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II. Executive Summary 
 
Name of Product: SnoBandit 
 
Product Owner: Hayden Pester 
 
Concept Description: SnoBandit is an elastic cut resistant band that fits around the toe section 
of a snowboard boot. The rails on snowboards are tuned to be razor sharp to cut into snow when 
cornering. The number one issue for snowboarders is that this rail will fray their boots and laces. 
This occurs when snowboarders will take their back foot out of the binding to get on the chair 
lift. It is comfortable and common to rest their board on top of their boots when riding the 
chairlift. SnoBandit finally allows snowboarders a way to protect their boots and laces from 
being cut by the sharp rail without having to compromise the way they rest their board when 
riding the chair lift.  
 
Opportunity: This problem is recognized by snowboarders having to replace their snowboard 
boots each season due to excessive wear and damage. This cost snowboarders both money for 
new gear and wasted time off the slopes. Many search for answers online and talk to retail store 
professionals, but no one is able to offer a current solution. The best advice that is often given is 
to change the resting position of the board or wrap your stylish new boots in duct tape. There are 
2.2 million snowboarders in the United States as of 2018. SnoBandit’s target market is the 55% 
of snowboarders that range in ages 18-34. SnoBandit plans to enter the snowboarding industry 
by utilizing advertising techniques through a variety of social media platforms and building 
sponsorships with major university ski and snowboard clubs. 
 
Innovative Solution: SnoBandit consists of a unique yarn blend of an inner core of polyethylene 
(hppe) and basalt which is then bound by an outer wrap of nylon for added strength and elasticity 
of up to 30%. The polyethylene and basalt are chosen for high impact strength providing A4 cut 
resistance capabilities. Basalt fibers also offer low moisture absorption which is key for 
operating in snowy conditions. The fabric created by this yarn is then coated in thermoplastic 
elastomers (TPE). TPE combines rubber and plastic-like characteristics that can stretch up to 
1000% along with excellent resistance to weathering, abrasion, and tear resistance. Further 
adding to the longevity of the SnoBandit. TPE was also selected for its colourability and 
recyclability aspects for customization and savings on material cost. Testing is currently being 
done to find the lifespan of the band. Material blends are subject to change to reach the goal of 
50 hours of ride time. SnoBandit will be offered in 3 different sizing options: S, M, and L, 
combined with elastic of up to 30% its original size allowing for an ideal fit for every consumer. 
The outer coating TPE provides friction even when wet to keep the band and board in a desired 
resting location when riding the chairlift. When walking on snow, ice, or asphalt there is no need 
to take the band off due to the abrasion/wear resistance that comes with a cut level A4 material. 
Thus, adding to the peace of mind and ease of use for the consumer when using SnoBandit. 
Custom designs will be printed on both sides of the band allowing consumers to flip the band 
inside out after 25 hours of ride time to increase the longevity and visual appearance of the band. 
 
Value Proposition: Consumers currently prevent damage to their boots through short term fixes 
with duct tape, but this sacrifices style. SnoBandit can finally allow a solution for snowboarders 



to rest their board on their boot in a position that is comfortable to them without worries of 
causing damage. This product would be highly adopted by the novice snowboarder who 
struggles with damaged boots. Other market potential would be through gift giving as ~17% of 
sales in the skiing industry are gifts during the holiday season. Prices would be $19.99 for a pack 
of two or $12.00 individually. This is a low opportunity cost in comparison to buying new $150+ 
boots or $12+ laces on a frequent basis. Consumers can purchase SnoBandit’s from retail stores 
or customize their own band online to meet a desired style. The rental market will also be 
explored to protect the capital investments in boots to increase their useful life expectancy.  
 
Competitive Advantage: Burton, a major snowboard and gear manufacturer, makes a small 
plastic guard that connects to the laces of a snowboard boot preventing the snowboard from 
cutting the laces. Burton’s product may protect a small portion of the laces, but it doesn’t solve 
the issue of preventing damage to the rest of the boot. SnoBandit will be the first of its kind to 
protect both the toe and laces of the boot. Currently the barriers of entry are very low. The goal is 
to not rush this product into the market, but rather focus on developing a strong business strategy 
to provide a high value experience for our customers. To ensure a valuable experience, 
SnoBandit will specialize in customer intimacy along with providing a differentiated product to 
build brand loyalty. By generating brand loyalty SnoBandit will gain a competitive advantage 
over the market increasing the barriers of entry for competitors trying to enter the market.  
 
Entrepreneurial Team: For a successful business development and product launch we will need 
a team of five individuals. Areas of focus are market research, product design, supply chain 
manager, call center agent, and social media manager. Hiring a full-time market researcher will 
allow SnoBandit to stay on top of consumer trends, competitors, sales trends, and product 
improvements to ultimately develop future marketing plans. The product design team will 
continue to innovate the best possible blend of materials and style for the SnoBandit along with a 
line of complementary products. The supply chain manager will specialize in forecasting, 
inventory management, supplier relations, and logistics. Necessary skills for the call center agent 
would be proficiency in communication to address needs from consumers to provide high levels 
of customer intimacy. A social media manager will ensure proper marketing techniques, website 
design, and drive market interaction.  
 
Financial Highlights and MBV Outcomes: SnoBandit is still in the product development 
phase. More resources need to be allocated into research and development to find the ideal mix 
of materials to satisfy the proposed consumer concept. After achieving the desired prototype, a 
supplier needs to be identified to handle manufacturing. Going through a supplier will save 34% 
in startup cost relative to in-house manufacturing. By 2024 SnoBandit will have the necessary 
establishment to get into the marketplace. Until then, more market research is needed to further 
understand the desire for this product through consumer behaviors and the snowboard industry. 
The current baseline for direct cost per band is $3.69. Elasticity price points were set to $9.99 
and $12 generating a 63.1% and 69.3% gross profit margin respectively. Fixed monthly expenses 
equated to $15,000; $180,000 a year. In respect to volume, sales would at least need to be 24,658 
bands a year to break even. If 25,000 units were sold each year, we would hit a revenue goal of a 
million in four years; 2027. The ask is for $200,000. $10,000 will be put towards continued 
research and development. The remaining $180,000 will cover all fixed costs being labor, sales-
marketing, and capital for inventory for the first year 



III. Consumer Problem 
 

SnoBandit 
Shred the gnar, not your boots. 

   
The rails on snowboards are tuned to be razor sharp. Fraying of boots and laces is common in the 
industry so don’t let it ruin your day on the slopes. Snowboarders are required to take their back 
foot out of the binding to get on the chair lift. It’s comfortable and common to then rest the board 
on top of the unstrapped boot. This great footrest comes at a high price of damaged boots.   
 
Introducing SnoBandit, a cut resistant band that fits around your snowboard boot. This band is 
made from a unique blend of material similarly found in cut resistant safety gloves. SnoBandit is 
an A4 cut resistant level. A4 protects against heavy duty cut hazards such as metal and razors 
while remaining thin and flexible. SnoBandit is 3½” wide, 1/8” thick, and stretches up to 30% of 
its original size allowing full adjustable protection for any snowboard boot. One SnoBandit lasts 
up to 50 hours of continued protection. A honeycomb pattern is incorporated into the bottom of 
the band to give riders extra traction when navigating the chairlift.  
 
When gearing up for your day of riding simply slip SnoBandit around your snowboard boot and 
position it to your desired resting location. SnoBandit comes in sizes S, M, and L to provide that 
perfect fit for any boot. Say no more to duct taping your boots to prevent cut laces and boots. 
With SnoBandit protection and comfortability is back in your control.  
 
Find SnoBandit online on our website, SnoBandit.com, or on Amazon and choose from a large 
variety of our fun designs and colors, or even customize your own! If you’re in a pinch and can’t 
wait to have them shipped head down to your local ski shop to pick up a pack of two today and 
get back to riding! 
 
Now memories can be made on top of the hill and not stuck down at the bottom. 

$12.00 (1) or $19.99 (2)  
 
 
 
SnoBandit was created to prevent snowboard boots and laces from being damaged. 
Snowboarders are currently at the mercy of not being able to comfortably rest their board on 
their boot without causing damage to the boot. Over time this continued damage causes cosmetic 
wear, frying of laces, and even loss of all functionalities of the boot if the eyelets are damaged. 
Snowboarders invest a lot of money into lift tickets each season whether if these are purchased 
daily or as a season pass. For reference, the average price for an adult one-day lift ticket in the 
United States is $94. When a snowboarder experiences an equipment failure it takes time away 
from fully utilizing the pass, causing frustration to what should have been an enjoyable day out 
on the hill. 
 
Snowboard boots have an outer shell made of a mixture of thread, leather, and plastic. 
Traditionally boot laces have been made of a braided fiber and still are today, but now over 70% 
of the snowboard market has switched to metal wires controlled by the BOA system. Even after 



this switch the sharp rail of the snowboard is still able to fray and break the metal laces. These 
metal laces cannot be picked up in stores. You must contact BOA and request a warranty claim 
to get new laces and then proceed to wait for them to process the request and then wait another 
2-10 days for them to ship through the mail. Broken laces can ruin an entire ski trip and lift 
tickets aren’t refundable. Snowboarders have no solution to this problem besides bringing spare 
laces. Consumers search for help from online forums or even retail specialists and their only 
answers are to not rest your board on your boot or to wrap your boot in duct tape. New 
snowboard boots aren’t cheap either as a middle of the road boot will cost about $150. 
SnoBandit finally provides a solution to prevent all these problems. 
 
The target lead consumer is snowboarders ages 18-34 as they make up 55% of the 2.2 million 
snowboarders in the United States as of 2018. Target customers would be snowboarders along 
with retail ski shops. By providing access to SnoBandit’s through retail ski shops consumers will 
have a readily available solution to preventing damage to their boots whether if that’s on a ski 
trip or near their hometown hill. To start accessing these markets advertising through social 
media platforms and sponsorships with major university ski and snowboard clubs will need to be 
established. To enter the retail market desired margins must be determined to satisfy both the 
producer and the retailer. Snowboard rental companies are another revenue source that will be 
explored as SnoBandit can increase the useful life of the snowboard boot allowing rental shops 
to obtain a higher utilization of their assets. 
 
 
 
Personas: 
Nathan (He/Him/His) 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

Personal Background:  
Nathan is a 21-year-old college student attending Colorado State University. He is physically fit 
and likes to stay active by spending most of his time outdoors. Nathan is in the ski and 
snowboard club at CSU and has a large friend group that likes to hang out on a regular basis due 
to their interest in similar activities. Nathan learned to snowboard when he was 12 years old. 
Every year since he entered college at 19, he saves up money during the off season to purchase a 



season pass during the winter months giving him access to multiple ski resorts in the area. 
Nathan is characterized as a novice/seeker as it pertains to his archetype. He has been 
snowboarding for 9 years and has developed a routine of buying new boots each season to 
replace the damaged ones. He always buys the latest boots with the newest technology but 
continues to search for a new solution to his problem of wrecking his boots.  
 
Career Background: 
Nathan is a junior studying environmental science. His goal is to find a job that allows him to 
focus on environmental sustainability efforts. Due to a busy class schedule his free time is highly 
valued and strives to make the most out of his adventures. 
 
Lifestyle: 
Nathan is very personal and enjoys spending quality time with his friends. He sets aside one day 
a week to do an activity of his interest. Nathan also has a close relationship with his family and 
spends most breaks and holidays with them. 
 
Personal Care and Pain Points:  
Since Nathan likes to utilize his time spent outside of schoolwork, he likes to take full day 
snowboarding trips. Nathan finds himself having to constantly reorder laces due to his being 
frayed after every time he goes out. This takes time away from snowboarding and adds extra cost 
to his snowboarding trips. There have been times where he will have to end a ski trip short due to 
his laces braking.  
 
Information Sources:  
Nathan spends a lot of time on social media: Instagram, TikTok, Snapchat, and Twitter gathering 
information on the latest trends and staying up to date with his followers. Nathan also values the 
viewpoints of his fellow peers. When purchasing new items, he likes to buy them in person so he 
can personally interact with the product. Nathan will purchase items online only if he has 
previously purchased them or if they have a good return policy.  
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85% SNOWBOARD WITH FRIENDS
 

...AND 51% OF THEM WILL BE
LISTENING TO MUSIC

 
 

SNOWBOARDER PARTICIPANT PROFILE

$399.09 ON EQUIPMENT 



IV. Product Problem 
 
Currently snowboarders are spending excess amounts of money to replace their snowboard boots 
and laces due to damage caused by the sharp rail of the snowboard when riding the chairlift. 
SnoBandit is the first of its kind to offer a stretchable cut resistant fabric to protect snowboard 
boots and laces from being damaged by the snowboard rail. SnoBandit is still in the product 
prototype phase where testing is being done to find the right blend of material to offer a A4 cut 
resistance while offering 30% of stretchability. SnoBandit has evolved from a 3D printed model 
to an actual band made from cut resistant material derived from a cut resistant safety glove.  
 

 
Evolution of Product: 

 
 
 
 
 
 
 

 
 
 

 
SnoBandit was designed as a flexible band as this offers versatile protection for all snowboarders 
based on different boot sizes. The thinness of the band allows for the rider to wear it all day long 
without having to remove it or put it on when needed as it does not interfere with the prior 
functionality of the boot. Through the development of the 3D printed plastic version it was 
discovered that the fully molded plastic pieces inhibit the mobility of the boot. Even with smaller 
plastic pieces placed on the top of the boot some mobility could be gained back, but the thickness 
of the plastic prohibits the boot from fitting into the binding. Cut resistant laces was another 
thought that was raised. Laces of this type are still prone to fraying and even breaking as they are 
cut resistant and not cut proof. Cut resistant laces can be versatile for many boots and don’t 
interfere with the binding, yet the laces can’t protect the toe portion of the boot from being 
damaged.  
 
SnoBandit combines the best of both ideas by protecting the laces and the top of the boot without 
inhibiting mobility or functionality of the boot and bindings. The magic in SnoBandit’s ability to 
provide these features is due to the material selected to make the band. SnoBandit consist of a 
unique yarn blend of an inner core of polyethylene (hppe) and basalt which is then bound by an 
outer wrap of nylon for added strength and elasticity of up to 30%. The polyethylene and basalt 
are chosen for high impact strength providing A4 cut resistance capabilities. Basalt fibers also 
offer low moisture absorption which is key for operating in snowy conditions. The fabric created 
by this yarn is then coated in thermoplastic elastomers (TPE). TPE combines rubber and plastic-
like characteristics allowing it to stretch up to 1000% of its original size while offering excellent 
resistance to weathering, abrasion, and tears. Further product testing will allow SnoBandit to find 
the ideal blending proportions of material to meet desired specifications found in the consumer 
concept.  



How Cut Resistant Fibers Work 
 

Cut resistant fibers such as basalt and polyethylene have a characteristic of “rolling action,” 
which means that the filament fibers can move loosely, this rolling motion absorbs some of the 
impact from the blade at different levels creating different levels of cut resistance. 
 
 
 

 
SnoBandit in Action: 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 



 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

 
 
 
 

 
 

 
 

 
 
 
 
 
 
 
 
 
 
 



 
Features and Benefits: 
 
Feature: 

1. Level A4 cut resistance 
2. Elasticity 
3. Thin band 
4. Light weight 
5. Texture pad on top and bottom of band 
6. Low water absorption 
7. Impact resistance 
8. Resistant to low temperatures (-60ºF) 
9. Color and pattern customization 
10. Polyethylene (hppe) 
11. Basalt 
12. Nylon 
13. Thermoplastic Elastomers 

 
Benefits: 

1. Protects against heavy duty cut hazards from metal and razors 
2. Easy to put on and take off, modularity for different boots, flexes with boot movement 
3. Bulkiness isn’t added to the boot and doesn’t interfere with the boot when in the binding 
4. Balance is not thrown off when riding and is easy to carry another in a pocket 
5. Keeps the board secure on foot. Adds added traction when walking.   
6. Keeps moisture from accumulating around the boot 
7. Withstand against aggressive riding or hard impacts from the snowboard rail. 
8. The band will not fail or crack due to weather even in the most demanding environments 
9. Personal style can add to a rider’s outfit 
10. Offers A4 cut resistance to protect boot and laces 
11. Offers A4 cut resistance to protect boot and laces 
12. Can be used as a filler to save on material cost. Elastic up to 30% of its original size 
13. Very elastic and weather resistant for ease of use and longevity of the product life 

 
 
 
 
 
 
 
 
 
 
 
 
 

 



V. Market Problem 
 
The current market segment that SnoBandit aims to penetrate is the male and female audience 
within the industry of snowboarding. In this market, style and functionality are two very 
important aspects that consumers demand when buying snowboarding gear. Snowboarding is 
derived from the favored activity found on the coast, surfing. Surfing and snowboarding are all 
about personal style. The passion for big carves and tricks molded into a large community that is 
passionate about surfing the magic winter landscapes. Modern day snowboarding has evolved 
into a very high-tech industry with constant innovation in board material, board style, 
performance bindings, comfortable boots, helmets, goggles, and the list goes on. SnoBandit 
wants to give snowboarders added serviceability and comfort to stay out on the hill all day 
without having gear be prone to damage.  
 
In the U.S. alone there are 2.2 million snowboarders. SnoBandit is targeting the 55% that are 
ages 18-34. The struggle is finding out what percentage of that group is currently looking for a 
solution to their problem of cut boots and laces. Penetrating this market first would result in the 
most immediate response as these consumers are aware of their current struggles and limitations 
to preventing damage to their boots and would recognize the benefits immediately. Although, to 
make this product an all-around success SnoBandit must appeal to consumers that might not see 
a need for this product. Price elasticities that appealed to the highest portion of consumers for 
SnoBandit were $12.99 for one and $19.99 for two. At this price point the opportunity cost for 
protecting gear is low. Snowboarders spend $175 on average, but prices go as high as $600 for 
boots alone. The average boot life for a consumer is 100 days of riding. For the average rider it 
would take 5 seasons of riding to reach the useful life of those boots. Through consumer research 
most riders are only achieving 3 seasons of product life out of their boot due to cosmetic wear 
and damage. This is a 40% decrease in product life which causes riders to spend more money 
more often to replace their boots. SnoBandit allows riders to fully achieve the useful life of their 
boot, saving them money on new equipment. Even if riders don’t mind cosmetic damage the 
issue of cut and frayed laces will still need to be addressed. New laces cost riders anywhere from 
$5-$12. Taking the median, $7 equates to 54% of the cost of one SnoBandit. 
 
In the boot protector market, the barriers of entry are very low as there is only one other 
competitor, Burton, that makes a small plastic protector piece that connects to the laces of the 
boot. This product is not easily found as it is not widely advertised. This product sells for $9.99 
on a winter warehouse website only. SnoBandit will compete with this product by having a 
strong social media platform to reach the target market of snowboarders ages 18-34. 
Sponsorships with ski and snowboard clubs will be formed to build brand engagement and 
perform product demonstrations. Surveys will be conducted to discover consumer experiences 
and first exposure reactions to SnoBandit to further develop a marketing strategy and understand 
the market stickiness of the product.  
 
 
 
 
 
 



Feature Comparison Table: 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

SnoBandit Burton Plastic lace Protector 
Level A4 cut resistance Cut resistant  
Elasticity Holes on back of piece 
Thin band Texture grooves 
Light weight Hard plastic 
Low water absorption No water absorption 
Impact resistance Impact resistance 
Rubber texture pad on top and bottom  
Resistant to low temperatures (-60ºF)  
Color and pattern customization  
Polyethylene (hppe)  
Basalt  
Nylon  
Thermoplastic Elastomers  

 
 
The table above displays a comparison between the SnoBandit and the Burton Plastic Lace 
Protector. All the additional features that the SnoBandit offers are to enhance the consumer 
experience. Several of these features are due to the difference in materials that are used, but the 
desired area of protection differs as well. SnoBandit focuses on a 31/2” section of the top of the 
boot while the Burton piece only protects the bottom portion of the laces. A connection needs to 
be made that Burton is a leading manufacturer of all types of snowboard gear. It is not profitable 
for Burton to provide the market with a product that increases the life of their boots as this causes 
consumers to buy boots on a less frequent basis.  
 
 
 
 
 
 
 



VI. Busines Model Problem 
 
The main targeted customers for the SnoBandit are snowboarders in ages 18-34. The reason that 
18–34-year-olds are the initial target consumer is due to them making up 55% of the 
snowboarding industry. The other aspect is that snowboarders between these ages own 89% of 
their gear and have prior experience snowboarding. SnoBandit focuses on being sold directly to 
the consumer as they are very likely to realize the issue of the snowboard rail causing cosmetic 
wear and damage to the boot. SnoBandit would be readily adopted by these consumers as they 
have prior experience and can easily relate the benefits gained by using SnoBandit.  
 
The other customer segments are retail shops and rental shops. Retail shops are the most popular 
place where consumers buy new gear. This is due to the value of having an in-store experience. 
In the snow sports industry consumers plan to make large investments into their equipment that 
last them many years. The consumer experiences high purchase involvement with an extended 
decision-making process through evaluating between brands, styles, and prices in hope to 
eliminate any buyer remorse. SnoBandit can be sold as a protective plan for these large 
investments in equipment to ensure the consumer can achieve the desired useful life out of their 
equipment. Margins would need to be discussed with retail shops to find an optimal balance for 
both businesses.  
 
Rental shops are another great market to tap into as these shops make large investments into their 
gear and if they can get a longer lifespan out of their products, they can better utilize their assets. 
The ski and snowboard rental industry in the US have grown 3.5% per year on average between 
2016 and 2021. Typical ski and snowboard rental shops will refresh their inventory about every 
two years. Research would need to be concluded to demonstrate how SnoBandit could increase 
the life span of snowboard boots to reduce the turnover rate of snowboard boots to ultimately 
save the rental company on cost. Doing a trail with an individual rental shop would be a great 
way to build research to develop this model to expand across the market.  
 
SnoBandit will be offered in three different sizes: S, M, and L. Small would fit boot sizes 4-7. 
Medium would fit sizes 8-11. Then Lage would fit sizes 12-15. There will be 9 different colors: 
black, white, grey, red, orange, blue, pink, purple, and green. There will also be a rotating variety 
of different patterns and prints for consumers to choose from to customize their own band. 
SnoBandit needs to be the “It” product and perfected prior to another company mimicking the 
product design.  
 
Overt Benefit: Saves time, money, and frustration by protecting snowboard boots increasing the 
snowboarder’s experience.   
 
RTB: Elasticity of up to 30%, Level A4 cut resistance due to polyethylene and basalt fabric 
blend, Weights 0.2oz, resistant to low temperatures (-60ºF), and water resistant.  
  
Dramatic Difference: Snowboarders can now hold the board in a comfortable position without 
sacrificing style or worrying about causing cosmetic wear and damage to their boot. 
 



Adoption Hurdles: The simple and cost-effective addition to your riding gear that creates a 
peace of mind knowing that your snowboard boots won’t break. Consumers may be skeptical 
about the cut resistance since this is a new product. Consumers will no longer need to wrap their 
boots in duct tape to prevent damage.  
 
Social Sufficiency: They are readily available at any ski shop when in a pinch or online when 
prepping before that big ski trip.   
 
 
The breakeven point each year for SnoBandit is 21,661 units sold for $12. Total direct cost 
equates to $3.69 generating a $8.31 gross profit per unit which is a 69.3% gross contribution 
margin. After calculating monthly operational cost, $15,000 would be the monthly burn rate. 
SnoBandit will reach $1,000,000 in revenue after four years of operation. Expected market 
launch date for SnoBandit is the end of 2024. Total research and development cost for SnoBandit 
in those first three years will be $540,000. After the product launch in 2024, SnoBandit can gain 
economic profit and will use this profit to expand operations into retail stores and rental shops to 
increase barriers of entry for competitors. Competitors will then try to enter the market 
decreasing the economic profitability. The rate of this decrease all depends on the future 
advancements of competition.  
 
Since SnoBandit is directed toward snow sports it is a very seasonal market. Most sales will 
come in a 4–5-month window from late November to late April. This is due to the large amount 
of retail sales and gift giving during Thanksgiving and Christmas. SnoBandit’s strategic goal is 
to be customer intimate with a differentiated product. Customer intimacy will be developed 
through great customer service and customizability options for band styles. Inventory 
management strategies will mainly be a make to stock model for the most popular colors and 
sizes. Custom orders will then follow a make to order strategy. Demand for each size needs to be 
forecasted, but it is currently estimated that Medium will hold 65%, large would hold 23%, and 
small would be 12% of sales. The four main colors will be black, white, blue, and pink. These 
colors will attract both male (65%) and female (35%) audience. Aggregate planning strategies 
will follow a reactive chase strategy to manage labor cost due to demand being very volatile. 
Extra labor will be contracted out before winter to aid in production and packing for the expected 
demand come winter.  
 
 
VII. Operation/Commercialization Problem 
 
Going from the concept stage, where SnoBandit currently resides, into the marketplace will take 
three years. Next steps for SnoBandit are to hire an engineer and talk to suppliers to discover the 
optimal material blends and capabilities to produce the SnoBandit. For SnoBandit to be a success 
in the marketplace it must meet specifications of having at least a level A4 cut resistance while 
having 30% of elastic abilities even in cold weather. Since the material already closely resembles 
that of cut resistant gloves which is currently being used for preliminary product testing. Finding 
a current manufacturer that specializes in elastic cut resistant material can speed up the 
development process and reduce startup cost as there won’t be as high of a capital investment in 
machinery and warehousing. Further options need to be explored to either hand over all 



manufacturing to a business that can handle the entire process or have multiple manufactures 
where one handles the raw materials to make the fabric and then have another manufacturer knit 
the material together to finally coat the material in thermoplastic elastomers to produce the final 
product. 
 
Ideally having one manufacturer would be best as this will simplify the manufacturing process to 
create a strong manufacturing relationship ultimately following the business strategy of being 
customer intimate. One manufacturer also brings advantages of shorter lead-times and less 
capital being tied up in work in progress (WIP) inventory. After discovering the right 
manufacturer that can handle the capabilities, the procurement and strategic sourcing processes 
will begin to produce a physical prototype with desired specifications. The selected manufacturer 
will oversee the contracting process and bill of materials. Torture and stress test will be 
conducted on the slope and in house where accurate measurements can be made to find the life 
span of the band and how much abuse it can take. Once the prototype has been through rigorous 
rounds of testing to ensure consumer satisfaction focus groups and surveys will be conducted to 
make any changes to the band that may have been missed.  
 
 
Product Roadmap: 

 
Manufacturing Process:  

 
 
 
 

 
Business Process:  
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VIII. Resource Problem 
 
The current resources that have been obtained to start modeling SnoBandit is a 3D printed model 
and sections taken from safety gloves with various levels of cut resistance. These beginning 
models have discovered advantages and disadvantages with working with different materials. 
SnoBandit must offer cut protection without reducing the functionality of the original boot 
design. There are still questions on exactly what type of material and the proper blends of these 
materials are needed to satisfy the consumer concept. General cost of material has been 
calculated, but without knowing the proper ratio of materials the estimates for the cost of 
production will be skewed. The same goes with labor cost, the SnoBandit team has no prior 
knowledge on what it takes to launch a product into the market. Goals and fixed cost markers 
must be established. If these markers can’t be reached, then the business should not proceed. 
 
One of the most important measures is to ensure that there is an actual market that desires this 
product. Primary and secondary market research has been conducted through three outlets: 
surveys with 10 college snowboarders, online research via discussion forums, and talking with 
retail store professionals. Market research must be conducted on a higher scale to discover the 
available market. If research discovers a large enough market, then a prototype will be produced 
through a supplier. A second round of market research will then be conducted with focus groups 
to make any final adjustments.  
 
Finding angel investors and suppliers that can support and produce SnoBandit’s on a large scale 
is necessary for the longevity of the business. It is currently estimated to take 3 years of research 
and investment before SnoBandit reaches the market in 2024. With a burn rate of $180,000/year, 
SnoBandit will have spent $540,000 by 2024. This is no small number and investment isn’t free. 
Angel investors, suppliers, and retailers will all want their margin cuts. SnoBandit needs to 
ensure its financial stability through many different financial feasibility models before any 
contracts or deals are agreed upon.  
 
Thinking strategically is the key to success for SnoBandit. Business strategies need to be set to 
give guidance to the organization while moving forward. There are many issues and challenges 
that will be faced, yet this is all a part of the discovery process. Through obtaining a unique set 
of resources, SnoBandit will be able to create value for its customers.  
 
IX. Recommendation 
 
This Process is a GO! The first thing that needs to be completed is a large-scale market research 
effort to discover the available market. If there is a feasible demand, then discussions with 
engineers will need to happen to create the desired specifications of SnoBandit mentioned in the 
consumer concept. The band must be elastic, cut resistant, light weight, stylish, thin, operational 
in cold weather conditions, and take continued abuse. Funding enough capital to produce this 
prototype is currently in process. Although, more research needs to happen to create more 
solidified prototypes. From here extensive torture testing needs to be completed on all prototypes 
to find the optimal solution. Scoring and ranking of each product will be based on elasticity, 
thinness, cut resistance, weather resistance, water repellency, ease of use, shock absorption, cost, 
and product life. The highest scoring prototype will be sent out to be tested on a focus group of 



10 snowboarders, ranging in ages 18-34, to use in real life scenarios. This focus group is selected 
as it pertains to SnoBandit’s target market of males and females of ages 18-34 that snowboard. 
Results are to be analyzed and final adjustments will be made to the band. After receiving 
positive feedback from the focus group a relationship with a supplier will then need to be made 
to manage the production of SnoBandit. During this time more capital fundraising from an Angel 
investor will cover the capital cost of producing the first year of production of 25,000 units 
($92,250). SnoBandit will need to develop a strong marketing approach to build brand awareness 
to generate a demand. A very user-friendly website will be developed as a place for consumers to 
learn more about SnoBandit as a company and to view all SnoBandit’s product offerings. 
Advertisements online will be running through google pop up ads and on social media outlets 
such as Instagram, TikTok, Facebook, and Twitter. Relationships will then be made with 
Amazon, outdoor retailers, ski and snowboard clubs at large universities across the US, and 
rental shops. Having this wide net approach allows SnoBandit many outlets into the 
snowboarding industry. With SnoBandit hitting the market at the end of 2024 there is a lot that 
needs to get done. The goal is not to rush SnoBandit to the market, but rather move at a steady 
strategic pace to ensure a quality product launch so when issues do arise, they can be clearly 
communicated to the company and handled quickly. 
 
X. Concept Portfolio  
 
Photos of Damaged Boots 
 
 
 
 
 
 
 
 
 



 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 



 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
MBV Analysis:  
 

 

  METRICS
      BASELINE 1:         If We Charge This: $9.99 $12.00 Your Biz Idea

Individual (pack of 2) Individual 

      BASELINE 2:        And Our Costs Are: $1.83 LABOR + COMMISSIONS + ROYALTIES
$1.86 MATERIALS + DIRECT MFG COSTS
$3.69 TOTAL DIRECT COSTS

      BASELINE 3:     Gross Profit per unit: $6.30 63.1% Gross Contribution Margin

      BASELINE 4:  Monthly Burn Rate is: $15,000

      BASELINE 5:                Breakeven at: 28,571 7,143 2,381 549 78
              Per :     YEAR     QTR    MONTH  WEEK      DAY



 
 

 
 

MONTHLY OPERATIONS
  Facilities All-in: $2,000

    Management: $6,000

 Sales-Marketing: $2,000

    Support Staff: $3,000

   All IT-Telecom: $500

  Acct/Legal/Consult: $1,500

Band
Material Cost (per square meter) $34.00

Ordering Cost (per square meter) $2.03
Ordering Cost $1,014.67

Weight 14.7g
Band Width 3.5"
Band Heigh 1/8"

Band Length (4)  14", 15", 16", 17"
15" Band n=29.5

Goal n=25
Material Cost Per Band $1.36

Cost Goal $1.50
Packaging $0.50

Sale Price for 2 Bands $14.99
Cost (per band) $1.86

Closure System (Thread)
Sewing Machine $310

Branding Screen Print

Inventory 
Holding Cost (25% of 14.99) $3.75

10'x10' Storage Unit $94.28/month
Storage (MTS & MTO) have 500 of each size with vareity of colors

WIP % Inventory
RM % Inventory
FG % Inventory

Other
Electricity 500

Materials and Direct MFG Costs



 
 
 
 

 
 

 
 

 
 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

Staff 2

Pay/hr $15

Cut Rate/hr 65

Sewing Rate/hr 100

Packaging Rate/hr 55

Order fulfillment Packaging/shipping Rate/hr 30

Rate (bands/hr) 55

Rate (bands/day) 440

Labor (per day/per person) $240

Labor (per band) $1.83

Labor Costs

Product Ordering Cost MOQ Width Weight (Grams per Square Meter)Processing Time (days)
Bulk UHMWPE Cloth HPEE Fabric 500-9999 34.00$                1,014.67$                      500 1.8mm 420 15

10000-99999 33.00$                1,014.67$                      
>=100,000 32.00$                1,014.67$                      

Cost of Product (Square Meters) 
Use Intermediary to Supply Fabric

Product Cost MOQ Processing Time (days)
Sewing Machine 310.00$              10 7

Actual n= 29.5
Goal n=25

Production with 1 Square Meter

Material Cost to Producing 1 Unit
1.36$                                             



Personas #2 
 

 
 
Sarah (She/Her/Hers) 
 
Personal Background: 
Sarah is 28 years old and loves to stay active with her boyfriend. Her favorite activates consist of 
rock-climbing, biking, and snowboarding. She lives in Snyderville, Utah which is just outside of 
the famous ski resort Park City. Sarah grew up in Minnesota and is the oldest of 3 siblings.  
 
Career Background: 
Sarah graduated from the University of Minnesota (Twin Cities) studying economics at the age 
of 22. She currently owns her own coffee shop in Utah.  
 
Lifestyle: 
When Sarah isn’t busy running the coffee shop, she loves to take any available time outdoors. 
Snowboarding is one of her favorite activities during the winter, yet she doesn’t buy a season 
pass. Money is tight as she is investing a lot of money into her business and her new home.  
 
Personal Care and Pain Point: 
Sarah has struggled with having to replace her snowboard boots after only three seasons due to 
cosmetic damage when they should be at least lasting five seasons. She always carries a spare set 
of laces incase if her breaks. She learned this the hard way after having her boot laces break in 
the middle of the run causing her to cut her day on the mountain short.  
 
Information Sources:  
Sarah spends a lot of time in casual conversation with the locals that come in for coffee. It is here 
where she gets a lot of local information. During her free time, she spends a generous amount of 
time on social media where she loves to buy new products.  
 
 
 
 
 
 
 
 



Persona #3 
 

 
 
Blue River Sports Ski & Snowboard Rental  
 
Personal Background: 
Blue River Rental Shop is a family-owned business located in Breckenridge Colorado. They 
have been operational for 55 years and have adapted to many changes to the snow sports 
industry. The introduction of snowboarding was one of these changes back in 1960’s. Since then, 
the shop has seen a large increase in snowboard rentals and are interested in expanding their 
inventory.  
 
Career Background: 
Blue River Rentals is on its third generation and has experienced a lot of competition move into 
the rental industry. Blue River remains competitive by offering high quality equipment for its 
renters.  
 
Personal Care and Pain Point: 
Since Blue River invest a lot of capital into providing quality equipment that would like to 
increase the useful life of their snowboard boots. It is noticed that snowboard boots must be 
replaced more frequently due to the excessive amounts of cosmetic damage to the outsides of the 
boot and laces.  
 
 
 
 
 
 
 
 
 
 
 
 
 
 



Six C’s Model: 
 

1. Circumstance: The consumer circumstance is being able to get more of a useful life out 
of their gear. They care about protecting their boot while being able to rest their 
snowboard in a comfortable position when riding the chairlift. Consumers realize that 
they are spending a lot of money having to frequently replace their boots and laces due to 
the damaged caused. 
 

2. Context: Causing cosmetic wear and damage to snowboard boots cost consumers money 
and frustration. This is especially experienced when a riding day must be cut short due to 
having a boot lace be cut in half wasting money spent of a lift ticket that day. 
 

3. Constraints: SnoBandit isn’t for the ride that only gets out a few times a year. These 
consumers would not see the benefit due to the lack of damage that is caused to their 
boots. SnoBandit is also not focused to the young generation as their feet are still rapidly 
growing so snowboard boots need to be replaced more often anyways.  
 

4. Compensating Behaviors: When consumers are riding the chairlift some are not 
affected by having their board dangle. Some consumers prefer to have their board on the 
safety bar rest instead of resting it on their opposite foot. For those that don’t mind about 
style currently wrap their boots in duct tape to prevent damage to the actual boot. 
 

5. Criteria: SnoBandit must be able to withstand -30ºF temperatures so operation can be 
done in the most demanding scenarios. SnoBandit must be elastic and thin, so it does not 
inhibit the functionality of the boot or binding when riding. Weight should also be 
reduced to encourage packing a spare on the hill. The cut resistance of the band should at 
least be a level A4. A cut resistant level of A4 protects against medium to heavy duty 
abrasion of metals and razors. The lifespan of one band should be 50 hours of ride time 
and be able to withstand abuse from the sharp edge of the snowboard. Custom ability of 
color and design must be an option to satisfy the style preference of any rider. 
 

6. Consequence: The customer has expectation of conformance to provide a season’s worth 
of protection that is easy to use for their snowboard boot. Consumers want to have a 
worry-free day of riding where they can rest their board in any position that is 
comfortable to them. SnoBandit should not inhibit any functionality or feeling of their 
boot when riding.  
 
 

 
 
 
 
 
 
 
 



Product Roadmap: 
 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 



XI. Presentation Slides 
 

 

 

Snobandit 
Cut resistant band that protects snowboard boots

By: Hayden Pester
APEC 3551 Fall 2021

Snowboarders and their 
Struggles today
• Snowboarders are forced to remove a 

foot from the binding

• Cosmetic damage to boots and laces

• Costing riders time and money



 

 

Snowboarding of the future

• Protection for any desired resting position 

• Unnoticeable when riding

• Keeps you riding all day long

• Replace boots less often due to cosmetic wear

• Each band last 50 hours of riding

Functionality of SnoBandit

• Blended core of basalt and polyethylene to 
achieve level A4 cut resistance

• Outer thermoplastic elastomer coating

• Elastic up to 30% of its size

• Water resistant and can withstand -30°F

Cut resistant fibers have a “rolling action,” absorbing the
impact from blades and other sharp objects



 

 

Product Creation

Material Choice: 
• Ease of use
• Packable
• Functionality
• Customizability

Market: 
• 18–34-year-olds
• Retail stores
• Rental shops

Next Steps

SnoBandit is a GO!

Market Research
• Surveys
• Focus groups
• Google

Product Cost
• $3.69 to make
• $12 sales price

Fixed Cost
• $15,000/month
• $180,000/year

Sales Goal
• 25,000 units/year

01 02 03 04

Asking for $200,000
- $10,000 R&D
- $180,000 First Year FC



 

 

QUESTIOINS?

Questions

1. You chose a blend of polyethylene, nylon and basalt - why this composite? What 
characteristics do each of these play in the composite that gives it a consumer 
benefit? And who is your vendor for this material?

2. How do you equate the cut resistance to ride time? Why does that metric matter to a 
snowboarder?

3. How was 1/8" determined to be the perfect thickness? And what are the other 
dimensions of this product? There is no mention how wide it is or the stretch actor -
what are those?


