
MARKETING OVERVIEW
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FRO M  2022  O NWA RDS ,  W E’ LL  BE  BU I LD I NG  O N  
O UR  S US TA I N A BI L I TY C RE DE N T I A LS .  I T ’ S  A  H UG E  
PA RT  O F  W H AT  W E  DO …
W e  g o  f u r t h e r  t h a n  o t h e r  b r a n d s .  



… BUT  BE I NG  S US TA I NA BLE  I S  NO W  EXPEC TED,  A ND  HA S  
G O N E  M A I N S TRE A M .



WE NEED TO SHOW 
OUR CUSTOMERS 

WE DO MORE.



REACHING NEW AUDIENCES



“It’s no longer an 
option for brands to 

have a purpose, 
young people demand 

it and there is no 
time like the present 
to demonstrate it.”

Vice – ‘Youth in Pandemic: Hopes & Fears for an 
Uncertain Future.’



“ t h e  d e f i n i t i o n  o f  
s u s t a i n a b i l i t y  h a s  b ro a d e n e d ,  
e v o l v i n g  b e y o n d  e n v i ro n m e n t a l  
c o n c e r n s  a n d  e t h i c a l  
c re d e n t i a l s  t o  a  m o re  h o l i s t i c  
p u r p o s e .
C o m p a n i e s  a re  e x p e c t e d  t o  b e  a  
f o r c e  f o r  g o o d ,  e n a b l i n g  
a c c e s s  t o  s u s t a i n a b l e  y e t  
a ff o r d a b l e  p ro d u c t s ,  w h i l e  
a l s o  h e l p i n g  t o  re d u c e  
e c o n o m i c ,  s o c i a l  a n d  h e a lt h  
i n e q u a l i t i e s . ”

Euromonitor International – ‘Rethinking Sustainability – no purpose, no gain.’
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CONTENT & 
STORIES THAT

ATTRACT
DELIGHT

& ENGAGE



A NETWORK OF
121K +



INVESTING IN OUR SOCIAL CHANNELS





O U T D O O R

F A S H I O N

N A T I O N A L

G L O B A L

O N L I N E

I N P R I N T

C O R E Y O U T H

170M + OTV OF 
THE BRAND

FEB - APR 2021



INVESTING IN 
GROWTH:
CONTENT

TEAM
COMMUNICATIONS

SOFTWARE
& MORE



AN INTRODUCTION TO THE 
SS22 COLLECTIONS



travel kids camping active

SUSTAINABILITY

SS22 STORY OVERVIEW





2022  i s  e xpe c te d  to  be  a  b i g  y e a r fo r ‘ g e tt i ng  
a w ay ’ ,  bo th  at  ho me  a nd  a bro a d.

T h e  e v e r - c h a n g i n g  C O V I D  
l a n d s c a p e  m e a n s  t h a t  t h e  

f i g u r e s  f o r  2 0 2 1  a r e  l i k e l y  t o  
e n d  a  b i t  l o w e r



O u r c u s t o m e r s  h ave  a  wi d e  r an g e  o f  m o t i vat i o n s  
wh e n  i t  c o m e s  t o  t r ave ll i n g .

You can only ever 
get to know a 

country by 
experiencing its 

culture

Of outdoor lovers agree that:

89%
Like to go off 

the beaten 
track when 
they are on 

holiday

More than

2/3
Like their 

holidays to 
have some sort 

of physical 
activity

+70%



OUR TRAVEL RANGE 
APPEALS TO THOSE 

WHO WANT A UNIQUE 
EXPERIENCE, WHO 

WANT TO CONNECT & 
RESPECT THE WORLD 

THEY EXPLORE



The  SS22 Craghoppers Travel  Story 

E n j o y  r e a l  e x p e r i e n c e s  

&  c o n n e c t i o n s

It's our world, connect 
with it & respect it.





Expected growth in 
2022, worldwide.

Statista, 2020

6.7%

C H I LD R E N ’ S  AP PAR E L  I S  A  G R O WI N G  M AR K E T.



Millennials are 
parents to 50% of 
todays children.
National Retail Federation, 2018

A ND  MI LLE NN I A L  PA RE NTS  
HO LD  THE  PURC HA S I NG  
PO W E R.



TA PP I N G  I N T O  T H E S E  VA LUE S  M AT T E RS  TO  O UR  
C US TO ME R.

More likely to 
only shop at 
brands that 
reflect their 

values than any 
other 

generation.

2x
34.5%
Respect

16%
Responsibility

T h e  t o p  v a l u e s  t h e y  w a n t  t o  
t e a c h  t h e i r  c h i l d r e n ?

P a r e n t s  w a n t  t o  e m p o w e r  t h e i r  c h i l d r e n  
t o  c h a n g e  t h e  w o r l d  a n d  n o t  h a v e  t o  

w o r r y  w h e t h e r  t h e y  a r e  s a f e ,  w a r m  &  d r y



Be c a us e  t h e y  a re  s h a p i n g  t h e  n e xt  g e n e rat i o n  
w ho  w a n t  to  m a k e  a  rea l  d i fferenc e .



Our SS22 kids 
range enables and 
empowers today’s 
kids to get outside 

and protect the 
world they love.



The  SS22 Craghoppers Kids  Story

It's our world, our 
turn to love it.

E n a b l i n g  &  i n s p i r i n g  t o m o r r o w ’s  l o v e r s  o f  
t h e  g r e a t  o u t d o o r s .





THA NK S  TO  C O V I D ,  C A MPI NG  HA S  S E E N  A  RE C E NT  
RE S URG E NC E .

April, 2021



A ND  HA S  A  S TE A DY G RO W TH  C URV E  E XPE C TE D  FRO M 
2022  O NWA RDS …

+37.4%
2 0 2 2  f o re c a s t



Under 35s have 
camped in the past 

three years 

3 in 10
Have holidayed in a tent 

over the past 3 years

Aged 24 
1/3 29%

25-34s 

&

Compared to
17% aged 35-54 & 6% over 55s

I t ’s  a ls o  g o t  a  y o ung er b i a s .



The top 5 influences for people taking 
their first trip camping are:

t h e  l o v e  o f  t h e  
o u t d o o r s

34%

32% t h i n k i n g  i t  w i l l  b e  f u n

30% d u e  t o  t h e i r  s i g n i f i c a n t  
o t h e r

27% s p e n d i n g  t i m e  w i t h  t h e i r  
f a m i l y

26% t o  e s c a p e  t h e  g r i n d

A ND  I TS  A PPE A L  G O E S  BE Y O ND  THE  TE NT…  



A ND  W HI LE  S O ME  C US TO ME RS  A RE  HA PPY G O I NG  BA C K  
TO  BA S I C S …

P re f e r  t o  s t ay  at  
s m a l l e r  c a m p i n g  
s i t e s  w i t h  f e w e r  

f a c i l i t i e s

42%
TRIBE 1

P re f e r  l a r g e r  
s i t e s  w i t h  
e x t e n s i v e  
f a c i l i t i e s  

( f e m a l e  b i a s )

32%
TRIBE 2

… o thers  a re  lo o k i ng  to  reta i n  tho s e  ho me  c o mfo rts .



OUR SS22 CAMPING 
RANGE APPEALS TO 

THE ‘LUXURY 
SEEKERS’ AND 

‘BACK TO BASICS’ 
ENTHUSIASTS 

ALIKE.  



The  SS22 Craghoppers Camping  Story

It's our world, feel at home 
in the great outdoors

A  t e n t  y o u  c a n  f e e l  a t  h o m e  i n .





W HI LE  C O V I D-19  W RE A K E D  
HAV O C  O N  MO S T  O F  THE  
FA S H I O N  I NDUS TRY,  THE RE ’ S  
O N E  C LE A R  W I N N E R :  
A C T I V E W E A R.

The global activewear 
market is now expected to 

be worth nearly 

£547bn
by 2024.

82%
In outdoors 

activity 2020

Strava saw an 

increase of



C US TO ME RS  A RE  ENJ O Y I NG  A  W I DE  RA NG E  O F  O UTDO O R  A C T I V I T I ES .

Hiking Snow sports Rowing Canoeing

Horse riding Bootcamp Running Mountaineering

Angling Mountain Biking Parkour Bird watching



Time with family Fun with friends

Something 
different to do 

other than 
‘traditional 

sports’

To be close to 
nature

To enjoy the fresh 
air/ weather To relax / destress

… A ND HAV E  A  W I DE  RA NG E  O F  
MO T I VAT I O N S .  



T h e  G e n e r a l i s t

64% o f  t h e  A c t i v e  
O u t d o o r s  m a r k e t

T h e  D e d i c at e d  E x t re m i s t

36% o f  t h e  A c t i v e  
O u t d o o r s  m a r k e t

THE RE  A RE  TW O  TY PE S  O F  ‘ A C T I V E ’  PE O PLE :



W E’ RE  TA LK I NG  TO  THE  
G E N E RA L I S T.

T h e  G e n e r a l i s t

64%
o f  t h e  A c t i v e  
O u t d o o r s  m a r k e t

Sees the countryside as a 
playground

Lives life to the full

Loves the freedom that keeping 
active outdoors brings

Keeping active is a means of 
personal development & 

challenge

Feels at one with the natural 
world and loves exploring it 

Physical & mental wellbeing is 
important



OUR ACTIVE 
RANGE IS FOR 

CUSTOMERS WHO 
SIMPLY LOVE TO 
KEEP ACTIVE& 
SPEND TIME IN 
THE OUTDOORS. 



The  SS22 Craghoppers Active  Story

It's our world, it’s 
everyone’s playground.

E v e r y o n e  s h o u l d  f e e l  c o m f o r t a b l e  
o u t d o o r s .





THE COLLECTIONS




