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Retro's Future

HAS THE PAST PASSED? AS SOME SPORTS SHOE BRANDS
TIPTOE INTO THE LATEST TRENDS, THE RETRO ERA
MAY BE HEARING FOOTSTEPS.

A pawr of booming years of rebro shyle in sports foohwear
has generaled a spawn of calegory synonyms: vinlage,
heritage, original, classic, nostalgic, throwback, authentic,
nevival... But as shoe brands continue 1o flirt with market
saturafion, dﬂsigrurs and consumers alke consider the
inevitable question: What's next? In the US the magic for-
mula for “new” sneaker models seems 1o be “athleisure.”
Thits combination of athletic and leisure inspirations is con-
sidered fo fill the gap between the comicet and funclionali-
ty of perlormance sports shoes and casual, stylish sneak-
ers io be wom every day.

“The markel is already siarting lo iransition o & more
casual aesthelic that crosses fthe boundary of casual and
athletic footwear,” says Sung Choi, co-founder of
Califomia based Clae Footwear (wwi.claefoctwear.com),
one of the younger afhleisure brands. Core brand Gravis
{evow.gravisiootwear.com) is often refered fo as ihe ath-
leisure brand focusing on skate-inspired sneakers wilh a
combortable and at the same time fashicnable keok for
Eboth guys and gids. And according 1o Ricardo Camargo,
director of marketing for Gravis Footwear, the athleisure
inspirafion came from owverseas: *Europe and Japan were
one of the first regions to tum sport into fashion,” Future
plans for the beand to slay atop the crowding alhleisure
lbandwagon include addressing the need for a comfortable
dress shoe and considering some new women's line sil-
houettes. Brooklyn based labal Yak Pak
{www.yakpak.com), a one-time beginner bag company,
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want ko address the athleisure issues of 24=hour style and
comfort wilh its second season of footwear, “Who needs
1o haul an exira pair of shoes around?” asks Siephen Holf,
ihe company’s oo-founder and peasident,

But for some, the 'iun:,l 1hmugh the middla” is not ennuj'l.
The technology movement tems cul to be the second big
trend to Bollow=—or complement==the retro rage. Defined
by & focus on performance-orienfed design, the fech
movement may be reinforced by new tech styles from the
industry's langest brands. Presto by Nike (www.nike.com)
launched an expanded style line in July and will release iis
classic Wafile Racer in brown and deep green in Oclober
and Movember in the US. Adidas (www.adidas~
salomon.com) just aired its new wordwide TV commercial
for its labest inention: the “a® Cushion,” & shoe that cush-
ions, supparts and *leads” the foot and gives *maore power
lo you" acooeding fo iis slogan, “a’ is a fechnolegy that will
sel a standard for adidas feotwear for the nexd years,”
says Neil Simpson, head of adidas global advartising.
Jogging along with the technology team i New Balance
(wowerr.newbalance.com) whose collection for summer
2003 is focusing once more on its core sagments: unning
and walking. ls fechmcal highlight is the refined cushion
system Abzorh SBS.

Even those brands that do nolt have a cleary lechnical
appreach see the new wave coming. David Michols,
Ewropean managing director at K-Swiss
(woweerkswiss.com), says, “The next big trend will go back

to pedormance. Sneakers will again be apprecated for
their comford, support and materakzation.”

Still, at this point there seems o be no way around the
fetro magnet.

*Retro will abways be past of the mix, because simple and
clean ahvays works,” Michols predicts, “Although you wil
see shifts even in refro = we are already nolicing a move
from retro jeggers to refro court in the UK." One thing's
for sure: everybody wants a piece of the refro pie.
KangaReos (www.kangaroos.com) dvaded its collaction for
spring.'summes 2003 inlo he segmenis “Lifestyle” (the
fheee themmes are retro, Tashion sports and streel) and
“Original Sports” (themes include baskatball and jogging).
The LA Gear spring/summer collection combines innagva-
tive: and nostalgically shied shoes *designed to meet every
woman's need.” Halimark retro brands such as Pony
(www.pony.com), Onilsuka Tiger (www.onitsukaligec.if), the
retee fing by Asics, and Dutch label Cuick (www.quicklop-
star.com) offer exact replicas of decades-old shides in
countless color combinations.

Their challenge, however, may e in finding ways to update
the: brand in the next few years.

“The day retro dies will Bisa be the end of Omdsuka Tiger,”
says Rolf Preusser of Onitsuka Tiger's sales in Germany.
“We've noticed, though, that technology is gaining in
importance al our ‘mother brand” Asics, A lot of brands
are now fuming fo a combination of retro and design. That
could also be a possibdity for Tiges,” he adds. >



