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Beyond Products1

It was a sunny afternoon in May 2005. Despite the heat, Peter Van Riet was thinking of snow, 

snowboards, and snowboard bindings. It took three years of his life and all of his savings to develop a 

revolutionary model of snowboard bindings. Having been a semi-professional snowboarder as a 

teenager, he sensed that the market was waiting for his ultimate snowboard binding. But he urgently 

needed money to start up a company, develop a first prototype, test it on snow, and start sales and 

production, providing he wanted his first sales to happen before the winter season of 2006-2007. Four 

business angels were interested in his project. Together with his financial partner, Peter was 

considering how much dilution he would have to face for a proposed investment of €300,000 by a 

group of business angels.

Background

Peter Van Riet used his knowledge of snowboard bindings and his training and experience as a 

product developer to design a completely new snowboard binding. His new binding combines extreme 

ease of use with the same freestyle feeling as traditional strap bindings. The current snowboard 

bindings are either strap bindings, where the boot is sealed by two straps, or step-in bindings, which 

can be compared to traditional alpine ski bindings. While being very versatile and adaptable to a large 

range of boots, a significant draw-back of the strap binding is the fact that it is rather cumbersome to 

take on. To overcome this disadvantage, the step-in binding has been developed. The major 

disadvantage of the step-in binding is that is must be used with hard boots, which experienced 

snowboarders dislike, and it is more expensive than strap bindings. Snowboard addicts feel that soft 

boots are essential for the perfect feeling that is so important in freestyle; moreover, it improves the 

comfort of the snowboarders. Due to the disadvantages, the newer step-in binding has never taken 

over the dominant position of the strap binding. Meanwhile, a new company called Flow, which was 

established in 1996, introduced a different type of hybrid binding. Despite its non-natural way to step 

in and its limited ways to adapt the binding to the snowboarder, Flow rapidly became successful. The 

success of Flow suggests that the market is ready for a new product.  

The new hybrid binding developed by Peter combines the ease of use of the step-in binding with the 

comfort of soft boots, without the disadvantages of the Flow concept. He further improved the comfort 

and flexibility of the binding through intensive co-development efforts with Italian and Belgian 
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engineering companies, and with a major American chemicals company for the composite materials. 

This resulted in a hybrid binding, with the positive features of both the traditional strap and the step-in 

bindings. A first Benelux patent was filed in 1997 and expanded to the main winter sports countries in 

Europe, the US, and Canada in 1998. No patent has been filed in Japan due to the high translation 

costs involved. The intellectual property protection expires in 2018. A first real test came when the 

hybrid concept was presented at the important yearly ISPO trade fair in Munich in February 2001. 

Reactions were generally favourable for the new design and the concept proved to be on the right 

track.

Given that further development required more money than Peter possessed, he decided to involve a 

financial partner as a shareholder. However, the development proved to be rather slow and the 

financial partner eventually stepped out of the project, losing his initial investment. The product was 

further developed to the current “strap-in” binding that is now ready for full testing and, if technically 

successful, for commercialisation. He also sought coaching for the development of his business plan, 

something which he knew nothing about until then, by participating in a business plan competition, 

Bizidee. Not only did he win the competition in 2004, but he also found an experienced business 

partner with complementary financial and accounting skills willing to invest some money towards 

further product and business plan development. Together with the money, it was important that the 

new partner was willing to work part-time for the company.

Peter now feels that the business idea is sufficiently developed to start up a company, Beyond 

Products, which should be aimed at developing and commercialising the new snowboard binding. He 

has invested approximately €350,000 from his own, his first and his second partner’s savings and time

in the project up to now: €207,000 for the product development, €81,000 patent costs, and the 

remaining for miscellaneous costs such as marketing expenses (mainly the trade fair). While the patent 

and marketing costs were out-of-pocket expenses, a large part of the product development costs 

consisted of his time. He estimates that Beyond Products needs €300,000 cash to get up and running, 

and to develop and test a prototype that could then be presented at the next ISPO trade fair in January 

2006. This is essential, as orders for the 2006-2007 snow season are generated during the fair. 

The Market for Snowboard Products

Some 17 million snowboarders are active worldwide, accounting for one-third of the total winter sport 

population. Snowboarding is the fastest growing sport in the United States, with a yearly average 

growth rate of 11.4% snowboarders between 1988 and 2002. Half of all snowboarders are between 20 

and 25 years old; 88% are male. However, the number of female and of older snowboarders is 

growing steadily. The yearly average sales growth of worldwide snowboard bindings is almost 21% 

since 1993, but it levelled off to a growth of 7% in 2004. The snowboard industry currently represents 



about 15% of all winter sport sales. Europe, the United States, and Japan each represent approximately 

30% of the worldwide snowboarders’ population. The remaining 10% is active in Canada and South 

America. About 1.4 million snowboards have been sold in the 2000-2001 season, of which 420,000 

were sold in the United States, 403,000 in Europe, 450,000 in Japan, and 120,000 in Canada. Current 

worldwide sales of snowboard bindings are estimated to be 1.7 million. Not surprisingly, the Alpine 

countries Switzerland, France, Germany, and Austria are the countries with the largest markets for 

snowboards and snowboard bindings in Europe. Independent industry watchers estimate that the 

traditional strap binding still represents 70% of the market for snowboard bindings, the step-in binding 

has 20%, and the hybrid flow binding 10% (although Flow itself claims to have a 20% market share). 

It is expected that the step-in binding will further lose market share to hybrid bindings. The step-in 

binding will therefore probably be repositioned as a more expensive niche product for the older, 

wealthier snowboarder.

Snowboarding is more than mere sports: it is a lifestyle with its own code of conduct and norms. 

Image building is therefore the key when launching a new product or brand. Core snowboarders – the 

professional snowboarders sponsored by snowboard brands – are especially important in setting 

trends, which are then followed by the recreational snowboarders. It has happened on more than one 

occasion that a particular brand or product fails on the market if the core snowboarders do not endorse 

it. Furthermore, the lifestyle approach of snowboarders ensures that the major traditional brands active 

in alpine ski sports, such as Rossignol or Salomon (Adidas), do not have the same dominant position 

in the snowboard market as they have in the alpine ski market. Snowboarders prefer smaller brands 

especially targeted towards the snowboard world.

A full range of snowboard products not only consists of equipment such as snowboards, bindings, and 

boots, but also accessory apparel such as clothing, sunglasses, and backpacks. The major players offer 

the whole range of products. The five largest companies (Burton, GenX, K2, Rossignol, Flow, and 

Salomon) have 65% of the market between them, while the next seven brands account for only 16% of 

the market collectively. This makes the snowboard market very fragmented and leaves a lot of room 

for a large number of smaller and new brands. The major player in the snowboard bindings market is 

the pioneer, Burton, with an estimated market share of 24% in 2002-2003. This company offers a full 

range of high quality snowboard products and actively sponsors a top-team. K2 is the largest company 

active in the snowboard market with several brands (K2, Ride, Morrow, Liquid), together representing 

almost 20% of the market. None of the other players have more than 10% of the market.

A snowboarder is typically offered a choice of bindings separately from boards. A sport apparel shop 

sells both boards and bindings, assembling them on the site as to the customer’s choice. There is hence 

no urgent need to team up with a snowboard manufacturer; marketing and sales of bindings occurs 

separately from that of boards. The average consumer price for a strap binding is €165, but prices 



range from €100 to €400 for top models. Flow sells its hybrid bindings from €170 to €340, with an 

average model costing €200. The average snowboarder becomes more demanding with respect to 

quality, design, and comfort, making the top bindings more attractive.

The Forecasts for Beyond Products

The mission of Beyond Products is to offer a range of high quality products that improve the comfort, 

pleasure, and safety of snowboarders. The first product is the new hybrid binding. Peter forecasts that 

the new binding may capture 10% of the worldwide market in seven years time. The first sales are 

expected after the 2006 ISPO Fair, in February and March, and will be limited to Europe. Sales in the 

United States and Canada will start in 2007, and expanded to Japan and the rest of the world in 2008. 

Taking into account a growing market, a growing market share, and the introduction of new models 

and types, Beyond Products expects to sell 12,000 bindings in 2006, increasing to 280,000 in 2011. 

The evolution of the expected sales is shown in Exhibit 1. The sales price to the consumer will vary 

between €200 and €240, positioning the Beyond binding right under the top segment. This price will 

allow a gross margin of approximately €30 per binding for Beyond Products. Beyond Products intends 

to sell its bindings to importers, who then will sell them to retailers. The selection of European 

importers will happen on the ISPO trade fair in 2006, American importers will be sought on the SIA 

Snow sports show in Las Vegas in January 2007. Collaboration with existing brands selling 

complementary products may be sought in the future. Further, an international snowboard team will be 

sponsored from 2007 onwards.

The production of the bindings will be fully outsourced. If sales are generated in the first quarter of 

2006, then production has to start in the second quarter of 2006.  Launching a new product is costly, as 

it requires a lot of engineering and design, and an expensive mould has to be cast before production 

can start. It is estimated that launching a completely new model requires an investment of €200,000, a 

remodelling requires €125,000, and a different size of an existing model €110,000. The current 

product needs some further technical upgrading. However, preliminary testing of the concept has 

shown that it is technically feasible. A first important milestone will occur in December 2005, when a 

fully-fledged prototype has to be ready. It will then be tested on snow in the French Alps by Peter 

himself to test the safety of the product, and by professional snowboarders to test the technical 

qualities and comfort of the binding. A positive test is crucial in order to launch the binding on the 

January 2006 ISPO Fair. Missing that deadline implies missing a first year of sales.  

The second important milestone is generating the interest of importers at the ISPO Fair, thereby 

generating sales in the first months after the Fair. If sales would be much lower than expected, the 

future of the company might be jeopardised. An alternative to the independent growth of Beyond 

Products might then be selling or licensing the IP rights to an established snowboard company. Peter’s 



dream, however, is to successfully launch the first product and to use it as a platform to build a new 

brand with a range of products, such as boots, backpacks, T-shirts, etc.

The Financial Plan

Exhibit 1 shows the financial forecast as developed by Peter’s partner. The plan takes only the sales of 

snowboard bindings into account, not the sales of other products that the company is planning to 

launch if successful. It is clear that €340,000 cash is needed in 2005 to set up the company, and to 

develop and test the prototype. A further €500,000 is needed to fully launch the product in 2006, 

without taking financial costs into account. Peter estimates that the company will generate cash from 

2007 onwards. Both profit and free cash flow are expected to be €4.4 million in 2011.

Beyond Products has already been awarded a subsidy and a subordinated loan by a government 

agency. The subsidy amounts to €65,364 and the loan amounts to €84,040. A part of the cash has 

already been used while some is still available in the company. The loan carries a yearly interest rate 

of 8.08% and has to be repaid from 2009 onwards. Some market data has also been gathered. The 

yearly 10-year government bond rate is 3.26% in the Euro zone in June 2005. There are few 

comparable companies in this sector that are quoted on a stock exchange that might yield comparable 

multiples. Exhibit 3 shows multiples of some companies active in the Athletic Equipment sector. 

Finally, Peter wondered whether the recent announcement on May 2, 2005, of the take-over of 

Salomon (part of Adidas-Salomon A.G.) by Amer Sports Corporation would have an influence on the 

valuation. It has been announced that the take-over price (debt free and cash free) will amount to 

approximately €485 million. The exact price will reflect the net asset value of Salomon as of 

September 30th 2005, including €144 million goodwill. Salomon has net sales amounting to €653 

million, gross profit of €259 million, and EBIT of €9 million (2004 figures). The Salomon EBIT 

figures include restructuring provisions of €19 million.

What Next?

A syndicate of four business angels is interested in an equity investment of €300,000 in Beyond 

Products. This, together with a small bank loan, should allow Beyond Products to reach June 2006, 

when new cash (€500,000) will have to be raised in a second investment round. If the prototype works 

well in the “on snow” test and if reactions are positive at the ISPO Fair, then the new financing round 

could be done at much better valuations than now, as uncertainty will have been reduced significantly. 

Peter plans to transfer the IP rights, which are now in his personal name, to the company. Peter and his 

partner are currently considering how much shares the business angels could get for their €300,000 

investment. But one of the key issues that they cannot resolve is what equity percentage would be fair 



to the business angels, without diluting the founders’ position too much and also compensating them 

honestly for their efforts until now?



Appendix 1 – Financial Statements

Exhibit 1 P&L statement (€)
2005 (6 mth) 2006 2007 2008 2009 2010 2011

Sales (units) 0 12.000 57.000 126.000 200.400 259.675 286.081
Gross margin 0 354.960 1.719.781 3.877.654 6.290.663 8.314.369 9.343.040
Operational costs -108.284 -560.560 -954.248 -1.386.229 -1.632.479 -1.806.973 -1.906.686
EBITDA -108.284 -205.600 765.533 2.491.424 4.658.184 6.507.396 7.436.354
Depreciation -27.644 -178.554 -338.580 -398.374 -433.423 -335.748 -332.749
EBIT -135.928 -384.154 426.953 2.093.051 4.224.761 6.171.648 7.103.605
Financial costs 0 -29.771 -71.677 -137.719 -209.519 -266.705 -292.219
Taxes 0 0 0 -615.749 -1.402.426 -2.064.986 -2.376.124
Profit/loss after taxes -135.928 -413.924 355.276 1.339.583 2.612.816 3.839.957 4.435.262

Exhibit 2 Cash flow statement (€)
2005 (6 mth) 2006 2007 2008 2009 2010 2011

EBITDA -108.284 -205.600 765.533 2.491.424 4.658.184 6.507.396 7.436.354
Investments -238.635 -310.994 -639.473 -239.471 -237.487 -142.394 -641.802
Change in working capital 8.512 20.417 -25.370 -47.141 -73.709 -70.710 -32.213
Taxes 0 0 0 -615.749 -1.402.426 -2.064.986 -2.376.124
Free cash flow after taxes -338.407 -496.177 100.690 1.589.064 2.944.562 4.229.305 4.386.216
Cumulative FCF -338.407 -834.584 -733.894 855.170 3.799.732 8.029.037 12.415.253

PE: price/earnings ratio
PBV: price/book value ratio
PS: price/sales ratio
EV/EBITDA: enterprise value/ebitda
EV/EBIT: enterprise value/ebit
Firm Value/BV: market firm equity value/book value
EV/Sales: enterprise value/sales

Exhibit 3 Multiples of quoted athletics equipment companies
Name Exchange PE PBV PS EV/EBITDA EV/EBIT Firm Value/BV EV/Sales
HEAD NV Vienna NA 0,63 0,32 9,37 28,81 0,79 0,62
UMBRO PLC London 17,36 3,83 1,22 8,99 12,16 2,50 1,49
AMER GROUP Helsinki 14,23 2,07 0,83 7,57 10,47 1,78 0,96
PUMA AG Xetra 17,74 8,31 2,50 10,43 11,21 8,00 2,36
ADIDAS-SALOMON AG Xetra 20,18 3,87 0,81 9,78 12,89 2,51 0,97


