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"THE ACE LINE IS
CONSTANTTY EVOIVING.

FUTURISTICATTY,
ANYTHING AND ANY FORM

OF MEDIA IS POSSIBLE.' '
WHY NOT DO SOMETHING
THAT YOU'RE ALREADY
INTO? WHY DO YOU HAVE
TO WORK AND THEN PLAY?
CAN'T YOU DO BOTH AT THE
SAME TIME?

These are words spoken
by 686 ctothing innovator

Michaet Akira West,  who at  one t ime ba[anced
his addict ive tendencies of  skateboarding and
snowboarding whi[e pursuing an entrepreneur-
ship at  the Universi ty of  Southern Cal i fornia.
686 began as West 's col lege projeci .  From
there,  the B-graded homework progressed into
T-shir ts and denim jeans sold out of  h is dorm
room. l t  wasn' t  unt i t  1993 that his f  i rst  breath-
ab[e jackets were manufactured. 686 woutd
cont inue to span the next decade moderniz ing
the snowboard market wi th oatented accesso-
r ies,  t rademarked features and art ist- inf tu-
enced outerwear.

Westt i fe,  686's parent company, str ives
to stay above the trends of  the ever-evo[v-
ing snowboard wortd by giv ing the consumer a
"more than expected" product.  By ut iL iz ing the
e[ements of  sma[[  innovat ions,  surpr ises,  and
high-quat i ty c lothing, i t  g ives purchasers some-
thing they can be emot ionatty at tached to and
keeps them coming back for more. West l i fe
maintains f  unct ionaI i ty and indiv iduat i ty by
introducing new products each season in the
Times, Smarty,  ACE, Mannuat,  Gaper and ARD
[ines. This season Westt i fe crossed over the 686
core roots by atso devetoping a[ [ -year fashion-
ab[e sportswear wi th an outdoor-act ive state
of mind. By tooking outside the of f ice and not
at  what is hot r ight  now, 686 gives the market
something unique.

686 diversi f ies i ts pract ica[-yet- fashionab[e
niche by co[ [aborat ing wi th other industry lead-
ers to produce the t imited-edi t ion Times [ ine.

"The Times [ ine concept is ent i re[y new to
our industry,"  proctaims West.  " l t  breaks down
a[[  the rules of  what you can' t  do."

With mutuaI respect,  He[Lo Ki t ty and Dragon
are the in i t iaI  co-partners.  The woman's Down
with Ki t ty jacket inctudes a cosmet ic bag and a
custom wa[[et  for  the pants.  The men's DX jack-
et  of  fers 10,000-mit t imetre waterproof ing wi th
a custom Dragon gogg[e pocket and a ref lec-
t ive lens pocket reptacement in the pants.  The
success of  amatgamation has the Times [ ine
heading into i ts second season with i ts latest
oartners,  Da Kine and Vesta-.

Being that 686 was or ig inat ty an L.A.-based
company, i t  has grown by co-exist ing wi th in
urban and art ist ic surroundings. From those
inspirat ions,  the Art ist  Co[[aborat ion Effort
[ ine took shape. ACE is 686's unique way of  sub-
mersing snowboarders into the progression of
art  and giv ing art ists a wide-reaching canvas to
showcase their  own vis ions.  ACE has evolved to
inctude photographers,  music ians, graphic and
watercolour art ists.  Instead of  the design inside
of the jacket,  i t  has been extended to the out-
s ide,  and to pants as wet[ .

"The ACE concept is part  of  our DNA,"
exp[ains West.  " l t  grew into our other passions
of apparel  and snowboarding. The ACE t ine is
constant[y evotving. Futur ist icat ly,  anything and
any form of media is possib[e."

Westt i fe 's team ignores t rends as much as
one woutd th ink i t  shouLd. Without fear of  taking
the chance to be the f i rst ,  i t  has created such
i tems as the patented Tootbett ,  featur ing an
adjustab[e buckLe that converts to skate/snow
tools and even a bott le opener.  The Smarty [ ine
is the big se[ [er ,  of fer ing removab[e f teece or
po[y lounge wear.  A f resh direct ion can be found
on the 2005-06 Smarty Troop jacket.  686 t iked
the look of  the c lassy,  dua[-coloured pinstr ipe
but wanted to add a Li t t te more to i t .  The new

fabr ic is bombproof,  includes the t imetess look
of a pinstr ipe,  and has textured r idges to give
i t  a much better feel  than a ptain-weave, dua[-
co[oured oinstr ioe.

The ent i re women's col lect ion has been
ramped up with a dedicated femate design team
who r ide as much as possib[e.

West ref tects back to a few years ago when
they had onty two femates on staf f :  "Thankfut ty,

i t 's  pret ty much even now that we found a ta[-
ented gir [  named Lei [a who works ctosety wi th
at[  the other gir ts in the of f ice and our femate
r iders.  They make sure that f i t ,  s ty le,  and the
overa[ [  Look is just  what women woutd want on
the hi t t .  This reatty makes a di f ference when
you have a t rue connect ion."

Look for the ACE Windsor jacket featur ing
art ist  Pete Camobe[[  and the women's new
Times cot laborat ion wi th Da Kine and Vesta[ .

Canada is a huge part  of  West l i fe 's market.
When 686 f  i rst  entered the market near ly 10
years ago, peopte thought i t  was a Canadian
company. Perhaps the presumption came from
the way i t  operated-everything 686 did was
Canadian, f rom a[[  s ides of  Canadian reps,
warehousing, currency, [anguage, market ing
and sales.  The Smarty [ ine has the leading
sates wi th in Canada, whi te the ACE is doing
just  as we[[ .  The big push for next season is the
Times [ ine wi th Da Kine and Vesta[ .

"We't t  be support ing th is program with
addi t ionaI market ing broken down into t rade
and publ ic sect ions,  which include advert is ing,
in-store merchandis ing, part ies,  contests and
a few others,"  reveats West.

' 'For the past 14 years we've been blessed
to have a great group of  peopte-from our rep
force, retai I  partners,  r iders to industry
supporters,"  says West.  Wherever we go in
the future,  snowboarding wi[ [  atways be at
our roots."
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