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[bookmark: _GoBack]You wake up one morning with the desire or need for a new pair of shoes. Maybe your running shoes are worn down or you need a new pair of heels to go with the new dress you will be wearing to your cousins wedding. Whatever the reason, you will begin by making a couple of decisions. What kind of shoe do you need? What color? How do you want to look in them? And most importantly do they fit your style? You might prefer a more causal pair of sneakers in a neutral color with little embellishment or maybe something with more color and pizzazz will suit your wardrobe better. Perhaps you would enjoy your cousins wedding better in some shorter heels or perhaps you prefer style over comfort and some high, strappy stilettos is the way to go. After deciding on a style, you may next decide on a brand of shoes. Nike’s, Adidas, Under Armour, Prada, Jimmy Choo, or DKNY. The brand and type of shoe you choose is going to make a statement. 
In 2016, over 96 million people reported buying athletic shoes (“Number of people”). Nike leads the market of global sports footwear, making over 19.8 Million in U.S. Dollars in 2016, followed by Adidas and Puma (“Footwear segment revenue”). People are willing to shell out money for expensive shoes because they are not just buying shoes, they are buying prestige. Identities emerge from what someone wears. Shoe choice can distinguish between masculinity and femininity, just like wearing khaki pants or a floral skirt. High heels especially emphasize femininity. They can make a woman feel more confident, sexy, and empowered despite the foot pain and decrease in mobility. Older women may even keep their high heels despite not wearing them anymore to remember the way they felt and looked in their youth (Dilley et al, 2015). While owning heels can quickly establish femininity and owning sneakers can establish an active or casual lifestyle the brand adds a separate element. Owning a higher quality, popular brand name shoe can position you above someone who bought their shoes from a Walmart. Shoes are biographical objects that emphasize one’s identity and certain brands of shoes are bought more often because of celebrity endorsement, cultural pressure, or the want to portray wealth. Brand names can place you higher up in the social hierarchy, whether it be at work, at school, or even among friends.
You can type “what do shoes say about a person?” into Google and you will find hundreds of results. Articles upon articles written by sites like Huffington Post, Fashionista, Men’s Health, and BuzzFeed come up telling you what your shoes say about you. The BuzzFeed site has a quiz you can take where you choose your favorite shoe and it will give you a description of yourself (Finnis, 2016). I chose the pair of Nike sneakers, the most common shoe in my closet, and discovered that I am a trustworthy and loyal person with close friends that I highly value. While this may just be a fun little quiz created by Buzzfeed staff there are actual studies that show that people can determine certain personality traits about a person by looking at their shoes. The Huffington Post article was about a study done by the University of Kansas to show that people can determine age, gender, income, political affiliations, and even attachment issues just by looking at a person’s shoes. The study determined that “shoes convey a ‘thin but useful’ slice of information about their wearers” (O’Meara, 2012). The Men’s Health website had a list of pictures of different shoes along with information about what they say about the wearer. “The chukka boot is for the laid-back guy with a slight hipster edge.” The work boot indicates the “true all-American” who works in the field or fixes up his collection of classic cars or maybe he’s just shoveling snow, making it the practical shoe (Men’s Health, 2016). Different websites will have different opinions on what different styles of shoe reveal about a person but the opinions are there all the same. People take these opinions to heart and will follow trends to fit in. Even people who feel like they would rather not fit in to the mainstream are still making a statement and revealing information about their personality.  
People want to look their best from top to bottom. It’s why people own more shoes than they even wear. In a study of 2,352 women over the age of 18 it was discovered that women own on average about 20 pairs of shoes despite only regularly wearing 5 of them. This may be because the unworn shoes are uncomfortable, were too expensive to ruin on a night out, or are not easy to match with an outfit (Adams, 2013). It is unlikely that the shoes will be thrown away or donated, especially if they are popular brand name shoes, because consumers tend to see possessions as part of themselves (Hudson et al, 2016). The shoes hold potential. Maybe the ruby red slippers that have been sitting in the closet for years will not be used for any event or outing but perhaps they’d make for a good Instagram photo or a Dorothy costume for Halloween. Perhaps the 3 pairs of Nike’s are a bit overkill but maybe you won a race in one pair and it holds sentimental value. Each pair of shoe in a person’s closet holds some meaning and reveals something about the owner. 
“Dress has been a social marker since man first experienced cold or since Adam and Eve lost their innocence in the garden of Eden” (Burton, 2013). The type of material, the level of intricacy of the design, and how it fits can all indicate power and wealth (Burton, 2013). Consumers develop relationships with the brands that they like. Social media has become the dominant method of collecting and sharing information about certain products by consumers. Through social media consumers can like, follow, retweet, and share information from their favorite brand (Hudson et al, 2016). In this way people are showing those that don’t see them physically wearing Nike’s or Prada that they support and wear that brand. People will eagerly post pictures of themselves wearing popular brand name shoes or even just post pictures of the shoes on their own. It’s sort of like bragging to let the world know that you know what’s in style and you can afford it. Someone wouldn’t post a pair of cheap shoes with no brand or a pair of knockoff Air Jordan’s. Posting a picture like that on social media could hurt the person’s reputation. Bragging about cheap shoes or knockoffs is telling the world that you hold no wealth or are too cheap to pay for legitimate items.
People first form opinions of others based on appearance. People will notice whether they are wearing high end fashion or cheaper materials that can be found in the clothing section of a grocery store. One of the first judgements that comes to mind is whether a person is poor or wealthy. You look at their entire ensemble and can quickly form an opinion about a person’s socioeconomic status. Nobody desires to be poor, especially the poor. And no one desires to be seen as poor because poor is often associated with laziness and crime. Because of this a person, even a poor one, will purchase branded shoes. For those who can afford them it is no big deal going to the store and picking up a pair or two of Nike sneakers. For a poor person, it will hurt them economically to invest in a pair. The upside for the poor person is that they now get to portray a wealthier person. People won’t look at them anymore and automatically think that they are poor because a poor person should not be able to afford a nice pair of expensive Nike’s. Wearing the branded shoes automatically places them higher up on the social hierarchy.
This sorting of people into higher and lower class based on branded clothing and shoes is evident even among children. Elliot and Leonard conducted a study among lower class inner city kids aged 8-12 in the United Kingdom (Elliot & Leonard, 2004). They found that kids from the British underclass felt pressure from their peers to own and wear branded trainers, specifically the ever-popular Nike brand, in order to fit in. The kids were shown images of different branded and none branded trainers. The kids were quick to pick out the flashier more expensive branded trainers as the ones that they would most likely wear or want to wear. Despite the level of poverty among the subjects most of them owned at least one pair of branded trainers. The trainers were not always the most popular brand but they were of a recognizable brand. The kids would describe the wearer of unbranded or unpopular trainers in a negative way. They would attach more ambitious careers, youth, wealth, and popularity to people wearing branded shoes. They held a strong opinion that owners of expensive shoes could not possibly be poor, despite themselves being poor and owning expensive shoes. It is an illusion of wealth. The kids expressed not wanting their peers to think that they could not afford expensive trainers. They also discussed being bullied or seeing others be bullied because they did not have branded trainers. Many kids desired branded trainers simply so they would not be bullied by their peers. Teasing and even bullying that escalates to violence is common towards kids who are perceived to be poor (Elliot & Leonard, 2004). This makes the kids desire to hide their financial situation logical. Elliot and Leonard also found that popularity was largely based on the clothing the kids wore. Those with branded, pricier clothes were more likely to fit in with the popular kids. A child’s appearance could determine whether another child talked to them or not. By owning expensive trainers, the kids were “distancing themselves from their financial situation” and enabled “them to have equal status in the eyes of their friends” (Elliot & Leonard, 2004).
The illusion of wealth through branded clothing and shoes is also evident among the youth in Côte d’Ivoire. The Ivoirians will dress themselves in popular brand name clothes and shoes to portray wealth and modernity. This bluff plays a huge role in Ivoirian youth culture. Spending money that one cannot spare creates relationships and establishes popularity. Ivoirians will take part in dances at bars in which they spend money on food and drinks and point out the brand names on their shoes and clothing. Consumption of popular brands is not simply for the Ivoirians to satisfy their desire for nice clothes. The prestige that comes with the popular brands provides them with resources and relationships that could help them in the future. The modernity bluff requires wasteful consumption and the clothing must be authentic in order for the bluff to work (Newell, 2012).
People are constantly bombarded by products that are considered trendy. Television commercials, celebrity endorsements, billboards, radio commercials, magazines, ads on websites. In this new age of media people quickly find out what is in style. People will wait in long lines to buy a limited-edition pair of Jordan’s or will arrive in masses when department stores have a limited number of popular shoes on sale. Teenagers will get into fights with each other if someone accidentally steps on their shoes. Parents will buy expensive brand name shoes for their babies who can’t walk yet or for their kids who outgrow, lose, and damage shoes easily. Most people wear shoes and most people want to make a statement with their shoes. Whether it is an adult trying to appear strong and confident in the workforce or a child who is trying to fit in with their peers, shoes will help portray the message. Shoes are biographical objects that can say a lot about a person. Are they trendy? Are they practical? Are they wealthy? Do they have foot problems? Are they nurses? These questions can be answered by looking at what is on a person’s feet, even though they answer may not be entirely correct. People will opt for the expensive brands because they know that they are portraying themselves as a wealthier, more successful, trendier individual. Social status is important and the shoes people wear depends on the group they are trying to impress. Shoes are part of our identity.
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