




ith her stunning talent and hypnotic athleticism, 32 

year-old professional ballerina Misty Copeland was 

simply doing a television commercial like she does 

all of her performances-with an innate grace that's 

absolutely mesmerizing. But this time, her success 

meant success for an entire industry. 

"It's been incredible for the ballet world to get the exposure to all 

the communities that television reaches," a composed-but-very-busy 

Copeland told us while breaking between rehearsals for the American 

Ballet Theatre's Oct. 22 season opener and world premiere of Liam 

Scarlett's With a Chance of Rain. "People who have never stepped 

foot in an opera house are more aware of the physicality of ballet and 

how it's on the same level as professional athletes." 

Copeland goes on to say that this kind of exposure for ballet has been 

a dream of hers and one of the reasons she started working with her 

dance manager. "I was getting opportunities on my own, but after a 

few years of extremely hard work, I met her and talked about my goal 

to diversify ballet," Copeland says. 

Don't be misled, though; Copeland isn't trying to go commercial. In 

fact, she's bridging the gap between commercial and the classic world 

of ballet as carefully as possible. 

"My first love is classical ballet and I have no interest in being a 

commercial dancer," the Giselle-loving artist says. "I don't want to 

sacrifice the integrity of classical ballet world, which can be hard 

to stay true to. But it's been great to educate people. The meat of 

the hard work of what I do is getting out there and working with 

communities ... reaching the people who will benefit and wouldn't 

otherwise get to know the classical ballet world." 

Copeland's books are another way she's been able to do this. While 

her memoir, Life in Motion, is now out in paperback and has been 

• INSIDEDANCE.COM November 201L. 

optioned by New Line Cinema for a screen adaptation, she's really 

loving the involvement brought on by her motivational children 's 

picture book, Firebird. 

"Every time I get to interact with kids at signings and readings, it's 

so cool,""she says. "Kids are so honest and you just never know what 

they'll say." 

Speaking of frank attitudes, Copeland's recent work as a judge on 

So You Think You Can Dance was another step in educating mass 

audiences about what the ballet world is really like. 

"A lot of viewers probably thought I was harsh on the show," 

Copeland reflects. "But I was like, 'That was nice compared to what 

dancers experience in rehearsal from coaches.' I gave the dancers 

corrections that they don't usually get in front of the audience. There 

are just so many nuances to making technique sharper. I know they 

appreciated it, even if it shocked some viewers." 

Despite her current star status and meteoric rise to ballet fame within 

just a few years of training, Copeland says she remembers her early 

dance days very well. She might have been a prodigy, but it doesn't 

mean hard work didn't follow. 

"My entire first 10 years of my dance career were about just trying 

to hone my craft and make my technique better," Copeland says. "I 

didn't have those early childhood training years that are so vital , even 

as a professional. I was still trying to get secure with my technique, 

as I was becoming an artist. I struggled technically, emotionally, 

financially ... ! definitely remember those days very well." 

For the very few dance enthusiasts who are unfamiliar with 

Copeland's backstory: Without any dance experience, she tried out 

for her school's dance team at 12 years-old and her coach was so 

certain of Copeland's talent that she pushed her into a class at a 
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Boys & Girls Club. The teacher there offered her a full scholarship 
to train and Copeland made it her goal from the get-go to be a 
professional ballerina. 

Thanks to all the interviews, videos and her memoir, it's not hard to 

dig into Copeland's life- her underprivileged beginnings, her one-is

not-like-the-other racial situations, her ballet success-and to imagine 
what it must have meant to her as a young girl who says she "had 

" It was never presented to me as an extracurricular activity," Copeland trouble even speaking at times." 
says. "It was, 'You 're gifted and this could be an incredible path for 

you.' I was on a fast track right away and it felt like a very special "It was this one thing that was all mine," Copeland says. "Ballet made 

world. My reality at the time was a very hard one and it was an escape." me an individual and gave me a way of communicating.'' 
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Being an individual is one of Copeland's top pieces of advice for 

young dancers. 

"You 'll do much better if you understand what will benefit you," she 

emphasizes. " It 's not about which is the best school or best company. 

It's about things like who is the best teacher for you? Which company 

will you be most happy dancing for? It's not right for everyone to be 

in ABT, for example." 

Another piece of advice of Copeland's revolves around mentorship 

and respect. 

"It's so important for young dancers to get support and advice from 

other people," Copeland says. "It's one of the most beautiful things 

about the classical ballet world that a lot of generations don't get. 

Right now, there's so much 'I'm better than the people who came 

before me.' The ballet world is about respecting those who came 

before you. People like Victoria Rowell and Raven Wilkinson were helping 

me before I even met them; they were artists I could look up to." 

As for what's next for Copeland, she's looking forward to ABT's 

season at Lincoln Center in New York, continuing to promote Firebird, 

and squeezing in some leisurely pleasures like cooking, concerts and 

traveling. But ultimately, she circles right back to the hard work that 

ballet demands. 

"Dance is not something that you ever perfect and then get bored 

with and move on," Copeland says. "You're constantly striving for 

this perfect technique and the older you get, the harder it is. You're 

constantly finding balance-and the work never ends." 



IN THE SPOTLIGHT: 

UNDER ARMOUR 
11 WILL WHAT I WANTTMI CAMPAIGN 

I 
n July of this year Under Armour unveiled its most expansive global 

women's marketing campaign to-date. Drawn from the brand's 
iconic I WILL'" mantra, 'I WILL WHAT I WANT'"' celebrates the inner 

and outer strength of women and highlights the brand's commitment 

to designing elevated products for athletic females. 

'I WILL WHAT I WANT'"' features none-other-than famed ballerina, 

Misty Copland, in the campaign 's principal creative spot, alongside 

an all-star roster of female talent. Copeland is unique in that she was 

the first "non-traditional athlete" to join the Under Armour family. 

Creative elements depict real moments of will that each of the 

females have faced in their life, capturing the grace and determination 
that defined each of their personal triumphs. 

"Today's athletic female expects the same level of performance and 

authenticity from her apparel and footwear as the world-class female 

' ' It's a reminder that you don't need 
permission, advice or amrmation when 
you have WILL. It's a celebration of who 
you are. As an athlete. As a woman. As 
everything in between and beyond.lt's 

Reference: 

a reminder that the best things in life 
aren't given. They're earned. And there's 
one reason you are where you are today. 

That reason is you. 
-- Under Armour 

Under Armour. (2014). Under Armour Launches I WILL WHAT I WANT'", Its Largest 
Ever Global Women's Marketing Campaign [Press Release]. Retrieved from 
http://www.uabiz.com/releasedetail.cfm?ReleaseiD=8 

athlete," remarks Leanne Fremar, Senior Vice President and Creative 
Director for Under Armour. Fremar goes on to note: " In addition, she 

has expectations that the brands she trusts will also deliver the same 

style quotient that exists in the rest of her closet. Our new 'I WILL 

WHAT I WANT'"' campaign connects Under Armor to the breadth 

of women's athletic experiences and recognizes that their individual 

stories are central to the conversation." 

In Misty's words on her involvement in the recent viral campaign: " I 

am excited to be a part of the new Under Armour Women's campaign 

and to be able to inspire women as they find the will to pave their 

own way, just as I have in my own career ... I am honored to be 

a part of a brand that recognizes the power of hard work and 

dedication over fate and luck. That kind of inner strength is what 
keeps me going." 
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