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This Todd giv
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__Todd Decker has plenty of reason to amile. Wilh the help of Soyud Brothers Textile Co., he's been able 1o
‘manulacture and market his SOCAROO, the sock with a pocket,

By Debble L. Skiar
speclal writer

Hey, you men who are tired of carrying
around pmphylntlu in your blllfold, lllleu
up! .
Thanks to 2 West Bloomilled -en-
treprencur, safe sex s now as easy as yull-
Ing on your socks — literaily,

Todd Decker of the Decker Group Inc. in
West Bloomfield has created SAFE 50X
available through Midwest AIDS Preven-

tlon Project in Fermdale.

“SAFE SOX are socks with a. Velcro
pocket discretely placed on the slde,” Deck-
ersald. “Inslde the pocket isa condom.”

The Velcro-flapped pocket also can hold
money, jewelry, credit cards and other
small necesslties, according to Decker, 39,

. whose flrm 13 credited wilh developing the

forerunner to the SAFE SOX, the SO-
CAROQQ, the sock with a pocket.

“I had been thinking about the Jdea for a
long time,” sald Decker who grew up in
Blrmingham. "I gues you could say that it
al} started whien I was an assistant mana-
ger In the sock department of a K mart

store in the carly 1980s — 1've always -

loved socks.”

A graduate of Birmingham Brother Rice -
High School, Decker majored in advertising
at Michigan State Unlversity. In the sock
department, he sald he always “kept way
ahead of what was new and different In the
sock markel

>'mnoucuuu1' TIME, s0cks have bcen
pretty baslc — navy, red, black and
brown,” he sald. “But I always tried to
keep the shelves in my department fllled

.with different types of socks in a)l sorts of

colors, textures and styles,"

After K mart, Decker took a job wlith the
Hanes DSD/L’eggs.Corp., but later lelt to
to go Into eleetrical Mghting.

In 1884, during a business call in Callfor-
nia; he stopped at a J.C. Penney store to
check out . . . what else but . . . ts sock
inventory.

“[ looked around and saw all these great
socks with everything from julns to
charms,” he sald, “Then I started thinking
and realized that socks had everything on
them except a pocket for convenlences dur-
ing lelsure or athletic actlvities.”

He checked with the salesperson about
the store carrying a sock with a pocket. She
dldn't recall one, but “thought it was a
great idea,” Decker sald.

“She wanted to go ask her manager, but I
told-her that was OK — I knew | had a
great idea,” he sald,

Durlng the next few years, Decker tra-
velled throughout the country, trying to
find someone to help him manufacture the
sock and get the tdea off the ground.

DECKER APPROACHED every firm
from Reebok to L.A..Gear and Nike with
samples of his pocket sock, but nobody was
willing (o take a risk. Although the ldea
was grand, trying to make the pocket
would be the hardest part — and, necdless
to say, the most expensive.

In the meantime, he met with an attor-
ney to apply for a patent, because 1 knew
sooner of later ! was golng to sell this
thing," he said.

In 1990, Decker was able to find one
company that would help him out. The man

- would be.long gaps between

- and several other major, organizations aré.

‘CAROOQ to promote AIDS prevention and

. ordered by calling 1-B00-MAPP-SOX, by -

could order the pockeu lrom u:. Far East=>’
But there was a few catches. He could onlz:
order a certain amount at & ume and

rival'lo’this country. Deck:r needed 10, 000“

every [ew weeks. .
Because his demands mldn'l be m

Decker was forced to find

The solution was llwllly heaven sent.
“One day I went over to this church and:

old sewing machines Just sitting there,”

Decker safd. “I asked -this guy what they™

were and he told me his btother mad(,
socks.”

As it turned out, the man’s brother ownuf-
a sock company in Warren. Enter Soyndf
Brothers ‘l‘exul: Corp.

“1 COULDN'T belleve my luck; It wai-.
amazing,” Decker said. “The guy had becn'l’..'
“In the sock business for more than 10 years;>~,

I had him sign a confidentiality agreement—:
and shared with him my dea. He was lold:-
on it immediately.”

Decker formed Decker Gmu&i:c. Lo paf
ent, register the trademark’ ufacture-
and market SOCAROO, a3, with

&
“The sock has goue ovet
said Decker. “We've bad freme
est from sports. assoclatfons, corporations”.
and theme parks,” Decker sald’ *The De-

cxpressing interest, We've ' alreddy sold”
15,000 socka.”

Decker Group already:’is’ worunx on -
deals with Sca World, Disney ‘World and”~
Universal Studios. Locally, SOCAROOS are
avallable at Dunham’s
Sherman Shoes, the Bl
and Tout N' Tennls In Birmlnxhun

Earller this year, Decker launched the.’,’|
MAPP promotion of SAFE SOX, using the
idea of putlng a condom In the a SO--

safc sex message.

“AIDS 1S° A serious matter and: we-
thought by combining -that message wIth."
SAFE 50X, it was a classy way'of getting 2 *
positive message out Inte the publlc" -
Decker sald, “Thé socks are humorous to
an extent, bul they dellver a very strong
measage.

‘Evcnlullly. 1 want to have the socks
available in ail department of public health
offices, high schools and universities.”

“The crew sock is made of thick Orlon/.”
nylon or cotton/nylon and comes In stretch- -
sizes 7-11 and 10-15, SAFE SOX are avail-
able In white, black or white with pink trim-
with cotton duck pockets. The lubricated.
latex condoms, one per pair, are supplled
by a leading manufacturer.

SAFE SOX scll for $6 cach and can be».

fax at 1-313.548-4652, or by writing lo -
MAPP/SAFE SOX, 660 Livernols, Fern-
dale 48220, ) .
"MAPP and other AIDS educators are al
ways looklng for different practical and -
creative approaches to convey the serious -
message of safe sex to the general publlc,”
sald Cralg Covey, MAPP presldent. ** We
felt the SAFE SOX concept was an excel-
lent way to get the message across,” .

And this Todd puts feet
into customized shoes

By Debbio Sklar
spoclal writer

Run nlnng Reeboks, Nike and Adidas. Make way be-
cause there's a new athletic shoe in tow!
MVP — Most Valuable Player.

According to Todd Beyer, vice president of MVE
Preducts, based In Novi, “our company has revolution.
ized the high guality footwear industry,”

MVP has been in business for more than a year and
has ped the bility of creating, f ing
and marketing personalized athletic shoes. It's target
market is high schools and colleges . . . and eventually
prafessional teamns

It may sound farfetched, but sales has been inereas-
ing at a clip of 75 percent each month, Not bad, consid-
ering MVP athletic shoes are only available through
phone orders.

“MVP has the technalogy to take a specific logo and
or color combination request and incorparate that into a
high tech designed low of high top style shoe for both
men and women,” Beyer sald.

Prices for both ladies and men's MVE athletic shoes
range from $61-74. And children's shoes are aext on the
agenda, Sizes range from 5 to 10 for women, including
half sizes, and 7-13 for men (in half sizes as well),

THE COMPANY was founded by Harold Martin, 3

former engineer and native Detroiter who buul ms I
utation as the builder of race cars i

the carly 1980s, he and his family sold their * Lmlc Ritn
Race Cars,” the only black professional ar design
company in the country.

manufacturing company {rom the ground up. They're
willing to take on the big boys In the market with an
Idea that some business analysts say is sure 1o be imi-
cellent arch support and comfort.

« THE INNER lining with additfona) padding, cov-
cred by 4 new soft nylex material reduces the potential
of ankle blistering and aids in overall soothing ol the
foot.

“Today, there are so many negatives in the athletic
shoe Industry and we want to change that around; we
want to offer something really great and we are,” Beyer
said.

Beyer added that the goat of MVP Is to previde local
colleges and high schools with a great shoe, at a great
cost. that represents the buyer's favorite institution,

“Personalizing athletic shoes for high schools and col-
leges statewide is the open niche in the sneaker industry
that will enable us to cut Into the business of other
sneaker giants Jike Nike and Recbok,” Beyer said.
*Tying cducation tnto athletic shoes Is a hot idea.™

Since MVP began markeling school footwear last
summer, the company has recelved more than 300 calls
from interested individuals throughout the state.

“The competition in athletic shoes Is extreme.” he
said, “but with our dynamite concept, quality product
and competlive price, we're going 1o try and bring
some of the athletic shoe business back to Michigan.™

RLIER THIS fall, MVP produced shoes with holh
the University of Michigan and Michigan State Univers
sity logos.

The MSU shoe is a full grain feather athletic shoe in a

Now_ he and-15 sla"m arebuiiding urllhl('hc shude.—bare-white calor accented with gray and green trim and

Todd Beyer, vice president of MVP Products,
shows off somo of the many stylos of custom-
ized athlelic shoes available from the Novi
firm.

hightighted by the Spartan logo, U-M's shoe Is all white
ful) grain teather shoe that has the the distinclive block

M Jogo and the maize and blue colors incorporated

throughout the shoe destgn.
Ci

and a 1o the

cducational ‘yslcm are iwo of MVP's important fo-

cuses, Beyer sald. Cass Tech, Plymouth-Canton, Plym-

outh-Salem, Livonla Stevenson, Redford, Wayne Memo-

rial and Westland John Glenn are some of the local high

schools that will be olfered the opportunity to benefit
the larger companies.

“Basically, what Martln has done is combine a light
weight quality leather shoe that ls durable and long last-

ing,” Beyer satd, “It's an all-purpose court shoe that can *

be worn for everything rnnglng from racquetball to run-
ning ta wallyball.”
Conside this;

® MVP shoes have lmpruvcd padding and cushion 1o
add performance without added impact on the fect.

£nutes By DAN LIOPITE 3131 Dholograghar

Belare the shoe is even built, an artist works up a detailed sketch of personnlization for an MVP

“MYI" has been listenung to the requests of many Jo-

‘MVP has been listening to the
requests of many local students.
They're thrilled as we are. | think
what they're really excited about is
having the opportunity to show their
school pride and spirit by weanng
their own school shoe.’

— Todd Beyer

cal students.” Deyer said. “They're thrilled as we are, |
think what theyre really excited about is having the
opportunity to show their, school pride and-spirit-by
wearinng their gwa school shoc ™

Northville seniors Karne Vogt and Shannon Price said
their shoes wilh the Mustang logo are “awesome.™

And companles like Ford Molor Co. are also enteting
one of the hottest 1deas of the decade. Corporate cus-
tomers are using athletic shoes as promotlonal iteins,
vmployee incentives and for special events that are

® The EVA (ethylene vingl acetate) midsole provides
extreme cushioning and has excellent shock absorbing
qualities,

® The polyurethane (durable synthetic cubber) outer-
sole increases traction and adds to stahillty.
® The contoured remosable is provides ex-

from fund-raising programs, steucture hy DiVP, Beyer
added

pany sponsored

Paul Prresmycki, MVP's operalions manager, said
that the shoes are a very dynamic new advertising tool
that truly creates awareness

“From the calls and orders that we've been receiving
over the past few months, that statement couldn't be
more accurate,” Beyer aaid

For more iformation on MVI* Shovs, call (560)
P

- 432A4MV



