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WHAT WE’LL COVER

WHAT DATA EXISTS

A quick review of data sources and reports available to SIA members.

WHAT WE HAVE LEARNED

Examples of findings and learnings.

WHAT'S NEXT

What else should SIA be seeking to deliver?

SNOWSPORTS CONSUMER INSIGHTS
©2023 SNOWSPORTS INDUSTRIES AMERICA



Snowsports
In@usme@
America

WHAT INSIGHTS EXISTS



RESEARCH PRODUCTS

SIA’'s Annual Participation Report SIA’s Consumer Surveys
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Wholesale

SIA’'s Wholesales Sales & Orders
Sia

Ski Area Visitation

NSAA'’s Kottke End of Season &
Demographic Report
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2023 Form version: 2023
Wholesale and DTC Sales Form Last form update: 7/12/2023)
United States. Deadline for submission:
2023 - all lowercase)

Please read the instructions even if you have
previously filled out these forms. Some instructions.
and definitions have been updated in 2023.

KOTTKE END OF SEASON & Gereralrsge fromal o

DEMOGRAPHIC REPORT

SNOWSPORTS CONSUMER INSIGHTS
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Future Participants

SIA’s NextGen Study

JREPORT ON THE NEXT
NERATION OF WINTER
PARTICIPANTS | 2021

NPD’s Retail Data

HLY RETAIL REPORT: APRIL
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ACCESSING REPORTS

All members have access to these
reports.

Visit:
https://members.snowsports.org/

Welcome!

One exception: For Wholesale Sales &
Orders your brand must participate to
have access to the aggregated S s i s o M s
reports. T

= = i

For inquiries, contact:
Research@Snowsports.org


https://members.snowsports.org/
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WHAT WE HAVE LEARNED
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HOW CAN THESE DATA WORK

TOGETHER?

What are the
barriers to
participating?

What are
trends in
participation?

Who is
participating?
Who is new?

How do they
want to be
marketed to?
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TOTAL PARTICIPATION (ALL)

All Showsports
29.9M
Participants in 2022-23
across all snowsports 25062 04 553 -y
That's nearly
10%

O
of the US Population 2019-20 2020-21 2021-22 2022-23
Figures x1,000

SNOWSPORTS CONSUMER INSIGHTS
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TOTAL PARTICIPATION (SNOWBOARD)

Snowboarding

9.0M

7798 7885 7961 8161 —
Participants in 2022-23 7,126/
participating in snowboarding

Compared to other snowsports,
snowboarding has been on a
consistent, upward trend, even
through COVID.

Pre-COVID COVID Years Recovery

2017/2018 2018/2019 2019/2020 2020/2021 2021/2022 2022/2023

Figures x1,000
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DEMOGRAPHICS OF SNOWBOARDERS

« Snowboarding is one of the
youngest snowsports

» Snowboarders are among the
more diverse of snowsport
participants with one of the
smallest share of White
participants (skiing is nearly
70% White, as an example).

Demographics of Snowboarders

Under 25 I 51%
25-54 I AT %

55+ 0 2%

African American/Black I 11%
Asian/Pacific Islander Il 9%
Caucasian/White, non-Hispanic | NN 6 1%
Hispanic [N 18%

Other 1 1%

Male I 66 %

Female

I 34%

SNOWSPORTS CONSUMER INSIGHTS
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New Participants: Ski vs. Snowboard
New snowboard participants are
significantly more likely to be under 25 -
whereas new ski participants are more 55+ Moo,
likely to be in the 25-54 age range. m SKI
= SNOWBOARD
New participants are split 2:1, Male to
Female, consistent with snowsport )
participation across most sports. Male 627/‘2,/0

34%
Female 339%

SNOWSPORTS CONSUMER INSIGHTS
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WHY THEY GOT INVOLVED

How They Started (Snowboarders)

Participants most often have a Through my family/I grew up doing it ||| | | | T 439
connection to someone who already .
parthIpateS' Through friends inviting me along _ 31%

Through school - 6%

| wanted to do it and figured out how to on o
my own - 6%

Through a training opportunity/lessons o
package - 5%

Something else Please tell us: - 6%

Through outdoor clubs . 3%

SNOWSPORTS CONSUMER INSIGHTS
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BARRIERS FOR NON-PARTICIPANTS

What Would it Take For You to Participate in Your
Most Desired Snowsport Activity?

. ‘ Someone to go with 45%
Knowing someone to
' ime I— )’
go with and costs were More free time 42%
key barriers. ‘ Access to the right equipment  EGEGEG—_———_———— 3 8
‘ Lower costs and/or additional money to = —————— 36 %

pay for it
Knowing where to go to participate N EGEG_—_—S———— 3%

Better/warmer clothing 30% [ Non-PartiCipant

Help on how to get started (e g, lessons, EEEE—G—E——— 5%
more information, etc )

Knowing someone like me would be  p_"5"——— 2 2%
welcome to participate

A way to get there (such as to a skiarea —SSESE 18%
or trailhead)

Something else 11%

None of the above — Iwon'tgo g 29
regardless

SNOWSPORTS CONSUMER INSIGHTS
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RESALE - PREFERENCES
New vs. Used Preferences
Cross country 47% 26% 26%

equipment

More than one-in-ten

consumers planning Ski equipment 72% 12%  17%
to make a ski or

snowboard purchase,

are looking for used e 68°% 13% 9%
gear.

0% 25% 50% 75% 100%

m New mUsed mUndecided

SNOWSPORTS CONSUMER INSIGHTS
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RESALE - CONCERNS

Barriers to Purchasing Used Gear

Concerns over the safety of used
gear

The money saved isn't enough |GGG 232

36%

Want most up-to-date gear || EGNNNNGNGEGEGEGEGEGEGE 252%

How can we address

these Concerns? Not enough life left in used gear | GGG 25%

Prefer clean gear |GGG 222%

Buying new takes less time than
. I 5%
buying used

Unsure where to purchase used gear | G 12%
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MARKETING TO THEM

How Consumers want to Snowsport Brands Promote Themselves

Sponsor events (races, festivals, etc.)

Support filmmakers by sponsoring films (like TGR,
Warren Miller, film festival entries, etc.)

Have advertisements in print (magazines, etc.)
Advertise on other websites (banner ads, etc.)
Advertise on Facebook
Advertise on Instagram

Sponsor content creators online (Instagram,
YouTube, TikTok, etc.)

Advertise on YouTube

Advertise on TikTok

. This is NOT a good way for brands to reach me . This is a good way for brands to reach me

SNOWSPORTS CONSUMER INSIGHTS
©2023 SNOWSPORTS INDUSTRIES AMERICA
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MARKETING TO THEM

Should brands take a stance?

“Climate friendly
materials” “Using

recycled
stance on climate change
What do

materials”

consumers "Shpw gregter
expect us to be i'qva‘?f;iiyng
addressing? materials

Snowsport brands taking a
stance on diversity and equity

B Somewhat important = Very important

SNOWSPORTS CONSUMER INSIGHTS
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WHAT’S NEXT?



-  UNITED
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OUR RESEARCH PARTNER

CORONA
4 K3SIGHETS

Bright thinking, Brilliant guidance.

1401 Lawrence St, Suite 1600
Denver, Colorado 80202
303.894.8246
Coronalnsights.com
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