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Advice from Seasoned Retail Leaders 
on Weathering a Recession Storm

AFTER MONTHS OF SOARING INFLATION AND RECORD-BREAKING 
GAS PRICES, the advanced second quarter Gross Domestic Product 
(GDP) numbers seemingly confirmed what everyone has been dreading: 
recession. No industry has been bracing harder for this impending 
reality than retail.

The COVID-19 pandemic saw an unprecedented 12,200 US brick-and-
mortar stores permanently shut their doors in 2020 alone, leading 
to the bankruptcy of several big and beloved brands like Toys “R” Us, 
Neiman Marcus, and Pier 1 Imports. Since then, retailers have been 
fighting an uphill battle against supply chain shortages, inventory 
instability, and shrinking margins.

As long-standing and notoriously recession-proof brands like Walmart 
and Target begin to announce strategic inventory adjustments and 
operational actions, many industry leaders find themselves in unfamiliar 
territory as they attempt to navigate the first full-blown economic 
downturn of their careers. And there’s no sugarcoating it: The decisions 
a brand makes over the next 6-12 months will have an outsized impact 
on its future, for better or for worse.
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The decisions a brand makes over 
the next 6-12 months will have  
an outsized impact on its future, 
for better or for worse.

To help brand leaders as well as product, merchandising, and consumer 
insights professionals make confident decisions during such uncertain 
times, we solicited the sage advice of retail veterans who successfully 
weathered the economic storms of the past. Now, we’re compiling  
their proven experience and words of wisdom into this insightful guide. 

But before we dive into their top six tips, let’s meet our experts!

https://www.bea.gov/news/2022/gross-domestic-product-second-quarter-2022-advance-estimate
https://www.bea.gov/news/2022/gross-domestic-product-second-quarter-2022-advance-estimate
https://fortune.com/2021/01/07/record-store-closings-bankruptcy-2020/
https://fortune.com/2021/01/07/record-store-closings-bankruptcy-2020/
https://www.makersights.com/blog/5-strategies-for-rebuilding-profitability-in-retail
https://wwd.com/business-news/financial/walmart-profit-warning-wall-street-retail-inflation-1235262854/
https://investors.target.com/news-releases/news-release-details/target-corporation-announces-updated-2022-plan-focused-inventory
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Meet Our Experts

Lisa Bougie is an independent director on several boards, including Eileen Fisher, Cora, 
Bulletin, and MakerSights, as well as a strategic advisor to Veracity Selfcare, Waldo 
Contacts, Goal Five, and Plan C Advisors. She joined Stitch Fix in 2013 for the opportunity 
to create the future of retail as its Chief Merchandising Officer. In 2016, Lisa was 
promoted to General Manager of Stitch Fix Women, which grew profitably from $10M 
to $1B+ under her leadership. Stitch Fix went public in 2017 and is recognized as a true 
disrupter of the industry. Prior to Stitch Fix, Lisa honed her merchandising expertise at 
Gap, Patagonia, and finally, Nike, where she started as the General Manager for Nike 
Stores in America and ultimately, became Vice President and General Manager for Direct 
to Consumer in Emerging Markets.

Chris Hull is Senior Vice President of Men’s at Rothy’s, advising on product, brand and 
strategy for the men’s business. Prior to Rothy’s, Chris was founding partner at The 
Highline Partners, advising high-growth consumer and retail brands such as Allbirds 
and Backbone, as well as chief merchandising officer at Shinola. Chris has held several 
global leadership roles within Nike, Inc., including product management, retail strategy, 
and merchandising. Chris has an MBA from Stanford University’s Graduate School of 
Business and a Bachelor of Science from Northwestern University.

Tim Janaway is a strategic advisor to MakerSights. He has worked in the Automotive, 
Food, and Sporting Goods/Outdoor industries, most recently at adidas. During his 23-
year tenure at adidas he held many executive roles across Marketing, Sales, Supply Chain, 
and IT. His last role was the Global SVP for the Outdoor and Golf businesses. Prior to that, 
he ran the brand’s Heartbeat Sports/Olympic Business units. He has led Billion plus Euro 
business and managed large teams across the globe.

LISA BOUGIE

CHRIS HULL

TIM JANAWAY
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https://www.linkedin.com/in/lisa-bougie-7001ba1/
https://www.linkedin.com/in/chhull/
https://www.linkedin.com/in/tim-janaway-62bbb82/
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Angela Kenney is the chief merchandising 
officer at RG Barry where she leads the 
merchandising and design teams for the 
Dearfoams brand. With nearly two decades 
of experience in footwear, Angela has 
led global design, product development, 
merchandising, sales, and licensing teams 
across a wide range of product categories 
and distribution channels. 

Brian O’Malley is a Managing Partner at 
Forerunner, with a 20-year career in Silicon 
Valley as both a startup employee and a VC. 
Since joining the Forerunner team in 2018, 
Brian has partnered with founders to solve 
problems around financial independence, 
social connection, and sustainability, 
including Arrived, Canal, Fora, Fabric, 
MakerSights, Narvar, and Sunday, among 
others. Before Forerunner, Brian was a 
Partner at Accel and Battery Ventures, leading 
each firm’s early-stage consumer practice. 
He’s invested in companies like Amino, Away, 
Coupa, Dollar Shave Club, Gametime, Hotel 
Tonight, Serena & Lily, and Shift Technologies. 
Brian earned a B.S. in Economics from 
The Wharton School at the University of 
Pennsylvania where he completed a Dual 
Concentration in Entrepreneurial Finance and 
Management. While in school, Brian helped 
launch two startups, both acquired by Fortune 
500 businesses. Brian has been named to 
Forbes’ Midas List VC Draft: Hot Prospects, 
as well as to AlwaysOn’s Power Players in 
Mobile and Power Players in The Cloud lists.

ANGELA KENNEY

BRIAN O’MALLEY

https://www.linkedin.com/in/angela-kenney-paz-2631124/
https://www.linkedin.com/in/brianpomalley/
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#1  Stay Calm
03

It’s natural to 
see a recession 
as a threat, 
but it’s also an 
opportunity.

“
TIM JANAWAY

Is this time of economic uncertainty stressful and intimidating? Yes. 
But has recession happened before and will it happen again? Also yes. 
Since the end of World War II in 1945, the United States has undergone 
thirteen official recessions, the most recent and notable being the 
Dot-Com Crash of 2001 and the Great Recession of 2008. These crises 
have lasted an average of eleven months each, excluding the two-
month COVID-19 downturn. 

While it’s impossible to predict exactly how long this particular period 
of instability will last, economist and Duke University professor Connel 
Fullenkamp reassures us that it won’t last as long as we’ve seen in the 
past. “The good news is that recessions have been getting shorter and 
shorter over the last 75 years,” he says. “Many recessions now last less 
than a year, while the upturns last three years or more. And there are 
good reasons to think that it may not even last that long. Families are in 
good shape financially and jobs are still plentiful.”

Therein lies our experts’ first piece of advice for brands: “Stay calm. 
Don’t overreact,” instructs Bougie. “Be extremely methodical about 
any changes you make, and be certain they’re not knee-jerk reactions. 
In the face of unforeseen financial challenges, re-forecasting may be 
necessary, but it needs to be done at a reasonable and clearly defined 
cadence. Otherwise, you wind up in a constant state of re-forecasting, 
restrategizing, and replanning, never giving teams a chance to actually 
execute the new plan and see results.”

According to Janaway, brands can avoid this sense of panic and 
subsequent whiplash by viewing economic downturns as opportunities 
rather than threats. “Competitors will be looking internally, cutting 
costs, and may lose focus on the market,” he says. “Smaller, weaker 
brands will fail, leaving market share for others. Motivate your team to 
see the opportunities in the situation as well as the risks. It is a time  
for confidence and bold actions, not a time for fear and introspection.”

https://www.history.com/news/us-economic-recessions-timeline
https://www.charlotteobserver.com/news/business/article263965036.html
https://www.charlotteobserver.com/news/business/article263965036.html#storylink=cpy
https://www.charlotteobserver.com/news/business/article263965036.html#storylink=cpy


#2  Stick to Your Strategy
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A sound 
strategy is the 
backbone of a 
resilient path.

“
LISA BOUGIE

What’s the number one casualty of recession-induced panic and 
overreaction? Strategy. Too often, brands become so absorbed with 
surviving the short term that they lose sight of their larger vision 
and long-term strategy. An overemphasis on cutting costs leads to 
inflexibility and prevents brands from making smart investments in key 
opportunities. As our experts point out, these are major mistakes with 
consequences that will outlast any economic downturn. 

“It’s common in tough times to see messages from boards like, ‘Cut 
20% in operating overheads in all functions, markets, and categories,’” 
shares Janaway. “Economic uncertainty can result in broad, relatively 
crude actions. Strategy is often put on hold and the mood becomes 
one of survival. In hindsight, I would recommend a much more 
differentiated approach. Instigate these cost controls of course, but 
then decide where to attack, where to defend, and where to exit as 
initiatives align with your overarching strategy.”

He explains, “Save as much as possible when you are in the position 
of exiting or defending, but try to manage some investment or at least 
maintain resources in areas where you are confident in your ability to 
attack. If you can’t afford your original strategy then reevaluate, adjust 
it, and adapt. Focus on where it makes sense — not across the board.”

Bougie agrees, “Stay the course but be flexible. A sound strategy is 
the backbone of a resilient path. More often than not, the strategy 
that you had before a recession is still right and will remain the same, 
but the way you achieve your objectives may change. For instance, if 
creating deep and enduring relationships with customers is a strategic 
imperative, then you still need to do that, but you may need to find a 
different way to get there.” 



During the pandemic, consumers couldn’t go to movie theaters, eat at restaurants, or attend sporting events. But they 
could work from their sofas, wearing sweatpants and slippers all day. While other leisure brands were enjoying their  
“15 minutes of fame,” Dearfoams took a more strategic, long-term view of the market and its current opportunities. 

As Dearfoams’ current Chief Merchandising Officer Angela Kenney shared during a recent PI Apparel session, the 
brand asked itself, “‘How do we make this so it’s not a moment in time? People are inviting us into their homes as a 
brand. How do we capitalize on that and talk to them and learn from them?’” 

Previously, the team had sought consumer input via in-person focus groups, but knew this traditional method was now 
far too slow, expensive, and difficult to scale for their modern needs. This led Dearfoams to pivot to  
digital consumer testing, which allows the brand to more rapidly, accurately, and cost-effectively understand its  
core and aspirational consumers.

FOR EXAMPLE

Focus groups are increasingly less relevant when it comes to 
understanding what your target consumers want and need from 
your brand’s products. They simply lack the speed and statistical 
validity that is necessary today to get the specific insights you 
need when you need them to guide both critical strategy and 
individual product decisions. Brands shifting from traditional 
focus groups to digital consumer testing and modern Voice of 
Consumer programs during this economic downturn are able 
to be more agile and responsive to their target consumers while 
remaining highly strategic.

“

CHRIS HULL 

Learn more about the death of the focus group

http://www.makersights.com/blog/how-dearfoams-transformed-a-time-of-crisis-into-sustainable-growth
https://www.makersights.com/voc
http://www.makersights.com/blog/focus-groups-are-dead-its-time-for-brands-to-refocus


#3  Focus on the Consumer
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Instead of trying 
to innovate 
and sell your 
way out of an 
economically 
challenging 
time, go back 
to your core 
consumers and 
understand their 
struggles.

“

BRIAN O’MALLEY

Ironically, constantly shifting direction and cutting costs out of uncertainty 
distracts brands from focusing on the only thing able to provide true clarity: 
their consumers. “Internal obsession usually leads to a downward spiral,” 
warns Janaway. “You have to balance this. Ensure consumer-facing teams 
are no more than 30% focused on internal initiatives. Teams tasked with 
attack and defend initiatives need to be highly focused on consumer needs, 
market trends, and the changing competitive landscape.”

O’Malley also recommends that brands adopt a consumer-obsessed 
approach to product creation: “Instead of trying to innovate and sell 
your way out of an economically challenging time, go back to your core 
customers and understand their own struggles. What is going on in their 
business? Where are the dollars flowing? How do they keep their jobs? So 
frequently we can get wrapped up in our own mess that we forget who we’re 
really trying to serve and how they need us to show up in their lives.” 

Even decisions that brands make with the intention of better serving their 
customers are just guesses without the right data — and guessing is never 
a good idea when the stakes are this high. As Hull explains, “Brands spend a 
significant amount of time and money trying to figure out how to make the 
right products, craft competitive assortments, and sell more at full price. 
Regardless of how talented your designers and merchants may be, no one 
has a crystal ball. Furthermore, historical data is only so relevant in today’s 
fast-paced world, recession or not. Getting consumer insights as close to 
real-time as possible is a game changer when determining what consumers 
want and are willing to buy.”

https://www.makersights.com/blog/embracing-a-modern-merchandising-strategy
https://www.makersights.com/blog/embracing-a-modern-merchandising-strategy


With the ability to rapidly capture consumer feedback on specific 
competitor styles, seasonal themes, and product details, Dearfoams 
has fully embraced a consumer-obsessed product strategy. Kenney 
describes, “We started putting consumers at the very front end of 
the process. Before we make anything, before we talk about trends 
or colors, before we do any of that — the very first thing we do in our 
process is to talk to the consumer.” 

This has led the brand to make a number of pivotal yet highly 
impactful product decisions, such as offering water-resistant slippers 
for men. “Because of the testing we did in advance, our product 
completely changed even before we had any design on paper. Before 
we talked about material, we knew the directive was to give the 
consumer what they wanted.” 

This consumer data-informed approach has also allowed the brand to 
circumvent many of the post-pandemic supply chain issues plaguing 
retailers today. As Kenney explains, “In the past, you would make a 
product, bring it in, wait for it to sell or not to sell, and it would take 
you 18 months to pivot. Or you’d have to bring something in, test it, 
read, and react. We don’t have time to do that anymore with all of the 
backend issues.” 

By focusing on the consumer, Dearfoams has been able to reduce 
proto sampling by 50%, as well as shave off a minimum of 8-12 weeks 
from its assortment development calendar. “It’s taken a lot of the 
guesswork and opinions out of the mix,” says Kenney. “We’ve already 
talked to the consumer and we know what they like. We have the data 
behind it before we even make something. When you take all those 
learnings from the consumer, it makes it easy to put a plan together 
to build your product.”

Success Story

Learn more

8-12 week assortment 
development  
time savings

50% reduction in 
proto samples

DEARFOAMS’ FOCUS ON 
CONSUMERS DRIVES RESULTS
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http://www.makersights.com/blog/how-dearfoams-transformed-a-time-of-crisis-into-sustainable-growth


#4  Remember Your Value
06

As inflation rises, consumers’ discretionary income falls. Per capita disposable income in the US is forecast to 
decline 4.5% in 2022 alone. One of the most common knee-jerk reactions brands have during tough times is 
to indiscriminately lower prices in an attempt to maintain forecasts and appeal to consumers’ growing cost-
consciousness. However, our experts recommend a much different path. 

“Brands need to be careful not to chase their plans with excessive promotions,” cautions O’Malley. “First off, this has 
a negative brand impact. Second, it can train customers to buy on discount, which can permanently damage margins. 
And third, it can attract a clientele that won’t be as sticky as existing customers. It’s better to take the plan and cost 
structure down a bit than do unnatural things to preserve a revenue number.” 

“Adjust inventory volume — not pricing,” Bougie advises. “There may be a case for repricing on commodity products 
that are competitive and aren’t backed by innovation and uniqueness. However, if you are a premium brand that solves 
customer pain in ways that are truly differentiated, this might not be the right path. You need to preserve the advantage 
of those distinctions. Recessions are short-term, cyclical events. Come at them from a position of strength and know 
your value.”

To help identify their KVIs and maximize revenue without undercutting themselves, upsetting consumers, or pricing 
themselves out of the market, leading brands are utilizing price optimization testing. Finding this “sweet spot” requires 
understanding how the demand for a product shifts as pricing changes. This exercise also allows premium brands to opt 
to accurately adjust inventory volumes based on reduced demand, rather than lowering prices. It involves considering 
several factors, including competitor pricing, sales history, market share, market conditions, and price elasticity.

Pro Tip

As McKinsey points out, “When it comes to pricing, a prerequisite of  
any action is to understand your consumer and identify which items are  
key value items (KVIs).” Also referred to as “known value items,” these  
are the small number of higher-commodity products that consumers  
tend to compare most across brands and that have the biggest impact  
on their price value perception of a brand as a whole. Understanding  
your brand’s KVIs is extremely helpful in knowing how to adjust prices  
across an assortment without negatively impacting your brand image.
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https://www.ibisworld.com/us/bed/per-capita-disposable-income/33/#:~:text=Per%20capita%20disposable%20income%20is,decline%204.5%25%20in%202022%20alone.
https://www.makersights.com/blog/optimize-retail-sales-with-value-based-pricing
https://www.mckinsey.com/industries/retail/our-insights/tackling-inflation-and-margin-pressure-in-the-sporting-goods-industry?cid=other-eml-alt-mip-mck&hdpid=d9b5393a-19c0-4eb2-b74b-13d1281e1bb5&hctky=13402076&hlkid=68b0ca91487941328ac49eb70b4ec02e
https://engage3.com/2018/10/key-value-items-drivers-price-image/#:~:text=A%20KVI%20is%20a%20known,store%20it%20might%20include%20cigarettes.


Value-based pricing is another way to cover rising costs while remaining 
competitive and not pushing consumers away. By understanding which 
product features are perceived to have the highest value to consumers, 
brands can price them at just the right level to maximize profit margin while 
still meeting customer needs. Value-based pricing can also be helpful in 
determining which features are not necessary for consumers, enabling brands 
to cut costs and increase margins by removing them.

12

What is 
your distinct 
advantage? 
Customers will 
pay for that, even 
in a recession.

“
LISA BOUGIE

Surprised that your customers aren’t seeing the value in your 
products at the current price point? Now is the time to reevaluate 
your brand’s image, level set internally, and reorient your larger 
pricing and marketing strategy.

STICKER SHOCK SHOCK

https://blog.hubspot.com/sales/value-based-pricing
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#5  Know When to Cut Your Losses
07

It’s critical to have confidence and remember your brand’s value, and this 
includes knowing when to cut your losses before it’s too late. The sharp, short-
term pain of ripping off the bandaid, as the saying goes, is usually less painful 
than suffering the inevitable long-term consequences of poor or delayed 
decisions. 

“There was a moment in my career when customer demand dropped 
unexpectedly and the brand had an excess of inventory,” shares Bougie. “The 
quality of that inventory was not great and we knew it even before the drop in 
demand, especially when we compared it against the profile of customers in the 
pipe. But we decided to move forward and just make the best of the inventory 
that we had, and it was definitely the wrong decision.”

She continues, “Not only did it create poor experiences for our customers, 
but there was also a cascade of unmet KPIs on the back end. We would have 
been better off bringing in fresh inventory that was up to the standards of the 
customers in the pipe and taking the sunken costs in the short term, rather than 
dealing with the pain our decision caused in the long term. Oftentimes it’s more 
productive and efficient to cut bait with bad inventory altogether to make way for 
better, consumer-led inventory, versus attempting to move bad inventory through 
markdowns.” 

Brands that use digital consumer testing to shape seasonal product creation 
can circumvent these losses much earlier in the assortment development 
process by more aggressively cutting the longtail. “Now is not the time for wild 
experimentation,” says Hull. “Focus on your core and how to deliver products 
that people really need.” 

Hull recommends making SKU rationalization a top priority and tightening lines 
as much as possible to avoid over-assortment. “Having the right product mix is 
more important than ever. Be extra diligent about making sure that every new 
product you create fills a specific and important role in the line, that there is 
demand for it, and that you have the data to back it up. Then take it a step further 
and drop any popular styles that appeal to the same audience and will likely wind 
up cannibalizing each other’s sales. The goal is to reduce risk and increase line 
efficiency by maximizing appeal across consumer segments with the smallest 
number of high-performing SKUs possible. Less is more in a recession.”

When disposing of unsold 
inventory, do your best not to 
contribute to the 92 million 
metric tonnes of textile waste 
produced by the global fashion 
industry each year. Instead, 
consider building relationships 
with third-party consignment 
and thrifting partners such as 
Thredup, or simply donating 
excess inventory. 

“Depending on the size, 
this could potentially be a 
charitable donation that can 
be written off,” says Bougie. 
Not only is this strategy better 
for the planet, but it also helps 
soften the blow on a brand’s 
bottom line!

DONATE, NOT INCINERATE!

https://www.makersights.com/blog/sell-more-produce-less-introducing-a-better-way-to-maximize-sku-productivity
https://www.makersights.com/blog/sell-more-produce-less-introducing-a-better-way-to-maximize-sku-productivity
https://nypost.com/2021/11/09/chilean-desert-site-of-39000-pounds-of-scrapped-clothing/
https://nypost.com/2021/11/09/chilean-desert-site-of-39000-pounds-of-scrapped-clothing/
https://www.thredup.com/


Striking this balance is much easier said than done, but Hull and 
his team at Rothy’s have done it by offering a narrow mix of best-
selling products in limited edition and seasonal colorways. 

Dearfoams takes a similar approach, having recently tightened 
assortments across the board and instituting the product creation 
mantra “Fewer, Better.” The brand has all but replaced creating 
new seasonal styles with delivering less risky, lower-cost seasonal 
color and pattern updates to its core products. 

Other leading brands are opting for similar majority seasonless line 
strategies, where 70-80% of products can be kept in inventory and 
on store floors year-round.

FOR EXAMPLE
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The goal is to 
reduce risk and 
increase line 
efficiency by 
maximizing appeal 
across consumer 
segments with the 
smallest number 
of high-performing 
SKUs possible.

“

CHRIS HULL

http://www.makersights.com/blog/how-dearfoams-transformed-a-time-of-crisis-into-sustainable-growth


#6  Create Transparency, Not Turmoil
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With so much pressure to hit revenue goals and do more with 
less, it’s easy for retail leaders to lose sight of what matters most: 
people. And just like your consumers, your employees are people 
too. Research shows that more than half of US employees (52%) are 
already suffering from burnout, with 67% reporting that this feeling 
has worsened since the onset of the pandemic. Now, concerns 
about making ends meet and surviving impending layoffs are adding 
additional stress.

Nearly 80% of US workers are worried about losing their jobs during 
the next recession, and 56% say that they’re either not financially 
prepared or “don’t know how to prepare.” Perhaps most illuminating 
is the fact that almost half (47%) of survey respondents say they 
don’t believe that their employers would adequately convey their 
recession plans. 

So much fear and uncertainty create turmoil, which prevents 
employees from doing their best work. “I was at a startup in the early 
2000s,” recalls O’Malley, “and we ended up going through six rounds 
of layoffs. This made it really difficult for people to focus on the work 
at hand, wondering if another layoff was around the corner and trying 
to understand the new org chart.” 

Just like brands must be particularly discerning about external-
facing assortment decisions, they must also know when to cut their 
losses from an internal perspective. “Teams are better to cut a bit 
deeper because recessions tend to have a compounding effect,” says 
O’Malley. “Then you can look the remaining people in the eye and 
tell them that their jobs are secure and get them rallied around your 
mission. Transparency, even if times are rough, tends to be better 
than one’s imagination.”

Janaway agrees, “Communicate even more than normal. During 
times of economic uncertainty, teams need to be extra clear on the 
strategy, highly motivated, and seamlessly aligned.” Not only will this 
level of clarity boost morale and create a healthier environment for 
employees, but it will also ensure that they continue to perform and 
deliver their best work when the brand needs it most.

Transparency, 
even if times are 
rough, tends to 
be better than 
one’s imagination.

“
BRIAN O’MALLEY
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https://www.indeed.com/lead/preventing-employee-burnout-report
https://www.businessinsider.com/workers-worried-about-job-loss-getting-fired-during-recession-2022-7#:~:text=A%20survey%20found%20that%2078,their%20job%20than%20non%2Dmanagers.


Let It Rain
09

More than two-thirds of economists predict that a recession will hit 
with full force in 2023, and brands would be wise to prepare for the 
storm. While some will inevitably succumb to the elements, others will 
find shelter in the guidance and experience of those who came before.

Our experts invite you to stand under their umbrellas and follow these 
six sage pieces of advice, honed during their time at highly successful 
brands including Gap, adidas, Away, Nike, Patagonia, Rothy’s, and 
Stitch Fix:

Want to hear more from Angela Kenney, Chief Merchandising Officer 
at Dearfoams, about how she led the slipper brand to transform a time 
of crisis into sustainable growth? Watch the on-demand recording of 
her session at PI Apparel NYC!

1

2

3

4

5

6

Stay Calm

Stick to Your Strategy

Focus on the Consumer

Remember Your Value

Know When to Cut Your Losses

Create Transparency, Not Turmoil

https://fortune.com/2022/06/13/recession-economists-survey-2023-inflation-interest-rates/
http://www.makersights.com/blog/how-dearfoams-transformed-a-time-of-crisis-into-sustainable-growth


MakerSights is the leading Voice of Consumer platform purpose-built for consumer insights 

and testing apparel, footwear, and accessories.

The world’s most iconic brands, including New Balance, Champion, and Madewell, use 

MakerSights to enable product creation, merchandising, and consumer insights teams to 

understand target consumers via easy-to-use dashboards and data analytics so they can 

create more products that people will love – and less of what they don’t.

Throughout the value chain – from driving category strategies to increasing SKU productivity 

and identifying new category investment opportunities – MakerSights empowers product 

creators to make consumer data-informed decisions that improve margins, increase 

profitability, and reduce waste – wasted time, money, and valuable natural resources.

To learn more and schedule a free, personalized demo, visit www.MakerSights.com.

www.MakerSights.com

