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1 The winter sports sector 

1.1 Overview

One fourth of the countries of the world offer skiing and snowboarding to their citizens 
and to visitors from abroad.  Japan is the leading nation with 547 skiing resorts closely 
followed by Germany with 498 and the United States with 470 mountain areas were 
skiing and snowboarding is possible.  China is number four with 350 skiing resorts.

38 of these countries and their skiing resorts are located in Europe, including Turkey that 
is equal to 78 per cent of the resorts worldwide.  The following graph shows 20 countries 
which amount to 92 per cent of the countries with skiing facilities. Out of the ones mentioned 
above 60 per cent of all skiing regions are in Europe.  The other 40 per cent are made up 
of Japan, USA, China and Canada.  The United States of America together with Canada do 
come up with 16 per cent of all skiing regions worldwide. It is also interesting to mention, that 
Belgium, Denmark and the Netherlands does not appear within the list, due to being too flat.

 
Figure 1.1 – Skiing regions (worldwide) 1 
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1http://www.skiresort.de/skigebiete/europa/ (accessed 08.12.15, 15:55)



1.2 The snowboarding market

“The snowboarding market is declining - it has 
lost 15 per cent, at least!” 

Steff Hartig 
Schneebrett Snowboards Made in Germany 
(2015)

The Boardsport Source Magazine estimates 
the sales volume of the snowboarding market 
in Europe to an amount of € 260 million.  The 
German market accounts for 15 per cent 
with more than 50.000 snowboards sold 
per year.  Switzerland and France have the 
second biggest volume with more than 45.000 
snowboards sold per year in each country, 
that equals to 13 per cent of the total market 
volume.  Austria follows up closely with 
approximately 37.000 snowboards accounting 
for about 10 per cent of the European market.  
Russia is the fifth biggest market for selling 
snowboards, and demonstrates a constant 
growth with approximately 10 per cent per 
year.

Italy and Sweden are the only two countries 
with constant sales figures, whereas others 
complain due to warm weather conditions 
in the last couple of years. If you ask active 
representatives of the snowboarding scene 
they will always give you one answer and they 
blame the decline in snowboarding due to 
high temperatures and a lack of snow still in 
December in most of the European countries.

According to Steff Hartig, the owner of the 
brand Schneebrett Snowboards Made in 
Germany, the main target group of the 
snowboarding clientele lies in the age of 14 
to 35 years of age.  Fifty per cent of European 
citizens are over the age of 40 years old.  

But were are snowboards being produced?  A 
vast majority comes from China and Taiwan, 
were mainly the American brands outsource 
their production.  The snowboards for the 
European market have been produced in 
Slovenia by the well-known skiing brand Elan 
Ski, which went bankrupt in the year 2013.  
Production was acquired by a successor, in 
order to be able to fulfil the demand. The 
only firm producing snowboards in Germany 
is High Tech Sports Goods Production 
GmbH, HTSG who has moved from Austria 
to Eastern Germany with more than 25 
years of experience in the market.  The own 
renowned brands such like the surfing and 
snowboarding brand F2, but also cheap 
brands, that do not work well. They do not 
only produce as an OEM for other brands, 
they also serve Amazon, the firm is always in 
need of their own products besides being a 
market platform. HTSG is struggling financially, 
due to the decline in the market, but also 
since the owner Bernd Fluegel is not a good 
businessman.  Most of his business partners 
complain about certain unfairness.  They fill 
ripped off.  His reputation is not the best.

Due to the situation of competitors in this 
market it is appreciable that there are only few 
manufactures in Germany, however mostly 
produce for bigger brands with headquarters 
in China, Austria or United States.

The market leader is Burton Snowboards 
closely followed by Nitro. Jake Burton 
Carpenter founded Burton in the year 1977.  
Rubber bands were used to tie the boots to 
the first boards which were sold at 88 US 
Dollars each.  The firm now reaches turnovers 
close to 40 million US Dollars per year, after 
huge losses in the first years. Salomon and K2 
are fighting about being number three in the 



sector.

The snowboarding sector is restless.  New 
brands are popping up in a declining sector.  
One of the biggest surprises was the brand Lib 
Tech having reached similar sales figures like 
Head, Völkl and Rome Snowboards. 

The Swiss brand Niedecker also belongs 
to the top ten brands in Europe.  A brand 
from Eastern Germany, with the name 
Saelberg.  Just to mention a few more.  Jones 
Snowboards, Capita, Ride, Flow, Forum, Arbor, 
Crazy Creek, Atomic and Steinboc are also 
competing for the best riders.

Clients can therefore chose between the well-
established brands or the newcomers.  The 
well-established brands can be divided into 
two groups.  The ones that only serve the 
snow- and skateboarding market, like Burton, 
Nitro, Ride, Lib Tech, Flow, Forum or Arbor.  
Other brands, such as K2, Salomon, Head, 
Völkl or Rossignol also do produce skies.

Big sporting retailers also do have their one 
brands.  Intersport, with more than 5.400  
outlets in 45 countries and a yearly turnover of 
more than 10 billion Euros per year  owns the 
brand Firefly and Decathlon possesses also its 
own brand Wed’ze.

The brand Schneebrett, who is presented in 
the following chapter wants to be part of the 
snowboarding market, but step out of the 
market at the same time.  Through limited 
editions and an environmentally friendly 
approach, i.e. using recycled steal for the 
edges of the boards and non-toxic colours 
for the designs. Currently the awareness 
for a rather sustainable approach is quite 
favourable, e.g. electric cars by Tesla and 
Porsche soon to come, and an overall eco-
friendly behaviour.

2 Schneebrett Snowboards Made in 
Germany

“Think global. Act local” 

Schneebrett (2013)

2.1 Introduction of the company

Schneebrett is an exclusive snowboard 
brand “Made in Germany” that produces 
environmentally friendly and partly-
handcrafted boards that come in limited 
editions. The start-up company was formed 
in the end of 2011, beginnings of 2012 
when Steff Hartig, born in Stuttgart in the 
South of Germany, had the idea to produce 
snowboards made in Germany, calling the 
brand Schneebrett, which is the direct German 

translation of snowboard. Only Deutsche 
Bank, who funds the firm, misunderstood 
the name at first and considered the brand 
name as something rather negative.  The 
lady in charge was reminded of an avalanche, 
that threatens mankind, and first thought the 
name was rude, which is not the case, since 
it refers solemnly to the word snowboard. 
Steff Hartig approached a friend, who was 
immediately convinced, and therefore 
Schneebrett is now ran and owned by two 
passionate snowboarders and entrepreneurs, 
after having turned a simple idea into a 
enterprise.

The production facilities are located in 
Germany only where the boards are 
handmade and sustainable with experienced 
producers from Germany. The idea behind 
producing environmental friendly snowboards 
is that once the boards cannot be ridden 
anymore most of their parts can be recycled 
and might end up as a new one. The boards 
are available between € 369 and € 589 for 
end-customers including the value added tax, 
of 19 per cent in the case of Germany, were 
the firm has its headquarters. 

Germany belongs to the top eight purchasing 
power-nations in Europe and it is seen as a 
country were the terms sustainability and 
protection of the environment are not only 
empty words, therefore selling and marketing 
a snowboarding brand with an eco-friendly in 
a country with a high purchasing power does 
not seem to be too challenging2.  

Schneebrett’s products – such as several 
snowboards with different designs and 
different shapes and lengths and a clothing 
line for women and man, made out of 
biological cotton – are already available in 
Germany, Austria, Spain, Switzerland and 
South Korea.  It took one and a half years from 
the idea of producing high-quality snowboards 
in Germany with steel for the edges made out 
of recycled metal and non-toxic raw materials.   
Furthermore it is remarkable that nearly 40 % 
of the produced boards consist out of recycled 
materials3. The use of bamboo, which is a fast 
growing resource, accomplishes the idea of a 
sustainable product. Another point to mention 
is that Schneebrett releases new boards only 
every second winter season, in order not to 
overflow the market. 

Youngsters, women and men aged from 14 to 
35 years with a medium to high income, and 
an awareness for sustainable products are 
targeted.

2http://de.statista.com/statistik/daten/studie/2310/umfrage/kaufkraft-pro-einwohner-in-europaeischen-laendern/  (accessed 06.12.15, 
14:50) 
3www.schnee-brett.de  (accessed 06.12.15, 12:30)



2.2 Marketing Mix

As Schneebrett only produces around 450 
pieces every second season the market share 
is not remarkable.  Sales figures are therefore 
just slightly topping six digits numbers for 
every badge produced.

Schneebrett clearly pursues a niche strategy 
as they differentiate themselves through 
competitive advantages and uniqueness. The 
sale of limited editions in addition with the 
use of the claim “Made in Germany” allows 
consumers not only acquire a high quality but 
also a reliable product. 

2.2.1 Product

The snowboards of Schneebrett stand for eco-
friendly produced products made in Germany 
with limited editions and a appealing and 
fresh design in three different price classes.  
Besides five different designs in two to three 
lengths per design the firm also offers hats, 
t-shirts and sweatshirts, in form of the typical 
hoodies that are popular within the target 
group.  Innovative materials such as bamboo, 
carbon and local wood are worked into the 
high quality snowboards.

Every snowboard is a unique product. 
Therefore every buyer receives by purchasing 
a snowboard an individual certificate of origin. 
This certificate gives the customer a feeling of 
possessing an exclusive product, not one off 
the shelves. 

2.2.2 Price

The majority of the snowboards sold are 
within the price range of € 200 to € 400, which 
equals to almost 60 per cent. Burton also has 
certain boards that my cost € 1.200 up to € 
2.000 whereas their typical snowboard costs 
around € 500. 

Schneebrett wants to be an accessible 
brand. Therefore the founders recommend 
a sales price between € 359 and € 589 per 
snowboard, depending on the model, already 
with the value added tax included.

An extensive market survey was undertaken 
by the founders of Schneebrett which helped 
to fix the prices for end customer. The 
competitor’s prices have also been studied 
thoroughly.

An online shop was launched for the season 
2015 / 2016 which allows Schneebrett to keep 
the margin, that otherwise would have been 
earned by the dealers.  The founders first 
hesitated to offer their products online in 
order not to bypass their dealers.  Burton has 

also just recently launched an online shop.

2.2.3 Place

The idea behind Schneebrett is not to be a 
product ‘off the shelf’. Therefore dealers are 
carefully selected. The owners of the brand 
like to call their businesses ‘snowboard 
boutiques’ and they see their dealers rather 
as partners then clients, therefore they call 
them ‘premium partners’.  The network 
of specialized dealers, who snowboard 
themselves helps to sell the products with 
advice and a good after sales service.

Also one or the other Intersport sports 
shop carry the brand, which seems not to 
fit to the sales strategy.  But even though 
Intersport seems like a big chain, it is a buying 
cooperation, were Schneebrett only works 
with these independent dealers who have 
skilled snowboarders working within the shop.

The company works nowadays with 30 shops 
in metropolitan areas but also in winter sport 
regions. It is usual to purchase snowboards 
over the Internet, but Schneebrett 
prefers their products to be actively sold 
by snowboarding specialists. However 
Schneebrett relies on individual customer 
service but still also provides their products 
to its audience via their own online-shop, that 
has been launched just recently.

Since the production of Schneebrett is located 
in Germany transport routes are rather 
short.  All the logistics and warehousing is 
outsourced to a partner, called Rieck Logistics, 
running several storage facilities all over 
Germany4.  

2.2.4 Promotion

Another important key issue for the success 
of the business in the case of Schneebrett is 
the brand awareness and the brands image. 
Therefore Schneebrett uses various strategies. 
The commercialization of the products is 
essential for a small brand with a limited 
budget, thereby trying to be special and to 
differ and stand out from the market. The 
target group is reached in the following way:

Towards distributors and dealers, who are 
called Premium Partners:

• Very special offline mailing

• E-mail communication

• Phone calls

• Personal visits

• Invitation to special events
4Market brochure - Schneebrett 



Towards the end users:

• Informative and appealing Internet site, 
download of brochures

• Social media, mainly Facebook

• Recruitment of team riders who 
represent the brand as brand 
ambassadors

• Invitation to special events with the 
presence of the teamriders in skiing 
regions

• Video and film material shown in social 
media channels

• So called ‘Testivals’ in skiing resorts, 
where Schneebrett Snowboards Made in 
Germany can be tested for free.

• Public relations in form of media 
coverage displayed on the Internet site

The cooperation with team riders and 
friends of the brand helps to transport the 
brand and its image.  Team riders receive 
snowboarding materials and other extras 
from Schneebrett - either for free or at a 
discounted rate, being the firm’s official brand 
ambassadors. Commercial spots on Facebook 
with Rainer Klutsch, a television cook from the 
show ‘The Taste’ who is as well a passionate 
snowboarder help to promote the brand5. 

2.3 Internationalization 

According to the data from chapter 1.1 twenty 
countries account for 92 per cent of all the 
skiing regions worldwide.  The second biggest 
market is the home market of Schneebrett, 
Germany with 498 skiing resorts.  Sales have 
taken place so far to Austria and Switzerland, 
countries scoring the 9th and 12th place in 
skiing resorts.  Marketing snowboards to 
these boardering countries within the D-A-
CH region seems reasonable, also due to a 
similar culture and a common language.  The 
third market that was entered was the South 
Korean market, with 18 skiing resorts only on 
place 31 out of 49.  Sales in Spain took place, a 
country with 32 skiing areas on the 18th place 
of the worldwide ranking.

But what about the top skiing nations?  There 
was neither an opportunity nor the necessary 
budget for the small brand to tackle the 
number one market Japan. Number three – 
after Germany - the United States is on the 
one hand a very interesting market, on the 
other hand too big and too saturated. Several 
talks have taken place with potential partner 
but they did not lead to any agreement.  A 

representative of the brand in China, Joerg 
Lonkwitz, a good friend of one of the owners, 
was quite active trying to market the brand 
Schneebrett in China.  Even though the 
country has 350 skiing areas, snowboarding is 
just about to become popular in China within 
the last couple of years. And the Chinese 
would always also opt for the best-known 
brands.  Beer has to be from Heineken, red 
wine from France, and cars from Mercedes-
Benz, Audi, Volkswagen or BMW.

The following table lists the top 15 countries 
and the corresponding comments of the 
status-quo of market entry.

Country Skiing 
Resort

Comments

1 Japan 547 Too far
2 Germany 498 Home Market
3 USA 470 Negotiation 

failed
4 China 350 Too early
5 Italy 349 Low buying 

power
6 France 325 Not yet entered
7 Russia 321 Work in 

progress
8 Canada 288 Too far
9 Austria 254 Actively Selling
10 Sweden 228 Not yet entered
11 Norway 213 Not yet entered
12 Switzerland 194 On the market
13 Polan 182 Not yet entered
14 Czech 

Republic
176 Not yet entered

15 Slovakia 107 Not yet entered

Table 1.1 Internationalization of Schneebrett

Based on the fact that Schneebrett still counts 
as a Start-up company the European countries 
should be considered first. It makes sense to 
only go to markets were the setup costs for 
a small start up brand are reasonable and 
where the buying power is high enough.

The following markets can be excludes since 
they are high in dept.  Greece, a country 
with 22 skiing resorts, were talks with a local 
snowboarding school took place has a public 
debt of 167,8 per cent in relation to their gross 
domestic product, short GDP. Closely followed 
by Italy and Spain, both countries are still high 
above the average of the Euro-Zone with 92.2 
per cent.

But what about France?  The public debt is 

5www.schnee-brett.de (accessed 04.12.15, 10:50)



also quite high, with 97,7 per cent slightly 
above the Euro-Zone average of 92,2 per cent, 
but the buying power is not to be neglected6.   
France is a very popular skiing destination 
with 325 resorts.  7Why has this geographically 
close market not been entered yet?

3 Conclusion

“Marketing is a contest for people’s attention” 

Sedth Godin 

The niche-supplier Schneebrett Snowboards 
Made in Germany has been quite successful 
to reach awareness and be a well-known 
brand within the snowboarding scene, with a 
very small budget. Schneebrett wants to be 
independent, without too much involvement 
of others.  One investor, who put money 
into Schneebrett besides Deutsche Bank 
was paid out again.  But in order to roll out 
a new brand in a well-established market, 
the funds that were used of Schneebrett of 
€ 100.000 are quite limited.  Participation at 
the world leading trade show ISPO in Munich 
in the year 2014 ate up € 10.000 already with 
a quite low response. In return, a big budget 
through investors would lead to wide-spread 
advertising campaigns.

Entering such an important market as the 
French market with its 325 skiing resorts 
would work in the following ways for the small 
brand from Stuttgart in Germany:

Schneebrett will remain true to their concept, 
the distribution system will not be changed, 
i.e. working only with ‚snowboard boutiques’. 
It will be quite time consuming to identify 
specialized shops on the French market, 
though. The Internet site would have to be 
translated into French as well.  What seems 
to be reasonable is to cooperate with an 
independent sales agent in order to share 
costs and expenses.

One of the owners of Schneebrett has been 
in contact with a French-speaking Belgian 
distributor based just outside of Brussels in 
the end of 2015.  His firm own several kite 
surfing brands, and he seems quite keen on 
marketing the brand Schneebrett also on 
Belgian territory.

Sweden and Poland are also two potential 
countries due to their market volume and 
their amount of skiing regions.  Also more 
financial funds would be needed to tackle 
these markets.  These markets are interesting 
for future development, once cash flow brings 
reasonable amounts that can be reinvested.

Entering a new market entry cannot be 
accomplished in just a few months. At the 
moment, the existing markets still offers room 
to grow and that is where focus should be put 
upon.  
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