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It All Starts Here.

We believe in the foundation and success of independent specialty brick-and-mortar stores. Shopping is not just about
commerce. There’s something called the in-store experience. The touching and feeling of product. The sit-and-fit process. The curated

assortment and exciting impulse purchases. The trusted service after the purchase. And, the customer’s immediate gratification.
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News, trends and analysis of key markets that are most profitable to retailers.

NDS, PERSPECTIVE & ANALYSIS * JULY/AUGUST 2019
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Editorial Features

No fluff, celebrity coverage or party pictures. Just useful information retailers can use to
make buying decisions and better run their businesses in today’s competitive, dynamic market.

TRENDS

STYLE
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THE PERFECT PAIR

COMFORT

As the casualization of fashion takes over
in the workplace and beyond, footwear
brands are responding with a tried and true
combination — style plus comfort. Brands are
serving up options that look good, feel good
and add up to a “casual fashion” homerun.
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Introducing

Footwear Insight | Sports Edition

The perfect mix of sports and style.

FOOTWEAR INSIGHT | SPORTS EDITION

-

EVERYTHING
AFTER

READY FOR ANYTHING:

FOOTWEAR INSIGHT | SPORTS EDITION

RUNNING
STRONG
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SPORTS EDITION
e

STYLE

RETAILERS SHARE
TIPS ON MAKING.
THE APPAREL SALE

REEBOK AIMS
FOR GROWTH

¥ _ “OUTSIDE THE BOX:

RETAIL ON WHEELS

FOOTWEAR INSIGHT ‘ SPORTS EDITION

5 SPECIALTY
RETAIL STANDOUTS
IN THE SPOTLIGHT.

FOOTWEAR THAT'S - “
AT HOME WHEREVER
‘THE DAY TAKES YOU i FOOTWEAR TECH
WHAT’S NEXT IN RUN
PLUS: RIA KICK
SHOW REPORT

ACTIVE FASHION
‘BLENDING SPORT
BRANDS SOUND OFF: A STYOR
ECUTIVE OUTLOOK 2020 A
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Footwear Insight | Sports Edition Editorial Features

RUNNING

BASKETBALL

RETRO Turning
RENEGADES =~ Heads

CAN FASHION-
FORWARD STYLING
AND ENDORSERS
FROM THE'90S
BREATHE NEW LIFE
INTO BASKETBALL?
BY BOB MCGEE

-ORMANGE RUNNING BRANDS VENTURE INTO ‘ALL DAY’ SHOES,

¥ .. PHOTOS BY FRANK JAMES
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Consumer Surveys

CARPE
TRENDEM
Trend Insight: A snapshot of what’s resonating with consumers to help make

smarter business decisions, inspire creative solutions, and generate original ideas.

Seize the Trend

TRENDINSIGHT TRENDINSIGHT  We suneyed 118 consumers. Here's what they told us.

TRENDINSIGHT

We surveyed 118 consumers. Here is what they told us. We surveyed 155 consumers. Here is what they told us.

Filne_ss Shoppers Are

Shoppers want more than ever from thei ftnes fotuear
(seestory on page 50 greatooks,
and performance esturesto keep them at thetop of their

the bestprice out there,

game. And when it comes o those shacs, theye doing
their research — which incudes an in-stor ry-on.Fully
82 percent had resarched thei last buy, and 38 percent
of them said they “vitualy lvays” o

Weasked a 4181059 about

When you're shopping for footwear for your fitness workouts, what

#3 | Aesthetic/Looks “right”

#4  Technology

Where do you get the information you need about the attributes you
selected above?

‘Thinking about the last pair of shoes you bought, was it an
are:

what theyre ooking for in theie fitnes shoes, what they
e 0 rescarch thei decision, where they buy them, and
‘what keeps them comring back o your stores. We lsoasked

(Facebook, where 56 percent of survery-takers followed
‘aneighborhood shop, was the most popular, ollowed by
Instagram, where 39 percent fllowed a retailr)

The vy, conductd by MESHOL ncldecd 18 espondents,

searched buy?
I Researched Buy

ustomers love spring shoes —and

they're actively looking for new.

options. That’s the takeaway from
our latest survey with MESHOL. We asked
155 active men and women between 18 and
60 about their warm-weather shopping.
habits, and almost 90 percent of them sald
they are actively looking for new brands at
least some of the times they're shopping
—and 23 percent of them said they're on
the hunt for new labels every single time.
they shop. What's more, the field was
evenly split when it came to purchasing
intention: Half of our respondents said they.

When you go to a store to buy footwear, do

you go in

No ]

to
shop, but half didn't. S0 how to get them
21t

between brands [ know

totry anew style was seeing the shoe on
display in-store: 41 percent of respondents
said it was their major motivator, even

th a specific brand in mind to buy?

Tusually go in with a
kind of shoe that | am

p
g0 105" MALE, 45

Tlook at all the new products that are
labl “

support ithere s another shoe that catches.
my eye, I willinquire about it FEMALE,

hat | want

footwear, evenifitis a different brand than
FeMALE, 28

The survey, . included.
155 respondens, active men and women,

in a shoe, such as use, occasion, style,

imesn01 com. For meve fometon on Tend st

Consumers

'WHEN IT COMES TO BOOTS,
consumers want them to perform. We
asked consumers what they lookfor
in their boots, and the results were
illuminating. Most respondents said
the boots they regularly bought were
for function: cold weather boots, rain
boots, work boots or hiking boots.
(22 percent said they regularly bought
fashion boots). OF all the qualities
shoppers looked for, durability was
the most important. We also asked
consumers how much the return
process factored into their shopping
decisions. A majority (69 percent) said
that a given retailer’s return policy

are looking for — and what they're
taking back. m

The survey, conducted by MESHOL,
included 118 consumers ages 18 to 60.

What types of boots do you regularly buy?

are the attributes that are most likely to clinch the sale? . Do you have
oot Brice = nd Thepirg | imorersrimotanc Spring 2 favorite Yes Talk Boots
Doing Their Research « Shoppers L‘:‘;mgﬂ' 210 22% 26%
Want Newness 14% 15%
#2  Versatilty/Usefulness both in and out of gym N
o Work Boots. Hiking Boots. Fashion Boots cdt:!‘mﬂhev

What type of stores do you shop for the boots that you regularly buy?

15%

Oniine
Goneral
Boutaus Merchandisa  Store

18% 19%

Online  Independent _ Deprtment
Shoe Store

21%

Outdoor
specalty
Sore

What features are most important to you when choosing which boots
to purchase?
23
20% %

When shopping for boots, how important is

an anti-slip outsole to your purchase?
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Sit. Fit. And Be Recognized.

FOOTWEAR INSIGHT

Footwear Insight, working with Franklin Retail
Solutions, mystery shops and rates top footwear
specialty stores in the United States. Each store is
graded on more than 24 criteria (beginning with the
greeting and extending through the fitting process,
selection and all the way through to checkout).
Top stores are recognized at an awards ceremony
August 2020 and in a special report, published in
the Sep/Oct issue of Footwear Insight.

For more information and criteria: www.footwearinsight.com/goldmedal FormuladMedia
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Gold Medal Service Awards Program

Local Retailer Wins Gold Medal Service Award

Abegrby @&:ﬁ&' vio

2020 Sponsorship package

e | 0go on all Gold Medal Service Awards materials

e | ogo on all promotional ads in Footwear Insight promoting Awards

e | 0go on Gold Medal Service Award plague

e Nomination of up to 15 stores to be shopped

e Full page ad in Sep/Oct issue of Footwear Insight

e Table Top display at Awards presentation

e Product Placement in swag bag at Awards presentation (supplied)

e Personalized letter or coupon included in awards box given or sent to winners (supplied)

Sponsorship Package A: $12,500 + 3X Full page ad program
Sponsorship Package B: $21,500 with no ad program

Sponsorship of custom award available.

For more information and criteria: www.footwearinsight.com/goldmedal FormuladMedia
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2020 Editorial Calendar

Issue

Features & Categories

Show Calendar

January Hiking OR + Snow Show
Sports Edition: Running Racquet & Paddle
Trail and Running Socks Sports Show
Tennis
Materials & Design
February The Boot Book Platform
Show Issue Comfort FFANY Market Week
Sneaker Style Atlanta Shoe market
Hosiery NSRA Conference
Materials & Design
Mar/Apr Workplace
Casual Kids
Accessories
Made in America
May Hiking/Trail Running  RIA KICK Show
Sports Edition: Running
Running Fitness
Socks
Insoles
Materials & Design
June Comfort/Wellness
Comfort Sandals
Style Trends
Kids
Materials & Design

footwearinsight.com

Ad Close

12/10/19

12/27/19

3/9/20

4/13/20

6/1/20

Materials Due

12/17/19

1/6/20

3/16/20

4/17/20

6/8/20

Issue Features & Categories Show Calendar Ad Close Materials Due
July Heritage 6/16/20  6/23/20
Sports Edition: Sneaker Style
Sport Lifestyle Running

Trail Running

Fitness

Materials & Design
August The Boot Book 8/10/20  8/17/20
Workin’ It Comfort
The New 9 to 5 Sock Options

Materials & Design
Sep/Oct Recovery 9/8/20 9/15/20
The Gold Medal Wellness
Service Awards Issue Sneaker Style
November Hiking The Running Event 10/23/20 10/30/20
Sports Edition: Trail Running
Running Running

Socks

Insoles

Materials & Design
December Women'’s Comfort FFANY Market Week 11/6/20 11/12/20
Working Comfort Men’s Dress FSNYE (Warwick)

Accessories

Materials & Design
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Circulation and Advertising Rates

Independent Footwear Industry Suppliers, Media,
Stores and Boutiques Financial Community.

MAILED
CIRCULATION

12,000

Sports Specialty
including Outdoor, .
Running, Athletic, Pedorthic

and Sporting Brand Stores
Goods Stores Executives

Family Footwear Chains,
Department Stores, Mass
Merchants, and E-commerce.

Footwear Insight is mailed to a 12,000 retailers and brand executives.
In addition, Footwear Insight features bonus distribution at major industry
trade shows and conferences.

Advertising Rates

Ad Size 1x 3x 6x 10x

Full Page $7,975 $7,295 $6,675 $6,150
1/2 Page $5,190 $4,750 $4,350 $3,985
1/4 Page $3,200 $2,935 $2,685 $2,465

footwearinsight.com FormuladMedia



FOOTWEAR INSIGHT ‘ MEDIA PLANNER 2020

|
f’ footwearinsightextra.com

Published every Wednesday.

Original Content

News

Podcasts

+

The Footwear Insight Index: tracking 20 of the most important publicly traded
companies that have a substantial footwear business (6 retailers, 14 brands).

Wew President of Merrell

P ————
g v e e
— g

50X

PUBLISHED
EACH YEAR

6,725+

DIGITAL
DISTRIBUTION

26.2% 17,051+

OPEN RATE PAGE VIEWS

Advertising Rates

Ad Size Top Banner Side Box
3 Months $2,500 $2,000
6 Months $4,000 $3,200
12 Months $7,000 $5,600

Sponsored Content Block

Package 1x Rate

Email Blast $1,000

Email Blast + Advertorial + Web Ad $2,500

Statistics source: Google Analytics October, 2018 - October, 2019

footwearinsightextra.com FormuladMedia
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footwearinsight.com
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16,826+
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Advertising Rates

Ad Size Top Banner Side Box
3 Months $2,500 $2,000
6 Months $4,000 $3,200
12 Months $7,000 $5,600

Issue Delivery Email Blast Rates (6x per year)

Ad Size Per Issue

Side Box $350

Banner $500

Sponsored Content Block

Package 1x Rate
Email Blast $1,000
Email Blast + Advertorial + Web Ad $2,500

Statistics source: Google Analytics October, 2018 - October, 2019

footwearinsight.com
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Contact Information

Editor-in-Chief

Jennifer Ernst Beaudry
917-687-7196
jbeaudry@formuladmedia.com
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Cara Giriffin
Suzanne Blecher
Bob McGee
Emily Walzer
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