
Organizers from the biggest 
global footwear shows talk 
trends, challenges and new 
opportunities. 

By Nikara Johns 

Trade 
Matters 

At its June event, FFANY unveiled its first Shoes4aCure pop-up charity shoe sale to benefit breast cancer research.14

TRADE SHOW PLANNER
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s the spring ’17 buy-
ing season kicks off, 
trade-show orga-
nizers are working 

hard to attract retailers and 
stay ahead of the competition.

With the industry changing 
at a rapid pace, a major focus 
for many is providing attendees 
with information and inspira-
tion. Using up-to-the-minute 
trend presentations, topical 
retail seminars and social 
media strategy sessions, shows 
are looking to arm industry 
members with valuable tools 
and insights to grow and evolve 

their businesses amid a shifting 
landscape.

Here, the leaders of six of the 
largest domestic and interna-
tional events discuss the state 
of the shoe business and share 
what’s ahead for their shows.

LESLIE GALLIN
President of foot-

wear, UBM

New this season:
“FN Platform will 

have some great new celebrity 
brand launches, and a few heritage 
brands will reveal some major 
product repositioning. We also are 

excited about our opening-night 
concert with Wilson Phillips. It 
will be a wonderful kickoff  to the 
show, [featuring] a live perfor-
mance in the FN Café.”
Five new brands to see: Bill Blass, 
Chippewa, Creative Recreation, 
John White, Magritte
Hottest category: “In all honesty, 
every area is very strong.”
Most excited for: “Bringing the 
Business Journals Inc. shows [ac-
quired by UBM in April] under the 
Magic umbrella. [Uniting all these 
shows] enables retailers to better 
manage their time.”
Biggest challenge: “Ensuring that 
both sides of the aisle have the 
business and educational materi-
als they need before, during and 
after the show. We push out lots of 
information and hope people are 
taking the time to read it.”
Attendance forecast: “It’s a little 

too early to say, but things seem 
positive.”
Business outlook: “We are ahead 
of plan. We are fi nding that people 
are serious about business. There 
is nothing passive or left to chance 
right now.”

LAURA CONWELL-
O’BRIEN
Executive director,

The Atlanta 

Shoe Market

Social media initiatives: “Facebook
continues to be a great tool. We get 
more than 11,000 hits per month. 
Twitter and Instagram also are 
very strong platforms for us. Insta-
gram, especially, is a great way to 
promote instant conversation and 
draw attention to specifi c people, 
booths or events during the show.”
Five new brands to see: J Shoes,

A
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“Athleisure [is a hot category] —  
it’s in every showroom. That’s where we see 

most of the excitement and new  
launches. We’re also seeing strong growth  

in the children’s category.”
Ron Fromm, FFANY

Under Armour, Bonafini Collec-
tion, GiGi New York, Choux Shoes
Hottest categories: “Everyone 
is dressing more casually these 
days, so the hottest categories 
continue to be comfort, outdoor 
and workboots.”
Biggest challenge: “Keeping up 
with the changes in the indus-
try and staying on top of our 
game. We need to make sure 
that we always understand 
what the retailers and manu-
facturers are looking for and 
provide them with the very best 
[show experience].”
Attendance forecast: “[We have] 
seen a steady increase in retail 
attendance over the last few 
years. I am confident this trend 
will continue, especially since 
we are seeing more interest 
from across the country, [not 
just regionally].”
Business outlook: “Putting aside 
that 2016 is an election year in 
the U.S., which is probably the 
biggest challenge we face, I am 
optimistic that we will have 
a good season. Retailers are 
always looking for new trends 
for their stores.”

ANNARITA
PILOTTI
President,

Assocalzaturifici

New this
season: “For the September 
edition of The Micam, we will 
have a new lounge area in the 
IKids pavilion. Next February, 
we will present the market with 
an extensively revamped show 
— one with even more glamour 
and that is right in step with 
the latest fashion trends.”
Social media initiatives: “We are 
working on [some new] initia-
tives that we hope to roll out in 
2017.”
Biggest challenge: “We must 
identify shifts in the global 
market ahead of time and react 
to the changing needs within 

the industry, from the manufac-
turer down to the consumer. We 
are following with some trepi-
dation the [Transatlantic Trade 
and Investment Partnership] 
negotiations between the U.S. 
and Europe. If approved at the 
end of the year, [the agreement] 
would usher in greater global 
economic freedom that would 

directly affect our industry.”
Attendance forecast: “The last 
edition of The Micam closed 
with around 33,000 visitors, so 
we hope that the vitality shown 
last season is a prelude to an 
outstanding 82nd edition. We 
have noticed a rise in the num-
ber of Italian clients, which had 
dropped significantly in the last 
few years.”
Business outlook: “The year cer-
tainly started off cautiously, but 
the hope is that the expected 
rise in consumption in Italy 
and a general improvement in 
the global economy may help to 
boost orders.”

RON FROMM
President and

CEO, FFANY

New this
season: “We’re 

excited about introducing the 
Shoe Wall, which will have 
more than 200 styles imme-
diately available for sale and 
delivery all in one place.”
Hottest categories: “Athlei-
sure — it’s in every showroom. 

That’s where we see most of the 
excitement and new launches. 
We’re also seeing strong growth 
in the children’s category.”
Social media initiatives: “We 
continue to build our Crowd 
Reactive platform. We’ll expand 
it by bringing that social feed 
live to a number of our venues. 
The other big element is that 

we continue to digitize our 
directory and our directory 
ads so that we move beyond 
the physical into the virtual. It 
gives us an opportunity to get 
companies’ brands and prod-
ucts out there to retailers in an 
easy, more efficient way.”
Most excited for: “The number 
of new exhibitors that signed 
up and are coming to the show 
for the first time.” 
Business outlook: “We are hear-
ing a lot of [discussion about] 
maintaining a fresh flow [of 
product]. It’s trying to under-
stand the shift in the product 
cycle.”
Attendance forecast: “We expect 
solid attendance. At the same 
time, I think consolidation is 
real. There are fewer players 
overall in the marketplace.”

MARISA
NICHOLSON
VP and group

show director,  

Outdoor Retailer

Social media initiatives: “We
continue to focus on our 

LINEAPELLE  
LOOKS AHEAD
Lineapelle is shaking things up. 
To better align with changing 
market needs and production 
timing, the global leather fair 
has pushed back its dates by 
two weeks. The event will now 
take place Sept. 20-22, along-
side Milan Fashion Week.

Gianni Russo, president 
of Lineapelle organizer UNIC, 
anticipates a healthy uptick in 
attendance due to the shift. “We 
expect a major increase in the 
number of visitors, especially 
from the Americas,” he said. 
“New registrations continue to 
arrive from every part of the 
world, confirming Lineapelle’s 
[importance] even during this 
time of financial crisis.” In all, 
more than 110 countries will be 
represented, Russo added.

Held at Fiera Milano Rho, 
the show will feature trend 
displays and seminars address-
ing this season’s theme of “New 
Sensorium,” which will explore 
new frontiers of perception 
through colors and materials. 
The Italian leather industry will 
present its annual sustainability 
report to attendees during the 
fair. Lineapelle also will con-
tinue its partnership with the 
National Chamber of Fashion to 
showcase and provide training 
for young, up-and-coming 
designers.

In addition to its flagship 
Milan event, Lineapelle will 
stage smaller satellite shows in 
July in London and New York. — 
Erin E. Clack
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#WeAreOutdoor campaign,
which we introduced last sum-
mer. We are really interested in 
building a community around 
what everyone is doing outside 
of their work.”
Five new brands to see: FitFlop, 
G.H. Bass & Co., BedStu, Aku, 
Native
Hottest category: “Lifestyle as 
a category continues to grow. 
It’s a destination for retail-
ers at the show, whether it’s 
within the Venture Out area 
or in general throughout our 
footwear offering.”
Biggest challenge: “Every 
summer market [we face] the 
issue of supply and demand. 
We have companies wanting 
more [exhibition] space than 
we have available. We’ve been 
purposeful in making sure that 
booth sizes remain sustainable 
so that brands are utilizing 
their space in a way that makes 

the most sense for how they 
present their products.”
Key trends: “We are seeing an in-
crease of that lifestyle footwear 
aesthetic. We are also seeing 
core footwear brands extending 
their lines outside of footwear 
and launching apparel. They 
want to branch out and get that 
loyal customer to wear their 
products from head to toe.”
Attendance forecast: “We saw 
a significant increase of retail 
attendance in the last summer 
market, and we are anticipat-
ing that trend to continue.”

KIRSTIN
DEUTEL- 
MOSER
Director, GDS

New this
season: “For the first time, GDS 
will be held [midweek] from 
Tuesday to Thursday, July 26 to 

28. We also have adapted our 
hall structure, thereby offering 
perfect guidance and working 
atmosphere for our customers.”
Hottest category: “Our fashion 
shows, trend spots and lectures 
are a great inspiration source 
for seasonal trends, ideas on vi-
sual merchandising and [strate-
gies] for coordinating shoes and 
accessories with [the season’s] 
must-have apparel looks.”
Social media initiatives: 
“The FashionBloggerCafé 
Shoedition will take place for 
the fifth time, and on July 28, 
we’ll launch numerous other 
blogging activities. At the Blog-
ger Runway Show, prominent 
bloggers will present their 
looks on the catwalk. At the 
consulting event Lounge + 
Learn, experts from Stylerank-
ing will answer questions about 
optimal social media strategies, 
innovative activities and the 

best way to approach fashion 
bloggers about collaborations.”
Biggest challenge: “As a trade-
fair organizer, it is crucial to not 
only display the most impor-
tant international collections, 
but also to show the trends of 
tomorrow. We want retailers to 
leave GDS well informed and 
orientated at the beginning of 
the season in order to kick off 
their assortment planning.”
Business outlook: “There are 
constant changes going on in 
the sector. Distribution chan-
nels are shifting and digitali-
zation is unstoppable, which 
[leads to] economic shifts. 
To be prepared for future 
dynamics, the sector has 
to close ranks and intensively 
share information. That’s 
why trade fairs are so crucial: 
They’re where the informa-
tion exchange happens in the 
shortest time.”
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Future

Show Da
tes

2017
Januar y 13-17

September 8-10

2018
Januar y 12-16

September 7-9

DenverM
arket

September 9 –11, 2016
Make plans now to attend the September Market 

in Denver

800-295-1041

or 303-295-1040

Fax: 303-295-0941

Website: denver-wesa.com

Email: info@denver-wesa.com

Where the Industry Meets,
preserving the traditions of business to business

trade and a legacy lifestyle. The USA's largest Fall

Market featuring equestrian-related goods; from work-

ing saddles to cowgirl bling, exotic western to steel-

toed boots, t-shirts to 100x felts, and show clothes to

designer jeans and leathers, WESA provides the

most authentic trade event for retailers and whole-

salers from 37 states and many foreign countries.

Plan to participate in The WESA OPEN Benefit   

Golf Tournament supporting scholarship funding 

for NLBRA and NHSRA September 8, 2016.

Las Vegas Convention Center,  
South Hall, Las Vegas
WSA@Magic will focus on the fast-fashion 
footwear market, with product featured 
from more than 100 countries. Organizers 
will host a cocktail party on the show floor 
on Aug. 16, honoring the winners of the 
WSA/FIDM scholarship competition.

• KIDShow
Aug. 15-17
Bally’s Hotel, Las Vegas

• Northwest Shoe Travelers
Aug. 19-21
St. Paul River Centre, St. Paul, Minn.

• The Atlanta Shoe Market
Aug. 20-22
Cobb Galleria Centre, Atlanta
A casino-themed cocktail party, 
complimentary for all attendees, will 
be held on the show’s opening night 
at the Cobb Energy Performing Arts 
Centre. On Aug. 21, fashion forecaster 
Ellen Campuzano will host a breakfast 
seminar for buyers, presenting key 
trends for the upcoming season.

• Toronto Shoe Show
Aug. 21-23
Toronto Congress Centre, Toronto

• Chicago Shoe Market
Aug. 24-25
Renaissance Schaumburg Convention 
Center Hotel, Schaumburg, Ill.

• Michigan Shoe Market
Aug. 28-29
Embassy Suites Hotel, Livonia, Mich.

• Sapica
Aug. 30-Sept. 2
Poliforum León Convention  
& Exhibition Center, León, Mexico

• All China Leather Exhibition
Aug. 31-Sept. 2
Shanghai New International  
Expo Centre, Shanghai

• Who’s Next 
Sept. 2-5
Porte de Versailles, Paris

• Première Classe
Sept. 2-5
Porte de Versailles, Paris
Sept. 30-Oct. 3
Jardin des Tuileries,  
Pavillon Cambon, Paris

• The Micam
Sept. 3-6
Fiera Milano, Milano-Rho, Italy
Following stops at the Dubai Mall in May 
and at FFANY in New York earlier this 
month, The Micam will stage promo-
tional events on June 20 at the Italian 
Embassy in London; on June 23 at the 
International Film Festival in Moscow; 
and from June 26-29 at Francal in São 

Paolo, Brazil. The goal of the tour is to 
generate greater international aware-
ness for The Micam and its upcoming 
September edition. Looking ahead, 
organizer Assocalzaturifici plans to 
unveil a revamped format for the show 
in February 2017.

• Mipel
Sept. 3-6
Fiera Milano, Milano-Rho, Italy

• National Bridal Market 
Chicago
Sept. 8-11
Merchandise Mart, Chicago

• MOMAD
Sept. 9-11
Feria de Madrid, Madrid

• Northwest Market  
Association
Sept. 10-12
Embassy Suites — Washington Square, 
Tigard, Ore.

• Boston Shoe Travelers  
Association
Sept. 11-13
Radisson Hotel, Manchester, N.H.

• Children’s Great Event  
Shoe Show
Sept. 13-14
Marriott-Teaneck Glenpointe,  
Teaneck, N.J.

• MosShoes
Sept. 13-16
Crocus Expo, Moscow

• Sole Commerce
Sept. 18-20
Javits Center, New York
The women’s footwear event, held twice 
annually alongside the Coterie apparel 
show, will showcase a number of new 
brands including Tretorn, Mellow Yellow 
and New Lovers.

• Coterie/TMRW
Sept. 18-20
Javits Center, New York

• Fashion Access
Sept. 22-24
Hong Kong Convention & Exhibition 
Centre, Hong Kong

• New York International  
Bridal Week
Oct. 8-10
Pier 94, New York

• The Running Event
Nov. 29-Dec. 2
Orange County Convention Center, 
Orlando, Fla.

• Atlanta Fashion Shoe Market
Dec. 7-8
Embassy Suites Hotel, Atlanta




