FREE
SAMPLE

First published in 2020 by John Wiley & Sons Australia, Ltd
42 McDougall St, Milton Qld 4064
Office also in Melbourne
Typeset in Alegreya Medium 11/14pt
© John Wiley & Sons Australia, Ltd 2020
The moral rights of the author have been asserted

© Wiley 2019

ISBN: 978-0-730-34943-3

All rights reserved. Except as permitted under the Australian Copyright
Act 19688 (for example, a fair dealing for the purposes of study, research,
criticism or review), no part of this book may be reproduced, stored in
a retrieval system, communicated or transmitted in any form or by any
means without prior written permission. All inquiries should be made to
the publisher at the address above.
Cover design by Wiley
Back cover image © Shoes of Prey Inc.
Internal background image: © Ursula Alter / Getty Images
Printed in Australia by Ligare Book Printer
10 9 8 7 6 5 4 3 2 1
Disclaimer
The material in this publication is of the nature of general comment only,
and does not represent professional advice. It is not intended to provide
specific guidance for particular circumstances and it should not be relied
on as the basis for any decision to take action or not take action on any
matter which it covers. Readers should obtain professional advice where
appropriate, before making any such decision. To the maximum extent
permitted by law, the author and publisher disclaim all responsibility
and liability to any person, arising directly or indirectly from any person
taking or not taking action based on the information in this publication.

ffirs

iv

September 24, 2019 9:47 AM

Contents
Foreword

vii

About the Author

ix

Introduction

xi

PHASE 1: ON LEARNING AND CHOOSING

1

1 Learning by doing

3

2 Choosing to try

13

3 Naming our idea

21

PHASE 2 : ON BUILDING AND DETERMINATION

2 9

4 Finding suppliers in Hong Kong

31

5 My first China trip

37

6 Testing, testing

45

PHASE 3 : ON LAUNCHING AND COMMITMENT

5 7

7 Ready?

59

8 New normals

67

9 Telling the world

77

PHASE 4 : ON RAISING FUNDS AND EVOLVING

8 5

1 0 Can we please move the status quo? Thanks.

87

1

9 7

Things you can control and things you cannot

1 2 The money question

ftoc

v

1 05

September 20, 2019 1:36 PM

© Wiley 2019

Reboot

PHASE 5 : ON ESTABLISHMENT AND TENACITY

115

1 3 Growing in China

1 7

1 4 Working with your ex

1 29

1 5 New horizons

1 39

PHASE 6 : ON MOVING AND GROUNDING

15 1

1 6 A new factory in China, a new office in America

1 53

1 7 Emotional intelligence goes a long way

1 65

PHASE 7 : ON FAILING AND RESILIENCE

17 5

1 8 Testing and pivoting

1 77

PHASE 8 : ON CLOSING AND ACCEPTANCE

191

1 9 The start of the real hustle

19 3

20 Knowing it’s the end

209

PHASE 9: ON REBOOTING

2 15

21 What I know now

21 7

22 The reboot button

231

A whole lot of thank you

233

Appendix A: Values document

235

Appendix B: Moving checklist

241

Appendix C: Fundraising

249

Index

261

vi

ftoc

vi

September 20, 2019 1:36 PM

About the Author
Jodie Fox is an entrepreneur who may or may not make it.
Jodie Fox was a co-founder and the creative director of Shoes of Prey. A
banking and finance lawyer by trade and a dedicated creative, Fox created
a perfect nexus of the corporate and creative worlds when she co-founded
Shoes of Prey.
Identifying and serving a gap in the market for custom-made shoes
at non-luxury prices, Shoes of Prey was considered a global leader and
innovator in mass-customisation and on-demand manufacturing. A
vertically-integrated business that raised over US$27 million in funding,
and with more than six million shoes designed, Shoes of Prey changed
the way the retail industry thought about product and manufacturing.
Shoes of Prey ceased trading in August 2018. Now Jodie Fox is rebooting
herself for her next venture.
In recognition of her work at Shoes of Prey, Fox was a judge at the
World Retail Awards (2016, 2017, 2018) lectured the Stanford Graduate
School of Business MBA Class (2016, 2017, 2018) and regularly keynotes
events including the National Retail Federation conference (2017), Virgin
Australia Melbourne Fashion Festival (alongside Renzo Rosso, Nicola
Formichetti and Fern Mallis) and the American Apparel and Footwear
Association Executive Summit (2016).
Accolades collected by Fox personally include:

•

Two Ten Women In Footwear Industry Impact
Awards — Inaugural WIFI In luencer Award (2018)

•

listed as number 6 in the Top 50 Australian and New Zealand
Women in Tech (2016)

ix

flast

ix

September 20, 2019 1:35 PM

Reboot

•

Elle Magazinee Style Awards — Fashion Innovator of the Year,
Australia (2015)

•
•
•
•
•
•

Griffith University Business School Outstanding Alumni (2015)
Top 30 most in luential women in Australian retail (2014)
Top 10 Australian female entrepreneurs (2014)
finalist for the InStylee Audi Woman of Style Awards (2014)

Cosmopolitan Magazinee’s top 30 women (2013)

© Wiley 2019

Telstra Businesswoman of the Year (Australia) — Private &
Corporate Sector (2011).

x

flast

x

September 20, 2019 1:35 PM

Chapter 1

Learning by doing

It was 4 pm on a weekday afternoon and I was sitting on my parents’
kitchen floor, surrounded by books, papers and guides to choosing my
university degree. My close riend Fiona was leaning over the kitchen
counter urging me to make a decision.
I had just 30 minutes to submit my final university pre erences or
what elt like the beginning o a very specific path I’d have to take or the
rest o my li e. I’d auditioned to get into a dance course and been told to
simply put it as my first pre erence to get in. And that’s what I’d selected.
However, I also knew I would likely get a high school finishing score that
would be good enough to get into a dual degree o law and international
business. I was torn. And it was down to the wire.
The pressure around this decision was all o my own doing. My parents
were the most supportive parents imaginable. Both had grown up in
poor amilies descended rom even poorer amilies. Each generation had
dedicated their energy to building a better set o opportunities or their
children, and particularly with respect to education.
My Nonna (my Italian grandmother) had reached a mid-primary
school level o education in a rural town in Sicily. My perception o her
mother is that she was a harsh woman who saw more value in my Nonna
doing physical labour than in attending school. This was likely born o
a situation in which labour supported the amily financially, whereas
school came at a cost.
My mother got to mid-high school, and my ather got to complete high
school. He had excellent grades but couldn’t a ord to put them to use by
attending university. Both o my parents prized education highly and, as
I was part o the first generation o the amily able to choose a tertiary
3
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future, I felt both the weight of responsibility and the overwhelming
feeling that comes with uncharted territory.
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While my father didn’t have practical advice for me on tertiary
education, he had given me something arguably more valuable: he’d
fostered in me an awe and excitement around the potential the world
held. When I was little he continually encouraged me to keep speaking
Italian with Mum — if I spoke two languages I could be a diplomat, or
an international businessperson, he told me. He gently encouraged me
to picture an adulthood of travelling and working in a high-flying
executive role.
He may have got more than he bargained for. As a child I broke down
in tears at the suggestion of leaving Lismore for university in Sydney, a
12-hour drive away, telling my dad I would never ever want to leave
Lismore, because I would never ever want to be away from my mum and
dad. Now I’ve been living abroad for years and when my mother asks me
when I’m moving back to Australia, I’m not sure what to say.
Alongside seeding these images of my professional life, Dad would
remind me that getting good marks would give me the freedom to choose
a career like that. And if I saved my pocket money and, later, earnings
from my part-time jobs, I would have the freedom to choose my quality
of life.
The idea of the ‘freedom to choose’ became the heart of my motivation
and still is today. Even at a young age I was strangely cognisant of this,
choosing to study instead of going out, choosing to do fitness conditioning
on a daily basis, choosing my high school electives to play to my strengths
to get the highest finishing score I could.
‘Freedom to choose’ also went hand in hand with a strong sense of
independence, which in my memory is best demonstrated by the time
I announced to my mum and dad, at about eight years old, that I was
ready to move out. I was moving into the cubby house. With gentle and
intelligent questions (‘Where will you go to the bathroom?’ ‘What about
all the spiders?’ etc.) they managed to negotiate me out of the idea, but
nonetheless, the flame was lit, and there was no turning back.

4
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I was not, however, totally ree-spirited. As a child I worried
incessantly. I was terri ied when I irst came to understand the
concept o death, and would ind mysel in a panic lying in my bed
thinking about it. This worrying expanded into other areas, o course,
and I have vague recollections o child psychologists, lipping dreary
monotone meditation cassette tapes over in my white and purple
Walkman, and Mum’s well-meaning dousing o my pillow in lavender
oil each night.
This incessant ear made me shy and, even though I didn’t know it
yet, depressed. But my shyness was single-handedly eradicated by my
year 12 drama teacher, Peter Derrett. An unapologetic, hyper-intelligent
disrupter, Mr Derrett taught me lessons and principles I still carry with
me today. He didn’t soften the world or the classroom. He didn’t just walk
through the syllabus. He evoked imagination, passion and joie de vivre.
He pushed me into a baptism o fire by casting me as Juliet in a school
play, and through that tough love taught me:

•

You will never be embarrassed or oolish i you truly put
everything into what you are doing.

•
•

Always get back up and try again (i.e., reboot).
The happiest people ollow their heart.

Another influential teacher at high school was Mr Quigly, who taught
commerce. Commerce just made sense to me. I loved it. But, the subject
was only available or a short time, so I didn’t revisit this again or many
years.
All o this weighed on me in that moment on the kitchen floor. It was
my first true experience o a very pivotal moment. The real rite o passage
into adulthood — the making o a big decision that only you can make.
With ew metrics to guide me or such a big decision, I ound mysel
scrambling or reasons to choose one or the other. On the next page is
what I wrote down as I looked or pros and cons.

5
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Fiona stared at me, gobsmacked that I would even consider law over
dance. She knew me well and in that moment, could probably see more
clearly than I could.
I chose law.

Six cups a day
My first year o law and business school was brutal, haunted by a eeling
o regret or the path not chosen. I ound mysel at each semester break on
the phone with my old dance teacher, in tears, looking or some guiding
light, some com ort that I’d made the right choice. I tried continuing
dance training at a local studio, but, without being able to dedicate the
same number o hours as I had previously, it was a rustrating exercise in
thinking my body could move like it used to, and finding with each step
that it could not. Eventually I stopped attending class and stopped my
daily dance exercises.
During these days I ell into a weird routine that showed me exactly
what happens when you do something that your heart isn’t in. I would
regularly sleep until 2 pm, then buzz into lectures uelled with six cups o
co ee in a bid to keep my brain switched on to engage with the content. I
scraped through exams and assignments with the lowest e ort possible,
which resulted in the lowest passing marks possible. My essays were an
embarrassment, my energy entirely devoted to trying to keep mysel
moving orward day by day, rather than actually learning. I ound it
impossible to concentrate on the long passages o legal language and
hated mysel or my poor marks. It elt like my brain was in molasses.
I wondered how I would ever make it through the ull five years. But the
idea o dropping out was impossible. To not keep my promise to mysel to
learn this, not keep my promise to my parents that I had truly made my
mind up on my path in li e? I had mentally constructed or mysel just one
viable path to ollow, and that was to finish my dual degrees in law and
international business.
Painstakingly, I stuck with it. It elt like a cage. But it didn’t have to be
that way. In hindsight, the best piece o advice I could have given mysel
would be to look or ways to enjoy it. To get curious about law in a way

7
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that really meant something to me, that fit with my passions, values and
belie s. Reflecting on this now, it’s possible that I didn’t even understand
what those belie s and values were then. Today I am clearer about this,
and conscious that these will continue to grow and evolve too.
I am also very aware o how glossy and per ectly impossible that piece
o advice to my younger sel is — to look or ways to enjoy something I was
hating. It’s easy to know better more than a decade down the track, with
what eels like many li etimes more experience o the world and mysel
since then. Interestingly, that lesson is still worth reminding mysel o
today, on those mornings when I pad around doing tasks that are the least
important because I am avoiding the big scary task that I don’t know how
to do. Yet as soon as I sit down and let mysel ocus on it, it’s absorbing,
it’s interesting, and it’s ultimately very rewarding to crack something
entirely new.
During my third year o university, one o the major law firms’ local
o fices had a huge litigation on and my flatmate, Peta, had heard they
needed a small army o paralegals to work through the due diligence.
Somehow I managed to snag one o the positions. (I put it down to
their desperation or able people, not anything to do with my talent,
given my middling grades.) This blossomed into a summer clerkship,
which turned into a job in the mailroom, which turned into a job o er
on graduation.
I elt like a raud. Had I tricked the system to somehow land this role in
a top-tier firm? How long till someone figured me out?
During graduate lawyer orientation and training sessions I was
constantly watching my graduate colleagues, wondering i they’d spotted
the cracks in my capacity or qualification to be there alongside them.
They never mentioned it, but I still wonder i they knew. This sense o
raudulence grew into an accepted sel -perception or me. A habit, i you
will. And some habits never die.
I ound my niche very quickly in banking law. It was one o the ew
subjects I’d enjoyed at uni (alongside jurisprudence, and in particular
a class called ‘legal fictions’ where we dissected pop culture against
jurisprudential theory, but I hadn’t ound a way to weave that into a
career). And the people around me were incredible. It turned out that
the years I’d done in the mailroom served me well, having given me a
8
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practical application o the processes that surrounded banking. It would
take me many more years to understand that I learned by doing.
Within my 2.5 years o banking law I tried insolvency litigation,
banking, finance and securitisation. Immersed in interesting work,
surrounded by incredible minds, my attention was held but my heart
was not. I was demotivated yet again. I wanted to shine at my work but
I was ailing to engage with the papers in ront o me. I started making
simple errors and, while none ultimately slipped through the net, that,
alongside my mood dropping urther and urther, showed me something
had to give. And so came that inevitable moment.

‘I had an awesome day!’
I was at dinner with my riends Matt and Jess Newell. Matt, who worked
in advertising, asked me how my day had been. It had been the worst.
I was working through an insolvency case that I was finding personally
challenging. I gave a short version o the overly long day, and then asked
Matt, ‘How was yours?’
‘I had an awesome day!’ he replied.
When he said that, something just clicked. I hated law. I had to get out.
To do that, I had to finally ace what I’d been avoiding since my first day at
law school. I had to make some clear decisions and take action.
In hindsight, this was another important lesson that I can only today
articulate succinctly. Sometimes, the momentum o li e that we build or
ourselves simply becomes our li e. We orget to keep making conscious
decisions. We orget to keep checking in with the li e we want or
ourselves, our values, our vision. I had gone to law school not to become
a lawyer, but to learn a new way o thinking. To quali y mysel or other
dreams. But, here I was, a lawyer. Not looking at any path other than
becoming a partner or in-house counsel. It had to stop.
While today I can tell you with clarity how I figured mysel out, rest
assured, at the time it was messy, rustrating, exhausting and emotional.
It elt like it might take orever to get an answer — or that the answer
might never come. And even when I did come up with an answer, I didn’t
know or quite some time whether it was the right call or not.

9
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In many ways, even as I write this book, I am in that place again. I’m
asking mysel really messy questions like ‘Was that a fluke?’ and ‘Have I
peaked?’ The mind is a brutal companion. We will come back to that later.
For now, here are the steps I took.
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I came to a realisation that when I chose to study law, I had not known
what law was in the day-to-day sense, as an industry: what a good day
looked like, what the bugbears were — and what I could and could not live
with. And now that I was thinking o changing careers, I didn’t want to
leap rom the rying pan into the fire.
So I began to quiz every person in my li e about their career. From
close riends to acquaintances at events, I’d eagerly enquire about how
their day had been, i that was usual, what kind o tasks they’d done,
what success looks like, what the industry was like. The questions went
on and on. And as I climbed into that research rabbit hole I realised that
I would need to marry up these findings against the things I wanted out
o my career. Otherwise, I’d risk choosing something that one o my
interviewees loved, not something I loved.
My list was an uncensored mix o work and personal li e values, applied
to career. It was something like this:
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As I read this list again today, not much has changed.
In the end, advertising was the industry that piqued my interest. It
seemed to have most o my list neatly tied in a bundle. And Matt Newell
mostly had good days at work, so there had to be something to it.
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I researched agencies and met with as many people as I could. But
the truth was I’d already allen in love with an agency I wanted to join:
The Campaign Palace. They had a page on their website dedicated to
their values. As I read them I elt like I’d ound my tribe. The values,
the people, the work. Everything I read told me that this was not just a
fit or the kind o career I wanted, but would also serve what I believed
in too.
One morning, amid all this personal discovery, the partner at my law
firm walked in with about 27 olders o due diligence and had them set up
in my o fice. My heart sank, but my stomach elt very grounded. I knew
what I had to do. I closed the glass door and cold called The Campaign
Palace. The next day I interviewed with Sasha Firth, the head o account
management and group account director, and, a ew days later, resigned
rom law to move into advertising (taking a 50 per cent pay cut along
the way).
As I spoke to each o the partners to say goodbye, one in particular will
always stick in my mind. He said to me, ‘Ah you’re going to do something
creative. O course. I mean — look at your shoes!’ That day I was wearing
a pair o cobalt-blue fish-skin kitten heels. I smiled, said thank you and
walked out the door.

12
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Choosing to try
It was the summer of 2008. In Australia summer means long days
stretched out on the sand at the beach, salty hair, the smell of sunscreen,
and my favourite — the feeling of a warm breeze around bare shoulders.
At that time I had been working in advertising for just over a year. The
Campaign Palace operated in a very flat corporate structure, so in a short
time I’d had exposure to all parts of the brand-building process — brand
strategy development, media-buying strategy, the creative process and,
finally, execution. There was a lighthearted sense of quirky fun that
permeated the workplace and a lot of learning on the job that I loved.
I was finally starting to understand that I learned best by doing and I
started to feel at home.
Michael Fox and I had married in September 2006 and moved to
Sydney in 2007. He’d started out with a graduate stint in law at Clayton
Utz, another major law firm, followed by a graduate role at Super
Cheap Auto. At that time, it was the fastest growing retail business in
Australia. Michael was the first graduate they’d taken on, and under
the wing of the CEO he was given an in-depth operational experience
of the entire business, alongside him doing his MBA. The program
shifted significantly after his first year and he went on to Google,
at the urging of his best friend and a groomsman at our wedding,
Mike Knapp.
Mike had worked at Google from very early on in the establishment of
the Australian o fice. He’d graduated law and IT, and was now working
as a so tware engineer at Google’s headquarters in Silicon Valley. (To
minimise confusion, I’ll only refer to Michael Fox as Michael, and Mike
Knapp as Mike.)
13
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Finding our Purple Cow
We had all ended up at Broadbeach on the Gold Coast that summer, a
beautiful, long sandy beach on the east coast of Australia.
We were lying on the sand kicking around ideas. Mike and Michael
w and had been
had both recently read Seth Godin’s book e Purple Cow
watching clients at Google achieve stratospheric success thanks to
growing consumer confidence in buying online.
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The premise of e Purple Cow
w is to develop a concept so interesting
that people cannot resist sharing it with others. Imagine driving past a
field and seeing a purple cow in it. Now tell me you wouldn’t share that
on social media.
We kicked around ideas from ugly sweater kits, to — well, to be honest,
I don’t remember all of the ideas. But we fell upon shoes at some point.
I had recently made a stopover in Hong Kong a ter learning from
Michael’s mother, Jenny, about a store there where she had designed her
own shoes. I loved the idea and desperately wanted to try it out.
I had dashed from the airport to Hong Kong Island, winding my way
through a cramped street market before finally finding myself in a shoe
store roughly the size of a small market stall.
The warm lighting and neat beige shelves with gold finishings were a
welcome refuge from the multisensory assault from the alleyway in which
the store was located. I glanced dubiously at the rows of shoes, none really
to my liking. There was absolutely no hint that I could design my own.
Was I in the right place?
An older man came out from the back room and I explained I would
like to design a pair of shoes. He nodded and bustled to the back room,
returning with piles of swatchbooks and a sketch pad.
This man was Mr Tin, who would become our first supplier.
That day I discovered that designing shoes was a lot of fun. The myriad
colours, textures and shapes were incredible. I designed 14 pairs in 1.5
hours — surely I’d broken some kind of record. I returned to the airport
elated with excitement.
Ten weeks later the shoes arrived in Sydney. As I wore the shoes I got
more and more questions from my girlfriends — largely because the shoes
14
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were designs they’d never seen. When I explained I’d designed the shoes
myself, they asked if I could have shoes made for them too. The excitement
about the prospect of designing shoes was unanimous. The reasons they
cited — ‘I can never find shoes in my size’, ‘I want to make shoes with a
lower heel’, ‘I can’t find the style of shoes I’m looking for’ — would later
become key parts of our consumer insights.
Sitting on the beach, we reignited a conversation that Michael and I
had with his family the night before — designing your own shoes online.
We got talking about how excited every single woman was when we told
them about the concept of designing their own shoes. How I had felt
when I found out that I could do this. We talked about the shoes I was
having made for my friends, how many pairs I’d bought, how much they
cost, how long it took for me to receive them, how I’d designed them. It
really felt like it could be a Purple Cow idea.
Lying on the beach, feeling the sand shift under my beach towel
as I propped myself up on my elbows talking about starting a
company — it didn’t feel extraordinary. It was a relaxed time of year,
heading into holidays and time with family. My mind wasn’t racing as
it normally did over endless weeks of work; it was relaxed, imaginative
and curious. I didn’t feel lightning strike. I didn’t have a burst of
‘knowing confidence’.
While I knew from my law days about company structures and setting
up a business, there was a lot I didn’t know about starting a business.
I was a good saleswoman (I’m still proud of that time I sold over a thousand
dollars of The Body Shop product in one transaction when I was 18), but
I didn’t have an inside scoop on marketing, PR, financial modelling,
fundraising, bootstrapping, conversion rates, manufacturing, making
shoes, doing business in China, e-commerce, ROAS, COGS, CAC, LTV,
and so on. (Don’t worry if you don’t know these terms — I’m intentionally
doing that so you feel the same discomfort I did at this stage. I’ll explain a
lot of these later in the book — no need to pull up Google right now!)
And, all that aside, I definitely didn’t want to just instantly drop everything.
I did know that I loved designing my own shoes. I loved the idea of
everything I’d learned in my career thus far, the skills I’d built and the
savings Michael and I had made, providing us with the freedom to
explore and potentially choose to start this business. I felt curious enough
to explore it a little further.
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I admired various businesspeople but I wasn’t an avid reader
of business biographies and business books. I didn’t have a swathe of
theories that I was aching to put to use. I just had a curiosity. I know there
are many out there who would have had much greater ambitions than I
did at that point in the journey, but I didn’t. I just looked at the next step,
then the one a ter that and the one a ter that.
It gave me a sense of comfort that both Michael and Mike had
observed this world of entrepreneurship. The fact that they were curious
about the idea too validated for me that it was worth exploring. I just
felt that there was nothing to lose. And, if this did work out, and we
were financially successful — maybe, just maybe — I could take myself
and the next generation of my family into even greater freedom
of choice.
It was an itch I wanted to scratch. But how to begin?

Going from idea to action
In the weeks and months that followed, we researched. Was anyone else
doing this? Were they doing it well?
I pulled out my old university books from my degree in international
business and started to think through things. What were the Strengths,
Weaknesses, Opportunities and Threats of the idea?
How would the business model work? How would we make money?
And then Michael and Mike prompted questions from their fields
of expertise — for example, how would people use the website to
design shoes?
And, on top of all of that, how on earth would we make shoes? How are
shoes made?
When I thought about solving all these problems at once, it felt
overwhelming and far too di ficult to achieve anything. It was like trying
to push a whole pile of boxes through a doorway at once: you’re bound
to get stuck. But if you take them through the doorway one by one, you’ll
eventually get everything through.
That is, if you can convince yourself to stop procrastinating. This was
my enemy number one, and the beginning of a painful relationship with
16
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myself in finding the line between inaction and creating the mental
space for creativity and recharging. I knew that I needed down time to
really percolate my ideas — to help them take form properly. But how
would I know when I’d had enough productive downtime and was now
just wasting time? It’s not that I wasn’t excited about the idea; it was that
mentally, I was in a hole that I didn’t yet know was depression.
Through our research we found that there was really only one company
attempting to do what we wanted to do. And even then, the user
experience was poor, the materials were not great, and the designs on o fer
weren’t appealing.
Then there was, of course, NIKEiD, now called Nike By You, that
allowed customers to adjust the colours and materials on a limited
selection of sneakers. We’d heard that the customisation area of their
business had grown to around US$100 million in revenue per annum
within a short period of time. This felt validating — we took this to mean
that there was a market for customising shoes.

Finding your MVP
If we took the success Nike was having with customisation and put it into
a women’s fashion shoe label, surely that was a formula worth testing.
And so we began the journey to understand what we would need to do
to build a ‘Minimum Viable Product’ to test this idea. And, yes, this was
the first time I’d ever heard the words ‘Minimum Viable Product’ or, if
you’re super hip, ‘MVP’. Mike had experience with this process at Google
in building so tware, so I learned about the concept from him, and
it seemed to make sense. Put together the most basic version of your
idea, show it to people you think are your target audience, get feedback,
and then you know what to invest more time in for the next version of
your idea.
Or in more theoretical terms: You need to validate your idea through
both qualitative and anecdotal research that provides compelling support
for the idea, both for you and the team you hope to build. This is incredibly
important because, particularly at the start of a business, the hours
are long, the work is di ficult and the pay is low. So it’s important to do
everything you can to show that all of this is worth it.

17

c02

17

September 20, 2019 1:31 PM

Reboot

Here are some of the research questions Michael, Mike and I asked
ourselves when we were thinking about our idea and MVP:
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•
•
•
•
•

Do people want to buy this product or service?
Are they looking for it on Google?
Are they asking about it on forums?
Are they talking about it on social media?
Are they trying to use existing products and services in a way that
would be better served by a tailor-made solution to that problem?

•
•
•
•
•
•

Who else is doing this?

•
•
•
•
•
•
•

How can I take a share of this?

•
•
•
•
•

Does this business idea scale e ficiently?

Who are the industry players?
What do I need to learn from the current industry players?
How big is the industry?
Which geography do I want to start in, and end up in?
How much profit does the industry generate in the market in
which I want to play, annually?
How would people find out about my product/service?
What would the most compelling key message be for customers?
What’s better or worse about the way I think this should be done?
What’s my unique selling point?
How big can this business be?
How big do I want my business to be? Do I want to build a large
global business, or a lifestyle business for me to run?
What would the business model be?
How would I receive payment?
Are there tax issues I should consider?
How does this fit with the current regulatory framework for the
industry?

•

What resources do I need to start my idea? (cash, hires, equipment, etc.)
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•
•

How do I rally these resources together?
Do I need to raise cash? Should I do it through a loan? Venture
capital? Friends and family?

•
•
•

Do I need access to experts in this industry?
What roles would I need to hire?
Do I know people I can talk to about this? If not, how do I meet
them? Are there networking functions for this industry?

•

What would be exciting about this idea for the people I want to
work on this with me?

•
•
•

What would a basic 12-month forecast look like for this?
Can this business break even? And if so, when?
If I think this business could be sold to someone, who might that
someone be?

Our list kept becoming longer and more detailed, which is exactly the
kind of thinking and research that should go into the idea at this moment,
before making any significant resource investment.
When we finished our research phase, we took a breath and then set
about step two, which was pulling together what we’d need to make
it happen.
Just remember — if you also decide to create a list of research questions
like we did, I would recommend that you give it parameters. There is a
point at which you will learn infinitely more by simply doing rather
than planning. So define a limit. Maybe it’s a time limit, or maybe it’s a
milestone limit as to what you need in a minimum viable product to start
showing people and get feedback. It can be risky to launch when you know
the product isn’t perfect, but you can also manage expectations — ‘We’re
just starting out and we’d love your feedback’.
Just don’t get stuck at this stage. You’ll never be fully ready, so jump in
and start the business before you’re ready.
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Naming our idea
As the idea progressed, Michael and I found ourselves drawing our
friends into naming discussions over brunch, dinner and drinks.
The name of our company had to be somewhere and fresh eyes were
always helpful.
As we sat together speaking various words out loud, they felt silly,
unnatural and awkward. We’d often preface saying the word with ‘So I
don’t think this is it, but ...’ and at times we’d just dissolve into laughter
saying words to one another. Argh. Nothing just stuck. In this part of the
business journey I really was looking for a gut response: a feeling to tell
me we’d found the right thing. But as that was absent, I needed to find
some tools to help me figure it out.
I started to look at the names of everything — shops, furniture, even
bands. It made me laugh to realise that some ‘brands’ we just take for
granted and accept in the day-to-day are actually super weird. For
example, I’m sure ‘Pearl Jam’ or ‘Red Hot Chili Peppers’ were not instantly
natural names for bands either. My point being, until you give the words
meaning they are simply that. Words.
Throughout the entire process we kept thinking about brand names
that we each loved. We thought about what made them impressive.
Usually it was the way the word sounded, how it felt to say the words, and
how easily it could be remembered. We repeated ‘Google, Zappos, Mimco’
out loud — hoping these names we loved would somehow help procure
our own brand name.
On the very practical side of things, as we brainstormed we kept
our laptops close by to check the availability of the business name and
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domain name as we worked. We also looked at whether there were other
businesses using that name that we might end up competing with to ‘own’
that word, or that might cause confusion for our customers when they
searched for us online.
I then went through three stages of brainstorming. I don’t know that
there truly are ‘three stages’ to brainstorming a name — this is simply
what organically happened as we felt our way through the process.

© Wiley 2019

Stage 1: Defining the brand insight
and territories
I’d spent a lot of time thinking about this. Why did I and the women we
had spoken to in order to validate our concept find this idea so exciting?
I’m at my best when I visualise, so to help myself unpack this I had covered
three pages with scribbles in pencil, felt-tipped pen and texta that only
made sense to me. It’s funny how these little techniques can really open
up our thinking. Some people go for a run; I like to draw.
It seemed to me that women like me were always on the hunt for
fashion. Whether I was browsing online, lipping through a magazine or
just walking down the street, I would mentally snapshot things I saw that
I liked. A skirt, a handbag, a pair of shoes ... Sometimes I would even stop
the person and ask where they got it from. (For the record, I still do this.
It’s partly for me, so I know where to find the item, and it’s also for the
person because I think it’s really lattering to be asked this.) And then I
would find myself hunting for it.
Hunting.
The idea formed for me that women hunt fashion: women are
‘predators of couture’. This kind of statement feels quite high-end,
because of the category (fashion) and that word I’d used to describe it:
‘couture’. However, functionally, no other word could work in its place
(except perhaps ‘shoes’ — though even from the beginning I wondered
if bringing shoes into the brand name would prevent us from entering
other categories). The trick for us was that we weren’t going to be a luxury
brand, and we didn’t want to pretend to be. We wanted to be a creative,
reliable, young brand that could help you to realise yourself as a shoe
designer and find all the shoes you’d ever hunted.
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Okay. So. Predators of couture. Where to next?
I needed to take this seed of an idea and build out a full identity for this
brand, which luckily I’d experienced at The Campaign Palace.

Building a brand identity
There are so many elements to work on when building an identity for a
business. The most accessible way I found to approach it was to imagine
it as a person. This technique is not new — perhaps one of the best ways to
unlock this approach is the time-honoured concept of ‘brand archetypes’.
I’d come across the concept for brand archetypes at The Campaign Palace,
shared with me by one of the kindest, smartest men in the game, Mark
Sare f. This concept consisted of the 12 types of consumer and described
the traits of each. I would strongly recommend taking a deeper dive into
this concept if you’re in the early stages of building a brand. Here are the
12 types:

•
•
•
•
•
•
•
•
•
•
•
•

caregiver
creator
explorer
hero/champion
innocent
jester
lover
magician
outlaw
regular girl/guy
ruler
sage.

I picked two archetypes to build from for any brand I worked on from
scratch. As I read through the descriptions of each, our idea was the
creator and the lover. The creator helped people to craft something new,
express themselves. The lover built community and was, well — kind of
sexy. I saw our brand as helping women create something that made
them feel amazing. I specifically wanted to avoid exclusivity or alienation.
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The combination of these two archetypes seemed to provide that
foundation. This gave us a clear direction on brand personality very
early on.

Defining our territory
Now armed with a concept and archetype foundations, I had to take a run
at the actual name again. But this time, I decided to choose areas or, as I
called them, ‘territories’, to deep-dive into. No-one really told me to do
this; it was just the process I put together.
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After a lot of scribbling on A3 pages I came up with a few territories
to explore — sort of like themes to focus on at the middle of a
mind map.

•

an actual name — for example, Jodie; but I really didn’t want to
use my own name, as it seemed like hubris and I never wanted to
risk having to ‘give away’ my own name if we sold the company
or something along those lines

•
•
•

hunting

•

wordplay using a shoe-related word mixed with hunting words
or concepts.

myths/legends of the female huntress or warrior
words or customs in other languages and cultures that related
to the huntress

The process of exploring these territories yielded a lot of names. Honestly,
all too weird and silly to even list here.
This exercise also revealed to me that we didn’t want our name to be too
dark and menacing — something hunting is commonly associated with in
pop culture. This was a good discovery moment. And although this helped
open up some really rich brainstorming areas, it didn’t yield a name.

Stage 2: Guided brainstorming
When we felt we’d explored the territories I’d defined to exhaustion, we
looked for new prompts to inspire us. Naming resources and experts
are extremely valuable, but in our experience they were too expensive
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and time-consuming for a barely-started business without any budget.
So we looked for free online resources and Micheal came across the Igor
Naming Guide. This methodology suggests thinking about naming by:

•

Doing a competitive analysis. If many competitors have followed a
particular path, you can di ferentiate easily.

•

Not trying to describe your business in your name. Brands always
appear in a context that describes the business. Let your brand
name do something productive.

•

Remembering that names built upon Greek and Latin roots can be seen
as coldd. Examples given in the guide are Acquient, Alliant.

•

inking of poetic, rhythmic names. They’re great as people like to
say them and they seem warm and friendly, for example, Google,
Zappos, Kleenex, Oreo.

•

Trying to come up with evocative names. These are bigger than
the good or service. They evoke the positioning of the product,
rather than the good or service, for example, Virgin, Apple,
Yahoo — however what they evoke must match the brand.

•

Remembering that taglines are important. They can help brands
rise above their product or service, for example, Nike — Just Do It,
Apple — Think Di ferent.

This process gave us endless lists of possible names ...

•

Muckluck:: A soft leather boot. While the word itself just felt really
rhythmic and poetic to say, in addition to being shoe related, it
risked giving consumers the impression we only sold that specific
style of boot. And the sound sort of felt a bit casual; more casual
than we wanted to position ourselves.

•

Veruca Salt:: The character from Willy Wonka who knows exactly
what she wants but cannot have, in other words, just the type of
woman who would want to design her own shoes. But, probably
not great that verruca is a type of wart that appears on the sole
of your foot.

•

Scarpe: The Italian word for shoes, and also sort of poetic and fun
to say.
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However, again, this didn’t yield a name. Nothing really seemed to be ‘the
one’. I was starting to wonder if perhaps we should simply pick one, and
go with it. Maybe I’d romanticised how I’d feel about the name.
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Stage 3: A bottle of wine
My friend Lisa Lovick, a colleague and fast friend from The Campaign
Palace, and I were sitting in the small courtyard attached to my one
bedroom apartment in Surry Hills. We’d picked up some sushi from our
favourite local place and I’d cracked open a bottle of wine. Her cat, Gremlin
(honestly, she was so cute and definitely looked like a gremlin), wove around
our feet as I talked over all the names we’d thought of but ultimately had
passed on. Lisa was throwing a name to me and I’d say one back. We would
sit silently for a moment, let the name sink in, then keep going.
After a while we were sitting in chairs facing one another, knee to knee,
in some kind of trance-like state, just saying name after name after name.
Finally Lisa, with her hands on her temples, blurted out ‘Shoes of Prey!’
Suddenly all those romantic notions I had about how I’d feel once we had
the right name were there.
Filled with the kind of energy that comes from the joy of a breakthrough,
but wanting to check that we had it right, I then ran it through a series of
practical tests.
Firstly, we wanted to make sure that this worked for people who weren’t
as close to the subject matter as we were. So we went out to test it. Which
means my patient friends, colleagues and acquaintances were (again)
poked and prodded with my questions on how they felt about this business
name. We found that women connected with the name, understood the
insight immediately and appreciated the duality of the word ‘Prey’. Men,
however, didn’t understand the name unless the insight was framed up
prior to being told what the brand name was. They generally liked the
name, but felt it didn’t make sense.
As owners of this name, we also had other concerns — what if we
branched out from shoes in the future? How would we use the name then?
Should we not attempt to develop a name that is not so connected to a
single product? We decided that this wasn’t going to be a deal-breaker. If
we did expand our product o fering, we’d deal with it then.
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We were happy to discover it was available as a URL. Which meant that
we would totally own the tra fic attached to the name.

Forging ahead
To be completely sure, we brainstormed again, using Shoes of Prey as our
benchmark. However, a new name never came. We collectively decided
that the fact that men didn’t connect with this as women did was not a
great concern, because we were only marketing to women. Once the brand
gained momentum and popularity among women (fingers crossed!),
men would be accepting of the name on this basis, and by the way women
behaved in relation to the brand.
I made an attempt at creating a logo, scribbling a woeful page of
concept drawings. Cate Stuart-Robinson, another Campaign Palace
colleague, looked it over and asked why I didn’t just sign the words and
run a needle underneath them. Duh. I did, and we were ready to register
the trademark.
The application process was pretty simple, until we found that the word
‘Prey’ had already been registered in our trade category.
Urgh. We were gutted.
We went back to the drawing board, but still nothing stuck. We
very nearly went back to Veruca Salt, but the trademark issues were
much more challenging with it, it really couldn’t do the job that Shoes
of Prey did, and, honestly, verruca is the name of a wart on your foot.
No. Nope. Nuh-uh.
Maybe we could find another way. We contacted the owners of the
trademark, o fering to buy it. They turned us down. They thought they
might have a use for it in the future, even though they hadn’t used it to date.
I felt so frustrated. Like when you see someone else has your name as
their handle on social media, and yet has never made a post.
We ended up venting about the topic in our blog posts. (We’d created a
blog as a way to share our journey with friends, family and colleagues. It
also helped to have people outside of the business share thoughts on how
we could tackle tricky issues.)
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We also vented over brunch and, aside from being a bit monotonous
for our very patient friends, it was helpful, because a lot of people in our
social circle were ex-lawyers. One in particular pointed out over poached
eggs and avocado that this particular trademark was about to hit a ‘use it
or lose it’ deadline. Which is exactly what it sounds like: if you register a
trademark you have to put it to use in a certain time frame, or you lose the
trademark.
We contacted the trademark owners again and told them they could
either sell it to us now, or we’d file for them to lose it. They replied saying
that they would sell it to us, but only if we included a pair of shoes for their
respective girlfriends.
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It was a done deal.
Finally, we were Shoes of Prey.
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Shoes of Prey launched in 2009. It allowed people to design their dream
shoes online, get them expertly manufactured, and have them shipped
to anywhere in the world within two weeks.

REBOOT

The startup broke even at two months, hit multi-million dollar revenues in
under two years, raised tens of millions in funding from top-tier investors
and shipped to more than 100 countries.
All the metrics pointed to huge scalability. To a huge business.
To a huge success.
But it didn’t succeed. In 2018 the business failed. And this is that story.

Reboot tells the truth of what it is like to be at the
helm of a global business. From the high highs
of besting Karl Lagerfeld on global awards to the
low lows of closing the doors on your dream, join
author Jodie Fox on a raw journey as she reveals
for the first time the story behind the story of
fashion darling Shoes of Prey.
This incredible ride will share lessons on raising
capital, building a brand, finding suppliers, doing
business in China and, most importantly, how to
learn and grow from your successes and your
mistakes and be ready every day to reboot for
the next challenge.
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