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Retail Rock Stars 
YOU DON’T NEED A WEATHERMAN TO TELL WHICH WAY THE WIND BLOWS. 

A specialty retailer will usually suffice. (Apologies to Bob Dylan.)

We can learn a lot from the financial news and strategies the brand conglomerates 

and big-box retailers generate, no doubt. But it’s the smaller, independent stores 

who often are the best indicators of trends and changes in the industry.

With that in mind, in this issue of Sports Insight, we take a look at five specialty 

retail standouts — some big and some small — who each have a back story and 

strategy worth understanding.

In particular, three running-influenced specialty shops who share their stories 

with us, each have forward-thinking strategies for success. Turn to page 18 to 

start reading our “Super Specialist” cover story, beginning with Heartbreak Hill 

Running Company, a store that has combined its retail business with a healthy 

dose of community events, group runs, coaching, running team memberships 

and in-store fitness class offerings to build a growing business. The mini chain 

has three stores in Boston and just opened a fourth — the new store is in Chicago. 

In our profile on Michigan-based Gazelle Sports, we learn how the store has 

changed with the times over the past 30 years, with running and other categories 

all evolving as part of the merchandise mix. And RC Outfitters of Peoria, Illinois 

has a story to tell about re-branding and renaming a running specialty store to 

broaden its appeal among runners and non-runners alike. We also shine a light 

on New York City’s Paragon Sports and the Bay Area’s Sports Basement chain — 

two powerful specialty players that dominate the game in their respective cities.

And for even more specialty retail news, check out our a report from the 

inaugural RIA Kick Show, a new running industry trade event hosted by the 

Running Industry Association.

To see what consumers have to say about community events and in-store services 

at specialty retail, check out our Trend Insight research on page 32.

We want to hear from you, too. If you’ve got a story we should share, let us 

know. Email me at cgriffin@formula4media.com.

Cara Griffin 
Editorial Director
cgriffin@formula4media.com
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T
he country’s largest full-line sporting 
goods chain has increased its full 
year same-store sales outlook to 
“slightly positive to up 2 percent” 

after Q1 delivered flat consolidated same-
store sales, near the high-end of the retailer’s 
expectations.

More importantly, while addressing the 
potential impact of higher tariffs on sporting 
goods, footwear and apparel, Dick’s senior 
management has reiterated its strategy of 
re-allocating space in 125 more doors in Q2, 
replacing hunting products with more mer-
chandise geared toward each store’s individual 
market. The retailer stopped short of saying 
it would completely exit the hunt category, 

but confirmed it was taking steps to lower its 
exposure in the category, which negatively 
impacted Q1 comps by 1 percent and is likely 
to be negative throughout 2019.

Instead, Dick’s, which was encouraged by 
growth in its apparel, footwear and Team Sports 
business in February and March, also continues 
ramping up its private brands. CALIA’s footprint 
was expanded in 80 stores in Q1 with better 
product and higher price points expected to 
add more to the topline going forward. And 
the retailer’s new DSG, value-oriented athletic 
apparel label for men’s, women’s and kids will 
debut in Q3. During the same period, Dick’s 
intends to open two new dedicated ecommerce 
fulfillment centers in New York and California. 

Ecommerce sales were up 15 percent in Q1 as 
average ticket rose 1 percent, but transactions 
dipped 1 percent. As for footwear, CEO Ed 
Stack said the retailer has “made some real 
changes” to its category presentation in stores, 
is receiving more allocated product from 
vendors and has become “very aggressive” in 
the running category. Also, he said Dick’s is 
“very pleased with the progress Under Armour 
has made, especially in our men’s business.”

Meanwhile, Dick’s has been pleased with 
the positive impact in-store batting cages have 
had on its baseball business and is looking to 
expand them into additional doors while also 
looking at other features that might add to the 
customer experience in store. n

sportsinsightmag.com
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Retailer Is Focusing on Different Merch for Individual Markets.

Dick’s Sporting Goods Continues 
Reshaping Business
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Sportsman’s Warehouse 
Pulling Back on Expansion

Inside the Q1 Numbers 
at Hibbett Sports

JD Sports and the 
Finish Line Remake

Foot Locker’s Power Play

A fter recently opening a new location in Lansing, MI, Sportsman’s 
Warehouse is pulling back its brick-and-mortar expansion plans 

to add just three standard format stores in 2019 as it focuses on paying 
down debt and expanding its ecommerce capabilities. In addition to 
Lansing, locations will open in Murfreesboro, TN and Fort Wayne, 
IN, as well this this summer. 

In Q1, Sportsman’s Warehouse reported that Buy Online, Pick 
Up In Store (BOPIS) orders rose 75 percent year-over-year. In Q1, 
comparable store sales fell 5.7 percent as overall revenues dipped 3.4 
percent to $174 million. Firearm units declined 8.1 percent. Weather 
had a negative impact on fishing and camping, which each declined 2.5 
percent. Apparel sales rose 3.5 percent; footwear was up 10.3 percent. 
Loyalty club members, totaling more than 1.9 million, accounted for 
nearly 52 percent of Q1 revenues. n

Total sales rose 25 percent to $343.3 million in Q1, Hibbett 
Sports reported. Ecommerce accounted for 8.3 percent 

of revenues or an implied $28.5 million. Approximately 20 
percent of BOPIS transactions resulted in an additional in-store 
purchase. Footwear comps rose high-single digits, a seventh 
consecutive quarterly improvement led by a double-digit 
gain in men’s. Besides Nike and Adidas franchises, Hibbett 
saw significant growth from New Balance, Brooks and 
Champion. By category, Hibbett generated strong results 
in softball, volleyball and track but saw softness in football, 
baseball bats and inflatables. In Q1, the retailer closed 25 of 
the 95 doors it has indicated it plans to close this year. Chief 
merchant Jared Briskin told the Street that the chain is trying 
to shift away from fashion versus performance merchandising 
to focus more “on what’s trending and what’s relevant” for 
today’s consumers. n

A Q1 comparable store sales increase of 4.6 percent for Foot 
Locker met the chain’s expectations, senior execs reported. 

North American sales were paced by a low double-digit gain 
at Champs Sports, mid-single digit increases at Foot Locker 
U.S. and Canada and low-single digit gain at Eastbay. Footwear 
posted a mid-single digit comp; apparel was up low-single digits. 
Men’s Classics rose double-digits and men’s running was up 
high-single digits. Foot Locker said overall footwear drivers 
were broad-based with gains from Nike, Puma, Adidas, Fila, 
Vans and some Jordan offerings. 

With its newest “Power Store” opening in Philadelphia, Foot 
Locker now has three “Power Stores” open in North America 
with a dozen more planned globally this year, including New 
York and Los Angeles. New point-of-sale software has been 
implemented in all U.S. stores and approximately 40 percent of 
international locations to date. CEO Dick Johnson told analysts 
the retailer “feels good” about the second half of the year based 
on product flow, despite tough comparisons. n

UK-based JD Sports Fashion, which acquired Finish Line for 
$558 million last June, closed 23 of the Finish Line banner’s 

poorest-performing stores and 26 of its underperforming spaces 
inside Macy’s to end its fiscal year with 529 Finish Line doors and 349 
shops in Macy’s stores. Five Finish Line stores — Chicago, Houston, 
Columbus, Washington, D.C. and Indianapolis — were changed to 
the JD banner with a sixth coming on board at the Mall of America 
soon. For the 12 months ended Feb. 2, 2019, Finish Line generated the 
equivalent of $1.2 billion in sales. n
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W hen it comes to textiles today it’s 
all about creating product that 
is best for the athlete and best 

for the planet, too. In the past these factors 
ran on two separate and distinct tracks of 
textile development — one steered toward 
elevating functionality in textiles, while the 
other progressed by focusing on organic 
materials. What’s driving innovation now 
is the ability to make apparel and footwear 
from fabrics that are functionally sound as 
well as environmentally responsible, giving 
rise to a new category of textiles known as 
Eco Performance. 

 It’s Only Natural 
Growing concerns about the state of the 

environment at large, and the impact tex-
tiles have on these issues, has prompted a 
resurgence of interest in natural fibers and 
we’re seeing a slew of new functional wools 
and cottons enter the market. Tencel, made 

from wood pulp, is another natural fiber 
gaining traction for sportswear for its soft 
feel and performance properties. One nat-
ural fiber stealing the spotlight right now is 
hemp. The fiber is similar to cotton, but has 
greater strength and abrasion, antimicrobial 
properties and UV resistance, according to 
growers. 

Another good example of the “function 
meets nature” textile trend is Under Armour’s 
new Rush performance apparel. The fabric 
features Celliant, a textile ingredient that 
improves performance and energy return. 
The technology combines a blend of nat-
ural minerals that absorbs the energy the 
body emits and reflects it back into tissues 
and muscles, promoting more speed, more 
strength and more stamina. 

Tackling the Plastics Problem
Synthetic materials have long been a 

mainstay in active sportswear thanks to 

polyester’s ability to wick, cool and dry 
super-fast during sweat soaked workouts. 
But with the ocean plastics pollution crisis 
making headlines there is growing interest 
within the textile community (and amongst 
consumers) to innovate synthetic textiles 
— polyesters in particular — in ways that 
don’t sacrifice performance, yet won’t end 
up polluting waterways and/or add to over-
flowing landfill waste. 

Laundering polyester garments contributes 
to the plastics pollution problem. According 
to recent reports on micro-fiber pollution, 
the number of individual fibers that can 
be rinsed off a single synthetic (polyester) 
garment and end up in the ocean is 1900. 

Recycled polyester made from plastic water 
bottles has become a go-to material across 
categories in recent years, with efforts to 
recycle nylon following suit. Cost concerns, 
in addition to doubts about functionality, 
no longer hinder the acceptance of recycled 

IN THE MARKET

B Y  E M I LY  WA L Z E R

What’s Next in the Active/Outdoor/Sports Textile Scene  

Top Textile Trends 

Under Armour Rush Apparel features Celliant textile technology.
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synthetics for active sportswear as next gen-
eration recycled products now rival “virgin” 
synthetics in price and performance. 

Textile supplier Unifi has been leading the 
way recycling more than 15 billion plastic 
bottles into its Repreve brand of recycled 
polyester over the past few years and tallying 
upwards of 70 brand partners in the active/
outdoor space including Patagonia, prAna 
and Volcom. 

Adidas, too, is at the forefront of recyclability 
in collaboration with the organization Parley 
for the Oceans. The new Adidas FutureCraft.
Loop is a 100 percent recyclable performance 
running shoe. The footwear can be returned 
to Adidas, broken down and reused to create 
new performance running shoes. 

An Earth Friendly Approach to “Dye” For
Innovation around how to dye fabrics 

with an eye on the environmental impact 
is an area to watch, as the need for new and 
improved resource-saving dye methods 
become a priority. That’s easy to understand 
when you consider, for example: 1.3 trillion 
gallons is the amount of water used each 
year for fabric dyeing alone, according to 
World Resources Institute. Already on track 
are firms like We aRe SpinDye that offer 
sustainable coloring process for polyester 
yarns with methods that use significantly 
less resources yet achieves excellent color 
performance, and ColorZen that advances 
an environmentally friendly solution to 
cotton dyeing. 

Looking ahead, fabric functionality derived 
from sustainable solutions is a critical trend 
to watch as it puts a modern planet-positive 
stamp on the old textile adage, “from dirt 
to shirt.” n

sportsinsightmag.com
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Top Textile Trends (continued)

Adidas FutureCraft.Loop is the first running shoe made with materials that are completely recyclable.

The process Unifi 
uses to make 
Repreve recycled 
polyester embeds 
textile performance 
properties like 
wicking, thermo-
regulation and water 
resistance at the 
fiber level. 

Sustainability in the  

broadest sense is an umbrella 

term for meeting the needs 

of the present without 

compromising the ability of 

future generations to meet 

their own needs. In the world 

of textiles, sustainability takes 

shape in a wide variety of ways 

from developing eco-friendly 

materials and promoting local 

manufacturing to eliminating 

harmful chemical substances.  

Circularity is a new way of 

thinking about sustainability. 

When applied to textile and 

apparel manufacturing, 

circularity is a concept that 

levels up sustainable practices 

and products by emphasizing 

longevity, reuse, and recycling.  

Consider it nature’s way of 

making apparel and footwear, 

using fabrics with the ability to 

circle round and around in a 

regenerative life cycle. 

Biodegradability is based on 

these principles of circularity 

and sustainability, and is 

currently ushering in some of 

the most innovative textiles 

being introduced to the 

market. Considered akin to the 

Holy Grail of product, these 

fabrications are developed 

specifically to decompose rather 

than pile up in landfills.

Beyond 
the 
Buzzwords 





In a no-frills, get-down-to-business event 
that some attendees said had similarities 
to the Grassroots Outdoor Alliance 

Connect Show for outdoor specialty retailers, 
24 key running brands and 65 to 70 key U.S. 
running shop owners and staff convened 
in Denver last week on the eve of Global 
Running Day for the inaugural KICK Show 
from the Running Industry Association. 
RIA Executive Director Terry Schalow said 
the organization will assess feedback from 
all participants before deciding when and 
where the next KICK Show will take place.

The event’s immediate focus centered on 
previews of Spring/Summer 2020 product 
lines, a steady exchange of ideas for the 
category and the cultivation of stronger 
connections between senior company exec-
utives and store owners. Rebate incentives 
were offered to attending retailers for writing 
certain orders during the four-day event. 

Broader concerns and issues in the in-
dustry were also a talking point. Namely, 
the need for cohesive strategies by vendors 
and specialty stores alike. Key among them: 
increasing store traffic flows in the wake 
of more options than ever for runners to 
purchase products and sparking broader 
consumer interest in the physical activity 
and athletic shoe silhouette that has his-
torically set the pace for the performance 
athletic segment.

While still the largest athletic footwear 
category, wholesale running shoe sales rose a 
meager 1.6 percent in 2018 to $4.71 billion, 
according to the 2019 SFIA Manufacturers’ 
Sales by Category Report, compared to 10 
percent annual growth for the Classics/
Originals segment, 18 percent expansion 
for Skate/Surf shoes and a 12.5 percent 
increase for Casual/Fashion styles to more 
than $991 million wholesale. Meanwhile, 

while casual running participation (1-49x 
annually) has risen more than 3 percent over 
the last three years to nearly 24.4 million; 
CORE (50+x annually) dipped 6.4 percent 
in 2018, according to SFIA data to almost 
25.1 million and is down 3.3 percent since 
2013. First quarter retail sales of running 
shoes were down in the mid-single digits, 
according to NPD Group data.

Nonetheless, KICK attendees were over-
whelmingly positive about running’s future 
prospects and the show’s ability to wring new 
strategies out of sessions among its most 
ardent participants. RIA members voted on 
what brands they wanted to see at the event, 
divided into the two-day “Anchor Brand” 
track and single-day “Growth Brand” track. 
Participating “Anchor” brands included: 
ASICS, Brooks, Hoka One One, Mizuno, 
Nike, New Balance, On, Saucony, Superfeet, 
Feetures, Altra, Nathan, AfterShokz and 361. 

IN THE MARKET
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Reporting Back from the Inaugural RIA KICK Show in Denver.

New Summit Sparks Greater Focus  
on Crucial Running Segment

RIA KICK Show panel discussion.
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Sports Insight Extra 

podcast from the 
RIA Kick Show, visit 
our podcast page on 

sportsinsighextra.com





The “Growth” participants were: Reebok, 
Salomon, Vuori, Amphipod, CEP, OS1st, 
Powerstep, Rabbit, Boco Gear and Craft.

Nike’s participation at the KICK Show 
rattled some run specialty attendees, most 
seemingly frustrated by their lack of access 
to certain Swoosh run performance styles 
for their respective shops. Scott Gravatt, 
the brand’s running lead, was quick to state 
the brand’s long history of commitment to 
the category, current strategy to focus on 
particular run shops in key markets and 
appeared keen on soothing the concerns of 
KICK attendees about the brand’s intentions 
in running. (Hear more in our Sports Insight 
Extra podcast at sportsinsightextra.com.) 

Brooks Running, despite recent delivery 
woes out of its new Indiana distribution 
center, was front and center with attend-

ees on its plans to retain the segment’s top 
market share position. Brooks CEO Jim 
Weber, during an opening night panel, 
told the KICK audience, “If your strategy 
changes every three months, your customer 
is never going to figure you out.”

Nathan Hohenstein, co-owner of the 
Tortoise & Hare shop in Glendale, AZ, said 
he was having “very productive” meetings 
and was “very impressed” with the show’s 
format. Before heading home to a new baby 
and his store, he said was mostly focused 
on building a buying strategy for Spring/
Summer 2020 orders but would not write 
any paper in Denver. An associate was 
staying behind to review “Growth Brand” 
collections on KICK’s final day.

From a footwear product perspective, 
new midsole foams offering runners lighter, 

better rides on their runs was the most 
prevalent technology on display. Some 
suggested the continued emergence of more 
and more new catchy-named materials, 
including the recently launched FuelCell 
from New Balance, was partly a response 
to the ZoomX midsole from Nike, which 
the company touts as a “magically energetic, 
lightweight foam” (first used in the Zoom 
VaporFly 4%) that offers more cushioning 
without the weight and delivers 85 percent 
energy return. The bottom line — these 
newly developed foams are being touted 
as protecting the runner longer with more 
durable cushioning.

“The end consumer is always looking for 
innovation in his or her running experience 
and optimum performance,” suggested Ike 
Alvear, head of sales at 361 Degrees.  n

IN THE MARKET

361, which has seen considerable market 
growth in the Southeast, particularly 
in Northern Florida, is adding tech 
reps in that region and So. California 
as it hopes to more than double its 
run specialty account base of 180. The 
brand is introducing QuickSpring Foam, 
described as a lighter, faster rebounding 
product made of EVA and rubber that 
will supplement its QuickFoam tech. 
It is also  introducing Spire 4, its most 
cushioned shoe to date, in Spring 2020 
along with the Pacer ST speed trainer.

Saucony, aiming to rebound from some 
quality control issues with new products 
and a new global brand platform in Run 
for Good, has a new midsole technology 
called PowerRun Plus that is beaded 
TPU foam and is said to be 25 percent 
lighter than its EverRun. A new Triumph 
(Nov. 1 intro date at $150 retail) will 
feature PowerRun Plus and the new 
Guide ($120 retail) will utilize another 
new midsole, PowerRun Foam, that 
offers added “bounciness.” The brand 
is also introducing a lower profile, 
versatile shoe in the updated Freedom 
($150) designed for lateral motions, 
including OrangeTheory classes. 

Mizuno, under a small running team 
led by VP of Running Chuck Couch, is 
pulling back from mainstream retailers 
such as DSW to focus primarily on run 
specialty. Under its “Reach Beyond” 
global brand message, the Japanese 
brand has a new TPU/PU foam dubbed 
“XPOP” in its Wave Sky WaveKnit 3 
that it says offers improved cushioning, 
higher energy return and improved 
midsole durability. The brand’s Wave 
Inspire 16 is slated to debut in mid-Jan. 
2020. The Wave Horizon 4 ( $160 retail) 
and women’s Wave Knit 2 ($180 retail) 
each debut in Mar. 2020.

ON is introducing an updated CloudFlow 
and an all-day, casual shoe in the Cloud 
Hi for Spring 2020.

Altra continues to undergo major 
changes under its new ownership in 
VF Corp., but brand president Todd 
Dalhausser says it hasn’t stopped Altra 
from moving ahead and securing 22 
percent topline growth in North America 
in 2018. Besides shoring up operational 
efficiencies under VFC, Altra has under-
gone operating system and distribution 
center changes ahead of its corporate 
relocation to Denver. n
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ON Cloud Hi, new for Spring 2020

The new Saucony Freedom

The Pacer ST from 361 Degrees

Key Brand Developments At KICK 
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W
alk any neighbor-
hood of Beantown 
these days and you’re 
sure to spot three 
things—college co-

eds, multiple people wearing championship 
garb given the proclivity of the city’s pro 
teams for winning it all this century, and 
someone on a run. So, in many ways, it’s 
hardly surprising that many athletic brands 
are planting corporate roots in The Hub to 
join longtime city resident New Balance 
Athletic. Saucony is now operating in 
nearby Waltham, MA as part of Wolverine 
Worldwide; Reebok’s corporate HQ is in the 
Seaport District; Asics N.A. has an office in 
the Financial District near South Station 
and Puma is planning out a new corporate 
home in Somerville, MA in 2021 just north 
of city limits.

A lifelong Boston area resident and runner, 
Dan Fitzgerald has seen it all from a unique 
perspective. The one-time, scholarship track 
& field athlete at Boston College, in nearby 

Chestnut Hill where he ran the 800-meters, 
is the co-founder and owner of  Heartbreak 
Hill Running Co., which has three doors in 
Boston and a brand new store in Chicago. 
The run specialty chain is named for the 
91-foot rise in nearby Newton, MA, at the 
mile-20 marker of the Boston Marathon 
course, that thousands of runners over the 
past 123 years have had to conquer to reach 
the course finish line in downtown’s Copley 
Square.

A student of both running and the city’s 
rich history, Fitzgerald confirms the activity 
has “exploded” in recent years, in some ways 
returning to its heyday in the late 1960s and 
1970s during the dawn of Phil Knight’s Blue 
Ribbon Sports (the precursor to Nike) and 
Jim Davis’ 1972 acquisition of Brighton-based 
New Balance (where both the Celtics and 
Bruins now have new practice facilities at 
a NB complex). 

“I think we are definitely in our second 
running boom, and I think you can see it 
really spreading wide and crossing socio-

economic and cultural barriers. I find that 
to be the most exciting thing about our 
business…I think that’s awesome, and it’s 
what inspires me about running.”

Fitzgerald also credits some of Boston’s 
rising running movement to more women, 
of all ages and fitness levels, joining in. He 
offers a quick story about a woman in her 
60s and Heartbreak team member whose 
biggest training breakthrough was making 
it to the end of a road race with the team 
while there was still beer left, adding, “it’s 
those little connections that I love.”

Approximately 70 percent of the 
Heartbreak team is women, 65 percent of 
whom are in the 24 to 44 age bracket. 

“People often ask how we get so many 
women to be part of the group,” says 
Fitzgerald, who abandoned a college track & 
field coaching dream years ago to spend seven 
years in the corporate world at Quiksilver 
before diving into specialty retail. “I think 
it’s just a matter of providing high-level 
services and treating women the same way 
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>> HEARTBREAK HILL RUNNING COMPANY

At the Heart and Soul of Running

THE SUPER SPECIALISTS

B Y  B O B  M C G E E

Shining a spotlight on 5 specialty stores — some big  
and some small — each excelling in different ways.

The store’s Heartbreakers running team is wildly popular.
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as everyone else. It’s not an aspiration, it’s a 
recognition that we’re resonating with them.”

It was during the recession of 2008 that 
Fitzgerald began talking with his former 
Boston College track & field co-captain, Justin 
Burdon, about what they both could create 
with their respective pedigrees and histories 
in running. The result was a 900-sq.-ft. store 
in South End of Boston, the precursor to the 
current banner, that they aptly named, the 
South End Athletic Co. when it debuted in 
Oct. 2009. Less than three years later, a second 
store and the inspiration for a banner rebrand-
ing opened in 1,600 sq. ft. at the marathon’s 
Mile-20 marker in Newton, MA. Fitzgerald 
designed the chain’s Heartbreak logo himself. 
In July 2016, the largest Heartbreak Hill 
Running Co. location opened in Cambridge’s 
Central Square neighborhood. The 2,200-sq.-
ft. footprint includes a store and an adjacent, 
mirrored studio with 20 treadmills.

“We offer, just like a SoulCycle or FlyWheel, 
a studio class for runners by runners,” com-
ments Fitzgerald. “I write all the programming 
and essentially, it’s a track workout or hill 
workout in disguise. It has lights, it has music. 
It has a coach providing you with coaching 
cues, and fun and conversation. And then 
you grind some intervals and that sort of 
environment.

“My goal is to meet every runner where they 
are with what they need,” proclaims Fitzgerald 
who calls himself the “heart & mind” of the 
retail business and his one-time BC co-captain 
and former Ernst & Young executive Burdon 
the “nuts and bolts” focused on Heartbreak 
Hill’s financial plans, business models and 
schedules. The duo communicates regularly 
on the business’s daily functions and long-
term strategies. He says the close proximity of 
the athletic brands has never been an added 
pressure on the business, adding he and his 
partner expect to be the sole drivers of their 
business. He adds,  “a good rep is a good rep. It 
doesn’t matter where their company is based.”

Beyond the daily 2-6x studio workouts 
all crafted by Fitzgerald and a favorite of 
runners during cold, snowy Boston winters, 
Heartbreak Hill hosts a weekly workout at the 
Massachusetts Institute of Technology track, 
hill and speed sessions on different evenings 
and long runs every Saturday. In addition, 
there is the affordable “Heartbreaker Team” 
for interested local runners that offers an 
array of services, including a digital portal 

that has advanced training plans for 5K, 
10K, half marathons and full marathons 
and a variety of training videos, some with 
coaches, some with professional athletes and 
some with Fitzgerald himself.

“Our mission is to just over deliver. Once 
you catch the running bug or you’re curious 
about the running bug, we want to empower 
you with the tools to get better at it. Part of 
it is getting the right shoes on your feet, but 
that’s not the only part.”

Fitzgerald makes it abundantly clear that 
Heartbreak Hill Running Co., which took its 
concept outside of Boston for the first time 
this month with the opening of a 2,000-sq.-ft. 
store in the Lincoln Park neighborhood of 
Chicago, is more about the whole running 
experience and less about individual trans-

actions, which frankly can be done about 
anywhere these days, he points out. The 
merchandise breakdown in Heartbreak’s 
current locations is approximately 55 per-
cent footwear, 35 percent apparel and 10 
percent accessories with a small selection 
of Heartbreak Hill-branded merchandise 
in the assortment. 

“The objective is to be the strongest running 
brand in the country,” he says. “I think that’s 
our aspiration. We want to meet every runner 
wherever they are with whatever they need.”  n
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“I think we are definitely in our second running boom, 
and I think you can see it really spreading wide and 
crossing socioeconomic and cultural barriers.”

PODCAST
To listen to a Sports Insight Extra 
podcast with Heartbreak Hill Running Co.’s 
Dan Fitzgerald, visit our podcast page on 
sportsinsighextra.com
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T
he mix has changed, and so has 
the industry, but Michigan’s 
Gazelle Sports has thrived for 
more than 30 years by keeping 

its focus on the active gear customers need 
— and amazing service along with it. 

Founded in 1985 by Chris Lampen-
Crowell and former owner Bruce Johnson, 
Gazelle began life as an 1,800-sq.-ft. shop 
in downtown Kalamazoo, MI, that sold 
running shoes as well as fitness supplies 
aimed at the booming aerobics market. 
It also, Lampen-Crowell says, did a brisk 
sporting goods business, selling tennis, 
soccer and volleyball gear. And while the 
run category has always been the heart of 
the store (not to mention, perpetually more 
than 50 percent of overall sales), Gazelle has 
followed its consumers and their interests 
as it has grown to five stores across Western 
Michigan — and it hasn’t been afraid to go 
where they go. 

“Runners aren’t always in running clothes 
or running shoes,” Lampen-Crowell says. 

“It gives us permission to explore these 
fun things.”

Quickly, too, the store embraced the possi-
bilities of apparel. When co-owner Ken Sung 
came on board in 1989 (today, the store is 
owned by Lampen-Crowell, Sung, and Jean 
Sequite), he brought the knowledge he had 
gained as a rep for runningwear brand Hind. 

“Ken brought a whole new vision of what 
apparel could mean for Gazelle,” Lampen-
Crowell says. “We were still sit and fit, but 
when people came in, we were also a place 
they could buy a Patagonia Synchilla fleece for 
a Christmas present for their kids.” Gazelle’s 
established women’s business gave the store 
permission to be early adopters of the bou-
tique women’s fitness apparel lines. By the 
mid-2000s, Gazelle was doing three times as 
many sales in apparel as the average running 
store, as much as 30 percent of all sales at 
its peak. (That number has since declined 
— “there’s way more competition there in 
the past five years,” Lampen-Crowell notes.)

Today, Gazelle still does more than 50 

percent of its sales in core running, but it 
also stocks products for swim, hike, studio 
and travel. Hydration, accessories, sunglasses, 
and fitness trackers are part of the mix, and 
continuing to grow the medical referral 
business is a priority, Lampen-Crowell says.

But Gazelle has thrived by keeping an eye 
on more than just sport and fashion trends. 
Today, he says, the team is actively working 
to keep the shop relevant in a constantly 
shifting retail environment. 

“We’re not going to be a brick-and-mortar-
only store, and we don’t see the future being 
sustainable as just brick-and-mortar,” he says. 

Gazelle has leaned hard into its online 
storefront, which today fully mirrors its 
in-store inventory and availability. In 2015, 
web sales made up 2 percent of the retailer’s 
total. Today, it’s 12 percent of sales, and 
while sales at all five Gazelle locations are 
up for 2019, online is growing faster than 
brick and mortar.

The stores’ digital presence also serves 
as a new tool for associates to use serving 
customers face-to-face. If the store doesn’t 
have the size or color a customer wants, 
associates can process the sale on the website 
right there and have the item shipped to 
their home. It circumvents the traditional 
“put in a special order and cross your fingers 
the customer comes back” model and lets 
associates close the sale immediately and lets 
the shopper leave happy. Fully 25 percent 
of all the retailer’s digital sales come from 
the sales floor. 

But aggressively marketing their website 
has opened the doors to new customers, 
too. “People find us,” Lampen-Crowell says. 
Looking through the packages about to 
go out the door, he says, were shipments 
going to Richardson, TX; Chubbuck, ID; 
and Sparta, NJ.

With its online and in-store business, 
Lampen-Crowell says, Gazelle has found a 
merchandise mix that works. “Right now, 
we’re not looking to add. We’re looking to 
get better and sharper.” n

>> GAZELLE SPORTS

Constant Evolution
B Y  J E N N I F E R  E R N S T  B E AU D RY 

“We’re not going to be a brick-and-mortar-only 
store, and we don’t see the future being sustainable 
as just brick-and-mortar.”
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W
hat’s in a name? Adam 
White is staking the 
future of his Peoria, IL 
shop on new branding 

that honors his store’s running store past, 
but also nods to the present, where running 
shoes coexist with lifestyle dresses and 
outdoor apparel. 

In March, White unveiled RC Outfitters, 
the new identity of Running Central, which 
he bought in 2008 and has been serving 
Peoria since 1977.

“Having running in our name was a 
competitive disadvantage,” White says. 
“There are more people who don’t identify 
as runners at all who might now come in. 
If we’re fit specialists, which we are, why 
do we set up more hurdles [for every-
one to feel welcome]? We sell dresses, we 
sell denim, we sell khakis, wool sweaters, 
cashmere sweaters, and winter outdoor 
coats,” he adds. 

The merchandise mix has been evolving 
since White moved the store to its current 

location five years ago, which gave the store 
more floor space to play with. Today, the 
store stocks Dish and Duer performance 
denim, lifestyle apparel from prAna and 
Toad&Co, and outdoor looks from Kuhl, 
Icebreaker and Lole, among others. 

“We thought about changing the name 
when we bought the business 12 years ago, 
and we ended up changing just the logo,” 
he says. “But when we moved down here 
again five years ago, we strongly considered 
it again: The business had grown, but we 

had a lot of brand equity in the name, and 
it seemed with what was happening in the 
state and local economy compounded with 
the growth of dot-com business, it was a 
risky investment. But [since then], we’ve 
been hearing from people in the commu-
nity that they’re not catching on to what 
we have here, and that’s been the nudge.”

After resolving privately that branding 
needed to change two years ago, White 
worked with several firms on concepting 
new logos and names, and on working out 

the logistics of new branding. (Will a new 
logo read well embroidered on a polo shirt? 
How will a new font look emblazoned on 
an awning?) He also took the time to run 
his new business plan by vendor partners 
to get their buy-in — and in some cases, 
marketing dollars to use for the change. 
When he had everything in place, he says, 
he told the store associates and the public 
that the location was closing for a one-day 
facelift for the store’s fifth year, and revealed 
the real reason for the close in an all-staff 
meeting. (The facelift part wasn’t a fib: 
To fit the store’s new name, the shop got 
some new paint and a tweaked layout in 
addition to new signage.)

Of course, RC Outfitters is still a run-
ning store, and in the wake of the new 
branding, White doubled down to make 
sure the store’s running customers knew 
they were still top of mind. The store added 
more free fun runs, including a Monday 
night women’s run and a second Saturday 
run, and White’s sister company, Shazam 
Racing, offered a timed 5k in celebration 
of the new store name  that was free to the 
first 400 entrants, and saw a total of 600 
people run the Sunday afternoon race.

Merchandise wise, the store is continuing 
to represent the full run specialty experi-
ence: Sneaker options from stalwarts like 
New Balance, On Running, Saucony, Brooks 
and Hoka One One as well as emerging 
styles like Salomon’s road running shoes 
and 361 Degrees shoes are all on offer. 

White says response to the new name 
has been gratifying. 

“The 99.9 percent of the general public 
who has responded to me as well as to our 
team members have been overwhelmingly 
positive and excited. They like the mark 
and like the name and think it makes 
sense — and they’re excited about the 
running expansion,” he says. “And I’ve had 
numerous people stop me on the street 
and say they’re going to come in — and 
they’re not runners.” n

>> RC OUTFITTERS

Running and Then Some
B Y  J E N N I F E R  E R N S T  B E AU D RY 

The store recently rebranded to broaden its 
appeal. “There are a lot of people who do our 
sport who don’t identify as runners, and there are 
even more people who don’t identify as runners 
at all who might now come in.” 
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N
ew York City’s iconic retailer 
Paragon Sports is a rare breed 
in the sporting goods retail 
landscape. Located on 18th 

Street and Broadway just north of Union 
Square, Paragon Sports not only carries a 
full-line of merch across sporting goods 
categories, the store also manages to curate 
a brand mix that is unique. Championing 
and developing emerging brands — helping 
to separate its offerings from every other 
retailer’s — is a hallmark of the store’s 
strategy. 

Founded in 1908, Paragon Sports is 
privately owned and still run by its found-
ing family. The retailer has maintained a 
single, one-door presence over the years, 
and manages to reflect a modern vibe even 
while being a 110-plus year old institution.

One way it manages to maintain its 
“Specialty Shop” environment inside a 

50,000-sq.-ft. single store is by treating each 
major category, from running to outdoor 
to tennis, golf, swim and cycling as its own 
specialty shop inside the store.

As the Paragon Sports website outlines it, 
the store’s commitment is to offer “the most 
innovative and technologically advanced 
products in the sports and outdoor field… 
and to provide a unique and fulfilling shop-
ping experience to every customer, every 
time, by setting the standard in customer 
service and quality product.”

When Philip Blank launched it as a basic 
sporting goods store in 1908, Paragon was 
more of a sports discounter. The store 
moved into more top-of-the-line offerings 
in the 1970s and 1980s as the active/out-
door brand and retail landscape took flight. 
And in the ensuing years, as retail further 
evolved and top-tier brands have become 
readily available outside of its doors, the 

strategy of carrying more curated brands 
along with the big players has paid off.

And for brands in the industry, having 
their product on the floor at Paragon is a 
benchmark goal. 

With brand curation in mind, here are 
our three top takeaways from a recent visit 
to the store.

1. The Front Window 
Like many of its style-savvy NYC retail 

neighbors, Paragon is a star when it comes 
to window displays. The retailer doesn’t 
have just one front window, it often has 
five or six different window displays, and 
each reflects the trends that are resonating 
with the store’s active, hip consumer base. 

In early June, here’s what the windows 
told us: Tennis, cycling, yoga, running 
and outdoor are hot right now. The brand 
standouts on display? In outdoor, Cotopaxi, 
Arc’teryx, GoPro and Vuarnet were among 
the most prominently visible. In footwear, 
the front window showcase included Hoka 
One One, Gola, Vans, Birkenstock and 
Nike. In the Fitness window, brands such 
as Everlast, Fitletic, and TriggerPoint got 
prime positioning.

Brands showcased in the tennis window 
were New Balance, Nike, Head, Wilson 
and Penn.

2. Apparel Brands on the Rise
Depending on the season, different cat-

egories are moved to different areas of the 
store. However, activewear and sportswear 
are always among the most prominent cat-
egories a customer comes across upon first 
entering Paragon’s vast, multi-level space. 

Walking through the active apparel 
section and discovering new, stylish per-
formance brands is a highlight of any trip 
to Paragon. 

Emerging brands getting some love from 
the store’s activewear display on a recent 
visit included: Mack Weldon, Jack Jones, 
MPG, Tasc, Saxx, Alo, Ohmme, Janji, Shape, 

>> PARAGON SPORTS

Setting the Pace Since 1908
B Y  C A R A  G R I F F I N

Like many of its style-savvy NYC retail neighbors, 
Paragon is a star when it comes to window displays. 



T
he 10-store specialty chain Sports 
Basement is known in the Bay 
Area not only for its killer brands 
and prices, but also for its quirky 

stores and its community vibe. Founded in 
1998 by a young group of outdoor-loving 
entrepreneurs in San Francisco, its CEO — 
still at the helm 21 years later — is one of the 
co-founders, Eric Prosnitz.

How the chain got its name: Sports 
Basement aims to sell “the best brands at 
basement prices.” Prosnitz, a Harvard MBA, 
has said that the goal was to offer quality items 
at great values and make shopping fun, not a 
chore. Today the store sells more in-line goods 
than not, but also offers samples, discontinued, 
remaindered and close-out products from 
top-tier brands at “basement” prices.

What makes it special: The stores are 
big, but unique. Most of the fixtures in the 
stores are custom built. Signs, racks and 
displays are made by hand in the retailer’s 
wood and metal shop. As the store count 
has grown, each individual location has 
retained a specialty feel. Sports Basement 
locations serve as a community center and 
a hangout for local athletes and groups who 
use the space daily for club meetings, to 
host potlucks, to start a workout or to pick 
up some tips at a speaker series event. Many 
store employees are local coaches, instructors, 

outdoor enthusiasts, teachers and students.
Key categories in the store: These stores 

are packed with gear, and they cover a lot 
of categories. Run, swim, triathlon, bike, 
camp/outdoor, travel street, snow, team and 
training are all key.

How it evolved: The Mission Bay store 
opened in 1998. The start-up cut costs 
everywhere it could, from handmaking 
fixtures and signs to scouring the street 
for secondhand couches to clean up and 
reuse. By 2003, Sports Basement had re-
located its initial store into the former 
military commissary store in San Francisco’s 
Presidio. You can still see the old military 
grocery store’s Bakery and Fish sections 
at the Presidio store. The chain has kept 
expanding in the Bay Area, with its most 
recent location (store number 10) opening 
in December, 2018. Store locations include 

spaces that have been re-imagined — such 
as a former Fry’s Electronics store, a former 
video store, a former hardware store and a 
former ice rink, among others.

Basement pricing: In 2015, the store went 
all-in on a revamped ecommerce site. It sells 
a full-line of products online, though some 
products are in-store only. Buy online, pick up 
in store is offered. Online and in-store prices 
for loyalty members, aka Basementeers, are 
discounted even further. The Basementeers 
program was launched in 2016. For a $25 
one-time fee for a lifetime membership, 
Basementeers get 10 percent off every 
item every time they shop and 10 percent 
of profits from the purchases go to a charity 
or school of the customer’s choosing. This 
program has benefitted more than 1,200 
Bay Area charities and schools, according 
to the retailer. n 

>> SPORTS BASEMENT

Going Big
B Y  C A R A  G R I F F I N

Kari Traa, Running Bare, On and Thrive 
Societe.

The retailer’s outdoor section is located 
on its second floor, and the apparel mix, 
like its activewear mix, features several 
under the radar brands to go along with 
the power players such as The North Face 
and Patagonia — standouts like Howler, 
Houdini, Katin, ReDew, Duer Denim, Roark 
and Topo Designs.

3. Footwear: A Step Apart
While performance sports is what the 

store is built on, style plays a big part in its 

apparel mix, and in its footwear offerings 
the same holds true. In 2017 Paragon did 
a build out and rebrand of its footwear 
department and store execs pointed to the 
strength of the lifestyle athletic footwear 
category as a key reason for the change. 
Instead of carrying footwear on a shoe wall 
with its athletic goods, the store now carries 
all of its footwear in a shop inside the shop 
which has its own branding and a separate 
entrance from the sidewalk.

In a nod to its heritage, Paragon’s footwear 
shop inside its store is called “Dept. 1908” 
and it has more than 2,500 curated styles of 

footwear, with the strongest focus on running 
and outdoor, along with lifestyle athletic.

For the trendspotters, here are some of the 
footwear takeaways: Birkenstock product is 
prominent in the outdoor lifestyle section. 
Outdoor brands strongly featured include 
Scarpa, Salomon, Arc’teryx, Vasque, Lowa, 
Danner, Adidas Terrex, Chaco, Vivobarefoot, 
Astral, Sperry, Swims, Rockport, Samuel 
Hubbard, Merrell, Ahnu by Teva, Oboz and 
Asolo. Nike, New Balance, Hoka One One, 
Asics, Brooks and On are in the running 
spotlight and Oofos gets major play in the 
recovery footwear section. n
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Tell us about the SFIA Industry Leaders 

Summit. What’s new at the event this year? 
The Industry Leaders Summit (ILS) was cre-

ated for C-Level executives spanning across the 
sporting goods, apparel, footwear fitness, retail, 
and now technology industries. There are three 
main goals of the ILS each year: 1) To discuss 
business issues that impact the bottom line, such 
as tariffs which we covered last year in Denver; 
2) To provide insights from industry experts 
which enables our C-Level executives to have 
important business learnings to take back to their 
respective teams; and 3) To provide a platform 
for networking amongst the industry’s leaders. 

This year, we will be focusing on innovation 
and how two leaders like our keynotes Topgolf 
and Zumba, were able to find their “blue ocean 
opportunities” by essentially creating brand new 
activities that inspired and continue to inspire 
millions. The theme of sports participation is 
always top of mind as well. 

We are also excited this year to explore for the 
first time, an up-and-coming niche brand panel; 
featuring footwear upstart NoBull, boutique 
fitness standout Everybody Fights (Started by 
George Foreman III) and Hydrow — the innova-
tive rowing concept that just raised $27 million 
from L Catterton (same investors as Peloton). 

Another thing new this year is Carbon — we’re 
very excited to be hosting the co-founder. They 
are the innovative 3D printing technology firm, 
that just became the industry’s newest unicorn, 
valued at over $1 billion. They have done special 
projects with Adidas Boost shoes and now a 
Riddell football helmet. (This offers a way to 
learn about new technologies enabling you to 
better your business by improving your products 
and expediting manufacturing.)

We specifically brought back diversity as a 
discussion again. Our industry is lagging in 
this and it’s very clear: we need to do a better 
job ensuring everyone has equal opportunity. 
Period. We will be hosting a special discussion 
on hiring and what our industry can do better. 
to be more representative of the market we 
are serving.

What are some other big issues that the 

Summit will be focused on this year? 
Sports participation: We believe that is a 

core driver of business, and it is SFIA’s mis-
sion to increase sports participation in the 
U.S. Other big issues: Digitalization of youth 
sports; Fitness remains one of the hottest 
industries — we are featuring two dedicated 
panels with leaders in fitness; How niche 
brands are competing with the big dogs; NPD 
will again take the floor to share point of sale 
data and discuss what is trending, market 
analysis, future predictions and insight on 
the impact current sales have on business as 
a whole. There have been billions of dollars 
invested and countless funds raised to invest 
in Sports Technology. Topgolf will discuss 
where this hot industry is headed and the 
extensive business and consumer opportunities 
provided by sports tech and diversifying the 
game to increase participation. In addition, 
3D printing technology and innovation labs 
are opening doors for product expansion, 
customization and rapid turnaround periods.

Why should retailers attend this event? 
Retailers should attend because the world is 

increasingly getting smaller, in large part thanks 
to technology; which is giving consumers more 
power than ever. As a result, retailers are com-
peting for foot traffic and need innovations to 
drive awareness and sales. Innovation in this 
case certainly includes learning about new tech-
nologies, learning about upstarts, establishing 
relationships with brand CEOs who are attending 
to find more distribution. Not everything will 
be sold on Amazon, and some Digitally Native 
Brands prefer to work with specialty retailers 
over bigger box chains. We certainly think the 
opportunity to get business done in our 48 hour 
summit presents unique opportunities retailers 
do not find elsewhere.

What can you tell us about the Start-Up 

Challenge that is part of the Summit? 
We launched the Start-Up Challenge in 

2016 with one goal in mind:  We wanted 
to highlight innovation to industry leaders, 
while supporting entrepreneurship and small 
business. It’s been remarkable. In three years, 
we’ve featured 16 companies in a “Shark Tank” 
like pitch setting. Since then, the 16 companies 
have raised nearly $140 million in funding. 
Companies who pitched at the competition 
have raised money on-site to keep their dream 
alive. This platform has created brand part-
nerships, heightened name/brand recognition 
and awareness, and expanded distribution for 
select companies who have pitched. 

This year will be the best one yet. It starts 
with our renowned panel of judges. This 
year, we’re excited to announce that we’ll 
be featuring judges from retail (Amazon, 
Walmart GMs), investors (Venture capital 
groups seeking to deploy capital, Private equity 
firms like North Castle Partners and Norwest 
Equity), and brand execs to provide valuable 
insight.  (Judges will include executives from 
Intel Capital, Topgolf  Chairman, Head of 
Innovation Lululemon, Brooks Running, 
RW Baird, Champion, and more soon to be 
announced). 

We are expecting to receive double or triple 
the amount of applicants this year versus last 
year, and that’s because innovation is alive 
and well in our industry AND because we 
believe we have the best contest/platform 
in the world. You’d be hard pressed to find a 
place where you can do the following all in one 
spot: expand your distribution, raise capital 
on site, find brand partners, receive valuable 
feedback from sport business leaders, find 
suppliers, sourcing and more.  

How can interested parties sign up to attend 

the SFIA Industry Leaders Summit?
Visit SFIA online at SFIA.org and use the code 

Formula4 to save $100 on your registration. If 
you are a retailer group interested in attend-
ing, please reach out to SFIA VP of Business 
Development, John Peters, at jpeters@sfia.org 
for a special retailer group discount. n

Q&A

SFIA VP of Business Development John Peters answers our questions about the 7th Annual SFIA 
Industry Leaders Summit, which is set to take place in Baltimore, September 25-26, 2019. 

Previewing the SFIA 
Industry Leaders Summit
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Tom Waller 
Head of innovation, Lululemon
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N
ew Balance is focusing on 
speed and energy return with 
FuelCell, its new performance 
running footwear platform. 
Two years in development 

by the company’s Innovation Design Studio, 
the idea behind FuelCell is “to make fast 
athletes faster.”

The new FuelCell footwear line features 
what the brand describes as “the highest 
rebound properties” of any New Balance 
performance foam. The first FuelCell shoe 
launched on Global Running Day in early 
June, with the FuelCell Rebel. New styles 
will continue to drop throughout the fall. 
The FuelCell line will range in price from 
$100 for the FuelCell Echo to $200 for the 
FuelCell 5280 — a road racing flat that is the 
pinnacle product in the line. 

“This was one of the most fun, but focused 
shoe projects we’ve ever done,” Danny Orr, 
New Balance’s strategic business unit manager 
for performance and innovation says.

New Balance focused on propulsion, trac-
tion, lightweight and fit when developing the 
performance running shoe range, including a 
40-degree angle at the toe to pitch the wearer 
forward and help with better running form.

New Balance athletes Jenny Simpson and 
Jake Wightman, both of whom were involved 
in the design of the FuelCell 5280, spoke to 
us about the shoe and the R&D process.

“The 5280 not only helps professional 
runners run faster but it will help everyone 
run faster,” says Wightman. “It’s the best road 
flat I’ve ever worn.”

Simpson says it was “special” to be a part 
of a project whose initial concept was about 

building a shoe specifically to meet her de-
mands and needs as a world-class miler. In 
addition to lab testing, both athletes tested 
it in last September’s 5th Avenue Mile, a 
world class one-mile road race held in NYC, 
which Wightman won on the men’s side and 
Simpson on the women’s. “That is the ultimate 
test,” Simpson says. “You can’t replicate the 
demands of a race in a lab, so wearing it and 
winning the 5th Avenue Mile — it passed the 
ultimate test.”

A closer look at the FuelCell platform: 
• FuelCell 5280: Speed without spikes, built 
from data from Team New Balance’s fastest 
road milers. The FuelCell 5280 features a 
multidirectional carbon fiber plate designed 
to flex and accept the runner at initial contact 
and stiffen for superior propulsion at toe-off. 
MSRP $200.
• FuelCell Rebel: Made for runners who are 
ready to take their run to the next level, with 
energy return optimized, speed when needed. 
This model features FuelCell technology in 
the forefoot to create a high-rebound but 
lightweight running experience. MSRP $130.
• FuelCell Propel: Everyday energy return. 
The FuelCell Propel is built for a speedy ride, 
using the high rebound FuelCell midsole 
foam that delivers underfoot liveliness and 
springy responsiveness. MSRP $110.
• FuelCell Echo: Fast and stylish, a lower pro-
file, more streamlined silhouette for runners 
that want to be quick on their feet. Designed 
with a TPU heel counter for performance lock 
down, this road runner sits above a supportive, 
full-length FuelCell midsole. MSRP $100. n

RUNNING

 Top Tech in the Spotlight.

Turning
 Heads
New Balance Re-Fuels in Performance Running
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M izuno’s new $160 Wave Sky 
Waveknit 3 targets high-mileage 
runners who want some style 

and “pop” in their kicks. It is the brand’s first 
running shoe to feature XPOP foam technol-
ogy — delivering extra comfort underfoot 

with a combo of Mizuno Foam Wave and 
XPOP that aims to offer an all-new “floating” 
experience. The brand says it gives runners an 
extra bouncy feel from heel to toe. A Waveknit 
upper construction allows for a stable hold, yet 
flexible fit that supports natural foot movement 

through its dynamic sock-like fit. Constructed 
without reinforcements in the midfoot, the 
wave vectors seen throughout the Wave Sky 
Waveknit 3 work as hold areas, compensating 
for the stretch in other areas of the knit to 
maintain the proper support. n

RUNNING
Mizuno’s Got Some Pop

T he On Cloudventure Peak is not 
just a trail running shoe, it is de-
scribed as a “trail racer.” Built for 

runners looking for a lightweight trail 
competition shoe with downhill cushion-
ing, the $149.99 Fall 2019 style features the 

“aggressive bite” of a Missiongrip outsole, 
along with a high-torsion Speedboard and 
shock-absorbing cloud heels. A breath-
able, durable stretch mesh upper and a 
sock-like construction ensures precision 
fit and comfort. “Comfort is the absolute 

most important factor in a trail running 
shoe or light hiking boot,” says Caspar 
Coppetti, On co-founder. “On’s engineer-
ing approach is to bring the fit, lightness 
and overall comfort of our running shoe 
to the outdoors.” n

On Hits the Trail
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Topo’s Spring 2020 Zephyr

N ew materials are trending right now in the run-
ning and outdoor footwear space, says Tony Post, 
CEO and founder of Topo Athletics. “There’s 

a lot of experimentation happening with TPU or TPU/
EVA blends in midsole foams to make them more light, 
resilient, cushy and responsive,” he says. “Outsole rubber 
options have expanded significantly: blown rubber, different 
composition rubbers, or more focus on wet slip resistance. 
Upper meshes are now engineered to offer more options 
for optimizing breathability where you want it and security 
where you need it. It has reduced the need for overlays, and 
thus weight, and makes the shoe feel like a more natural 
extension of the body, especially when paired with new 
printing techniques. These new offerings combined enable 
us to build shoes that provide more specific benefits to meet 
an athlete’s optimal performance needs. However, despite 
these exciting innovations in materials, I do believe that 
it’s important as a brand to not get caught up in the tech-
nology and to always keep durability and craftsmanship 
at the core of every product.”

Coming in Spring 2020 from Topo Athletic, the $130 
Zephyr road running shoe has an elastomer stability plate 
that runs inside the midsole, helping stabilize the forefoot 
and aid propulsion during plantar flexion. A breathable 
mesh upper secures the heel and midfoot while allowing 
plenty of room for toes to spread and splay. n

Altra’s Kid Play

T he best-selling trail shoe from Altra will soon 
be available for kids — a move made by popular 
demand from its customers, according to the brand. 

Designed to replicate the adult Lone Peak, the kids version 
of the Lone Peak, set to launch in November at a retail price 
of $70, features Altra’s signature FootShape toe box and 
balanced cushioning. The brand sees these two features as 
key to helping children’s feet grow properly while staying 
strong and functional. A removable insole allows extra room 
for growing feet, as well. Similar to the adult version, the 
Youth Lone Peak has a grippy outsole with a mesh upper. 
It has a 17 mm stack height. It will be joined in the brand’s 
kids’ offerings by the Altra Kokiri for road/everyday use. n

Hoka’s Next Speedgoat

T he Speedgoat trail runner from Hoka One One 
is among its most popular styles. It is named for 
athlete Karl “Speedgoat” Meltzer. For Spring 2020, 

the fourth edition of the style will feature a new breathable 
yet rugged mesh, 3D printed overlays for increased mid-
foot support and an overall more secure feel, with a more 
accommodating fit in the toe box for a more comfortable 
ride. It is designed to be grippy on the uphill and secure on 
the downhill. MSRP $145. n

RUNNING
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RUNNING

A brand new fabric technology is being introduced by Gore-Tex 
in a new Under Armour running top this summer. 

When most consumers think of Gore-Tex, the company’s 
waterproof technology is what comes to mind. But Gore-Tex is moving 
into performance areas beyond that and the new Breeze running shirt 
from Under Armour showcases one aspect of this new direction.

To backtrack a bit: In Fall/Winter 2018, W.L. Gore & Associates 
broadened its Gore-Tex brand to include apparel and footwear tech-
nologies offering other kinds of performance beyond the waterproof 
category. It placed these new technologies under the Gore-Tex Infinium 
umbrella. One of the newest Infinum technologies is Gore-Tex Infinium 
Performance Fiber technology, which is what is launching in the UA 
shirt. It’s a fabric tech that has been developed with runners in mind. 

A single jersey knit made with a blended polyester/ePTFE yarn, 
Gore-Tex Infinium Performance Fiber technology offers moisture-man-
agement and fast drying performance benefits. It also results in a 
super-light, ultra-soft fabric with high air flow. 

According to Gore-Tex, the specific benefits of the fabric include: 
Low moisture pick-up and faster dry-out; Lightweight; High Air 
Permeability: Softness and low cling next-to-skin feel. n

The Right Fit for Tecnica Brooks Cascadia 14: A Go-To Trail Shoe

W ith its new $170 Origin trail running shoe, Tecnica 
is focusing on customizable fit. The fit process for 
the Origin utilizes a proprietary in-store ther-

mo-molding process that takes 15 minutes. There are four 
variations of the shoe with different levels of support and 
cushioning. A digital app assists specialty retailers in selecting 
the right version of the shoe for individual consumers. Once 
the model selection is made, the shoe upper and footbed can 
be thermo-molded to the feet of each customer using Tecnica’s 
patent pending Custom Adaptive Shape (C.A.S.) Machine. n

A New Kind of Performance 
from Gore-Tex and UA

D esigned for “trail runners of any kind” and delivering SUV-
like stability, the latest version of Brooks’ popular Cascadia 
trail running shoe is the Fall 2019 Cascadia 14. “We know 

that more runners are trail running than ever before, and we’ve 
created our Cascadia shoe to speak to seasoned trail veterans as well 
as first timers,” says Jon Teipen, Brooks senior manager of footwear 
product line management. The $130 shoe combines an updated Pivot 
Post system with BioMoGo DNA midsole material that adapts to a 
runner’s unique weight and stride to offer smoother transitions. A 
new TrailTack sticky rubber compound enhances grip. n

U
nder A

rm
our B

reeze running shirt

Tecnica Origin Brooks Cascadia 14
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TRENDINSIGHT
We surveyed 000 consumers. Here is what they told us.

Shopping + Gait Analysis at Run Specialty Stores

We surveyed 106 active/outdoor consumers. Here is what they told us.TRENDINSIGHT

If yes, did you go to the store to have your gait analyzed 
or did a store associate suggest the analysis?

If Yes, did you purchase footwear or accessories  
at that retail location after the analysis?

What did you purchase after the analysis?

I went to the store to  
have my gait analyzed

No Footwear

The store associate 
made the suggestion

Yes Insoles/ FootbedsSocks

Have you ever had your gait analyzed at a running store?

YES

*68% have not had gait analyzed.

*69% did not have an analysis and/or did not make a purchase.*66% have not had gait analyzed.

73%

15%

8%
5%

10%

26%26%

17%

27%

NO
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POWERED BY
www.mesh01.comWe surveyed 000 consumers. Here is what they told us.

Trend Insight Consumer is a feature within Outdoor Insight 
that delivers research conducted on the MESH01 Platform. 
MESH01 collects data from a select panel of sports 
enthusiasts. For information on the Mesh01 Platform, contact 
Brian Bednarek at 603-766-0957or brian.bednarek@
mesh01.com. For more information on Trend Insight 
Consumer and how your company can participate, contact 
Jeff Nott at 516-305-4711 or jnott@formula4media.com.

THE BEST SPECIALTY SPORTS STORES OFTEN 

have two things in common — they know how 

to create community and they offer excellent 

in-store service. In the exclusive research on 

these pages, we asked consumers how often 

they participate in community retail events, 

and if they have taken advantage of an in-store 

gait analysis offered by a running retailer . 

While the numbers aren’t staggering, they 

do reveal a few things. Nearly a quarter of 

consumers say they have attended a community 

gathering or event at a run specialty store. 

Most of those who have, say they’ve done so 

1 to 3 times. And 27 percent of consumers 

told us they have had their gait analyzed at 

a running store. Twenty-six percent say they 

have purchased footwear or accessories at a 

store after a gait analysis. Products customers 

say they purchased in-store after having their 

gait analyzed include footwear (26 percent), 

insoles (10 percent) and socks (5 percent). n

The survey, conducted by MESH01, included 

106 active/outdoor sports participants, men and 

women, aged 18 to 55.

CARPE
TRENDEM

Running 
Towards 
Specialty

S E I Z E  T H E  T R E N D !

We surveyed 106 active/outdoor consumers. Here is what they told us.

NO YES

Running Retail + Community Events

If Yes, how often did you attend?

Have you ever attended a community 
gathering or event at a run specialty store?

1- 3 times 4-6 times + 6 times:

*75% have not attended.

14%

7%

4%

76%

24%
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END INSIGHT
WHAT’S TRENDING  
BY GENERATION

Source: The 2019 Physical Activity Council’s Overview Report on U.S. Participation. The study tracks sports, fitness, and recreation participation in the U.S. The report is produced by 
a partnership of eight of the major trade associations in U.S. sports, fitness, and leisure industries: International Health, Racquet, and Sportsclub Association; National Golf Foundation; 
Outdoor Foundation; Snowsports Industries of America; Sports & Fitness Industry Association; USA Football; Tennis Industry Association and United States Tennis Association.

Fitness Individual Outdoor Racquet Team Water Winter

Which fitness activities are most popular for different age groups.

59%

64%

67%

52%

23%

30%

39%

42%

50%

40%

57%
59%

6%

10%

17%
18%

4%

11%

26%

55%

7%

11%

15%

13%

4%

9%

15%

19%

TOP 
TAKEAWAYS

Gen Z loves team sports. Over half of this generation 
participated in a team sport during 2018. 

Fitness category participation is changing. It had been 
dominated by Gen X six years ago, but Millennials and Gen Z 
have begun to move to the forefront. In 2018, well over 60% of 

Millennials and 50% of Gen Z participated in fitness activities. 

Outdoor interest is growing. Overall, 60% of the U.S. 
population participated in an outdoor activity. When split 
by generation, over half of Gen Z, Millennials, and Gen 
X unplugged and enjoyed an outdoor fitness activity. n

n Boomers
n Gen X
n Millenials
n Gen Z
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RUN THIS GAME

When you put in the work, you’re ready to take on anything.  
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