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Introduction:

Justin Meyer', filmmaker and photographer, part of “Think Thank Productions”, outlines two
current tendencies in snowboarding film productions. The first one is repetition: very few films
look differently from those made ten years ago. The second one is accessibility: everyone
can make a DVD nowadays, resulting in mass of bad quality films on the basis of which the

good ones (themed, individualistic, and challenging) will “shine brighter”.

What are snowboarding films? How can they be defined or interpreted? This paper will
approach them through the concepts of experience economy, generation Y characteristics
and action sport’'s specificities. Snowboarding films visually engage the viewer while
promoting snowboarding gear, brands, locations, riders. It can be argued that these films
provide experiences as an added value to their overall marketing platform. Furthermore, the
recent expansion of the snowboarding film productions brought up the necessity of the
‘theme’ as the element of novelty or creativity that distinguishes one film from another. Two
movies (Optimistic? and Thanks Brain!) will be ‘explored’ as case examples of whether

experiences can become ‘richer’ with the added theme.

! In interview from 22" of August, 2008 on www.shyboarder.com (visited on 6" of November, 2008)



http://www.shyboarder.com/

Snowboarding and Media

Media publicity and demo films are woven into snowboarding from its very beginning.
Mainstream press, television coverage, advertisements and short videos played an important
role in its introduction and promotion. Billy Miller and John Sfouffer from “Transworld

Snowboarding Magazine” provide a considerable historical timeline of how this happened.

The first snowboard prototype (the “snurfer”) was invented in 1965 by Sherman Poppen who
wanted to surf on the snowy Rocky Mountains. Introduced at first as children’s toy, it was
later developed and upgraded by the designing innovations of Milovich, Burton and Sims. In
1976, Milovich founded W.interstick brand boards that were featured in articles in
“Newsweek”, “Playboy” and “Powder”. In 1979, snurfer rider appeared in beer commercial
(“LaBatt”) that further popularized this ‘sport’ in USA and Canada. In 1982, the first National
Snowsurfing Championships were organized at Suicide Six Ski Area (Woodstock, Vermont).
“Sports lllustrated”, “Good Morning America”, and “The Today Show” covered the contest. In
1986, World Championships in Breckenridge (Colorado), attracted sponsors, national press
coverage and many visitors, enhancing the local economy. Many resorts that had previously
banned snowboarding saw the potential benefit of the upcoming sport. In the late 70s - mid
80s, skateboarding magazines were the first specialized magazines that wrote about
snowboarding competitions (“Skateboarder”, “Action now”, “Thrasher”). In 1985 “Absolutely
Radical’, the first snowboarding magazine was founded. Two years later, “Transworld
Snowboarding Magazine” came out and is still currently on print. In 1993, the first
snowboarding programme “Snowboarder TV” went on air on ESPN channel, featuring short
riding videos and music. The following year, Burton Snowboards released the first CD-ROM
interactive catalog, taking snowboarding in the digital age. Snowboarding films also
witnessed the evolution and progress of this sport. Rival snowboarding companies used
short videos to show and promote their new technology and innovations. Although, there was
substantial amount of amateur’s footage at the beginning, Burton’s “Winter Waves” (1985) is

considered to be one of the first snowboarding films.



Experience economy, Generation Y and Action Sports

Can snowboarding films be seen as action sport’s representations, delivering experiences for
Generation Y audiences? In ‘The Exper i encRine&Bitmora Ga99)’'lay out the
concept of ‘experience’ as a memorable and personalized way to engage customers. In their
view, some of the fastest growing sectors of the global economy are related to the
consumption of experiences. Consumers seek unigue experiences beyond simply
consuming products and services. The high level of similarity between different services and
products can no longer serve as criteria to differentiate choices and demands. Therefore, a
new value should be added to the products and services as a form of unique and memorable

experience.

Pine&Gilmore (1999) position four axes of experience: education, entertainment, esthetics
and escapism. They are all connected to memory in different way, although they all suggest
immersion and active involvement. Educational experiences contribute to self-improvement
and development (for example, hotels in exotic destination offer cooking courses, traditional
dancing classes, exc., engaging tourists in relaxed learning process). Experiences have
been in the core of entertainment (themed/amusement parks, Las Vegas). Boutiques are
designed as galleries adding an artistic/esthetic value to their products (“Surrender All” stores
in London and Hong Kong), escapism and eastern philosophy meets beauty and spa
relaxations. Although experiences imply active involvement, the core of this marketing
practice is highly symbolical one: products are promoted/advertised/sold as services,
services are promoted/advertised/sold as experiences. This takes place and happens
through mediation. Different forms of traditional and new media representations function as
navigators toward potential experiences. A good example for that, connected to the
snowboarding films, is the growing market segment of action sports. Action sports are
packaged as holding significant capacity not only for entertainment but for experiences. They
gather the aspects of Pine&Gilmore’s four axes, although they are mainly centered on the
‘adrenaline rush’ appeal, the risk taking endeavors, pushing limits and boundaries. Action
sport events usually generate high degree of novelty, resulting into good publicity that

attracts more people, thus bringing greater economic value to their market.

Action sports have become one of the fastest growing sport segments in the sport industry
since they were introduced in the 1970s (Howe, 1998). They are seen as alternative sports
“activities that either ideologically or practically provide alternatives to mainstream sports and

mainstream sport values” (Rinehart, 2000: 506). Mainstream team sports (football,
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basketball, exc.) represent the traditional values of teamwork, cooperation and group
competition. Action sports, on the other hand, stand for individualism, defiance,
competitiveness that sometimes posses self-destructive features (athletes perform technical
tricks in high speed and on grand scaled obstacles). Action athletes tend to push themselves
to the limit in front of audience, providing spectacles and co-experiences. As mentioned
above, action sports events gain broad coverage and publicity. Especially in the USA,
channels such as ESPN broadcast 24 hours live events and films, contributing to the status
of X Games (Summer and Winter ones) as the second important sport event prior to the
Olympics. In Europe, Extreme Sport Channel is the television that covers the action sports
event across Europe and USA mostly as airing films, documentaries or recorded broadcasts

of the competitions.

Television is one of the platforms through which these events get coverage and publicity.
Howe (1998) sees Internet as the medium that has brought the extreme sports to a wider
audience. Plenty of websites, films, edit cuts, videos appeal to consumers revealing the
grand scale and technicality of the tricks, promoting these sports as more spectacular,
attractive, challenging than the traditional ones. Computers, pocket computers, console
games also serve as marketing tools building up on co-experience and suggesting ‘real’
trials. Action sports are highly mediated since their prime target is Generation Y (Graffin,
2002). Generation Y demographics are individuals between 15 and 25 years old, challenging
their own limits, pursuing individual goals and seeking excitement and entertainment
(Lim&Turco,1999). Because youth are major sport consumers, their individualistic and risky
attitudes, are significant to most companies in the action sport industry. These young people
are also raised on Internet and are technologically savvy, interacting with different types of
media. Their entertainment habits are centered on the computer, (they are e-mailing, talking
in chat rooms, exchanging peer-to-peer files), on the TV, on the game consoles and maobile
phones.

The influences of the action sports are also rooted in clothing, equipment brands and music
thus providing various sub-cultural identities for their fans. Action sports’ fans are more likely
to be participants than other sports’ fans, and because on average they are younger, they
take in events differently: more for ideas and inspiration than for general support. They
actively select what is offered in the coverage and films and further implement or interpret the
content in their own practices. Therefore, it can be suggested that mediated visual
productions are important tools for action sports’ promoting and marketing. They add value of
experience and attraction. In the case of the snowboarding films, experiences become and

added value to a (art) product. Snowboarding films can be positioned on Pine&Gilmore



(1999) axes of education, entertainment, esthetics and escapism. They also embrace the

typical for action sports drive- to- the- limit.

Esthetics: Snowboarding films suit the postmodern paradigm of individualized, low scale
cinema. “Traditional” (classical Hollywood) cinema is considered to appeal to large
audiences, setting particularities of time and space. It cannot fit the contemporary mobile,
dynamic frameworks. Snowboarding films, however, are aimed at small communities of
professional and amateur snowboarders and action sports fans. They can be adapted to be
viewed on different platforms: from computers to PSPs to mobile phones and car sets.
Sharing the esthetics of music videos, these films can easily be watched at a background
mode, although most of the time they capture the attention with their footage. The length
random exceeds 45 minutes, reasonably considered enough for attracting and maintaining
the attention span. Snowboarding films relay on the mixture between music and video,
fallowing the simple construction of the pre-sound movies.There has been a major
improvement on the side of the execution of the films for the last ten years. Shooting and
editing have become professional. There are attempts for artistic construction of the footage;
some of the movies incorporate stories within; others use animation, special effects and
filtering to enhance their content. Some of the productions companies have specialized in
incorporating big scale angle shots from helicopter on 16 / 35mm (“Absinthe films”). Others,
stick to the digital HD cameras for mountain and urban landscape shots. Broad views — close
ups, all techniques are subjected to making the snowboarding film a platform where
entertainment meets experience and participation.

Entertainment: The audience characteristics (mostly 15-25 age groups, defined as
Generation Y) influence the filmmaking in terms of finding the right way to appeal. In most
cases this is achieved through comic scenes, challenges and exaggeration of the content.
Snowboarding is projected and experienced as a fun activity with friends. Innovation and
improvement are shown as logical outcome of stress-free environment and friendly

encouragement.

Education: Snowboarding films function also as platforms for communication between
professional riders. It has been estimated that pro snowboarders spend 35% of their free
time watching snowboarding movies?.This can be related to their mobile lifestyle dominated

by travelling and seeking entertainment connected to their professional field. Moreover,

? Tyka, A., Blecharz. J, Tyka. A Goals in sports career and motivation as the measure of professionalism in
showboardingMedicina Sportiva. Vol. 11 (1), 2007



snowboarding films can be seen as an opportunity for updates of what the other riders have

been coming up with, charging with provocation and creativity.

In How People Learn: Brain, Mind, Experience and School, Bransford&Brown define
metacognition as people’s abilities to predict their performances on various tasks and
monitor their current level of mastery and understanding. Therefore, it can be suggested that
snowboarding films can exert snowboarders’ reflection on what is worked and what needs
improving. Riders can select and remember the relevant and learn how to take control on
their own learning. This can be useful not only for professional but also for amateur
snowboarders and fans. Snowboarding films are conceived to be mediated experience that
poses some norms and thereby exerts influence on the way the viewers think and act.
Although these movies still cannot offer a form of interaction, they actively seek participation

through inspiring learning and “trying out” what they project.

Escapism: Most of snowboarding films visually represent the re-enactment with the
mountain. The mountain is seen as the locality of inspiration, risk taking, challenge and
creativity. Far-to-reach destinations are commonly presented: New Zealand, Alaska, Chile,
Lapland, Ural, enhancing the sense of adventure, novelty and experience. After positioning
the snowboarding films on Pine&Gilmore (1999) axes, the text will focus on the themed
movies as an opportunity to add to the experience another level of co-relation and
concreteness. In general, themes can enhance experiences. Can snowboarding films

experiences become more ‘tangible’ or ‘richer’ with an added theme?

Themed snowboarding films

The past few years have seen a considerate grow in number of snowboarding and film
production companies. Highly competitive environment have been established, requiring re-
thinking of what makes one snowboarding film different from the other. Some production
companies have taken the path of adding theme to their movies as distinguishable element.
It is not easy to track snowboarding movies given their number and the time span through
which they have been made. There is an online project (www.SnowboardSoundtracks.com)
ambitiously aimed at compiling a list of all snowboarding films (and their soundtracks) ever
made. Up to now, they have listed 114 production companies with more than 500 entries
(‘Standard Films’, ‘Mack Dawg Productions’ and “Transworld Snowboarding” have the most
movies). A brief overlook of the list, will show a considerate increase in the filmmaking from

2005/2006 season until now. For example, in 1991/1992 only three snowboarding videos
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(not films) were produced; in 2002/2003 10 films were made, while in the last season
(2007/2008) their number reached 31.This sudden increase can be explained through the
characteristics of the expanding market for snowboarding equipment that sponsors the
snowboarding films as promotional platforms. In general, snowboarding films are considered
to be marketing tools for introduction of new professional riders, locations, new equipment
(brands, colours, trends) for the upcoming season. They are shot and edited the year before,
featuring the latest collections from equipment manufacturers and premiered in the
summer/fall before the new season. Every year, many new brands (mainly for clothing and
boards) are established and the cheapest and properly targeted way to reach their
customers is through sponsoring original snowboarding film productions. This can be related
back to the experience economy where the successful way of selling a product is through

engaging the target group in innovative ways.

In general, snowboarding films can be classified as it r a d i t(biganouathins, helicopter
shots, video aesthetics), documentaries (of snowboarding competitions; life of one/few
showboarders, history of the sport) and i t h e m@vith@ specific theme running through the
movie: ghetto styled riders; snowboarding in “Park City” (Utah); introducing Lapland and the
Finnish snowboarders). In the next section, two themed snowboarding films will come within
the scope: 2007 Absinthe film Optimistic? and Think Thanks’ production from the same year
Thanks Brain!. Supposedly, both films share the characteristics of novelty for 2007/2008
season. They both state to have embraced the themed outline of the snowboarding films. In
the case of Optimistic?, the theme is global warming, for Thanks Brain! is creativity. The
analysis is carried out through the production companies’ ideological frame that influences
the footage in terms of setting the time/spatial ratio, riders’ selection and video narratives

composition. Additional materials such as websites, reviews and interviews are also used.
Optimistic? and Thanks Brain!: two poles of the themed snowboarding films

Absinthe film productions position their goal to present “the highest level of progressive
snowboarding to its audience in a fresh, inclusive and engaging way”. The aim is to
establish new standards rather than to “keep up with the pack”. Optimistic? is conceived to
has explored the “undeniable effects” of global warming and relate it to the snowboard
community in provoking “impossible challenges or creative opportunities” way. The

production company reads creativity as “ability to find the best conditions when the rest have

* www.absinthe-film.com, visited on 10" of November, 2008



http://www.absinthe-film.com/

given up or resigned themselves to the park”. Optimistic? suggests that locations with plenty

of snow can be always found travelling further north.

The “close reading” of the film, however, reveals inconsistency with its theme. The opening
scenes introduce global warming through the thoughts of professional snowboarders (“It's
Christmas and it’s still not snowing”; “How my travel affects the environment?”; “It's time to
redesign the way we design things”). The introduction montage is centered on the desire to
snhowboard (we see the eyes of the rides and in them they are snowboarding), followed by
disturbing presentation of the sponsors mostly directly through their products. Then, the
snow starts falling, the riders are ready to go, the film proceeds in a traditional way and the
theme is left aside. Pat Bridges’ review of Optimistic?* acknowledges the progressive riding
of Wolfgang Nyvelt (opening riders scene and impressive run on British Columbia “powder
cake trees”), of the new Absinthes’ riders runs (Danny Davis, Marco Fleicher, Philip
Damianakes, Sylvain Bourbousson, and Hans Ahlund), the comic entertaining scenes and
the dynamics of the film not using “fillings” to maintain the spectator’s interest. He also
reaffirms how the natural disadvantage (not snowing) was turned by Absinthes” filmmakers
into advantage to come up with interesting film locations and footage. Bridges’ angle of
interpretation does not raise the question if the film consistently follows its theme. The theme
is introduced in the opening scene but it is not maintained and developed further in the film.
Moreover, Optimistic? claims to take part in the global warming discussion while constantly
projects airplanes, helicopters and motor boats as tools to find the best snowboarding
locations in the scarce snowy context. This paradox hinders the film’s goal to bring

environmental awareness within and outside the snowboarding community.

Optimistic? is done following Absinthes’ most prominent filmmaking cannon, using grand
scale footage, helicopter shots and distance perspective. High mountains and natural
obstacles dominate the film. Riders accomplish technical free ride runs with big airs and
rotations. Out in the vast, between frozen trees, on natural kickers and “scoops” of snow,
compelling cliff drops count for most of the footage. Urban locations, sessions on stairs,
ledges, walls, roofs and fences contribute as variations of the content or are used as fill-ups
or links to the next grand mountain shot. Built in this way, Optimistic? ‘frames’ its audience
experience on Pine&Gilmore (1999) axes without using the potential of the theme to enrich

its mediated message. Therefore, it can be suggested that Absinthes’ film exemplifies the

*(9/12/2007), written for “Snowboarder” website (www.snowboardermag.com, visited on 10" of
November, 2008)
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beginning of the theme adaptation when the need for differentiation is acknowledged but the

traditional cannon is still enact.

Think Thank productions approach the concept of themed snowboarding films from a
different perspective. Their conceptual framework is based on “making snowboard videos
with an artistic purpose and a little bit of a message that still showcase the best riding™. Their
2007 film Thanks Brain! is conceived as a “tribute to the human mind....celebration of brain
power, where the physical meets the mental and progression is reached through creativity”.
Thanks Brain! begins with animation and narration: “The brain is nothing short of the single
most complex and variable structure imaginable. We're talking 200 billion neurons, with up to
10, 000 synapses per neuron, a quadrillion nerve cell connections....”. The opening scene
lays the context of scientific discourse about the brain and creativity “softened” by comic
cartoons. This theme is repeated throughout the film in the form of narration, visualization of
the brain (as children’s toy or cartoons pictures) and comments from the riders (what they
“think”, “know”, “don’t know”).There is an interesting relation between what is seen in Thanks
Brain! and the scientific theories of Brain and Creativity. In The Whole Brain Business Book
Herrmann (1994) concludes:”Creative thought processes are the result of specialized mental
modes that respond situationally to life’s experiences. Idea generation is in fact a neural
event. Neural transmitters streaming across the synaptic gap, convey the electromechanical
elements of an idea in formation. While we don’t know precisely how ideas occur, we do
know they arise in specialized parts of the brain which, through massive interconnections,
can come in contact with other ideas and together form the basis of synergy”(pp.124). The
creative process doesn’t end, it begins with an idea. Ideas must be implemented in order to
be useful.

According to Herrmann, despite the best efforts in group creativity, major breakthroughs are
often individual achievements or visions as a result of the three S’s of creativity: sensitivity,
synergy, and serendipity. Serendipity relies on an awareness of relevancy in accidental
happenings. Synergy is the association of two or more elements in a new way resulting in
something more than the sum of the parts. Sensitivity involves awareness, the use of the
senses to spot opportunities, incongruities, deficiencies. Perceptive people are constantly
scanning for clues and facts, “reality testing” by paying attention to the outside world. They
tend to have varied interests, are intensely involved in the world around them, are self-
confident, and are always open to new experiences. Determination and pressure can be

powerful stimulators of creativity.

> www.thinkthank.com, visited 11" of November, 2008
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It can be suggested that Thanks Brain! provides visual representation of the scientific
concepts of Brain and Creativity. Snowboarders operate on accidental improvisation mode.
Individual ideas and approaches contribute to the novelty of the footage. Most of the riders
make unexpected juxtapositions between snowboarding and skateboarding (landing typically
skateboarding tricks on snowboards, snowboarding on skate pools, mini-ramps) resulting in
synergetic spectacle. They scan the landscape in a different way; everything can be an
obstacle - metal/plastic pipes, picnic table, brick fence, cones, football net, benches, lamps,
electrical box, tires....”Think Thank” snowboarders make their own obstacles from snow
ledges to connected fences, bulldozer lifted pipes (pipes on caravan) and props’ cones. They
introduce new spaces for snowboarding: the stadium, the school yard, the playground, the
barn. Even the “traditional” places are read in different way: improvisation and surprise are

the driving forces when they jump from messed up kickers, snowy cliffs and fallen trees.

“Think Thank” snowboarders play with the snowboarding practices. They turn them into
experimenting sessions where boundaries are extended through improvisations, resembling
children’s games (some of the footage is even shot on a playground). In “Learning and
Creativity — Accelerated by Suppressing or Circumventing Certain Brain Regions™, Allan
Sander states that Creativity is an act of rebellion, a break with convention. Our brain sees
the world through mindsets, mental templates of the world derived from past experiences.
Mindsets are embodiments of the familiar. It is vital for creativity to turn off the mind set and
become children again. Children are enormously creative. As they become adults, they
develop expectations or mental blocks. It is important to note that creativity is embedded not
only in content but in the form of Thanks Brain! The film starts with provisional props settings
of “Brain” and its “organic” outcome — snowboarding. Sponsors are thrown away, each rider
receives gratitude before his part and the flmmakers stand in front of the camera and take
the role of snowboarders. Ben Fees’ review of the film (“Snowboarder” magazine, July,
2007) acknowledges that:’what really blew my mind, was watching the creators of this film
get in front of the camera and prove they are just as adept with their sticks (snowboards) as

they are with their Final Cut and Panasonics”.

Thanks Brain! is shot on digital platform, using close ups and sometimes fish-eye lenses to
enhance the experiences and connection with its audience. It seeks viewer’s participation,
conceived as a blueprint for future professional/amateur adventures and creative updates.
Thanks Brain! exemplifies how the implementation of a theme can enhance the

snowboarding film experience. Creativity adds another layer of connotation to the overall

®from Creativity and the Brain, Tokoro&Mogi, 2007
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message. Filmmakers stand behind and in front of the camera pushing the boundaries of

what can be imagined and achieved.
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Conclusion:

Snowboarding films have been produced since the very beginning of this sport as tools to
promote, popularize and remember. In the past few years, we have been witnessing
considerable expansion within the snowboarding industry. Many new companies for apparel
and boards manufacturing have been established (others were taken over by the dominant
ones). This has reflected on the number of snowboarding films produced for a season.

According to www.SnowboardingSoundtrack.com (an online project aimed at listing all

snhowboarding films made so far) 21 movies have been done until now for the new season
2008/2009. Production companies look for innovation be it on technical level or on the level
of content. Building the movie around specific theme has become tool for films’ differentiation

and specificity.

This text has approached the snowboarding films through the interpretative framework of
experience economy, actions sports and Generation Y characteristics. These movies can be
seen as platform for snowboarding experiences on the mountain, in the woods, on the
playground, in the city. Snowboarding films incorporate the elements of esthetics,
entertainment, education and escapism within their framework. Moreover, the recent
tendency of theme implementation has added layers of concreteness, narration and
innovation to their overall platform. Themes can add value to the overall films' experience.
The case studies exemplify this: Optimistic? shows the beginning of the process: the theme
is there but it's not consistent and further developed. Absinthes’ flmmakers have missed an
opportunity to engage their audience with a relevant topic such as global warming. Another
film “On my own feet” (2007) has brought the theme of environmental awareness in more
coherent and persistent way. The film invites the viewer in a hiking journey where
professional snowboarders climb and camp to reach un-ridden terrain without the use of
helicopters, snowmobiles or airplanes. Familiar approach toward themed snowboarding films
reveals Thanks Brain!. The movie organically weaves the theme into its content and form,
allowing it to enrich its message: snowboarding is about creativity, progression, innovation.
Moreover, snowboarding films can inspire all that through challenging visual representations
as pointed out by one of the founders of Leeward Cinema productions: “Anything | get
involved with in the future has got to have an element of testing your will, seeing how far your

mind will let you go.”’

" http://ww.adventuresportsjournal.com/html/Articles/46/myOwnTwoFeet.html
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Methodological Insight

Me t h oRkfBestion

The text was inspired by Think Thanks’ film Thanks Brain! (2007) and the fact that very little
research (if any) has been done so far toward the snowboarding films. This contrasts with
their considerate number and popularity not only within action sports community but within

the young groups in general.

Prof. Pisters’ philosophical method allows analytical approach toward the object of
interpretation. In her article “Mathematics, Madness and Metaphysics: Two Poles of the
Neuro-Image in Pi and The Fountain” she combines interdisciplinary theoretical frameworks
(the ones of Science, Philosophy, Art) to articulate the neuro-image through the philosophical
reflections of Deleuze&Guatarri, Dewey’s outline of the use of scientific method in art and the
contemporary neuro-scientific theories. Philosophical method enhances introduction and
conceptualization of the object’'s specificities. Since | could not properly relate the
snhowboarding films to domains of Science, Philosophy and Art, my recourse was rooted in
the marketing frame of Experience economy and demographics of Generation Y, sports
characteristics of Action Sports and aesthetics of Snowboarding films. Pine&Gilmore’s argue
that experiences add (meta) value to the services/commodities. They position four axes of
experiences: entertainment, education, esthetics and escapism. This helped me ‘reading’
both action sports and snowboarding films as experiences ‘orientated’, although they

embrace one more platform — the adrenalin rush.

| weaved the aesthetics of the film as an artistic product into Pine&Gilmore’s four axes of
experience and outlined the specificity of the themed snowboarding movies. | used two films
as case study to maintain the interaction between experience, theme, content and form. The
conclusion that has been drawn is: themed snowboarding films can enrich experiences,
providing another level of communication and opportunities for further participation. Themes
can come out of necessity to fit the market niche or out of artistic decision to differentiate the
film’s content. Prof. Pisters’ method of incorporating neuro-scientific theoretical framework
was very useful to enlighten the educational aspect of the snowboarding films and to

approach Thanks Brain! themes of Creativity and Brain.
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Future Research

Several future researches can be proposed stemming out of snowboarding films, using
different methodology. It is interesting to problematise the tendency of increasing film
production with decreasing popularity of snowboarding (in favor of free style skis). Negative
dialectics can be suitable research method. Another proposal concerns the audience of the
snhowboarding films. Based on questionnaires (interviews and polls), it can be seen how
spectators interact with the films, what do they consider as aesthetic values and purposes,
do they get motivated to further participate and enhance their snowboarding skills. Moreover,

this kind of research can reveal some aspects of Generation Y entertaining practices.

Archival research and content analysis can be challenging, considering the inconsistency of
snowboarding movies/videos’ preservation. However, it is interesting to compare, contrast
and analyze the production made in 1985 and 2005 in terms of footage, content and form.
Separate self-reflective question is who will be the addressee of these researches. They can
be used in academic environment but can they contribute for better understanding within the
snowboarding communities? Can they serve as meta-motivation for snowboarding
production companies to produce better (creative and innovative) films that can further on

inspire progression in this sport?
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