








2009/10 Research

END OF SEASON SUMMARY

· Retail Sales
· Participation
· Weather
· And more…

Introduction

The 2009/10 season ended with excellent spring snow out West, healthy sales in most categories, some interesting emerging trends and good participation numbers. This report will summarize sales, participation, weather and trends that developed during the season. Retail sales for the 2009/10 snow sports market finished up 4% over last season in totals sales and skier/rider visit numbers were second best on record. Snow sports retailers sold $2.94 billion this season compared to $2.82 billion a year ago. Although sales were up in dollars, fewer units were sold. Despite El Niño conditions that were warmer and drier than normal skier/rider visits reached 59.7 million in 2009/10, just 1.2% behind the record 2007/08 season record of 60.5 million visits. We witnessed the stampede to reverse camber snowboards, leaner inventories, stronger prices, record setting helmet sales, and the widening waist of best-selling skis this season. Overall, the 2009/10 season was one of re-emergence after a very difficult economic downturn that began in September 2008 and spanned the globe. If the 2008/09 snow sports season was about holding on, this season was about renewal.

The 2009/10 Snow Sport Market

The snow sports market began the 2009/10 with limited cash flow and tighter credit caused by the most severe economic downturn since the Great Depression. Before the season even started pre-season orders were down 10% to 40% and inventories that were already smaller due to heavy carryover sales last season stayed small. In fact, inventories started out this season 9% leaner than they were at the beginning of the 2008/09 season. Small inventories meant that snow sports products were scarcer than normal and retailers sold fewer items at deep discounts. This season fewer units were sold, but they were sold at higher prices resulting in higher margins, an increase in dollars sold, leaner inventories at the end of the season, and a generally healthier year for snow sports retailers. 

Total sales through all channels this season did not top the record breaking 2007/08 season but it finished second highest in history for dollars sold. Apparel led all categories this season with $1.1 billion in sales, accessories sales were close behind at $1 billion. Equipment has been outsold by both apparel and accessory categories since the 2006/07 season. This year alpine, Nordic, and AT/Randonee equipment sales were up while telemark and snowboard equipment sales slipped.


*Chain Stores are Sporting Goods Chains like The Sports Authority, Dick’s Sporting Goods. Not Target, Walmart or Sears.

Source: SIA SnowSports RetailTRAK, August through March. Carryover sales included.

Product Trends 
· Alpine equipment: Skis with fat waists moved faster than skinny skis this season. Fat ski sales increased more than 30% in units and in dollars sold.
· Snowboards: Although reverse camber or “rocker” snowboards had a good run again this season all snowboard sales were down in units and in dollars sold this season. 
· Snowboard apparel: Snowboard apparel sales slumped suffering a 6% decline in units sold and a 4% decline in dollars sold.
· Backcountry: AT/Randonee ski sales up 57% in units and 57% in dollars sold. 
· Snowshoes: Sales up 7% in dollars with 117,887 units sold in snow sports shops
· Helmets: According to preliminary findings of the 2009/10 NSAA National Demographic Study, 57% of skiers and snowboarders wear helmets at U.S. ski areas. Helmet sales increased 23% in units sold to an all-time record 1.23 million helmets sold. Helmet usage among those interviewed nationwide for the NSAA Demographic Study increased 19% over the 2008/09 season, when 48% of those interviewed were wearing helmets. In 2002/03 just one in four skiers/riders wore helmets.

Market Trends
· Inventory levels down - Inventories are down 9.5% overall at season’s end.



Source: SIA SnowSports RetailTRAK Inventories in Specialty Shops.

· Margins up - Retail margins were about 2 points higher this December compared to December 2008. Thirty-five percent of snow sports market sales happen in December. Overall, snow sports specialty shop margins were up 1.4% over last season.



Source: SIA SnowSports RetailTRAK.
Channels

Snow Sports Specialty, $1.8 billion – Down 3% in units and up 4% in dollars
Alpine ski equipment sales increased 5% in dollars on strong sales of fat skis (>80mm waist width), high performance alpine boots and high end bindings (DIN 12+). Carryover unit sales of alpine equipment fell 15% for skis and 13% for boots. Snowboard equipment finished the 2009/10 season in decline with unit sales down 7% and dollars sold down 4%. Many snowboard buyers are still looking for bargains and snowboard carryover sales have increased 16% in units and 19% in dollars. In fact, snowboard and telemark were the only equipment categories that have brought in fewer dollars this season compared to last season. Overall, more dollars sold coupled with decreased units sales indicated some scarcity in the marketplace and the long awaited arrival of higher consumer tolerance for bigger price tags. Inventories are down 9.5% in specialty shops overall and down 15% in the equipment category at the season’s end. Average retail prices for snow sports gear have increased 7% overall in specialty shops driving better margins and ensuring better cash flow for specialty retailers as they prepare for the 2010/11 snow sports season. 

Internet, $597 million – Up 1% in units, up 9.5% in dollars
This season, the Internet channel is not the place to go for low end snow sports gear at rock bottom prices. Average prices for equipment, apparel and accessories are closer to even with brick and mortar specialty and far higher than chain store average prices. When shipping and service are considered, online pricing may be higher in several categories like snowboard equipment where the average specialty price for this season’s adult gear was $198.67 and the average online price was $197.07.

Overall, online sales are leveling off after three seasons of hyperactive growth. This season’s 1% increase in units sales coupled with a 7% increase in average prices online indicate that this sales channel is well on its way to maturity. The channel continues to grow and equipment sales led the way with 10% growth in units sold and 15% growth in dollars sold. The snowboard equipment category realized its only sales gain in the Internet channel. Snowboard equipment sales increased 17% in unit sales and 20% in dollar sold during the 2009/10 season. Internet sales include sales through “clicks only” establishments that have no brick and mortar shop for customers to visit as well as online sales in shops with a brick and mortar location and a commerce enabled website for their customers. Many of the sales reported come from brick and mortar establishments that are reaching customers online and in the shop. 

Chain Stores, $563 million – Down 4% in units and flat in dollars
Many chain stores are carrying less equipment this season and that is clearly reflected in the 18% decline in units sold and 13% decrease in dollars sold. Alpine sales were off 15% in units, Nordic equipment unit sales are off 29% and snowboard equipment sales are down 19% in units sold in chain stores this season. In fact, 61% of skis and 54% of snowboards sold were carryover sales meaning that they were sold below average retail cost. Chain stores sell far less equipment than specialty or online sales channels. In fact, chain stores sold fewer than 13% of all snow sports equipment sold this season. Even the traditionally strong apparel sales in chain stores have fallen off this season with declines of 4.5% in units and less than a 1% in dollars sold. 

Accessories like hats, helmets, goggles and wax account for about 40% of all snow sports related sales in chain stores. Accessories sales have declined 3% in units but people spent 5% more dollars on them this season. Helmets are leading the way in the accessories category with increases of 26% in units sold and 26% in dollars sold. Overall, consumers choose chain stores for lower prices and more selection but with significant decreases in equipment sales, snow sports customers may look to specialty shops again for their high end equipment and expertise during the 2010/11 season and beyond. 



Regional Overview

Midwest 

El Niño conditions that left the Midwest with higher than average temperatures and lower than average snowfall, led to lower than average sales. In the Midwest, sales were down 10% in units and 3% in dollars to $311 million. Midwestern skier/rider visits beat the 10 year rolling average in the Midwest by 2.1%.

West 

Western states followed the overall market pattern with declines in unit sales but an increase in dollars sold. In fact, unit sales were down 4% while dollar sales increased 4% representing $23.5 million more dollars sold in the region. Fewer skis, snowboards and apparel items sold at higher prices driving up margins and overall revenue in the Western states this season. Rocky mountain skier/rider visits were more than 4% above average this season.

Northeast 

Sales in the Northeastern specialty shops accounted for 29% of all specialty sales this season. Sales were down 8% in units sold and up 1% in dollars sold to $502 million for the season. Skier visits were 1.1% higher than the 10 season rolling average visits for the region.

South 

El Nino drove sales in the South this season with record snow in places like Houston, Texas and lower than average temperatures all winter. Sales in southern snow sports specialty shops finished the 2009/10 season up 15% in units sold and up 17% in dollars sold to $274 million, an increase of $46.5 million. Skier/rider visits were 4.7% higher in the Southwest this season than the 10 year rolling average.



Categories

Alpine Equipment
Alpine ski equipment had a better season in 2009/10 than during a dismal 2008/09 season with an 8% increase in dollars sold for current year model equipment. Although more dollars came in, consumers purchased about 3% fewer alpine equipment items this season. They were willing to pay higher prices for equipment that was most difficult to find due to low sell-in and leaner inventories at retail. 

Fatter waists were more attractive this season – on skis of course. Skis with waist widths over 80mm made up more than 36% of all alpine sales this season and the trend is still headed higher. Expect more than 40% of skis sold in the 2010/11 season to have waists exceeding 80mm in width.



Source: SIA SnowSports RetailTRAK, carryover sales included. (146,238 pairs of carryover skis were sold for $35,218,715).
Snowboard Equipment
Snowboard equipment sales dropped 3% in dollars sold and more than 6% in units sold this season. Reverse camber was the trend everyone was talking about this season as sales of these “rocker” boards doubled from the prior season and now about 1 in every 3 snowboards sold is a rocker.



Source: SIA SnowSports RetailTRAK, carryover sales included. (128,373 of 533,151 snowboards sold were carryover snowboards that sold fat or below retail cost and brought in $116 million total). 




Nordic Equipment
Average retail prices for Nordic equipment increased 11% during the 2009/10 season from an average of $78.32 to $87.17. Unit sales of Nordic equipment were flat but dollars sold soared 11%.





Source: SIA SnowSports RetailTRAK, carryover sales included. (8,640 out of 101,648 pairs of Nordic skis were sold as carryover selling at or below retail cost).

Apparel 
Apparel sales brought in 38% of all dollars sold in the snow sports market. Fleece alone brought in $190 million dollars. Overall, unit sales of apparel were down 3% and dollar sales increased 2.5%. Alpine apparel sold much better than snowboard apparel this season. Snowboard apparel sales were down 6% in units and 4% in dollars sold. 





Source: SIA Snow Sports RetailTRAK, carryover sales included. Sales through all channels including chain, specialty and Internet.



Accessories
Accessories brought in 7% more dollars this season with strong prices and leaner inventories, but unit sales were down 3% overall. Helmets were the big story with record sales of more than 2.2 million units. Snowshoes, day packs, winter boots and even neck gaiters had strong sales this season. 





Source: SIA Snow Sports RetailTRAK, Topline for all channels (Chain, Specialty, Internet).

2009/10 Weather

Snowfall is the most important variable affecting the snow sports market. El Niño conditions significantly affected snowfall during the 2009/10 season and it was not a standout snow year in any region except the South. An El Niño typically brings colder and wetter conditions to the Southern U.S. and drier and warmer conditions to the North and this season was no exception. Colorado, Utah, The Pacific Northwest and much of the Midwest were warmer and drier than normal through March, then came some much needed spring snow. The Sierra Nevada Mountains, Arizona, New Mexico and small ski areas in the Mid-Atlantic enjoyed better than average snow this season. In fact, the Mid-Atlantic region including North Carolina, Virginia, Maryland and Southern Pennsylvania had record snow.

According to the National Atmospheric and Oceanographic Administration (NOAA), El Niño is characterized by unusually warm ocean temperatures in the Equatorial Pacific, as opposed to La Niña, which characterized by unusually cold ocean temperatures in the Equatorial Pacific. El Niño is an oscillation of the ocean-atmosphere system in the tropical Pacific having important consequences for weather around the globe.

The maps below demonstrate the average impacts on snowfall of El Niño and La Niña conditions. The map on top shows average snowfall November – March during a neutral year, one in which the temperature in the Equatorial Pacific current is neither above nor below normal. The map on the bottom left illustrates snowfall averages during El Niño winters like 2009/10 and the map on the bottom right illustrates average snowfall in La Niña conditions.



Source: NOAA Climate Prediction Center.


2009/10 Participation

The National Ski Areas Association announced in May that “In a dramatic rebound from the previous season, the U.S. ski industry recorded 59.7 million visits, the second best season ever, according to the preliminary 2009/10 Kottke National End of Season Survey. In spite of continued pressures from a weak economy and without the catalyst of an exceptional snow year, skier/snowboarder visits this season increased by 4.2%, only 1.2% below the all-time record of 60.5 million visits achieved in 2007/08.”

According to preliminary topline results from the Kottke End of Season Study only the Northeastern region did not experience participation gains during the 2009/10 season. El Niño conditions drove snow into the Pacific Southwest where ski areas like Taos and Snowbowl enjoyed a 15% increase in skier/snowboarder visits and the Midwest and Southeast also experienced notable gains of 7.2% and 6.7% respectively. The Rocky Mountain region continued its dominant overall position in terms of total visitation, increasing by 3.4% over last year despite marginal snowfall January – February this season. Those “meat and potatoes” regions again exceeded the 20 million visits threshold. Visits in the Pacific Northwest which played host to the winter Olympic Games this season also rose 3.2%.

Although resorts do an excellent job counting the number of “visits” soon after season’s-end, counting the heads of participants cannot be accomplished during the season for a variety of logistical and methodological reasons. However, in March 2010 SIA published the results of the 2010 SIA Participation Study summarizing participation results from the past season (in this case 2008/09). During January 2010/early February 2010 a total of 40,141 online interviews were carried out with a nationwide sample of individuals and households from the US Online Panel operated by Synovate. A total of 15,067 individual and 25,074 household surveys were completed. The total panel has over 1 million members and is maintained to be representative of the U.S. population.



Source: SIA Physical Activity Council 2008/09 Snow Sports Participation. 

In the 2008/09 season, snow sports gained more than a 1.5 million participants including 573,000 alpine skiers, 309,000 Nordic skiers, and 262,000 snowboarders. More than 20,500,000 persons participated in at least one snow sport during the 2008/09 season. About 9,400,000 persons identified themselves as skiers, riders or snowshoers but did not participate during the 2008/09 season for a variety of reasons. 


Many said they didn’t have time due to family and work commitments, but surprisingly the next most popular answer was that they had “no one to go with.” That’s about 884,000 persons who didn’t head to trails or slopes just because they didn’t want to go alone. Overall, the study indicates that the total size of the U.S. snow sports market in terms of participation has reached 30,000,000, close to 10% of the total population. 

Final Comments

Inventory Control More Important Than Ever
Stung by a miserable 2008/09 season, specialty retailers entered the 2009/10 season with incredibly lean inventories. They chose to hunker down and weather the still swirling economic storm by throttling back pre-season orders, depending on the category, by as much as 30%. While slashed sell-ins left many manufacturers reeling and awash in excess product, the retail retrenchment looks to have been the right decision. Tighter inventories allowed specialty stores to improve retail-selling prices 7%, retail margins 3%, and total dollars sold 4%. Sell-through increased two full points and at the end of this season, inventories were 10% smaller than they were a year ago, the trimmest since March 2006.

Specialty stores also bounced back from the bloody price slashing that was March 2009. Carryover units, those sold at or below cost, plunged 31% this March allowing retail margins to rebound 15%.

This was a season of recovery allowing most specialty retailers to take a breath, regroup and look forward to next season where they will be in a far better position to buy brand new, innovative products.

Aggressive Action Needed for Categories that Did Not Sell
Retailers didn’t just buy less this season; they bought more selectively than ever. Concentrating their open-to-buys on key products and abandoning others focused consumer sales across a narrower band of products. That meant exceptional sell through in some categories but an inevitable glut in others. Dying products, all too often, spend far too long on profit crushing life support. The industry should pull the plug far earlier and get everyone out of the resource sucking intensive care and into the nursery where innovative and profitable products are born. 

Take the precedent of adult carve width skis (<70mm) which finally drew their last breath this season. Why did it take so long? Between 2004/05 and 2006/07, unit sales plunged 53% and margins 13%. That should have been enough notice for retailers and manufactures to begin purging their inventories and making room for products on the front side of the adoption curve.

How long will the industry let normal camber boards linger? Specialty stores invested hard into reverse camber snowboards this season. Up a staggering 99% in on-hand units, reverse camber moved from 13% to 28% of all adult boards housed in October inventories. They soared up the product adoption curve 81% in units, 84% in dollars and finished the season accounting for 37% of all adult, non-carryover board units sold.

Retailers slashed normal camber stocks but even with 60,000 fewer units (down 25%) at the beginning of November, it was not enough. Adult normal camber boards, excluding carryover, crashed 30%, or 56,000 units and sell-through stood at a backroom stuffing 61% for the second season in a row.

Margins on normal cambered adult boards dropped to just 20% and unit sales still fell 12% this March. Reverse camber sales leapt 190%. At the end of this season, 95,000 adult normal camber boards (including carryover) languished in specialty inventories, three times the reverse camber stocks.

The lack of demand for normal camber boards will take this relatively low end-season stock level and turn it into a huge glut. Shrewd retailers will bite the bullet and aggressively mark down and move them out as quickly as possible. Manufacturers need to find channels of distribution willing to take on their excess inventories, too. It is not just normal camber boards. Mid-fat skis, recreation and sport performance boots and low DIN bindings are dying categories. Without assertive action, their 76,000 remaining retail inventory units will continue to unnecessarily haunt manufacturers and retailers alike.

Final Points

Lessons for Next Season
Though supermodel thin inventories are sexy with their increased margins and greater profits, the fact remains that total specialty unit sales were the lowest in four seasons. The industry needs to sell more product, not less. Innovation is extraordinary in getting people to update their gear but, ultimately, participation needs to increase. 

Tight Inventories Meant Lost Sales
Manufacturers and retailers both benefited from mid-season and just in-time deliveries but it is clear that many retailers lost sales due to a lack of product. In just one of many examples; helmet sales, up 26% in units and 34% in dollars for the season, actually fell 9% in units this March. Retailers finished the season 86% sold through. The demand was there, the helmets were not. 


Looking for More Data?

Are you interested in looking at this data in detail? SIA and Leisure Trends Group are partnering to provide free access in 2010 to the widest view anywhere of retail sales data. You can sign up now by clicking HERE. The topline data will give you all industry/category/class/sub class/channel access to the following industries: 

· Outdoor 
· Run 
· Snow sports (Ski, Nordic, Telemark, Snowshoe & Snowboard) • 
· Athletic Apparel 
· SCUBA 
· Paddle (Canoe and Kayak) 

All data includes three years of continuous history, and vital measures such as units and dollars sold, average retail selling price, inventory units and dollars, sell-through and retailer margin. 

Reports are delivered via the TRAKView™ - a new, dynamic reporting platform including dashboards, interactive reports and online data-mining capabilities, including Leisure Trend’s RetailTRAK™ point-of-sale key metrics: 

· Size of retail dollars and units 
· Growth in unit and dollar sales at retail 
· Average retail selling price 
· Key price points 
· Gender splits by category 
· Gaining categories and losing categories 
· Margins 
· Inventory and sell-through.

The market data presented in this report comes from the SIA SnowSports RetailTrak conducted by the Leisure Trends Group. The Snow Sports RetailTrak data is gathered directly from the Point of Sale systems of about 1/3 of the snow sports retailers in the U.S. market. Each season, Leisure Trends gathers snow sports sales data from a representative panel of more than 1,200 snow sports retailers who provide sales data directly from their Point of Sale systems. The panel and the method for extrapolating the results out to the entire industry is based on a triennial census of snow sports retailers designed to accurately define the size and structure of the snow sports retail marketplace. SIA maintains these data for members down to the product level. 

For more information about SIA’s SnowSports RetailTRAK information please contact Kelly Davis, SIA’s Director of Research at KDavis@snowsports.org.
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