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FOR CHILDREN WITH SHORT ATTENTION
spans and fickle fashion tastes, U-neaks
may be just the thing. Its patent-pend-
ing product range includes sneakers with
“windows" and a collection of socks with
child-centric designs (trains, soccer balls,
candy, etc.), 50 kids can change their
look day by day. Jeff Gabriele, CEOQ

of U-neaks’ parent company Ingenuity
Express in Somerser, N.]., noted custom-
izable product (think Jibbirz and write-on shoes) will continue o be a grow-
ing trend, and U-qneaks offer a fresh approach, “The shoes are designed for
customers to be able to express their identities through their foorwear and be
able to interace with their product,” he said.

Gabriele has received positive reactions to the brand'’s initial designs, but
noted the product will continue to evalve, especially as he hecomes more
familiar with the footwear indusery. "T'm learning a lot,” said the former scra-
tegic sourcing exec, “like sparkles don't ga in Philly, and in New York black is
Ok for kids, bur in che suburbs, not 5o much.”

The brand launched for Spring ‘o8 with four core shoe styles in sizes 8 1o
3.4, and plans to offer up ro 20 oprions for fall. Though some of che achleric,
skare and streer-fusion styles have laces, others fearure Velero or bungees for
casy onfoff. In addition, there are 5o existing designs for the cotton/poly-blend
saclks; the company is working on ebraining characeer licenses for more.

U-ncaks can be sold as a system comprising a pair of sneakers and two
pairs of sacks. Separately, the shoes wholesale for 518.75 to 25 socks are $3 2

pair. The company is targeting higher-end bouriques, chains and department
stores, and is currencly in 25 doors. Call (zor) 882-0191, —LESLIE SHIERS

When Alameda, Calif.-based Ahnu lannched =55
footwear in Spring ‘o7, its major differcnsias
from its easy-onfoff approach—using b
laces and other alternacives wo raditional laos

the wearer put the shoes on with one hand
ment gives the brand a nawural opportunisy &=
marker, and that's exactly where irs headed

doing a soft launch of twao children’s soyles Son 8
with a fuller selection in the works for Sprine
According to Jacqueline Lenox, Ahnus )..._):
of marketing, children’s shoes tend o imiss
“If you have a pmm of differemes

brand, there's an oppoartunity,”

adult looks,
" she sid “Thes
we're having in blending performance and 58
cxactly what we're able to offer in the kids' macie

The initial products are takedowns of 45
popular adule styles, The Benicia Mary Jane :
satility for both the playground and dressies &8
while the Bridge (for boys and girls) has 2 Wi
sure with seretch lacing and comesy
purple/lavender, dark olive/smoks &
charcoal/deep ocean. The S
focused on crearine 8
product, addine 8
with a high surfacs
for gripping =nd ==
support. The kide &
geared toward Ahnu's typical accounts, which
outdoor rerailers and specialty stores, and =8
for approximarely $25. For spring, Ahnu plans
closed-toe sandal as well as two more sporsy &

kids. Call (510) 865-3000. —L.5.

appear on Toon Disney for five o seves &8
spring. “The goal is to drive brand ==

Jingle All the Way

Lelli Kelly, a leading Iralian gitls' shoe brand, has
been selling ar top children’s stores and boutiques in
the Unired Stares since 2004, But compared 1o its
ubiquitous ad campaigns in Europe, thus far it has
kepr a reladively low profile in the States with only
trial ads on Toon Disney. But now the company
and ies LLS, distributor, Awsco Brands of Avon,
Mass., are launching a large-scale TV campaign
promoting the brand’s Spring o8 collections.

“The test campaign we did was very successful,”
said Attilio Anilieni, Lelli Kelly president. The ads
fearure girls singing the Lelli Kelly jingle and wear-
ing the heavily embellished, glittering shoes. It will
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said Mark Irzkowitz, president of
He nored that despite not reaching the
awareness level in the States char it has
Lelli Kelly has many U5, fans. L.L_.c
nize the brand,” he said. “We're
g-:.od gmwrh in the United Srares.”

The Lelli Kelly collections, des8
Arrilieni’s wife Mariclla, focus om
designs to enthuse 3- to 9-year-olds and
for $20.50 o $59.50. Styles include &
shoes, boots and Mary Janes, each wak &
sole designed ro acrate che foor, provids
and absorb perspiration and odor. Ce
Brands at {508) 583-7600. —Lisey Pacs







