skills. After moving on 
to Dior, where he crossed over into fashion 
merchandising, Robert grew restless and 
longed to focus on designing again. “My last 
five years at Dior were fantastic, but fashion 

merchandising took too much of my work balance,” he says. “It was 
time to get back to my design by way of my own brand.” 

Robert’s return came last fall with the launch of Me.Land. The 
debut collection of men’s sneakers with a Parisian flair offered 
a fresh twist on athleisure. “Me.Land sneakers are comfortable 
and chic,” he says. “It’s a point of difference that surprises buy-
ers.” Designed in Paris in his Montmartre studio, the collection is 
crafted in a small factory in Italy from the highest quality fabrics 
and lightweight materials that set it apart from contemporary 
counterparts. “Comfort is key, and everything starts with your 
shoes,” Robert says. “If you’re standing all day in an uncomfortable 
shoe, all the pain in your feet travels to your back.”

Me.Land has hit the ground running. Available at Le Bon Marché 
in Paris, it has also generated buzz for its collaborations with 
Parisian street artists like Pierre Merriaux (who handpaints the 
shoes) and jewelry designer ThomasV with whom Robert created 
a “compass” shoe featuring a Saint Christopher medal. “I’m fasci-
nated by the mind of the artist,” he says, noting that Montmartre 
is a well-known artistic area. “I love art, and I am fascinated by 
the labor of the craftsman. I want to make sure Me.Land speaks 
to the free-spirited Montmartre Parisian people.” 

For Fall ’19, Robert drew inspiration from British and American 
boys of the Beatnik generation by mixing materials and colors not 
typically found in sneaker or derby silhouettes. Think pony calfskin 
with leopard prints in red and beige and tartan check canvas with 
metallic leathers. He cites black, white and red as important colors, 
while touches of navy and forest green add a dash of sophistication 
and plaids and leopard print elevate the fun factor. “This season 
I’m mixing smooth, patent and matte leathers, metallics, calfskin, 
suede, tartan canvas and reflective nylon,” Robert says. “Mixing 
materials has always been a part of my spirit. It makes the shoe 
more interesting and luxurious.” —Aleda Johnson

DESIGNER CHAT

F R É D É R I C  R O B E R T  •  M E . L A N D

E D I T O R ’ S  P I C K S

L E T ’ S  G O  O R A N G E ! 
The fier y hue is  a slam dunk statement for fall . 

Mashizan

All 
Black

Marskinryyppy
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THE WOVEN MATERIAL  IS  BREATHABLE,  NATURAL AND SUSTAINABLE — NOT TO MENTION CUTE.

Restricted

Ron White

Butter

Seychelles
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O ONE WOULD argue that paying a worker a living wage 
is a bad thing, but when wage increases negatively impact a 
business’ bottom line, things get infinitely more complicated. 
The wage debate continues to heat up as various states have 
been steadily implementing minimum wage increases in recent 
years. The ambitious Raise the Wage Act—introduced by 
Congress in 2019 and passed by the House last month—would 
overhaul wages and gradually raise the federal minimum wage 

to $15 per hour by 2025. Support for the “Fight for $15” falls along expected 
divides, with labor and business as well as liberal and conservative members of 
Congress at odds. The bill is not expected to pass in the Republican-led Senate 
or President Trump’s desk. 

With everyone quibbling and interpreting the data to suit their agendas, 
the nonpartisan Congressional Budget Office (CBO) recently examined how 
increasing the federal minimum wage ($7.25 for most workers) to $10, $12, or 
$15 per hour by 2025 would affect employment and family income. The CBO 
report noted that raising the pay floor to $15 per hour by 2025 would boost 
wages for 17 million workers, while 1.3 million workers would lose their jobs. 
Workers would see a total wage boost of $44 billion, and 1.3 million Americans 
would rise out of poverty. 

Economic Policy Institute economist Ben Zipperer testified before the U.S. 
House of Representatives on Education and Labor that the pros outweigh the 
cons, stating, “Gradually raising the minimum wage to $15 would be good for 
workers, good for businesses and good for the economy.” Still, the CBO cited 
“uncertainty about wage growth under current law and uncertainty about the 
responsiveness of employment to a wage increase.”

Footwear Plus checked in with shoe retailers around the country to see 

As minimum wages  r i se  s teadi ly  
across  the  countr y,  and government  

debates  a  nat ional  s tandard  of  
$15/hour,  how are  re ta i lers  adapt ing?

Minimum 
Wage 

Matters

BY  L AU R E N  PA R K E R
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Heat of the Moment
Men show a little skin to beat the Paris heat.   

Photography by Melodie Jeng

THIS JUST IN
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EVERYTHING ABOUT THE Comunitymade business 
model is unconventional in terms of where it’s made, how 
it’s sold and what the two-year-old brand’s broader mis-
sion is. Launched by industry veterans Sean and Shannon 
Scott, and Ryan Gumienny (with collective past experience 
at Toms, Asics, Nike, Vans and Sanuk), Comunitymade’s 
high-end, small-batch selection of unisex athleisure styles 
are designed and manufactured in downtown Los Angeles. 
The direct-to-consumer (DTC) brand is available online 
and at its trendy 3,500-square-foot showroom/warehouse 
facility. There, customers can buy off the shelf ($160-$225) 
or speak with the “cobbler concierge” about the Custom Art 
program, where styles can be adorned by a local artist from 
the showroom’s curated roster ($400). Shoppers can also 
partake in the brand’s Full Custom program, which offers an 
in-depth consultation to “create your own shoe baby” from 
scratch—starting at $550. Every purchase sees $10 donated 
to a local charity that automatically connects the customer 
with the nonprofit to promote volunteerism. 

“We saw an opportunity to do good in our own backyard,” 
says Sean Scott. “It was time to sell product in a way that 
unites the community—hence the name.” 

Located in L.A.’s vibrant Arts District, the Comunitymade 
store welcomes customers into a lounge-like showroom of 
breezy décor that showcases its retro-meets-minimalist 
styles. The space also hosts frequent events, like charity 
gatherings, lectures and concerts. “There’s always something 
going on when a customer walks in,” Shannon Scott says, 
adding that classes are also held to promote appreciation 
for local manufacturing. Offerings range from a one-day 
overview on how to make a mule to a six-day educational 
series on how to sketch, pattern, stitch and last. “People are 
increasingly curious about where products come from, so 
we take every opportunity to let them answer that question 
first-hand,” she adds. 

Looking ahead, Comunitymade plans to expand to other 
cities with strong maker movements, such as New York, 
Austin, Detroit and places in the UK. “We’re still new to the 
market, but the business model is clearly working,” Sean 
Scott says. “The key is never taking your eye off what’s next.”

SCENE & HEARD

PHILADELPHIA BOUTIQUE BUS STOP will debut its largest exclusive col-
lection to date this spring—four styles in 29 colors. Or, for the obsessed, 116 different 
styles to carry one through until the fall collection arrives.  

The Bus Stop x Afar Forever collection, made in partnership with All Black Footwear, 
features three new silhouettes: a mid-heel V boot with back zipper, a kitten heel in 
soft leather and suede with an adjustable ankle strap—giving it the illusion of a sexy, 
higher heel, according to Elena Brennan, owner and creative director of Bus Stop—
and a chunky yet lightweight sneaker. The popular oxford style carries through from 
previous collections. 

“We are expanding our story of traveling afar to exotic places, celebrating experi-
ences and beauty of faraway lands,” Brennan says. “Each shoe incorporates leathers, 
colors and design details reminiscent of our worldly travels, and they are the perfect 
travel companions.” 

Bus Stop Unveils  
Latest Collection

A Fresh DTC/DIY  
Store Concept  

Teva’s ‘Grand’ Gesture
TEVA, A DIVISION of Deckers Brands, is celebrating its roots by honoring Grand 
Canyon National Park’s 100th anniversary with the GC 100 Collection debuting 
this spring. As part of the launch, Teva is pledging “$100K for 100 Years” with a 
donation to Grand Canyon Conservancy, the official non-profit partner of Grand 
Canyon National Park.

“Given the existential risks facing our parks in today’s political environment, Teva’s 
pledge is a first step toward a solution in this time of uncertainty, by making access 
for all a priority,” says Anders Bergstrom, general manager for Teva. “Our goal is to 
bring as much awareness as possible to this initiative, so the Grand Canyon can be 
explored by adventurers for years to come.” 

The collection sports a mix of functional features and heritage details, tied together 
with canyon-inspired webbing and hues of the park. It includes updated iterations 
on classic sandals, like the Hurricane XLT2, Original and Original Universal, 
as well as new silhouettes, the Hurricane XLT2 Alp and the Hurricane Sock.

Teva will celebrate all year with its “Born in the Canyon” campaign. It includes 
a short video series titled “Faces of the Canyon,” highlighting individuals who 
have profound connections to the canyon and their stories. Additionally, Teva 
will host a global sweepstakes where consumers can enter to win a river trip in 
the Grand Canyon. 
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budapest in Bloom
Spring sprung in a sweet bouquet of colors during  

Budapest Central European Fashion Week in Hungary. 
Photography by Melodie Jeng

THIS JUST IN
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F U L L  B L O O M
M a r t y  R o s e ,  a g e n t  a n d  d i s t r i b u t o r  f o r  A C L  F o o t w e a r  C o m p a n y,  

m a k e r s  o f  A l l  B l a c k ,  o n  a  c a r e e r  s p a n n i n g  c o n t i n e n t s ,  i n d u s t r i e s ,  
t i g e r s  a n d  w o r k i n g  a l o n g s i d e  C a l v i n  K l e i n .

A NOTE TO MY YOUNGER SELF

DEAR MARTY, First off, I’m pleased to inform you that you’ll 
travel extensively, live in far-away places and make long-lasting friend-
ships in all corners of the world. Your friends will embrace and help guide 
you, playing key roles in the seasoned Marty that you’ll become. These 
treasured relationships determine how you overcome the challenges 
that cross your path. Your wife—your greatest friend of all—will serve 
as a guiding light that helps you navigate the ins and outs of business 
and the ups and downs of life. She’s the yin to your yang that others 
(rightfully) envy. You’re a lucky man.

I’m also happy to inform you that 
you’ll reach your desired career goals—
so long as you roll up your sleeves and 
work that much harder than the next 
guy. You determine your own fate. Do 
not expect anything from anyone. 
If someone delivers what you want, 
praise and thank them. Remember, 
the glass is always half full. Such a 
positive approach is a healthy use of 
your energy.

As for how you embark on a career 
in advertising only to wind up decades 
later in the shoe business, it’s a fascinat-
ing journey best told chronologically. 
It all begins at Syracuse University, 
where you majored in advertising at 
the Newhouse School. There, a profes-
sor gives you an F on a project about 
disposal diapers: “Very creative but 
not a practical campaign.” You save 
that paper and use it on your first job interview at Benton & Bowles 
where you happen to meet with the manager of the Pampers account. 
You show him your idea—as well as the F. He leaves the room and 
returns with a video of a similar concept they just shot for Pampers. 
You’re hired before leaving his office! Best of all, you learn to follow 
your gut and trust your own judgment after taking advice from those 
who are more experienced. 

Your next stop is at J. Walter Thompson, where you’ll work the next 
23 years. You live in Tokyo for four years, working on international 
accounts that include the introduction of the first side-by-side com-
petitive ad campaign in Japanese history, the Pepsi Challenge. You 
introduce Listerine and create the mouthwash category. When you 
return to the U.S., you run operations and major accounts, including 
a partnership with New York Cares to start the first organized com-
munity service support group for New York businesses. New York 
Cares Day and the Annual Coat Drive are launched citywide. You 
are recognized by then-New York Governor Mario Cuomo for your 
commitment to community service. 

You then decide it’s time for a change, leaving the ad agency world 
for the fashion business. You learn that Calvin Klein wants to expand 
his in-house ad agency to become a global entity. You write a letter to 
Mr. Klein requesting an interview. You get the opportunity and draw an 
organizational chart right in front of him, explaining how you would build 
his global operation. The offer is made on the spot! For the next two years, 
you manage the global image of Calvin Klein, working 9 a.m. to midnight 
most days. Organizing a creative process from the ground up is a massive 

challenge, but working with a true 
visionary as Calvin Klein is a thrill. You 
help establish production timelines, a 
competitive bidding process, improve 
communications with licensees, negoti-
ate talent agreements and open alli-
ances with media and creative teams in 
Europe and Asia. By setting up a global 
advertising center in New York, you 
establish global image requirements 
that unify brand images across both 
retail and advertising.

Your next move is to Warnaco, a 
major licensee of Calvin Klein brands, 
where you have two desks—one in Hong 
Kong and the other in New York. You 
live two years in Hong Kong during 
the handover period to China. You 
develop several loyal relationships, 
one of which introduces you to ACL 
Footwear. It marks your next stage in 
life: working in the shoe business. It’s 

here where your true entrepreneurial spirit flourishes as you introduce, 
with the support of the design and production teams at ACL, All Black 
to the North American market. You love everything about this business! 
The product, the people, the travel…It’s the most satisfying time in your 
adult life. While you certainly aren’t a Shoe Dog (yet), you credit All 
Black becoming an influential player in a very competitive industry to 
your years of business acumen backed by your boundless creativity. That 
and not having a shoe history to cloud your instincts!

The journey continues. You look forward to going to work each day. 
When looking back on your career, you recall a trip to the Philippines 
in the mid ’80s as instrumental to your success. It’s where you enter a 
cage and pet tigers. The unforgettable experience helps you deal with 
adversity and finding a balance between confidence and courage. 

I’ll leave you with three tips: 1. Evaluate the options and then make 
a final decision that you must own. 2: Embrace challenges. The busier 
you become, the easier it is for you to take on more responsibility. 3. 
You achieve results based on what you contribute to the effort. Nothing 
is easy in this world. You must work hard to succeed, and you will! 

Cage match: Marty Rose, circa the mid ’80s,  
petting tigers in the Philippines and gaining courage. 
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TALK ABOUT YOUR late growth spurts…
Birkenstock has been on a seven-year tear, 
fueled by double-digit gains that have enabled 
the 247-year-old brand to double in size in 
the past three years alone. Numerous product 
introductions have transformed the company, 
once perceived as a “sandal” brand, into a year-
round entity. (Some of its best-selling styles have 
been introduced in the past year.) Eye-popping 
collaborations with trendy boutiques and leading 
designers have generated gossip page–worthy 

buzz. The brand is no longer 
strictly the domain of granola 
types and older people with foot 
issues; a broad demographic 
of fashionistas and hipsters 
now embrace Birkenstock’s 
comfort-is-cool-for-everyone 
ethos. Two new flagships that 
opened this past year—in New 
York and Venice Beach, CA—
now serve as showrooms for 
the entire collection and offer 
an immersive brand experience. 
A soon-to-be-launched skincare 
line will highlight Birkenstock’s 
transformation into a global 
lifestyle and wellness brand. 
Perhaps most impressive is the 
fact that the growth and expansion 
come in the face of tremendous 
industry headwinds. What’s 
more, in an effort to elevate 
its brand equity, Birkenstock 
dropped its top two volume 
brick-and-mortar dealers at the 
start of this run and discontinued 
selling Amazon in 2017. The 
latter decision generated David-
takes-on-Goliath headlines in 
the media mainstream. 

You might think Birkenstock could set it 
on cruise control for a bit and let everyone get 
accustomed to its roomier, snazzier ride. But 
you’d be dead wrong. David Kahan, CEO of 
Birkenstock Americas, says the brand is just 
getting started. There’s no plan to let up in 
sight and plenty of room to grow and expand. 
It’s just how he and Birkenstock co-CEOs 
Markus Bensberg and Oliver Reichart are 
wired. A recent analogy Kahan used with a 
major department store buyer went like this: 
It’s halftime at the Super Bowl and the New 
England Patriots are up by three touchdowns. 
Instead of taking it easy in the second half, Tom 
Brady and company sprint onto the field and 
score a touchdown in the first five minutes of 
the third quarter. “That’s how Birkenstock is 
operating,” he says. “We obliterate mediocrity. 
We abhor cruise control.”

The full throttle approach, Kahan says, is only 

logical. It stems from a labor of love. “We bring 
a passion to the brand that we hope raises the 
energy of all we partner with by bringing products 
into the world that people love,” he says, citing 
its mission statement to sell products that bring 
people happiness and satisfaction. “Is there a 
limit to how much happiness and satisfaction 
you can bring?” Kahan believes the answer is 
no. There is no limit or, at least in the near term, 
Birkenstock will shoot for the moon. 

In honor of this summer’s 50th anniversary 
of the lunar landing, Kahan has declared 
Birkenstock’s own “Moon Shot” initiative: to 
become a “global lifestyle and wellness brand.” 
He believes the talent is in place in the Americas, 
and the global leadership shares the vision to 
attain such lofty goals over the next few years. 
“I feel even more potential than I did three 
years ago,” he says, noting that 2020 will mark 
the eighth straight year of growth. “We have 
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STREAKS USUALLY COME to an end at some 
point. Cal Ripken Jr., for example, blew past Lou 
Gehrig’s consecutive games played streak (2,130) 
by playing in 2,632 games over 16 years—shat-
tering a record that had stood for 56 years. At the 
opposite end of the heroic achievement spectrum, 
sources report the longest Snapchat streak is north 

of 1,400 days—one that will likely be broken repeatedly even if no one 
cares. And, hopefully, lying somewhere in the middle of the range is 
my streak of writing this Editor’s Note, which was snapped (literally) 
last month after 222 columns spanning nearly 23 years. A nasty bike 
crash—with broken bones that rendered me a one-handed typist on 
plenty of meds—ended my run. 

Nursing my wounds, however, provided me with plenty of time to 
ponder and gain perspective. For starters, life went on after my streak 
was broken—and I’m grateful for that! My accident could have been 
far worse, as my friends and family reminded me. The ground I hit 
could have been a speeding car. Chalk one up for the power of finding a 
renewed appreciation for life. It does wonders to help you grind through 
a painful healing process. 

Similarly, I sympathize like never before when I see someone strug-
gling just to get from point A to point B. Pain and disability are relative; 
there are people in far worse shape than I am and, sadly, many will only 
get worse. What I took for granted in mobility came screeching to a halt 
when the journey from the front stoop to the Uber involved great pain 
and time. I’ve already embarked on a streak never to rush past anyone 
who needs to take it slowly and carefully. I’ll get wherever I’m headed 
soon enough. 

Last but surely not least, I gained a renewed respect for caretakers—
starting with my wife! The old saying is for better or worse, and this 
was a stretch of worse: doctors’ appointments, household chores, the 
(nightmarish) college application prep process, lugging home groceries, 
helping Footwear Plus meet its show issue deadline and just being on 
call for every little thing I couldn’t do for myself—all while keeping up 
with her full-time job responsibilities! The bar on our marriage pact 
has been raised.

My forced break from writing about the state of our industry also 
provided a dose of perspective. Ironically, I had been mulling over an 
August issue column idea—something I often do on long, solo bike 
rides—with the working title “Fight Club.” The gist was that surviving 

this bruising streak of retail disruption requires supreme toughness and 
a willingness to do whatever it takes, be it tremendous reinvestment, as 
White Mountain Footwear CEO Kevin Mancuso detailed in the Q&A, 
or an entire rebuild, as Scott Home is undertaking with Fashion Major 
Brands, distributors of Musse & Cloud and Coolway. Many rules no 
longer apply, requiring new playbooks to be written. Even the most 
sacrosanct rule of them all—the customer is always right—no longer 
applies, at least not in my playbook. Is Joe or Jane Public right when, 
after going into a store, browsing a broad selection and being expertly 
fitted, he or she whips out a smartphone to see if the item is sold for 
a few bucks less somewhere else and then demanding a price match? 
So much for services rendered and the Golden Rule of treating people 
as you want to be treated. The first rule of my (abandoned) Fight Club 
column would have been: There are no rules. 

The no rules theme has carried over into this issue. For example, are 
there any rules when it comes to the direct-to-consumer (DTC) channel? 
Should brands chase as many of those sales as possible, even competing 
on price with retailers, just because they can? Or should brands develop 
platforms where retailers vie for a share of DTC sales, like those Mephisto 
and Naot have introduced recently? This issue’s Special Report (p. 10) 
delves into the growing DTC debate, which inspires passionate feelings 
on both sides. In fact, many retailers now consider DTC a bigger threat 
than Amazon. 

Birkenstock is another example of a company shunning established 
rules, says David Kahan, CEO of Birkenstock Americas and subject 
of our Q&A (p.12). The 247-year-old brand has doubled in size in 
just the past three years, thanks in large part to an outside-the-box 
approach with regard to distribution, collabs, product extensions and 
brand management. Contrary to an overriding industry sentiment 
that trends today have increasingly short lifespans, Kahan believes 
Birkenstock’s run has just begun—the possibilities for future growth 
and expansion are endless. 

Last month marked the first August in 38 years that I didn’t go for a 
bike ride, which, for me, involves wearing colorful Lycra and riding for 
miles. Another streak broken. But when I think about Birkenstock’s run 
and how Kahan says the moves being made position the company for a 
third century of existence, it’s nothing short of astounding. Pundits say 
Ripken’s consecutive games streak will never be broken, yet it took him a 
mere 16 years to achieve it. Will Birkenstock’s streak ever end? Will it be 
broken three centuries from now?! That’s something to ponder.

Greg Dutter 
Editorial Director

EDITOR’S NOTE       Streak Show 
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J o h n  S c h u l e r ,  C E O  o f  S c h u l e r  S h o e s ,  a  c h a i n  o f  n i n e 

s i t - a n d - f i t  e m p o r i u m s  i n  M i n n e s o t a ,  h a s  c r e a t e d  a n  e n v i a b l e  

e m p i r e  b u i l t  t h e  o l d - f a s h i o n e d  w a y — t h r o u g h  g r i t ,  h o n e s t y 

a n d  e x c e l l e n c e .  B y  G r e g  D u t t e r  

s a third-generation shoe retailer with family 

roots that date back to 1889, John Schuler is a 

natural. He grew up in a shoe store, sweeping 

floors, dusting shoes and working in the stock-

room at Schuler Shoes as a kid. During high 

school, he worked on the floor as well as at a 

Montgomery Ward department store. He later 

managed Schuler stores and, in 1972, acquired 

the business from his father, Emmet. With know-

how honed over decades, you might say Schuler 

has veins of leather and shoe polish in his blood. 

The septuagenarian never tires of trying to 

improve his family’s business through selection, 

service, locations, décor, inventory, marketing, 

employee morale—you name it. But he is down to 

earth and humble despite his accomplishments. 

Schuler credits his talented management team 

for “making him smarter” and his approximately 

250 dedicated employees for making the busi-

ness the most successful it’s ever been.

Just how successful? When Schuler acquired 

the business from his father, it was a six-store 

operation generating a collective $900,000 

annually. Today, Schuler Shoes’ nine stores, plus 

ecommerce, do about $50 million a year. Exactly 

how did Schuler make the leap from his original 

goal to ramp up growth to $500,000 per store 

to approximately 10 times that amount? How 

did he go from operating 2,300-square-foot for-

mats to an average 8,000-square-foot outlets 

with a couple of 12,000-square-foot super stores 

in (relatively) sparsely populated Minnesota? 

Even allowing for the adjustment of inflation, 

that growth shatters reasonable expectations, 

especially in an industry that has seen epic lev-

els of contraction at the brick-and-mortar level. 

When Schuler acquired the business, his father 

told him, “Hey, if you can get these stores each 

doing a $500,000, you’re gonna have it made.” 

Never could his father have envisioned just where 

his son, a natural born shoe retailer, would lead 

the family business. 

Back then, Schuler didn’t dare think in such 

grandiose ways. It was about finding his foot-

ing and, ever since, devising and implementing 

ways to survive and put the business in positions 

to thrive. The growth has largely been organic. 

There’s no magical bullet or secret formula that’s 

led to Schuler Shoes’ long-running success that 

only seems to get better as the business ages. 

Asked how he was able to grow into a $50-mil-

NATURAL
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Recognizing Excellence  
in Design & Retail

THE PLUS AWARDS

The Plus Awards, the industry’s only annual accolades 
voted on by colleagues and consumers, has served  
as the standard-bearer of design and retail excellence  
for 21 years. Spanning the breadth of the market— 
from sneakers to stilettos, national chains to specialty  
boutiques and every style and retail format in between—
the Plus Awards celebrate and acknowledge the  
passion, talent and success of the people behind 
standout designs and successful storefronts.

The Footwear Plus Style Hall of Fame 
enshrines shoes that stand the test of 
time. Inductees possess a coveted mix 
of incredible design, terrific timing, a 
cult-like following and that elusive dash 
of good fortune, turning ordinary shoes 
into extraordinary ones. These styles  
are celebrated for their greatness— 
how they came into being, their rise  
to prominence and the factors behind 
their legendary staying power.

Enshrining Iconic Shoe Designs
STYLE HALL OF FAME
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following,” he says. Plus, the timing is perfect. “It sits directly in the middle of the athletic and brown shoe businesses—it’s a true hybrid,” he says. “Younger consumers especially are looking for options that extend beyond traditional sneaker looks.” 
Isack Fadlon, owner of Sportie LA, says the Rainbow’s new colorways and materials (like desert yellow, mulberry and denim) put a fresh spin on a classic. “Going back to 1975, Mephisto captured lightning in a bottle, fusing style and comfort,” he says. “But it wasn’t about being sexy, per se. It was that you didn’t have to trade one for the other, and that’s rare. By updating the materials and silhouettes, Mephisto has taken the Rainbow up a notch—in some cases into sexy territory.”Tarek Hassan, owner of Concepts, agrees the Rainbow is a classic, like Birkenstock’s Arizona and Boston styles—two of the boutique’s recent non-athletic style collaborations. Concepts also partnered with Mephisto last year on its Match walking shoe—in head-turning mint and magenta colorways. The styles blew out of the stores. A follow-up is on tap for early next year and Hassan says a Rainbow collaboration is on the agenda. “This is not just a hit and run,” he says. “We’ll be partnering with Mephisto for the long-term.”

For the record, Concepts doesn’t partner with just anyone. Hassan says it seeks out authentic brands with a rich heritage—the stories it relishes conveying to its fashion-savvy customers. In an age of fake news and influencers who buy their followers, he believes people are hungry for authenticity. “The younger generations are learning to appreciate what we appreciated in the past and why,” he says, not-ing that he first started selling the Rainbow in the late ’80s. Hassan counts himself and many of his staff as early adopters of the style. “It was the favorite shoe of my staff back then, partly because it separated them, yet the style still spoke to everybody,” he says. “And the price (back then $200-plus) also made it somewhat exclusive.” As a matter of fact, Hassan recalls pro skateboarder Vinny Ponce, then a face of Concepts, skated in Rainbows. “He could have worn $20 Vans, but he chose $220 Rainbows,” Hassan laughs. “It was quite a statement.”

UNDER THE RAINBOW
The Rainbow is much more than an elitist fashion statement. Most industry experts agree that Michaeli designed—engineered, really—a breakthrough construction offering unsurpassed comfort, and that’s the key reason it’s still selling 40-plus years later and worth every penny. The design is led by Mephisto’s patented and now legendary Soft-Air mid-sole technology that relieves feet, joints and spine. Or, as Mephisto’s product description states, “It’s like walking on a soft carpet of moss, making you feel fit and full of energy even after many hours of wear.” In addition to the mid-sole design, the all-natural leather double-stitched uppers and linings ensure breathability and comfort as well as promote good foot hygiene. Rounding out the Rainbow is its distinct speed lacing system, padded ankle collar that enables the foot to sit securely and hiker-esque rubber outsole with air chambers that further reduce shock. Altogether, the Rainbow is part sneaker/part alpine trekker and, perhaps above all, screams Euro comfort—that magic formula of a little bit ugly yet full-on utilitarian.
“It’s considered a true walking comfort construction,” Rowley says. “We use the highest qualities of leathers, materials and craftsmanship. Since its debut, there’s just been no expense spared when it came to the technology and the construction of the Rainbow.”
Geller, for one, swears by the Rainbow’s durability. He’s been a loyal wearer—and retailer—since introduced to the shoes in 1991. “They last forever,” he says. “Most shoes in the market today don’t last long, whereas you can beat the hell 

BACK IN 1975, Jaws swam into theaters, the Dow Jones average closed at 858 for the year, a gallon of gas cost 44 cents and leisure suits were all the rage. Times and fashions sure do change. It was also the year Mephisto, a French shoe company founded by Martin Michaeli a decade earlier, introduced its now iconic Rainbow men’s walking shoe—a category-creating silhouette. (The women’s version was dubbed the Lady.) Little did anyone know back then that the styles would still be on store shelves worldwide 43 years later. Nor did anyone envision that the walking category those shoes helped establish would become a multi-billion-dollar business—or that the Rainbow and Lady would be on the brink of discovery by a new generation of sneaker wearers seeking an alternative, “brown shoe” aesthetic with athletic comfort. But that’s exactly what’s happened in 2018.
Ed Geller, owner of E.G. Geller with boutiques in Dallas and Houston, believes the Rainbow is on the verge of being cool again—and he’s got the fashion props from a young, fashionable woman working at his local Shake Shack to prove it. When he walked in to pick up a sack of burgers for the staff recently, the gal behind the counter sized up the 70-plus-year-old Geller sport-ing his new, rust-colored Rainbows and said, “Man, I really dig your shoes.” Geller can’t remember the last time someone of that generation offered such 

a sartorial compliment. “It happened again when I was getting some pants fitted and one of the young, Italian designers asked me who made those cool shoes? No one ever says that to me; I’m an old man now,” Geller laughs.It’s the old-is-new-again glow radiating from the Rainbow that makes  James Rowley, president of Mephisto USA, believe this—and a host of other classic styles that fall under the brand’s Originals collection—can make a strong return. In fact, he’s the guiding force behind the introduction of Mephisto Originals as a stand-alone brand since taking the helm of the U.S. subsidiary last January. Mephisto Originals’ recent official coming out party took place at a pop-up adjacent to Sportie LA in Los Angeles. A stream of celebrities, fashion influencers and customers stopped by over the course of four days to shop the new line, which includes updated colors and materials. “Consumers, especially younger ones, are looking for iconic brands that stand for something and have true heritage,” Rowley says. “There’s a global move away from fleeting, fast fashion. People want to associate themselves with brands that have stood the test of time and stand for something unique and authentic, and Mephisto definitely does that.”
Rowley believes the Rainbow, in particular, is the ideal style to headline Mephisto Originals. “It’s the cornerstone of our brand, and it’s got a cult 

s t y l e  h a l l  o f  fa m e  MEPHISTO RAINBOW

From top: Rainbows now available  
in fresh hues and materials; on the set 

with Steven Spielberg during  
Jurassic Park; on Pope John Paul II.
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DIGITAL OFFERINGS
Dedicated Emails
Footwear Plus dedicated emails deliver your 
customized brand message directly to more 
than 10,000 subscribers. Alert retailers of 
upcoming trade show appearances, important 
company news and special promotions. Only 
one email per day to ensure greater impact for 
your message. $2,500 each

Digital Edition Sponsorship
Our accessible-anywhere e-book format 
provides readers with an exact replica of the 
print edition with enhanced features like a 
keyword search and zoom-in capabilities. 
Each digital edition—pushed to our more 
than 10,000 email subscribers with the 
“brought to you by…” message—is archived at 
FootwearPlusMagazine.com, providing long-
lasting brand visibility. $3,000

Banner Sponsorship
This exclusive, month-long home page 
sponsorship on FootwearPlusMagazine.com 
includes all three ad positions (leaderboard, 
side rectangle and footer) with hyperlinks to 
your website. $3,000

Video Sponsorship
The exclusive video position on the home 
page of FootwearPlusMagazine.com offers a 
powerful dimension of brand building. The  
package includes two dedicated emails to our 
subscribers promoting your video, strategic 
social media support and hosting on our home 
page for an entire month. $3,750
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DIGITAL OPTIONS  RATES SAMPLE
Still Ad  $3,000  http://bit.do/still_ad

Animation  $3,500  http://bit.do/animated

Video Ad  $4,400  http://bit.do/videoad

Advertorial  $4,900  http://bit.do/advertorial

INTERACTIVE LOOK BOOKS

Next Level Storytelling 
Footwear Plus Interactive Look Books inspire and delight
audiences, bringing your latest collections and brand  
story to life. Choose from 4 unique options to customize 
your brand’s exclusively designed “screen,” optimized for 
desktop and mobile devices.

This dynamic look book will be distributed via our exclusive
email list of key industry buyers, on our website and 
through social channels. A direct-to consumer option  
allows you to include a promo code and reach our exclusive 
list of 30,000 affluent consumers.

SPECIFICATIONS
Full Images:  
 2560 (w) x 1440 (h) Pixels

Image:
• All images must be 300 dpi.

• We accept most image file formats, including  

 JPEG, PNG, and Gifs.

• Photo dimensions must be exactly double the intended  

 display size. For example, a photo displayed at  

 300x300 pixels must be 600x600. Full size photos  

 must be 2560 x 1440 pixels.

Video:
• MP4 video format recommended. We also accept: H.263,  

 H.264, MPEG, Flash FLV, AVI, MPG, MOV, 3GP/3G2,  

 and WMV.

• Your video must be a minimum file size of 1 KB and a  

 maximum file size of 500 MB.

• Encode your video at the size you intend it to be seen. 



CUSTOM PUBLISHING

Content Creation Destination
Communicate directly to your customers by creating your own 
media. We offer full-service capabilities and specialize in magazines, 
look books, catalogs and digital media.

Unlike other custom publishers, we possess three decades of  
industry experience. We live and breathe shoes! We know your  
backstories, we are abreast of the latest market trends and we are 
best equipped to communicate your next chapters. 

Services include: editorial content, creative direction, graphic  
design, photography, production, printing and mailing.

Contact your account manager for details.



2020 MECHANICAL SPECIFICATIONS

Electronic Files
Prefer high-resolution, print-ready PDFs.  
We also can accept mac source files for:
• InDesign (CS6 or lower)
• Photoshop (CS6 or lower)
• Illustrator (CS6 or lower)

Ftp Instructions
Files can also be uploaded to our ftp site at ftp.9Threads.com
Contact your account manager for login details

Contact Information
Laurie Guptill 
Production Manager
214 W 39th St., Suite 205
New York, NY 10018
508.735.4294
Laurie.Guptill@9Threads.com

Full Page 
Trim 9” x 10.875”

Bleed 9.25” x 11.125”

Half Horizontal
7.75” x 5”

Half Vertical
3.75” x 9.75”

One Third Vertical
2.375” x 9.75”

Quarter
3.75” x 4.75”
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Mechanical Specifications
Printing Process: web offset. Resolution: 300 dpi. Binding 
method: saddle-stitched.

Digital Specifications
Digital files created in high resolution print publishing 
programs at the proper trim size with bleed allowances. 
All ads should be supplied with a SWOP color proof. If 
the advertiser does not submit one, Footwear Plus is not 
liable for any color inaccuracies.

Production Charges
Accepted without charge: press-ready PDFs or  
QuarkXpress, Adobe Photoshop, Illustrator or InDesign 
files in Mac format, with a SWOP-approved proof  
generated directly from the supplied file. The advertiser 
or agency will assume charges at the commission rate 
for all production charges incurred by the publisher.

Regulations
All advertising runs at the discretion of the publisher.  
All position stipulations appearing on orders will be 
treated as requested. Advertiser and advertising  
agency assume liability for all content (including text, 
representation and illustrations) of advertisements 
printed and also assume the responsibility for any claims 
arising therefrom made against the publisher. The  
publisher is not bound by any advertisers instructions 
that are in conflict with the provisions of the rate card.

Terms For Advertisers
Net 30 days from date of invoice.

Commission
15% agency commission to accredited agencies based on 
space, color, bleed and position.

Agency Responsibility
Advertiser is not released from liability in case of  
nonpayment by agency.

Short Rates
Should advertiser fail or refuse to use total amount of 
space initially contracted for, before the expiration of 
contract period, advertiser shall pay for all advertising 
actually published at the higher rate applicable to the 
frequency earned.

All Bleed Charges: 10%

Premium Position Fees: 
Cover: 25%; Cover II: 15% and Cover III: 10%

1/4 PAGE

1/3 PAGE

1/2 PAGE

FULL PAGE

BLACK & WHITE 3X1X

$3,750$4,515

$4,855$5,835

$5,960$7,140

$9,700$11,625

6X

$3,460

$4,445

$5,510

$8,945

10X

$3,000

$3,920

$4,810

$7,895

1/4 PAGE

1/3 PAGE

1/2 PAGE

FULL PAGE

FOUR COLOR 3X1X

$6,130$7,380

$7,325$8,920

$8,675$10,475

$11,625$14,085

6X

$5,590

$6,755

$7,970

$10,735

10X

$5,350

$6,515

$7,140

$9,775

WIDTH x HEIGHT

WIDTH x HEIGHT

3.75”  x  9.75”

7.75”  x  5”

2.375”  x  9.75”

9.125”  x  11.125”

9”  x  10.875”

HALF VERTICAL

HALF HORIZONTAL

ONE THIRD HORIZONTAL

FULL PAGE (BLEED)

FULL PAGE (NON-BLEED)

AD DIMENSIONS

SPECIAL UNITS

2-PAGE SPREAD

BARN DOOR

COVER WRAP

GATEFOLD

Contact your account manager or details about these  
unique and powerful advertising opportunities.
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