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ENGLISH TEXT

Born in the heights of Chamonix, shaped by passion,
blackcrows is the brand for skiers in the know, who charge
down slopes regardless of the forecast, intoxicated by speed
and snow. This is a tale of friends, vision, and freedom.

The story begins in Chamonix, a legendary ski destination

straddling the borders of France, Switzerland, and Italy. Perhaps
on a lift ride. Or maybe over a pizza. Both versions are true.
Early that winter, the snow was falling hard, conditions less than

ideal. At Les Grands Montets, Chamonix’s largest resort, Camille
Jaccoux and Bruno Compagnet carved their way through fog
and snow. "It was the kind of day when you hardly see anyone

else,” Camille recalls.Seated in the gondola, their conversation
naturally turned to skiing, the way gourmets can’t help talking
about food at the table. Sharing the cabin was a Swiss factory
director, Christophe Villemin, who was curious about the
oversized skis they were riding, prototypes a year ahead of the
market. "Are you pros? Journalists?” he asked. A conversation
began, and it would not end at the summit.
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Both Camille and Bruno were nearing the close of their

professional skiing careers. "We were reaping the last rewards,”
Camille says. He was moving into consulting and audiovisual
work. Bruno planned to return to teaching skiing and canyoning.
The two friends kept running into Christophe, at bars, then at a
pizzeria in town, where the talk centered on skiing. Not any skis,
but the dream ski. "If you walked into a sporting goods shop with
an unlimited budget, what would you pick?” By the end of that
meal, scribbled onto the table, was the blueprint for a brand.

Through the winter of 2004-2005, they pursued the ided
with determination, joined by a Nestlé marketing executive.

Camille offered a name, immediately accepted unanimously.
blackcrows: a tribe of skiers with their own spirit, part celebratory,
part defiant. Skis that could glide from Chamonix’s cold peaks
into hidden valley forests. Wide, versatile, ambitious, like the

jackdaws that inspired the name. The mission was clear. What
they needed was an identity.

Camille had always been drawn to design. He wanted to reject
the tired aesthetics of the ski world and build a brand that lived
both in the mountains and in the city. His vision for the first
model? Fluorescent pink, a playful nod to the late ‘80s. He knew

designer Yorgo Tloupas from a Ricard shoot, and fraveled to
London to pitch him the idea, half expecting a refusal. Yorgo
was, after all, a skater and snowboarder, not a skier. *I had
board culture, but their world - steep slopes, ropes, ice axes
- was foreign,” Yorgo admits. Still, the concept thrilled him. A
graduate of prestigious Parisian design school Penninghen, he
had redesigned the Rossignol logo just after his diploma, while
also competing as a pro snowboarder. His design work for Yves

Saint Laurent, Kenzo, and Hermes (including the H24 fragrance

packaging) had cemented his reputation. With blackcrows, he

saw a chance to step beyond elite fashion and return to the
snow and mountains that had always defined him. By late 2005,
he called Camille: "l think | have an idea.” The pitch? A childlike
drawing of a crow, a V repeated five times to form the now-
iconic chevron. Simple. Bold. Instantly recognizable. "The brand
S built entirely on the chevron. Ski graphics, jacket prints, even
down jacket stitching. To my knowledge, it's unique in design,”
Yorgo explains. "It began as an experiment, but it only grew
more fascinating as the product lines expanded.”

But turning vision into reality wasn’t easy. Camille and Bruno
drafted the first model (the pink Corvus) on paper spread
across a chalet carpet. "It was like baking: we knew what we
were after, but not how to get there,” Camille laughs. Their first
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attempts with a small [talian manufacturer near Lake Como fell
flat. But with help from industry friends, they secured production
with Swiss brand Movement. "Competitors-to-be gave us the
guidance we needed,” Camille says gratefully.

The launch? A party, of course. And the kind that Chamonix
specializes in. Ski lovers filled the valley, DJs flew in from London
and Paris, and Absolut Vodka collaborator Bertrand Bréme kept

glasses brimming. From the start, blackcrows was about more
than skis: it was about friends, music, celebration. Then came
ISPO, Munich’s global outdoor trade fair. On day one, the head
of a major retail chain waited at their booth. Camille and Bruno,

delayed by yet a late night, missed him. Still, that same winfter,
Chamonix’s Snell Sport put blackcrows in its window. By fall,
Paris’s iconic concept store Colette displayed the neon skis in its
storefront, free of charge. "It was our first winter, we had nothing
fo sell,” Yorgo laughs. He had built a mesmerizing contraption
that spun twenty skis in the window.

blackcrows built momentum through authenticity: “the right
skiers in the right places.” By 2012, the brand left Camille and
Bruno’s living room for a chalet headquarters in the heart of
Chamonix, balconies adorned with carved chevrons. A loyal
team formed, many still there today: legendary skier and shaper
Julien Regnier, product head Kenji Teshima, and team manager
Flo Bastien, himself a former pro. By 2016, blackcrows skis,
with their signature chevrons, were an established presence
across Europe. To celebrate its 10™ anniversary, the brand
staged the Unlimited Festival, with world-class DJs performing
across Chamonix, even atop the Aiguille du Midi at 3,770
meters. A testament to both its birthplace and its reach. Now
a global name across Europe and North America, blackcrows
has become more than a ski brand. It is a cultural emblem. "We

created a brand that celebrates a certain culture of skiing,” says
Camille Jaccoux. "And even if it all started in Chamonix, one of
the most stunning ski spots on Earth, it’s like surfing or skating.

t’s a culture that speaks universally. We bring together the
young and the old, men and women, ski bums and surgeons.
For everyone, as for us, skiing is, above all, pleasure.”
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