




In the 1970s, as the fledgling athletic goods industry found its feet, sneakers were considered 

utilitarian equipment for specific sporting purposes. But as the 1980s rolled around, fuelled by 

the jogging phenomenon and a booming American economy, the idea of athletic footwear as 

high-tech luxury items with pricing to match began to coalesce. Brands invested heavily in their 

research and design departments, using razor-sharp marketing hyperbole to enhance their 

claims of innovation and technical superiority. In response, savvy consumers demanded more 

from their footwear and were happy to pay the price.

Whether you were a baby-faced Ivy 
League grad entering the workforce 
or a long-distance runner pounding 
the pavement in solitude, one brand 
featured prominently in upmarket 
rotations. New Balance might be a low-key operator 
with a humble disposition, but their signature combi-
nation of straightforward style and peak performance 
has always appealed to discerning athletes and 
weekend warriors alike. With a product development 
strategy based on the ancient art of incremental evolu-
tion – and with basic navy and grey as their corporate 
livery – the brand has always excelled at playing the  
long game. 

At the apex of the New Balance line-up is the 99x 
series. And standing at the summit of that numerically 
erratic sneaker monolith – at least in the eyes of hard-
core brand loyalists – is the 997. Designed by Steven 
Smith in 1990, the 997’s crisp midsole, jacked-up heel 

height and elegantly raked propor-
tions are a sublime combination that 
has more than stood the test of time. 
Long considered a modern master-
piece by vintage sneaker aficiona-

dos, the 997 also shouldered a mysterious aura of 
legendary proportions. 

In 2019, Steven Smith’s magnum opus is more 
relevant than ever. The 997’s sharp-toed profile 
predated today’s Instagram fixation with nose-down 
‘wedge’ toeboxes by close to 30 years. On the eve 
of the model’s third wave, as the classic OG design 
mutates into a stunning pair of modern iterations, this 
is the official story of how the 997 arrived in a blaze of 
glory before disappearing off the face of the earth for 
two decades. 

Woody
Sneaker Freaker

1990

M997 box
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99X LINEAGE
Throughout the 1980s, New Balance established 
a reputation as the go-to brand for defiant purists. 
While the multi-faceted ‘5 series’ of 
footwear took off-road joggers to ‘a 
land that pavement forgot’, the 99x 
range was all about top-shelf urban 
performance. Flaunting the latest 
and greatest engineering and cush-
ioning technology available, the 99x 
promised road runners the best of 
everything. 

In 1982, New Balance released 
the 990. From the Motion Control 
Device in the heel to dual-density 
midsoles, Vibram ‘Superflex’ out-
soles and reflective 3M highlights 
– a world-first in footwear – the 
990 design was packed full of  
cutting-edge components. Pair all 
that with luxurious pig suede and 
you had the first running shoe to 
smash the $100 price point.

Thankfully, runners didn’t trip on 
the triple-figure ask. Ponying up a 
‘Benjamin’ proved no obstacle and 
the 990 flew off shelves. The fact 
that they were made in New Balance 
factories on American soil definitely 
added to the homegrown mystique – and the sense of 
value for money! As New Balance’s provocative press 
advertisements from the era promised, ‘We’ve always 
found quality control is a lot easier when the factory 
is in the next room, not the next continent’. Now that’s 
the kind of ballsy marketing state-
ment you’ll never read in today’s 
risk-averse corporate climate.

Despite the popularity of the 
990, New Balance was in no rush 
to introduce a successor, waiting 
until 1986 to release the 995. Note: 
the 99x numbering system is clear-
ly not based on logic – even Alan 
Turing couldn’t crack the code! 
The sophomore design was more 
of a subtle 2.0 upgrade than anoth-
er breakthrough bonanza, but the 
995 added a few important tweaks 
to the 990’s winning formula. Replacing the die-cut  
Superflex sole with a size-specific design, New  
Balance designers introduced pre-moulded ENCAP 
cushioning that allowed the dual-density EVA to sit 
lower in the heel for better flex. 

1987

M996 advertisement

1993

‘We don’t live by fashion’ 
M998 advertisement

1990

OG M997



M992

M993 

997H

M990v3

M995GR

M990v2 GR

M998

M996

M990 M990v4 GL4

CM997.5

‘The original 990 was designed as a city running 
shoe. Grey suede allowed fashion-forward 
runners to log their miles without getting their 
shoes dirty. The 990 also had the hybrid appeal 
of a casual, lifestyle shoe. The concept stuck and 
the grey colour scheme became synonymous 
with New Balance.’

CHRIS DAVIS  (NEW BALANCE)

The M990v3 arrived in 2012. The striking 
silhouette once again featured premium 
pigskin, mesh and ENCAP cushioning, 
proving just how perfect the combination 
of materials is. The 990 has attracted a cult 
following in Washington DC, Baltimore and 
Philadelphia that endures to this day.

M995
The M995 was finally introduced in 1986 with subtle, yet significant, 
changes. The outsole was updated to a size-specific piece, while 
dual density EVA refined the cushioning distribution.

1998 heralded a new ‘tech design’ formula that 
would strongly influence the future direction of 
the 99x series. The moulded midfoot bubble 
denoted the use of ABZORB.

The M999 was an 
evolutionary update. 
One minor performance 
improvement was the 
relocation of ABZORB 
closer to the point of 
impact in the foot.

In 1993, New Balance struck up a partnership with Dupont and Bridgestone 
to develop ENCAP II. The 998 was the first in the 99x series to utilise the 
new cushioning concept, which was renamed ABZORB.

Fusing the sole of the 998 with the 997 upper, the 997.5 was the 
first official hybrid in the 99x family. The model was first released as 
a collaboration with Japanese retailer United Arrows & Sons.

The M993 refined naming conventions  
by implementing a ‘version’ naming structure.  
This was another classic 99x release.

2001 marked a change in 99x naming 
conventions, with updated models filling in  
the missing numerals between 990 and 995 
(except the 994!) The M991 highlighted the  
use of ABZORB with a midsole window.

Like the 997S, the 997H is a new-gen model. 
Accessible, lightweight and easy on the eye,  
the 997 heritage-based design evokes classic  
New Balance design principles. The midsole 
branding is definitely prominent!  

The 997S was a radical departure for the 997 series. The design directly 
references New Balance heritage, but brings the aesthetic into the 21st 
Century with an outrageous heel concept and sock construction.

New Balance introduced ABZORB Stability 
Insock technology to improve the fit and feel 
of the M992. Made in the USA, the model was 
offered in a staggering 78 different size and 
width combinations.

With chunked-out styling and a perfect 
combination of cushioning and stability,  
the 990v4 is the quintessential ‘dad shoe’.

Since the 990’s introduction BACK in 1982, New Balance’s 99X series has signified 
the relentless quest for innovation. Testing consumer demand with an avalanche of 
tech credentials and suitably sky-high price points, New Balance designers engaged  
a sleek grey-on-grey palette to unify the progressive aesthetic. From the original 
990 all the way up to the new-gen 997S and 997H, here’s how the series has evolved 
over the past four decades.

M997
The elevated heel pad was the 997’s defining visual feature. With a 
rugged Polyurethane midsole structure that housed both ENCAP and 
C-CAP inserts, the 997 tech-sheet was fully loaded. XAR-1000 carbon 
rubber heel pads and the Hytrel thermoplastic ‘collar lockdown strap’ 
were other innovations introduced by designer Steven Smith. 

1982  1990 1988 1993 1998 2001 2006 2008 2009 2012 2016 20181986 19961982  1990 1988 1993 1998 2001 2006 2008 2009 2012 2016 20181986 1996

99X SERIES TIMELINE

997S

M991

M999 

The M996 was a ground-up rebuild,  
with a central pod of softer rubber added  
for enhanced cushioning, as well as  
a carbon crash pad in the heel. 

Thanks to Jason Paparoulas and the Up There 
crew for their help with this timeline.



1991  
M

997 advertisem
ent
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1988 delivered a 
more drastic ground-up 
overhaul for the 99x se-
ries. Designer Steven 
Smith was handed the 
reins and instructed to modernise the 996 at all costs. 
Slimmer logos gave the branding a more refined 
edge, while a fresh visual language saw the overlay-
ing suede panels at the rear follow the diagonal line 
of the redesigned heel cup. Soft rubber pods were 
inserted into the outsole for enhanced comfort and 
cushioning. Overall, the suite of changes gave the se-
ries a more souped-up vibe. The natural evolution of 
the 99x series was starting to take shape.

ENTER THE 997
As the madcap 80s 
wound down, New Bal-
ance kicked off the 90s 

with their most progressive statement yet. Steven 
Smith once again steered the project, working along-
side a compact development team to bring the clean-
sheet design to life. While the 995 and 996 repre-
sented small steps, the 997 was a far more ambitious 
undertaking.

Like a sleek racecar tested in a wind tunnel, the 
slippery 997 looked fast even while standing still. 
The elevated heel pad was the 997’s defining visual 

motif, but Smith’s design 
was more significant for 
what it didn’t include. 
The 99x family had previ-
ously exploited exposed 
die-cut EVA midsoles, but the 997 ditched the tradi-
tional foam cushioning in favour of a radical Polyure-
thane shell that housed dual-density ENCAP inserts.  
A chunk of pliable C-CAP ran from the toe through 
to the medial midfoot, with removeable arch supports 
completing the cushioning quartet. 

The detailing was also richly nuanced. Resplen-
dent in grey-on-grey suede, the dimpled ‘basket-
ball-style’ leather juxtaposed with the minimalist sig-

nature scheme added 
texture to the 997’s 
smooth composition. 
Experimental tri-density 
outsoles, including an 

XAR-1000 carbon rubber heel pad, increased long-
range durability and added grip. The Hytrel thermo-
plastic ‘collar lockdown strap’ was another innovation 
that added a dose of vis-tech to the mix. The strap 
was designed to work like a sway bar that connected 
the top eyelets to the heel counter for added stabili-
ty. As Steven Smith recalls, ‘Sometimes the features  
designed for performance end up becoming the icon-
ic part people remember the most!’ 

1992

M997 advertisement

1992

M997 advertisement

 ‘While the 995 and 996 represented 
small steps, the 997 was a  

far more ambitious UNDERTAKING’ 

 ‘Killer looks made the 997 a  
prime target for a renewed focus 

on American-made quality’ 
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Steven Smith – 997 Designer

‘	The 997 was definitely a big 
step forward technology-wise. 
Moulded upper components, 
multiple density midsoles and 
that super-thick, blown-rubber 
sole made it a standout’ 

LADIES FIRST
The 997 was also the first 99x runner produced by New 
Balance specifically for female runners. Easily spotted 

thanks to the application of unique 
‘mini NB’ logos, these Newbies for 
ladies are highly coveted by collec-
tors. Hopefully we’ll see this quirky 
design feature restored to the New 
Balance roster in the near future.

Highly technical and supremely 
versatile, the 997 may have been a 
top performer on the running track, 
but one of its key selling points was 
the sheer variety of sizes offered by 
New Balance. Available in widths 
2A through 4E, New Balance pro-
duced a 997 for every pair of feet, 
something the brand trumpeted 

loudly in running magazines. In a Runner’s World  
advertisement from 1991, New Balance issued an om-
inous warning: ‘All the technology in the world won’t 

help if your shoes don’t fit!’ 
Killer looks and unparalleled 

comfort made the 997 a prime tar-
get for a renewed focus on Ameri-
can-made quality and there was no 
better spokesman than the POTUS 
himself. Google that juicy titbit for 
an insight into 997 history that we 
simply can’t reprint here for legal 
reasons!

THE RETIREMENT
The 997’s original trio of releases  
– light grey, white with royal blue, 

and a dark charcoal edition – remained in New Bal-
ance’s pro-rotation for three or four years. Like many 
of the finer things in life, you don’t know what you’ve 

got until it’s gone and by 1994, the 
997 was officially retired from active 
duty. According to sneakerhead 
conjecture, New Balance’s 997 
factory was relocated at some point 
and the all-important templates and 
moulds required to reproduce the 
shoe disappeared in the transition. 
Since the cost of refabricating the 
tooling would have been prohibitive, 
the 997 was quietly pensioned off. 
Or so the urban myth goes.

Steven Smith moved on from 
his job at New Balance shortly af-
ter the release of the 997. Aside 

from a few obscure Korean-made models released in 
the mid- to late-90s, the 997 was AWOL from New  
Balance catalogues for more than two decades.

1990

997 (Prototype)

1991

W997 (Women)

1991

M997WT (Prototype)



1990

Japanese catalogue
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THE MODERN MILLENNIUM
With so few OG pairs left in the 
wild – most of which are bedevilled 
by decomposing midsoles due to 
long-term exposure to oxygen and 
humidity – the 997 was an exceed-
ingly rare specimen by the time the 
new millennium arrived. Vintage 
pairs were jealously hoarded by 
hardcore collectors and dusted off 
for ultimate bragging rights in online 
forums. While other celebrated New 
Balance models, such as the 1500, 
hogged the limelight with global col-
laborations and Made in UK hype, 
the 997 was strictly an underground delicacy.

As noted by collector Matt Kyte on page 72, a no-
torious Crooked Tongues thread circa 2008 contained 
a claim that the 997 had once been made in New  

Balance’s UK factory. For many  
New Balance nerds, discovery of 
a one-off that rewrites the history 
books is a joyous occasion, but the 
inconclusive photos tendered as ev-
idence meant the news was rightly 
greeted with scepticism. Since there 
are many legit examples of New  
Balance shoes that shouldn’t ‘tech-
nically’ exist, the safest motto in this 
instance is ‘never say never’, but after 
enquiring with the folks at the Flimby 
factory, we can safely confirm that 
this myth is well and truly busted. 

While the ‘Made in UK 997’ will 
go down in history as a false flag, 

internet chatter continued to bubble away. Fans de-
manded to know why the 997 had never been retro-
ed and what New Balance was going to do about it.  
The pressure was starting to build.

 ‘With so few OG pairs left in the wild  
– most of which are bedevilled by 

decomposing midsoles due to long-term 
exposure to oxygen and humidity – the 997 
was an exceedingly rare specimen by the 

time the new millennium arrived’ 

1990

997 cushioning  
diagram

1990

997WG box



‘	Easily spotted thanks to the 
application of unique ‘mini NB’ 
logos, these Newbies for ladies 
are highly coveted by collectors’ 

1991

W997 (Women)
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TWO BIRDS, ONE STONE
In late 2008, the 997 nameplate 
was unexpectedly refreshed, albe-
it in circumstances that would add 
another ambiguous chapter to the 
narrative. Japan’s United Arrows 
& Sons approached New Balance 
with a request to bring the 997 
back from hibernation as a collaborative project. After 
some robust discussions around the cost of recreat-
ing sole units and the definition of amortisation, New 
Balance agreed to an unconventional compromise. 
They would take the 997 upper and Frankenstein it 
to the ABZORB-enhanced 998 sole unit, creating an 
all-new model known as the 997.5.

Apparently inspired by a heritage colour scheme 
seen on the NBX M900 runner from 1991, United  
Arrows & Sons licked the 997.5 in a coat of light grey 
suede with hot pink and purple pops. Sold exclusively 
at their own retail outlets in Japan, the hybrid mod-
el’s dynamite looks and extreme exclusivity ensured it 
sold out and disappeared in a nanosecond. 

Poggy – United Arrows & Sons

‘	Compared to the current trend 
of automation and global 
production, New Balance is 
sticking with its ‘Made in USA’ 
range of sneakers, which is 
appreciated by Japanese people’

While production numbers have never been offi-
cially revealed, it seems likely that just a few hundred 
pairs of this iconic Chimera exist. Adding an extra lay-
er of bananas hype, paparazzi images of rap royalty 
rocking the 997.5 added an unlikely seal of approv-
al. As Ronnie Fieg details on page 63, even he was 
forced to dig seriously deep to add a deadstock pair 
of the ‘Beauty&Youth’ 997.5 to his own rotation. 

Despite the global frothability, the 997 trail went 
cold once again. In 2011, Japanese brand Nonnative 
released the ‘Dune’ 997.5. With cool sandy tones 
and fresh blue pops, this was another successful  
addition to the growing family, but the OG 997 was 
still nowhere to be seen.

2008 

United Arrows & Sons x New Balance  
997.5 ‘Beauty&Youth’

1991

NBX M900  
advertisement
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THE TRIUMPHANT RETURN
Despite an impressive reaction to 
the 997.5, it seemed the 997 sto-
ry would not have a happy ending. 
However, thanks to a public lobby-
ing campaign from diehards and 
sneaker boutique owners, and an 
infamous ‘Bring it back!’ petition 
started on Crooked Tongues, the pressure continued 
to mount. The rumour mill went into overdrive.

In January 2014, New Balance finally announced 
the 997 would make its long-awaited and triumphant 
return. After being a no-show for a total of 20 years 
straight, the OG ‘Made in USA’ 997 was back in  
the game.

In addition to the inaugural grey-on-grey OG 
editions, New Balance put their long-lost classic to 
work. In Boston, Deon Point from Concepts was piv-
otal in the revival, releasing a trio of elegant 997s that 
brought a sense of class to the occasion. The beau-
tiful blushing ‘Rosé’ edition arrived in 2014, followed 
by the orange-swathed ‘Luxury Goods’ in 2015, and 
the minty-fresh ‘City Rivalry’ concept in 2016. As 
Deon notes on page 120, the timing was impeccable.  

Released from ‘Unicorn’ status, the 
997’s mainstream profile soared. 

In 2016, the 997.5 made a sur-
prise return, with a select group of 
collaborators invited to work on 
the in-betweener design. Kith con-
tributed the Greek-themed ‘Myko-
nos’ and ‘Archipelago’ make-ups, 
while Concepts hit back with an  

‘Esplanade’ edition. Taiwanese store PHANTACi re-
leased a pink-white-black version as an Asia-exclu-
sive. As a follow-up to the ‘Tassie Devil’ 998, Sneaker 
Freaker’s antipodean-flavoured ‘Tassie Tiger’ 997.5 
was a suitably aggressive beast. 

The following year, New Balance delivered the 
997 Re-Engineered. Capitalising on the popularity 
of sock-style sneaker design, the contemporary spin 
deconstructed 997 heritage by adding a neoprene 
bootie and lightweight REVlite soles to the ensem-
ble. A series of well-considered general releases,  
including the ‘Duck Camo’, ‘Coral Snake’, ‘Home 
Plate’ and ‘Coumarin’ kept the 997 high-vis in hype 
circles. Highly regarded collaborations with Stance, 
J.Crew and Horween added a further layer of premi-
um pizzazz.

BACK IN  
THE GAME!

2018

M997 Re-Engineered
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TEMPLE OF GREY

2015

M997GY2

2014

M997GY  
(unreleased sample)

2014

M997GY



3332 S n e a k e r  F r e a k e r N e w  B a l a n c e  9 9 7

 
997 COLLABORATIONS

 
997.5 COLLABORATIONS

2016

Horween x New Balance  
M997BEXP

2017

Stance x New Balance  
M997ST ‘Made in USA’ 

2016

Concepts x  
New Balance M997NSY  

‘NYC’ City Rivalry

2016

Sneaker Freaker x  
New Balance ML997HSF 

‘Tassie Tiger’

2012

Nonnative x New Balance 
CM997 ‘Dune’ 

2016

PHANTACi x New Balance 
ML997HPH
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ZERO TO HERO
With a stack of fresh releases set 
to drop in 2018/19, including the 
ultra premium MADE 997 ‘Bison’ 
triple pack, Steven Smith’s classic 
design will definitely entertain its 
biggest audience yet. Modern-day 
makeovers in the form of the new-
gen 997S and the 997H have ex-
panded the line-up to four variations, qualifying the 
997 for the first time as a franchise player. 

Inspired by his beloved pair of the ‘Beauty&Youth’ 
997.5, Ronnie Fieg tapped Poggy, creative director 
at United Arrows & Sons, for his approval to remix 

Ronnie Fieg – Kith

‘	The 997S is beautiful. I’ve seen a 
lot in my 23 years of working in 
footwear and I know good tooling 
when I see it. The materials are super 
nice and the shoes are light, but not 
too light. When you touch and feel 
and wear the 997S, there’s an instant 
respect because of its quality’ 

2018

Ronnie Fieg’s 997S 
Instagram post

the world famous pink-n-purp gem.  
The timing was once again per-
fect. As part of a six-strong sneak-
er range that also includes apparel 
and nods to the Nonnative ‘Dune’ 
release, Kith’s capsule collaboration 
set the bar to record heights for cul-
tural relevance and desirability.

As we polish our crystal ball 
until it shines like a diamond, it’s 

time to ponder the past, present and future of this 
reluctant sneaker legend. Enjoy the Sneaker Freaker 
tribute to the New Balance 997! 

2018

997S
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2018

M997BSO

2018

M997BIS

2018

M997BSN

The MADE 997 ‘Bison’ triple pack is set to take 
the OG version of the 997 into the upper echelon 
of premium raw materials. American Bison hide is 
softer, yet more durable, than traditional leathers. 
With full leather lining and reflective details on the 
vamp, collar and ‘N’ logo underlay, this is one of  
the highest-spec 997s ever released. 

Manufactured in the USA for over 75 years  
and representing a limited portion of US sales,  
New Balance MADE is a premium collection that 
contains a domestic value of 70% or greater.

 
INTRODUCING THE MADE 997 ‘BISON’
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INTRODUCING THE 997H

2018

CM997HAG

2018

CM997HAI

2018

CM997HAH

2018

CM997HAJ

Inspired by the OG 997, the 997H is an all-
new silhouette that has been streamlined for 
contemporary comfort and modern looks. Utilising 
GCEVA construction and lightweight outsoles, the 
997H also features high-grade synth-leather, and an 
edge deboss and collar inspired by Steven Smith’s 
original design. Oversize New Balance midsole 
branding is another bold statement.



STEVEN 
SMITH

THE ORIGINATOR

After landing his first design job at New Balance in 1986, Steven Smith went on to play a pivotal 

role in the evolution of the entire 99x series. Given the task of refining the 995, then designing 

the 996 from scratch, Smith’s valedictory contribution to the series was the 997. With ENCAP and 

C-CAP cushioning, XAR-1000 carbon rubber outsoles and the Hytrel Thermoplastic lockdown 

strap, the 997 was a huge leap forward.

Interview 
Woody

Photography  
Micah Fischer
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1990 

OG M997
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How did you get yourself into 
footwear design? 
As far back as I can remember,  
I wanted to be a designer. I spent 
a lot of time repairing things and 
was always really interested in how 
stuff was put together. Automotive 
design definitely appealed, but I  
didn’t like the idea of working on  
only one small component within  
a huge project.

Since I ran track back in high 
school and wore New Balance run-
ning shoes, I was already familiar 
with the company. When I graduated from college,  
I heard they might be hiring a new design group, so  
I interviewed and joined the firm in 1986. My run-
ning experience definitely helped open the door at  
New Balance.

What was the company like when 
you arrived?
New Balance was a much smaller 
company back in the 1980s. Aside 
from me, Kevin Brown was the only 
other designer. I started working on 
some perforation designs for the 
99x series, then graduated to work-
ing on basketball shoes. The first 
big model I worked on was the 995. 
At that point it was pretty much 
baked, but I added some finishing 
details. The 990 was my favourite 
shoe at the time, so I couldn’t believe I was working 
on its successor! 

I loved designing footwear at New Balance.  
It was great being the sample size because I could 
put on the prototypes and know im-
mediately what the next steps were 
to make each shoe better. 

Did you keep many of your old 
prototypes?
At one time I had about 150 pairs. 
When I left the company, I gave 
them away by the bag to friends 
in my hometown that couldn’t af-
ford to buy nice sneakers. Some of 
those were one-of-a-kind samples 
that would be holy grails for collec-
tors today, but I don’t regret giving 
them away. My collection right now 
is pretty small as I donated most of my personal sam-
ples to New Balance for their archive.

1982

M990

1986

M995

1988

M996
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XXXX

Steven Smith 997 
concept sketches

1990

M997 concept sketches
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There must be some really  
crazy Steven Smith designs that 
never made the cut?
There was one far-out project we 
called New Balance X. I did a whole 
range of shoes but the concept 
never really took off. It was sup-
posed to be the ultimate ‘Made In 
America’ collection as it would have 
been totally made to order. 

I also made up a pair of white 
and red 995s with a 996 prototype 
sole unit that looked amazing. It’s in New Balance’s 
archive collection but I would love to get my hands on 
a new pair. They were so pure and clean. Maybe they 
should actually release it now as the ‘Steven Smith 
99x pro-model’? [Laughs]

The 997 was, in fact, your swansong at New Balance. 
What are your memories of designing the shoe?

The 997 was really fun project.  
I remember working with Steve 
Burris and we looked at the 997 as 
a blank slate to really push forward 
with innovation. Our brief was to 
create a runner that was way more 
technically advanced than previous 
99x models. Steve was a big sup-
port, especially with developing the 
ENCAP cushioning process. Jean 
Briggs was the materials manager 
and she always found cool stuff to 
help offset the simplicity of the grey 
tones. She must have added the 
dimpled leather to the mix at some 
point. But yeah, I left the company 
shortly after the 997 launched, so  
I lost track of how things developed 
after that.   

The grey and navy colour combo 
is classic New Balance. Did you 
view that conservatism as a re-
striction or creative freedom?
I don’t really think about colours in 
those terms. Grey and navy are just 
a classic combination that appeals 
to the New Balance consumer. It is 
conservative I guess, but they also 
let you appreciate the design con-
tours of the shoe more than some 
crazy combination. We definitely 
saved a stack of money on how 
many different coloured markers we 
needed in the design department 
though!

What was the inspiration behind 
the plastic side panel? It’s funny 
how it evolved over time and was 
produced in different materials.
The 99x series was designed to 
provide the best all-round trainers 
for comfort and support, so we 
were always looking for extra ways 
to enhance the user experience. 
The idea behind that panel was 

simply to add extra functionality. The collar lockdown 
strap was almost like an anti-sway feature that locked 
the top eyelet into the heel counter for added stability. 
Sometimes the features that are all about enhancing 
performance end up becoming the iconic design el-
ement that people remember the most. I’m always 
surprised and rather pleased that there are hardcore 
fans of these shoes that really sweat over the minis-
cule details.

‘	MoUlded upper 	
components, multiple 
density midsoles and 
that super-thick,  
blown-rubber sole 
made it a standout 
in the running shoe 
environment. And the 
997 was really tough, 
they lasted forever!’

1980s

Steven Smith’s  
New Balance I.D. card

1990

M997 sole concept sketches
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The 997 seems to have a really unique profile at 
New Balance. Do you agree?
The shoe was definitely a big step forward technol-
ogy-wise. Moulded upper components, multiple den-
sity midsoles and that super-thick, 
blown-rubber sole made it a stand-
out in the running shoe environment. 
And the 997 was really tough, they 
lasted forever!

We were always driven to make 
the best possible shoe at the mo-
ment in time we were working on it. 
The 997’s look is definitely driven 
by the fit and the design lines. As 
a team, we had a collective knowl-
edge of what needed to go into the 
shoes from a runner’s perspective, 
and that helped the design process immensely.

I’ve always wondered why the model was iced for 
two decades. The rumour is that 
the moulds and patterns were 
lost. What are your thoughts?
I’m not sure about that, but it could 
be because the factory shifted and 
things were lost during the move. 
Regardless, it definitely made the 
997’s comeback in 2014 a lot more 
mysterious and compelling. 

You lived and worked through the 
‘dad shoe’ era. What does that term 
mean to you and how do you feel about it?
I think the concept of ‘dad shoes’ is pretty cool. They’re 
big and chunky and super comfortable. There was al-
ways a certain association of old-money and wealth 
that went along with New Balance 
products, and the idea of ‘dads’ 
kind of added that aura of financial  
stability to the brand. 

One more nerd question. The 994 
is missing from the 99x series. 
What happened there?
Honestly, I have no idea. The 99x 
numbering was originally based on 
the $100 price point of the shoe, 
which was a pretty big deal at the 
time. I know we went from the 990 to the 995, then to 
the 996 and the 997. The numbers started to run out, 
so then they went back to the 991 after that. Maybe 
New Balance will get around to the 994 one day, who 
knows?

1990

Hytrel thermoplastic  
collar lockdown strap sketch

1990

997 cushioning diagram

1990

Motion Control Device  
concept sketches
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Interview  
Woody

Photography  
Shin Hamada

2008 

United Arrows & Sons x New Balance 997.5 ‘Beauty&Youth’

With his wide-brimmed hats and unique take on sartorial streetwear, Motofumi ‘Poggy’ Kogi 
is renowned as one of the dappest dressers in the game. Ensconced as creative director of 
the Japanese retail powerhouse United Arrows & Sons, Poggy’s cultural influence is profound.  
Back in 2008, Beauty&Youth (a division of United Arrows) released a hybrid 997.5 collaboration 
with New Balance. The mythical nature and latent influence of that moment has conspired to 
perplex the internet ever since. 

Poggy 

HAT-DOWN & SNEAKERS-UP

United Arrows & Sons – TOKYO



5352 S n e a k e r  F r e a k e r N e w  B a l a n c e  9 9 752

You grew up in Sapporo, in the far 
north of Japan. How did the local 
environment influence you? 
Growing up in Sapporo had a 
huge impact on my personali-
ty and sense of style. As a child  
I loved making igloos and snowmen.  
Although I feel my imagination has 
declined since then, when I would 
make anything and everything with 
snow, it’s thanks to the snow that  
I can be creative now. [laughs]

It’s funny, I don’t remember 
what I wanted to be when I grew 
up. I stopped trying to play music 
and sports, and I wasn’t particularly 
bright either, so when I discovered 
fashion in high school, I finally found 
something I could really focus on.  
I used to think I was stylish and dif-
ferent from others in my hometown, but once I moved 
to Tokyo, I was shocked that there were so many peo-
ple who were more stylish and stranger than me. 

How did you adapt to your new life in the big city?
At first I tried to act like I was a high-spirited and 
slightly weird person, but I think the people in Tokyo 
saw right through that facade. Back 
then I admired people who were dif-
ferent from the crowd and I longed 
to be like them, which is why I went 
to Tokyo in the first place. But then  
I realised how cool the so-called 
normal and hard-working people 
in my hometown were. It made me 
think a lot about who I really am, and 
once I understood that, I stopped 
trying so hard to be someone else. 

You started out working the retail 
floor. Has that experience stayed 
with you now you’re the creative 
director?
It’s the sales staff who actually ex-
plain the appeal of the brand and 
products to customers at the store. 
I also think it’s imperative to try and 
understand the feeling of selling 
something. That experience is still 
valuable in my work as the cre-
ative director now. It’s important 
to always remember the lessons  
I learned from talking to customers. 

2018

Kith x United Arrows &  
Sons New Balance 997S
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‘	The ‘Beauty&Youth’ 997.5 was 
only sold in Japan, so it is 
a rare sneaker that is not 
easily found. It’s curious and 
interesting that the shoe is  
so well remembered today’
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What does your average working week look like? 
Are you hands-on creatively?
Actually, I spend a lot of time in business meetings 
talking with brands and creative people about what 
we can do together. It’s that con-
stant communication that makes it 
possible to create unique merchan-
dise. Creativity and communication 
are often regarded as being sepa-
rate things, but I believe communi-
cation equals creativity.

You’ve obviously been studying 
Japanese street style for a long 
time. How does the style of 2018 
compare to previous eras? 
On a global level, there are some 
aspects of contemporary Japanese 
style that are interesting, but unfor-
tunately, there are also areas that are 
lagging behind. 

Americana has long been em-
braced in Tokyo. Does that explain the appeal of 
New Balance as a brand?
Compared to the current trend of automation and 
global production, New Balance is sticking with its 

‘Made in USA’ range of sneakers, 
which is appreciated by Japanese 
people. But we also understand 
that New Balance is an authentic 
brand and that the company’s aes-
thetic sense is unique. 

The Beauty&Youth colab with 
New Balance was famously ad-
opted by one of the biggest hip 
hop stars back in 2014. What do 
you recall about the shoe and 
that time? 
Yes, that big-name star used to wear 
Japanese street brands like Original 
Fake and PHENOMENON, so we 
were happy and surprised when he 
chose items from our in-house line. 
The ‘Beauty&Youth’ 997.5 was only 
sold in Japan, so it is a rare sneaker 
that is not easily found. It’s curious 
and interesting that the shoe is so 
well remembered today.

And now the colourway has been 
refreshed with the Kith collab-

oration on the 997S. Do you dig the new hybrid 
designs? 
This is not just a reissue of the old shoe, it’s a new 
hybrid 997S style that I really like! I met with Ronnie 
Fieg a few years ago and he asked me if we still had 

any of the United Arrows & Sons 
sneakers in stock. 

Our conversation made me 
also think of the 997.5. Then, last 
year, some people suggested that 
we officially relaunch the shoe, so  
I checked with my staff and we 
started the collaboration with Kith.

You’re very highly regarded for 
your sartorial standards. Do you 
put on your sneakers or your hat 
first?
It’s not a case of choosing one way 
or the other. It’s more like I check 
my schedule for the day and what 
I have planned and who I need to 
meet. Then I decide if it’s hat-down 
or sneakers-up!

Must be hard work getting dressed every day.
Yeah, it’s tough being Poggy, but it’s also so much fun.

 ‘	I used to think I was 
stylish and different 
from others in my 
hometown, but once  
I moved to Tokyo, I was 
shocked that there 
were so many people 
who were more stylish 
and stranger than me’ 
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With more than two decades in the footwear game, there isn’t much Ronnie Fieg hasn’t already 
accomplished. At the helm of his sprawling Kith empire, Ronnie’s ambitious collaborations 
with everyone from Coca-Cola to Tommy Hilfiger and Versace have continually upped the ante. 
Fresh from his recent New Balance 997 collaboration – that also tapped icon 997.5 releases 
by Nonnative and United Arrows & Sons – Ronnie’s unbridled enthusiasm for the 99x series 
is evident. Packed with intimate design details and a few personal memories, this six-strong 
project was all about the love! 

RONNIE
THE LEGACY OF TRUST

KITH – NEW YORK CITY
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2018 

Kith x United Arrows & Sons x New Balance 997S 
(production sample)
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As a 13-year-old, you worked in 
your uncle’s shoe store. Given 
your personal influence in the in-
dustry, and the scale of Kith’s op-
erations now, do you ever reflect 
on the fact that you’ve made your 
dreams into a reality? 
A lot less than I would like to! 
[laughs] I think there will be a time 
when things calm down and I’ll be 
able to reflect on my success, but be-
ing a leader for a team this size means you always need 
to live in the future. We have over 300 staff at Kith, so it 
takes a lot of teamwork to run the business. Without my 
team, it would be impossible to do what we do.

Do you even have a job title, or have you gone past 
that? You’re listed on Wikipedia as a designer.
I don’t like titles very much, but I am the CEO, and 
the creative director. I actually am very, very, heavily 
involved in design. That’s where I spend a good por-
tion of my time, but I make all the business decisions 
as well.

Does that mean you’re a control 
freak – in the best possible way?
A little bit. Yeah, I would say I am, but 
as time goes by, I’ve become less 
and less of a control freak. 

My team has been with me for 
quite a while now, so I’m better at 
delegating and knowing that things 
can be accomplished without me 
having to be there every step of  
the way.

You take a prominent role on social 
media as the face of the company. 
Why is that personal connection to 
your customers so important?
The only reason I stay on social media is because I care 
about the emotional connection that people have to Kith 
and me. It’s important for people to understand where 
things come from and why things are done the way they 
are. It’s also important to give people more than what 
they paid for when they buy products, and the best way 
to do that is by giving them my personal perspective. 

You’ve done more than a dozen shoes with 
New Balance. What are your observations of the  
company? 
New Balance have always stayed true to who they are, 
and I respect that immensely. 

2016

Kith x New Balance 997.5 
‘Archipelago’

2016

Kith x New Balance 997.5 
‘Cyclades’
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How do you stack the 997 up 
against the rest of the 99x line-up?
The 99x series in general is New  
Balance’s key strength but I love the 
997. It’s a sleek and timeless silhou-
ette, and totally representative of 
what New Balance is currently doing. 
The shoe was so ahead of its time! 
Looking at the past, present and fu-
ture at New Balance, the evolution 
from the 996 to the 997 and the 998 
is incredible. I just feel like the 997  
really stands out as being the sleek-
est and most modern looking of 
those three models. Do you agree?

Absolutely. It’s all about that chunky midsole. 
Yeah. By the way, I’m a huge fan of all of them, right? 
Let me just say that because it’s important. The truth is 
I really love all of them and I still can’t pick my favourite. 
The upgrade from the 996 to the 997 is substantial.  
The midsole is perfection. The 997 also helped per-
fect New Balance’s design language, and it informed 
how people would come to view the 99x series in gen-
eral. When you look back at the 99x shoes that have 
come out since the 997, they all have a little DNA from  
that shoe.

Did the memory of the Beauty&Youth 997.5 from 
2014 always stick with you? Those things are  
beyond unobtanium. 
I have a full pair and they’re still deadstock! They were 
easily the hardest shoe in my entire collection to track 
down. They have been a Grail since I first saw those 
pictures and I had to trade a lot to get them. The larger 
sizes are very, very rare. I might have the only dead-
stock pair in size 10.5 in the world. 

When you say traded, are we talking greenbacks 
or shoes?
I traded some shoes and had to put up some serious 
money as well. I think I might have one of only 12 pairs 
in my size in the world. I’m sure the others were worn 
to death so, who knows, maybe they’re the only dead-
stock pair left in the world? 

I have to say, I didn’t dream of bringing the shoe 
back, I just dreamed of owning a pair one day. I was 
thinking about the 997 and New Balance’s plans this 
year, and everything just clicked into place. For United 
Arrows & Sons to trust me is a big thing. I spent a long 
time making sure the shoes were done right because 
messing with a legacy is something I don’t often do. 
This is far and away the best New Balance project that 
I’ve worked on.

‘	For United Arrows & Sons to trust 
me is a big thing. I spent a long time 
making sure the shoes were done 
right because messing with a legacy 
is something I don’t often do. This is 
far and away the best New Balance 
project that I’ve worked on’

2018

997S Motion  
Control Device
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2018

Kith x United Arrows & Sons  
x New Balance 997

2018

Kith x United Arrows & Sons  
x New Balance 997S

2018

Kith x United Arrows  
& Sons x New Balance  

997S Hybrid

2018

Kith x Nonnative  
x New Balance 997S  

Hybrid ‘Dune’

2018

Kith x Nonnative  
x New Balance 997 ‘Dune’

2018

Kith x Nonnative  
x New Balance 997S ‘Dune’
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The 997 branding on the midsole has been re-
moved and I can see a few other interesting design 
details have been added.
Yeah we did. We also put a black 
tongue on them because they 
dropped on Black Friday. And if you 
look closely, you’ll also see that the 
logo has three different layers. The tri-
ple stack logo makes it more dimen-
sional, with the layers of white, pink 
and silver 3M. These little design nu-
ances are so important. Throw in the 
fact that the 997 is made in the USA 
and I’m super psyched.

You’ve also embraced the hybrid lifestyle designs 
that aren’t based on sports heritage. What’s your 
take on the 997S?
I’m definitely a purist when it comes to archive product, 
but the idea to take those OG silhouettes and mod-
ernise them is exactly what New Balance needs to be 

doing. I’m 36 years old, so I have 
an affinity for shoes from the 90s 
because I grew up in that decade, 
but today’s kids deserve a design 
language that speaks directly to 
them. I see the 997S as an oppor-
tunity for New Balance to dig into 
their archive, not only to reproduce 
shoes as one-to-ones, but to evolve. 
Every brand needs to adapt or they’ll 
die. The difference between New 
Balance and a lot of other brands 
is they definitely don’t forget where 
they came from, and they keep their 
focus on their heritage just as much 
as they do on the future.

That’s a good way to put it. The 
reaction has been super positive.
The 997S is beautiful. The tooling 
is amazing. I’ve seen a lot in my 23 
years of working in footwear and 
I know good tooling when I see it. 
I don’t want anyone to think we’re 
forced to work on specific shoes by 
brands. The materials are super nice 
and the shoes are light, but not too 
light. When you touch and feel and 
wear the 997S, there’s an instant re-
spect because of its quality. 

The 997 was a very technical 
shoe when it was released so it 
was important for New Balance to 
keep that in mind when they built 

the 997S. It’s such a well-built and engineered shoe. 
I am passionate about the 997S because I believe it’s 
the future of the 997 model. Both versions can live 

side-by-side, they just speak to two 
different consumers. 

One final question. Given you’ve 
accomplished so much, where 
do you think you’ll be in five years 
time? 
That’s a good question. I don’t 
know where I’ll be, because ev-
erything that’s happened until now 
has been an organic journey. Differ-
ent doors open along the way and 

opportunities present themselves all the time. I’m 
just gonna continue working hard and try to expand  
Kith globally. I do have other goals that I want to  
achieve outside of the current business, and I’m  
inching toward those things slowly. Hopefully I’ll get 
there soon!

2018

Ronnie Fieg at the  
Kith office, NYC

‘	They were easily the 
hardest shoe in my 
entire collection to 
track down. They have 
been a Grail since 
I first saw those 
pictures and I had  
to give up a lot to get 
them. I might have the 
only deadstock pair in 
size 10.5 in the world’ 
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Scouring all four corners of the globe, we m
anaged to track down the m

ost dedicated 
New Balance 997 nuts in existence. OUR quest started in Brisbane, Australia, where M

att 
Kyte takes nerding-out to the next level. From

 never-seen-before vintage pairs to custom
 

creations, enjoy the ultim
ate 997 retrospective!

THE COLLECTORS

69N e w  B a l a n c e  9 9 7
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 THE THRILL  
IS IN THE  

HUNT

With a double-degree in New Balance nerdery, and a post-grad in advanced internet sleuthing, 

Matt Kyte just might be the ultimate 997 fanboy. One of the original cabal of diehards who 

lobbied to bring back the shoe in its original ‘Made in USA’ form, Matt has since researched and 

documented every single 997 release. The results have been collated in the A1 poster included 

with this book. Time for a history lesson, shot straight from the hip! 

997GRY 

Pre-production sample

MATT KYTE
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Take us back to 2014. I know you 
were super hyped when the 997 
was announced.
I had definitely been campaigning 
for years to bring it back and I’m 
pretty sure plenty of other people 
within the industry were doing the 
same. This would have been late 
2012. Needless to say, I was ec-
static at the prospect of the 997’s 
return. By that time, most of the 
‘Holy Grail’ sneakers had all made 
a retro reappearance, but the 997 
remained a glorious unicorn. The 
Crooked Tongues forums had an on-
going thread dedicated to bringing 
the model back as a members-only 
special.

I’d argue the 1500 is the greatest New Balance 
shoe of all time, but the 997 had mythology. The 997 
was largely undocumented outside of a few pairs in 
the hands of OG collectors and random sightings on 
Yahoo Japan. The lack of info was excruciating. It’s 
hard to know what New Balance produced because 
these shoes were truly handmade, which means that 
strange variances are common. The 997 wasn’t exact-
ly scarce in its day, but vintage pairs are still one of the 
hardest New Balances to track down.

It’s a shoe that we all agree is cherished by every 
NB nerd, yet finding a legit collector has been a 
challenge. 
Yeah, when you think about it logically, it’s a shoe that 
came out in 1991 and then disappeared. Compared 
to its 99x family members, the 997 was the only mod-
el that was never revived. Except for some unusual 
multi-coloured Asia-made CO.JPs in the 1990s, there 
was nothing! With such a huge gap in production we’re 

getting to a point where there simply aren’t any pairs 
anywhere. If they don’t exist, how can anyone even think 
about owning one pair, let alone a collection?

To be clear, there are three original 997s. There is 
light grey, charcoal, and a white edition. I’ve only seen 
a couple of pairs in white ever, and I’ve never even 
seen the charcoal except as a catalogue image. 

So when I say there’s really only one true OG 997, 
you can see why. The others are beyond rare.

The 997 looks different to every other Newbie. 
The sharp profile kills me. The heel elevation is 
perfect.
Aside from the 996, the 99x series has always packed 
junk in the trunk! But, with the 997, you get a really 
good balance and perfect proportions. Steven Smith 
managed to incorporate a good amount of wedge, 
while keeping the profile sleek.

The 997 moved the 99x series away from stacked 
foam soles and introduced ENCAP by exposing the 



 ‘most of the ‘holy grail’ sneakers  
had all made a retro reappearance,  
but the 997 remained a glorious 
unicorn. The Crooked Tongues  
forums definitely had an  
ongoing thread dedicated  
to bringing the model back  
as a members-only special’ 



7776 S n e a k e r  F r e a k e r N e w  B a l a n c e  9 9 7

internal foam on the medial side and incorporating 
Hytrel Thermoplastic. I’ve always been quite fond of 
that gumby piece of XAR-1000 rubber tacked onto 
the heel, as it gives them a notable rake, which re-
minds me of an old hot rod.

I’m really into the toe angle of the 997 and how 
the OGs are really snub-nosed. The 
toe rubber gets really chunky and 
then the thick cut suede sits really 
prominently over the delicate mesh. 
It’s the nerdiest thing in the world 
but there’s something about that 
which gets me every time.

How do you stack it up against 
the rest of the 99x series, includ-
ing the 998 and 999.
I’ll be honest and say I never really 
got behind those models. I know 
they’re more comfortable thanks to the ABZORB 
foam, but there’s something a bit over-complicated 
about the designs. The 998 and 999 
just aren’t as refined as the 997. To 
run with the automotive metaphors, 
the 997 is like a sleek Lamborghini 
Miura from the 70s, while the 998 is 
the crazy 80s Countach with huge 
spoilers and a brick car phone. 

My favourite 998 is that odd hy-
brid that had the white and green up-
per fused with a 997 sole. That made 
me look at the 998 in a completely 
different light.

The 999 is another step in that 
direction, as the toe gets rounder 
and the midsole chunk goes to another level. I was 
never attracted to the 999, as it seemed a bit of an 
awkward transition. 

The best of the 99x series are 
the 990, 997, 991 and 990v.4. The 
99x series has always been the best 
representation of the brand since its 
inception, and I think those models 
really nailed the subtle ‘NB tech’ 
look cohesively.

In your mind, what does the per-
fect 997 look like? Is the original 
grey-on-grey scheme the one and 
only?
I mean, yeah of course, I love the shoe for what it was 
the first time I saw it, and that’s the original production 
version in tonal greys. If I want to be a total shoe nerd 
and go super obscure, then the white leather versions 
are the low-key fave. I’m just a sucker for white sneak-
ers. Of course, I also have my own ‘what if’ versions 

I have images saved from the Crooked Tongues forum, 
but they don’t explicitly show the ‘Made in England’ 
logo on the tongue. Unfortunately the owner’s prefer-
ence was to lace his shoes a bit too high, which hid 
the stitching. To give this context, the images popped 
up on the ‘TIA’ forum threads in 2008 or 2009. 

The owner wasn’t exactly gush-
ing with amazement over them, and 
we all assumed more info would  
come to light at some point. 

Alas, those images are still the 
only evidence the 997 was made 
in the UK factory. But who knows? 
They certainly look nothing like 997s 
from the USA factory. There’s no 
thermoplastic panels and they sport 
shiny ‘N’ logos in 3M that are very 
similar to the 576s that came out of 
Flimby in the 1990s. 

Since I have definitive evidence 
of both the 998 and 999 being produced in the UK, 
the plot thickens. I’m not sure if New Balance is able to 
confirm they even exist, so it’s high-
ly likely this will stay a mystery. The 
lack of documentation is the cause 
of much excitement and frustration 
for New Balance nerds!

I’m definitely feeling the mini-NB 
logos they put on the women’s 
997s. Not sure we’ll ever see them 
again.
I think footwear has got to a point 
where there’s not much else to do 
except bring back weird stuff, so I 
wouldn’t rule it out. I can’t say I love them, but given that 
the 997 was the first time there was a women’s spe-
cific style in the 99x lineage, I think 
it’s cool from a historical perspective.

Purists typically struggle with 
new-gen designs like the 997S. 
Given you aren’t even old enough 
to remember the OG, is that 
stance a bit hard to justify?
I think I could just remember the OG 
if my family had the money to buy 
them back in 1991! I get your point 
though. Hybrids are not intended 
for the OG purist anyway, so it’s no 
biggie. I think the point of the hybrid is to take some of 
the proven design principles of a classic, and then re-
package them for a contemporary customer. If brands 
are drawing up hybrids in the hope of a cosign from 
guys debating the correct shade of a midsole colour, 
they’re setting themselves up for disappointment.

drawn-up and ready for the day New Balance sends 
me an email!

The first sample of the 997 retro was controver-
sial. The 1990 catalogue shows the midsole as 

light grey but several inconsis-
tencies challenged the notion of 
a 1:1 reproduction.
I don’t know how deeply I should go 
into this, but basically the retro was 
definitely wrong, although it was 
much better than the first samples. 
As you said, the correct colour was a 
really light grey. On the OGs, this fad-
ed to a yellowed beige as most foam 
compounds do over time. Needless 
to say, there was a feisty email writ-
ten by myself sent to NB at the time 
of the first retro outlining my position.

The toe box mesh was different as well. The retros 
have it in a charcoal grey that is visibly darker than 

the suede, but the OGs were much 
more closely colour matched, which 
I feel throws off the overall balance 
totally. To this day it still irks me! 

Funnily enough, I own all three 
of the retro 997 in the OG grey.

Well you can definitely care too 
much, that’s for sure. It’s bound to 
lead to tears. The early catalogue 
images didn’t always have ‘997’ 
written on the midsole either.
Yeah, I think that can be put down 

as a promo sample oddity. I can’t say I’ve ever seen 
a pair in the real world that lacked the model name 

and number on the midsole. Even 
the NB Japan archive models have 
it. There was a single pair shared by 
NB around the time the 990v3 came 
out which didn’t have the midsole 
branding, but again, who knows.

Random stuff in catalogues isn’t 
uncommon, especially with New 
Balance. The test is finding the re-
al-world example as proof. Often it’s 
the opposite case with NB. There 
are things that officially don’t exist 
but then people turn up with pairs to 
prove all the theories wrong!

Speaking of which, you once told me the 997 was 
made in the UK at some point. The Flimby factory 
have no recollection. Now’s the time to back it up, 
or we’ll have to call BS!

Now, tell me about your 997 illustrations. What 
made you start? Attention deficit? Boredom? 
Pure nerding-out?
The purest form of adoration is to painstakingly 
replicate something. It might sound super wanky, 

but drawing every model gave me  
a much deeper appreciation for 
the 997 design. There’s definitely 
part of me that was simply excit-
ed by the prospect of researching  
and documenting such a mythical 
model.

What level of research are we 
talking?
Realistically, my archive is a result 
of probably a decade of learned in-
formation acquired through my own 

research and with the help of many of my peers back 
in the days when sneaker forums were popular. Most 

of the information came from exam-
ining genuine pairs, catalogue snip-
pets, tiny random images from Jap-
anese blogs, and deep YahooJP 
auction listings with no semblance 
of English in the titles.

Now that you’ve finished, how do 
you feel?
I’d feel better if they stopped mak-
ing 997s! I had a similar prob-
lem when I did the same thing  
for New Balance’s 1500 archive.  

I started that project when Flimby announced that 
production of that shoe would halt, but they kept  

producing them. 
I ended up bailing on the 1500 

project as it started to feel like it 
would never end. By this point I had 
started on the 997 archive, which 
was vastly more detailed and con-
tainable. When you’re simply docu-
menting a shoe that came out last 
week it loses any sense of intrigue. 
Much like collecting sneakers, the 
thrill is in the hunt.

Now that I can step back and 
look at things objectively, what 
I’m most proud of is that the ar-

chive was the result of a massive group effort.  
At a time when the footwear scene seems more  
segmented and diluted than ever, it’s nice to have 
something pure that speaks strongly to a very dedi-
cated audience.

Made in UK 

The contentious 997  
that NB doesn’t even  

know exists

997WT 

Early prototype with  
some weird details

1993 

Japanese catalogue 

997C

Original Japanese  
catalogue image
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Mid-90s

997LB

Richie Roxas – 997 Collector

‘	I started collecting New Balance back 
in 1994. By then the 997 was already 
replaced by the 998. Vintage pairs are 
scarce! Even though I have searched for 
close to 20 years, I still don’t have an 
OG USA-made pair in grey! This orangey 
leather Asia-made 997 has the plasticy 
‘N’ logo and the awesome triangle 
perforation pattern on the toe’ 
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Mid-90s

997LV

Mid-90s

997LF
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Mid-90s

CM997LG 

Tiago Ramos – 997 Collector

‘	New Balance is the only sports brand that 
keeps the handmade process of making 
shoes alive. When it comes to the 997, I’m 
crazy about the Asia-made 997 in suede  
with the neon plastic ‘N’ logo from the  
late-90s. In fact, all of the CM997 versions 
are super rare!’

Richie Roxas

New Balance Collector
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2016

PHANTACi x  
New Balance 997.5  

Jay Chou – ‘The Orcs’  
(one of 10 pairs)

2016

Sneaker Freaker  
x New Balance 997.5  

‘Tassie Tiger’  
(unreleased sample) 

2016

PHANTACi x  
New Balance 997.5  
Jay Chou – ‘Chaplin’ 

(one of 10 pairs)

2014

Concepts x New Balance  
M997CPT ‘Rosé’
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Mike ‘Crispy’ Coyle

‘	My all-time favourite is the OG in grey with 
the reflective ‘N’ logo. That diesel midsole 
and pigskin suede mixed with mesh is pure 
perfection. The 997 is good in any climate.  
It’s indestructible. Throwing that Brolic  
Wedge midsole with the ill ENCAP unit onto  
a perfectly revamped upper is dope. When the 
USA-made reissue rumours hit the forums  
I was verklempt. I copped multiples!’ 

1990

M997
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Shunhang Li – 997 Collector

Richie Roxas – 997 Collector

‘I have about 30 pairs of different 997s in 
my hands. The most special pair is actually 
a 997.5, which has the 997 sole and the 998 
upper. Yes, you are not mistaken! I still 

can’t find any information about this shoe 
and I’ve only seen two pairs ever. I don’t 

know if it was a production error or just 
a strange one-off sample. Hopefully we will 

find out the story at some point!’ 

‘Back in 1998, I was at the NB outlet in Boston. 
They had the 997.5 for $20 but I skipped 

because I was broke. My best friend copped 
and his dad ended up using them to mow the 
lawn! I still bug him but they’re long gone. 

Would’ve tripled up if I knew what I know now. 
They are beyond rare!’
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1994 

M997WG

1990s

CM997BR ‘This white leather 997 with the blue 
accents is the rarest of the three 
OG releases. Among New Balance 

aficionados, this is the Holy Grail of 
Holy Grails! Jene Conrad picked them up 
around 2010 when a well known sneaker 
collector liquidated their entire stock. 
They are remarkably well preserved for 
their age, especially the Polyurethane 
midsole, which is prone to crumbling. 

This is quite possibly the only deadstock 
vintage pair left in the world’ 
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Woody – Sneaker Freaker founder
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2018

M997NSB ‘Home Plate’

2018

M997CDG ‘Coumarin’

2018

M997NM ‘Duck Camo’
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2018

M997 Horween   
(Unreleased sample)Jason Paparoulas

‘	I was too young when 
the 997 was originally 
released and I had to 
wait a very long time 
for the reissue, so the 
pressure was immense, 
especially since I’m a 
size 13! Thankfully New 
Balance got it 100% 
right. The 997 is now a 
wardrobe staple, which 
speaks volumes for 
the brand’s ability to 
maintain relevance.  
I love that New Balance 
always stays true  
to themselves’ 
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Whether it’s m
agazine publishing, boutique retail or m

otorsports-inspired street wear, 
it takes im

agination and GRIT to build a business from
 the ground up. Bob Anderson,  

Deon Point and Bryan Calvero are all m
avericks in their own idiosyncratic way, but 

there is one thing they share in comm
on – everything they do is m

ade with pride.

M
ADE WITH PRIDE
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RUNNER’S 
WORLD  
BOB 

ANDERSON

MADE WITH PRIDE

Los Altos, California

Inspired by his dream of competing in the Boston Marathon, Bob Anderson started Distance 
Running News in 1966, while still a high school student. Retitled Runner’s World in 1970, the 
magazine and the network that grew up around it played a pivotal role in establishing running’s 
credentials as a legitimate sport. Feature articles on training, diet, race tactics, and hotly 
contested reviews of sneakers delivered a devoted audience in the millions before the company 
was sold in the mid-80s. More than 40 years later, Bob is still an exercise evangelist and a serial 
entrepreneur. Just don’t call him a jogger, he was only ever interested in racing!

Interview  
Woody

Photography 
Scott Goulet & Dan Purnell

2018

Bob is a professional 
photographer and has taken 
over one million fashion shots 
for his company Ujena
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Why do you love running so much?
I love running simply because it gives me a lot of 
self-confidence. Plus you can run anyplace, any-
where, anytime – all you need is a good pair of shoes! 
It’s just you and your body in the fresh air. I also love 
that feeling when your heart’s pumping, things are 
clicking and you’re running as fast as you can. It’s an 
adrenaline rush. I’m 70 years old and I still run about 
35 miles a week. 

That is an amazing effort. Back 
in the early 70s, running wasn’t 
considered a proper sport like 
football or baseball was it? How 
would you describe running in 
that era?
Well, my dad, when he was in his 
40s, wouldn’t have been caught 
dead in a pair of running shorts out-
side, it was just way too weird! I grew 
up in Kansas and ran cross-country 
and track in high school. But once 
the season ended, there was noth-
ing, and college running was really 
only for superstars. People just 
didn’t run for fun and fitness. There 
were a few pockets of hardcore run-
ners, and the Boston Marathon was 
around, but only a few hundred peo-
ple entered in those early years. 

A lot of things conspired to cre-
ate the jogging boom in the late 
70s. How did the marathon be-
come a phenomenon? 
I have to say one thing about jogging 
– I’ve never jogged a mile in my life! 
I run and I run races! Anyway, what 
really helped put running on the 
map was when Dr. Kenneth Cooper 
came out with the book Aerobics. 
A few years earlier, President John 
F. Kennedy started the 50-mile hike 
challenge. Those two events really 
jumpstarted the running scene in America. 

 
Did you have a grand plan for the business?
Not really. I was still in high school at the time! I was 
interested in running the Boston Marathon but had no 
idea how to train or go about it. I was reading every 
single word I could find about running, which wasn’t 
much. On the way to a cross-country meet one day 
I said to my friend, ‘I want to start a magazine about 
running. We’ll call it Distance Running News!’ 

In January 1966, I published the first issue. Even 
though I only printed a thousand copies, lots of peo-
ple wanted to read it. The next thing I knew, people 
started sending in subscription money. New Balance 
was one of my first advertisers. I think they paid $10 
for a little ad.

Bargain! [laughs]
It started with two issues a year, then we went from 
four to six, then monthly. We went from black-and-
white photos to colour. I started with a hundred bucks 

and by the time I sold the magazine 
in 1984, we had 2,500,000 read-
ers! We changed the name to Run-
ner’s World in 1970 and the mag-
azine became the Bible of running. 

It sounds like the magazine fos-
tered a great sense of community. 
Absolutely. You’re right, it was all 
about bringing people together 
which is exactly what social media 
does for people today. A kid living 
in Cheyenne, Wyoming, who abso-
lutely loved running, but was into 
it by himself, was suddenly able 
to find out what was happening in 
the world of running by reading the 
magazine. 

We covered all sorts of topics, 
including articles on how to break 
through the pain barrier when you 
hit the wall at 20 miles, training in-
formation, dietary advice, running 
after 40, and women’s running. 
When I started Runner’s World, 
a woman was not allowed to run 
more than a half-mile.

Whoa! I have never heard that 
before.
I mean, it’s hard to believe that 
was the case, but a lot of people 
thought the female body was just 

not made to run beyond a half-mile. As far as I was 
concerned, people are people and it didn’t matter if 
you were a man or a woman. I didn’t care if you were 
10 years old or 75 – or even 100 years old! – the fact 
of the matter is running should be for everyone. I re-
member Kathy Switzer was thrown out of the Boston 
Marathon in 1967. It was crazy, but women were not 
allowed to run 26 miles at that time. That rule didn’t 
change until 1972. Anyway, those are the sorts of 
things we were dealing with in those early days, and 
we covered it all.   

1981

Getting ready for  
the press conference 

announcing the top shoe  
in Runner’s World 
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The athletic brands were also in their infancy 
during this period. Did you have any inkling how 
big brands like New Balance would become?
I wish I could say I did. [laughs] At the time, the 
sneaker companies were really small firms. New  
Balance was based up in the North East of the USA 
and other brands were dotted around America. 
To put things into perspective, back in those days, 
a best-selling running shoe maybe sold a thousand 
pairs. That’s how small the business 
of running was. 

Before I started the magazine,  
I asked some experienced runners 
if 10,000 subscribers was possible. 
They told me that figure was just un-
believable and that I’d never reach 
it. Those people thought I was just 
a kid with crazy dreams, but I didn’t 
start Runner’s World to make mon-
ey – I just wanted to help the sport! 
In my mind that was a much bigger 
goal.

Well, I’d say you had the last 
laugh. Do you remember when 
the first sneaker edition was 
printed?
Oh yeah, our first shoe issue came 
out in 1967 and we reported on all 
the brands. As the years went on 
we did it annually and it became 
the biggest issue of the year by far, 
with close to four million readers. 
We hired Peter Kavanaugh at Penn 
State University – who we paid 
$25,000 for equipment – and sent 
him all the shoes to test. We includ-
ed feedback from readers in the re-
sults too. We would end up ranking 
the shoes, starting with the number 
one running shoe of that year.  

Sounds like a recipe for drama and intrigue.
Yeah, it was. [laughs] Because we rated a shoe num-
ber one, the controversy was never far away. Some 
brands felt we had too much power and… actually 
one company thought that we were being ‘influenced’ 
and, thinking that their second place ranking should 
have been higher, decided to pull out of the shoe 
issue. Funnily enough, we sold more copies of that 
October shoe issue than we ever had because the 
controversy made the national news. We were fully 
investigated and cleared of course, because we were 
doing nothing wrong. We just presented the facts as 
we saw them. 

The New Balance 990 was the first shoe to hit 
the $100 price point. Do you remember anything 
about that?
I really don’t remember too much, other than the fact 
that New Balance offered their shoes in different 
widths, and I believe the 990 offered that option as 
well. I don’t have the details in my mind but I remem-
ber the 990 cost a lot. Was it the most expensive  
running shoe to that point?

Absolutely. New Balance were 
never afraid to push things to the 
limit.
Right, actually, I was just bringing 
the 990 up on the computer screen 
here. It looks like there are now four 
different versions of that shoe?

Yeah, there are four versions and 
they keep getting chunkier. Have 
you heard about the ‘dad shoe’ 
thing at the moment? The New 
Balance 990v4 is a classic of that 
style. Big and bulky, but that’s the 
fashion. People love them be-
cause they’re sturdy and beauti-
fully made.
Well, looking at the 990 here on the 
screen, yeah I definitely remember 
this shoe. It’s a lot of shoe, but peo-
ple like a lot of shoe! 

For me, it’s probably too heavy 
because I’m just a little guy and  
I like training and racing in a light 
shoe. I wonder what the original one 
weighed?

I’m not sure. The original 990 was 
pretty slim. It was all about EVA 

foam and the Motion Control Device in the heel. At 
the time, the 990 was considered pretty high tech.
Yeah, I definitely remember that very well. 

What are your memories of working with Jim Davis?
First of all, Jim was very personable and he didn’t need 
to be in the limelight. He seemed like a really hard-
working guy who really cared about running shoes 
and making the very best product that he could. I was 
very impressed, and you just got the feeling he was 
gonna make his brand work. He made and sold shoes 
in different width sizes and he was willing to roll the 
dice on that. And here we are today, New Balance is a 
huge company. It’s a very impressive story.

1981

Bob has competed in  

close to 1000 races  

1981

Bob has competed in  

over 1000 races  
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You sold Runner’s World in the 
mid 80s, by which time you had 
300 employees…
We had 350 employees actually. 
[laughs] I was going through a di-
vorce at that time and needed to 
sell the company. It’s funny, I start-
ed the magazine because I wanted 
to run the Boston Marathon, but  
I literally became a weekend runner 
only because my day was pretty full 
from six in the morning until eight at 
night. However, I was still able to 
run sub-six-minute miles in races on 
the weekend. 

That’s quite ironic, isn’t it? 
Yeah, it is. I wish I had followed my 
own advice. As I’ve gotten older, 
when I look back, my whole life was 
Runner’s World before the age of 
35. Instead of taking off for an afternoon run, I just 
worked really hard. Luckily I’m still running 30 to 35 
miles every week. I finally ran the Boston Marathon in 
2013. It only took me 45 years to get there!

And was it as amazing as you 
thought it would be?
Oh my gosh, I’ve run close to a thou-
sand races in my life but the Boston 
Marathon is number one. It was just 
an incredible experience and I was 
thrilled my wife and son were with 
me that day. At the same time, that 
was also the year of the terrible 
bombing. Luckily I finished about 
a half hour before that happened.  
I ran 3:32:17 that day at age 65. 

I didn’t connect that tragic year 
with the Boston race. That should 
have been a great day for you 
and a lot of other people.
Yeah, it was great, right up until the 
point the bomb went off. The expe-
rience of finally running 26 miles 
through Boston and seeing the 
crowds was just beyond words. That doesn’t over-
shadow the victims and all the other people whose 
lives were destroyed that day, but the Boston Mara-
thon is still an incredible race. What a tragic contrast 
to the joy that running brings. 

 

1979

December issue 

1980

January issue 

1981

Bob approved the images and layout 
of Runner’s World for 18 years 
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Born and bred in Boston, Concepts originally opened their doors with a focus on skate-

boarding, before diversifying into global retail with stores in Dubai, New York and Shanghai.  

From intricate packaging concepts to epic events that flip the script on traditional sneaker 

launches, Concepts is one of the few retailers that continually push the boundaries. At the 

helm is Deon Point, a New England-native that spent his formative years hassling store clerks 

for hook-ups long before he became the creative director. As the industry continues to ex-

pand exponentially, Deon’s blue-collar attitude and flair for bold design has kept Concepts  

at the forefront of the game. 

CONCEPTS 
DEON POINT

BOSTON, Massachusetts

MADE WITH PRIDE

Interview  
Woody

Photography 
Tak Sakamoto
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Your career started on the shop 
floor at Concepts. Is that the 
best place to learn the footwear  
business?
I started in the stockroom to be ex-
act. Personally, I wanted to know 
everything there was to know about 
the business. I didn’t mind at the 
time what my job at Concepts 
would entail, I just knew I wanted 
to be part of it. It wasn’t glamorous, 
but I saw what was coming in, what 
styles and brands were selling and 
what wasn’t. If you don’t know who 
your customer is, what they gravitate 
towards, and how their purchase 
behaviour evolves, catering to them 
is impossible. Being at the bottom 
of the totem pole is good for anyone 
to experience, and you have to un-
derstand that everyone plays a vital 
role in a successful business, stock 
boy included. A humble beginning 
will always keep you grounded. 

Fast forward quite a few years and you’re the cre-
ative director. What does your position involve?
My day-to-day role shifts quite a bit. I’m responsible 
for applying the Concepts vision on all the colabs, 
choosing the products we sell and the way they are 
presented in the shops. I have the final say, and I am 
a perfectionist by nature, so it’s my job to take the 
blame, not the credit. It’s 24/7. Some days I’m work-
ing on collaborations that aren’t due out until 2020, 
but some days my job is simply making sure all the 
stores are burning the same incense. 

Convention says that ‘print is dead’ and that 
bricks-and-mortar retail will go the same way. 
What have you been doing at Concepts to coun-
teract the shift?
As with anything, you have to be prepared to evolve. 
Print largely went away because the advertising busi-
ness saw the growth in online ads and that there was 
a faster and easier way to obtain news and informa-
tion. That shift in the business model also applies to 
the traditional bricks-and-mortar retail shop. We are 
constantly evolving with what’s happening around us 
and foreseeing what a future Concepts shop will look 
like. Is there an easier and faster way to buy shoes 
and apparel? Yes, but we will actually be expanding 
our locations with the mindset of creating a unique 
experience and engaging with our customers in a way 
that you simply can’t online.

2018

Deon at the Concepts  
store in Boston



120 S n e a k e r  F r e a k e r

Concepts and New Balance have now worked to-
gether many times, what makes the relationship 
so cozy? Is it hometown pride?
I think there is a synergy there, and the Boston nar-
rative is certainly a plus. It’s easy to work with peo-
ple that live and work in the same neighbourhood.  
While some think Concepts put  
New Balance on the map, we were 
more appreciative of the faith they 
had in us. They let us put a spin on 
product that was already working 
well, so there is a certain comfort 
level there that has allowed us to 
challenge one another. We have 
always held our partnership in the 
highest regard. However, in true 
Boston fashion, they have no prob-
lem whatsoever telling me NO!

After all this time, do you have a guiding philos-
ophy when it comes to designing 
collaborations? 
While we certainly rely on instinct, 
there is no set formula to guide our 
approach. We are usually working 
at least 18 months out, so there 
has to be a bit of faith when you’re 
orchestrating plans. We love to 
take risks, so if it feels question-
able, we’re happy to proceed. It’s 
no secret that we love to push the 
boundaries. It usually pays off!

The Concepts x New Balance 997 colabs set  
the bar very high back in 2014. 
What do you remember about 
that time? 
Hands-down, the 997 is our favou-
rite New Balance of all time. Aside 
from pure aesthetics, they are one 
of the most comfortable sneakers 
ever made. I think a lot of outside 
factors contributed to the success 
of those three shoes. The timing 
was impeccable. The 997s were 
Made in USA and consumers were 
looking for something different 
at that time, which makes sense because the 997 
hadn’t been released for a few decades.

Whether it’s the brand matrix we offer, or the 
collaborations we design and release, Concepts has 
always remained committed to the idea of luxury, so 
the conceptual thread between all those 997s was 
powerful. 

2015

Concepts ‘Luxury Goods’  
M997TNY

2016

Concepts ‘NYC’  
City Rivalry M997NSY

2014

Concepts ‘Rosé’ 
M997CPT

‘	We love to take risks, so if it  
feels questionable, we’re happy  
to proceed. It’s no secret that  
we love to push the boundaries.  
It usually pays off!’
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How do you assess whether a 
collaboration was a success?  
In my early years at Concepts, I was 
very conscious of the sell-through 
speed, traffic on the website, and 
even the reseller prices. 

These days, I’m more about 
seeing people wear the actual 
shoes. If someone is willing to fore-
go the resale value to wear a Con-
cepts colab, then my job is done. 

I’m sure kids would love to  
know how a sneaker collabora-
tion comes together. Take us through the entire 
process from start to finish.
Yeah, I think most people wouldn’t understand how it 
all happens. The first thing we start with is a discussion 
around the model we’ll work on. We take that away and 
come up with a concept that we think gels with the 
shoe itself. The last part of the process is figuring out 
the colourway and documenting the materials. 

It generally takes about three months after the 
design is submitted before the first sample arrives. 

Depending on how many revisions 
are required, it’s another 12 months 
at least before the finished pairs hit 
the stock room. So, all up, it can 
easily take 18 months for a project 
to come together, which makes the 
process quite speculative.

You’ve been doing this for such 
a long time, how do you stay in-
spired and avoid becoming jaded?
I approach every opportunity as 
a chance to grow, with the fear of 
a chance to fail in the back of my 
mind. Our confidence is always ap-

parent; however, this plays back to our willingness to 
push the envelope. We are always contributing to a 
larger body of work that we remain conscious of at 
all times. 

Any final words of wisdom? What is the best  
advice you were ever given?
Always play the long game!

‘	The mint 997 was the prequel 
to our ‘C-Note’ New Balance 
release. It was also the first 
time we stretched a story over 
two different sneakers. I think 
a lot of people missed the fact it 
dropped the same month as the 
new hundred-dollar bill’
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PERIOD 
CORRECT 
BRYAN 

CALVERO

MADE WITH PRIDE

COSTA MESA, CALIFORNIA

Bryan Calvero loves classic cars, mid-century architecture and vintage furniture, so it’s no surprise 

his Period Correct label is a tasteful melange of all three. Based in Costa Mesa, California – in 

what used to be an old Porsche spare parts business – the brand’s flagship store is a shrine to 

motorsports heritage, with just enough floorspace to showcase Calvero’s ever-evolving roster of 

Porsches, Ferraris and BMWs. Proudly designed and manufactured in the USA, Period Correct is 

redefining what it means to be a modern classic.

Interview  
Woody

Photography 
Gage Bantiles
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‘If you love classic sports 
cars and mid-century design, 

Period Correct is a brand you’ll 
intuitively understand’

Cars and sneakers do seem to go 
together.
Sneaker designers have long been 
inspired by automobile details, so 
the two do seem to be very com-
patible. Back when I was four years 
old, I remember being enthusiastic 
about race cars. As for sneakers, 
I’ve always followed basketball and 
been into the shoes as well. My ear-
liest sneaker memory is actually my 
father running marathons. There’s a 
photo in my childhood home of him 
winning a race in his New Balance 
runners!

At what point did you start to 
think about combining all the 
things you love into one new 
brand?
Aside from cars, mid-century architecture and furni-
ture are my passions, but visiting Japan on work trips 
definitely inspired me to start Period Correct. Half my 
time was spent visiting dealerships and parts stores 
to research European cars, while the rest was spent 
in shops researching brands that weren’t carried in 
North America. I was amazed at the retail build-outs 
and how the marriage of good design and product 
was so seamless. I have always wanted to combine 
both lifestyles by merging fashion with motorsports 
heritage. 

Does the name ‘Period Correct’ 
imply a love of retro nostalgia, or 
is it more about doing things the 
right way?
In the context of the brand, ‘Period 
Correct’ is meant more in lifestyle 
terms rather than the strict defini-
tion of the phrase. If you love classic 
sports cars, vintage Rolex watches 
and mid-century design, Period 
Correct is a brand you’ll intuitively 
understand because it was devel-
oped with the pure passion of a 
true enthusiast. I love cars that are 
‘period correct’ in every aspect but  
I also appreciate hot rodded en-
gines that aren’t original to the car. 
Increasing performance and func-
tionality is always a positive. I’m nev-
er one to judge, and if you ever visit 
the Period Correct ‘Pit Stop’ event 

you will witness the huge diversity in cars we attract.

The Period Correct store in Costa Mesa defines 
the brand perfectly. It must have felt like the uni-
verse aligned when you found the building.
Indeed, the space couldn’t have been any better. The 
building was previously owned by Rod Emory’s family, 
who ran the Porsche Parts Obsolete store here for 
decades. I always heard stories from the old guys 
about the famous store as far back as the 1970s.  

2018 

Pre-A crewneck  

2018 

Period Correct Flagship Store, 
Costa Mesa, California

2018 

Team Racing tote
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‘Ever since I saw the Porsche  
997 GT3RS in that classic orange 

livery I was hooked!’

Getting this space forced me to 
move a bit faster on my dream than 
I would have liked, but what can 
you do? It was quite an organic 
process, but I’d like to say it was a 
blessing from God! 

The word ‘classic’ is often associ-
ated with sports cars, but it also 
applies to New Balance. What 
makes something a proper clas-
sic in your eyes? 
I think using the term ‘classic’ de-
notes longevity, simplicity, quality 
and purity. All those things have to 
be right. Classic means a design 
is timeless and should look just as 
modern now as when it was first  
designed.  

Has that mindset led you to work-
ing with brands like Modernica?
Correct. I have collaborated with 
brands like Modernica, Native Sons, 
Yuketen and Stand 21 because  
I admire their ethos and because 
they’re like family. But it just so 
happens that they share the same aesthetic when 
it comes to designing and producing quality goods. 
The other thing is that those brands are owned and 
operated by genuine people. 

With fast fashion and ephemeral forms of me-
dia, nothing seems to last long these days. How 
much of today’s music, fashion and culture will 
become classic in a few decades?
That is a very good question. Without having a crys-
tal ball, I would have to say not much. 

Millennials are very difficult 
to judge. They do seem to value 
goods, music and fashion different-
ly than the era I grew up in. They are 
more impressed by marketing than 
quality and good design. Millenni-
als want to know who’s wearing it, 
whether it’s hard to get and if they 
can resell for a profit! Today’s kids 
don’t know what selvedge denim is, 
or care about Gore-Tex jackets with 
taped seams. My assumption is that 
no one will remember this current 
era because contemporary goods 
just don’t last like they used to. 

So-Cal is the home of hot rod car 
culture. How does the love of Euro 
exotics from BMW, Ferrari and 
Porsche mesh with your location?
So-Cal has the biggest car culture 
anywhere. Hot rods and muscle cars 
are pure Americana for sure, but if 
you drew a 30-mile radius around 
our store you would find the most 
amazing collections full of vintage 
Porsches and even Ferraris that 
raced in the Mille Miglia. This area 

also has amazing race history, with tracks like River-
side Raceway and Laguna Seca to name a few, so the 
link to motorsports is really strong as well. 

Well, at least Period Correct is proudly made in 
the USA! Was that decision part of the brand’s po-
sitioning or simply a pragmatic choice? 
A bit of both actually. I want to make Period Correct’s 
goods here in the USA because it’s what I know and 
love, and because I want to keep everything as local 
and affordable as possible. 

2018 

Emory Crewneck 
 

2018 

Overland Jacket 
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The numerology of car models 
and New Balance sneakers is an-
other curious crossover. I know 
you’ve owned several Porsches. 
What does the number ‘997’ 
mean to you?
The Porsche 997 means a tremen-
dous amount to me. When I was a 
child, owning one was my dream, 
and I’m lucky that a 997 was my 
first modern Porsche. Ever since 
I saw the Porsche 997 GT3 RS 
in that classic orange livery I was 
hooked! 

Ralph Lauren has a 997, and 
since I adored him growing up,  
I always said that I would get one 
of my own. The 997 is truly one of 

the most timeless models that Porsche has ever pro-
duced. It’s a very raw and aggressive beast, yet has 
that traditional 911 shape that I love so much.

I always seem to catch myself 
looking at clocks that correspond 
to cubic inches. 3:27 and 3:50 
are Chevy V8s, 4:26 and 4:40 are 
Mopar big blocks, then it’s Buick 
time at 4:55. I’m starting to think 
there’s a higher power at work. 
Or maybe I’m just easily distract-
ed in the afternoons?
I have the exact same knack of 
looking at clocks as they display 
European car models and makes. 
3:56, 9:11, 3:55, 4:56, 4:58… I’m 
glad I’m not the only one! [laughs]

Finally, what’s more important – 
going fast or looking good?
I have to love the shape and design 
of the car, as well as the perfor-
mance. The styling and design of 
race cars with those huge arched 
flares and slick tyres has always ex-
cited me. I have a 1963 Abarth 850 
that has only 70 horsepower and 
a Ferrari 458 that is pushing over 
650 horsepower, but both those 
cars are fun in their own unique 
way. The 458 might get you there 
quicker, but the Abarth still gets 

plenty of attention and makes me smile. They are 
stunning cars that serve the old adage about form 
and function. 

2018

New Balance 997  
(Bison Pack)
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