
 

 

MSCHF

The Wall Street Journal,

With Its ‘Satan Shoes,’ Art Collective MSCHF Went Viral. Next Up: A Footwear Empire?

March 2022

1/1



 
 

Wall Street Journal 

With Its ‘Satan Shoes,’ Art Collective MSCHF Went Viral. Next Up: A Footwear Empire? 
Jacob Gallagher 
March 10, 2022 

 

 

  

 

With Its ‘Satan Shoes,’ Art Collective 
MSCHF Went Viral. Next Up: A Footwear 
Empire? 
One year after releasing 2021’s most talked about shoes, the Brooklyn company 
is launching a full-fledged shoe line. This time it’s hoping to not get sued.   
 

The first from-scratch MSCHF sneaker launches on March 21.PHOTO: PHOTO: MSCHF 

  

A year ago this month, MSCHF, a teeny Brooklyn art collective, released what are 
generally considered the most viral sneakers of 2021: Satan Shoes. Priced at $1,018, 
these modified, black-and-red Nike Air Max sneakers, which allegedly had a drop of 
blood in the soles, sold fast and caught fire on the internet as reporters at CBS, TMZ, 
People and, yes, The Wall Street Journal covered their every demonic detail. Within 
days, Nike—unwilling to let its name be sullied by controversial, unauthorized 
shoes—filed a trademark infringement suit against MSCHF. 

https://www.wsj.com/market-data/quotes/NKE
https://www.wsj.com/market-data/quotes/PARA
https://www.wsj.com/articles/satan-shoes-nike-lawsuits-and-the-booming-sneaker-bootleg-market-11618239494?mod=article_inline
https://www.wsj.com/articles/nike-files-trademark-suit-over-lil-nas-xs-satan-shoes-11617111797?mod=article_inline


 

 

The parties settled out of court and MSCHF agreed to buy back all the sneakers from 
customers at their original price. In the end, Satan Shoes proved better at going viral 
than making the company money. 

So one year later, how is MSCHF following up this mixed-success foray into the sneaker world? By making more sneakers. “I’ve been asked so many times, whether 
it be friends, family, reporters, Instagram comments, everybody’s like, ‘what’s the next sneaker?’” said Daniel Greenberg, MSCHF’s famously tight-lipped co-founder in 
an interview.  

MSCHF’s first shoe features molded caution tape-esque stripes.PHOTO: PHOTO: 
MSCHF 

 

https://www.wsj.com/articles/nike-says-it-has-settled-legal-dispute-over-satan-shoes-11617915941?mod=article_inline


 

 

The answer arrives on March 21, when the group will begin selling the Tap3, its first 
made-from-scratch sneakers—a low-top black shoe crisscrossed with stripes that 
lend it the appearance of being wrapped in yellow-and-black caution tape. The 
shoes will be made available to customers both through a proprietary app and 
on MschfSneakers.com. 

Going forward, the company plans to release new shoe designs at a rate of around 
one a month, with sneakers retailing for $220 and boots for $295. MSCHF refused to 
talk on the record about what these future designs might look like but said they 
would include collaborations (a requisite for any self-respecting sneaker company) 
and would not be limited to sneakers or boots. “If we want to put out a $220 high heel through the MSCHF sneakers app, we will do that,” said Mr. Greenberg. By releasing MSCHF’s first original designs nearly a year to the day after the Satan Shoes, said the brand’s chief creative officer Kevin Wiesner, the company was working through “a little pent-up aggression” stemming from sneaker juggernaut Nike’s decision to go after its small studio. It is perhaps not a coincidence that the 
shape of the new mock-caution-taped design conspicuously resembles that of 
Swooshless Nike Air Force 1s.  

(For the record, according to MSCHF, nothing in the Nike settlement prevented 
MSCHF from entering the sneaker market with its own designs. And Mr. Wiesner 
stressed the company has taken pains to ensure it doesn’t run afoul of the law again. “We were forced to learn what you can get away with,” he said. A Nike 
representative did not respond to a request for comment.) Conveying the expansiveness of the MSCHF team’s thinking, the brand recently 
posted an internet job listing for a “Sneaker Designer” that read in part: “If we said, ‘let’s create a bagel sneaker,’ you’d take that prompt and work on a series of design 
concepts for a bagel sneaker. You must be open-minded and capable of designing 
unique and novel concepts.”  

The MSCHF team praised the current madness of the sneaker market, where 
insatiable collectors willingly pay nearly $2,000 on resale sites for cow-print Nike Dunks inspired by melting Ben & Jerry’s ice cream. But MSCHF believes it can push 
the extreme-sneaker envelope given its track record of stoking viral panic. “Our approach is basically to say [to collectors], ‘you could get a lot crazier very easily,’” said Mr. Wiesner. Tellingly, the icon for the company’s iPhone app is a severed 
foot—a comical, if disgusting, entry point for consumers to the brand. 

https://apps.apple.com/us/app/mschf-sneakers/id1598975404
https://mschfsneakers.com/


 

 

The Brooklyn-based company plans to launch about one sneaker per month 
through its website and app.PHOTO: PHOTO: MSCHF 

 
Still, the shoe company, which Messrs. Greenberg and Wiesner said will operate independently from MSCHF’s ongoing art projects, is a baldly commercial venture 
for the wry art collective. MSCHF made a name for itself with madcap conceptual 
projects like the sale of 999 forged Andy Warhol paintings and a program that 
melted handguns into swords. By comparison, slinging sneakers seems tame.  

The studio has never sold anything at the scale of its shoe designs, each of which will 
be released “in the thousands” according to Mr. Greenberg. The learning curve was 
steep: Customizing an existing sneaker (as it did with the Satan Shoes) is one thing, 
but constructing an entirely new piece of footwear required a high level of technical 
know-how and the cooperation of Chinese manufacturers. 



 

 

“It’s been a lot of learning and a lot of learning fast, but also finding people in factories who know how to do these processes,” said Mr. Wiesner. It was 
particularly challenging to nail the thickness of the molded “caution tape” on its first 
shoe so that it looked convincingly like real tape. Beyond recruiting a sneaker 
designer unfazed by visions of high-concept wearable bagels, MSCHF has hired an 
experienced technical designer to produce the footwear. 

To get the shoe line off the ground, the collective has started to function like a 
traditional apparel company, with a fulfillment warehouse in Brooklyn and a shopping app that works much like Nike’s well-known Snkrs app. And like most 
legitimate apparel companies, MSCHF has faced Covid-related supply-chain 
problems. Its launch shoes were delayed on a freighter from Asia and Mr. Greenberg joked that he was “gonna have to hop on a paddle boat and go out there and say ‘Give me my shoes.’”  

As for living up to the Satan-shoes hype, the MSCHF team seemed aware that lightning is unlikely to strike twice. And so this time, they’re focused less on merely going viral and more on actually selling shoes. Said Mr. Greenberg, “We want to see 
people walking around Soho in some of these crazy-ass things.”  
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