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footwearnews.com

Footwear News (FN) is the ultimate resource for industry
insiders and shoe lovers alike. From power players to style
stars, FN draws on almost 75 years of history to offer
a feet-first look at what's new and what's next in shoes.

FASHION » DESIGNERS DEC 30, 2018 12:16PM PT

Former Burberry Head Designer to
Receive CBE From Queen Elizabeth

— Gololelcle

Christopher Bailey at the 2017 British Fashion Awards in London.

Queen Elizabeth Il has handed honors to a clutch of names in the arts ai
worlds as part of her New Year's Honors List 2019. Honorees will receive
Buckingham Palace at various times over the next few months.

Christopher Bailey is among this year's honorees. Bailey, who served as
president and chief creative officer until March, and who had previously
receive a CBE, or Commander of the Most Excellent Order of the British
work at the British brand.

L 3 WORKBOOT BRANDS
This is Bailey's second royal accolade: He already holds an MBE, or Mas \ ARE PAYING EXTRA

Excellent Order of the British Empire, which he received in 2009. ] ATTENTION TO THE
SMALLEST OF DETAILS.
HERE, 141\ A 'S SLIP-

RESISTANT OUTSOLE
AND RUGGED LEATHER
UPPER STAND TALL.
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Male Female 25-44 years Live in the USA UVs
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[ Trends :I I: Trends ] I: -Commerce ]
84% 82% 32%
Says you can never have Are always in the market Visit retailer’s website as a
too many pairs of shoes to buy new shoes result of reading FN

SOURCE: FN SUBSCRIBER STUDY 2018




m ENGAGEMENT WITH FOOTWEAR NEWS

3

1%
Come to FN for
Business reasons

3%

Come to FN to stay abreast of
footwear industry news

SOURCE: FN SUBSCRIBER STUDY 2018
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Come to FN to keep up
to date on the latest
footwear trends

N

90%

Like to keep up with the
latest footwear looks
and trends
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Visitors are involved in
any business decisions
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Shop e-tailers and
retailer websites
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January April
ISSUE CLOSE FEATURES ISSUE CLOSE FEATURES
01.14 01.02 Outdoor Retailer Show 04.08 03.27 Work Boot
Athletic + Western Occupational Footwear
Trade Show Planner Made In America
Diversity Materials & Components
Materials & Components FN Insights: Marketing
01.28 01.16 FN PLATFORM Pre-Show 04.22 04.10 Athletic
FFANY Pre-Show Legwear
Kids Rainboots
E-Commerce Pioneers FN Insights: Technology
Paris Couture
May
February
ISSUE CLOSE FEATURES
La=LERNCLOSE LEATLYES 05.06 04.24 FN CEO Summit
02.04 01.23 FN PLATFORM Show 40 Under 40
FFANY Show Rainboots
theMICAM Show City Spotlight: Miami
Materials & Components FN Insights: Real Estate
02.04 01.23 FN VEGAS 05.27 05.15 FFANY Pre-Show
Kids Social Media Influencers
0218  02.06 FN PLATFORM Show Wrap-Up FN Insights: Education
Sneaker Collaborations
Slippers + March Madness
Top Tech Providers June
M h ISSUE CLOSE FEATURES
arc 06.03 05.22 FFANY Show
Women In Power
ISSUE CLOSE FEATURES
03.04 02.20 Tennis 06.17 06.05 Outdoor Retailer Show
Comfort Trade Show Planner
Materials & Components International Trade Show Guide: 2nd
Half 2019
0318  03.06 Must Buys Fall LA LU

Mens
Fashion Runway Recap

FN Insights: Marketing

PERFECT
PLATFORM

GROUP
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TECH'S BIG
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N LABS
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Engaging Content
FN Lab is the newly-launched in-house content studio for
Footwear News, creating engaging and informative content to
elevate brands in the footwear marketplace.

Trailblazing Designs and
Innovation

Enrique Corbi and Helene Fral

of the lifestyle brand in the face of

s ong bt s s rga
U i et o

3 who come At Wi abery
Fesprene fom around th wold

ave largely contibuted o s devel-

opment over time
From stints with some of the industry leading
‘names 0 shoemaking mentorship experiences in
the south of France, Ugs designers bring notable.
able. The result s a brand that
has managed 1o establish a unique identity while
emiin e s ot il oftin
ign that ave kept consumers
mmmz,.h.\dmrmmr Here, Enrique Cor and
M

1 Woments

gy
diecton expain what disinguhes
while remaining one step ahcad.

How did you come to be a designer

atUgg?
Enriaue Corbi: | o 1 s

a iy of
ives  tarted working in

artisans and ¢
shoe factories for sumimer jobs to make pocket
After studying shoe

nee g, 1 worked for Decatbion

I Panc then Pl Grop at Lot

he Overland Group, CAT Foorwear, P

i Wavrins Woridvides ropechepe
and Merrell. In 2002, 1 created my own

‘company and ran my own brand for twelve

, Ugg Men's and Women's design directors, weigh in on the future
ing trends and

Helene Frain:

tazomnd

yei
Tetailers, such as Yol Yamamoto, Trussardi,
Colette, 10 Corso Como and Barneys New York,
During that time, | made shoes that were
adopted by celebrities and artists, including
‘members from the Red Hot Chili Pepp
Madonna, Sarah Jessica Parkes, Eljah Wood,
Jennifer Lawrence, Johnny Depp, Robert

and or

and sh L in Paris

Ialso seemed

udio Bergot with the likes o Tsabel Marant

Tike I was going vest,from Paris to New York,so 1

Downey Jr, Leb many others.
Ttwas after 1 sold my business that Da
Powers, Deckers’ president & CEO, contacted
Bt e Sl of domta
erafismanship and improving the busines
e o b s e cocton

g o dedn o, | iy Roban  dekdl 0> westto California —  place
Clergeric and learned al about shoemaking in his iways oved.
factory in the south of France. That was fantastic
for uy
friends in fashion, developments going on at Ugg
M right now?

Margiela, A PC. and lsabel Marant. At that, |
orked i New ork el forCalin i

EC: We are supec-charging our Men' offering with
a ~<lmwmﬂ-mhml\ e bots, ks

Mare Jacobs At some point, 8ot call rom Usg

‘and was intigued because | havea love for casuas,

fanction. T i i, were i e prenm
materals that entance the wearing-experience and

QaA

BY DESIC

Corbi and Frain describe where

waterproof millary-grae leather or

with foet or a barefoot el Cast
leather orsilky

reh fullgrain

25 low 25 20°C and Vibram Aretic Grip outsoles
forindustiyleading performance on wet and icy
Surfaces, these talored boots merge luxury with the
ulimate in function

‘mast levated and liberating sneaker et

HF: Hove the Fluf Yeahside, which i launching
his . ke s bokdness and how there'

they draw design inspiration from. Something romantic about . s very feninine and
HF:The Classicboot i 2 super modern. It o
Ifestyles. The people that surround and cool ways s bold, provocative and disruptive
me on a daily basis. Colleagues. provocative
n d how

friends, family, people on the streets.
i

one

perfect
that

more fecl good” and comforting

of pi

HF: We've really been rooting our
design inspiration in California. We

are drawn by California’s beauty and
landscapes, ts desert colors and ts

. ot product e are iming o i he
o, it o with singulariy. This
approach to our cratsets s apart. For example,
inspired by the streets of LA weve boen using

Jatilit of trends in fashion has a lot
inds al ov ce. One day they
K another iy theyre ock ani ol U s
e ageher by our o, Our creaiv: souee s
always California and its desirable ifesyle. Its
Something solid

summer ight. i unique s » s HF: T
Spring. ourlogo, We- than products. Usg is
Uggis perceived as a L o roots
Inspired  asalfestyle brand.
in the citybut frequently  footwear and infusing our signature DNA into
culture. pr vacations: i e ighs and Lk appte and e delve the same
s
i o i,
means to ive by the beach waterproof  For o
construction insulating wool in sree opportunities please conta
ready silhouet Ischor@footwearnens.c

Which specific new styles at Ugg are you

performa shoes -
class prem als and new construction
technidues with our signature DNA and a ve

ranular atention o detail, we are crea

C: he Call sneaker, which ust launched this
Spring and camis on ino the winter season. Inspined
by our toots, we used Califoria construction to

offered before.

MR Fustof e e an ey v and

il sed on high-end
performance running shoes (o deliver a weightless
and flexible experience for natural movernent, tis

ool product,the Classic boot

ol oy et v
our range Ly evolving o DNA to crete
Do e nves e e, et
hecls and slipper-loafer hybrids you ean wear both
oors and outdoors. We are also re-stablishing.
of color for the brand, which s ncredibly

portant as color creates an emotional connection
o produc, and it s so well expressed by our
Twinface sheeps)

How is Ugg updating its classic styles for

ar Menss core
s e U DNA. | e o ety

“We are expanding
our range by evolving
ourbrand DNA lo
create products we've
never created before.”
HelensFrain

Women's sanior ector,Ugg
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launching October 2018,
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m FAIRCHILD LIVE

fairchildlive.com

Fairchild Live is a live experience business,
bringing together our editorial properties AL,I d i ence By Th e N Um be rs

to connect the titans of industry at events

designed to inform and inspire.
With content curated by our renowned @ g
editorial team, it's where relationships are Q
born and deals are made. &

The summits and forums are structured as

a peer-to-peer environment, providing our [ Digital | [ Age | [ Shopping |
community with:

Curated Content 700/0 250/0 50/0

Thought Leadership Exchange Brands and Industry Service Media, Press,
Retailers Providers Influencers &
Access to C-Suite & Content Creators

Senior-level Industry Insiders

LUXURY

Contact: Alexis Coyle // 646 356 4719 // acoyle@wwd.com




m SPECIFICATIONS

Digital AD Specs

FN reserves the right to remove an advertisement from its web sites at

any time for any reason

Changes to existing campaigns must be received at least three
business days prior to the desired change

Display media can be site served via DFP through JPEG, GIF or Flash
files; Third Party agency tags also accepted

All rich media ads must be served via a third party vendor

Newsletters require a 300x250 jpeg, with 1x1 click tracker (impression

trackers are not accepted at this time)

LATEST

INFLUENCERS  FASHION

BUSINESS

RUNWAY

f ¥ t P & © N SUBSCRIBE

FNSPY  FOCUS ~

Leaderboard 970 x 90 px/728 x 90px

rrrrrrrrrrrr

rrrrrrrr

Typical Footwear News

Dedicated Email Blasts cannot accept third party tracking at this time Headﬁl:y?lgt:ﬁfgzgvebsite Box

300 x 250 px
Leaderboard Mantel Unit
Dimensions: 970 x 90px Dimensions: 1300 x 250px

or728 x 90px (safe area 980x250)
File Size: 50k File Size: 80k
Max Loops: 3 loops, 24 fps Max Loops: 3 loops, 24 fps
Half Page

Half Page Wallpaper/Skin 300 x 600 px
Dimensions: 300 x 600px Dimensions: 350 x 905px
File Size: 60k (safe zone of 127x730) o sontonds st o s prro
Max Loops: 3 loops, 24 fps File Size: 100k

Box

Dimensions: 300 x 250px
File Size: 50k

Max Loops: 3 loops, 24 fps

Mobile Leaderboard

Dimensions: 300 x 50px
or 320 x 50px

File Size: 15k

Max Loops: 3 loops, 24 fps

footwearnews.com

Dedicated Email Blast
Dimensions: 600 x 800px
File Size: 200k
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m SPECIFICATIONS

Print AD Specs

All ad submissions must be PDF/X 1-a files emailed to: Print_Ads@FairchildFashion.com

or sent via a file transfer such as WeTransfer. FTP site info is also available upon request.

The PDF/X 1-a files must have:

Maximum ink density: 300 total.
Resolution: 300 dpi

date.

Please senditto: Fry Communications Building One
800 West Church Road Mechanicsburg, PA 17055.
ATTN. Prep Dept. 1-800-334-1429

All fonts MUST be embedded (true type fonts cannot be used for Printing)
The color space must be CMYK or Greyscale.
No RGB, LAB or embedded color profiles (such as ICC profiles).
AllPMS colors must be converted to CMYK.

Proof Requirements: Certified SWOP proof MUST be labeled with “FN" and the issue

footwearnews.com

rtical
2.625”

1/4 square
4.7” x 5.75”

TOC

asthead

” % 13.125”
AD SIZE BLEED TRIM NON-BLEED
Spread 20.5" x 13.375" 20.25" x 13.125" 19.5" x 12.375"
Full Page 10.375" x 13.375" 10.125" x 13.125" 9.375" x12.375"
Junior Page 765" x 9.75" 74" x 95" 6.65" x 8.75"
1/2 Vertical N/A N/A 47" % 12.625" Safety: All live matter must be 1/4 inch from trim

on all sides.

1/2 Horizontal 103757675 10125765 9375 %575 Gutter Safety: 1/16 inch on each side for a total of 1/8
1/2 Horiz’l Spread  20.5" x 6.75" 20.25"x6.5" 19.75"x 575" inch (if not center spread)
1/4 Square N/A N/A 47" % 575" Minimum Size Knockout Type: 8 point
TOC/Masthead /A N/A 9" x 275" Note: Perfect alygnment of type or design across the
Horizontal gutter of two facing pages cannot be guaranteed.
TOC/Masthead 34" % 13.375" 3375 x 13.125" 625" % 12.375" File Storage: The original proof & an archived copy of the

ad file will be kept for 13 months after printing.
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THE TEAM

Advertising, Marketing + Production

New York

Sandi Mines

VP & Publisher

212 256 8117
smines@footwearnews.com

Deborah Baron

Account Director

212 256 8118
dbaron@footwearnews.com

Gabriella Zurrow

Account Manager

646 356 4881
gzurrow@footwearnews.com

Samantha Rumsky

Digital Account Manager
646 356 4805
srumsky@footwearnews.com

Gomatie Sanichar

Office Manager

646 356 4847
gsanichar@footwearnews.com

footwearnews.com

Los Angeles

Michelle Raskin

West Coast Director
323 617 9284
mraskin@footwearnews.com

Guilia Squeri
Account Director
39 02 722 33602
gsqueri@wwd.com

Emanuela Altimani

Sr. Sales Coordinator
39 02 722 33601
ealtimani@wwd.com

Marketing

Lauren-Ashley Spencer
Integrated Marketing Manager
646 356 4963
Ispencer@wwd.com

Suzette Minetti
Senior Brand Manager
646 356 4704
sminetti@wwd.com

Laney Kay

Digital Sales Planner
646 356 4861
LKay@wwd.com

Production

Kevin Hurley
Production Director
646 356 4761
khurley@pmc.com

John Cross
Production Manager
646 356 4844
jcross@pmc.com

Anne Leonard
Production Manager
646 356 4897
aleonard@pmc.com




