
B R A N D  R E C O M E N D A T I O N

T E A M  5 :  A D A M A R I S  T R E V I N O ,  C A R O L Y N  B L A K E ,  E M A  S I R B E G O V I C ,  K E N N Y  O K E K E ,  K J  J U E T T

DES IGN TH INK ING FOR  BUS INESS  INNOVAT ION F INAL  



C H A L L E N G E S

R E C O M E N DAT I O N S

S U C C E S S  M E T R I C S

P E R S O N A S

O U R  E X E C U T I O N

A G E N D A

R E S E A R C H  L A D D E R I N G  &  S H A D OW I N G

R E S E A R C H C O N J O I N T  A N A LYS I S

R E S E A R C H C O N S U M E R  J O U R N E Y



RESEARCH : L A D D E R I N G  &  S H A D OW I N G

LADDER ING

SHADOWING 

Brand recognition →  confidence (Nike/Lulu loyalty )

Fit &  sizing (top driver in interviews )  →  confidence and security

Material/coverage →  security and comfort

Community cues →  belonging and identity

Brand familiarity →  instant purchasing

Sizing uncertainty →  repeated try-ons and staff help

Consumers relied heavily on tacti le checks →  fabric touching ,  stretching

Better displays →  stronger engagement



Low brand familiarity and trust compared to

competitors (Nike ,  Alo ,  Fabletics )

Decision fatigue from unclear sizing and variety

Lack of tacti le reassurance prevents confident

purchase decisions

Limited word-of-mouth due to absence of sharable or

community-driven experiences

CHAL LENGES

#1

#2

#3

#4



RESEARCH : 

WHAT  TH I S  MEANS
FOR  TONA

C O N S U M E R  J O U R N E Y

Make tacti le testing +

try-on easy and fast

Show value clearly

(durabil ity,

performance ,  design )

Build social validation

(mirrors ,  photo zones ,

events )

Design for both

hesitant &  confident

shoppers



RECOMMENDAT IONS

IG  @HEYG IR LRUNTT  @SSAM.T TAYLOR

#1 CHALLENGE :

Low Brand Familiarity

SOLUTION :  Influencer meet and greet ,  run

group try-on partnership



RECOMMENDAT IONS

#2 CHALLENGE :

Decision Fatigue 

SOLUTION :  Predictable sizing flow ,  curated

product layout ,  l imited edition ecosystem

expansion products

TONA FORM TANK  CONCEPT  AD



RECOMMENDAT IONS

#3 CHALLENGE :

Purchase Hesitation

SOLUTION :  Multi-booth try on areas ,

functional testing zones with experts ,  low-

cost high-conversion items



RECOMMENDAT IONS

#4 CHALLENGE :

Limited Engagement

SOLUTION :  Photogenic design ,  “f i lm your

fit”  mirrors ,  exclusive extended discounts 

USER  GENERATED  CONTENET  (UGC )  EXAMPLE



OUR  EXECUT ION

CONCEPT F u l l - s t o r e  ex p e r i e n c e  i n

D o m a i n /S o u t h  C o n g r e s s

ZONES Tr y -o n ,  f u n c t i o n ,  b r o w s i n g ,

c h e c k -o u t

V ISUALS B r i g h t  c o h e s i v e  c o l o r  p a l e t t e ,

d i v e r s e  s t a f f  &  m o d e l s



OUR  EXECUT ION

Sense :  H a n d -o n  p r e m i u m  f a b r i c  a c c o m p a n i e d

b y  e n t i c i n g  m u s i c ,  l i g h t i n g ,  a n d  f u n c t i o n a l

t e s t i n g .

Fee l :  C o n f i d e n c e  t h r o u g h  f i t  &  c o m f o r t  f r o m

m o v e m e n t

Th ink :  "La s t  l e g g i n g s  y o u ' l l  e v e r  n e e d "  v s .

t r u s t e d  b r a n d  c o m p a r i s o n  a t  t e s t i n g  s t a t i o n s

Ac t :  Te s t -b u y - s h a r e  f l o w  w i t h  exc l u s i v e

c o l o r w a y s  a n d  c u r a t e d  b u n d l e s  a t  c h e c ko u t

Re la te :  C o m m u n i t y  p r o o f  t h r o u g h  m i c r o -

i n f l u e n c e r  a n d  s o c i a l  e v e n t s .

S e n s e–F e e l–T h i n k–A c t–Re l a t e



RESEARCH : C O N J O I N T  A N A LYS I S

ATTRIBUTES:

Collective

Price

Brand Affinity

Individual

Color

Coverage

Brand Identity

Material

Sizing Range

Build/Fit

Purchase Location

Ecosystem Presence

Chemical Use

Model Inclusivity

Brand Affinity
Moderate

Moderate Moderate

Moderate

Material Sizing

Coverage

27

33 35

36%

% %

%



Segment 1 :  Brand-Loyal Experience Seeker

Low price sensitivity (2-6%  importance )

High brand affinity importance (32-40%)

Values ecosystem/experience features

Will ing to pay premium for brand trust and complete

experience

Segment 2 :  Value-Conscious Performance Buyer

High price sensitivity (23-59%  importance )

Moderate brand affinity

Focuses on functional features (coverage ,  materials ,

sizing )

Price-driven but wil l  pay for key functional upgrades

RESEARCH : C O N J O I N T  A N A LYS I S

Average High

Average Low Brand Affinity

Price Sensitivity

Variation

51
3

%

%

High

Ecosystem

Presence53 %



PERSONAS

LAUREN
MITCHELL
Brand Conscious

Experience Enthusiast

60% of interviewed

consumers

Values functional testing,

premium quality, and brand

trust – these elements will

reinforce confidence and

long-term loyalty

SOFIA
REYES
Va l u e -D r i v e n

Pe r f o r m a n c e  S t u d e n t

4 0%  o f  i n t e r v i e w e d

c o n s u m e r s

Drawn to influencer

presence, photogenic

setup, and curated

assortment – these features

drives social engagement &

word-of-mouth promotion.



SUCCESS  METR ICS :  BRAND BENEF I TS

C O N V E R T S  F I R S T  T I M E

S H O P P E R S  I N TO  A DVO C AT E S

S O C I A L  S H A R E  R A T E

U G C  V O L U M E

S T A T I O N  E N G A G E M E N T  R A T E

P U R C H A S E  C O N V E R S I O N  R A T E
B U I L D S  C R E D I B I L I T Y  &  R E D U C E S

P R I C E  H E S I TAT I O N

P E R F O R M A N C E  I N D E X :

T R A F F I C  X  S A L E S

P R O D U C T  A F F I N I T Y  D A T A

E S TA B L I S H E S  DATA  F O R  F U T U R E

R E TA I L  R O L LO U T S

T R Y  O N -T O -B U Y  R A T E

C H A N N E L  A T T R I B U T I O N

M E T R I C S

G E N E R AT E S  VA LUA B L E ,

M E A S U R A B L E  I N S I G H T S



SUCCESS  METR ICS :  CONSUMER  BENEF I TS  

I N C LU S I V I T Y  T H AT  B U I L D S

C O M F O R T  A N D  B E LO N G I N G

S O C I A L  S H A R E  R A T E

U G C  V O L U M E

F O O T  T R A F F I C

T I M E  I N  H I G H  V I S U A L  A R E A S

V I S UA L  A P P E A L  T H AT

D R AW S  C O N S U M E R S  I N

E X C L U S I V E  I T E M  S E L L -T H R O U G H

E A R L Y  S I G N -U P S  F O R  P R O D U C T  R E V I E W S

E XC LU S I V E  AC C E S S  T H AT

F E E L S  R E WA R D I N G

T R Y  O N -T O -B U Y  R A T E

S T A F F -A S S I S T E D  C O N V E R S I O N S

F R I C T I O N L E S S  PAT H WAYS

T H AT  S I M P L I F Y  D E C I S I O N S



TAKE  THE  L EAD  IN  L EGG INGS

THE  LAST  L EGG INGS  YOU WI L L  EVER  NEED

THE  ONLY  L EGG INGS  YOU WI L L  EVER  WANT

Ultimately,  this activation bridges the gap between TONA's

distinctive value proposition and the consumer 's need for tangible

proof,  creating memorable touch points that extend brand reach

beyond the physical space and establish the foundation for

sustained market penetration .



APPEND IX



APPEND IX
1 .0

BRAND BENEF I TS
C o n v e r t s  f i r s t - t i m e  s h o p p e r s  i n t o  a d v o c a t e s :  I n t e r a c t i v e

z o n e s ,  p h o t o  m o m e n t s ,  a n d  m i n i  e v e n t s  e n c o u r a g e  v i s i t o r s

t o  c r e a t e  c o n t e n t ,  t a g  TO N A ,  a n d  s h a r e  t h e i r  ex p e r i e n c e ,

t u r n i n g  c u r i o s i t y  i n t o  o r g a n i c  w o r d -o f -m o u t h .

B u i l d s  c r e d i b i l i t y  &  r e d u c e s  p r i c e  h e s i t a t i o n :  S h o p p e r s  c a n

f e e l  t h e  f a b r i c ,  t e s t  t h e  f i t ,  a n d  t r y  m o v e m e n t -b a s e d

s t a t i o n s ,  w h i c h  h e l p s  t h e m  u n d e r s t a n d  t h e  q u a l i t y ,  m a k i n g

h i g h e r  p r i c e  p o i n t s  f e e l  j u s t i f i e d .

E s t a b l i s h e s  d a t a  f o r  f u t u r e  r e t a i l  r o l l o u t s :  Pe r f o r m a n c e

d a t a  a n d  s h o p p e r  f e e d b a c k  i n f o r m  w h e r e  TO N A  s h o u l d

o p e n  p e r m a n e n t  l o c a t i o n s ,  w h a t  i n v e n t o r y  t o  p r i o r i t i z e ,  a n d

h o w  t o  d e s i g n  f u t u r e  s t o r e  l a y o u t s .

G e n e r a t e s  v a l u a b l e ,  m e a s u r a b l e  i n s i g h t s :  C a p t u r e s  r e a l

d a t a :  h o w  m a n y  t e s t e r s  b e c o m e  b u y e r s ,  w h i c h  p r o d u c t

b u n d l e s  a r e  m o s t  p o p u l a r ,  a n d  w h i c h  s o c i a l  c h a n n e l s  d r i v e

t h e  h i g h e s t  e n g a g e m e n t  o r  f o o t  t r a f f i c .



APPEND IX
2 .0

CONSUMER  BENEF I TS

I n c l u s i v i t y  t h a t  b u i l d s  c o m f o r t  a n d  b e l o n g i n g :  S h o p p e r s

s e e  p e o p l e  l i ke  t h e m  t e s t i n g  p r o d u c t s ,  i n t e r a c t i n g  w i t h

s t a f f ,  a n d  p a r t i c i p a t i n g  i n  c o m m u n i t y  m o m e n t s  t h a t

e n c o u r a g e  t r i a l .

V i s u a l  a p p e a l  t h a t  d r a w s  c o n s u m e r s  i n :  S t r o n g  d i s p l a y s ,

t e s t i n g  z o n e s ,  a n d  p h o t o - r e a d y  t o u c h p o i n t s  c r e a t e  a

p r e m i u m  e n v i r o n m e n t  t h a t  i n c r e a s e s  i n t e r e s t  a n d

ex p l o r a t i o n .

E xc l u s i v e  a c c e s s  t h a t  f e e l s  r e w a r d i n g :  L i m i t e d - r u n  c o l o r s ,

f i r s t - l o o k  p r o t o t y p e s ,  a n d  c u r a t e d  b u n d l e s  g i v e  c o n s u m e r s

e a r l y  a c c e s s  a n d  a  s e n s e  o f  i n s i d e r  s t a t u s .

F r i c t i o n l e s s  p a t h w a y s  t h a t  s i m p l i f y  d e c i s i o n s :  C o n s i s t e n t

s i z i n g  d i s p l a y s ,  g u i d e d  t e s t i n g  s t a t i o n s ,  a n d  h e l p f u l  s t a f f

m a ke  t h e  s h o p p i n g  p r o c e s s  s m o o t h  a n d  i n t u i t i v e .


