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stretch her hair into any shape and her brother Kewl Breeze can create ice projectiles. Together they battle
villain scientist Stankfoot. creator of the compound and his mutant army.

Based on the past success of its comic books, Skechers, as part of its back-to-school promotion, will insert
"Zevo-3" sneak preview DVDs into 1 million shoeboxes that will hit in late summer at U.S. retailers.

"We will leverage the marketing and promotional power of the Skechers brand at retail to raise the visibility of
Zevo-3 in a truly impactful way," says Van Cott. "thIS promotion will generate brand awareness among the
exact audience we need to reach. We are confident this will result in enhanced Viewership once the series
takes to the airwaves."

Several other kids' programs are under development. says Van Cott, including direct-to-DVDs, for "Hydee
Hy-Top" and 'Twinkle Toes," both Skechers footwear brand names.

~. 2010 Advanstar Communications Inc.. Permission granted for up 105 copies. All rights reserved.
.. You mayforwarcl ttus article or get additional permissions by typing : .

into any web browser. Advanstar Communications Inc. and License lOgos are registered trademarks ofAdvanstar Communications Inc. The
iCopyright logo is a registered trademark of iCopyright. Inc.
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KIDS' BUZZ: CHILLED OUT...TAKING IT DOWN...POLITICAL STEPS
Footwear News: FN. New York: Ju124. 2006. Vol. 62. Iss. 30: pg.147

Abstract (Summary)

Hush Puppies. a division of Rockford, Mich.-based Wolverine World Wide, is introducing its patented WaveReflex
technology into its kids' line for spring '07. According to the company, reverse "action waves," or grooves, on the shoes'
soles deliver enhanced comfort and flexibility. WaveReflex will be featured on four girls' styles for spring: the Wake,
Breeze, Tide and Cabana, all retailing at $45. WaveReflex styles for boys will be added to the lineup for fall '07.

FuJI Text (600 words)

Copyright © 2006 Fairchild Poblishing Inc.

Chilled Out

Manhattan Beach, Calif.-based Skechers is rolling out a new series of sneakers for boys that incorporates what's
described as "air cooling" technology. Dubbed Airators, each shoe features a ventilated foot bed, pumping chamber
and perforated insole that fuse into a shock-absorbing, moisture-management system.

As a special gift-with-purchase. each pair of Airators (above) sold comes with a free comic book chronicling the
adventures of Kewl Breeze a superhero character created by Skechers to promote the line. The shoes are priced to
retail for $47 in department stores and chains INhere other Skechers product is sold.

Taking It Down

Steve Madden is courting the stroller set with its first-ever series of crib shoes. The offering consists of teeny-tiny
takedowns of some of the company's most popular styles, including metallic ballet flats (below, right). Sizes range from
a to 3.

Also, building on the successful soft launch of its new toddler program last season, the Long Island City, N'y'·based
company is charging ahead with an expanded assortment for spring '07. Styles on tap include huaraches, cork-bottom
sandals and wedge espadrilles. Available in sizes 5 to 12. the toddler line retails from $20 to $25.

Political Steps

Just in time for the U.S. midterm elections this November, British baby shoe brand Starchild (distributed by Washington,
D.C.-based TrendyKid) has introduced a pair of politically themed bootie styles. With the "Vote With Your Feet"
collection, kids too young to fill out a ballot can let the world know whether they lean left or right by sporting shoes
featuring either the Democrat donkey logo or the RepUblican elephant logo.

The shoes, which are handcrafted from Italian leather, are offered in sizes 0 to 24 months. Custom sizes are also
available for older kids looking to show some political spirit The booties will retail for $27 at specialty stores around the
country.

Bagging It

Encouraged by the concept's success within its women's line, Nine West, White Plains, NY., is now offering its "Luv My
Flats" ballerinas-in-a-bag in girls' sizes for spring '07. Perfect for the on-the-go girl, the ballet flats (below) come folded
up inside a matching drawstring pouch. Colors include INhite, black, gold, silver and pastel metallics like flamingo pink.
spring green and aqua. Playful printed versions featuring feminine motifs such as butterflies will also be offered.
Available in sizes XS to XL, the flats will retail for $29 at department stores and specialty retailers.
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Sea Dogs

Hush Puppies, a division of Rockford, Mich.-based Wolverine World Wide, is introducing its patented WaveReflex
technology into its kids' line for spring '07. According to the company, reverse "action waves," or grooves, on the shoes'
soles deliver enhanced comfort and fleXibility. WaveReflex \Nill be featured on four girls' styles for spring: the Wake,
Breeze, Tide and Cabana, all retailing at $45. WaveReflex styles for boys \Nill be added to the lineup for fall '07. The
Hush Puppies kids' line is sold through a mix of independent and department stores.

Baby Talk

Brazilian brand Havaianas, whose rubber flip-flops have acquired a cult following the world over, has expanded its kids'
offering to include styles for babies. The offering consists of two groups: Pets. a series of solid-colored styles with a
single animal appliqu at the intersection of the two straps; and Estampas, a lineup of styles featuring printed footbeds.
The infant-sized flip-flops have been modified with an elastic strap at the heel for a secure fit. Available in sizes 4 to 8,
the sandals retail for $17 a pair in boutiques and department stores. The Havaianas line is sold and distributed in the
States by Oxnard, Calif.-based Style West.
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SKECHERS Footwear Announces Licensing Agreement with Adjmi Apparel to
Produce Children's Clothing Line

LENGTH: 1118 words

DATELINE: LOS ANGELES

SKECHERS USA (NYSE:SKX), a global leader in the lifestyle footwear industry, today announced that Adjmi Apparel
Group has been named the licensee for a new SKECHERS-branded children's clothing line set to launch in Fall 2009 at
department, specialty and online retailers that carry SKECHERS Kids footwear.

Through this agreement, Adjmi will design, distribute and market a line of fashionable and comfortable SKECHERS
apparel for boys 12 months through size 7, and girls in 12 months through size 16.

"SKECHERS Kids has become the number one children's footwear resource for many key accounts and independents,"
stated Michael Greenberg, president of SKECHERS. "Our colorful and comfortable range has met the needs of the
smaller set for fifteen years, and has continued to grow - thanks in part to the birth of our characters - Elastika®, Kewl
Breeze®, Super Z Strap® and HyDee Hi-Top®. On most weekends and through many weeknights, we are entertaining
children on leading network and cable stations with creative, memorable and appealing spots. We hear the positive reac­
tion from accounts as children and their parents request the latest styles they saw on TV. The demand for SKECHERS
Kids footwear is ever growing, and developing cool apparel will create a head-to-toe SKECHERS experience. We're
excited to have Adjmi on board and look forward to the first collection."

"SKECHERS Kids is considered to be one of America's top children's footwear brands," said Eric Adjmi, founder of the
Adjmi Apparel Group. "The diversity of SKECHERS' distribution and account base is in synch with the range of our
family of apparel brands. We're looking forward to our first delivery and to a long partnership with SKECHERS."

The agreement with Adjmi follows a domestic licensee deal with The Betesh Group to produce SKECHERS bags.

ABOUT ADJMI APPAREL GROUP

Adjmi Apparel Group based in New York City was founded in 1976 as a children's apparel importer. It has since devel­
oped into four prominent companies in the apparel industry - covering boys' newborn through menswear and girls' new­
born through ladies ready-to-wear. Each of these four companies is focused to a specific market in the industry.

ABOUT SKECHERS USA, Inc.

SKECHERS USA, Inc., based in Manhattan Beach, California, designs, develops and markets a diverse range of foot­
wear for men, women and children under the SKECHERS name, as well as under several uniquely branded names.
SKECHERS footwear is available in the United States via department and specialty stores, Company-owned
SKECHERS retail stores and its e-commerce website, as well as in over 100 countries and territories through the Com­
pany's global network of distributors and subsidiaries in Canada, Brazil, and across Europe, as well as through joint
ventures in China and Hong Kong. Please visit www.skechers.com or call the Company's information line at 877-INFO­
SKX.

This announcement may contain forward-looking statements that are made pursuant to the safe harbor provisions of the
Private Securities Litigation Reform Act of 1995. Forward-looking statements include, without limitation, any statement
that may predict, forecast, indicate or simply state future results, performance or achievements, and can be identified by
the use of forward-looking language such as "believe," "anticipate," "expect," "estimate," "intend," "plan," "project,"
"will be," "will continue," "will result," "could," "may," "might," or any variations of such words with similar meanings.
Any such statements are subject to risks and uncertainties that could cause actual results to differ materially from those
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projected in forward-looking statements. Factors that might cause or contribute to such differences include international,
national and local general economic, political and market conditions; intense competition among sellers of footwear for
consumers; changes in fashion trends and consumer demands; popularity of particular designs and categories of prod­
ucts; the level of sales during the spring, back-to-school and holiday selling seasons; the ability to anticipate, identifY,
interpret or forecast changes in fashion trends, consumer demand for the products and the various market factors de­
scribed above; the ability to maintain brand image; the ability to sustain, manage and forecast growth and inventories;
the ability to secure and protect trademarks, patents and other intellectual property; the loss of any significant custom­
ers, decreased demand by industry retailers and cancellation oforder commitments; potential disruptions in manufactur­
ing related to overseas sourcing and concentration of production in China, including, without limitation, difficulties as­
sociated with political instability in China, the occurrence of a natural disaster or outbreak of a pandemic disease in
China, or electrical shortages, labor shortages or work stoppages that may lead to higher production costs and/or pro­
duction delays; changes in monetary controls and valuations of the Yuan by the Chinese government; increased costs of
freight and transportation to meet delivery deadlines; violation oflabor or other laws by independent contract manufac­
turers, suppliers or licensees; potential imposition of additional duties, tariffs or other trade restrictions; business disrup­
tions resulting from natural disasters such as an earthquake due to the location of domestic warehouse, headquarters and
a substantial number of retail stores in California; changes in business strategy or development plans; changes in eco­
nomic conditions that could affect the ability to open retail stores in new markets and/or the sales performance of exist­
ing stores; the ability to attract and retain qualified personnel; the disruption, expense and potential liability associated
with existing or unanticipated future litigation; and other factors referenced or incorporated by reference in the Com­
pany's Form IO-K for the year ended December 31, 2007 and the Company's Form IO-Q for the quarter ended Septem­
ber 30, 2008. The risks included here are not exhaustive. We operate in a very competitive and rapidly changing envi­
ronment. New risks emerge from time to time and we cannot predict all such risk factors, nor can we assess the impact
of all such risk factors on the business or the extent to which any factor, or combination of factors, may cause actual
results to differ materially from those contained in any forward-looking statements. Given these risks and uncertainties,
you should not place undue reliance on forward-looking statements as a prediction of actual results. Moreover, reported
results should not be considered an indication of future performance.

CONTACT: SKECHERS USA
Jennifer Clay, 310-937-1326

URL: http://www.businesswire.com

LOAD-DATE: January 7, 2009

LANGUAGE: ENGLISH

DISTRIBUTION: Business Editors; Retail Writers

PUBLICAnON-TYPE: Newswire

Copyright 2009 Business Wire, Inc.
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March 5, 1992
THE MEDIA BUSINESS: ADVERTISING

THE MEDIA BUSINESS: ADVERTISING;
Commercial Cartoon Furor Grows
By STUART ELLIOTT

In the latest skirmish over marketing to children, a L'Oalition of advocacy organizations is
seeking to block a proposed television show that would star Chester Cheetah, an animated
character originally intended to sell snack food.

They are concerned that there wHI be a rush of similar characters from ads into programs.
Indeed, there are also plans for a syndicated cartoon series that would star Cheesasaurus Rex,
a cheese-colored dinosaur that appears in advertising for Kraft Macaroni and Cheese Dinner.

Seven organizations, including Action for Children's Television and the Center for Science in
the Public Interest, \l\ill file a petition in Washington today with the Federal Communications
Commission. They will ask for a declaratory ruling that the show, titled ''Yo! It's the Chester
Cheetah Show!," vvould be no more than a "program-length commerciaL"

Though the debate over the boundaries of propriety in programming and advertising aimed at
children has raged for decades, this contretemps marks a new turn.

Chester Cheetah -- an animated beast that sells Cheetos, a cheese-flavored snack made by
Frito-Lay Inc. -- has become the demon symbol for children's advocacy groups in the same way
that Joe Camel, the cartoon animal in Camel cigarette advertising, has become the epitome of
e"il for those opposed to smoking among the young.

Here, the organizations contend that it is exploitative and improper for a character like Chester
Cheetah, created in 1986 by the DDB Needham Worldwide advertising agency expressly to sell
products, to cross over into the world of entertainment.

They were also furious in December, when Ronald McDonald, the clown character who appears
in advertising aimed at children for the McDonald's Corporation, played host for CBS's first
"Ronald McDonald Family Theater" special, called "The Wish That Changed Christmas." (CBS
said the program complied with all nenvork and F.C.C. policies.)

The "Chester Cheetah Show" has been under development at the Fox Broadcasting Company
for possible inclusion in the faU 1992 schedule as a Saturday morning cartoon on the Fox
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Children's Network.

"HLq only previous television appearances," the petition said, "indeed his entire existence, have
been in traditional commercial spots designed to sen a product." That renders any program in
which such a character would be featured the equivalent of a "program-length commercial," the
petition added, and thus "fails to strictly separate programming material from commercial
matter:' as required under F.C.C. regulations.

The petition marks the first time that Action for Children's Television ''has moved in on
something before it became a program," Peggy Charren, the organization's president, said in a
telephone interview yesterday from Cambridge, Mass. She continued, "But we thought: 'This
isn't a program. It's an ad: "

Advertising and marketing executives responsible for the trend counter that what they do is not
significantly different from using classic characters like Mickey Mouse, Babar and Curious
George, which originated in books or films, to sell dolls, toys or other products.

''Yes, he's coming from the opposite direction," Tad MacKenzie, a spokesman for Frito-Lay in
Dallas, said of Chester Cheetah, "and started his life as a spokesperson."

"But there's little on now that hasn't gone to the c.ommercial side," he added. "If we can come
up with a worthwhile program, offering something informative and entertaining, is that
necessarily bad?"

Margaret Loesch, president ofthe Fox Children's Network in Los Angeles, the largest children's
commercial television network, disputed the advocates' objections.

"A child doesn't know if a character was created first for a comic book or a book or a toy or a
logo," she said. "And the fact that a Mickey Mouse cartoon sells Disneyland and toys and books
is not an issue? That's absurd."

Ms. Loesch added that "extended and protracted negotiations" over the project were continuing
and that no agreement had yet been reached. One aspect prolonging those discussions, she
said, has been Fox's "concern that we have a good product that doesn't 8hO\'\' us to be
irresponsible broadcasters."

"It's not our goal to sell Frito-Lay products," she said. Not only would Fox comply with F.C.C.
policies and exclude Cheetos spots from the show, she added, but the network would also "be
,,·villing not to ron Cheetos commercials anywhere on our Saturday-morning schedule."

In television commercials and in ads on the backs of Cheetos packages, Chester Cheetah -- a
self-described "hip kitty," designed to appeal to the young males who most ardently devour
salty snacks -- says, ''I'm a cool dude in a loose mood." His routine is that his blase behavior
lasts only until he sees Cheetos. "vhen, he says, "my cool turns to drool while my snout and
eyeballs pop out."
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Chester Cheetah's populadty was underscored last year, when Frito-Lay introduced a variety of
Cheetos, called Cheetos Paws, inspired by him. The character also appears on that product's
packaging.

"Some of the most lovable characters around come from the world of commerce," said John
Frierson, a principal in Frierson Mee &Herman, a New York agency specializing in toy
advertising.

Among example.c;; he cited were the California Raisins, which originated in advertising for the
California Raisin Advisory Board and subsequently appeared in animated television specials
and sold products like T-shirts and figurines.

Photo: Planned cartoon shows based on characters like Kraft's Cheesasaurus Rex and Cheetos
Chester Cheetah are under fire. (Nanm Kazhdan/The New York Times)
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CONV1CTION

March 31. 1992
THE MEDIA BUSINESS

THE MEDIA BUSINESS; TV Cartoon Plans Are
Dropped

Animated characters that originated in advertising seem unlikely to cross over into children's

television programming anytime soon.

Two proposals to base children's shows on such characters are no longer under consideration. A

spokeswoman for Kraft General Foods said yesterday that a proposed syndicated series based on

Cheesasaurus Rex, a dinosaur character that appears in advertising aimed at children for the Kraft
Macaroni and Cheese Dinner, 'WllS "a gleam in a brand manager's eye."

Earlier this month, it was reported that negotiations had ended over plans to create a program for

the Fox Children's Network based on Chester Cheetah, a character featured in advertising for
Frito-Lay's Chee-tos snacks.

'We feel we have zapped, for the time being, the problem oflogos turning into half-hour

programs," said Peggy Charren, president ofAction for Children's Television in Cambridge, Mass.

Ms. Charren's advocacy organization has been leading a fight against ad characters' appearing in
programs, saying their presence ,~,rould represent an invasion by commercial values. Proponents

asserted, however, that the characters' origins would not matter if the programs were entertaining

and educational.
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