
A NEW APPROACH TO 
COMMUNICATING 

TECHNOLOGIES,  FEATURES 
AND BENEFITS



Re-energising our approach to 
technologies to make our 

communications more relevant & 
meaningful for the customer. 
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What it currently looks like. 



S I M P L I F Y  &  
P R I O R I T I S E

Our approach to 
communicating 

technologies

M a k e  t e c h  
m o r e  

r e l a t a b l e  a n d  
m e a n i n g f u l  

f o r  
c u s t o m e r s

Showcasing why 
and how we are so 
good and how it 

benefits the 
customer in a more 
intuitive & engaging 

way

M o d e r n i s e  
c u r r e n t  
d e s i g n  &  

d e s c r i p t i o n  
o f  o u r  t e c h

O p t i m i s e  o u r  
c u r r e n t  

s w i n g  t i c k e t

In line with 
customers 

requirements & 
business objectives

objectives. 



Summary of research
7 insights

W H E N  B U Y I N G  
O U T D O O R  
C L O T H I N G  

C U S T O M E R S  A R E  
P R I M A R I LY  

I N T E R E S T E D  I N  
T H E  P R O D U C T  

B E N E F I T S

Product 
technologies & 
features are 
secondary

A lt h o u g h  n o t  
k e y,  

T e c h n o l o g i e s  
s t i l l  h a v e  a  

r o l e

Helping compare 
products & giving 
confidence to buy

I n  t h e  o n l i n e  
j o u r n e y,  i n  
m o s t  c a s e s ,  

t h e  m o r e  
i n f o r m a t i o n  
t h e  b e t t e r

But it has to be 
structured, clear 

and simple

I n  s t o r e ,  t h e y  
n e e d  

i n f o r m a t i o n  t o  
v a l i d a t e  w h a t  
t h e y  a l r e a d y  

k n o w

Nearly two thirds 
(62%) conduct 
research online 

before going into 
store



9 0 %  o f  o u t d o o r  
e n t h u s i a s t   

c u s t o m e r s  l o o k  
a t  t h e  s w i n g  

t i c k e t s  

To inform them of 
key benefits and 

technologies. 

J o i n e d  u p  o n  
a n d  o f f  l i n e  
a p p r o a c h  i s  

k e y

Around a third 
would research on 
their phone whilst 

in store. 

S u s t a i n a b i l i t y  
i s n ’ t  a  k e y  

p u r c h a s e  
f a c t o r  

i n i t i a l l y  b u t  
s t i l l  

i m p o r t a n t

The younger 
generation in
particular are 

looking for 
sustainability 
credentials.



Product 
benefits are 
key and the 

product story 
needs to be 

built around 
them



The role of tech evolves across the customer 
journey

i n t e r e s t

I need a 
waterproof 

jacket

d i s c o v e r y

I start looking 
at different 
options & 

brands

s h o r t l i s t

I compare a 
few products 

I’ve 
shortlisted

P o s t -
p u r c h a s e
I check my 
jacket after 

purchase

F u t u r e  
p u r c h a s e
I keep an eye 
out for future 

needs

p u r c h a s e

I choose the 
one that 
looks the 

best for me

Technologies… Convey the key 
benefits to get 

on the 
customers 

consideration 
list.

Help compare & 
demonstrate 

product is the 
best option for 
what they want.

Reassure & 
empower 
customers 

giving them 
confidence to 

buy.

Help validate 
the purchase 
the customer 
has just made.

Demonstrate 
expertise to 
build trust & 

affinity with the 
brand.



HERE’S HOW IT IS GOING TO 
LOOK…



BENEFIT LOGOS



TECHNOLOGY LOGOS



WORKBOOK



SWING TICKETS

Previous main 
ticket

65 x 114mm

New large 
ticket

65 x 100mm

New small 
ticket

60 x 80mm



SWING TICKETS



SWING TICKETS



SWING TICKETS



SWING TICKETS



ASSET PACK TO FOLLOW


