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APPLYING FOR
Product Line Manager, Global Road Running

ROCKY I. PARRISH




Product Line Manager Candidate | Altra Running

April 2026

Constanza Campos
Altra Running, a VF Company
Denver, Colorado

Dear Ms. Campos,

[ am writing to express my interest in the Product Line Manager position for Global Road
Running at Altra.

When I take a role seriously, [ approach it the same way I approach product: I start with the
work. The attached white paper is the result of that process. Some may think it’s long but I
prefer to think of it as thorough.

[ researched the current road line, reviewed independent product analysis, researched
community feedback, identified the key friction points, and built a point of view on where I
believe the road category can grow.

The document is meant to do a few things. First, it shows how I think about product line
management: starting with the consumer, clarifying the role of the line, and identifying where
product, fit, and storytelling can work harder together. Second, it reflects the kind of
preparation [ bring to opportunities I genuinely care about. Last, it lets me know how far or
close I am to what's really going on from the inside should I be selected.

[ am especially interested in this role because Altra is managing a real and meaningful product
tension: protecting its zero-drop identity while expanding accessibility through lower-drop
entry models. That is the kind of category challenge I find compelling. It requires product
judgment, consumer empathy, and clear cross-functional thinking.

[ appreciate your time and consideration, and I would welcome the opportunity to discuss the
role and the attached work sample.

Respectfully,

Rocky I. Parrish

Rocky@RockyParrish.com | 703.520.4921April 2026 | Confidential
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PLM PERSPECTIVE WHITE PAPER
Consider This the Work Sample.

Rocky I. Parrish

Product Storytelling | Footwear Product Leadership | Brand Building

Applying For: Product Line Manager, Global Road Running
April 2026 | Denver, Colorado

I S

Executive Summary One-page thesis before anything else
02 Category POV and Brand The strategic reading of the line and the real opportunity
Tension
03 Gap Analysis Verified and assessed gaps, each with a proposed solution
04 White Space and Opportunities Where the line should go next
05 First 90 Days What [ would do, what I would protect, and what I would not
change
06 Road Line Analysis Current line, specs, pricing, fit systems. Verified April 2026.
07 Competitive Landscape HOKA, Brooks, Saucony, On: where Altra wins and where it does
not
08 What Altra Is Already Doing = Credit where it is due before identifying gaps
Right
09 Community Voice Unfiltered runner feedback from forums and review communities
10 Untapped Consumer Segments = Current targets plus new segments not yet fully pursued
11 Storytelling Angles GTM narrative frameworks tied to products and KPIs
12 APMA Strategic Asset An underutilized clinical credential and its GTM implications
13 Sample Brief A Experience Transition System
14 Sample Brief B Torin 9 Evolution
15 Product Brief Rocky Parrish in Altra product brief language
App. Cite Verifications All sources organized by section

Research Labels
e VERIFIED: Confirmed from official Altra or VF Corp sources, or two or more independent sources.

e TRADE-REPORTED: Cited from credible trade media. Not company-confirmed. Labeled explicitly.
e ASSESSED: My analysis or interpretation. Not presented as fact.
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Section 1: Executive Summary

This white paper leads with its strongest thinking. Supporting research follows. If you read only Sections 2
through 5, you have the full thesis. Everything after that is the evidence base.

Altra's road running opportunity is not primarily a product innovation problem. It is a clarity and
transition management problem.

3 Things Altra Is Doing Right 3 Biggest Risks 3 Biggest Opportunities

FootShape toe box: the number one = Entry friction into the zero-drop Build a structured transition
loyalty driver and Altra's only truly = ecosystem is one of the biggest system: Entry, Adapt, Commit. Give
unchallenged competitive asset. adoption barriers. Consumers who = consumers a pathway, not a jump.
try and fail to transition may not
return.
Experience 3 Collection: the right Line complexity and overlapping Simplify line architecture and
product, the right foam (EGO P35), = models reduce retail staff naming. Reduce cognitive load at
and official positioning as an confidence and drive consumer retail. Give every model a clear,
accessible entry point. indecision at point of sale. non-overlapping role.
APMA Seal of Acceptance across five = Sizing trust is eroding. Three fit Activate the APMA clinical channel.
road models: a real clinical systems, inconsistent internal Build the podiatrist referral
credential this brand has not yet volume perception, and no network that converts the 50-plus
activated. universal fit guide are creating and clinically-referred consumer.

conversion failures.

Primary Recommendation

Prioritize simplification and transition management as the primary growth unlock for the road category,
without diluting brand identity. The zero-drop philosophy is the destination. The 4mm entry line is the
on-ramp. Both are valid. Neither has been given a clear narrative that makes the relationship between
them obvious to a new consumer.

Section 2: Category POV and Brand Tension

Altra does not have a product shortage. It has a clarity and transition problem. The opportunity is to
reduce that challenge while reinforcing what makes the brand unique.

2.1 The Consumer Problem

The issue is not dissatisfaction. It is friction. Runners who hear about Altra, visit a specialty store, and try to
make a decision encounter too many unanswered questions: zero-drop or 4mm? Neutral or stability? Slim,
Standard, or Original fit? Which model is actually wide enough? How long will the transition take?
Community data confirms this pattern. The brand does not have a trust problem among people who already
run in it. It has an access problem for people who have not yet started.

2.2 The Brand Tension: The Most Important Strategic Insight [ASSESSED]

Altra is simultaneously managing two things that pull in opposite directions:
¢ (Core identity: zero-drop, FootShape, natural running, biomechanics-first design. This is what made
the brand.

¢ Growth strategy: lower-drop entry models, broader consumer accessibility, mainstream road
running market share.
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This tension is not yet resolved. It is visible in product (zero-drop and 4mm side by side without a unifying
narrative), in community (loyalists questioning brand direction), and at retail (no clear story for why both
product families exist and how they relate).

That unresolved tension is the opening for a PLM who understands both sides and can build the product
and story architecture that holds them together. The answer is not to pick a side. It is to build a system
where the 4mm line is explicitly positioned as the on-ramp to zero-drop, and zero-drop is protected as the
brand's permanent destination.

ASSESSED (my analysis, clearly labeled)

This brand tension assessment is my strategic interpretation based on community research, line analysis,
and competitive positioning. It is not a verified internal Altra finding.

2.3 Fit as Superpower AND Risk [ASSESSED]

Altra's FootShape toe box is the brand's single greatest product strength and the number one loyalty driver
across every community research source. No mainstream competitor matches it. At the same time, three fit
systems with inconsistent internal volume perception between models have created a sizing trust problem.
Community members regularly ask which model is 'actually wide." A brand's greatest strength is also its
most actionable conversion risk.

KEY INSIGHT

The fix is not product redesign. It is communication and brief-level consistency requirements. The PLM
sets this standard at kickoff, not after launch.

2.4 Distribution Reality [ASSESSED]

Altra is strong in specialty run retail, confirmed by its Fleet Feet top-10 brand status. The brand is less
dominant in mainstream athletic retail, where HOKA and On Running have significant shelf presence and
marketing support. The growth path for road running runs through specialty retail first. The PLM's job is to
create product compelling enough to drive staff recommendations in the specialty channel where Altra
already has credibility.

2.5 The Experience Transition System [ASSESSED]

The core product opportunity is a named, structured pathway into the brand. The product pieces already
exist. The system, the story, and the retail experience connecting them do not.

e N N S

STEP 1: Enter Experience Flow 3 (4mm, Runner in HOKA or Brooks. Familiar feel. No culture
EGO P35) Curious, not ready to commit. = shock. A real Altra product.
STEP 2: Adapt Experience Flow ST (4mm, Overpronator or runner who = Stability and support for the
GuideRail) needs medial guidance during = adaptation phase.
transition.
STEP 3: Commit Torin 8 or Escalante 4 Runner who has adapted. Full expression of Altra DNA.
(zero-drop) Ready for the full Altra Where the journey leads.
experience.

This system should be built as a named, visible consumer pathway at retail, present in every Experience
family brief from kickoff through GTM.
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Section 3: Gap Analysis

Each gap includes a proposed solution. Research labels make clear what is verified and what is assessed.
Gaps are presented in priority order.

3.1 Gap: No Structured Consumer Entry System [ASSESSED]

The Experience Flow 3 exists and Altra's official product description frames it correctly as an accessible
entry point. The gap is not in product. It is in the system around the product. A consumer in a specialty
running store faces a multi-way decision without a guide.

Proposed Solution
* Position Experience Flow 3 explicitly as the brand's front door in all GTM materials and retail
training
¢ Briefa companion entry kit for retail: a printed transition guide, not behind a QR code

¢ Build the Experience Transition System as a named, visible concept with consistent language from
the brief stage through the hang tag

3.2 Gap: 4mm Drop Positioned as Hedge Rather Than On-Ramp [ASSESSED]
The 4mm line is the right commercial decision. The problem is that it has not been positioned consistently
as a deliberate transition pathway. Zero-drop loyalists read it as brand compromise. New runners do not
read it as an intentional on-ramp.

Proposed Solution
e Position 4mm explicitly and consistently as the first step toward zero-drop, not a substitute for it

¢ Brief transition content into the product experience: what to expect, how your body adapts, what
comes next

¢ Protect zero-drop language for core models. The ZeroDrop identity must remain the brand's stated
destination.

3.3 Gap: Stability Segment Not Clearly Segmented or Commercially
Competitive [ASSESSED]

Two stability options exist: Experience Flow ST (low external market profile) and Paradigm 8 (10.9 oz,
better positioned for walking than running pace). Together they cover the spectrum from light support to
max support. Neither delivers a flagship stability daily trainer narrative competitive with Brooks

Adrenaline or HOKA Arahi. Altra has the structural advantage through wide base geometry and GuideRail
technology. That advantage is not yet translated into a compelling commercial position.

Proposed Solution
¢ Evaluate briefing a midweight stability road trainer between Experience Flow ST and Paradigm
¢ Build the GuideRail stability story as a distinct platform narrative, not a spec line item
o Tie the APMA credential directly to stability messaging (see Section 12)

3.4 Gap: Foam Deployment Lag [VERIFIED via independent lab testing]

EGO P35 is now in the Experience Flow 3 and FWD VIA 2 and receiving strong independent reviews. The
Torin 8 still uses EGO Max, an EVA compound that reviewers describe as solid but increasingly dated versus
supercritical competitors. In a market where foam story is a primary purchase driver, Altra needs a clear
foam roadmap across the full road line.

Rocky I. Parrish | Rocky@RockyParrish.com | 703.520.4921Confidential | April 2026



ALTRA RUNNING | PLM ROAD CATEGORY WHITE PAPER | ROCKY I. PARRISH | CONFIDENTIAL

Proposed Solution
e Brief EGO P35 or equivalent into the Torin at the next viable gate

¢ Build the foam improvement into GTM language as a consumer confidence lever, not a technical
footnote

3.5 Gap: Durability [ASSESSED: recurring anecdotal theme, not statistically
verified]
Outsole wear and midsole compression within 300 to 350 miles are recurring themes across forums,

long-form reviews, and community discussions. This appears consistently enough across sources to
warrant a brief-level response.

Why Gait Matters for Brief Writing

Zero-drop shoes encourage midfoot and forefoot striking, which shifts wear zones away from the heel
toward the forefoot and lateral midfoot. Standard outsole coverage maps designed for conventional
heel-strike shoes may systematically under-protect the actual high-wear zones for Altra's consumer
population. The brief must reflect this.

‘ Gait Type Primary Wear Zone Population (Approx.) Brief Implication

Neutral Lateral heel, lateral midfoot, ~45% of runners Balanced rubber coverage
then big toe throughout.

Overpronator  Medial forefoot and big toe ~45 to 50% of runners Denser rubber medially.
area Guided outsole geometry.

Supinator Lateral edge throughout ~5% of runners Full lateral coverage.

Additional cushioning.

Forefoot Forefoot and metatarsal Variable, increasing with High-wear rubber under
Striker heads zero-drop adoption forefoot. Lighter heel
acceptable.

Proposed Solutions

¢ Brief a minimum 400-mile outsole life target on all road models as a non-negotiable design
parameter

e Specify outsole rubber zones from documented consumer wear-pattern data

¢ Require peel-strength testing minimums at the sole press stage

¢ Require seam tape reinforcement in high-flex zones as a minimum construction standard

e Brief outsole coverage maps for zero-drop wear patterns, not conventional heel-strike patterns

3.6 Gap: Transition Support Is Missing at Point of Experience [ASSESSED]

Altra addresses zero-drop transition guidance on their blog. At retail and in-box, there is almost nothing.
The result is a predictable failure mode: runner buys their first Altra, skips the transition guidance,
develops Achilles pain, and returns to their previous brand.

Proposed Solution
¢ Brief a mileage build plan into the product experience for all zero-drop road models: printed, in-box

e Train specialty retail staff to have the transition conversation proactively
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3.7 Gap: Sizing Confidence [ASSESSED]

Three fit systems, inconsistent toe box volume perception between models, and historical advice to size up
have created a sizing experience that requires expert navigation. This is a direct conversion killer online
and at retail.

Proposed Solution
e Build a universal fit guide mapping foot type to fit system to model, available in-store and online

¢ Brief consistent upper volume within each fit family as a design parameter, not a manufacturing
default

¢ Standardize fit system labeling across every consumer touchpoint

3.8 Gap: The Brand's Science Is Buried [ASSESSED]

Altra has a genuinely compelling biomechanical argument that rarely lands with a mainstream consumer.
The APMA credential is already built in. Activating it is the most direct path to credibility. See Section 12.

Section 4: White Space and Product Opportunities

PLM-level product opportunities, grounded in the gap analysis, community research, and consumer work
from the preceding sections.

4.1 Build the Transition Pathway System [ASSESSED]

The Experience Transition System in Section 2.5 is the highest-priority product opportunity. The models
exist. The system does not. Build the named pathway, the consistent GTM story, and the retail experience
connecting them.

e Briefrequirement: Experience Transition System as a named, visible architecture in all road GTM
materials

¢ In-box transition guide: printed and specific to each model's role in the system

4.2 Protect the Zero-Drop Hero Models [ASSESSED]

As the line grows in the 4mm direction, the zero-drop models need explicit protection. Escalante 4 is the
purist's shoe. Every brief decision that adds mass, reduces flexibility, or increases stack height moves it
away from its role.

¢ Brief requirement: Escalante must remain the most ground-connected, flexible road shoe in the line

4.3 Introduce an Urban-Performance Hybrid [ASSESSED]

A limited road capsule with lifestyle aesthetics built on the Escalante silhouette, launched with an urban
cultural brand partner. Targets the all-day consumer who is not a specialty running store customer. On
Running owns this consumer at $170 to $200. Altra's advantage in this space is functional comfort and fit,
while many competitors rely primarily on cushioning to solve the same problem.

e Brief requirement: Escalante silhouette, lifestyle-adjacent upper and colorways, non-technical
aesthetic

¢ GTM requirement: Limited release first. Read the data. Evaluate a permanent SKU based on
sellthrough.
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4.4 Improve Fit Consistency as a Priority [ASSESSED]
Fit consistency across the road line is a brief problem before it is a manufacturing problem.

¢ Brief requirement: Internal toe box volume and midfoot width held consistent within each fit family
across iterations

¢ Quality gate: Gel mold measurements documented and required at each model review

4.5 Create Clearer Support Segmentation [ASSESSED]

A midpoint stability daily trainer, lighter than the Paradigm but more structured than the Experience Flow
ST, would fill a genuine gap and compete directly with Brooks Adrenaline and HOKA Arahi.

e Concept: Zero-drop stability trainer, EGO P35, GuideRail, target weight under 9.5 oz, MSRP $155 to
$165

e Story angle: Stable by design. Not by constraint.

Section 5: First 90 Days as PLM

Execution plans reduce hiring risk. The following represents how I would approach the first 90 days: what I
would prioritize, what [ would audit before acting, and what I would deliberately protect from change.

What I Would NOT Change [ASSESSED]

Before acting, | would protect what is already working:
¢ The Experience 3 Collection positioning. Altra's own messaging is correct. The issue is execution
consistency, not strategy.

¢ The Escalante 4. The community's response to its return to the 1.5 feel is exactly the signal the
brand needs.

¢ The specialty retail channel strategy. The Fleet Feet relationship is producing results.

e The collaboration approach. ROA x Altra is the right template. [ would not chase volume
collaborations at the expense of brand alignment.

0 to 30 Days: Listen, Read, and Audit
¢ Complete a full audit of the current road line architecture: brief history, gate status, development
pipeline, and planned model sequence

¢ Review consumer returns data by model, with specific focus on fit-related and transition-related
return reasons

¢ Sitin on cross-functional design, development, and sourcing reviews to understand process rhythm
and team dynamics

¢ Visit a minimum of three specialty retail locations in person. Conduct informal staff interviews and
observe consumer behavior at the wall.

¢ Read community forum threads about Altra road running from the last 12 months. Not summaries.
The actual threads.

¢ Map the competitive wall in at least two specialty retailers: where Altra sits, how it is positioned
relative to HOKA and Brooks, what staff says unprompted
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30-Day Output

A written line audit delivered to the team: current model roles, identified overlaps, and a prioritized list of
the three brief decisions with the highest urgency.

30 to 60 Days: Form Views and Begin Brief Work

Define the simplified line architecture: what each road model's non-negotiable role is and what the
gap is between current positioning and that role

Identify the highest-priority brief to write. Based on current research, that is the Experience
Transition System: a named system brief governing the Entry, Adapt, and Commit pathway

Draft the first version of a universal fit guide for the road line

Align with the GTM team on what the Experience 3 Collection entry system story should look like at
retail

Begin formal stakeholder alignment on the APMA channel opportunity

60-Day Output
First brief draft delivered for review. Fit guide draft shared internally. APMA activation proposal in
development.

60 to 90 Days: Align, Execute, and Set the Standard

Align cross-functional teams (Design, Development, Sourcing, GTM, Retail) on the line architecture
and brief decisions from the first 60 days

Support GTM planning for the Experience 3 entry system. Ensure retail training materials reflect the
transition system language.

Finalize the universal fit guide for retail rollout
Begin development cycles on the highest-priority brief

Set a brief standard for the team: a template that requires consumer problem, construction
minimums, durability targets, and GTM story direction at kickoff, not as afterthoughts

90-Day Output

A brief standard document delivered to the team. One brief in active development. One GTM story in
activation. One internal alignment on APMA channel.

KEY INSIGHT

The goal of the first 90 days is not to be impressive. It is to be useful. The 90-day plan is about converting
preparation into actionable work inside Altra's actual system.

Section 6: Road Running Line Analysis

This section confirms current road model names, pricing, and fit systems from official Altra sources as of
April 2026, cross-referenced with independent review data where relevant.
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6.1 Current Road Line [VERIFIED from altrarunning.com and RunRepeat lab
data]

Experience 4mm  32/28m 820z $140 Standard Entry model. EGO P35 foam.
Flow 3 m FootShape Rocker geometry. Barton Feb
2026 quote tied to this collection.
Experience 4mm | ~32mm  ~9o0z ~$150 @ Standard Stability entry. GuideRail. Bridges
Flow ST FootShape 4mm and support segments.
FWD VIA 2 4mm  37/33m  9.50z ~$160  Original Max cushion 4mm road. EGO P35
m FootShape (19% softer, 15% more
responsive vs V1). APMA Seal.
Torin 8 Omm  30/30m  10.1 $149.9 Standard Marathon trainer, daily
m 0z 5 FootShape workhorse. EGO Max foam.
Best-selling road model. APMA
accepted.
Escalante 4 Omm  ~24mm  Lightw $130 Original Versatile daily zero-drop trainer.
eight FootShape Community celebrated return to

1.5 feel. APMA accepted.

Escalante Racer Omm @ 22.5/21. 790z @ $140 Original Tempo and race. Lightweight
2 4mm FootShape ground-feel. Zero-drop loyalist
favorite.

Vanish Carbon2 ~3.7m ~37mm 7.4o0z $250 Slim FootShape = Race day carbon plate shoe.

m* Lab-measured drop slightly under
4mm spec.
Rivera 4 Omm ~28mm  ~9o0z @ $110 Slim FootShape = Budget entry. Slim fit surprises

wide-foot Altra fans. Sizing
communication gap.

Paradigm 8 Omm  31mm 10.9 $160 Standard Max cushion, zero-drop stability.
0z FootShape GuideRail. Heaviest road model.
APMA accepted.

*Vanish Carbon 2 is spec'd at 4mm but measures 3.7mm in RunRepeat independent lab testing. Torin 8
price verified from retailer pricing at Running Warehouse and Doctors of Running, 2025.

6.2 Fit System Mapping [VERIFIED]

Original Escalante 4, Escalante Racer Widest and Best for wide, high-volume,
FootShape 2, FWD VIA 2 deepest. Largest bunion-prone feet.
internal volume.
Standard Experience Flow 3, Anatomical mid Confusion arises when consumers
FootShape Experience Flow ST, Torin 8, tier. Not as wide as = move between Standard and Original
Paradigm 8 Original. models.
Slim FootShape Rivera 4, Vanish Carbon 2 Narrower, more Surprises wide-foot Altra fans.
locked-in fit. Under-labeled at retail.
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Section 7: Competitive Landscape

This section summarizes how Altra compares with major road competitors, with emphasis on HOKA
because it is the brand most often compared in reviews and retail conversations.

7.1 Market Positioning [ASSESSED]

Maximal comfort and stability

Brooks Trusted daily trainer and
support

Saucony Versatile performance and
comfort

On Running Style, urban, and performance

New Balance Heritage, stability, and width

Altra Natural movement and wide fit

7.2 HOKA vs. Altra [VERIFIED]

Low to Medium

Medium to High Low to Medium

Medium to High Low to Medium
Low

Medium to High Medium

Low to Medium Very High

N

Philosophy Foot strengthening, natural movement,

long-term health

Drop Omm (plus 4mm entry line)

Toe Box FootShape: widest in mainstream market
Energy Return Low to moderate (EGO P35 improving)
First Impression Requires adjustment period

US Awareness Below 10%

Super Shoe Position = Participates (Vanish Carbon 2). Does not
lead the marathon conversation.

Community Verdict = Long-term foot health. Worth earning.

Instant comfort, maximal protection, low
onboarding barrier

4 to 8mm across most road models

Average to medium; expanding in newer
models

High (PROFLY+ and PROFLY X)
Instantly comfortable out of box

Mainstream. Medical referrals. Celebrity
driven.

Dominant in daily trainers, growing race
day

Short-term comfort. Easy first step.

7.3 What Independent Reviewers Said [VERIFIED: paraphrased]

¢ BareFootRunReview: Altra builds healthy feet over the long term. HOKA prioritizes comfort first.
Altra wins on body durability. HOKA wins on shoe durability.

e Marathon Sports: HOKA Clifton 10 vs. Altra Torin 8. Clifton is marginally lighter with a traditional
toe box. Torin has the anatomical FootShape. Neither is objectively superior.

¢ Outdoor Life: HOKA has the advantage for runners seeking more cushioning. Altra is the choice for

zero-drop and wide feet.

¢ RunToTheFinish: HOKA may feel better immediately because it compensates for what your foot
should be doing. Altra rewards runners who commit to the transition.

¢ UpbeatRun: Altra rated better for long-term durability than HOKA overall.
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KEY INSIGHT

Altra often wins the long-term philosophy argument in head-to-head reviews, particularly around fit and
natural movement. It loses the accessibility argument more consistently. Closing that gap without
compromising the philosophy is the entire brief.

Section 8: What Altra Is Already Doing Right

A strong PLM reads the line clearly, including what not to change.

Experience 3 Collection Positioning [VERIFIED]

Altra's own product description frames the Experience 3 Collection as a more approachable entry point into
natural foot positioning. That is the right message. The gap is in retail execution consistency, not product
strategy intent.

EGO P35 Foam Rollout [VERIFIED]

EGO P35 is now in the Experience Flow 3 and FWD VIA 2, confirmed via official Altra product pages. The
community has noticed. The foam story is improving. The challenge is consistency across the full road line.

Collaboration Strategy [VERIFIED]
The ROA x Altra Timp 5 GTX, revealed at Paris Fashion Week, is the kind of selective, purpose-built
partnership that elevates a challenger brand without compromising identity.

APMA Credential Base [VERIFIED]

Multiple Altra road models carry APMA Seals of Acceptance: Torin 8, FWD VIA 2, Escalante 4, Escalante
Racer 2, and Paradigm 8. The credential exists. The opportunity is activation. See Section 12.

Specialty Retail Relationships [VERIFIED]

Altra's confirmed top-10 best-selling brand status at Fleet Feet demonstrates that the specialty retail
strategy is working.

Section 9: Community Voice

Research drawn from Reddit communities (r/running, r/ultrarunning, r/BarefootRunning), Singletrack
World forums, and community aggregator sites. Unfiltered consumer voices, not press quotes.

9.1 What Altra Road Runners Love [VERIFIED: consistent pattern across
sources]|

¢ The FootShape toe box. The number one reason for brand entry and the number one loyalty driver.

e Zero-drop reducing chronic knee and hip pain. Multiple runners report meaningful injury reduction
after switching.

e The Escalante 4's return to the 1.5 feel. Celebrated widely online.

¢ Wide foot fit that actually delivers. Bunion sufferers cite Altra as the only option that truly fits.
¢ The Experience Flow 3's EGO P35 foam: early reception is strong.

¢ The Torin as a reliable marathon trainer: dependable, broad-appeal, consistent.
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9.2 What Frustrates Runners [VERIFIED: recurring themes]j

¢ Outsole durability. Frequently cited across long-term reviews and forum threads.
¢ Energy return on models before P35. Flat like cardboard is a common description.

e Zero-drop Achilles issues. Transition pain is real and undersupported by in-product
communications.

¢ Naming and line confusion. I do not know what shoe to buy is a common post.
¢ 4mm models generating identity concern among loyalists.
+ Fitinconsistency between models. Runners report different fit experiences across the line.

9.3 An Underlying Need [ASSESSED]

Community behavior suggests an important unasked question: Is Altra right for me? Rather than Can Altra
build a better shoe? This distinction matters. The product question has been partially answered with the
Experience 3 Collection. The personal journey question has not. Altra needs a consumer-facing transition
framework that answers: where do I start, what will I feel, and how do I know it is working.

Section 10: Untapped Consumer Segments

Current targets Altra has already confirmed publicly are listed first. New segments follow, each with
commercial logic and product rationale.

10.1 Segments Altra Has Already Identified [VERIFIED]

‘ Altra's Stated Priority Current Execution Gap

Women Consumers Named as primary growth demographic. No women-first road shoe built from
Female-first product development the ground up for female anatomy yet.
confirmed as Barton's mandate.

Transition Runner Experience 3 Collection positioned as Entry system exists in product but not

(4mm entry) accessible entry. yet in the full experience around it.

Specialty Retail Fleet Feet top-10 status confirms specialty Mainstream retail is underdeveloped.

Consumer channel is the growth engine. Brand awareness remains below 10%
Us.

Ultramarathon and Altra's founding demographic. Road Road credibility with the ultra

Trail Community expansion explicitly stated. community lags trail credibility.

10.2 New Untapped Segments [ASSESSED]

The 50-Plus Runner

The fastest-growing running participation demographic. Highest disposable income. Almost completely
absent from running brand marketing. They need wide toe boxes, cushioning, and stability for
biomechanical reasons that Altra's product suite already addresses.

¢ Product angle: Torin 8 and Paradigm 8 are already appropriate. The positioning needs to change,
not the product.

e Story angle: Run for the next 30 years, not just the next 30 miles.

¢ GTM angle: APMA credential activation. Physical therapist and podiatrist partnerships.

Rocky I. Parrish | Rocky@RockyParrish.com | 703.520.4921Confidential | April 2026



ALTRA RUNNING | PLM ROAD CATEGORY WHITE PAPER | ROCKY I. PARRISH | CONFIDENTIAL

The Urban Runner and All-Day Consumer

Runs a few times per week. Thinks about footwear holistically across the full day. On Running and HOKA
own this consumer in part. Altra has the product advantage and does not yet have the aesthetic position.
Altra's advantage here is functional comfort and fit, while many competitors are solving the same need
primarily through cushioning and visual lifestyle positioning.

¢ Product angle: Road shoe with cleaner silhouette and lifestyle-adjacent colorways.

e Story angle: Your foot does not know the difference between a run and a workday. Neither should
your shoe.

The Clinically Referred Patient

Patients who arrive at footwear through a podiatrist or physical therapist recommendation. They trust
clinical authority over brand marketing. The APMA credential is the key to this channel.

¢ GTM angle: Podiatrist sample program. In-office display materials. APMA credential as a shelf
differentiator.

The Wide-Foot Refugee

A significant portion of the adult US population has feet wider than standard lasts accommodate. Multiple
community posts independently read: I bought Altra because nothing else fits. | am never going back. The
problem is discovery, not product.

e GTM angle: Targeted SEO for wide-foot search behavior. Clear fit guides at retail and online.

The Standing-Job Professional

Healthcare workers, educators, and retail associates who spend 8 to 12 hours on their feet daily. Altra's
FootShape and ZeroDrop platform directly address the root causes of standing-job foot fatigue.

¢ GTM angle: Healthcare and education industry media. HR wellness program partnerships.

Section 11: Storytelling Angles

Each framework below is tied to a specific product, target consumer, proposed KPI, and primary channel.

11.1 'My First Altra' [ASSESSED]

Target: Transition runner. Hero Product: Experience Flow 3. Core Premise: My First Altra is a brand
moment, not just a product. It marks the beginning of a consumer's journey toward natural movement and
gives the brand a cultural anchor for community storytelling, user-generated content, and retail
conversation. Proposed KPI: Experience Flow 3 new buyer conversion rate. Return rate on first-time Altra
purchases.

11.2 'Customer Size Trust' [ASSESSED]

Target: New Altra buyer, wide-foot consumer, any runner who has been burned by inconsistent sizing. Hero
Products: All road models, anchored by the universal fit guide rollout. Core Premise: Most running brands
have a sizing problem they do not acknowledge. Altra has a sizing complexity problem that, if solved and
communicated clearly, becomes a trust advantage. Proposed KPI: Return rate reduction due to fit issues.
Online conversion rate from fit-guide page.
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11.3 'The Road Is a Lab' [ASSESSED]

Target: Performance road runner. Hero Products: Escalante 4 and Escalante Racer 2. Core Premise: Every
road run is feedback. Every mile is information about form, foot, and body. Altra is the shoe that lets you
hear that information without interference. Proposed KPI: Repeat buyer rate among performance road
runners.

11.4 'The 30-Year Plan’' [ASSESSED]

Target: 50-plus runner, injury-recovering runner. Hero Products: Torin 8 and Paradigm 8, anchored by the
APMA credential. Core Premise: Most running shoe marketing is built around race day. Altra's story is better
suited to a running lifetime. Proposed KPI: 50-plus buyer share of Torin and Paradigm unit sales.

11.5 'Wide Is Right' [ASSESSED]

Target: Wide-foot refugee, first-time Altra buyer. Hero Products: Escalante 4, FWD VIA 2, Torin 8. Core
Premise: The running shoe industry decided what a normal foot looks like. Altra built to what feet actually
look like. Proposed KPI: New buyer conversion from wide-foot search traffic.

11.6 The Urban Natural [ASSESSED]

Target: Urban runner, all-day consumer. Hero Product: Escalante 4 urban capsule. Core Premise: Natural
movement does not stop when the run does. Your foot is in a shoe for 14 hours a day. Proposed KPI: New
buyer acquisition from non-traditional running demographics.

Section 12: APMA Strategic Asset

This section identifies an underutilized clinical credential in Altra's possession and outlines how the road
PLM can activate it through brief-writing, GTM strategy, and channel development.

12.1 What the APMA Credential Is [VERIFIED]

The American Podiatric Medical Association Seal of Acceptance is awarded to footwear products that a
committee of podiatric physicians has reviewed and found to promote good foot health. It is a clinical
determination, not a marketing endorsement. The APMA has more than 12,000 member physicians in the
United States.

Altra road models confirmed to carry the APMA Seal of Acceptance: Torin 8, FWD VIA 2, Escalante 4,
Escalante Racer 2, and Paradigm 8. The credential is real, verified, and already attached to the line.

VERIFIED

Confirmed from altrarunning.com APMA styles page and cross-referenced independently with The
Running Well Store's APMA-certified footwear listing.

12.2 Why This Matters for Road PLM Strategy [ASSESSED]

There are approximately 17,000 practicing podiatrists in the United States. Podiatrists regularly
recommend specific footwear to patients recovering from plantar fasciitis, bunions, Achilles tendinopathy,
and other conditions common in the 40-plus demographic. A patient who receives a podiatrist
recommendation does not typically shop around.

Altra's APMA credential creates a clinical-to-consumer pipeline that most running brands do not have and
cannot claim. HOKA has some APMA-accepted models but does not appear to lead with the credential at a
brand level. Neither brand appears to have built it into a PLM-level brief strategy or a genuine channel play.
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12.3 How the Road PLM Can Activate This [ASSESSED]

e Brief the APMA credential as a mandatory product attribute for road models targeting stability,
support, and the 50-plus segment

¢ Build a podiatrist outreach program as a GTM channel: product samples to practices, clinical
education sessions at specialty retail

e Partner with physical therapists and sports medicine physicians who have relationships with the
running community

e Use the APMA credential in the 50-plus storytelling: Podiatrist recommended. Built to last your

running lifetime.

¢ The 30-Year Plan storytelling angle from Section 11 is the narrative container for this channel.

KEY INSIGHT

The APMA credential is a real, verified asset that appears under-activated and directly relevant to Altra's
stated growth priorities in road running, the 50-plus consumer, and clinically referred customers.

Section 13: Sample Brief A

The following brief demonstrates brief-writing approach, format discipline, and consumer-first thinking
applied to a specific commercial opportunity.

Brief Owner
Season
Category
Product Role
Target MSRP

Constraint

Primary Consumer

Secondary Consumer

1. Objective

PLM PRODUCT BRIEF

Altra Experience Transition System

Rocky I. Parrish

Concept for SS2027 or AW2027 gate review
Road Running

Entry and transition driver into Altra ecosystem
$135 to $145

Must maintain competitive weight within the premium daily trainer entry category
while preserving transition-friendly stability.

Runners transitioning from 8 to 10mm drop footwear

Walkers and urban users seeking all-day comfort

Create a road running product system that reduces entry friction into Altra while preserving brand identity,
targeting runners transitioning from 8 to 10mm drop footwear.

2. Consumer Problem

¢ Uncertainty around transitioning to lower-drop footwear

¢ Lack of clarity between models and where to start

+ Fitinconsistency perception across models

¢ Fear of discomfort or injury during the transition period
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3. Product Strategy
Geometry: 4mm drop platform. Slight rocker for smoother transition. Stable base for consumer confidence.

Fit: True FootShape toe box. Improved heel lockdown (specified as a brief requirement, not a development
default). Consistent last aligned with core Altra models.

Cushioning: Moderate stack height. EGO P35 foam. Balanced cushioning with genuine responsiveness.
Upper: Breathable engineered mesh. Seam tape reinforcement at lateral midfoot and heel collar junction.

Construction: Minimum peel-strength specification for upper-to-midsole adhesion. Outsole rubber zoned
for forefoot and lateral midfoot per zero-drop wear pattern data.

4. Competitive Positioning
¢ vs HOKA Clifton: more natural foot positioning, designed for long-term foot health

¢ vs Nike Pegasus: more forefoot comfort, anatomical fit, zero-drop destination pathway

5. Storytelling Direction
My First Altra. Guided entry into the brand. Reduce fear of transition. In-box transition guide (printed).
Retail training on the My First Altra consumer moment.

6. Success Metrics
¢ New consumer acquisition rate

¢ Sell-through versus core models
¢ Reduced return rate related to fit and transition pain

7. Why This Matters
This product system reduces friction into the brand, expands consumer reach, and supports long-term
growth without compromising Altra's identity. It is the on-ramp, not the destination.

Section 14: Sample Brief B

The following brief demonstrates how to approach an iteration on an existing franchise. Evolving a
best-selling model requires protecting what made it successful while solving documented consumer pain
points.

PLM PRODUCT BRIEF
Altra Torin 9: Refined Core

Brief Owner Rocky I. Parrish

Season Concept for SS2027 gate review

Category Road Running

Product Role Core volume driver and brand identity anchor

Target MSRP $155

Constraint Must maintain a competitive weight profile for a premium daily trainer and avoid

gaining weight versus Torin 8.
Primary Consumer Existing Altra loyalists using Torin for daily mileage

Secondary Consumer Runners transitioning from traditional brands seeking a stable neutral daily trainer
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1. Objective

Evolve the Torin franchise to reinforce its position as Altra's core daily trainer while improving foam
responsiveness, fit consistency, and consumer clarity versus the broader road line.

2. Consumer Problem
¢ Inconsistent fit perception across Torin versions
e Lack of clarity versus Escalante and Experience Flow lines
¢ EGO Max foam is solid but reviewers describe it as dated versus supercritical competitors

3. Product Strategy

Geometry: Maintain 0Omm drop (non-negotiable). Slight rocker refinement for smoother ride.

Fit: Standardize FootShape last geometry across the Torin line. Improve heel lockdown. Specify internal
volume as a quality gate requirement. Gel mold measurements documented and held at each review.

Cushioning: EGO P35 or equivalent. Target 15% improvement in energy return versus Torin 8 EGO Max.
Maintain comfort-first experience.

Upper: Engineered mesh with improved breathability. Seam tape reinforcement at lateral midfoot and heel
collar junction as standard construction requirement.

Construction: Minimum peel-strength specification for upper-to-midsole bond. Outsole rubber coverage
zoned for neutral and overpronator wear patterns.

4. Storytelling Direction

The Standard for Natural Running. The foam upgrade becomes a GTM moment: this is the Torin that closes
the energy-return gap.

5. Success Metrics
¢ Sell-through improvement versus Torin 8
e Reduced returns due to fit issues
¢ Increased repeat purchase rate among existing Torin users

6. Why This Matters

Torin is the foundation of Altra's road business. Strengthening its foam performance, fit clarity, and
construction quality reinforces the entire road line and builds long-term consumer trust.
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ALTRA RUNNING

PRODUCT BRIEF

SEASON: 2026 LEADERSHIP COLLECTION | CATEGORY: PLM ROAD RUNNING | STATUS: READY TO LAUNCH

ROCKY I. PARRISH

The Founder Operator | Product Storyteller | End-to-End PLM

PRODUCT NAME

Rocky 1. Parrish

CLASSIFICATION

Product Line Manager, Global Road Running
DEVELOPMENT ORIGIN

Alexandria, VA | 2013 to 2025

PRICE ARCHITECTURE

Competitive with market. Negotiable on terms,
not on output quality.

PRODUCT TRUTH

Built from scratch, not borrowed from a shelf. A
product leader who has owned the full arc of
brand building: concept, brief, development,
story, retail, and consequence.

KEY DIFFERENTIATOR

Every product decision was also a business
decision. No infrastructure. No supporting
cast. No safety net.

AVAILABLE COLORS

Collaborative. Direct. Strategic.
Consumer-Obsessed.
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BRIEF HEADER
Product Name Rocky I. Parrish
Product Category Product Line Manager, Global Road Running
Season / Availability Immediate
Product Role Commercial driver and end-to-end leader for the global road running
category
Fit System Flexible. Adapts to team culture and process without losing structural
integrity.
Drop Zero. Full process knowledge. Ready to contribute from week one.
Price Point Competitive with market. Negotiable on terms, not on output quality.
Product Truth Built from scratch, not borrowed from a shelf.
CONSUMER PROBLEM

Altra needs a road PLM who can hold a specific tension: protecting the brand's zero-drop identity while
executing the accessibility and growth strategy Barton and McLaren have defined. The wrong candidate
either defends the past or chases the market. Altra needs someone who can do both simultaneously.

WHY ROCKY: THE CHALLENGER BRAND ADVANTAGE

Strong teams benefit from multiple perspectives. Large-brand candidates often bring deep experience with
scaled product systems, mature development infrastructure, and established category processes. My
experience adds something different and complementary: building from zero.

At ROCKDEEP, there was no internal testing lab, no category team, no existing retail infrastructure, and no
heritage consumer base to fall back on. Every brief had to earn its shelf. Every product had to justify its
margin. Every story had to find its audience with no marketing budget.

Altra's current situation, under 10% US brand awareness but posting strong quarterly growth, is still a
challenger brand problem in many ways. The skills required to build an entry system that converts a
curious HOKA runner into an Altra loyalist, simplify line architecture, and activate a clinical referral
network through the APMA credential are skills [ developed by building in that environment.

KEY FEATURES AND BENEFITS

End-to-End Process Ownership

At ROCKDEEP, I led product concept development, seasonal assortment planning, footwear design
direction, and brand storytelling across four retail locations. At RAX, [ owned the full seasonal line planning
process for outdoor and running footwear: authoring briefs, driving gates from concept through sampling
and commercialization, and managing SKU lifecycle and inventory health.

Women's Footwear Development from the Ground Up

At both RAX and ROCKDEEDP, I applied women-specific last development principles across running, outdoor,
and lifestyle footwear. Heel geometry, midfoot volume, and forefoot width ratios were treated as distinct
design parameters, not scaled-down men's tooling. This is consistent with Barton's stated mandate and
McLaren's confirmed growth priority.

Zero Gap Between Brief and Execution
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At RAX, I led cross-functional seasonal processes with Sales, Design, Development, and Sourcing in
compressed multi-season timelines, delivering on-time, on-cost product across trail, hiking, and
road-to-trail categories.

Storytelling as a Performance Metric

At ROCKDEEP, I built brand narrative frameworks connecting athlete identity, culture, and performance
innovation. At Jordan Brand as a Strategy Consultant, [ coordinated 100-plus counterfeit enforcement
actions with the National IPR Center. As a television and radio contributor on CBS, NBC, FOX, and WB-50, |
communicated complex product and cultural ideas to national audiences under deadline.

Retail-Floor Intelligence

[ launched four ROCKDEEP retail locations, translating brand identity into physical retail environments. |
have been the person who trains the sales associate, reads the floor, and catches what the brief missed.

RECOMMENDED FOR

¢ Immediate contribution with a clear point of view on road line architecture and consumer friction
¢ Consumer focus group leadership across running, lifestyle, and urban demographics

¢ GTM partner engagement through story, not only through specifications

¢ Women's road product development with last-based rather than resized thinking

¢ Expansion opportunities across women, urban, 50-plus, and clinically referred consumers

¢ Long-term brand building, not only seasonal execution

CLOSE

[ am strongest where product, consumer insight, and business reality intersect. That is why this role is
compelling to me, and why I believe I can add value quickly.

Rocky 1. Parrish

Rocky@RockyParrish.com | 703.520.4921
Product Storytelling | Footwear Product Leadership | Brand Building
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Appendix: Cite Verifications

All information in this document is based on publicly available, independently sourced material. No
proprietary or internal Altra data is cited. Research labels throughout (VERIFIED, TRADE-REPORTED,
ASSESSED) indicate the confidence level and source type for every claim.

Company and Line Data (Sections 2 and 6)

VF Corporation Press Release, March 2018: VF Corporation Announces Definitive Agreement to
Acquire Altra. Acquisition facts, distribution scale, country count.

SGB Media, Brian Beckstead founder interview. Post-acquisition context. Founder attribution as of
2018 only.

Footwear News, July 2024: Altra Taps 20-Year Nike Veteran Kylee Barton. Barton's hire, Nike
background, reporting structure.

VF Corp Press Release, February 28, 2026: Altra Builds Super Feet in the Era of Super Shoes. Barton
direct quote and Experience 3 Collection positioning.

Running Insight, 2025: 25 Women to Watch. McLaren and Barton mandates including female-first
product development.

Shop Eat Surf Outdoor, December 2025: McLaren interview. Revenue growth figure (trade-reported)
and 2026 priorities.

T3.com, October 2025. Revenue target (trade-reported, attributed to VF CEO Bracken Darrell).

altrarunning.com official product pages, April 2026. Current model names, specs, fit systems, and
APMA accepted styles.

RunRepeat independent lab testing. Drop values, stack heights, energy return figures, and fit system
width measurements.

Doctors of Running, Torin 8 review, August 2025. Verified retailer pricing ($149.95) and midsole
performance analysis.

Fleet Feet confirmed brand ranking to Footwear News, 2024. Top-10 best-selling brand status.

Competitive Landscape (Section 7)

BareFootRunReview, Altra vs. HOKA comparison. Philosophical positioning and durability
assessment (paraphrased).

Marathon Sports, HOKA vs. Altra comparison. Clifton 10 vs. Torin 8 head-to-head (paraphrased).
Outdoor Life, Altra vs. HOKA comparison. Positioning and fit differentiation (paraphrased).
RunToTheFinish, Altra vs. HOKA. Community-level brand comparison (paraphrased).
UpbeatRun, Altra vs. HOKA. Durability comparison (paraphrased).

Durability and Construction Research (Section 3.5)

Sciencelnsights.org: How Running Shoes Are Made, Step by Step. Cement lasting, peel-strength
testing, and adhesion failure modes.
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Sneaker Freaker, Material Matters: Sneaker Innovation 2024. LightSpray construction and no-glue
bonding innovation.

Forresters IP, Paris 2024 Olympics running shoe technology review. PEBA vs EVA comparison and
energy return data.

MDPI, Mechanisms, Economy, and Performance of Advanced Footwear Technology in Endurance
Running, 2025. Midsole degradation research. Note: PEBA degradation findings represent
peer-reviewed research; industry application and conditions may vary.

Tread Labs, What Your Running Shoe Wear Pattern Means. Gait type and wear pattern correlation.

Doctors of Running, Footwear Science: Outsole Wear Patterns. Clinical biomechanics of wear
pattern analysis.

Marathon Handbook, What The Wear on Your Running Shoes Reveals. Gait type distribution
estimates and wear zone mapping.

TheFootwearEdge, Footwear Manufacturing: The Process Behind Shoes. Construction method
descriptions.

Community Voice and Consumer Segments (Sections 9 and 10)

Reddit communities: r/running, r/ultrarunning, r/BarefootRunning. Forum threads reviewed for
recurring themes. Treated as recurring anecdotal signal, not statistically sampled research.

Singletrack World community forum, Altra thread. Durability and fit consistency feedback.

Camino de Santiago hiking community forums. Achilles and transition pain feedback from distance
use community.

APMA Strategic Asset (Section 12)

altrarunning.com/en-us/apma-accepted-styles. Official Altra APMA Seal confirmation.

The Running Well Store, APMA-certified footwear listing. Independent confirmation of specific
APMA-accepted Altra models.

American Podiatric Medical Association (apma.org). Seal of Acceptance program description and
standards.

Women's Footwear Development (Sections 10 and 15)

Running Insight, 2025: Female-first product development confirmed as Barton's mandate.
Footwear News, McLaren interview, 2025: Women consumer growth priority confirmed.
Rocky Parrish professional experience at RAX (2012 to 2019) and ROCKDEEP (2013 to 2025).

All research conducted between March and April 2026. Financial figures labeled TRADE-REPORTED reflect
industry media coverage and are not audited company statements. Research labeled ASSESSED represents
strategic interpretation and is not presented as verified fact.
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