Chairman of
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AS TOLD TO MEGAN MICHELSON

IF YOU

BUILD IT...

We determine
what a skican do
based on its shape
and materials.

We haven't been
restricted by cost.
Our mission is to
build the ultimate
ski. Price points are
an afterthought.

COPY WHAT
WORKS

About seven years
ago, | was skiing
low-angle powder
on a cat-ski trip
outside Aspen. We
wanted a ski that
could generate more
speed across the fall
line. Powder shares
more similarities
with water than it
does with packed
snow, so we looked
at boats, water skis,
and surfboards,
thinking about how
crafts float while
moving at an angle.
That's how we came
up with the Spoon.

i
|
H

£LonPETED

EMBRACE
MISTAKES

You make a lot of
crappy stuff onyoyr
way to something
good. | almost killeg
myself testing that
first Spoon, because
there was zero edge
grip. It's a long,
arduous, frustrat-
ing process coming
up with a solid ski
design. Occasion-
ally, you get those
fleeting moments
of complete satis-
faction. Thenyou
go back to the draw-
ing board to try to
make the product
even better.

PICK YOUR
HEROES

| work with Pata-
gonia [as a ski
ambassador], and
I'm inspired by what
Yvon Chouinard
has done with that
company. | also '0‘?"
to Elon Musk, who®
changing the wor
with design-
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N 15 THE BEST
PATVATION
t drives me?

WASTE NOT
designer Dieter
gams has ten rules of
 good design. One of them
3 s"Good design is as little
' design as possible” That's
thing we incorporate
jneverything we do. Ifyo
ook at products that
have la through the
,they're simple
and elegant. The less junk
there is, the less there

is to g0 Wrong.

YOUCAN'T

WIN 'EM ALL

There's this pressure to
continually make a new
and better product. But
constant innovation is
challenging. Sometimes
the creativity is there,
sometimes it isn't.

THIN TO WIN

The more construction
apiece has, the heavier
itis. So how do you make
ajacket that's functional,
durable, and breathable
while using as little mate-
nalas possible? That's
our challenge. We have to
find the perfect balance
of minimalism and the
necessary features.

BORN TO RUN

The process of creating
Something testing it. and
Etting it into the hands
o athietes—that's what
"really enjoy. | couldn't
%ork at a company where
'%asnt passionate about
™he prodycts. The lines
Setweenwork and play
g to ke

Mﬁryx
x5 70LDTO MEGAN MICHELSQN




' dsay Smith: 33"
‘5;?3am of optical systems

TOoL
:,SEGAN MICHELSON

\QVE THE PUZZLE

~vith engineering and design,
nere are No 1extBOOKS. You take
~c Jr experience, work with other
,\,eopte. and solve something
-nat's unknown and esoteric.
hat's fun.

~USTOMER

QWS BEST

e start by figuring out what
e problem is we're trying to
sive. You could come up with

some crazy, amazing thm but
: nobody wants to useit. it's

1ot going to sell. That customer
~eed is the driving force.

BF REAL

1t the end of the day, we're
.mted by reality. Cost. available
esources, timeline—you have

1o consider those things. Then
;ﬁ?'e s simple physics. Everyone
sants better performance in a
«raler. cheaper. faster package.
1 some point. you have to make
wade-offs and sacrifices.

LETITGO

There cOmes a time when you
~eed to take a step back and
nﬁlﬂ’!whdepi('tufe.wheﬂ
jdre deep ind project. it can

be Gifficult to recognize that i's
tme folet gyear's worth of Work
#3d start over from scratch

“ND THE FINISH LINE

e hardest part is knOWINg
vhen 3 deSign is good enou™
‘e sank everything to be P&~
1.8y the nature of Jesign YOU
2 Shadtys make mmprovements

“s malytough to W;s‘mdcﬂt

MEET YOUR MAKER

ESSENTIALS



Mpr. Big Foot
Chris Hillyer, 43
Director of innovation,
Hoka One One
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GET DIRTY

Before Hoka, | designed shoes
for Teva. | had no experience
making sandals for kayaking,
so 1 went to raft-guide school
to learn the nuances. | hauled
rafts, 1 rowed. | couldn't legiti-
mately approach a water shoe
without attempting to paddie
a kayak. | had to experience it.

TRICKLE DOWN

Just like a race car doesn't
work for a family going on holi-
day, you can’t build products
for professional athletes and
expect everyone to enjoy them,
Often you take inspiration from
these individuals and create
stuff the rest of us can use.

If you're not aware of general
market needs, you're just build-
ing something pretty. It's what
we call dying in beauty.

YOU ARE YOUR

BEST CUSTOMER

I've always been passionate
about making gear | want to
use. That fuels my curiosity.
Especially in a performance
environment, it becomes

at

that the world never sees.




