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Abstract  

This report was commissioned to analyze the market potential for an eco-

friendly/sustainable pair of skis or snowboard, in the East Kootenay Region of British 

Columbia. Winter sports such as skiing and snowboarding depend heavily on the climate 

to produce the optimal conditions for the sport. In recent years there has been a decrease 

in the annual snowfall globally, which could have a detrimental effect on the ski and 

snowboard industry in the future. Working with Cranbrook B.C based ski and snowboard 

manufacture, DeCosse Customs, the researcher was able to investigate what the ski and 

snowboard industry is doing to ensure the longevity of these winter sports. The 

sustainable operations and practices used by DeCosse Customs and others companies in 

the industry were looked into, to see if they share the same quality, performance, and 

marketability as the traditional models.  

 In surveys conducted by the researcher on consumers and retail stores, it was 

found that there is a market for eco-friendly/sustainable skis and snowboards within the 

East Kootenays. This report outlines the consumers’ thoughts and opinions on climate 

change, eco-friendly/sustainable products, and what all can be done to increase the sales 

and awareness of the eco-friendly/sustainable skis and snowboards.   
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Introduction  

Introduction to DeCosse Customs  

Born and raised in Kimberly B.C, Sheldon DeCosse knew all too well about the amazing 

recreational playground that the Kootenays has to offer the world. Growing up in the 

outdoors, Sheldon formed a bond with the mountain slopes and the environment that 

would help shape his future. After finishing school to become a specialized aviation 

engineer and returning back to the Kootenays, Sheldon returned to the mountains where 

he began to notice the declining quality and care being put into the skis and snowboards 

that were being ridden (Mitchell, 2013). Using his knowledge of composite materials 

from his engineering background as well as a bit of innovation, Sheldon started creating 

his own line of skis, snowboards, and kite-boards with the quality, performance, and care 

that he would be proud to ride (DeCosse, n.d). Thus, in the late 1990’s, DeCosse Customs 

was born and ready to change the ski and snowboard industry.  

Fast-forwarding through the years, DeCosse Customs has continued to grow in 

size; moving from a weekend hobby, to a full time job in a much larger workspace 

situated in Cranbrook B.C (Mitchell, 2013). Since the inception of the company, both the 

ski and snowboard lines have greatly evolved through the innovative design and 

technology that DeCosse encompasses into every product. With the amount of attention 

each product receives, Sheldon DeCosse has been able to position DeCosse Customs as 

one of the best-known boutique manufactures in Western-Canada (Gibson, 2011).  

While DeCosse Customs continues to grow and succeed, owner Sheldon DeCosse 

is still following his main principle and goal that was set in the beginning, “Make as 
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small of an impact as possible in manufacturing while keeping it in North America” 

(DeCosse, 2013). By following this guiding principle, DeCosse Customs is helping to 

bring sustainability to every product produced.  

DeCosse Customs on Sustainability 

DeCosse Customs has the vision of producing the highest quality of skis and snowboards, 

while minimizing the overall impact of manufacturing on the planet. To meet this goal 

owner Sheldon DeCosse has started to move away from the traditional methods of 

producing skis and snowboards, to become more eco-friendly. In doing so, DeCosse 

Customs is starting to use alternative solutions for the epoxies and resins used, as well as 

moving to more organic top sheets. By making this switch, DeCosse Customs will be 

able to offer a product that is safer for the manufacturer to create, offer better features for 

the riders, and have less of an impact on the environment.  

 One of the steps that DeCosse Customs took in becoming more environmentally 

sustainable was to get away from traditional epoxies and resins. Traditional epoxies and 

resins used in the bonding of skis and snowboards are considered hazardous and toxic for 

both the manufacturer and the environment (Wheeldon, 2007). With multiple health 

concerns ranging from rashes to breathing problems and the release of volatile organic 

compounds (VOC’s) from the epoxies into the environment, DeCosse looked for better 

alternatives (West System, n.d.). Working with a company out of the United States, 

DeCosse Customs was able to find one of the greenest epoxies around; A pine resin 

based epoxy formed from the by-product materials of the pulp and paper process, that is 

both safe for the user and the environment, and proving to be just as durable as the 

traditional epoxies and resins (DeCosse, 2013).  
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 The second step that owner Sheldon DeCosse took to become more sustainable, 

was with the purchase of a CO2 laser, which is capable of working with all organic 

materials (DeCosse, 2013). This will allow DeCosse Customs to begin using bamboo and 

veneer inlays for the top sheets and move away from the traditional method of 

sublimation. Sublimation is the transfer of dyes from paper to plastic (top sheet) via 

pressure and heat, this process can result in the waste of dyes, paper, and plastic 

(Mechanics of Sport, 2007). By moving away from sublimation and using the inlays, it 

will help decrease the overall weight of the skis and snowboards and reduce the impact 

DeCosse Customs has on the planet (DeCosse, 2013).  

Topic Identification  

What is the market potential for an environmentally friendly ski or snowboard in the East 

Kootenay Region?  

Issue Identification Process 

In order to enter a new market segment, a business must first analyze the intended market 

to see if there is a consumer demand for the proposed product. With DeCosse Customs 

taking initiative in the East Kootenay Region to create a ski and snowboard that is more 

sustainable than the traditional models, there first needs to be a market analysis to see the 

feasibility of succeeding in this market. With environmental factors affecting annual 

snow cover at popular ski destination around Canada, the demand for a greener ski or 

snowboard alternative should be present (Henry, 2012). This will be a needs-based 

research project in collaboration with DeCosse Customs; the researcher will conduct a 

market analysis of the East Kootenay Region for a more sustainable ski or snowboard. 
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While DeCosse Customs serves a much wider geographic area, the East Kootenay 

Region was chosen, to better fit the time constraints and accessibility for the researcher.  

 The data collected by the researcher for DeCosse Customs will only showcase a 

tiny segment of the potential market for sustainability in the ski and snowboard industry. 

The results of the market analysis are to be used as an insight into the market of the East 

Kootenay ski and snowboard industry and is not intended to be a true representation of 

the world market.  

Stakeholders  

The various stakeholders of this research besides DeCosse Customs will be the ski and 

snowboard retailers and the consumers. The findings from the research may prove to be 

valuable to ski and snowboard retailers, as it will give an overview of what the current 

local market is looking for in equipment. As for the consumer, their stake in the research 

can be seen from the market demand aspect. The research will help form a 

communication link between the consumer and manufacturer; they will be able to provide 

input into the design and manufacturing of their equipment. 

Objectives  

The three main objectives for the research project were as follows: 

1. For the researcher to perform a market analysis on behalf of DeCosse Customs, 

on the local ski and snowboard community in the East Kootenay specifically 

Cranbrook, Kimberley, and Fernie, to see if there interest in eco-friendly and 

more sustainable, skis and snowboards. 
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2. For the researcher to bring awareness to the local ski and snowboard community 

about the greener options they have available to them for their ski and snowboard 

equipment.  

3. For the researcher to learn and benefit from a better understanding of the research 

process and market analysis. 

Literature Review 

In the world of skiing and snowboarding, everyone is always looking for the next big 

innovation to help improve the overall performance of his or her equipment. Creating a 

high performance piece of equipment was the general direction many companies were 

following until recently. With climate change becoming more of a concern worldwide, 

industry leaders are now beginning to look for more eco-friendly innovations to 

incorporate into their products. This is partially the case for Cranbrook resident Sheldon 

DeCosse of DeCosse Customs, however before he begins the journey of becoming more 

sustainable he needs to be convinced of the demand.  

The purpose of this review is to see what previous studies have been conducted in 

the area of sustainable ski/board construction and to see what has been written on the 

topic. Some of the questions to answer include; why there is a need for a more eco-

friendly or sustainable ski and snowboard, what companies worldwide are already taking 

the initiative to become more green or sustainable, and to see what the consumer 

demands and thoughts are on this new step for the ski and snowboard industry. The 

studies that will be examined in this review have all been published in the last ten years 

in order to be considered relevant. This review should help show the reader and DeCosse 
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Customs that there is a need for a more environmental friendly ski and snowboard, as 

well as to demonstrate a market potential for the product.  

 The winter sports industry, in particularly skiing and snowboarding, depend on 

one thing, and one thing only, snow. With climate change slowly making more of a 

presence worldwide, sports like skiing and snowboarding could eventually become a 

thing of the past. In a 2010 study done by Pickering, Castley & Burtt they stated that the 

duration and depth of natural snowfall was declining at an average of 7% per decade. 

With such an alarming figure, they surveyed skiers and snowboarders on how they would 

react to this decrease in natural snowfall over the next five years. What they were able to 

find was that two thirds of the 236 participants would ski or snowboard less, and even 

found that some of the participants would stop all together. Of the respondents, 78% 

believe that climate change will have an effect on the ski and snowboard industry in 

future years. If this is true, it means that the ski and snowboard industry will need to start 

to do their part to conserve the environment, and to help prevent the decline in snowfall 

and sales.  

 Every year multiple ski and snowboard companies produce new models and boast 

about how they will add that missing piece to the perfect day on the slopes. In an article 

written by Drew Pogge for the Environmental Magazines, January 2008 issue, he 

explains how much of an impact skis and snowboards take on the environment yearly. To 

produce a pair of skis or a snowboard, the manufacturer needs to combine wood, foam, 

fiberglass, plastic, steel, aluminum and carbon fiber then bind it all together with an 

epoxy to make a strong and solid plank. The problem with this, however, is once all of 

these materials have been bonded together, they become virtually impossible to separate 
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or recycle. While some of these products were recyclable in their original state, David 

Peacock (2009) says that they ultimately end up clogging the landfill. To make matters 

worse, companies continuously market new products to the consumer, well before the 

useful life has expired. But this is all about to change, Peacock suggests, because of a 

new breed of consumers who are now insisting companies be green and employ better 

business practices. Many companies are starting to take note and are now beginning to 

look toward more sustainable innovations. 

 With more focus on sustainability over the past few years, there should be no 

question on why companies and industries are now moving in that direction. This 

includes the snow sports industry, which rely on environmental factors for success. The 

ski and snowboard industry has realized this and is now among the greenest division of 

the sporting industry according to Roddy Scheer and Doug Moss (2012), writers for The 

Environmental Magazine. They state that the ski and snowboard industry has thus far 

made the largest improvement in the sustainability movement. Companies are now 

moving towards using a bamboo wood core, which is a faster growing wood and requires 

less fertilizers and pesticides to grow. Bamboo is not the only step towards sustainability 

Scheer and Moss say, companies that do not have access to bamboo or have yet to make 

the switch are starting to use wood that is certified from the Forest Stewardship Council 

(FSC) as being sustainably farmed. And to help with the recycling of the old and used 

equipment, Washington State University and Earth Enterprises have been researching 

how skis and snowboards can be shredded into new composite materials, to produce new 

equipment (Ginley-Hidinger, 2013). Along with this, ski and snowboard companies are 

now starting to expand into different ways in which they can help the environment and 
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become more sustainable overall. In a recent article written by Grant Bowen (2014) he 

speaks about how Jones Snowboards, founded by professional snowboarder Jeremy Jones, 

has just recently joined the 1% For The Planet organization. This organization supports 

sustainability-oriented non-profit groups preserve natural resources, protect the 

environment and eliminate toxins on the land and in oceans. To date the organization has 

been able to invest more than $100 million to help these sustainable organizations by 

only taking 1% of revenues from its members. Another initiative that Jeremy Jones has 

taken on besides making his company more sustainable was starting the Protect Our 

Winters (POW) organization, whose mission is to help decrease climate change (Bowen, 

2014). Joining sustainable movements and changing the makeup of the products is not the 

only thing manufactures are doing, some are now looking at the operations side of the 

equation as well.  

 Producing skis and snowboards often requires a large factory, to mass-produce 

products to meet the consumers demand. Like any business, these large manufacturing 

operations require a lot of energy to operate and run effectively. One company taking a 

360-degree approach to sustainability is Venture Snowboards out of Colorado, which in 

2004 converted all of their operations to run on wind-power (Merchant, 2009).  By doing 

this, Venture is able to both produce their snowboards using a renewable energy source 

and incorporate low-impact materials and processes into their development of 

snowboards, which Venture says is worthwhile in the end (Venture, 2014).  

It is not just the larger companies who are incorporating sustainability into their 

manufacturing and operations. Grown, a small ski company has successfully been able to 

adapt volcanic basalt into their ski production, which enables them to reduce their 
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environmental footprint of each ski by 40% (Grown, 2014). The company Arbor is using 

bamboo, poplar, and paulownia for their cores and recycled polyethylene for the bases. 

Liberty Skis, based out of Colorado, has included many of these sustainable 

manufacturing technics as well as running their entire operations on wind-power much 

like Venture. Along with the ski and snowboard manufactures, equipment companies like 

Beaverwax, Enviro Mountain Wax, Nau, and Mountain Equipment Co-Ops “Thread” line, 

are all demonstrating sustainable practices (Luxmore, 2013). But has the incorporation of 

sustainability really helped boost the sales and profits for companies choosing 

sustainability, or has it been a waste of money and time? 

 In a 2009 a report on Socially Conscious Consumerism, it was noted that 

consumers are largely unwilling to buy products or services based on their environmental 

or ethical features (NBS, 2013). But according to Alexandra Fisher of SIG (Social 

Innovation Generation) companies that are incorporating green and sustainable measures 

into their products are helping to increase sales (Fisher, 2013). Fisher says that Phillips a 

health and well-being company increased their amount of sales in green products by 45% 

in 2012, and sales will only continue to grow as seen in the chart below. 

 

(Fisher, 2013) 
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This graph clearly shows that since the inception of green products at Phillips, sales have 

steadily increased yearly. This helps to show that going green or adapting sustainable 

procedures is beneficial to the sales growth of a company and this growth in the 

sustainable market does not seem to be a trend. According to Gwynne Rogers (2011) 

20% of the consumers in 2002 from the United States saw sustainability as more of a 

novelty idea and only relevant to the LOHAS (Lifestyles of Health and Sustainability) 

consumers. But in the decade since that number has grown from 20% to approximately 

80% of adults, who are now engaged in sustainability in one way or another. Rogers 

(2011) goes on to say that now it seems sustainability is becoming mainstream and 

becoming much more attractive to many different brands.  

 So if there is evidence that these sustainable products are helping to increase sales, 

why are more companies not producing more sustainable products? An annual study done 

by Green Biz surveyed countries around the world to see if their citizens felt there was 

enough sustainable products in the market place (Gilbert-Jones, 2013).  

(Gilbert-Jones, 2013) 
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What was found was that Canada and a few other countries felt that there has been a 

decrease in the amount of sustainable products available to them. What this meant was 

Canadians were aware of the need for sustainable products in the market but there was 

not enough supply to meet their demand.  

 Based on the findings of this literature review, it is apparent that the need for 

sustainable products in Canada is present. To help preserve the ski and snowboard 

industry in Canada, and the world, it would be advantageous for manufactures like 

DeCosse Customs to start moving more towards sustainability. But before this transition 

takes place at DeCosse Customs, it would beneficial to investigate what the market 

potential is for the sustainable skis and snowboards in the East Kootenay Region.  

Research Methods 

Data Collection and Design  

The research was a market analysis of the East Kootenay Region to see whether there is a 

consumer need, or retailer interest, in sustainable skis or snowboards. The surveying of 

the consumers and retailers was conducted in February of 2014. The information 

gathered for the research was primary research, collected by the researcher through 

surveying consumers at the Kimberley and Fernie Ski Resorts and Ski and Snowboard 

retailers in Cranbrook, Kimberley, and Fernie. The consumers were approached and 

asked if they had a few moments to take part in the survey at four different locations in 

the two resorts. In Kimberley consumers were approached in the lift line, Stemwinder 

Bar & Grill, cafeteria, and the general area outside of the hotel. The Fernie consumers 
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were approached at the Timber Bowl Express, Deer, and Elk Chairs, the cafeteria, and the 

Griz Bar. The retail outlets were contacted via phone-call prior to surveying the store, to 

ensure the store was able to participate in the survey and someone was available.  

By only using primary research, it allowed for unbiased raw data to be collected, 

which helped formulate the results of the market analysis. The researcher individually 

surveyed each respondent and inputted the responses into an iPad to help eliminate any 

variables or mistakes. The participants in the survey were not asked to provide any 

personal information and remained anonymous; this helped to minimize any ethical 

concerns.  

 The research conducted in the study was quantitative, to allow for more precise 

results of the data. The consumer survey was a questionnaire containing eighteen 

questions that the respondents had to answer. The number of questions was chosen to 

only make the survey last 4-6 minutes. Anything longer than this could lead to 

abandonment of the survey and skew the results (C, 2011). This same philosophy was 

applied for the retail survey, as it only consisted of fifteen questions. By using 

quantitative questions it helped in the evaluation of the data, as it is quantifiable, making 

it easier and faster to analyze. It also allowed the researcher to make accurate statistical 

charts and comparisons, aiding in market analysis research. The use of qualitative 

questions in the survey helped to fill in any missing data that the quantitative questions 

were unable to provide. 

 The results of the study will be made available to DeCosse Customs, the retail 

outlets that participated in the study, and online.  
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Data Analysis  

The analysis of the results focused mainly on the cross tabulation of the collected data. 

The data collected from the surveys was quantitative, which allowed for an accelerated 

data analysis process. The first step of the analysis procedure was to categorize and 

tabulate the data, which gave a comprehensive picture of what the results were, and 

helped identify any trends. The second step, which was adopted from the evaluation 

toolkit, was to break down the results into descriptive data sets that will better show a 

positive or negative correlation in the data sets (Evaluation Toolkit, 2014). The final step 

the researcher took was to analyze, compare, and contrast the data and cross-reference 

demographics data with the informative survey data. From here the researcher grouped 

any data that showed similar relationships in the results and formulated the findings in a 

logical manner, allowing the data to be tabulated (McGivern, 2009). The tabulation of the 

data by the researcher allowed for the development of graphs, tables, charts, and other 

visual aids, to give a greater understanding and meaning to the data collected.  

Sample Size 

The sample size was divided into two categories, the consumer side and the retailers. For 

the consumer, there were approximately 550-600 people approached to take the survey, 

of that 102 took part in the survey; 58 males and 44 females, giving it a response rate of 

17%. This number was made up of both skiers and snowboards with the highest number 

of respondents being skiers at 67 people and the remaining 35 being snowboarders.  

The highest amount of respondents by age was between 20-29 at 31 people, 

second was 30-39 at 30 people, third highest was 40-49 at 19 respondents, fourth was 

under the age of 20 with 9 people, fifth was respondents aged between 50-59 with 7 
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people, and the ages of 60 or older saw 6 respondents. Of the 102 respondents 34 had a 

Bachelors degree, 17 had either a trade or technical training, 15 had some college, 14 had 

only a high school education, 12 people had a Masters degree, 4 had a PHD, 4 people had 

associates degrees, and only 2 people college diplomas. The respondents represent 

demographics from both the Kimberley Alpine Resort and the Fernie Alpine Resort; of 

those surveyed 49 of respondents were in Kimberley and 53 in Fernie. The graphs display 

the demographic information.  
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For the retail survey, there were a total of six stores that were approached and 

complete the survey. The stores that were be contacted and surveyed were Kootenay 

Mountain Works, in Kimberley; The Choice and Gerick Sports in Cranbrook; and Board 

Stiff, Commit Snow & Skate, and Straight Line Bicycle & Ski, in Fernie. The projected 

response rate for the retail stores was 80-100%, the success rate was 100%.  

Budget 

For this project there was minimal expenses for the researcher. The two costs that were 

incurred were from the subscription to Quick Tap Survey and the gas that was required to 

travel from Cranbrook to Kimberley and Fernie. The cost of the one-month subscription 

fee to Quick Tap Survey was $19.00. The amount of gas was estimated to cost $21.00. 

The expected total expenses for the project were $40.00, all of which were covered by the 

Researcher.  

 The final cost of the research project accumulated to $59.00. The extra cost came 

from the survey subscription, as the researcher used it for two-months rather than one, 

costing a total of $38.00. The cost of gas came in at the estimated amount of $21.00. 

Findings 

The findings of the research are broken up into the two different segments that were 

surveyed. The consumer section will showcase the answers and preferences that 

respondents selected, and will be broken up into different demographic segments. The 

retail store findings will showcase the thoughts that retailers have on an eco-
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friendly/sustainable skis or snowboard, and if they believe there is a market potential for 

the skis or snowboards.  

Consumer Survey Findings 

The first graph shows what consumers’ responses were for the question – Does climate 

change had an impact on Ski Hills? Of the 102 respondents 86% or 88 people said yes, 47 

of which were Male and 41 Female. Of the 9% or 9 respondents who answered, “Not 

Sure” 3 were Female and 6 Male; it is also noted that of the 9 respondents who answered 

“Not Sure” 6 of them only had a High School education. Of the 5 people who said “No” 

all of them were Males under the age of 40, with 1 having a bachelors degree, 1 having 

high school, and 3 being educated in trades.  

 

 

 

This next graph shows the consumer purchasing history of green or sustainable products. 

As displayed in the graph 81 of the 102 respondents or 79% purchased green or 

sustainable products. Of the 81 consumers who answered “Yes” 41 were Male and 40 

Female. It is also important note that of the consumers who purchase green or sustainable 

products, 90% of them all have higher than a High School education.  
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Of the 81 respondents who do purchase green or sustainable products, 65% or 53 

people said that they do or would support the production of a local eco-

friendly/sustainable skis and snowboards; 26% of the consumers were unsure if they do 

or would support production. All together though, of the 102 surveyed, 60% or 61 people 
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These next graphs show the difference in age groups on whether or not they would 

purchase an eco-friendly/sustainable skis or snowboard. As one can see there is a 14% 

decline from under the age of 20 compared to 20-29 in those who would purchase the 

eco-friendly/sustainable snowboards. But in ages 30-39, 40-49, 50-59, and 60 or older, 

either a third or more said that they would purchase the skis or snowboards; with 100% of 

the 60 or older group saying that they would. It is interesting to note that of the 32 

respondents, who were unsure if they would purchase an eco-friendly/sustainable ski or 

snowboard, 78% of them said that they do purchase green or sustainable products. Of the 

respondents who answered why they would not own an eco-friendly/sustainable ski or 

snowboard, 31% said because they were too hard to find, 31% said they were not 

interested in the products, 25% believed they were not as good as traditional models, and 

13% said it was because they cost too much.  The respondents by age group go as 

follows: Under 20 was 9 people, 20-29 was 31 people, 30-39 was 30 people, 40-49 was 

19 people, 50-59 was 7 people, and 60 or older was 6 people. 
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 In total 38 of the 102 respondents said that they do or would own an eco-

friendly/sustainable skis or snowboard. These 38 respondents were then asked if they 

would spend more to own the eco-friendly/sustainable equipment. In total, 63% or 24 

respondents said that they would spend more money, 13% or 5 said that they were unsure 

if they would, and 24% or 9 people said that they would not spend more money. Of the 

24 respondents who said yes, 58% classified themselves as an, “Expert” rider and 42% 

said they were, “Intermediate” riders. 

 

 

 

 

 The 24 people who said that they would spend more money on the eco-

friendly/sustainable skis or snowboards, the majority of them said that they would spend 
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These next graphs show how much people are spending on a new pair of skis or a 

snowboard based on ability level and how many times in a year they are riding. The 

mode price for the 102 respondents was $300-$499 with 59% or 60 people choosing that 

price range; the second most common paid price was $500-$699 with 29% or 30 people; 

third was under $300 with 10% or 10 people; and last was over $700 with only 2% or 2 

people saying they would spend this much. The graph below shows how much is being 

spent based on the ability level of the rider. As one could expect, someone who is just 

beginning is spending less than $300 on a pair of skis or a snowboard. Compare this to 

someone who is at the intermediate level where 75% of the riders are spending $300-

$499 on their skis or snowboard. Looking now at an expert rider, 67% of them are 

spending between $500-$699 on their equipment, where as now only 30% spend $300-

$499. The number of respondents in each ability level is as follows: Beginner riders - 3, 

Novice riders - 18, Intermediate riders - 51, and Expert riders - 30. 

 

 

 

 

 

  

   

3 3 4 

13 

38 

9 

2 

8 

20 

1 1 

0

5

10

15

20

25

30

35

40

Beginner Novice Intermediate Expert

Riders Ability vs. Dollar Amount Spent  

Less than $300

$300-$499

$500-$699

More than $700



Sustainable Winters    25 

 The next graph shows how much people are spending based on how much they 

are riding in a year. For the people that are riding less than 10 times a year, 42% of them 

are spending less than $300 on their ski or snowboard. In the 10-19 and 20-29 times a 

year the majority of the riders are spending $300-$499 on their skis and snowboards and 

the other majority is spending $500-$699. As the amount of days spent riding increase, so 

does the amount of money being spent. In the 30-39 times a year category, while 69% of 

the riders spend $300-$499, 31% pay between $500-$699 which is an increase from the 

riders who only go out 20-29 times a year. For the riders surveyed who ride 40-49 times a 

year, 100% of them said they spend between $500-$699 on a new pair of skis or a 

snowboard. Lastly looking at the respondents who are riding 50 or more times a year, 

there is a mix in the amount spent. While 50% does spend between $500-$699, 38% 

spends only $300-$499, and 12% spends more than $700 on their equipment.  

The respondents for this category is as follows: Less than 10 times – 12 people, 

10-19 times – 34 people, 20-29 times – 31 people, 30-39 days – 13 people, 40-49 times – 

4 people, and 50 or more times riding in a year was 8 people.  
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The graph below shows how often a skier or snowboarder is purchasing a new ski 

or snowboard. As it can be seen, riders that classify themselves as, “Experts” were the 

only respondents to say they purchase a new pair or skis or snowboard every year, where 

as 55% of the Intermediate riders usually wait 3-5 years before purchasing new 

equipment. 63% of the 30 Expert riders, however, are purchasing new skis or snowboards 

every 3 years. For the Novice and Beginner skiers and snowboards, the majority of the 

Novice and all of the Beginners are waiting 5 or more years before buying new 

equipment. 

 

This graph also shows that a 38% of the respondents are purchasing their new skis 

and snowboards every 3-5 years and 27% are waiting 5 years or more; which means that 

only 45% of the 102 respondents are buying new equipment within a 3 year timeframe.  

The number of respondents for each ability level is as follows: Beginner riders - 3, 
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Next, the findings show where the most common place to purchase a new pair of skis or 

snowboards is for the surveyed consumers. Of the 102 respondents, 58% or 60 people 

said that they purchase new equipment from either a Retail Store or a Specialty Store. 

17% or 17 people said they buy their skis and snowboards from the ski hill itself, 10% or 

10 people from an online source, 8% or 8 people purchased used equipment, and only 7% 

or 7 people bought their new skis or snowboards directly from the manufacturer.    
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The next graph shows the most common place to purchase new skis and snowboards of 

those respondents who said they purchase green products. Of the 81 people who said they 

purchase green products, 33% or 27 people said that they purchase new skis and 

snowboards from a specialty store, and 25% or 20 people from a retail store. The 

specialty and retail stores account for more than 50% of the green purchasing consumers 

in this graph. Ski hills came in third with 17% or 14 respondents, used equipment is forth 

with 10% or 8 people, buying directly from the manufacturer is in fifth with 9% or 7 

people, and buying online is the least common way of purchasing new skis and 

snowboards for consumers who buy green products with 5 respondents or 6%.  
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biggest factors that consumers say influence their purchases are the price point and the 

performance and reviews of the products, 63% or 64 consumers say it is the price point, 

but 65% or 66 people say it is the overall performance and reviews of the product that 

determines their purchase.  

 

 

 

 

 

 

The next graph shows how a rider’s ability will effect their ultimate purchase 
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The purchase influences can also be seen by different age segments as seen on the 

next graph. As the graph shows riders who are under the age of 20 mainly focus on the 

brand and what the performance or reviews are. This is significantly different from those 

aged 20-29 as they seem to mainly focus on the price point, graphics or looks of the 

product, and the performance or reviews of the skis or snowboard; only a small 

percentage of this age range looks at the new technology incorporated into the product. 
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technology than any other age group. Still the main focus for the 30-39 year olds is the 
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price point in second, and new technology in third, and for females it was price point in 

first, graphic design and looks in second, and performance and reviews in third.  
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Retail Store Survey Findings  

Looking at the results of the retail stores surveyed, 50% or 3 stores have been open for 

more than 15 years, 2 of the stores had been operating for 10-14 years, and only 1 store 

had been in business for 5-9 years. Of the main clientele of the three stores that had been 

open for more than 15 years, 66% were between the ages of 20-29, with the remaining 

34% being between 30-39. For the stores open 10-14 years the main clientele was a 50% 

20-29 year olds and 50% aged 30-39.  For the store that had only been open for 5-9 years, 

the main clientele was aged 30-39.  

 Of the 6 stores surveyed 5 or 83% of them are selling an eco-friendly or 

sustainable product. This product could be anything from clothing, equipment, waxes, or 

other accessories relating to skiing or snowboarding; of the 5 stores, all of them knew of 

companies who were producing eco-friendly or sustainable equipment. Only 4 stores sold 

the eco-friendly/sustainable skis or snowboards, but the 2, who did not sell any eco-

friendly/ sustainable goods, said that they would consider selling these products. All 

together there was a total of 9 companies mentioned that produced an eco-friendly or 

sustainable product. Below are the companies that were mentioned by the stores, and 

what makes the company or their products eco-friendly or sustainable. Of the 9 stores 

mentioned, 7 of them manufacture their products in western North America, and 2 are 

within southeastern British Columbia. None of the stores sold or mentioned DeCosse 

Customs as a company that was applying sustainable practices into their products.   
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Company  Eco-Friendly/Sustainable Features 

Salomon  Reducing CO2 emissions  

 Eliminating reliance on non-renewable 

resources  

 Eliminating toxicity  

 Educate on sustainability  

 Made around the world 

Trapper Snowboards  Locally sourced wood 

 Sources sustainable materials when possible 

 Handcrafted 

 Made in Revelstoke, BC, Canada 

Capita Snowboards  Uses sustainable woods for the cores 

 Made in Slovenia  

Smokin Snowboards  Sustainable aspen wood cores 

 Use recycled materials when possible 

 Minimizing their environmental footprint 

 Made in Nevada, U.S.A 

Arbor Snowboards  Use bamboo wood 

 Use sustainable materials  

 Handcrafted products  

 Supporter of Hawaiian Legacy Forests  

 Made in California, U.S.A 

Ski Logik  Purchases all supplies from sustainable sources  

 Increased wages and employee benefits plan 

 95% of wood is sustainably harvested 

 Portion of proceeds to The Nature Conservatory  

 Made in Colorado, U.S.A 

Boomtown Sports Inc.  Uses bamboo wood for the cores 

 Made in Nelson, BC, Canada  

Mervin Manufacturing  Uses non-petroleum based bio-plastics made 

from castor beans 

 Soy-based elastomer sidewalls  

 Uses low VOC epoxy resin 

 Uses only renewable wood  

 Recycles wood and plastic byproducts 

 Factory heated on renewable biodiesel  

 Uses environmentally friendly water based ink 

sublimation for graphic prints 

 Made in Washington, U.S.A  

DPS Skis  Member of Protect Our Winters (POW) 

 Pure carbon fiber skis  

 Hires locally 

 Made in Utah, U.S.A 

http://www.salomon.com/us/
http://trappersnowboards.com/
https://www.capitasnowboarding.com/
http://smokinsnowboards.com/
http://arborcollective.com/snowboards/
http://www.skilogik.com/
http://boomtownsports.com/
http://www.mervin.com/
http://www.dpsskis.com/
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All of the retail stores surveyed agreed that with more education on the benefits and 

performance of eco-friendly/sustainable products there would be more of a market 

potential for them. The retailers said that, while they feel there is a current market out 

there for the eco-friendly/sustainable skis and snowboards, it could easily grow with the 

right education and marketing. Only 1 store of the 6 said that they could recall someone 

specifically asking for an eco-friendly/sustainable product. 

The graph below shows how the retailers feel the performance of an eco-

friendly/sustainable pair of skis or snowboard, compare to that of a traditional model. 

 

 

 

 

 

 

As one can see, 5 or 83% of the stores agreed that the performance specifications in the 

eco-friendly/sustainable skis and snowboards were that of the same of the traditional 
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snowboard industry.  
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Discussion  

Analysis 

Based on the findings, it is clear that there is a potential need for an eco-

friendly/sustainable pair of skis and snowboards, if there is an increased awareness of the 

products. This can be seen in the results gathered from both the consumers who are 

purchasing the skis and snowboards, and the retailers who are supplying the equipment to 

the riders. The need for the eco-friendly/sustainable skis and snowboards is not just for 

the rider to enjoy a high quality product, but also to help limit the impact they are having 

on the earth, and the ski hills.  

 Like the study done by Pickering, Castley & Burtt which found that 78% of the 

236 respondents felt that climate change would have a negative effect on the ski and 

snowboard industry, this study found very similar results. When the consumers were 

asked if they felt that climate change had an impact on ski hills, 86% of the 102 

respondents said yes, verifying Pickering, Castley & Burtt results that something needs to 

be done before this winter sport is lost. But as mentioned by Gwen Rogers (2011), 

consumers of today are becoming more aware of the problems at hand and are starting to 

purchase more green/sustainable products, with approximately 80% of adults now 

engaging in sustainability in one way or another. This movement towards a sustainable 

future is evident in the East Kootenay as 79% of the respondents said that they do 

purchase green or sustainable products, proving Rogers theory, that sustainability is not 

just a trend, but is here to stay.  
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 Sustainability is not a new idea in the ski and snowboard industry, Roddy Scheer 

and Doug Moss (2012) actually said that it has shown the largest improvement in green 

or sustainable ventures in the sporting industry. This can be seen in the results gathered 

from the information about companies going green from the Retail Surveys. Of the six 

shops that were surveyed and asked if they knew of any companies going 

green/sustainable, nine different companies were mentioned as taking on the new 

green/sustainable venture, and of those nine, two are from the Kootenay region, and five 

from western United States. One of the companies mentioned, DPS Skis is involved in 

the Protect Our Winters (POW) organization founded by Jeremy Jones, and discussed by 

Bowen (2014). So companies out there are trying to make a difference in the ski and 

snowboard industry as shown above, and the consumers are willing to purchase the eco-

friendly/sustainable products. Where the gap seems to be is in the distribution and 

education of these new innovative products.  

 Gilbert-Jones (2013) showcases this perfectly in her article for Green Biz. She 

states that Canada as a whole does not offer enough sustainable products in the market to 

meet the demands of the consumers. This is supported by the 31% of the consumers 

would not own an eco-friendly/sustainable ski or snowboard, saying because they were 

too hard to find. And the retailers agree that with more of an education on sustainability 

and the products, that there would be a higher demand and market potential for the eco-

friendly/sustainable skis and snowboards. 83% of the Retail Stores also said that they 

could even see eco-friendly/sustainable skis and snowboards being the future of the ski 

and snowboard industry. This seems to be true, as seen by the amount of people who are 

willing to support or buy an eco-friendly/sustainable pair of skis or snowboard; 60% of 
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the consumers surveyed said that they would support the production of these new skis 

and snowboards, and 37% saying that they would go ahead and purchase these products. 

It is worth mentioning that 9 people said that they already own and ride eco-

friendly/sustainable skis or snowboards. With that said, the consumer and the retailer are 

both behind the production of the eco-friendly/sustainable skis or snowboards, and some 

consumers are even willing to pay up to 20% more for these products. 

 So it seems that both the consumers and the retailers are willing and are already 

supporting this new venture that the ski and snowboard industry is starting to embark on. 

Where the problem seems to be though, is in the distribution and education about these 

new innovative products. If 65% of the consumers say that it is the performance and 

reviews of the product that influences their purchase, then it needs to be educated to the 

consumers and retailers, that eco-friendly/sustainable skis and snowboards are just as 

good as the traditional models. 

Environmental Benefits  

The environmental benefits of this study were quite significant. It was found that many 

consumers feel that climate change is having a negative effect on ski hills resulting in 

more consumer interest in eco-friendly/sustainable skis and snowboards. It is the hope 

that with the consumer demand for more eco-friendly/sustainable skis and snowboards, 

that in the future the manufacturing process will change to be more beneficial to the 

environment. Small and large companies could potentially see a reason why they should 

start using non-toxic resins and epoxies, bamboo or FSC certified cores, and other 

sustainable practices in their operations, which would all benefit the environment.  
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Economic Benefits  

The economic benefits of this research will be seen in the sales and operational side of 

DeCosse Customs and any business that choose to adopt more sustainable practices. This 

study was able to identify the market potential for sustainable skis and snowboards in the 

East Kootenay area. The information provided will allow companies like DeCosse 

Customs, market their product better, thus helping to increase sales. It is also known that 

being a sustainable business and having sustainable operations is economically beneficial 

for any company.   

Social Benefits  

The social benefits of this survey were noticed on three different levels, the consumer, 

suppliers, and employees. The consumers saw a social benefit because they had the 

opportunity to give direct feedback and a chance to shape the skis and snowboards in 

which they will use in the future. The suppliers will see a benefit because DeCosse 

Customs continues to look for North American sources for the manufacturing and raw 

materials, rather than international. And for the employees of DeCosse Customs, they 

will see a benefit of the increased workplace safety and wellness, by being a more 

sustainable company. 

Limitations, Challenges, and Ethical Issues 

The limitations of the research were mainly seen in the geographic range of the sample 

size. Due to time constraints and distance, the researcher was not be able to reach as 

many markets as possible, thus having to limit the research to Cranbrook, Kimberley, and 

Fernie consumers and retailers. While the researcher was able to gather significant data, it 

only shows a small fraction of the entire ski and snowboard industry. Something that was 
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considered to be a challenge was the acquisition of the data. Finding consumers to take 

part in a survey did prove to be difficult with a rejection rate of 83%. This was 

disappointing as more completed surveys would provide more valid findings. Another 

challenge with the consumer would be the bias on the environmental questions in the 

survey. With the environment being an important issue, some respondents may have been 

biased or overstated their environmental concern to please other parties or those around 

them. There was no problem with rejection from the retailers. As for ethical issues there 

was none by design. The researcher made sure not to ask for any personal information 

from DeCosse Customs or any of the surveyed participants, thus helping to limit any 

ethical concerns.  

Recommendations  

Based on the findings and the analysis, it is apparent that there could be a consumer and 

retailer need for an eco-friendly/sustainable ski and snowboard in the East Kootenay 

Region; however, the survey results only represent a small section of the market. The 

recommendations that could be made for DeCosse Customs and other companies 

venturing into sustainability would be to educate, market, and do performance reviews of 

their skis and snowboards; to help further stimulate interest into an eco-

friendly/sustainable ski and snowboard.  

 One of the common themes among the respondents was the lack of knowledge 

and awareness of the eco-friendly/sustainable skis and snowboards. It would be the 

researchers first recommendation to educate the public on the ski and snowboard 

manufacturing process. If the consumers and retailers can see exactly how much toxins 
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and non-recyclable materials are being put into their skis and snowboards, they will better 

understand why eco-friendly/sustainable skis and snowboards are for everyone’s benefit. 

If the environmental benefits were shared with everyone, it would be easier to market and 

sell the new skis and snowboards. Along with this, it is recommended that both the 

consumers and retailers are educated on the performance factors and technology that is 

going into each eco-friendly/sustainable pair of skis and snowboard. Many of the 

individuals surveyed believed that the new eco-friendly/sustainable skis and snowboards 

did not share the same performance attributes, to those that use the traditional methods of 

manufacturing. If it can be shown to everyone that the performance of an eco-

friendly/sustainable ski or snowboard, is equal if not better than traditionally made model, 

people would be more willing to purchase the greener version.  

 Another recommendation for DeCosse Customs would be to look at joining a 

green initiative such a Protect Our Winters (POW). This would allow the company to get 

a larger consumer base, with the marketing and brand recognition that POW has already. 

It is also recommended that DeCosse Customs look into forming a closed loop process 

for their skis and snowboards. As mentioned previously, skis and snowboards rarely are 

recycled or discarded of properly. Perhaps setting up a recycle program with current 

customers to collect and recycle their outdated skis and snowboards in exchange for a 

small discount or something of benefit. What this could hopefully produce is a customer 

base who keeps returning to DeCosse Customs to recycle their used equipment, and then 

purchase the newer model.  

 The last recommendation that the researcher suggests would be to market the 

“green” or “sustainable” factor in the skis and snowboards. With how much emphasis 
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consumers are now putting on eco-friendly or sustainable products, it would be in the 

best interests of DeCosse Customs to market their products as such. However, it is 

recommended to market the performance aspects first and the sustainability second. As 

the consumers still want a high performance product. Being green does not only need to 

benefit the business and the environment, but it also can benefit the sales and distribution 

of the eco-friendly/sustainable skis and snowboard.  

Conclusion 

The culture of sustainability is very evident in the East Kootenay region. Surrounded by 

nature and recreational playgrounds, individuals who reside in the East Kootenay take 

pride and great care in their surrounding environment. With that said, one could assume 

that sustainable development to help prolong this way of life would be welcomed by all. 

It was the ambition of the researcher to pose this question to those individuals who 

enjoyed winter activities on the ski hills or those who supported these activities. Based on 

the input of the consumers and retailers of ski and snowboard industry, the researcher 

was able to identify a need, and a market potential for eco-friendly/sustainable skis or 

snowboards. A company such as DeCosse Customs would greatly benefit from 

continuing to integrate eco-friendly/sustainable manufacturing processes into their 

product line.  

 While this research has presented market information for the East Kootenay 

region on the viability for an eco-friendly/sustainable ski or snowboard, it is something 

that could use further research. With this research only being conducted in a relatively 
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small geographical area, it would benefit all stakeholders if it were conducted on a larger 

scale.   
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Appendices  

Appendix A – Preface to Survey 

Hello,  

My name is Mike Savarie and I am a fourth year student at the College of the Rockies 

completing my BBA in Sustainable Business Practices. I am contacting you because I am 

doing a market analysis on whether there is a potential market for eco-

friendly/sustainable skis or snowboards, in the East Kootenay Region. Sustainability is 

more than a company being environmentally friendly; there are social and economic 

concerns as well.  That is why for a company to be considered sustainable, they must 

balance the three P’s: People, Planet, and Profit. Through this research I will potentially 

be able to see if there is in fact a market for a sustainable ski or snowboard company in 

the East Kootenay region.  

Participation in the survey is anonymous, confidential, and voluntary, and can be 

withdrawn at anytime throughout the survey. Data is subject to the Patriot Act, but 

participants and their information will be kept anonymous throughout the entirety of the 

research as well as after, as the data will have no secondary purpose. Results of the 

survey will be made available upon an email request to myself.  

Thanks you for your time. 

Sincerely, 

  

 

Mike Savarie, Researcher Greg McCallum, Instructor 

msavarie@hotmail.com GMcCallum@cotr.bc.ca 

                              (250) 489-2751 ext. 3623 
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Appendix B – Consumer Sustainable Skis & Snowboard Market 

Survey  

Sustainable Skis & Snowboard Consumer Market Survey 

Question 1 – What is your gender? 

 

Male 

Female 

 

Question 2 – What is your age? 

 

 Under 20 

 20 – 29 

 30 – 39 

 40 – 49 

 50 – 59 

 60 or older 

 

Question 3 – What is the highest degree or level of school you have completed? 

 

 High school 

 Some college 

 College diploma  

 Trade/ technical/ vocational training  

 Associates degree 

 Bachelor’s degree 

 Master’s degree 

 Professional/Doctorate Degree  

 N/A 

 

Question 4 – Do you primarily Ski or Snowboard? 

  

Ski 

 Snowboard 

 

Question 5 – How many times a year do you ski or snowboard? 

 

 Less than 10 

 10 – 19 

 20 – 29 

 30 – 39 

 40 – 49 

 50 or more 
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Question 6 – What level of skier or snowboarder would you say you are? 

 

 Beginner  

 Novice  

 Intermediate  

 Expert 

 

Question 7 – How often do you buy a new pair of skis or snowboard? 

 

 Every year 

 Every 2 – 3 years 

 Every 3 – 5 years 

 Every 5 years or more 

 

Question 8 – Where do you buy a new pair of skis or snowboard from? 

  

 Retail store 

Specialty store 

 Online 

 Ski hill  

 Direct from manufacture 

 Used 

 Other____________ 

 

Question 9 – How much do you spend on a new pair of skis or snowboard? 

 

 Less than $300 

 $300 – $499 

 $500 – $699 

 $700 or more 

 

Question 10 – What influences your purchase of the new products? 

 

 New technology (eco-friendly, better edges, stronger cores) 

Performance/reviews 

 Price point 

 Loyal to the brand 

 Graphic design/looks 

 Other____________ 

 

Question 11 – Do you feel climate change has an impact on ski hills? 

  

 Yes 

 No 

 Not sure 
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Question 12 – Do you ever purchase green or sustainable products? 

  

 Yes 

 No 

 Not sure 

 

 

Question 13 – Do you or would you support production of local eco-

friendly/sustainable skis or snowboards? 

 

 Yes 

 No 

 Not Sure 

 

Question 14 – Do you own an eco-friendly/sustainable skis or snowboard? 

  

 Yes 

 No 

 Not sure 

 

Question 15 – If no would you own an eco-friendly/sustainable skis or snowboard? 

  

 Yes 

 No 

 Not sure 

 

Question 16 – Would you spend more money on an eco-friendly/sustainable ski or 

snowboard?  

 

 Yes 

 No 

 Not sure 

 

Question 17 – If yes, what would you be willing to pay for an eco-

friendly/sustainable ski or snowboard compared to a regular ski/snowboard? 

 

 5% more 

10% more 

15% more 

20% more  

25% more 

  More than 25% 
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Question 18 – If you would not buy an eco-friendly/sustainable skis or snowboard, 

what is the reason? 

  

 Cost too much 

 Not as good as traditional models  

 Too hard to find 

 Not interested in them  

 Other____________ 
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Appendix C – Retailer Sustainable Skis & Snowboard Market Survey  

Sustainable Skis & Snowboard Retail Survey 

Question 1 – What is the main age range of your cliental? 

 

 Under 20 

 20 – 29 

 30 – 39 

 40 – 49 

 50 or older 

 

Question 2 – How long has your store been in business? 

 

 Less than 5 years 

 5 – 9 years 

 10 – 14 years 

 15 years or longer  

  

Question 3 – What do you sell more of? 

 

 Skis  

 Snowboards  

 Equipment (Boots, goggles, gloves, bindings) 

 Clothing 

 Other____________ 

 

Question 4 – What are your estimated sales of winter sports equipment or related 

goods?  

 

 Less than $75,000 

 $75,000 – $149,999 

 $150,000 – $224,999 

 $225,000 – $299,999 

 $300,000 – $374,999 

 $375,000 – $449,999 

  $450,000 or greater 

 N/A 
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Question 5 – What is the median price of a pair of skis in your store?  

  

 Less than $300 

 $300 – $499 

 $500 – $699 

 $700 or more 

 N/A 

 

Question 6 – What is the median price of a snowboard in your store?  

  

 Less than $300 

 $300 – $499 

 $500 – $699 

 $700 or more 

 N/A 

 

Question 7 – Do you currently sell any eco-friendly or sustainable products? (Waxes, 

clothing, equipment, or other accessories) 

 

 Yes 

 No  

 Not Sure 

 

Question 8 – Do you know of any companies manufacturing eco-friendly/sustainable 

skis or snowboards?  

 

 Yes 

 No  

 Not Sure 

If so which manufacturer____________ 

 

Question 9 – Do you currently sell any eco-friendly/sustainable skis or snowboards? 

 

 Yes 

 No  

 Not Sure 

If so which manufacturer____________  

 

Question 10 – If no to previous question, would you consider selling eco-

friendly/sustainable skis or snowboards, if possible? 

 

 Yes 

 No  

 Not Sure 
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Question 11 – Have any customers asked if you carry an eco-friendly/sustainable 

skis or snowboards? 

 

 Yes 

 No  

 Not Sure 

 

Question 12 – Do you think there is a potential market for eco-friendly/sustainable 

skis or snowboards? 

 

 Yes 

 No  

 Not Sure 

 

Question 13 – Do you think eco-friendly/sustainable skis or snowboards have the 

same performance factors as traditional models? 

 

 Yes 

 No  

 Not Sure 

 

Question 14 – Do you think with education on eco-friendly/sustainable skis and 

snowboards they would have better market potential? 

  

 Yes 

 No  

 Not Sure 

 

 

Question 15 – Do you think or could you see eco-friendly/sustainable skis or 

snowboards being the future of the industry? 

  

 Yes 

 No  

 Not Sure 

 


