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Note
Just a few pages from the 36-page publication that featured articles and advertising for vendors and Alpine Ski Center products and services.
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ki Industries America hired

MeHinsey and Company to re-

search why people ski. After

conaiderable study, the ressarch-

ors boiled the answers down to & fow

broad categories of reasons why peaple

get out there and ski. They described

skiers’ motives, in order, as: athleti-

cism, getting outdoors, socinl, hearth
rilated, and family.

At first glanes, these looked to me
like the same reasons why someona
might play tennis, or hunt or golf or
participate in & number of other sports.
But, as | thought about it more—I
could ses why skiing ssomed unique in
its ability to reward those nvelved
with benefits in sach of the categories
that Mn“rr:-y nnd E-urpp.u.nr listed.

Just look at atheleticiem. There
is no other sport where the completely
unekilled can have
such a great time par-
ticipating. Most sporta
aren't enjoyable at all
until you resch & min-
imum performance
level. In some sports |
getting to the point
whare the fun starta
requires considerable
payment of “dues”
(know ANy Evn-]f-l-:'l?:l.
But Bkiing is differ-
ent—really different. A
study of over 900 first-time skiers in
Yermont showed tha: 63% had a great
time, 31% had a good time, 4% said
they had a fair time, and only 2% had a
bad time their first time skiing.

The odds are that you had & great
time the first time you went skiing,
because it's easy to feel the spirit of
akiing.

Bkiing is good for your head, good
for your health, promotes pemce of
mind, might make work more enjoy-
able, and it isn't hard to do. In fact you
don't have to be any good at all to have
n good time, On the other hand, skiing
presants athletic challenges that cap-
tivata the jock and near-jock. More
importantly, skiing provides a real
sense of athletic accomplishment re-

gardless of the progression in akills or
athletic abilities of the skier. Becauss
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FEEL THE

by Hiram Lows

it is ensy toaki pretty well, but hard to
aki groat.

How about getting outdoors? How
about getting to scenery thet can only
b imagined, unless you ski? How about
standing on top of & snow-covered
mountain under a eclear winker Ihj'
and seeing & panorams that will stay
in your memory forever. | could go on,
but it is important to know that al-
moal all ski resorts that ['ve been to
have a fairly easy way down from the
top. That means that views of truly
rare magnificence are available to just
ebout everyone who'll put on skis.
Bliing pets you outdoors with snow an
the ground, people laughing, children
playing ... dressed up like a costume
party. Hey, that's cutdoors—a unique
EEPETIONCE,

There are lots of social opportuni-

of

ties during skiing I have always found
that the people you meet while skiing
are in a pretiy good frame of mind—
downright pleasant. Another aspect of
skiing that contributes to the sport's
unbque social opportunities is the fect
that it isnt dominated by either sex.
Research shows, that while there are
& few more men than women in lift
lines at any given moment, the popu-
lation at any aki resart on any given
day is about a BOVGED deal.

Few other sports have a traditional

Your skiing says a lot of
good things about
who you are.

Stiing!

/

apré peried. Apréd aki has developed
traditions that usually invalve a fire-
place, possibly & warm drink, and con-
versation. Weather you go out on the
town or it around the fire with & hot
butiered rum—with old friends or
new—aprié ski is o great sccial activ-
ity. For romance the traditions of apré
ski can hardly be boat.

Aprd ski is really an attitude, and
with a little forethought, even the ride
home after a day skilng can be an
ococasion tocelebrate. Skiing is the kind
af sport that lends itself to individuals
making their own traditions. [ can re-
e bar some great Limes skiing when
I was a kid (30 years ago). My family
toak several day trips every year and
always stopped at the same restau-
rant—The Mascow Mule—in Lendville
on the way home. [t amazes me that 1
can remember the
name of the restau-
rant, but | think it
makes a real point
about the power of
personal apré ski tra-
ditions.

The final category
af motives for skiers
in fumndly. A"good fum-
ily life® was rated the
£] value of Americans
during the decade of
the "B0s. Because ski-
ing is easy, everyons in the family can
enjoy it. Everyone in the family can ski
at thelr own level on suitable terrain.
HKids e skiing and learn faster than
ndults. Even if your family is just two—
skiing is an ideal step toward good fam.-
ily Life.

There you hawe it. Your skiing says
& lot of good things about you. The
spirit of skiing says you're exciting
and romantic and athlstic—esven if
you're not particularly exciting or ro-
mantic or atheletic. It says you've found
something that contributes to your geod
health, your peace of mind, and helps
you have a good family life. Skiing
will take you places that would be
almost impossible to find otherwiss,
and it isnt even hard to get to.

Your skiing says a lot of good things
about whe you are. Bl
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hin yoar, wo naked the ski, boot, provement Technology is present

and binding manufacturers what fea-
tures in their lines were the most
important for our customers. Their
reaponses covered a broad range, in
many ways refllecting the attitudes of
the equipment companies toward the
sport of skiing. When viewsd together,
these answers also illustrate why
Alpine goes to great lengths to make
sure you get the right squipment.

Skis

Jim Fitzpatrick, the National Sales
Manager for Volkl Skis, believes ski-
ing should be fun, and the most impar-
tant foatures are those that enhance
the enjoyment of the sport. “It is ensier
to have fun when one is confident and
comfortable, rather than timid and
uneasy,” said Fitzpatrick.

Moting n common comment about
Volkl skis—"They inspire confi-
dencel”—Fitzpatrick added, "The fea-
ture that is most often acclaimed is
outstanding edge hold on hard-packed
enow or jce, This feature, & function of
the ski's torsional rigidity, allows the
skier to rely on the ski's performance
in diffieult situations. With this mea-
sure of confidence, & skier can relax
and have fun.”

That same focus on fun is alsa
reflected in the philesophy of Olin
Skds. Marketing Director John Dou-
glas said, *Our concept of Game Im-

throughout our eollection. Each modal,
whather targeted to developing or
highly technical skiers, incorporates
large sweet spots which have the net
effect of helping akiers aki better now.®

For K2 skis, one technical feature
which has come to dominate their skis
is Trinxial braiding. Bill Dacchills, the
Boutheastern Sales Representative for
K2, explained, *Triaxial braiding is K2's
patented method of wrapping fber-
glass, kevlar, carbon, and ceramica
around & wood core to produce a highly
reaponsive ski, Trisxial braiding is &
very efficiont use of thesa fibers, and
has resulted in a significant weight
reduction.”

The process, noted Dacchille, pro-
vides K2 a way to control the perfor-
manece of & ski. "By actually weaving
these fibers directly onto the core,
rather than producing a "sock” which is
then pulled tight, we are able to accu-
rately control the wrap angles,” he ex-
plained. “Depending on the model of
ski, we'll vary the wrap angles, as well
as materials, to produce different lon-
gitudinal and torsional flex character-
intics.”

Conatruction techniquas is nlso con-
sidered vory important by the folks at
Salomon. "“Monocogue construction ia
the most important commen feature of
Salomen skis,” said Mike Poole,
Salomon's Southeastern Sales H:q-p,
Monocogue construction, pioneered in
the avistion industry, is & design which
places most of the stress on the skin or
covering of the structure. “This con-
struction allows for better edge hold-
ing ability,” Poole continued. "And it
allows us to also produce ski charac-

6. bl el

teristics that sre much more precise.
The construction is very light and
makes n very lively, quick aki”

A slightly different approach to-
ward akin is taken by the folks at Ros-
signol. For the French ski maker,
gquality performance—ollen measured
first on the race course—is the prod-
uet of what Hugh Harley, Eastern Vice-
President of Sales and Marketing
called the company's “corporate cul-
ture.”

With headquarters in the Grenoble
ares of France, Rossignol skis are made
in the heart of some of the best skiing
in the world and a high tech center of
Europe. "The resulting benelit for Ros-
signol,” Harley said, "has been in the
area of technology. More specifically,
we have moved ski design from an era
af art to one of scionce both in terms of
personnel and technology.”

Harley illustrated the Rossignol
attitude toward skis by comparing two
athletic shose manafscturers. “After
studying the success of Mike in the
eighties, it's very apparent that it was
founded upon performance at the high-
eat levels of sports competition.
Reebok, on the other hand, tock an
npproach directad more towards fash-
ion, and in deing o, became wulner-
ablo to going out of style.

*We are not a ‘niche” player—here
teday and gone tomorrow. We are not a
fashion player—irendy and out of style
next year.

"Winning in competition has al-
ways been essential to our brand, and
o competitor has dominated the rac-
ing scene for so long as Rossignol has,”
said Harley.

That devotion to competition,

continued next page
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Present this Gift Certificate by November 30, 1991 and take

ifteen Bo||,

Off any
Purchase of 330.00 or more

EXPIRES HOVEMBER 30, 1991
el cowifioilin o it By wilhe P Pt NG COSERntey® SORCHMS Suti(l il proveled Seitw

Thanks for being an Alpine Customer.

We appreciate the opporunily you've given
us (o help make your skiing more enjoyable.

' )
Everyvone ai Alpine hopes you'll accept these
gift cerificaies as a token of our appreciation
—along with our best wishes for a wonderful
holiday season and an exciting ski year.

There's no question about it, these gift
cenificales are designed o give you another
very good reason (o visit Alping soon, We

. always iry o make your holiday shopping fun.
LIMITED TIME OFFER

Now is the time! These Gift centificates are good on

everything ai Alpine including sale merchandise—

but they do expire. The $15.00 Advanced Shopper

Leift Certificate expires on 1 173091 —the last day of

November, and the $10.00 fntermediate Shopper Gift
Certificate expires 12/1591. Expert Shoppers

will use both cenificates o receive $25.00
off a minimum (otal purchase of 550 belone
December first. The céti—

ficales are good on any-

thing at Alpine including

sale merchandise—

. * with just one excep-

the Beech

tion,
Mountain lift ticket deal is excluded
because we're jusi passing along a savings (o you.

We’re looking forward to seeing you this holiday season.
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Note
These two pages are an actual 2-page spread from the Skiers' Gift Guide insert which features coupons and package deals.


Present this Gift Certificate by December 15, 1991 and rake

EXFIRES DECEMBER 15, 1981
Ore certfcabe o sach iype wald per pemon ko comtsralon cerifcaies, escapl 6 Droweded Selos

FOR
EXPERT

CAUTI 0 N Highway 184, near entrance 1o Sugar Min. and

SHOPPERS Beech Min. Parkway, near entrance 1o Ski Beech

ONLY Banner Elk

v

North Carolina 28604
704-898-9701
BOTH
1501 East Boulevard
Gift Certificates by 11-30-91 and
Take $25.00 off your purchase of $50.00 Eml.;! ﬂg!ﬂgj tte
or more of anything®* at Alpine Ski Center, i 3
including Sale Merchandise! 704-332-2824

2400 Decker Boulevard
Columbia

r - South Carolina 29206 (Open 1 - 600 on Sunday)
Oten Neghtly 2 9:00 803-736-0660 F
M Wm‘d'{ 2916 Brisiol Highway
Johnson City

Tennessee 37601

615-928-7547
7240 Kingston Pike, The Gallery Shopping Center
Knoxville

Tennesses 317919

615-584-3614
6315 Glenwood Avenue

Raleiﬁlzl

Worth Carolina

919-783-7547
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"|.-'¢-|-m_-11:|'_;|:.:,- is besoming the now “burs
ward"® rrﬂur’-:il.':,.,' aiwear in the
nineties. Most manufacturers are re-
alizing that the econamy is alfecting
this industry as well na others. Skiers
are demanding garments that are not

juest limited to the sbopos

Crossover apparnel

Keeihi Neabild
Fasfuon Burpad

is baing ssen averywhere, jsckets that
are a8 comfortable on city streets as
wiell ma the u.l-n-|:uu.

Mot everyone wants & jacket that

perenma aki! Long gone are the days of
goose down, “Michelin Man® proporticns
o akiwear. Technology has changed and
the skiwear industry with it. The ¢hal-
lenge for akiwear manufacturers is to
make skiwear that is fashionable, yet
atill incorpornte the technology that

akiors demand.
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