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2020 YEAR IN REVIEW

2020 was a year like no other. Closures, restrictions and limited in-person interactions have impacted the winter
outdoor community in ways we could not have anticipated this time last year. The industry had to navigate a
completely new and foreign landscape. Despite the very real challenges, there have been very real bright spots
as well. The industry has developed new ways to conduct business and there has been a groundswell of people
to get outside and recreate. Moreover, the Black Lives Matter movement opened our eyes to the fact that the
winter outdoor industry needs to be more inclusive.

As we look toward this coming winter, we understand that there will continue to be numerous challenges. We
also hope that we can continue to work as an industry to identify the opportunities.

This presentation is intended to help create a framework by which to evaluate the season that we are entering.
We recap the (2019-2020) NPD retail data, as well as present some key consumer insights and more.
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While we don’t know exactly what this pandemic
will bring this season, we do know that it brings
uncertainty and lack of clarity. YOY trends will
be tested and what were once reliable markers
for our industry may not serve us this season.
However, we can look at other industries and
what we have learned up to this point.

COVID-19 has been a gift and a curse.
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COVID-19 has forced all sorts of changes, processes and new business and consumer habits.

NPD Top 6 Takeways: COVID-19 impacts on consumer purchase behavior, July 2020.
NPD tracks and analyzes consumer behavior across general merchandise and foodservice

COVID-19 has forced shoppers to make far VN
fewer retail trips than last year, but they’re 4 What consumers are buying has changed.
spending more on each trip. -

Consumers have shifted more of their People are dining at home more, but there’s
purchases online. v still opportunity for restaurants to innovate.

Older consumers (aged 55+) shifted their 4 % Consumers are wary about returning
purchasing online faster than younger buyers. ©Y to stores even when they reopen.

NPD’s Top 6 Takeaways: COVID-19 Impacts on Consumer Purchase Behavior, Jul. 2020
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During Summer 2020, the market for bicycles and related products soared. Retail Toolkit (a customer experience
management platform for independent specialty stores) makes estimated that the 30-day moving average for retail
activity at brick-and-mortar independent bicycle dealers (IBDs) increased between 60% to almost 90% over 2019.
Since March 1, average brick-and-mortar retail dollars at IBDs has continued to increase, reaching 61% over 2019.

The ecommerce market for bicycles has reached similar heights since the onset of COVID-19. The March-to-date
growth of ecommerce bicycle sales, as measured by SmartEtailing (website, marketing and data solutions to help
IBDs and suppliers sell more product in-store and online), is significantly higher (+1,192%) than brick-and-mortar
growth, although this represents a smaller portion of market activity.

A PeopleForBikes study of the general population, conducted in June, revealed that while online purchases of
bicycles soared early during the COVID-19 pandemic, many potential-buyers would rather make their upcoming
purchase at the retail location. As winter approaches and participants are looking to purchase equipment, we
anticipate more in-person purchases than the bicycle market experienced during the late-spring and summer.
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Massive Influx of New Surfers and Skaters

Annual Participation Rate Age 6+

3.4%

1.7%
ﬂ

Skateboardng Surfing

& Spring/Sum Apr-Aug 2019 m Spring/Sum Apr-Aug 2020
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FEDERATION®

Retail sales continued to recover from the coronavirus pandemic in August, showing a gradual improvement from
July and larger gains year-over-year, the National Retail Federation said today.

“While August retail sales numbers were a bit mixed, we believe the consumer is resilient and is in good shape as we
head into the holiday season,” NRF President and CEO Matthew Shay said. “Over the past several months,
consumers have responded well to federal relief measures that have supported the recovery, so it comes as no
surprise that they would take a pause on spending as some of these programs tapered off at the end of July. We
continue to advocate for additional stimulus measures to help the economy recover. With the holidays quickly
approaching, our retailers are prepared to serve customers to meet all of their holiday needs and are embracing the

new holiday tradition of shopping early.”

2020 YEAR IN REVIEW
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Fashion to Rally After COVID-19 but Must Make Changes, Report Says

“Based on the data we analyzed from previous recessions, we believe that the soft-goods retail market will
experience a faster return to pre-COVID-19 sales figures than other sectors,” McGovern said. Sales for apparel and
softgoods experienced rallies after the two preceding recessions of the 21st century, he said. He forecasted apparel
to make another rally after the current recession. However, he expected a big and, mostly likely, permanent shift to
online buying and digital commerce after the current recession.

The forecast predicted a big wave of closures for bricks-and-mortar stores, perhaps a 30 percent to 50 percent
reduction in physical storefronts in the U.S. Brands that make it through the current downturn will increasingly rely on
direct-to-consumer retail. Many brands will make perhaps 40 percent of their revenue from DTC commerce.

PreciseTarget’s forecast also predicted that retailers would make major promotions to clear inventory. “2020 will set
new records for discounting,” the report noted. “There’s an epic glut of inventory that must be cleared. There are

exacerbating factors like store closures, diminished demand for professional attire due to sheltering at home and
consumer uncertainty.”
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REI Reports Increased Demand for Winter Gear

Early season demand for winter gear is booming at outdoor retailer REI, the company said Wednesday.

The pandemic has driven robust sales in outdoor equipment categories, and snow companies are hoping the trends continue for
the winter. Sales of cross-country skis and snowshoes are running three to four times above last year’'s numbers, REI said.

The company is also seeing increases in entry-level winter gear, which is similar to what many surf shops saw this summer with
demand for soft top surfboards. The snow industry has the potential to see a big jump in participation, similar to what surf and
skate has experienced during the pandemic.

Sports Marketing Surveys estimates that the industry has added two million new skateboarders and three million new surfers this
year. REIl shoppers are also buying more insulated boots and winter hiking gear, the company said.

In apparel, REI is seeing increased interest in base layers, mid-layers, and outerwear. The interesting question will be whether the
demand is mostly for equipment that can be used outside of resorts. If resorts are able to operate safely and stay open this winter,
snowboards and downhill skis may also become hot sellers.

Shop Eat Surf, Oct. 28, 2020


https://shop-eat-surf.com/2020/10/hard-data-on-surging-skate-and-surf-participation/

Snowsports
Industries
America

JLCNBC Sia

L.L. Bean CEO says demand for snowshoes, sleds already spiking ahead of winter

"We have already seen a pop in sales on snowshoes, sleds, some of our outdoor hard goods for the winter season,"
Smith said Tuesday. "l think people are connected to the outdoors in ways they have never been."

L.L. Bean, headquartered in Freeport, Maine, isn't the only retailer reaping the benefits of more people trying to get
outdoors and break a sweat. Dick's Sporting Goods' online sales surged 194% during the latest quarter, as more
people bought sneakers, athletic apparel, kayaks and camping accessories.

Bike sales are soaring at retailers across the board, up 75% in March and April, according to data from NPD Group.
"What we have seen is a total reconnection to nature, just being outside," Smith said. "There are incredible
restorative benefits to being outside... We absolutely see that continuing through the fall and winter."

2020 YEAR IN REVIEW
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https://www.cnbc.com/quotes/?symbol=DKS
https://www.cnbc.com/2020/08/26/dicks-sporting-goods-dks-reports-q2-2020-earnings-beat.html
https://www.cnbc.com/2020/08/29/coronavirus-bike-sales-surge-schwinn-pivots-marketing-plan.html
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COVID IMPACT ON CONSUMERS

The Impacts of COVID-19 on Snowsports Consumer Trends and Insights,
Snowsports Industries America, 2020
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KEY TAKEAWAYS FROM
SNOWSPORTS CONSUMERS

- Enthusiasts are more likely to be excited than not excited for the winter season ahead
+ Concern about COVID-19, broadly, is mixed

- Many expect reductions in income, spending, and savings

- Off-resort snowsports are poised for significant growth this season

* In-person spending will likely continue to lag compared to the past

- Core participants remain excited about the upcoming season

2020 YEAR IN REVIEW
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Enthusiasts are more likely to be excited than
not excited for the winter season ahead

2020 YEAR IN REVIEW
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Despite the challenges, enthusiasts are generally more

excited for snowsports than usual

Excitement for Snowsports

® More excited
m About the same
m Less excited

July August

Q11. Compared to a “normal” year (before COVID-19), how
2020 YEAR IN REVIEW excited are you to participate in snowsports this season? Base:

©2020 SNOWSPORTS INDUSTRIES AMERICA Snowsports Participants (July: 1,109, August: 996)



There is significant optimism about snowsports this

season, but COVID is a concern

- Many respondents noted they were excited to engage in
snowsports this year due to the prior year being cut short.

- Snowsports are perceived as a relatively safe activity

- However, some are still fearful that COVID-19 may make on-
resort snowsports risky, especially during weekends or
holidays.

- Indoor spaces are a concern
- Many will bring food, avoid rentals, and gear up in the car
- Some worry about access being restricted

Snowsports
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| am very anxious to get on my skis again
since the 2020 season was cut short! | believe
any outdoor recreational activity is beneficial to
the mind, body, and soul! | am spending a lot
more time outside than | ever have before!

Hopefully ski resorts will be able to open and
implement COVID-19 safety precautions, (e.q.,
not fill chairs with people not in group and
require face coverings and social distancing in
lines and common areas).

N
)

Expect less opportunities with capacity limited
at resorts. Also worry about people taking the
virus seriously if | am able to participate.

This question was open-ended, and the most common themes are summarized here. Verbatim responses are available separately.

2020 YEAR IN REVIEW Q12. Why [are you more/less excited to participate in snowsports

©2020 SNOWSPORTS INDUSTRIES AMERICA this season]?
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Concern about COVID-19, broadly, is mixed
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Enthusiasts are mixed in their

expectations for the U.S. economy

Confidence in the U.S. Economy

m Optimistic
m Mixed
Hm Pessimistic

July August

Q6. What is your overall confidence level in economic conditions
2020 YEAR IN REVIEW due to the COVID-19 situation? Base: All Respondents (July:

©2020 SNOWSPORTS INDUSTRIES AMERICA 1,208, August: 1,145)
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Many expect reductions in
income, spending, and savings

2020 YEAR IN REVIEW
©2020 SNOWSPORTS INDUSTRIES AMERICA



S I a Snowsports

Industries
Travel spending will likely decline significantly, but T
outdoor spending will be relatively stable

Net Anticipated Change in Spending
(increased - reduced)

. 33%
0,
Alcohol 8% 1o,
9%

Outdoor/recreation gear and products

I 2%

A

-10%

| P - Younger people, families with children, higher-
Fitness and wellness ° 4% .

a0, income respondents, and frequent snowsports

participants are more optimistic about outdoor

Consumer electronics 079
spending

Travel by car

Furnishings and appliances '36(_)/58%

( Private home rentals (e.g., Airbnb) ~09% 45% )

: -67%
Cruises 61%

-67%

Adventures and tours

-79%
Restaurants ~73%

Hotelresort stays '8_070/6"0/

(o]
. . - o
Domestic flights 81_7/%%

~N
AL

\ Intemational flights '82(_)/54% )
-100% -80% -60% -40% -20% 0% 20%  40%

mJuly = August

Net Change = (increased a lot/slightly) — (reduced a lot/slightly)

Q9. How do you anticipate the COVID-19 situation will affect your family’s
2020 YEAR IN REVIEW Y P % y

spending in the next year (compared to “normal”) in each of the following
©2020 SNOWSPORTS INDUSTRIES AMERICA categories? Base: All Respondents (July: 1,158+, August: 1,109+)
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Off-resort snowsports are poised for
significant growth this season

2020 YEAR IN REVIEW
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Off-resort snowsEort_s are poised for

significant growth this season

Net Expected Change in Participation
(more - less, among participants)

, 61%
/ Gross oty sy I—
59%
: 55%
. 47%
N 46%
\ Fat bicycling 48% )
: o 41%
Winter running/hiking 46%
Snowboard 36%
Telemare
Telemark 27%
Sledding e,
Resort - Telemark H mJuly
Resort - m August
\_  Snowboarding 18%

Net Expected Change = (much/a little more) — (much/a little less)

Q4. How do you anticipate your participation in the following
2020 YEAR IN REVIEW snowsports activities in the next year will compare to your

LI ENCILEFOIRUS NP SIRIES ARG participation before COVID-19? Base: Participants (varies)
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There is significant optimism about both
on-resort and off-resort snowsports this season

- Backcountry activities limit interactions - Even so, many are optimistic about resorts, and
some even expect to increase their visits:
- Many hope that COVID will be under control

* Some worry about crowds at resorts - Remote working and flexible hours have increased
the possibility of off-peak visits

/ A 0 N
If the resorts don't open or it is cumbersome to ski There is nothing else to do, and [skiing at a resort]
inbound due to pandemic precautions, I'll likely do ﬁ E feels like a safe activity where it would be easy to
a lot more backcountry to avoid the risk of catching u stay with people you know and socially distance
the disease. from others.

N\ J N J

This question was open-ended, and the most common themes are summarized here. Verbatim responses are available separately.

2020 YEAR IN REVIEW Q5. What is the primary reason that you are [much more / much

©2020 SNOWSPORTS INDUSTRIES AMERICA less] likely to [activity] in the next year?
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If resorts cannot open, many will turn to snowshoeing

and cross-country skiing

Potential Impact of Resort Closures
(increase slightly/a lot - July only)

Non-snow sports outdoor activities (e.g.,
hiking, biking, etc.)
! Snowshoeing
Cross-country skiing
7 Winter running/hiking < - Many older enthusiasts would turn to cross-
| country skiing while younger enthusiasts would try
Sledding . e g
a variety of activities.
Uphill at a resort
\Backcountry skiing — AT (alpine touring) )
Snowmobiling
Fat bicycling (in snow)

Backcountry skiing - telemark [l 7%

Backcountry snowboarding (splitboard or 0
other) 7

Ice climbing | 2%

2020 YEAR IN REVIEW Q28 (July). In a scenario where ski resorts are unable to operate at full

capacity this winter season, how would you adjust your participation in
©2020 SNOWSPORTS INDUSTRIES AMERICA outdoor activities? Base: July Snowsports Participants (970+)
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In-person spending will likely
continue to lag compared to the past

2020 YEAR IN REVIEW
©2020 SNOWSPORTS INDUSTRIES AMERICA
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There will likely be a long-term shift toward more online

spending

Changes in Purchase Behaviors Future Purchase Behaviors
(July only) (August only)

Bought an item online that you previousl OnIing purchase of products that you
° had only purchased |r}: pefson / previously haseogcl)yr/] purchased in 31% 62% 7%

Used curbside pickup for an order from a Déelivery orders fr'om local retail stores o " G
ocal retail st A ) 13% 57% A ] Freq_uently/As often as
ocal retail store (non-grocery) (non-grocery) possible
m Rarely/Occasionally
Purchases of cheaper versions or = Never
Used delivery for an order fi local retail APE :
rgtore (non- grz)crgrr;)a ocatretal brands than you did in the past (in  K¥Z 70% 18%

order to save money)

Bought a cheaper version or brand than you . .
nomally would have preferred (in order to Curbside pickup for purchases from 2% 61% 27%
save money) local retail stores (non-grocery)

Q10 (July). Have you done any of the following since the beginning of the COVID-19

2020 YEAR IN REVIEW situation? Base: All July Res, \/)ondents (1,174+)

Q10 (August). After the COVID-19 situation has subsided, how frequently do you think you will
©2020 SNOWSPORTS INDUSTRIES AMERICA use these types of purchase options? Base: All August Respondents (1,111+)
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Enthusiasts anticipate purchasing more from online “big
box” stores like Amazon this season

Anticipated Changes in Retail Choices
(July only)

Net Change
r D
Online “big box” stores (e.g., 259 53% 21% 4%
Amazon.com) ’ . .
7 — | ETEA
Outdoor specialty retailers (e.g., ski 17% 559 28%
shops, bike shops)
: . -12%
Online outdoor specialty stores (e.g., 12% 63% 25%
Evo.com, Backcountry.com)
Brand-direct websites (e.g.,  pp e BEo -16%
\ Patagonia.com, dpsskis.com) . . J
- . -22%
At limited time, preseason sale events 10% 57% 329,
(e.g., Snowbound, Ski Rex, PowderDaze)
_240,
Brand-direct retailers (e.g., Patagonia, " 64% 30% 24%
Columbia) 1 .
-28%
-33%

General department stores (e.g.,

Walmart, Target) i o0%

36%

0% 20% 40% 60%

m|ncreased mAboutthe same mReduced

2020 YEAR IN REVIEW

80% 100%

While online “big box” stores like Amazon were
relatively popular with all segments, they tended
to be more popular with infrequent participants
than frequent participants.

- However, they were perhaps most popular among

families with kids. These types of participants likely
value the simplicity and ease of shopping online.

Outdoor specialty stores were more popular
among frequent participants.

- These types of individuals likely value the guidance
from staff and qualify of brands that specialty stores
can provide.

Net Change = (increased a lot/slightly) — (reduced a lot/slightly)

Q20. Given the COVID-19 situation, how do you anticipate your spending on
snowsports-related products this season will compare to your “normal”
spending at each of the following types of retailers? Base: July Snowsports

©2020 SNOWSPORTS INDUSTRIES AMERICA

articipants (1,065+)
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In-person shopping will likely not return to pre-COVID i
levels in the future, but it will rebound somewhat

In-person vs. Online Preferences Compared to “Normal”

(@]
g é () o, ()
%S July (only) 18% 28% 54%
fe)
(@]
o
o July 41% 47% 12%
3
2
é August 40% 54% 6%
g July 19% 55% 26%
S
o)
(@]
€ August 22% 64% 15%
0% 20% 40% 60% 80% 100%

m More likely online  ®mAbout the same  ®More likely in-person

Q21. Before COVID-19, where were you most likely to purchase snowsports gear and apparel?
2020 YEAR IN REVI EW Q22. Given the COVID-19 situation, how do you anticipate your choice of where you purchase snowsports gear and apparel this fall and
winter will compare to your “normal” preferences?

Q23. After the COVID-19 situation has subsided, how do you anticipate your choice of where you purchase snowsports gear and apparel will
©2020 SNOWSPORTS INDUSTRIES AMERICA compare to your “normal” preferences before COVID-19? Base: Snowsports Participants (July: 1,073+, August: 978+)
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Core participants remain excited
about the upcoming season

2020 YEAR IN REVIEW
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Enthusiasts are more optimistic than pessimistic that they will
be able to participate in snowsports as much as they desire

Confidence in Ability to
Participate in Snowsports

m Optimistic
m Mixed

H Pessimistic

July August

. What Is your overall confidence level in getting t0 participate
2020 YEAR IN REVIEW in your preferred snowsports activities this season as much as

©2020 SNOWSPORTS INDUSTRIES AMERICA you’d like? Base: Snowsports Participants (July: 1,106, August:
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There will likely be an emphasis on local participation in T
the 2020-21 season

Plans for Snowsports

| plan to take day 68%
trips 70%

60%

| plan to ski locally 59
o

| plan to take short 56% m July
trips 58% = August

| plan to take
distant vacations

%

Not applicable

3%

| o

Q14. Which of the following do you anticipate doing in order to ski
2020 YEAR IN REVIEW or snowboard this season? Please check all that apply.

©2020 SNOWSPORTS INDUSTRIES AMERICA Base: Snowsports Participants (July: 1,105, August: 993)
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Most enthusiasts have taken at least some actions to

prepare for the upcoming season

Actions Taken to Prepare for the Season

Purchased lift tickets or passes
; Researched news about COVID-19 38% ; . . .
*  Frequent participants were more likely to have

impacts
Researched winter sparts geer/appare) takr?_n_neatrly all actions compared to less-frequent
participants.
Researched destinations
Watched videcs about snowsports Z = iy - Older respondents were more likely than younger
Surohased new winter sports = August respondents to have purchased tlcket_s or passes,
. gear/apparel 22% ; but younger respondents were more likely to have

taken nearly all other types of actions.

Booked lodging 8%

3%
3%

6%
Other I 6%
25%
None of the above

Booked flights I

Q15. What, if anything, have you done so far this year to prepare
2020 YEAR IN REVIEW for the upcoming season? Please check all that apply.

©2020 SNOWSPORTS INDUSTRIES AMERICA Base: Snowsports Participants (July: 1,103, August: 989)
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Nine in ten enthusiasts plan to make at least some form

of snowsports purchases this year

Anticipated Types of Purchases

- ~N - Compared to respondents ages 65+, those who
Ski area pass(es) 53% were under age 45 were considerably more likely
- — to plan to purchase apparel, accessories, and
Ski area lift ticket(s)

49% gear this year.
; . 42% <
Gear services 39%

~

Apparel il - Families with kids were more likely to make
° :i“'y t essentially all types of purchases than those
Accessories Haus without.
= - This is likely driven by the need for new gear as kids
Gear purchases i i iri
34% continue to grow and evolve in their interests.

G ntals WAk
ear rentals S,

o,

8%
9%

None of the above

Q16. Given COVID-19, which of the following types of snowsports-related
2020 YEAR IN REVIEW products or services do you expect to buy this season? Please check all that

©2020 SNOWSPORTS INDUSTRIES AMERICA apply. Base: Snowsports Participants (July: 1,100, August: 987)
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Enthusiasts exgect to make a wide variety

of purchases this season

Anticipated Gear Purchases

(July only)
Skis — alpine N 19% Anticipated Accessory Purchases Anticipated Apparel Purchases
o _ (July only) (July only)
Bindings — alpine I 13%
Boots — alpine I 12% Sunglasses Base layers/long underwear (tops or 259
Winter running/hiking shoes M 5% bottoms) .
Poles — non-adjustable M 5%
' i Helmet REYS
Al S [ ] Outer layers/shells (tops or 229

Bindings — alpine touring M 5%
Bindings — snowboard W 4% Backpack
Skis — alpine touring M 4% Snowboard .
Snowboard W 4% Gear bag/luggage Ski/snowboard socks PR

Poles — adjustable/collapsible B 4% Backcountry
Boots — snowboard W 4%

bottoms)

Ski rack for your vehicle [l 6% Gloves (or other hand wear) [

Boots — alpine touring W 3%
Snowshoes B 3%
Skis — cross country B 3%

Cross Country Avalanche beacon [l 5% Mid layers/insulation such as fleece g
or down jackets (tops or bottoms) ‘

0 Avalanche probe 4%
Boots — cross country § 2% Run/Hike/Snowshoe/Other P i Hets (or other headwean
s (or other headwear

Splitboard 1 2%
Bindings — cross country 1 1%

Avalanche shovel B 3%

Bindings — telemark | 1% 0
y Other | 2% Other | 1%

Boots — telemark | 1%
Fat bike | 1%
Other 1 2%

Q17/Q18/Q19. Which of the following products do you expect to
2020 YEAR IN REVIEW buy this season? Please check all that apply. Base: July

©2020 SNOWSPORTS INDUSTRIES AMERICA Snowsports Participants (1,100)
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WINTER ENTHUSIAST SURVEYS

Each season, SIA surveys a panel of consumers on the following topics: Pre-season
Anticipation; Used Marketplace; Holiday Spending; Technology Use During Participation;
Retail Behavior and Rental and Service

Key season-over-season trends are reported in this section as follows:

« 2019-20 vs. 2020-21
 Used Marketplace
* Holiday Spending
e 2018-19 vs. 2019-20 (2020-21 survey upcoming)
« Technology Use During Participation
* Retail Behavior
« Rental and Service

2020 YEAR IN REVIEW
©2020 SNOWSPORTS INDUSTRIES AMERICA
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PURCHASING/ACQUIRING USED

VS. NEW GEAR

Purchasing/Acquiring Used Gear

87%

81%

From 2019-20 to 2020-21, winter enthusiasts are

acquiring more gear from the used marketplace
(+6%)

2019-2020 2020-2021
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TOTAL ANTICIPATED HOLIDAY
SPEND

Total Anticipated Holiday Spend

$1,496 $1,498

Compared to 2019-20 ($1,496) winter enthusiasts
anticipate spending about the same total amount
on all holiday purchases - including snowsports

gear - in 2020-21 ($1,498)

2019-2020 2020-2021
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WHEN DO CONSUMERS RESEARCH
SNOWSPORTS GEAR?

Researching Snowsports Gear — Morning

56%
54%

From 2018-19 to 2019-20, researching
snowsports gear in the mornings (+2%) and the
afternoons are up (+2%). Researching
snowsports gear at night down (1%)

2018-2019 2019-2020
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RENTING GEAR FOR

CHILDREN/DEPENDENTS

Researching Snowsports Gear — Morning

17%

15%

From 2018-19 to 2019-20, winter enthusiasts are
increasingly renting gear for their
children/dependents (+2%)

2018-2019 2019-2020
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PARTICIPATION

Smart Watch Use During Participation

50%

42%

From 2018-19 to 2019-20, winter enthusiasts are
increasingly using smart watches during
participation (+8%)

2018-2019 2019-2020
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MOUNTAIN TRAVELER SENTIMENT

SURVEY

The Mountain Traveler Sentiment Survey is a customer
intelligence research project intended to document patterns and
future plans of mountain travelers, including both summer and
winter travelers, locals, destination visitors, and second
homeowners.

About the respondents:

* 83% downhill skier

* 19% snowboarder

« 32% 11-25 days last season

- 40% have already purchased a season pass

« 20% will not purchase a season pass

2020 YEAR IN REVIEW
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Overall Results

Mountain Traveler Sentiment Survey 2020

Table of Contents
About the Research
Demographic Profile
Employment Status
Travel Intentions
Comfort Level with Travel Activities
Ski/Snowboard Customer Results

Second Homeowner Results
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Report Updated as of Wednesday, August 12, 2020.
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MOUNTAIN TRAVELER SENTIMENT

SURVEY

Do you anticipate downhill skiing/snowboarding more or less next
winter (2020/21) compared to a “normal” ski season?

« 35% about the same

- 19% somewhat more

o . ) ] Mountain Traveler Seniment Survy 2020 o
Once you feel it is safe again to travel, which best describes the Overall Results

place(s) you will likely visit on your FIRST OVERNIGHT LEISURE
TRIP since the virus hit? (Check all that apply)

* Mountain destinations/resorts (including ski resorts) — 67% Demographic Profile

Employment Status

Table of Contents

About the Research

Travel Intentions 4-

W N W N e

Comfort Level with Travel Activities

How would you rate your desire to travel once conditions become
safe?

Ski/Snowboard Customer Results 9-11

Second Homeowner Results 12

- 5-1am eager to travel again once conditions become safe —
67%

_/JRRC

----------

Report Updated as of Wednesday, August 12, 2020.
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MOUNTAIN TRAVELER SENTIMENT

SURVEY

Did you visit [Your Resort] in the past 12 months?
« Yes, winter 2019/20 — 62%

How likely are you to visit this destination in the next 12 months?
+  Already planning a trip — 21%

« Definitely will visit — 18%

+ Very likely to visit — 19%

At this moment, how safe would you feel doing each type of travel
activity ?*

*  67% safe/very safe
« 35% about the same
- 19% somewhat more

* Average rating and percent responding on a scale from 1 — 5 for different types of travel
activity

2020 YEAR IN REVIEW
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Overall Results

Sia

Mountain Traveler Sentiment Survey 2020

Table of Contents
About the Research
Demographic Profile
Employment Status

Travel Intentions 4-
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Comfort Level with Travel Activities
Ski/Snowboard Customer Results 9-11

Second Homeowner Results 12
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Report Updated as of Wednesday, August 12, 2020.
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This industry has the ability to be more
inclusive. From a moral standpoint and a
business standpoint, we all need to make

inclusion part of our business.

2020 YEAR IN REVIEW
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PARTICIPATION OVER TIME

CROSS-COUNTRY
SKIING

Growth %

2011/2012 -5%
2012/2013 5%
2013/2014 5%
2014/2015 =
* While visitation numbers have seen growth over SSTO0TE 159
the last several years, participation numbers have
. 2016/2017 9%
been relatively flat over the last decade. x
2017/2018 v‘;‘O%
2018/2019 -4.4%
2019/2020 2.2%
"é‘:‘ b 47% 2.6% 16%

2020 YEAR IN REVIEW
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PARTICIPATION BY ETHNICITY AND GENDER

If we take a closer look at our current community of Participation By Ethnicity
winter enthusiasts, we are only 9.7% Black, 7.7% Asian |

and 13.6% Hispanic. We not only have a moral
obligation to build a more welcoming and inclusive
industry, we have a business imperative as well.

67.4% (Y&
According to figures released by the US Census
Bureau in June of this year, for the first time, non-whites -
and Hispanics were a majority of people under age 16 [ R 16% 5%
in 2019. This demographic shift will continue to grow Hispenic fsian inite Black other
over the coming decades.

As an industry, if we are not looking at how we can Participation By Gender
embrace and welcome a new generation of winter

enthusiasts into our community, we are failing to grow

winter sports participation and we are missing out on 2% 58% 59%
enriching our businesses with diverse perspectives and u '

opportunities for innovation. 10.4m ’ 10 4w 1, D Tl T

201819 FEMA€ 501020 201810 Male 551999

SIA did not collect data on LGBTQ+ participation, however starting in 2020-2021 we will
include this information in our participation report.

2020 YEAR IN REVIEW
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Forbes

The $1 Trillion Marketing Executives Are Ignoring

The Hornet’s data shows that 8% of Baby Boomers, 13% of GenXers, 20% of Millennials and a staggering 31% of Centennials
(GenZ born after 1997) identify as LGBTQ+

a surprising 66% of LGBTQ+ individuals saying ‘| don’t see my lifestyle represented in advertising”

If you were a senior marketing executive, would you even consider telling your boss you don’t need to market to either the African
American or Hispanic community because their buying powers aren’t worth it? You’d probably never say that. The buying power of
each is around $1.4 trillion.

Yet, there’s currently a market with a purchasing power just shy of $1 trillion that many marketers are comfortable overlooking.
Can you believe this?

The $1 trillion hidden in plain sight market

As you might have guessed, this underserved market is the LGBTQ+ market. You may not be familiar with the Q+, but it's there.
New research from Hornet.com and Kantar Consulting, shows that this market is currently the fastest-growing market right now,
and is on target to grow by millions in the US in the next few years.

2020 YEAR IN REVIEW
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Minority Markets Have $3.9 Trillion Buying Power
The sustained growth of the U.S. economy culminated in an estimated $14.8 trillion of buying power nationally in 2018, an increase

of 100 percent since 2000 and 30 percent since 2010, with the biggest percentage gains occurring in minority markets.

The combined buying power of blacks, Asian-Americans and Native Americans is estimated to be $2.4 trillion, while the nation’s
Hispanics command $1.5 trillion in spending power—larger than the GDP of Australia.

“The economic expansion has been quite good in recent years, and we’re still seeing the benefits of that for every group in
America,” said Jeff Humphreys, Selig Center director and author of the report. “While minority markets are certainly enjoying more
buying power than ever before, the rate of growth differs. We find the largest percentage increases in the Asian and Hispanic
markets, followed by relatively slower rates of growth in the African-American and Native American populations. Whites comprise
the largest share of the U.S. market, but have the slowest percentage rate of buying power growth.”

2020 YEAR IN REVIEW
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Black buying power

African-American buying power has seen impressive gains since the end of the last economic downturn, jumping from $961 billion
in 2010 to an estimated $1.3 trillion in 2018. Since 2000, the African-American market has seen a 114 percent increase in buying
power.

The boost is the result of a surge in black-owned businesses, increased educational attainment and booming population growth.
The percentage of African-Americans who completed college continues to rise (23 percent in 2017, up from 17 percent in 2000),
and the population is growing at 22.7 percent since 2000, faster than the national average of 16.3 percent. The youthfulness of
the African-American population skews the group’s buying power downward, as a larger share of the population have yet to hit
their peak earning years.

The 10 states with greatest black buying power growth since 2000 are North Dakota (1,051 percent), South Dakota (502 percent),
|ldaho (375 percent), Wyoming (339 percent), Vermont (320 percent), Arizona (265 percent), Montana (255 percent), Maine (243
percent), Utah (235 percent) and New Hampshire (226 percent). All have flourishing African-American consumer markets, but
none is among the nation’s 10 largest black consumer markets.

2020 YEAR IN REVIEW
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Asian-American buying power
Asian-Americans command an estimated 6.2 percent of the nation’s total buying power, roughly $1 trillion. The 267 percent

increase since 2000 makes the Asian market the fastest-growing minority market in the country, with a buying power greater than
the gross domestic product of Turkey.

Indian Americans comprise the largest subgroup of the Asian-American market and account for $283 billion (28 percent) of the
group’s buying power. Chinese-Americans (except Taiwanese) are second in terms of buying power, making up 23 percent of the
U.S. Asian market ($233 billion) but are the largest population. Filipino-Americans constitute the third-largest group both in
population and buying power, accounting for $146 billion or 14.4 percent of the market. The fifth most-populous group is Korean-
Americans, who rank fourth in terms of buying power with $81 billion or 8 percent of the U.S. Asian market. Vietnamese-Americans
are fifth in terms of buying power ($73 billion), but fourth in terms of population.

The Asian-American market is buoyed by booming population growth, which includes strong immigration, high educational
attainment, increased entrepreneurship, and an overwhelmingly urban population.

Ranked by the rate of growth of Asian buying power since 2000, the top 10 states are: South Dakota (497 percent), North Dakota
(479 percent), Arkansas (449 percent), Vermont (445 percent), North Carolina (422 percent), Texas (414 percent), Arizona (387
percent), Georgia (369 percent), Nevada (361 percent), and Indiana (357 percent).

University of Georgia, Mar. 21, 2019
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Hispanic buying power
The $1.5 trillion Hispanic market is the largest ethnic market in the U.S., and includes more than one out of every six Americans. It
is the second-fastest growing minority market in the U.S., rising by 212 percent, or $500 billion, since 2000.

Mexican-Americans comprise the largest of the Hispanic subgroups, accounting for $881 billion in buying power or 57.2 percent of
the Hispanic total. Puerto Ricans are second-largest group in terms of buying power, commanding $158 billion or 10.3 percent of
the Hispanic market. Central Americans are the third largest, with a $137 billion market share or 8.9 percent of the total. South

Americans rank fourth, with 8.7 percent ($135 billion) of the U.S. Hispanic market, and Cuban-Americans are fifth, accounting for
$83 billion.

The 10 states with the greatest Hispanic buying power growth since 2000 are North Dakota (656 percent), South Dakota (513
percent), Arkansas (370 percent), South Carolina (368 percent), Tennessee (351 percent), Maryland (340 percent), Oklahoma (332
percent), Montana (330 percent), Pennsylvania (327 percent) and Kentucky (322 percent). Of those, only Pennsylvania (No.12),
Maryland (No. 17) and Oklahoma (No. 24) are among the nation’s 25 largest Hispanic consumer markets in 2018.

2020 YEAR IN REVIEW
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PARTICIPATION

Season-over-season Skiers (Millions)

14.9
14.3

There were 14.3M skiers (Alpine/AT/Telemark) in
2019-2020 which is down from 14.9M in 2018-
2019

2018-2019 2019-2020

Snowsports Industries America, “Participation Study”, 2019-2020
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Alpine Equipment* Revenue
(Millions)

644.9 642.6
Full season revenue in 2019-2020 was $643M

which is down from $645M in 2018-2019 --

Full season units sold in 2019-2020 were 2,48M 2018-2019 2019-2020
which is down from 2.53M in 2018-2019
Alpine Equipment* Units

With revenue decreasing at a lower rate than and
(Millions)

units sold we see the average price per unit

generally increasing
2018-2019 2019-2020
* Includes Alpine Bindings, AIpin_e Boots, Alpine Po_les and Alpine Skis. Note that Adjustable

Poles are not included here. Adjustable Poles are included in AT.

2020 YEAR IN REVIEW
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PARTICIPATION

Season-over-season Snowboarders (Millions)

There were 7.9M snowboarders in 2019-2020
which is up from 7.8M in 2018-2019

2018-2019 2019-2020

Snowsports Industries America, “Participation Study”, 2019-2020
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Snowboard Equipment*
Revenue (Millions)
357.8 370
Full season revenue in 2019-2020 was $370M
which is up from $358M in 2018-2019
Full season units sold in 2019-2020 were 1.44M 2018-2019 2019-2020
which is down from 1.48M in 2018-2019
With revenue increasing and units sold Snowboar?MEiﬁqigfgent Units
decreasing, we see the average price per unit
generally increasing 148 144
2018-2019 2019-2020
\{
* Includes Snowboard Bindings, Snowboard Boots and Snowboards (excluding Splitboards). I

2020 YEAR IN REVIEW
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Season-over-season Cross Country Skiers (Millions)

There were 4.8M cross country skiers in 2019-
2020 which is down from 4.9M in 2018-2019

2018-2019 2019-2020

Snowsports Industries America, “Participation Study”, 2019-2020
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Cross Country Ski Equipment®
Revenue (Millions)
43.1
36.2
Full season revenue in 2019-2020 was $36.2M
which is down from $43.1M in 2018-2019
Full season units sold in 2019-2020 were 285K 2018-2019 2019-2020
which is down from 354K in 2018-2019
With revenue decreasing at a lower rate than CrOSSSO;mth_thk' qu'pment
units sold, we see the average price per unit 3544n| s (Thousands)
generally increasing - 085.2
2018-2019 2019-2020 i
S\
* Includes Nordic Bindings, Nordic Boots, Nordic Poles and Nordic Skis. HN
\/
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Season-over-season AT Skiers (Thousands)

700 701

There were 701K AT skiers in 2019-2020 which is
up from 700K in 2018-2019*

2018-2019 2019-2020 w

Snowsports Industries America, “Participation Study”, 2019-2020

* The numbers above reflect backcountry (non-resort) only aged 18 and above.
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AT Equipment® Revenue

(Millions)
Full season revenue in 2019-2020 was $47.5M

which is up from $41.5M in 2018-2019 --

Full season units sold in 2019-2020 were 92K 2018-2019 2019-2020
which is up from 85.3K in 2018-2019

With revenue increasing at a higher rate than
units sold, we see the average price per unit o

genera”y increaSing -
2018-2019 2019-2020
* Includes Alpine Touring Bindings, Alpine Touring Boots, Alpine Touring Skis and Adjustable
Poles

2020 YEAR IN REVIEW
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PARTICIPATION

Season-over-season Skiers (Millions)

14.9
14.3

There were 14.3M skiers (Alpine/AT/Telemark) in
2019-2020 which is down from 14.9M in 2018-
2019

2018-2019 2019-2020

Snowsports Industries America, “Participation Study”, 2019-2020
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Telemark Equipment® Revenue

(Millions)
Full season revenue in 2019-2020 was $3M

29 3
which is up from $2.9M in 2018-2019 --

Full season units sold in 2019-2020 were 8.8K 2018-2019 2019-2020
which is down from 9.5K in 2018-2019

With revenue increasing and units sold
deceasing, we see the average price per unit
generally increasing

Telemark Equipment® Units
(Thousands)

2018-2019 2019-2020
* Includes Telemark Bindings, Telemark Boots and Telemark Skis.
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Season-over-season Snowboard Touring
Participants (Millions)

654 652

There were 652K snowboard touring participants
in 2019-2020 which is down from 654K in 2018-
2019*

2018-2019 2019-2020

* The numbers above reflect backcountry (non-resort) only aged 18 and above.

Snowsports Industries America, “Participation Study”, 2019-2020
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Splitboard Revenue (Millions)

518
Full season revenue in 2019-2020 was $5.2M

4.42
which is up from $4.4M in 2018-2019 --

Full season units sold in 2019-2020 were 7,698 2018-2019 2019-2020
which is up from 6,254 in 2018-2019

With revenue increasing at a lower rate than units
sold, we see the average price per unit generally 7,698

decreaSing ) -

‘
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Sia
ABOUT SIA RESEARCH

In addition to this report, SIA publishes a wide variety of research products across consumer, retail and winter participation.
- NPD MONTHLY RETAIL SALES REPORTS - Top line retail data issued from November to May.

- WHOLESALE SALES AND ORDERS - Aggregated wholesale market data (available for data submitters only)

+ ANNUAL WINTER PARTICIPATION STUDY - An in-depth look at winter sports demographics across the US

+ PARTICIPATION INSIGHTS REPORT - A closer look at the opinions and habits of winter sports participants

- CONSUMER RESEARCH - YQY surveys conducted across a nationwide group of consumers:
+ Consumer Anticipation (early season)
+ Snow Sports Retail Consumer Behavior
+ Retail and Direct-to-Consumer for Snow Sports * Holiday Purchases
+ Snow Sports Used Marketplace
+ Snow Sports Consumer Rental and Service
+ Snow Sports Technology and Participation
«  Diversity in the Snow Sports Industry

+  CUSTOM RESEARCH - Creation of custom queries within our research database/raw data.

For more information, please reach out to research@snowsports.org

Copyright 2020 Snowsports Industries America. This information is proprietary and confidential and may not be disclosed in any
manner, in whole or in part, to any third party without the express written consent of Snowsports Industries America.
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