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Globalization of Skateboarding 
 

 When surfers from California began mimicking surfing on concrete by screwing 

roller skate wheels onto planks of wood, nobody thought it would turn into a global 

phenomenon. In the 1950s the first skateboards were being made, and at first only a few 

people rode them. It became popular, but most viewed it as a fad that would end in a 

coule of years. The craze slowed down, and skateboarding seemed like it was never going 

to regain popularity. But in the early 1970s, the polyuretane wheel was invented, which 

made the skateboard roll a lot faster, and the softer wheel sent the rider flying to the 

pavement less often. Next, a group of innovative skateboarders broke boundaries by 

doing maneuvers on their boards once never thought possible. This reignited 

skateboarding popularity in the USA. Small companies formed, selling boards to skaters. 

At first the skateboard market was not for profit, it was the only way for athletes to get 

their equipment. With the onset of the 1980s, skateboard contests were giving the sport 

worldwide attention. However, skateboard products were only available in the USA, 

allowing only those lucky enough to own a board to accell in the field. As a result, only 

skaters in the USA were getting better because they had the proper equipment. Once the 

1990s came, a small company named DC began to break the mold by marketing to other 

countries. The company grew and today sells its products all over the world, giving all 

skateboarders access to the same products. While globalizing skateboarding is rejected by 

skateboard purists, it introduces new jobs in foreign markets, gives people access to the 

same goods, and advances skateboarding‘s worldwide acceptance as a sport. 

 By the 1990s, skateboarding was accepted as a worldwide sport, except 

skateboarders in the USA were the only ones who were good at it, and making money of 



the industry. The only skateboard competitions were being held in the USA and all of the 

companies were located there. So naturally skating in the USA was more positively 

reinforced than its foreign counterpart by more products and potential economic well 

being from doing the sport. Skateboarders in Europe for example will buy an overpriced 

piece of equipment that was imported from the USA. For countries with less economic 

well being, an imported skateboard could be worth an entire weeks paycheck. So once the 

kid owned a skateboard, he would have to ride it indefinately, regardless of its condition. 

Because there were no skateboard companies outside of the USA, foreign skaters did not 

see the potential to make money in this field. This happened until DC shoes saw the 

potential to expand its market globally. 

 DC shoes during the mid 1990s, created products for like minded athletes across the 

world, and moved its retail stores overseas. DCs vision was to create an appeal for 

athletes through extreme sports. This did more than offer shoes and shirts to foreign 

markets. DC capitalized on an oportunity for itself and other companies to sell skate gear 

to a market that was primed for it. Because extreme sports were gaining popularity 

worldwide thanks to large scale events like ESPN Extreme Games, it was less risky for 

US companies to expand overseas. Foreign skateboard companies had not gained the 

experience their US counterparts did, so US companies knew more about the extreme 

sports industry. Once the market began to flood overseas, now all skateboarders had 

access to the same equipment and could accell at an equal rate.  

 While Globalizing skateboarding is good for DC and the US economy, smaller 

foreign companies suffer. A European skateboard company with less products and money 

would lose its business to a giant US conglomerate. Skateboarders that once bought 

skateboards of lesser quality from Euroepean companies were now buying top of the line 

gear imported from the USA. The demand for quality products in the skateboard world 



meant that poeple were willing to pay more for equipment that lasts longer. Companies 

like DC can market more than smaller companies too, so the label is more accepted and 

generally recognized. Foreign skateboard companies now have much less room for 

emersing themselves in the extreme spoorts market because major US companies have 

virtually monopolized  the market.  

 While globalization of skateboarding is good for some and bad for others, it 

continually increases skateboarding popularity and allows more opportunities in the 

future. Extreme sports are gaining massive popularity for the new generation of kids. 

Extreme sports aleviate the pressures of organized ones, so today millions of kids are 

choosing a skateboard instead of a soccer ball. The USA has the advantage because 

skateboarding started there, so foreign markets have to play catch up to the technology. 

However, the US paved the way for the standard at which skateboarding is to be held. 

This means foreign companies can use US companies as a basis for which to operate 

thein business. All the trial and error has been performed by the USA, leaving it as an 

example to foreign companies to come. While it may seem like large conglomerates are 

taking over the skateboard industry, small companies still flourish worldwide and 

ultimately set the bar for large companies, and how they should operate. DC got its 

inspiration from small companies, but had the money and oportunity to expand it into a 

multi milion dollar corporation.  

 


