


FROM RAW MATERIALS TO THE RACKS



DIGITIZING THE MATERIAL WORLD



AT THE FOREFRONT OF FOOTWEAR



OUR MISSION
Sourcing Journal is the largest, most comprehensive and 

authoritative B2B resource for executives working in the 

apparel, textile and footwear industries.

Hyper focused on delivering timely news, insightful 

analysis and revealing data, Sourcing Journal is empow-

ering industry leaders to make informed business 

decisions.

Our readers rely on Sourcing Journal to navigate every 

aspect of this dynamic, complex and vast business, 

including supply chain, raw materials, sustainability, 

logistics, fulfillment, product development, compliance, 

retail and technology.
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IMPACT

Sourcing Journal is vital for decision makers, who rely on our up-
to-the-minute news, industry-specific insights, relevent data and 
engaging events. 

INFLUENCING  
INDUSTRY LEADERS

SANJEEV BAHL
Founder
Saitex 

ERIK OLSON
Senior Director of Product 
Development
Crocs

LIZ HERSHFIELD
Senior VP, Sourcing, Supply 
Chain and Sustainability
Madewell

STANLEY SZETO
Executive Chairman
Lever Style Inc. 

DAVID PARKES
Founder and CEO
Concept III

ACHIM BERG
Senior Partner
Mckinsey & Company

COLIN BROWNE
Chief Supply Chain Officer
Under Armour

RAYMOND TAN
CEO
Luen Thai
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GLOBAL AUDIENCE

500k+
Executive-Level Readers

23% 14%ASIA EUROPE60% NORTH AMERICA



AUTHORITY

DECISION-MAKERS’  
DEFINITIVE CHOICE
Sourcing Journal provides the information and insights top executives 
need to make sense of our dynamic, complex and vast market.

77%
OF SJ READERS ARE...

30%
TOP MANAGEMENT29%

MANAGEMENT

18%
C–SUITE
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RULING THE 
RACKS
Soft goods executives across categories 
consider Sourcing Journal required 
reading and a reliable resource, spanning 
print, digital and video.

SCOPE

78%

42%

38%

21%

APPAREL

FOOTWEAR

ACCESSORIES

HOME TEXTILES
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The percentage of our readers who said their responsibilities include each 
of the following job functions

FROM END
TO END
Sourcing Journal’s readership reflects the 
breadth of the industry, underscoring the 
complex, interconnected nature of the apparel 
and footwear markets. 

PRODUCT
DEVELOPMENT

SUPPLY
CHAIN

PRODUCTION

QUALITY

BUYERS

TECHNOLOGY

COMPLIANCE

LOGISTICS

DESIGN

RAW MATERIALS

SUSTAINABILITY

GLOBAL TRADE

INSPECTIONS

SALES

68%

66%

59%

53%

37%

36%

35%

34%

33%

29%

28%

38%

38%

26%

REACH

OPERATIONS
42%

DATA ANALYTICIS16%

MARKETING

21%
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CONTENT

COVERAGE THAT COUNTS

N E W S A N A LY S I S  S TAT SO P I N I O N SF E AT U R E S

In-depth articles providing 
context to the stories making 
the headlines. The latest developments to 

reverberate across the entire 
supply chain.

The factors causing transformation 
in the industry—and how it will 
affect you. 

Perspective from the thought 
leaders driving change within 
the industry. The vital materials, trade, sales 

and wage data impacting 
market performance. 



ENGAGEMENT

INDUSTRY IMPACT

M E D I A 
C O V E R A G E

S P E A K I N G 
E N G A G E M E N T S

S P O N S O R S H I P S
Our commitment to fostering 
community and moving the industry 
forward extends to supporting 
likeminded events that provide value 
to the market.

Sourcing Journal is the apparel 
and footwear expert the 
mainstream media turns to for 
business insights and an insider 
perspective.

Our senior staff regularly host, 
moderate and speak at prominent 
trade events across the country and 
internationally.

S O C I A L  R E A C H
Sourcing Journal reaches its 
audience wherever they are on the 
web, providing timely updates on 
the news that matters most.

PA R T N E R S H I P S
Sourcing Journal develops 
multidimensional relationships 
with key thought leaders that span 
the publication, events, reports and 
special projects.
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BREADTH
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If it affects how…
 

Consumers shop
Retailers sell
Designers create
Raw materials develop
Sourcing directors buy
Sustainability professionals influence
Apparel brands operate
Goods travel
Markets fluctuate
Products are governed
Trade evolves

 
You’ll find it on Sourcing Journal.

MORE THAN
JUST SOURCING
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From a decade in sourcing spent traveling to major manufacturing 
hubs like Pakistan, Bangladesh and China, Edward Hertzman leads 
Sourcing Journal from the perspective of one who’s been exactly 
where his readers are on any given day. This experience, coupled 
with his often humorous, always off-the-cuff demeanor, makes him a 
prominent figure in the industry who’s frequently tapped to speak at, 
moderate and headline events.  

INTERNATIONAL TRADE SHOWS:
MAGIC Shoptalk
Texworld USA Bangladesh Denim Expo
FN Platform NGC User Conference

TELEVISION:
BBC Bangladesh TV Station
Yahoo Nasdaq 
Cheddar

EVENTS:
FIT Events Harvard Bangladesh Event 
UN Event Textile Exchange Textile  
 Sustainability Conference

PRINT:
BoF The New York Times
Quartz The Wall Street Journal
CNBC The Washington Post
Crain’s The Fashion Law
Adweek Fortune

EDWARD 
HERTZMAN

DYNAMIC LEADERSHIP

SJ FOUNDER EVENTS & PRESS
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SJ TEAM

Caletha has a natural 
enthusiasm for the 
business side of fashion, 
as well as a broad array 
of skills from a career 
that’s included roles as a 
children’s wear consultant, 
adjunct professor, event 
manager and journalist.

CALETHA CRAWFORD
PUBLISHER

Peter is continuing to 
develop the publication’s 
expanding coverage of 
sourcing, trade, retail and 
related financial issues, in 
addition to growing its live 
events offerings. A 20-year 
veteran of Fairchild, Peter 
served in various editorial 
roles at WWD prior to 
spending a decade as 
managing editor.

PETER SADERA
EDITOR IN CHIEF

For more than a decade, 
Angela has honed her 
skills for identifying 
emerging trends and 
brands as a B2B editor 
covering the footwear, 
denim and children’s wear 
markets. In 2016, she 
launched Rivet.

ANGELA VELASQUEZ 
EXECUTIVE EDITOR,
RIVET

Eric has a proven track 
record in sales and 
thorough follow through, 
and his keenness for 
business development 
comes thanks in part to 
his background in banking 
and wealth management.

ERIC HERTZMAN
SENIOR DIRECTOR,
SALES & MARKETING



2021 SJ Media Kit | sourcingjournal.com 

COMPREHENSIVE

SJ EDIT & EVENTS CALENDAR
January

TOPICS: 

2021 Outlook: What to Watch in The Year 
Ahead

REPORT: 

Sourcing 2021
Ad close: 12/3
Publish date: 1/12

February

EVENT COVERAGE: 

New York Fashion Week; London Fashion 
Week; Milan Fashion Week

WEBINAR: 

Operating During a Pandemic Remotely

March

TOPICS: 

Covid-19: The First Year

EVENT COVERAGE:  

Sustainability Week; Paris Fashion Week

REPORT: Retail 2021
Ad close: 2/3 
Publish date: 3/10

WEBINAR: 

Embracing Traceability

EVENT: 

Achieving Quick Wins in Sustainability

April

EVENT COVERAGE:

Earth Day; Higgs Index Celebrates 10 Years

REPORT:

Sustainability Reporting
Ad close: 3/11
Publish date: 4/15

WEBINAR:  

Mastering Inventory Management

May

EVENT COVERAGE: 

World Economic Forum in Davos, Copenhagen 
Fashion Summit 

REPORT: 

Selling Direct 
Ad close: 4/8
Publish date: 5/13

WEBINAR:

Ramping Up Direct Sales

EVENT:

Hong Kong Sourcing Summit
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COMPREHENSIVE

SJ EDIT & EVENTS CALENDAR cont.
June

TOPICS: 

Social Governance 

REPORT: 

Sourcing Research
Ad close: 3/22
Publish date: 6/17

WEBINAR:

Understanding Children’s Product Safety

EVENT:

Prioritizing Margins Over Costs

July

REPORT: 

Materials Innovation
Ad close: 6/8
Publish date: 7/15

WEBINAR:

Leveraging 3D Design

EVENT:

Answering Sustainability FAQs

August

REPORT: 

Footwear
Ad close: 7/7
Publish date: 8/11

WEBINAR:

Minimizing Duties

September

EVENT COVERAGE: 

New York Fashion Week; London Fashion 
Week; Paris Fashion Week

REPORT: 

Production Sustainability
Ad close: 8/11
Publish date: 9/15

WEBINAR:

Rethinking the Wholesale Model

EVENT:

Predicting the Future

October

EVENT COVERAGE: 

World Cotton Day; Paris Fashion Week

REPORT: 

Summit Companion
Ad close: 9/8
Publish date: 10/13

EVENT:

New York Sourcing Summit

November

WEBINAR: 

Viewing Sustainability Like an Investor

December

TOPIC: 

The Year in Review
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INSPIRING

THOUGHT-PROVOKING,
CANDID CONVERSATIONS
SJ’s Sourcing Summits are the industry’s must-attend events, drawing an 
impressive roster of apparel executives representing the entire supply chain. 
The annual event features dynamic keynotes, panels and discussions as well 
as exclusive networking opportunities.

SOURCING 
SUMMIT: 

NEW YORK
FALL 2021



2021 SJ Media Kit | sourcingjournal.com 

ENLIGHTENING

SOURCING SUMMIT
HONG KONG

As COVID-19 first raged across the globe, focus quickly turned to supply chains, 
which were strained—and sometimes paralyzed—by closures, raw material 
deficiencies, and new health and safety measures. One year later, the pandemic 
continues to reshape consumer expectations and accelerate retail trends, 
necessitating major overhauls in upstream operations. 

The event will offer insight from thought leaders on the outlook for sourcing 
across Asia, how factories are transforming, the ways in which sourcing agents 
are responding to changes in the retail landscape and how fiber producers can 
stay ahead of consumer demand.

SOURCING 
SUMMIT: 

HONG KONG
MAY 2021
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EVENTS CALENDAR

Achieving Quick Wins in Sustainability
MARCH

Pivoting the apparel industry from one of the planet’s top polluters to a responsible agent of 
change is a major undertaking, spanning raw materials through last-mile logistics. It’s hard 
to know where to start, especially given the often resource-intensive nature of instituting 
climate-friendly operations. For those fashion firms paralyzed by the scale of the challenge, this 
workshop will provide actionable steps for tackling raw materials, chemical usage, packaging 
and overproduction in ways that don’t demand huge time and monetary investments.  

Prioritizing Margins Over Costs 
JUNE

For an industry that’s had its sole focus on first costs, understanding the new math driving 
apparel can be difficult. But in a landscape in which speed, agility and sustainability are the 
true differentiators, cheapest is no longer best. This workshop will help attendees calculate the 
benefits of striving for higher margins and illustrate where it makes sense to pay more to make 
more. Through real world examples, retail experts will show how materials and operations that 
cost more on the front end could result in healthier bottom lines.

Answering Sustainability FAQs
JULY

As sustainability efforts mature from the early days of organic capsule collections, it’s challenging 
to stay informed on the latest environmentally-friendly terms, acronyms and strategies. As phrases 
like net zero, science-based targets, regenerative agriculture, agriwaste, microplastic shedding, SDGs 
and chemical recycling enter the conversation, there can be more questions than answers. This 
workshop will take a deep dive into some of your most frequently asked questions to demystify the 
latest in sustainability.

Predicting the Future 
SEPTEMBER

Never has the future been as opaque as it is now but given the state of retail, the industry needs 
better insights than ever. Consumer confidence, shoppers’ buying habits and the weather are all 
moving targets directly affecting sales. Enter the experts promising to help retailers offer the right 
assortments at the right time at the right price—rain or shine. This webinar series will introduce 
the technology merchants need in order to make accurate predictions and provide examples of the 
impact these tools have had on the bottom line. 
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WEBINARS

Both educational and informational, webinars provide the industry with 
the opportunity to take a deep dive into topical issues and walk away with 
tangible tools and action items.

TIMELY INSIGHTS 
DELIVERED ON DEMAND
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WEBINAR CALENDAR

Operating During a Pandemic Remotely
FEBRUARY

The global nature of apparel and footwear production poses obstacles in the best of times. Add 
a global health crisis and the complications multiply. Travel restrictions and safety precautions 
make collaborating with production facilities challenging—not to mention what it takes to 
stand up the new factories needed to diversify operations. This webinar reveals how to best 
communicate with factories, monitor production, maintain product quality and boost efficiencies 
from a distance. Learn about the technology that has digitized project management, version 
control, prototyping, auditing and more.

Embracing Traceability
MARCH

Apparel is furiously working to clean up what had been a terribly polluting, resource intensive 
industry. And that’s a good thing. The challenge, however, is it’s impossible to quantify progress 
without traceability. So, for all of the good intentions, the industry is still largely incapable 
of verifying inputs meet these new environmentally responsible standards. Without that 
assurance, companies are left vulnerable in today’s callout culture. This webinar will unpack 
the benefits and challenges of certifications and standards and the latest innovations that aim 
to make traceability more reliable. 

Mastering Inventory Management
APRIL

While the pandemic is to blame for much of the current inventory issues, in reality stock levels 
were rarely in line with consumer demand even before the global health crisis. Today’s fast-paced, 
fractured market calls for solutions that pull insights from a variety of signals both past and 
present as well as supply chains agile enough to respond accordingly. This webinar will illustrate 
how brands and retailers can use a data-driven approach to effectively create to demand, allocate 
according to region and sell through at the highest margin. 

Ramping Up Direct Sales
MAY

Brands are moving to become less and less dependent on wholesale. While the pros of selling 
direct are obvious—better margins, closer consumer relationships and no chargebacks—there are 
plenty of cons too, or at least considerations. The list of responsibilities brands take on when they 
choose to go it alone includes marketing, fulfillment and reverse logistics. This webinar will feature 
the three most important aspects of direct-to-consumer business brands must master before 
pulling out of retail plus the technical innovations that promise to make them manageable.
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WEBINAR CALENDAR cont.
Understanding Children’s Product Safety
JUNE

Children’s wear is one of the most reliable facets of the apparel industry but along with the 
continuous sales comes more stringent safety guidelines, covering areas like chemicals, choking 
hazards and flammability. This webinar will offer an update on children’s product safety 
guidelines as well as information on how to ensure your company measures up even as Covid 
travel restrictions make typical product safety audits a challenge.

Leveraging 3D Design 
JULY

The era of low-tech operations has passed. Today, successful fashion companies must digitize 
to stay in step with the whipsaw changes in consumer trend cycles. Brands and retailers that 
have adopted 3D design have made considerable strides in speed, agility and sustainability, but 
manual processes are still the norm in much of the industry. This webinar will delve into to the 
use cases for 3D design across prototyping, communications with factories, and marketing and 
reveal the truth about what it takes to get ramped up.

Minimizing Duties
AUGUST

With trade rules and regulations in flux more than usual and apparel and footwear supply chains 
on the move, it’s more important than ever to ensure your company understands the current trade 
laws, capitalizes on free trade agreements, employs tariff engineering where appropriate and 
classifies goods correctly. In this webinar, experts will share the common mistakes fashion firms 
make, advice for avoiding unnecessary costs and insight into the potential legislation that will 
impact duties in 2021.

Making Ecommerce Economical
SEPTEMBER

The pandemic has prompted an ecommerce surge that’s unlikely to completely abate even once the 
global health crisis is under control. To make the most of this trend, retailers must work overtime 
to determine how to squeeze more margin out of a sales channel that historically has netted 
lower profits than in-store purchases. In this webinar, experts will share how merchants can boost 
efficiency, develop cost-effective last-mile strategies and better capitalize on online sales.
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WEBINAR CALENDAR cont.
Viewing Sustainability Like an Investor
NOVEMBER

While sustainability is no longer a siloed concern, the industry has yet to make it a true priority 
when weighing important business decisions. However that could all change as stakeholders’ 
sensitivity to risk grows and their perspective on risk management broadens to incorporate 
responsible sourcing, design and production. In this webinar, investors will address the aspects 
of sustainability they care about most, outline the metrics they find most reliable when vetting 
fashion firms and provide their outlook on how long apparel companies have before these 
practices become table stakes.
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NEW PERSPECTIVES, 
POWERFUL SOLUTIONS 
Sourcing Journal’s Fireside Chat Video Series features dynamic one-
on-one discussions with in-the-know C-Suite executives, who add 
context to today’s top concerns while offering actionable solutions.

FIRESIDE CHATS
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THOUGHT LEADERSHIP 
BROUGHT TO LIFE
Podcast episodes provide industry executives with a platform 
from which to showcase their personalities and share their 
perspectives on a range of engaging topics, enabling listeners to 
consider new points of view and plot their next steps.

PODCASTS



10 | 2019 PERSONALIZATION SURVEY REPORT

PRODUCTION CONT. In need of an overhaul :

The areas needing the most innovation in order to deliver on 
mass customization and made-to-measure.

Production / Assembly
Patternmaking
Sampling
Other
Cutting
Order tracking

Nearly half (45.4 percent) of 
those polled say production 
and assembly are the 
biggest hurdles to progress 
in this area. One respondent 
called customization 
“totally	inefficient,”	saying	
“customization is and will 
remain a luxury unless we 
can get robots to cut and sew 
garments	from	start	to	finish.”		

Automation is a big part of 
what makes made-to-order 
production work at OnPoint. 
Best’s team had to overhaul the 
assembly line process to create 
a system that’s agile enough 
to change processes every 
1.5 seconds, as needs change 
from one garment to the next. 
“The more you can automate 
computer program to computer 
program communication and 
eliminate humans, the lower the 
price would be,” Best said.

Beyond automation, allocation 
and sourcing would have to 
change as well.

Looking at the ways in which 
the supply chain would 
have to change to adapt to 
personalization, Jerry Hu, senior 
director for product innovation 
for Spalding Sports, said it 
could	take	another	five	to	10	
years for true personalization to 
be	cost	effective.	“The	factories	
are looking for big volume 
orders so they can lower their 
costs and cover their overhead. 
So, if they’re doing small 
quantities, their cost would 
go up and our cost would go 
up,” he explained. “Factories 
would need two production 
lines, one for mass production 
and one small, almost a sample 
room, to manage the custom 
product. For a factory, they 
can’t allow the customized 
products to slow down the 
mass production.”

Caro agreed the industry is 
likely	looking	at	five	more	years	
before personalization can be 
done at scale. Right now, he 
said the technology is not there 

and companies would need to 
determine how to pre-position 
goods in such a way that 
inventory is always on hand.

One industry insider added their 
concerns, saying the “logistics 
could be intimidating” and 
“front-end costs before returns 
[are] too high.” Another said, 
“It’s a lot of work for not a lot 
of reward. Balancing the cost 
versus	profit	doesn’t	make	
sense for a lot of companies.”  

Others called the costs 
associated with transforming 
the supply chain “inhibiting” and 
“prohibitive,” while one person 
said the development process 
would be “a nightmare.”

45.4%

25.5%

11.7%

10.3%

5%

2.1%

2019 PERSONALIZATION SURVEY REPORT
The opportunities and obstacles the apparel industry faces as it works to deliver 
goods that fit consumers’ individual styles, budgets and need for instant gratification.QUANTITATIVE & 

QUALITATIVE
SJ’s research reports are a rich data-driven resource that provide 
a pulse on the industry’s current practices, stumbling blocks and 
opportunities. 

The reports are based on the results of proprietary surveys SJ creates 
with our sponsors, and they also feature insights and quotes from 
industry experts, which round out the reporting.

Sponsors receive branding on the report, landing page and email 
takeover; mentions in all stories related to survey content; the 
opportunity to provide a brief “about us” blurb in the report; and lead 
generation from the finished product.

RESEARCH REPORTS

14 | PRODUCTION EFFICIENCY

production in China. Today, 
only 20 percent are committed 
on that scale. And in three 
years, it’s projected that only 
12 percent of companies 
represented in the poll will have 
that much production there. 

In three years, 39 percent expect 
to have less than a quarter of 
their production in China.

It should come as no surprise 
that Vietnam is the destination 
of choice for 67 percent of 
insiders that are on the move. 
Bangladesh (32 percent), India 
(30 percent), Cambodia (24 
percent, and South American/
Caribbean countries (23 percent) 
round out the top five regions.

This accelerated departure means 
there are a lot of apparel firms 
having to onboard new factories—
and with newness comes risk.

Royal Robbin is working very 

DIVERSIFICATION 
IMPACT CONT.

Quality
Capabilities
Communication
On-time delivery
Compliance
Skill level of the workers
Trainers/Resources needed for training

Onboarding Risks
The top concerns companies have when bringing a new 
production facility online.

82%

59%

59%

57%

51%

44%

23%

Mitigating Risk
How companies go about attempting to reduce the 
chances for issues during the onboarding process.

Minimizing the scope of the initial orders

Conducting more inspections than usual

Maintaining a consistent presence in the factory

Providing extensive training

Don’t know

56%

46%

42%

31%

11%

2019 PRODUCTION EFFICIENCY SURVEY REPORT
How the industry is addressing the challenges to productivity, the issues threatening 
quality, and the changing dynamics between factories and brands.

PROPRIETARY
RESEARCH
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2020
FOOT
WEAR    
REPORT

F rom supply chain challenges 
to shifts in retail channels, the 
shoe business has been forced 
to adjust to manifold disrup-
tions in light of the coronavi-

rus. Here, 10 footwear insiders share the 
most important thing the health crisis 
brought to light about the industry.  

“COVID-19 has only sped 
up the process of technolo-
gy in the footwear industry. 
We will be virtually design-
ing, developing and even 

selling. If you are not well equipped and 
versed in technology, you will be left be-
hind and become obsolete.”
–Marty Meade, vice president of sales 
and marketing North America, Bearpaw

“This pandemic separated 
the few true consumer 
brands, those with real 
emotional consumer con-
nection and brand fans, 

from the many ‘labels’ that are basically a 
word or someone’s name sewn or printed 
inside a shoe or a garment. The share of 
power brands has escalated during this 
time of crisis and will continue to grow 
long after. At Birkenstock, we have seen 
our brand amplified, even when thou-
sands of retail stores have been shut; it has 
been a ‘business’ interruption, not a brand 
interruption in any way.”
–David Kahan, CEO, Birkenstock Americas

“The reinforcement of the 
‘buy now, wear now’ mind-
set. Spending changed 
overnight and consumers 
simply did not buy what 

they did not need. It highlighted the ex-
tent to which our lifestyles drive our 
footwear purchases. With nowhere to go, 
seasonal fashion took a big hit, while 
more practical categories performed bet-
ter. This practicality will likely continue.”
–Beth Goldstein, executive director, 
industry analyst, accessories and foot-
wear, NPD Group

“The pandemic drew atten-
tion to footwear’s wasteful 
production practices. With 
excess inventory abound, 
the footwear industry was 

forced to see the benefits of on-demand 
manufacturing. By producing to con-
sumer demand with a nimble supply 
chain, companies can mitigate risk and 
reduce waste from overproduction.”
–Saskia van Gendt, head of sustainabil-
ity, Rothy’s

“New Balance relied on our 
strong values to steer our 
actions over the past few 
months. We were able to 
shift from producing foot-

wear to making masks in our domestic 
factories for the healthcare community 
in less than a week and are extremely 

Experts on Footwear’s 
Key Takeaways from 
COVID-19
S A RA H J O N E S

10
“The share of 
power brands has 
escalated during 
this time of crisis 
and will continue 
to grow long 
after.”
 —David Kahan, 
CEO, Birkenstock 
Americas

3
54

/ RETHINKING SEASONALITY
“Footwear will always have seasonal cat-
egories, but I think the store closures 
timed just as spring product was hitting 
floors really emphasized the consumer’s 
‘buy now, wear now’ mentality,” Gold-
stein said. If a product wasn’t what a 
shopper needed in the moment, retailers 
likely missed the sale.

Shoppers are unlikely to spend on 
products they can’t wear now, especially 
without an inkling of when normal life 
will resume. “We’ll see brands and retail-
ers focused on more seasonless, transi-
tional options so that if we find ourselves 
in a situation again where we essentially 
miss a season, it won’t have such a nega-
tive impact,” Goldstein said.

/ QUALITY OVER QUANTITY
While the industry has had to rely heav-
ily on promotions to recoup sales this 
season, consumers are generally voicing 
their appetite for quality, durability, ver-
satility, and function in the footwear pur-
chases they’re making.

Features like waterproofing and weath-
er resistance justify a higher price point, 
Goldstein said, and shoppers will be look-
ing to make purchases that will last years, 
not seasons. Powell added that brands 
that have already earned consumer loyalty 
stand to benefit moving forward.

In a recent poll conducted by NPD 
and CivicScience, one quarter of total 
respondents, and over one-third of re-
spondents ages 18-34, said that they have 
been “more loyal to brands they know 

and trust” while purchasing products like 
footwear during the pandemic.  

/ SOCIAL AND 
ENVIRONMENTAL IMPACT
The emergence of COVID has not pushed 
sustainability down on shoppers’ priority 
lists, Goldstein asserted. In fact, consumer 
expectations of brands have grown amid 
2020’s turmoil. It’s not enough just to cre-
ate sustainable products—now, shoppers 
are looking for sustainable business mod-
els and supply chains with “lasting societal 
impact,” she said. 

“I think that the pandemic has driven 
many consumers to become even more 
aware of how their actions impact others 
and society as a whole,” Goldstein said. 
“Social responsibility and eco-conscious-
ness have been such hot topics in the in-
dustry as younger consumers look to en-
gage with brands and retailers that share 
their values.” 

Companies with sustainable and 
cause-based initiatives will emerge on 
top, Powell said, adding that brands that 
have helped out during the pandemic—
from the creation of PPE to donations to 
groups supporting social justice—will see 
higher consumer loyalty moving forward.
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1 / MATERIAL INNOVATION 2020

W 
hile the new decade 
brought with it a host of 
new and unprecedented 
challenges for the appar-
el and footwear industry, 

the focus on reimagining fashion for a 
new kind of future hasn’t dampened the 
industry’s innovations where materials 
are concerned.

And that’s perhaps for the best, as 
consumers changed by the pandemic 
and forced to rethink both their lives and 
their consumption patterns, are going to 
place new demands on the brands they 
buy from. 

For one, there’s a good chance appar-
el spend could be entering a depressed 
period, which means consumers will 
be buying less, whether that’s owed to 
a shrinking disposable income or the 
desire to have less clothing to dispose 
of. And beyond that, expected ongoing 
concerns about health and safety will 
mean many want the clothing they wear 
to do the triple duty of being fashion-
able, functional and protective.

Checking in with industry experts in 
material innovation, we get a sense, on 

page 2, of ‘Where Textile Innovation is 
Headed in 2021.’ More specifically, we 
find out in ‘Will Medical Textiles be the 
New Source of Material Innovation?’ on 
page 20, whether the hospitals where 
too many have spent time this year will 
reveal a new set of protective and per-
formance traits that could find their 
way into everyday apparel. 

And none of these innovations would 
be possible without accompanying ad-
vancements in technology.  In ‘Here’s the 
Latest Tech Advancing Material Inno-
vation’ on page 23, we outline how new 
technologies are helping leading compa-
nies build sustainability and circularity 
into the materials that will define fash-
ion’s way forward.

As the industry walks toward its re-
imagined future, we are hopeful that, 
amid all of the new and difficult to nav-
igate pressures, that this will give the ap-
parel and footwear sector a new slate on 
which to rewrite this decade in a way that 
surprises where material performance 
capabilities are concerned, and delivers 
when it comes to lessening fashion’s en-
vironmental and social impact.

MATERIAL INNOVATION HASN’T SLOWED IN THE 
FACE OF A PANDEMIC

Executive 
Summary 

Tara Donaldson
Editorial Director  
Sourcing Journal
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1/ R-TWO

Denim wonks at ISKO are committed to bettering 
the world’s favorite fabric with R-TWO, a for-
mulation that blends reused cotton fibers with 
recycled polyester. The process reduces the need 
for raw cotton, adding factory waste back into 
the spinning process. The fibers are combined 
with recycled polyester filaments extruded from 
plastic bottles.

/ COMMON THREAD
In April, Dupont Sorona launched its Common 
Thread Certification Program with five perfor-
mance fabrics made with the company’s partially 
plant-based polymer formulation—a proprietary 
blend that replaces traditional plastics-based 
fibers. The material range includes fabrics built 
for long-lasting stretch, shape recovery, easy 
care and crease-resistance, enduring softness 
that holds up against pilling, and lightweight, 
breathable warmth.
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5  
Materials to 
Watch in 2020

With 2020 well underway and many shoppers still confined to 
their homes, apparel that’s built to perform using functional fabrics 
seems a far-off need for another era entirely.

But the makers of these materials are still hard at work, and their 
creations are now coming to market in the form of physical prod-
ucts. Outdoor gear brands and contemporary fashion brands alike 
rely on these tech-forward and often sustainable innovations to 
propel them into the 21st century.

From recycled denim to durable, nanospun membranes, material 
enthusiasts are continuing to push the next generation of fabrics, 
in spite of the unprecedented challenges facing the apparel sector 
this season.
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/ AEROBRANE  
ELECTROSTATIC SPUN
Textile solutions manufacturer Schoeller saw 
its aerobrane electrostatic-spun membrane 
introduced to the global marketplace this 
spring in a rain jacket from Outlier. The fine, hy-
drophilic fibers that make up the shell provide 
protection against wind and wet weather while 
remaining breathable during physical activity.

/ FUTURELIGHT
The North Face debuted its own breath-
able, weatherproof range of fabrics using a 
nanospinning process called Futurelight last 
fall, with a range of new products hitting this 
spring including jackets, pants, hats, footwear 
and outdoor accessories. The technology is ap-
plicable across a versatile array of fabrics made 
for different activities, as nanospinning allows 
for adjustments in weight, stretch, breathability, 
durability, texture and constructions for both 
knit or woven fabrics.

/ PIÑATEX
Over the past year, brands have seen an influx 
of vegan alternatives to traditional animal 
hides. Piñatex, a vegan leather made from the 
leaves of pineapples, has made some high-pro-
file inroads with labels like Chanel, Hugo Boss 
and fast fashion titan H&M. London-and-Bar-
celona-based company Ananas Anam produces 
the faux hides in the Philippines, pulling from 
the global glut of 40,000 tons of waste leaves 
produced by the pineapple industry each year.

Sourcing Journal’s State of the Industry reports provide a deep dive on a rage of 
topics facing modern supply chains. Through features, Q&As, spotlights, statistics 
and infographics, SJ provides fresh perspectives on the innovations, strategies, 
opportunities and obstacles related to today’s apparel and footwear markets.

Featuring exclusive insight from thought leaders, consultants, chief executives and 
supply chain experts, the reports serve as a roadmap for anyone navigating the 
changing landscape. Over the last year, report topics have included sustainability, the 
direct to consumer market, consumer behavior, efficiency and quality. Each report is a 
compendium of recent Sourcing Journal reporting along with fresh features written 
exclusively for the report.

Participating sponsors are spotlighted within Q&A articles designed to position them 
as thought leaders on these timely subjects. In addition to company branding on the 
report cover and emailed promotions, sponsors have the opportunity to submit a full-
page ad and receive all leads generated from the report.

STATE OF THE INDUSTRY REPORTS

SOLE OR CO-
SPONSORSHIPS 

AVAILABLE

DEEP DIVES ON 
TIMELY TOPICS
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REPORTS CALENDAR
Sourcing Report
JANUARY

2020 brought new meaning to the term ‘uncertainty.’ As apparel and footwear firms continued 
to grapple with diversification, digitization and sustainability, many, if not all, were knocked 
off course by the global health crisis. Suddenly, their existing challenges were compounded by 
tanking demand, spotty supply, closed stores and a remote workforce. Now, as the pandemic 
drags on, the industry must learn to live with the virus and its ramifications—all while 
doubling down on efforts to address a slate of pre-existing conditions. This report will take a 
360-degree view of the fashion supply chain, highlighting the most pressing challenges, biggest 
opportunities and the best solutions for thriving in this new reality.

Retail Report
MARCH

The retail landscape was already roiling from a perfect storm of surging consumer expectations, 
swelling e-commerce growth and encroaching digitally native competitors heading into 2020. 
Then the pandemic hit. Now, the industry is faced with the added pressures of uncertain demand, 
wildly fluctuating shopping patterns and a WFH culture that pushes apparel even lower on the 
priority list. This report, which is a joint production between Sourcing Journal, WWD and FN, 
will highlight the tech tools that promise to usher in a widespread retail transformation that 
addresses the need for convenience, safety and discovery in the digital age.

Sustainability Report
APRIL

As the efforts toward greater sustainability mature, apparel companies must continuously re-
evaluate their strategies as well as the transparency related to reporting their achievements. 2021 
marks the 10-year anniversary of the introduction of the Higg Index, a go-to suite of tools that 
helps companies measure and report on sustainability progress. Using that as a starting point, 
this report will focus on the industry’s progress over the last decade; the metrics that matter now; 
what’s still needed in the area of measuring and reporting; and how accountability and credibility 
in the ESG sector needs to continue to evolve in the years to come. 

DTC Report
MAY

The trend toward direct sales is accelerating, as more and more brands pull back from wholesale. 
They’re motivated by a desire to control their own businesses, be less reliant on the current fashion 
calendar, earn better margins, avoid chargebacks and insulate themselves from the changes roiling 
retail. But this autonomy comes at a cost. A smaller retailer base means these fashion firms now have 
to ramp up marketing, e-commerce and brick-and-mortar sales, and fulfillment efforts. This report 
will feature profiles of how select brands are transforming their businesses, insight into emerging 
tech tools designed to fill the gap and advice from thought leaders on the best strategies.



Footwear Report
AUGUST

While every industry was thrown into havoc since the outset of the pandemic, footwear has 
been particularly impacted. Outside of athletic shoes, which fueled consumers’ need to create 
makeshift workouts, and slippers, which clad them the rest of the time, the largely work-from-
home population has shown little interest in shoes. Now more than ever, brands and retailers 
need stepped-up performance and design to woo them back. This report will focus on the trends, 
material innovation, merchandising tactics that are working today as well as the design tools 
production technologies and supply chain enhancements fueling future assortments.

Sustainability Report
SEPTEMBER

The fashion industry’s contribution to the environmental problems causing global warming is 
well known. The roadmap for halting its negative impacts is less clear. This report will identify the 
biggest resource drains, the largest causes of emissions and the biggest culprits for wasted inputs 
in the production process. The focus will be on the innovations transforming production facilities, 
the operations most in need of an overhaul, how downstream partners can be part of the solution 
and where the funds for the necessary investments should come from.

DATA RICH
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REPORTS CALENDAR cont.
Sourcing Research Report
JUNE

The sourcing landscape remains in flux as leaders attempt to retrofit existing supply chains and 
rebuild new ones to correspond with budgetary, quality, speed and sustainability demands. The 
basis for this research report will be a proprietary survey of Sourcing Journal readers designed 
to determine how sourcing decisions are made now, the geographic regions that are gaining 
and losing favor, the outlook on soft goods production and the chief concerns keeping industry 
insiders up at night. 

Materials Innovation Report
JULY

Brands and retailers have looked to fiber producers to create products that will add value to 
their apparel assortments. What’s changed is that supply chain partners are no longer simply 
interested in traditional performance attributes like long wear and easy care. Today, they also 
want material innovation that includes health and safety properties, like antimicrobial and 
antiviral but also muscle recovery and thermal regulation. Further, they need fibers that help 
them make strides toward a circular economy, including curbing the use of non-renewable 
resources and conserving energy. This report will highlight the latest fibers on the market, what 
they do, and how brands and retailers can use them to address consumers’ top concerns.
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ONE-STOP DESTINATION

Advertising through Sourcing Journal provides brands with boosted 
awareness across the supply chain. And our redesigned formats and 
new ad sizes offer an even richer, more appealing environment.

YOUR MESSAGE.
AMPLIFIED.

DESKTOP MOBILE

*Please 
request a rate 
card for full 

details 

WEBSITE ADS

320 X 50 TOP LEADERBOARD PKG

970 X 250 
TOP LEADERBOARD PACKAGE

300 X 600
UPPER 
HALF
PAGE
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SJ ON THE GO

The Sourcing Journal newsletters are a vital part of the industry’s 
daily routine, delivering the up-to-date news and information they 
need to make decisions throughout their day.

FIRST THINGS FIRST

DAILY NEWSLETTER TAKEOVER EMAIL

NEWSLETTER ADS

600 X 200
ENEWS TOP LEADERBOARD

600 X 800
TAKEOVER

75K+
SUBSCRIBERS

*Please 
request a rate 
card for full 

details 



The blueprint for the denim industry

From mills to runways, Rivet has a pulse on the game-changing designers, 
innovators and retailers influencing the future of the global denim market. 
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Rivet readers are always kept informed on what’s now and what’s next in the 
fast moving denim industry, from the raw materials transforming collections 
through the bestsellers driving retail sales—and everything in between.

CONTENT

S U S TA I N A B I L I T Y

T R E N D  R E P O R T S

W H AT ’ S 
S E L L I N G

P H O T O 
S H O O T S
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P R O F I L E S
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I N N O VAT I O N
S P O T L I G H T S

D E S I G N E R 
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ONLINE
The denim market is constantly reinventing itself for an ever-changing 
global consumer with fresh designs, the latest innovations and new 
practices—and rivetandjeans.com is the one-stop resource for daily 
updates on what’s happening and what’s on the horizon. 

75k+
Website Readers

20k+
Newsletter Subscribers
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RIVET MAGAZINE
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DENIM 
AS AN 

ALLY
G

eorge Floyd was killed by police 
on May 25 during the height of the 
Covid-19 pandemic. And while this 
moment in time may appear to have 
little to do with the denim industry, 
his death served as a social turning 

point for virtually every community—fashion included.
News of Floyd’s murder ricocheted through the so-

cial media feeds of a world audience suddenly held captive 
thanks to quarantine, shifting individuals’ and corpora-
tions’ attention almost entirely to the Black Lives Matter 
(BLM) movement. Throughout fashion, Instagram feeds 
went dark, brands postponed scheduled product drops 
and global corporations made sizable contributions to di-
versity programs and outlined their initiatives to do bet-
ter. Even those that had never previously taken a stand on 
current events were catapulted into the conversation or 
met with extreme backlash because of their silence. 

In the wake of Floyd’s murder, it was no longer 
enough to simply not be racist—individuals and compa-
nies alike are being called on to be actively anti-racist. 

“I think it can be very jarring for a lot of these big 

w o r d s _____ L I Z  WA R R E N

HOW THE FASHION 
INDUSTRY IS TAKING STEPS 

TO RIGHT ITS WRONGS.

011_RVT_10_BLM_5c-av-ah-ct.indd   11 9/24/20   11:07 AM

Rivet magazine covers the denim industry from inseams to finishes. Each edition puts a spotlight on the issues that are most 
relevant to the market today from multiple angles including feauturized news pieces, styled shoots to in-depth conversations 
with key players. Whether talking to the makers or the end consumer, Rivet offers unique access and perspective.

Print Issues

April & October 
Reflecting the growing number of season-less collections, 
this issue will also take a season-less outlook by examining 
big picture ideas that are looming over a denim industry 
that is hungry for change. 

Digital Issues

June
Sustainability and CSR are often used interchangeably, 
and indeed their efforts go hand-in-hand in creating a 
positive impact on people and the planet. This digital issue 
will highlight the human side of denim and the initiatives 
created by mills and brands to support their workers, 
communities and the environment. The issue will also 
debut “Icons,” a new section that honors an industry legend. 

November
This digital issue will spotlight the ways in which 
denim brands and the supply chain have focused their 
sustainability efforts on working toward achieving net 
zero environmental footprints, and why net positive may 
become the next industry-wide effort. 



RIVET EDIT CALENDAR
January
FOCUS AREAS: 2021 forecast 

February
FOCUS AREAS: Denim brand news; Black History Month
ROUNDTABLE: Selling Safety

March
FOCUS AREAS: Fashion week coverage;  
Women’s History Month
ROUNDTABLE: Women in Denim 

April
FOCUS AREAS: Sustainability
RIVET MAGAZINE

PUBLISH DATE: APRIL 1

ROUNDTABLE: One Year Later: COVID-19

May
FOCUS AREAS: Supply chain innovation; retail technology
RIVET 50 DAY

June
FOCUS AREAS: Inclusivity & diversity; Summer denim 
RIVET MAGAZINE DIGITAL ISSUE: People Power & ICONS
PUBLISH DATE: JUNE 1

ROUNDTABLE: The Democratization of Denim

July
FOCUS AREAS: Made in USA denim; Vintage/resale market

August
FOCUS AREAS: Brand news; Back-to-school

September
FOCUS AREAS: Fashion week coverage
ROUNDTABLE: Redesigning Denim

October
FOCUS AREAS: Sustainability
RIVET MAGAZINE & RIVET 50

PUBLISH DATE: OCTOBER 1

November
FOCUS AREAS: Supply chain innovation; 
Generation Alpha 
RIVET MAGAZINE DIGITAL ISSUE:  Net Zero
PUBLISH DATE: NOVEMBER 1

ROUNDTABLE: Chasing Net-Zero

December
FOCUS AREAS: Year in Review
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WEBINAR CALENDAR

Selling Safety
FEBRUARY

Denim mills and brands are responding to the heightened awareness of health, safety 
and wellness by applying new antiviral and antimicrobial finishing technologies to jeans. 
In a digital roundtable, experts discuss the scope of these treatments, their testing and 
the language that is required to sell garments treated with these technologies.  

Beyond Rosie the Riveter
MARCH

For Women’s History Month, Rivet shines a spotlight on the achievements women have 
made in the denim industry. In a virtual roundtable, women leaders will discuss the 
challenges they conquered, the lessons they learned and what they’re doing to support the 
next generation of women leaders in denim.

One Year Later: Covid
APRIL

A year after the Covid-19 pandemic changed the way the denim industry conducts business 
forever,  denim experts reflect on how the crisis magnified weak spots in the supply chain 
and what the industry is doing to come out of the pandemic stronger and more efficient.  

Rivet 50 Day
MAY

2020 Rivet 50 honorees come together for Rivet 50 Day, a half-day digital event anchored by panel 
discussions on topics like supply chain innovation, the new retail landscape and denim’s place in the 
slow fashion movement.  

The Democratization of Denim
JUNE

Though denim is often described as a fabric for all, the demographic makeup of jeanswear companies 
has not always represented denim’s diverse appeal. That’s changing. In a roundtable discussion, denim 
executives responsible for diversity efforts discuss the initiatives in place to promote more equal work 
environments and hiring practices, and how their companies are supporting underrepresented groups. 

Chasing Net-Zero
November
In an effort to clean up its dirty reputation, the denim industry is making inroads to eliminate its 
environmental footprint by using renewable energy, biodegradable components and recycled water. 
In a roundtable discussion, players from across the denim industry share why “net-zero” is more than a 
buzzword, and why “net-positive” may be the only way forward.  
*Companion to November issue
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WEBINAR CALENDAR

Redesigning Denim
SEPTEMBER

Since launching in 2019, the Ellen MacArthur’s Jean Redesign have become one of the most 
widely-adopted set of guidelines for a more circular future. But what’s next? In an online 
panel, denim mills and brands discuss the effectiveness of the initiative, the challenges that 
remain and present the results of their first collections that follow the guidelines.   
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A R T I S T I C F A B R I C M I L L S . C O M

stretch and continue to develop our BioYarn range that in-
cludes natural fibers such as hemp, soy, linen and bamboo. 
These are used in combination with more traditional fibers 
like organic cotton, recycled cotton, Tencel and modal to 
achieve new blends and better performance. 

On fashion trends: Our focus has remained on elevating 
our core denim products and creating innovation to make 
them versatile so they can be adopted in both fashion and 
basic styles.

On the status of stretch denim: Stretch denim makes up a 
big part of the jeans business, and it continues to be a part of 
our collection. Keeping in mind the comeback of the flared 
bootleg and reimagined skinny jean, we are introducing the 
Flexy 3.0 series. It comprises of super soft stretch, with lit-
tle to no compression. The demand for stretch fabrics also 
inspired our development team to include biodegradable 
stretch in our collection for the conscious buyer who wants 
sustainable stretch options.
 
On staying in touch with clients: We have been fully ac-
cessible via digital platforms. Prior to the lockdown, we had 
invested in digitization, both to communicate with our buy-
ers as well as showcase our collections virtually. —Liz Warren
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LOOK BOOK

In Season
MAY & NOVEMBER

With shows on hold, the market has lost an essential element of community 
and tactility. In Season is a visual guide to the next season’s of denim 
fabrics that serves as a substitute showcase for buyers and brands. The look 
book is a catalog of the latest denim fabrics and trims from businesses 
both large and small as well as a trend guide for the coming season.
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On the F/W 21-22 season: One of the most 
exciting developments of the season is Reborn, a 
100 percent recycled denim fabric. Every ingredi-
ent of this fabric is sustainable and has stretch. It’s 
made with recycled cotton from post-consumer 
waste and post-industrial waste, recycled polyes-
ter and recycled elastane, and it is dyed with ani-
line-free dyes from Archroma and shades are laser 
friendly as well.

Our 100 percent Ciclo Terylene Clean Fiber, 
a biodegradable polyester, is another exciting de-
velopment. This fiber is made in recycled polyester 
and it is 70 percent more biodegradable than un-
treated, regular polyester. In fact, textiles embed-
ded with this fiber become a valuable source of 
soil-matter and bio-gas.

On addressing consumer needs: Medical tex-
tiles are becoming more important in the mar-
ket and we have developed antimicrobial denim, 
which is also anti-odor. 

On how the mill is responding to clients’ re-
quests: We continue to see interest in authentic 
and sustainable products. With Raw Hue, we 
have a new range of fabrics in rich indigo and 
sulfur shades with authentic denim character. 
Garments made in the fabrics can be raw or rinse 
washed because the fabrics have soft handle. 
There’s no need for heavy laundries, meaning 
they are sustainable as well.

In Authentic Soft Denim, we have incorpo-
rated regenerated plant-based fibers with some 
special weaves and fabric finishing treatments to 
give that extra softness without losing the authen-
tic denim character and fabric strength.

On how the mill is addressing sustainability: 
We are adding Repreve Our Ocean, a new recycled 
fiber developed by Unifi that uses plastic waste 
collected from coastlines to recycle it into poly-
ester fiber. We are also using WaterSave Dyeing, 
a technique developed in-house, that allows us to 
save up to 50 percent of water in the dyeing stage 

compared to normal dyeing techniques. 
On a corporate level, we’re working on sever-

al sustainability projects, including the installation 
of a 4 MW solar power plant. And our facilities are 
getting a technology upgrade with more laser ma-
chines and a new, more water and energy efficient 
UP Laundry system by Tonello to ensure signifi-
cant resource savings in laundries. 
 
On performance fibers: [One of the more no-
table fibers in the line] is hemp, which is sustain-
able, antimicrobial, anti-odor, thermal insulation 
and UV resistant. Our SmartSpun denim is made 
from cottonized hemp fiber, which is gaining pop-
ularity as a soft, comfortable, natural alternative 
fiber to cotton. It is a highly sustainable fiber as it 
uses 86 percent less water than cotton during its 
growth and its yield is also 200 percent more per 
acre as compared to regular cotton.

On fashion trends: We serve the fashion market 
with [several trends], but if you talk about one 
clear focus of our product development process 
then that would be to increase sustainable fabric 
options for our customers without losing the au-
thentic character of denim.  

P A K I S T A N

U S D E N I M M I L L S . C O M

 
On the status of stretch denim: Stretch den-
im has very significant importance in the denim 
market and we have a diversified product range in 
both authentic stretch and modern stretch. Cur-
rently, skinny authentic jeans with more than 40 
percent stretch is gaining in the market and we 
have developed many different products for this 
direction. —AV
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RIVET 50
Rivet’s Influential 50 is an index of the most creative and forward-thinking leaders 
driving the global jeanswear industry. The Influential 50 represent the upward direction 
the denim community strives for with each new collection, innovation and technology.

2 3

Executive Designer Retailer Influencer Supply Chain

2 3

R I V E T  N O . 1 0  /  O C T O B E R  2 0 2 0

2 3

R I V E T  N O . 1 0  /  O C T O B E R  2 0 2 0

RIVET 50 SERVES AS AN INDEX of the forward-thinking leaders driving change in the global 

denim marketplace. This year, those individuals were nominated and chosen by the denim 

industry. More than 12,000 online votes determined who made the list. From philanthropic 

executives to slow fashion designers, here's a look at who is influencing denim in 2020. 

R I V E T ' S  T O P  5 0  M O V E R S  A N D  S H A K E R S  I N  
T H E  D E N I M  I N D U S T R Y  I N  2 0 2 0

RIVET 50
IN PRINT

RIVET 50
ONLINE



RIVET’S ICONS
Few garments are as iconic as a pair of blue jeans, but they didn’t achieve icon status on their 
own. Rivet’s ICONS celebrates the masterminds behind the global denim industry. Each year, 
ICONS will recognize the career achievements of an industry veteran—someone who may have 
broken the mold in design, pioneered processes or brought sustainability to the forefront of 
denim manufacturing. 

A dedicated section of Rivet’s June issue will share their story through a photo-driven editorial 
that encompasses an interview with the ICON as well as commentary from their peers and 
colleagues—past and present.
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SJ Footwear is the resource shoe executives turn to first for the 
innovations changing design and production, the styles and trends 
driving consumer demand, and the brands and marketing tactics 
making the biggest impact at retail.



CONTENT
Footwear executives look to SJ Footwear for the latest news, 
insightful features, compelling Q&As and in-depth reports, 
highlighting the people, products and personalities that make the 
industry tick.

Trade show coverage:
Outdoor Retailer
Sole Commerce
Materials Show
FFANY
FDRA Footwear Executive Summit
Sourcing & Sustainability Summit
Materials & Innovation Summit
MICAM

M AT E R I A L 
I N N O VAT I O N

T E C H N O LO G Y

S U S TA I N A B I L I T Y

S O U R C I N G
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SOLE FOCUS
SJ Footwear keeps industry insiders in step with the 
brands, retailers and supply chain advancements 
leading the shoe business into the future. The website 
and newsletters provide continuous coverage of the 
challenges and opportunities facing the market today 
as well as the tools and processes that will drive 
change tomorrow.

52K+
NEWSLETTER

SUBSCRIBERS
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