
RUNNING INTELLIGENCERUNNING INTELLIGENCE
News, Analysis and Research of Interest to Running Specialty Store Owners

MARCH 2007 ~ VOLUME 2, NUMBER 5

PAGE 1

RUNNING INTELLIGENCE is published twice monthly, and is available only via e-mail. If you are an independent running specialty
retailer, and would like to receive RI, e-mail your request to running@formula4media.com. © 2007 Formula4 Media Group

MarkSullivan, Publisher: msullivan@formula4media.com  Jeff Nott, Advertising jnott@formula4media.com 

Jeff Gruenhut, Advertising: running@formula4media.com   Troy Leonard, Advertising tleonard@formula4media.com

SPONSORED BY

Turner Back in the Mix at Avia Parent

T
erry Turner, the respected running shoe developer
and footwear executive, is back in the day-to-day
mix at American Sporting Goods, the parent com-

pany of Avia.
Earlier this month, Kevin Wulff, the former Nike Canada

executive who had been CEO of American Sporting
Goods for the past two years, resigned in a reported dis-
pute with Turner over the potential sale of the company.
Wulff was brought in by Turner to re-structure the compa-
ny in anticipation of a sale. A report in Footwear News
said Wulff resigned when Turner told him the company

was off the market, but in the same article Turner was
quoted as saying the company was still up for sale.

American Sporting Goods was founded by Turner some
twenty years ago to produce low cost high quality athletic
footwear. Turner developed the Turntec line of running
shoes and has subsequently purchased Ryka, And 1 and
Avia. He nearly sold the company in at the end of 2004
and ASG has reportedly been seeking a buyer since
Wulff joined in 2005.

Turner told Running Intelligence he expects to
announce a new CEO within a week. ●

L
iz Wilson, a longtime sales executive at Sport Hill,
has joined Brooks as Director of Apparel Sales. In
this role, Wilson will oversee all apparel sales for

Brooks for the SRA channel and non-SRA channel as
well as serve as the liaison between the product team
and the marketplace.

Wilson spent the last 16 years working at SportHill in
Eugene, Ore., where   she held many roles including
National Sales Manager and most recently Sales Director
of National and International Key Accounts. She helped
develop SportHill from a company with seven styles when
she joined, to a company that now has many styles and
programs including a “Plus Sizing” program, as well as a
kids and team apparel line.

Wilson also has a distinguished running career. While
in college at University of Oregon, she was a seven-time
NCAA All-American. She competed in four Olympic
Trials, starting in 1992 running the 3000 Meters to most
recently at the 2004 Olympic Marathon Trials where she
finished 13th. This past January Liz won the Arizona
Rock ‘n’ Roll Half Marathon.

“Brooks is very excited to have Liz on board,” said VP
of Specialty Sales Rick Wilhelm. “She understands the
needs of our account base and brings to Brooks not
only a passion for running but a passion for hard work.
With her skills set and can-do attitude, Liz will enable
Brooks to better manage our steady growth in the mar-
ketplace.” ●

Wilson Joins Brooks As Head of Apparel Sales
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A
mid concerns from key running vendors that
the specialty market may be slowing down,
Fleet Feet, Inc. reported a 19.9% growth in its

overall sales in 2006. Its 70 stores, surpassed $63
million in revenue, compared to $52 million in
2005. Comp store sales in 2006 were up 17.5% on
top of the 16.1% increase posted in 2005.

The results were reported while senior execu-
tives from many of the major running brands were
present at the SGMA’s Leadership Conference in
Washington, D.C. In private conversations, several
of these execs admitted their business growth was
slowing down after several years of rollicking
growth. While the Fleet Feet numbers represented
sales in the 2006 calendar year, the numbers were
impressive and send out a clear sign of the run-
ning channel’s rock solid growth over the past two
years. In a separate survey of more than 100 run-
ning stores, Running Intelligence found that spe-
cialty stores remain bullish on their category. Sixty-
eight percent of stores in the survey expected that
2007 sales will be up by more than 7% this year
and 37% said business would be up my more than
15%. Only 8.5% forecast that business would be
flat or down.

At Fleet Feet, Brooks was the fastest growing
footwear brand in 2006 with a 33% increase.
Asics saw a 26% increase, and New Balance
rounded out the top three with a sales increase of
14%. In apparel, Brooks exceeded the growth of

its competitors by driving a 40% increase, Moving
Comfort saw a 26% increase, and Nike was third
with a 21% increase.

On the market share front, Asics and Brooks
continued to distance themselves from the pack.
Asics made up 26% of combined footwear and
apparel sales and Brooks represented 22% of
sales for the two categories.

Fleet Feet, Inc. added ten new franchise owners
to the network in 2006. Five new franchise loca-
tions were opened and five existing locations
changed ownership. Three of the five ownership
transitions involved former employees taking the
franchise reins, bringing the total number of fran-
chises owned by former employees to fifteen.
Fleet Feet has already added five stores in 2007,
including locations in Annapolis, MD,
Murfreesboro, TN, Knoxville, TN, Orlando, FL, and
American Fork, UT. ●

Fleet Feet’s 2006 Numbers Show Near 20% Growth

INSTANT TRAIL-CRED

La Sportiva Ultranord

with GORE-TEX®

Fabric Technology

The booming sport of trail running brings 

outdoor enthusiasts and runners together. 

Satisfy this passionate and loyal group with 

the four-season, all weather comfort of 

GORE-TEX® footwear. It’s the brand that says 

your store is serious about the trail.

Learn more by calling Matt Schreiner at 410-506-2802.

EXPERIENCE
MORE...

gore-tex.com

© 2007 W. L. Gore & Associates, Inc. - GORE®, GORE-TEX®, GUARANTEED TO KEEP
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   style in motion
Get the latest scoop on style–as well as savings. And best of all is

our new Fall | Winter 07 Collection a must see, brimming with the newest 

looks. Plus get the latest on the hottest trends featuring energlo the 

world’s first Glow-in-the-dark waterproof breathable technology. insport.com

50 Best Stores Nominations Under Way

T
he Running Network LLC and Footwear
Intelligence have begun accepting nomina-
tions for the second annual 50 Best Running

Stores in America promotion.
The nomination ballot ran as a full page ad in

The Running Network’s
Spring Shoe Review,
which reached more
than 750,000 con-
sumers, and will run
again in subsequent
issues between now
and the July 10 dead-
line for submissions.
Stores that are nominat-
ed are then evaluated
by a committee of
judges that includes edi-
tors and publishers of
Running Network publi-
cations. Once stores
pass through the evalu-
ation process, they will

then be “Mystery Shopped” and rated by a quali-
fied store rater from The Franklin Resources
Group. The store rating process will account for
50% of the overall score. The remaining 50% of
the score will consist of ratings on the store’s com-
munity involvement and from a special committee
of vendors who will rate the store based on its
credit worthiness and financial viability.

“Based on feedback from stores and vendors,
we’ve made some adjustments in the evaluation
process for 2007,” said Larry Eder, president of
The Running Network, and group Publisher of
Shooting Star Media, Inc. “We’ll put some addition-
al weight on community involvement and ratings
from the vendors.”

Last year, The 50 Best Stores promotion
received more than 1200 consumer nominations
on more than 100 stores. For 2007, Eder expects
to receive more than 5,000 nominations and says
that well over 100 stores will be rated by mystery
shoppers in an effort to create the 50 Best list.

“This program was created to provide recognition
to the entire specialty running channel,” said Mark
Sullivan, editor of Footwear Intelligence, a sister
publication of this newsletter. “The 50 Best Store
Awards focuses on the service, the community
involvement and the commitment that running
stores bring to the market every day. The list is

limited to 50 stores, but the program was created
to recognize the value of the entire channel.”

The list of stores will be announced during an
awards ceremony on Tuesday Night, November 13
during The Running Event in Austin, TX. A special
published report will appear in January, 2008 and
be distributed to the trade in Footwear Intelligence
and reach more than 500,000 consumers through
distribution in key Running Network publications.

Nominations can be submitted to:
Top50RunningStores@gmail.com

Any questions can be directed to:
Mark Sullivan: msullivan@formula4media.com 
Larry Eder: larry.eder@gmail.com

For a copy of the nomination form,
you can share with customers,
please see page 8 of this newsletter.

mailto:Top50RunningStores@gmail.com
mailto:msullivan@formula4media.com
mailto:eder@gmail.com
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• New Balance was award-
ed “Most Comfortable
Walking Shoe” for style
WW792 in the Best of
Fitness 2007 issue of
Health Magazine. The shoe
is marketed for the ‘walker
who’s out for a real work-
out’ and New Balance’s
commitment to comfort is
demonstrated with their use
of high-tech materials. The
insoles are made of
Breathe-O-Prene material,
which offers low compres-
sion, great shock absorp-
tion, breath-ability, and
moisture wicking.

• La Sportiva’s Fireblade
trail running shoe was
named by Runner’s World as
Best Debut in its April 2007
Shoe Review. The Fireblade
is equipped with an external
molded heel  counter for
motion control and a stable
ride. Low profile lugs offer
lightweight traction for run-
ning downhill. The Fireblade
is available in men’s and
women’s and retails for $90.

La Sportiva is also a spon-
sor of , the Trail Runner
Trophy Series, the world’s
largest off-road running
series, got underway on

March 3 with four races in
Indiana, Arizona and
Maryland. Now in its fourth
year, the 2007 Series
encompasses over 115
races from March 1 to
September 30. Over
20,000 Trophy Series par-
ticipants earn points for
completing events as well
as bonus points for top
age-group or overall plac-
ing. Runners clash in two
divisions: (1) marathon and
shorter and (2) ultrama-
rathon (including any races
longer than 26.2 miles—
the marathon distance).

• Goodie bags filled with
products and coupons
from Injinji, Julbo,
Kahtoola, Mont-bell,
Spenco and Petzl are
awarded to the top male
and female finishers in
each age group. The sea-
son’s male and female
Trail Runners of the Year in
the marathon-and-under
and ultramarathon cate-
gories will be featured in
Trail Runner’s December
issue.

• Scott Tucker has left his
post as president of Montrail.

RUNNING BRIEFS

Technology Is Opportunity, 
Not Threat, SGMA Boss says

D
igital technology is becoming integrated into all
aspects of sport, and presents a major opportuni-
ty for retailers and vendors in this sector.

That is what SGMA president Tom Cove said at his
organization’s annual leadership conference, which
was held earlier this month in Washington, D.C.
Runners are among the prime adapters of incorporat-
ing digital technology into their sport, said Cove.
“When people go running before they leave the house,
they grab two items, their cell phones and their keys,”
Cove told the group. “The phone is already a running
accessory and that means runners are prime for
including other technology into their routines. ●
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B
efore the turn of the century it seemed to be all
about brand recognition. The most publicized
brand was the most recognized, and the most

recognized was the most purchased in the world of
consumer products. Most of us can remember when
the Journal of American Medicine published their
study in 1991 that showed that 67% of adults and
91% of 5-6 year old children recognized Joe Camel,
the infamous mascot of Camel cigarettes. This statis-
tic placed Joe Camel equal to Mickey Mouse in
terms of recognition to children. In many ways, this
study was the crowning jewel for R.J. Reynolds and
Nabisco. Although they maintained that they were
not targeting children in the campaign, sales of
Camel cigarettes to teenagers have soared 8000%
since 1988 and 1 in 4 kids between the ages of 12-
17 say they smoke Camels.

Since 2000, however, the pursuit of brand recogni-
tion has been replaced by the pursuit of brand rele-
vance. Within the last 16 months Kodak, Intel, and
AT&T, three of the most highly recognized brands in
the world, unveiled new logos. It took me less than 1
minute to locate all three of these long standing
logos in my house. These were powerhouse logos.
However, the chief executives of these companies
were willing to risk this widespread recognition
because they believed they needed to become more
relevant to today’s consumer. As AT&T chairman
and CEO Edward E. Whitacre Jr. said, “the attributes
that bring (AT&T) to life for our customers are as
fresh and new as ever.” In today’s cluttered market-
place the consumer has become desensitized to tra-
ditional forms of advertising. With virtually any infor-
mation available at the click of a button, the branding
notion of being “top of mind” has been replaced by
“closest to need.” Closest to need has two mean-
ings. First, the product sought must have specifica-
tions that are a close fit to the consumer’s wants
and/or needs, and second, the product sought must
be close or accessible enough so that making the
transaction is worth the trouble. The balance
between these two concepts is where consumer rele-
vancy is discovered. If there was one magic running
shoe that worked perfectly for everyone, and you
were able to hand deliver that shoe to your customer
as soon as she was thinking about getting a new
pair, it is safe to say, you would have a pretty relevant
and successful business.

Fortunately for all of us, there are no magic solu-
tions, and the costs associated with any business
make it nearly impossible to dominate in all areas.
The good news is that no matter the size of your
business and the size of your market you can build a
relevant and successful business if you possess the
right ingredients. But what are those ingredients and
how do you know you have the right recipe?  In the
book The Myth of Excellence Fred Crawford breaks
consumer relevancy into 5 categories: Accessibility,
Experience, Price, Product, and Service. A success-
ful company chooses one of these areas in which to
dominate, one as a differentiating compliment to the
first, and maintains adequacy in the other three.
Take Nordstrom for example, they are not the least
expensive department store; the products they offer
can be found elsewhere, and they reside in only 27
states nationwide. Yet, they are one of the strongest
department store chains in the country because of
their uncompromising service and the experience
they provide their customers. Their consumer rele-
vancy model can be seen below.

In order to find your dominant trait it is important to
ask this fundamental question.

“What can I do better than anyone else?”
Or
“What can I do that no one else can?”
You can only pick one thing!  As you work to

answer this question, also ask yourself why you got
into this business. What are the things you love to
do, and are you doing those things on a day to day
basis?  For most small businesses, the store person-
ality reflects the personalities of the owner and key
employees. By investing time and money in areas of
passion rather than areas of concern a business’
dominant trait emerges, and the store’s relevancy is
established.

Let’s take this one step further. You can start to

The Pursuit of Relevance  By Parker Karnan

DOMINATE

DIFFERENTIATE

ADEQUATE

ACCESS EXPERIENCE PRICE  PRODUCT SERVICE

3

4

3 3

5
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create your own consumer relevancy model by
answering the following 5 questions below.

1. Pricing Policy: How would you describe your
pricing strategy?
a. Our prices are honest for the service we provide
and are at par with the competition.
b. We consistently differentiate ourselves in our pric-
ing compared to the competition.
c. We dominate in competitive pricing and will not
be undersold.

2. Product Mix: How do you consider the value of
the product you provide?
a. We provide credible product that competes favor-
ably against the competition 
b. We carry highly reliable product that sets us apart
from the competition 
c. We deliver inspirational product that changes the
lives of the customers we serve

3. Customer Service: How would you describe
your level of customer service?
a. We accommodate the wants and needs of our
customer base
b. We educate our customers on how our service
can benefit their lives
c. We customize each visit to the specific needs of
our customers

4. Store Location: How would you rate your cur-
rent retail location(s)?  
a. Our location is accessible
b. Our location is convenient
c. Our location is a competitive advantage 

5. Customer Experience: How does your staff typi-
cally relate to your customers?
a. Our staff treats our customers with unconditional
respect
b. Our staff provides care to our customers
c. Our staff develops intimate relationships with our
customers

A business geared for success will have 3-A’s, 1-B,
and 1-C. A’s represent your adequacies. B’s represent
your differentiating characteristic, and C’s represent
your dominant trait. If you have 2 or more B’s and C’s,
it may reflect that you are over invested in certain

areas of your business and need to hone in on a single
attribute. Remember, invest in your strengths. It also
may indicate that you believe an aspect of your store is
highly relevant to your consumer, when it in fact, is not.
A common area of overinvestment among running
retailers is product. It is very difficult in today’s market-
place to compete and win with product. A quick
Froogle search of the Kayano 13 produced 205 results
ranging from $119 to $135. With this type of product
availability at the customer’s fingertips, it no longer
becomes relevant that you carry the Kayano 13; it
becomes relevant that you know how to fit it and who it
works for. Most dealers are over assorted in their
footwear selection. They offer many choices to a cus-
tomer that doesn’t care to have many choices. The
money it takes to stock this inventory can be redirected
towards purchases of faster moving product. Faster
inventory turnover frees up cash. Cash allows retailers
to invest in areas of their business that make a differ-
ence. It allows them to invest in their strength, to do
something that no one else can or in a way that no
one can duplicate. It allows them to dominate. It
makes them relevant to the consumer. Product selec-
tion is important in the world of specialty, but if you
can’t sell at least 36 pair of a footwear style annually,
you really need to justify why you carry it and whether
it is actually important to your business.

Why is your customer choosing to shop with you?
Consumer relevance is not a strategy that you manu-
facture. You don’t wake up one day and say to your-
self, “we need to become more relevant to women
customers.” Consumer relevance is something that
you are. It’s how you show your community that you
‘get it’. In our fast paced sound bite society where
the average attention span is 7 minutes, relevance is
a welcome change amidst the continuous barrage or
clutter we encounter. Ironically, the very skill of multi
tasking that is so valuable in our busy lifestyle, is not
very useful when it comes to building a relevant busi-
ness model. A focused single minded approach on
what makes you relevant to your customer will differ-
entiate you and provide clarity to them when they
decide who deserves their money and time. ●

Questions or comments for Parker?  Interested in a customized rel-
evancy assessment for your business?  Contact Karnan Associates
at 206.601.7019 or email parker@karnanassociates.com.
Parker is accredited by the Institute for Independent Business and is
a member of the IRRA.

Relevance (continued)

mailto:parker@karnanassociates.com


PAGE 7

RUNNING INTELLIGENCE

Sof Sole Rolls Out IRRA Program

S
of Sole has rolled out a discount program exclu-
sively for IRRA members on its new Adapt insole.
The Adapt is a moldable footbed that can be cus-

tomized to a consumer’s fit by placing the insole in an
oven and then stepping on it so it molds to the con-
tours of the foot.

The special package for IRRA members includes a
33% discount on all orders placed on the Adapt insole
between April 1 and June 30. Orders must be a mini-

mum of $200 and a special order form must be used.
The Adapt comes pre-molded with a deep heel cup

& arch. It may be worn out of the box as an arch sup-
port and is very comfortable.

The product is also packaged separately for men
and women to help create a unique gender specific set
at retail. IRRA members interested in the program
should contact Tommy Nason of Sof Sole at
Tommy@4implus.com or 800-446-7587 X164. ●

J ohn Andrews is VP of Marketing for Implus 
Footcare. He recently answered some questions from
Running Intelligence for this special Running IQ.

Give us a brief over view of your company. 
Implus Footcare, LLC is headquartered in North

Carolina’s Research Triangle Park is an innovative leader
in the “below the ankle” categories of insoles, perform-
ance socks, shoe laces and shoecare.  Our brands includ-
ing Sof Sole®, apara®, Airplus® and Yaktrax® are distributed
in over 50,000 retail outlets across North America and in
65 countries worldwide. 

What is your company’s focus on running specialty market? 
Through our Sof Sole brand we reach out to the running

specialty market in a number of different ways, including
targeted consumer advertising, in-store training and pro-
motional support along with grass-roots efforts including
sponsoring a group of elite runners and major national
marathon expos. Sof Sole also keeps its website up to
date with top news for runners and facilitates exchange of
ideas and training tips through our running blogs.
Additionally, our Yaktrax traction device brand provides
super incremental cold-weather sales opportunities.

What are some of your new products that make sense
for running stores? 

Two of our newest products target running specialty
stores.  Sof Sole’s Adapt™ is a heat-moldable performance
footbed that provides the ability to achieve a personalized
fit. Consumers place the Adapt in an oven at 225 degrees
for two minutes. They then place it in their shoe and step

in and the insole molds or “adapts” to offer a custom fit.
Adapt also offers deep heel cup and full forefoot protec-
tion.  Sof Sole’s Anti-Friction™ sock features variable cush-
ioning in the sole designed to limit the coefficient of fric-
tion between the sock and the foot. Seamless toes, a pock-
eted heel and integrated arch support all combine to limit
the movement of the sock during activity.

Are you doing anything special for women runners?
Absolutely, the entire Sof Sole brand is completely new

from top to bottom.  The new line offers gender specific
products in every sku with specific designs, construction
and segmented positioning for each product offering.  In
addition to entirely new products and packaging, the
entire Sof Sole line has been enhanced with updated
materials designed to improve the comfort, performance
and functionality of the market-leading brand.
Additionally, packaging has transitioned from a plastic
clamshell to a sustainable SBS board that is more environ-
mentally friendly.  Designed for easy consumer communi-
cation, the package features many non-verbal cues such
as color, imagery and size messaging to differentiate
between genders and functional silos facilitating greater
consumer understanding and retail sell-through.

Who are the key people in your company who handle
the running channel and how can retailers get in touch
with them? 
Kurt Wineman: VP Sales, Sof Sole
Tommy Nason: National Account Manager, Sof Sole
Wendi Mathis: National Account manager,Western Region
Mark Hoffman: National Account Manager, Eastern Region

Sof Sole QA With John Andrews

mailto:Tommy@4implus.com


WE ARE LOOKING FOR A FEW GOOD STORES!

Tell us about your favorite running store and 
why they should be named one of the 

50 Best Running Stores in America
Store Name:

Location:

Your Name:

E-Mail:

Please rate the store on a scale of 1-10 (10 being the highest) in the following categories.

_____ Selection: Does the store have a comprehensive range of merchandise? Does it have everything you were 
looking for? Does it carry unusual or hard to find items?

_____ Service: Does the store offer personalized attention? Do they make a special effort to fit your shoes? 
Was the staff knowledgeable? Were you made to feel special shopping in this store?

_____ Shopping Environment: Was the environment stimulating and fun to shop?

_____ Community Involvement: Is this store truly part of the community? Do they sponsor races and events? 
Do they give back to the community in a number of ways?

_____ Other:

To Nominate:

E-mail your Nominations to Top50RunningStores@gmail.com 

Or mail the above to: Mark Sullivan

Formula4 Media, Jacor Building, 22 Paterson Ave.

Midland Park, NJ  07432

M E D I A , L L C
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