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WELCOME, SALOMON!

The winter season 2005-2006 has got off to a rapid start. Salomon is now part of 
Amer Sports Corporation – we are now not only the world’s largest sports equip-
ment company, but also the world’s largest winter sports equipment company. 

We have had the pleasure of interviewing Jean-Luc Diard and listening to his 
thoughts on both the sports equipment industry and the areas Salomon will be 
focusing on (page 17). Salomon is a well-known action and outdoor brand that 
approaches sports equipment with passion and innovation. 

We will also be getting better acquainted with Salomon by way of some of our 
other articles. Topical in sports equipment and accessories at the moment is the 
rollout of products especially oriented towards women. A section of Salomon’s 
collection is targeted at women and women’s needs. Salomon’s Women Will 
collection has been a huge success. The fact that the spotlight is shining ever 
more brightly on women’s products is particularly interesting. Atomic also 
presented its own women’s collection, as did Wilson for both tennis and golf. You 
can see that women’s needs are really being paid attention to. A lot of effort has 
clearly been made, instead of simply taking products from men’s collections and 
making them smaller (page 24). 

In each of our issues, we have introduced a country in which our sales compa-
ny has a large presence. This time our destination is Italy, where we will meet 
Marco Furlanis, Managing Director of Amer Sports Italia SpA (page 12). Italy is 
preparing for the Winter Olympics, and we interviewed the country’s greatest 
alpine star, Giorgio Rocca, to hear his thoughts on the coming season (page 14). 
Italy has high hopes, as Rocca won the slalom World Cup event at Beaver Creek.
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THE SUUNTO G6 GOLF COMPUTER 
HELPS MAKE YOUR SWING MORE 
CONSISTENT.

THERE IS NOW A MORE EXTENSIVE 
OFFERING OF SPORTS EQUIPMENT 
ORIENTED ESPECIALLY TOWARDS 
WOMEN THAN EVER BEFORE.

THE ALPINE SKIING WORLD CUP 
OPENED IN THE TRADITIONAL WAY 
IN SÖLDEN.
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nexthot

CLASSIC STYLE. The new Di6 
irons unite classic style with 
modern technology. Designed 
for players who want to add 
distance to their game.

GOT IT!  Wilson’s A2000 baseball glove 
combines traditional and cutting-edge 
materials, giving an excellent feel for 
the ball.

FOR SUBZERO CONDITIONS. Salomon’s B52 GORE-TEX® winter 
boot has been designed for temperatures as low as -30 degrees. 
The boot is made using special materials that stay soft even in 
very low temperatures, and it provides good insulation and fea-
tures generous air space around the foot. The style has been 
borrowed from snowboard boots.
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HIGH AND FAR. The new 460 cc 
Wilson Staff Dd6 driver launches 
the ball on a high trajectory, 
adding extra meters to the shot.

A HITTER’S DREAM. DeMarini Medusa is a top-notch 
bat for fastpitch softball. Features a composite and 
aluminum construction. 

KICK AND GLIDE. Representing traditional Salomon 
design, the Equipe 9 Classic crosscountry ski provides 
the best blend of kick and glide for expert skiers.

FOR YOUR WHOLE BODY.

Precor’s EFX 576i is one of the most versatile
elliptical crosstrainers on the market. Its touch-sensitive
console makes it easy to choose the program you want.



6  |   N e x t



N e x t   |  7  

 O n October 22-23, the 2005-2006 season of the 
Alpine Skiing World Cup began in Sölden, Aus-
tria. This is the ninth time the World Cup has 

opened in Sölden, and the opening event is tradition-
ally the Giant Slalom. 

The idyllic alpine village of Sölden is located in the 
East Tirol region, about 100 kilometers southwest of 
Innsbruck by road. It is built at a height of almost 1,400 
meters and has 3,000 inhabitants. The crystal clear 
waters of the Ötztaler Ache, a tributary of the River Inn, 
run through the village, which is surrounded on all 
sides by snow-topped mountains over three thousand 
meters in height. This scenery gives competition orga-
nizers a handsome backdrop to add to. 

Forum Alpinum opens the competitions
The competition weekend that kicked off the season 
began with the International Ski Federation’s Forum 
Alpinum seminar. Among those who spoke were FIS 
representatives, competition organizers from Torino 
and Åre, and national team managers, who shed light 
on the composition of their teams, summer training, 
and targets for the season. 

On the evenings before the competitions, the 
square in the center of the village was full of people 
who had gathered to watch the start number draw. The 
starting order for the 15 best alpine skiers (according 

■  Text by Susanna Rikkonen
■  Photos by Agency Zoom

Winter starts in
The fruits of alpine skiers’ summer 
training were revealed at the traditional 
World Cup season kick-off on the
Sölden Glacier. There are no great 
surprises in store: the current masters 
will continue to dominate the sport in 
the coming season. 
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The competitors 
ascend to the glacier 
early in the morning. 
Here’s Hermann Maier 
warming up as the sun 
rises over the Alps.
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to World Cup points) was drawn in two groups – 
first numbers 1–7, then numbers 8–15. The 
starting order for other competitors was decided 
directly on the basis of their World Cup points. 
According to regulations, competitors have to be 
present at the approximately half-hour event, 
which aims to create a competition atmosphere 
both among the audience and the competitors. 
Groups of supporters from many countries kept 
up the competition feel.

The glacier at the end of the scenic road
The Sölden competitions have a truly magnifi-
cent backdrop in the approximately 3,000-meter-
high Rettenbach Glacier. The only way to reach 
the competition location is via a 15-kilometer-
long scenic road – a variety of vehicles groped 
their way around its twists and turns. On Satur-
day at about nine a.m., getting there was still 
relatively painless, but there was much more 
traffic for the men’s competition on Sunday. Soon 
after eight a.m., the road leading to the competi-
tion location was already chockablock. 

The weather was favorable on both days of 
the competition. The sun was out and the tem-
perature remained at a suitable few degrees 
above zero. The competitions were held in great 
weather and excellent snow conditions, as the 
threatened rain only came after the event had 
ended, when the mountain tops surrounding the 
village were hidden inside rain clouds. The com-
petition slope was iced, because the weather 
before the event had been unseasonably mild.

Competition spirits high
About 12,000 people followed the women’s com-
petition on Saturday, and a total of 16,000 were 
present on Sunday for the men’s. Live music, 
dance shows, lively announcements, video screens, 
and hang gliding demonstrations lent wings to 
the competition atmosphere. The competition 
location was entertaining in its simplicity. It was 
decorated with numerous banners and flags 
brought by supporters, and also sponsors’ hot air 
balloons. The Milka chocolate company’s trade-
mark cow was also present – several meters tall 
and inflatable. On Saturday, the Milka cow spent 
all day on its hind legs, waving its arms about. On 
Sunday, it was content to remain on all fours and 
simply nod its head calmly. Spirits ran high at the 
competition and there were enough supporters 
for every competitor. 

Sölden has its own fan culture. Uniform apparel, 
small flags, and banners featuring a photo of 
one’s favorite athlete are the in thing in the stands. 

Photos on the bottom of the page,
from left to right:
Tuning up Bode Miller’s skis.

Bode Miller (on the right) talking 
with a Team Atomic technician.

Stands were built by the finish line.

Janica Kostelic’s supporters always 
stand out from the crowd, no matter 
where they are.

Before the start, Kalle Palander 
ponders the course.

Competition spirits in Sölden are raised by live 
music, dance shows, lively announcements, and TV 
on a giant video screen. The spectators really get 
into it as the competitors slalom down. And they go 
wild as they cheer their own favorites on.  

Anja Pärson was one of the favorites in the 
women’s competition. She didn’t let the fans 
down this time, either, coming in second. But 
Janica Kostelic’s third place came as a surprise. 
Kostelic, who has suffered a series of injuries, 
was in surprisingly good form in the Giant Slalom. 
The winner of the competition was Tina Maze. 

An almost certain triple victory by the Aust-
rians was scuppered by the USA’s Bode Miller,
 who came in second. The win in the 51st World Cup 
went to a wildly celebrating Hermann Maier, and 
third place to his countryman Rainer Schönfelder.

q
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Media circus
In between rounds, the competitors spent their 
time in the rest area for competitors and their 
support staff, filling up on snacks and chatting 
amongst themselves. After relaxing for a while, 
the competitors went out to warm up and ac-
quaint themselves with the course for the second 
round. The first round’s fastest 30 skiers then 
started the second round in reverse order.

As soon as the second round ended and the 
winners had been determined, an awards cere-
mony was held and the winning three were inter-
viewed. They participated in a relaxed press con-
ference led by the FIS’ Patrik Lang, at which 
there were probably close to two hundred media 
representatives present.

Surprisingly quickly after the end of the com-
petition on Sunday, the slope had been cleared of 
gates, safety nets, hot air balloons, and even the 
Milka cow. The competitions were over and people 
started to trickle towards the village of Sölden. 
When almost 16,000 people set off for home in the 
same direction along just the one road, the result 
is a traffic jam. A line of standing vehicles reached 
back about half way along the scenic road from 
the center of Sölden and the descent from the 
competition location to the village took a good 
hour instead of the normal fifteen minutes. 

After the competitions, some members of 
the national team continued training on the Möll-
tal Glacier and others went home to rest for a few 
days. The World Cup continued in North America 
at the end of November. ■

Photo on the right: 
Anja Pärson’s both descents 
were confident and balanced.

Photos on the bottom of the 
page, from left to right:
The snow flew, even though 
the course was iced.

Janica Kostelic surprised 
favorite Anja Pärson.

Bode Miller’s technique is 
paying off at the beginning 
of the season.

Hermann Maier was overjoyed 
by his Giant Slalom victory 
 – his first post-injury win.

Hermann Maier’s excellent performance surprised 
the experts, too. This old master left the young and 
fast Giant Slalom specialists in his wake.

Writer Susanna Rikkonen 

works as communications 

officer for the Finnish Ski 

Federation.

SAID IN SÖLDEN
Hermann Maier wiped the tears from the corners of his 

eyes after his winning descent. Two things made this big man 

sentimental. Firstly, he was able to win a Giant Slalom for 

the first time since being injured and secondly, he equaled 

Alberto Tomba’s number of World Cup wins. He now has 51. 

“This is quite unbelievable,” said Maier. Maier’s joyful outbursts 

amused second-placed Bode Miller. “He almost hugged me,” 

said Miller.

This season, Benjamin Raich, Hermann Maier, and Michael 

Walchhofer belong to the Austrian national team’s internal WC4 

elite group. This group contains the country’s most versatile 

alpine skiers, who are expected to be able to come out on top in 

the World Cup. The group is coached by Andy Evers.

Didier Cuche was severely disappointed after an exceptional 

first descent. He was forced to take a few minutes’ break before 

being able to come and speak with the press. “It hurts really 

badly,” he replied to questions about his sore knee.

Janica Kostelic also suffers from knee trouble, but didn’t 

at Sölden. Kostelic was happy with her second place. “I rarely 

get on the podium in the Giant Slalom,” said Kostelic.

Anja Pärson explained that she had not attempted to be 

ontop form in Sölden. “I want to be at my best for the Torino 

Olympics in February. That’s the most important thing for me 

this winter.”

In Sölden, there was talk about a documentary on Bode 

Miller, but nobody had seen it yet. Director Bill Rogers has 

been filming for seven years.
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 U ntil the end of 2003, a private company called Promark im-
ported Atomic into Italy. The company was very successful. 
However, as consolidation took hold in the ski market, Amer 

Sports decided to establish its own local company in Italy. It went into 
business in 2004. Marco Furlanis, then Managing Director of Intersport 
Italia, was chosen as Managing Director of Amer Sports Italia SpA.

■
  Text by M

arkku R
im

piläinen
■

  P
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anuel M
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In Italy, they follow the Alpine World Cup closely, 
and in particular Giorgio Rocca, whom they hope 
will be an Olympic winner at the home Games 
in Torino. Rocca is also an important figure for 
Amer Sports Italia, which wants to raise Atomic 
to number one in Italy’s ski market.

Becoming
Italy’s number one

Into the market with as few changes as possible
Amer Sports Italia decided to make a soft landing in the market. 
The company hired the old Atomic representatives, who knew both 
their customers and products well. Amer Sports wanted to keep the 
changes felt by customers as small as possible, and if something 
was to be changed, it was to be changed for the better.

“Learn to walk before you run,” is how Marco Furlanis describes 
Amer Sports Italia’s initial strategy.

In 2004, the trade received its first delivery of skis directly from 
the Atomic logistics center in Altenmarkt. This allowed deliveries 
to be speeded up, and invoicing was also put in order.

“Everything went well. The customers didn’t really notice the 
change. Atomic’s business was that good before Amer’s local com-
pany was established,” says Furlanis.

Amer Sports Italia now imports Atomic, Wilson, and Suunto. 
The greater part of net sales comes from Atomic.
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Strengthening brands
Once the initial groundwork has been done, Furlanis’ next goal is to 
strengthen the position of the Amer Sports brands on the Italian 
market.

“Both Atomic and Wilson must become the number one brands 
in Italy. We are aiming for a market share that at least matches the 
European average. This means that everything must be done better 
than before.”

In Furlanis’ opinion, people’s impression of Atomic doesn’t cor-
respond with the current offering.

“Like in many other countries, Atomic is seen as a racing ski. 
This isn’t in itself a problem in Italy, because Italians are avid watch-
ers and followers of alpine events. However, Atomic is not in some 
people’s opinions a ‘just for fun’ ski. We need to convince consum-
ers that Atomic can offer the right product for everyone.”

Popular Rocca
Giorgio Rocca is a first-tier athlete in Team Atomic and currently 
Italy’s most popular alpine skier. This makes him highly important 
for Atomic in Italy.

“Rocca helps us a great deal. He has said that he is very satis-
fied about getting onto Team Atomic. The same goes for Arnold 
Rieder,” says Furlanis.

Rocca will be followed very closely during the coming winter, 
because the Torino Olympics lie ahead. If Rocca is very successful 
in early winter competitions, the press will be absolutely certain to 
make him into a new Alberto Tomba. And after that, Rocca fever will 
rage in Italy.

The sports trade at a fork in the road
About 60 percent of skis sold in Italy are bought at skiing center 
specialty stores. Their sales seasons are short but intensive. They 
want to shift units at the start of winter, when the products are still 
new and interesting and will sell at a good margin.

If the sports equipment trade is examined on a broader front, 
Intersport, Sports Alliance and Twinner are important players. These 
buying groups have many members and many outlets. An interesting 
company is Decathlon, which is continually opening new outlets. It 
operates like a chain and focuses on new operating models. 

In addition to the large companies, a great number of small 
stores also operate in Italy’s sports trade. According to Furlanis, 
many of these have come to a fork in the road.

“Many entrepreneurs are uncertain. They don’t really know 
whether they should focus on fashion or sports equipment. Fashion 
seems to offer quick money, but if you take that road, you will soon 
be just one clothing store among many and you will lose your iden-
tity as a sports store. But if you decide to concentrate on sports 
equipment, you must devote considerable effort into becoming an 
expert. Consumers have changed. You can no longer just display 
your products and wait for them to sell. Customers need expert 
guidance. There must also be a wide selection. You must offer 
plenty of good reasons for customers to visit your store.”

Amer Sports aims to help retailers with sales and marketing.
“We must do everything in our power to be the best possible 

partner to the trade. We must offer good-quality point-of-sales mate-
rials for stores and be ready to help retailers arrange local events.” 

A sports store that puts the emphasis on expertise is a good 
environment for Suunto products. 

“Suunto is an opportunity for the active store. Runners can be 
sold a complete ensemble: not only shoes and apparel, but also 
wristop computers with heart rate monitors.”

The core of the cooperation model is to offer retailers a practi-
cal opportunity to rack up good earnings.

“With cooperation, we can achieve an operating model in which 
our products are so desirable that they never end up in a discount 
spiral. If products are offered more and more cheaply, no one makes 
any money in the end.” ■

Atomic skis are used by the
Italian national alpine ski team

Florian Eisath, Walter Girardi, Michael Gufler, Larissa Hofer,

Elmar Hofer, Alexander Ortler, Kurt Pittschieler, 

Arnold Rieder, Alessandro Roberto, 

Giorgio Rocca, Wendy Siorpaes, 

Eleonora Teglia, Stephan Thanei, 

Luca Tiezza, 

Silvano Varettoni. 

Marco Furlanis has got the new local company up and running 
well. Next up is bolstering the brands and raising market share.
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 N 
ext interviewed Rocca in the fall to find out what he 
thinks of the coming competition season – which is 
particularly eagerly awaited in Italy. The Torino 
Winter Olympics lie ahead.

What are your expectations for this season?
My expectations for the Slalom season 2005/2006 are to keep 
skiing as well as in the past season and to stay at the top of 
the world – by pushing hard in every competition and giving 
my all. I will also try to compete in some downhill in order 
to train myself adequately for the Combined. My target is 
to win as many competitions as possible.

How has your training
gone during the summer?
I started training immediately after the Superfinals in 
Lenzerheide. My preparation has been divided into 
material tests, athletic training, and training sessions 
on the snow. I have taken very few days of vacation 
(I have practically not been on vacation at all) this 
summer, because I am aware that next season will 
be very long and intensive and I want to be ready 
for it from both a technical and physical-athletic 
point of view. From the beginning of August until 
the end of September, I was in Ushuaia in Argen-
tina in order to train on the snow and simulate 
winter conditions.

Giorgia Rocca, Italy’s greatest medal hope, is 
going for the gusto as the Olympics roll around 
this winter: he also intends to race in the down-
hill. This demonstrates Rocca’s drive to succeed 
in the total World Cup.

Roccá s life

q
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In 2006, the Winter Olympics will be held
in Italy at your home arena. How do you feel about that?
It is a wonderful feeling to be able to compete at the Olympics “at 
home”, so to speak. Very few athletes have been lucky enough to 
experience this, and I am sure that emotions will run very high, 
because the Olympics are the expression of the pinnacle of sport. 
The support shown by Italians will be an enormous stimulus for me, 
even though I know that the pressure is going to be very high.

You started skiing very early, at the age of three. Did you 
always know that you were going to be a skier or did you 
have some other plans in sport?
In the beginning, skiing was like a game: as I was living in Livigno, 
it was almost natural to think about skiing because the winter sea-
son is very long. When my father took me to my first youth compe-
titions, I realized that maybe I could achieve some good results in 
this sport. Anyway, I have always practiced other sports – I like 
swimming, cycling, running, and skating.

What are your special strengths in skiing?
I think that my special strengths are the way I ski, which is at the 
same time powerful and agile, and that I am also very reactive from 
a physical point of view, thanks to which I have often been able to 
overcome critical situations.

Who do you consider 
as the most dangerous competitor in Slalom?
Benny Raich, Manfred Pranger and, when he does not make mis-
takes, Bode Miller. Moreover, I think that surely Kalle Palander 
would like to get back to the top after a negative Slalom season. The 
results say that experience in Slalom is very important and a strik-
ing example of this was the very positive season of Alois Vogl, who 
is 33 years old. For this reason, I think that ‘we, the old guys’ are at 
the top of this speciality.

How do Italians feel about Alpine skiing?
Italians lost interest in following ski competitions – both in the stands 
and on television – especially after the end of the careers of Tomba 
and Compagnoni. Now, my results and those of my colleagues in the 
national team have stirred us up and renewed the audience’s inter-
est. Last February, more than 3 million Italian viewers followed the 
world Slalom competition in Bormio on television.

How do Italians feel about Atomic skis?
Thanks to the latest results, Atomic is perceived as a winning brand 
and I am convinced that for this reason sales in Italy will go up.
Have there been any changes among the top athletes in Slalom? 
I do not think there have been big changes. The values are more or 
less the same, but, as usual, the technical preparation will be seen 
in the first competitions of the World Cup.

How long have you skied with Atomic?
This coming season will be my second with Atomic. Atomic’s Racing 
Service is very well organized and structured. I have an excellent 
relationship with the Austrian company headquarters and there are 
good feelings between me and my skiman Reinhard Brugger, also 
known as ‘Bruggi’. I pass on the indications and feelings that I get 
from the material tests to the Racing Department in real time. The 
Racing Department makes all the necessary changes in the devel-
opment of materials for both the skis and ski boots. I consider 
myself a good Test Man and I think that my experience and my sug-
gestions can be useful to the company. My judgment on the skis is 
excellent and I find myself at ease with them, which is why last year 
I chose Atomic. ■

“In the beginning, alpine skiing 
was like a game. I lived in Livigno, 
where the winter season is very 
long, so alpine skiing was a very 
natural thing to do.”

Gold in the offing? Giorgio Rocca can hardly wait for the Torino 
Olympics. Italians are once again interested in alpine skiing 
and Rocca knows that he will get the support he needs from 
his home crowd. He believes that it will mean a lot more than 
just the pressure to succeed.
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 A mer Sports and Salomon are together at the center of a very compe-
titive environment. According to Jean-Luc Diard, President of the 

Salomon Group, competition between outdoor goods manufacturers is 
tougher than ever before. The struggle for market shares and profitability 
is at a completely different level to what it was a good 20 years ago when 
Diard began his career with Salomon.

“Innovations alone are no longer enough. The market has evolved in 
quite a specific way. When choosing and buying products, people pay a 
great deal of attention to the value that they are getting from a product. 
Another thing to remember is that you cannot cheat people regarding a 
product’s performance. And thirdly comes innovation. You can really stand 
out with innovation, as long as it’s genuine and not just ‘fake innovation’.

“Innovations are fundamental when a company enters a new business 
environment or another stage in its development, but innovation can no 

Salomon intends to bring completely new 
kinds of products to market in the coming 
years. In 2006, Salomon will upgrade both 
its skis and bindings, says Jean-Luc Diard, 
President of the Salomon Group.Salomon
■ Text by Ismo Nykänencontinues along the path of innovation

q

longer be seen as the only factor in success.The speed at which inventions 
are currently being copied is a continual nuisance. It’s in quite a different 
class than before...”

Nevertheless, Salomon intends to remain an innovative company. Diard 
even uses the word ‘revolutionary’ when he talks about the new Salomon 
products coming to market in 2006.

“We will be using a whole new technology in our skis. ‘Interactive dyna-
mics’ describes the upgrade, which is as yet unseen in the ski industry. 
Bindings are also changing completely. New technologies will be used in 
alpine bindings , crosscountry bindings, and snowboard bindings . It’s three 
totally new concepts,” says Diard.

A new generation of ski boots is also being worked on with a unique 
level of performance and fit. Innovations are not limited to winter sports. 
“We have presented for spring 06 a new generation of outdoor footwear 

“Next year, Salomon will be using a whole new 
kind of technology in its alpine bindings, cross-
country bindings, and snowboard bindings. It’s 
three totally new concepts,” says Jean-Luc Diard. 



The black and yellow Mavic logo has become well-
known to all cycling lovers through television co-
verage of the sport’s major events. In the summer 
of 2005, Mavic was once again highly visible as the 
official supplier of the Tour de France. 

The company’s history goes back to the end 
of the 19th century. In 1889, brothers Léon and 
Laurent Vielle established a nickeling company 
in Lyon, France. Charles Idoux and Lucien Chanel 
soon directed the company towards the manufac-
ture and sale of spare parts for cycles. The 
company’s name became Mavic – an acronym 
formed from Manufacture d’Articles Vélocipedi-
ques Idoux et Chanel, roughly translated as ‘Idoux 
and Chanel’s cycling equipment manufacture’.

In the beginning, Mavic’s main product group 
was bicycle mudguards. In 1926, Mavic brought 

Cycle components 
for professionals

Mavic

Since 1973, Mavic’s yellow support car has 
motored at the head of the Tour de France, 
ready to assist all the teams.

products called ‘soft shell footwear’. Materials 
that are already familiar from the clothing in-
dustry will be used in these shoes, allowing us 
to produce footwear that fits the foot like a glove 
fits a hand. 

“The materials are elastic, breathable, and 
are naturally also waterproof. The footwear is 
also lighter than light. We are the very first ones 
to bring this technology to the market , as we did 
a couple of years ago when we pioneered soft 
shell materials in apparel.”

Three years of changes
The years 2006-2008 will be important ones. As 
Salomon is now part of Amer Sports during this 
period it is expected to produce changes benefi-
ting both parties. Diard sees a variety of synergy 
solutions benefiting the groups to the order of 
EUR 40 million. In particular, benefits are ex-
pected in industrial cooperation with Atomic, and 
also by consolidating IT and administration.

The Salomon Group’s vision for the future 
remains unchanged in spite of the acquisition.

“During the next three years, winter sports, 
outdoor sports, and cycling will take prece-
dence,” says Diard.

Close attention is paid to the signs of the  
times at Salomon’s headquarters in Annecy. In 
Diard’s opinion, anticipating the future is not 
that difficult, even if the competitive situ ation is 
demanding. Diard reckons that the market for 
winter sports equipment will remain stable. 

Price pressure will continue to be stiff, as 
notably large retailers’ own brands are very 
competitively priced.

“We have to gain market share in relation to 
our competitors. That is our main objective in 
addition to improving our profitability in skis.”

Diard believes that other outdoor sports will 
continue their steady growth. “In some count-
ries, a year or two can be such that there is little 
development. Yet people are still engaging more 
in outdoor pursuits, are more sportive, and live 
longer. You have to get out to enjoy a good life. 
Cycling will be an essential part of this exercise 
trend in the near future,” Diard believes.

The benefits and 
challenges of new ownership
For Jean-Luc Diard, being part of Amer Sports 
represents, in simple terms, meeting the many 
demands that being the market leader in winter 
sports equipment brings. Retailers, consumers, 
financiers, and shareholders all have high ex-
pectations. Diard emphasizes how Atomic and 
Salomon products complement each other per-
fectly. Even when successful product identities 
are kept apart, both companies can help each 
other considerably by drawing on their experi-
ences.

“I further believe that both companies have 
great respect for each other. That is very impor-
tant.”

Diard ponders the special features of the 
winter sports market. “The market is dependent 
on the weather and climate. This will remain a 
challenge. That said, ski areas are more and 
more equipped with manmade snow, lessening 
the impact of the weather on the sport. What is 
also especially positive is that whole families 

18  |   N e x t



Arc’teryx was founded in 1991 in Vancouver, 
Canada. On one expedition, a group of enthusias-
tic climbers stated that the sport’s practitioners 
deserved better-fitting climbing harnesses than 
those that were then available. A company was 
born that aimed to produce new solutions right 
from the start rather than copying existing ones. 
The first products received acknowledgement in 
the sport’s media in the very first year. Climbing 
magazine awarded Arc’teryx the 1991 ‘Top Har-
ness Rating’ for its innovative buckle solution.

Today, Arc’teryx still manufactures climbing 
harnesses, but its product range has expanded over 
the years to include almost all the equipment re-
quired for outdoor pursuits in demanding condi-
tions: shell jackets and pants, softshell clothing, 
insulating and thermal apparel, rucksacks, bags, 
and leisure clothing. 

The brand has achieved a strong position 
among climbers, alpine skiers, and hikers. Arc’teryx 
products are known the world over for their high 

Arc’teryx
Apparel for 
extreme conditions 

“Innovations 
alone are no 
longer enough 
for consumers. 
They also pay a 
great deal of 
attention to the 
value that they 
are getting 
from a product.”

Mavic joined the Salomon Group in 1994. 
More information available at www.mavic.com

The Sidewinder jacket is a good example 
of apparel designed for demanding outdoor 
conditions.

quality, distinctive design, and innovative solu-
tions, such as taped seams, laminated pockets, 
and waterproof zips. The company’s aim is no less 
than to create the most lightweight, most func-
tional, and highest-quality products available. 

The name Arc’teryx refers to a bird from 
prehistory whose picture is also immortalized 
in the company’s logo. ■

Arc’teryx has been part of Amer Sports Corporation 
since the Salomon acquisition in the spring of 2005. 
More information available at www.arcteryx.com

engage in winter sports and people of different 
ages can enjoy sport together.

“Securing our position in winter sports will 
give us even better opportunities to develop 
other areas. And when we have achieved a good 
level of profitability in winter sports, we can also 
invest more extensively in outdoor sports and 
cycling.”

Personal hobbies part of the vision
Jean-Luc Diard was practically raised at the Tig-
nes ski center. He has engaged in alpine discip-
lines from a very early age. Now, he is especial-
ly interested in adventure sports that combine 
different sports. He believes that the versatile 
and diverse combination of sports into a hobby 
that requires team spirit is part of a broader 
trend in outdoor sports. 

“For the future of the company , our ability to 
combine Hardgoods and Softgoods throughout a 
wide variety of sports , paying very specific atten-
tion to women, should make us stand out versus 
our competitors ,” Diard says about his vision. ■
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to market the first ever aluminum rim for bi-
cycles. Five years later, the brand made its first 
appearance at the Tour de France. Since then, 
Mavic and top-level cycling have been inextricab-
ly linked. 

In road  racing, the company is the equipment 
supplier to many clubs and teams, and partner to 
several top-level teams on the Pro Tour (2005: 
Bouygues Telecom, Cofidis, Lampre-Caffita). Ma-
vic also has a strong presence in the sport’s new-
er disciplines: mountain biking, BMX, and the 
triathlon.

Mavic has been a forerunner and trailblazer 
in many areas. Examples of its innovative take on 
design include the hard-layer anodized SSC Pa-
ris-Roubaix rim, the first monobloc bottom 
bracket, the Tout Mavic product line, the ZMS – 
the world’s first electronic rear derailleur – and 
its wireless version the Mektronic, the Crossmax 
mountain bike wheel, the lightweight, red Heli-
um road racer wheel, and the popular Ksyrium 
ready-made wheel.

Today, Mavic is best known as a manufac-
turer of cycle rims, hubs, and ready-made wheels, 
but its product range also contains sprockets, 
brakes, chains, and measuring devices. ■
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Suunto

Accurate information 
about your swing

 T he first approach shot using a seven iron dropped next to the 
flag, but the next one fell 20 meters short. What could have 
gone wrong?

Up until now, the answer has been left to guesswork, because 
there has been no proper way of studying the swing on the range or 
during a round. 

Now, you can get the answer using the new Suunto G6 golf 
wristop computer. Its acceleration sensors measure the swing’s 
four variables – tempo, rhythm, backswing length, and clubhead 
speed. The results appear on the wristwatch-sized computer’s 
screen immediately after the shot.

Test users for the Suunto G6 have included Padraig Harrington 
and Finnish long drive champ Janos Uotila. With the help of the golf 
watch, Harrington noticed that his backswing was noticeably faster 
during competitions than when on the range. Long drive specialist 
Uotila has used the Suunto G6 to get even faster clubhead speeds.

q

The new Suunto G6 golf wristop computer 
measures the speed of your swing and the 
clubhead, improves swing consistency, and 
makes the compilation of statistics easier. 

The Suunto G6 shows a 
swing’s tempo (T), rhythm 
(R), backswing length (L), 
and clubhead speed (S). 
All the measurements can 
be seen after every swing.


