The Work Before the Work:

Vuori, Creative Systems, & the Cost of Inconsistency

THE WORK BEFORE THE WORK
R) ‘ VUOr1

VUorl

EXPERIENCE IS THE STRATEGY.
CLARITY IS THE MULTIPLIER.

WHAT MAKES VUORI
STRONG

CULTURAL RELEVANCE
Built at the intersection of
performance, comfort, and
‘community.

Vuori has built more than a brand.
It has built a feeling, a community,
and a new standard for modern
active lifestyle.

PRODUCT OBSESSION

Exceptional materials,
fit, and versatility that
earn trust.

The opportunity is to scale "

that feeling—without diluting it. i
COMMUNITY AT THE CORE
Not just a customer base—
a connected, engaged

lifestyle community.

CHANNEL MOMENTUM
Strong DTC foundation
with strategic wholesale
expansion.

THE STRATEGIC OPPORTUNITY

|
PROTECT THE CORE EXPAND WITH INTENT ELEVATE THE EXPERIENCE INNOVATE WITH PURPOSE ‘ BUILD LASTING VALUE
Design products that Drive sustainable growth landscape.

BRAND DIFFERENTIATION
A unique point of view in
a crowded active lifestyle
Keep the soul of Vuori Grow into adjacent spaces Make every touchpoint feel

intact as we scale. that feel natural, not forced seamless and considered move the brand forward and brand equity.

VUORI ISN'T JUST WHAT YOU WEAR. IT'S HOW YOU LIVE. | THE OPPORTUNITY IS TO GROW THAT LIFESTYLE—EVERYWHERE.

In this series, [ write about how I approach opportunities before I ever step into the role.
Not by preparing answers.
By doing the work.

That means studying the company as a system. Product, brand, consumer, retail, digital
experience, and how all of those pieces connect or fail to connect.

This article is focused on Vuori.
The opportunity I saw with Vuori was not awareness.
[t was consistency.

And more specifically, the lack of a fully defined creative system behind a rapidly growing
brand.



Growth Can Hide Structural Gaps

Vuori has done a lot right.

Strong product.

Clear lifestyle positioning.

A compelling origin story rooted in performance and coastal California culture.
Rapid retail expansion.

Strong consumer demand.

But growth can hide structural gaps.

When a brand is scaling quickly, product can carry the business for a period of time.
The consumer responds to comfort, versatility, and aesthetic.

Retail expansion creates momentum.

Revenue grows.

GROWTH CAN HIDE vuorl
STRUCTURAL GAPS.
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—— HIDDEN STRUCTURAL GAPS

The question shifts from:

“IS THIS WORKING?”
UNCLEAR INCONSISTENT DISCONNECTED INEFFICIENT WEAK LONG-TERM

i |
to |
\

_ _ BRAND SYSTEM |  STORYTELLING EXPERIENCES | TEAMS ADVANTAGE
\

“IS THIS SYSTEM BUILT TO LAST?”

No defined creative Different messages Retail, digital, and Teams create in Inconsistency
architecture to across channels product experiences silos, leading to limits differentiation
That is where this assessment begins. guide consistency. and campaigns. not fully aligned. duplication and drag. and brand equity.

/)/\Q\ MOMENTUM CAN GET YOU HERE. | STRUCTURE IS WHAT TAKES YOU FURTHER, = | cPRortunityis not more growih.

It is a stronger foundation.

But eventually, the question shifts from “Is this working?” to “Is this system built to last?”

That is where I focused my assessment.



Product Is Not the Problem

The first thing I look for is whether the brand has a product problem.
Vuori does not.

The product works.

The consumer response validates that.

The issue is what happens after product.

How does the product connect to a larger creative system?
How consistently is that system expressed across digital, retail, campaign, and
seasonal storytelling?

e How clearly does the brand communicate what it is beyond a general feeling of
comfort and lifestyle?

vVuorl

PRODUCT IS
NOT THE PROBLEM.

VUORI'S PRODUCT WORKS.
THE CONSUMER RESPONDS.

STRONG PRODUCT.
STRONG DEMAND.
STRONG MOMENTUM.

THE FOUNDATION
IS ALREADY THERE.

The opportunity lies in what happens after product.
How it connects. How it is expressed.

How consistently the brand shows up everywhere.

WHAT THE DATA AND CONSUMER SIGNAL TELL US

= 1

LOVED PRODUCT CULTURAL RELEVANCE RETAIL MOMENTUM FINANCIAL GROWTH LOYAL COMMUNITY
Comfort, performance, Vuori has become part Strong sell-through, Top-line growth and High engagement and
and versatility drive of how people live, expanding presence, brand equity continue advocacy across digital
repeat purchase. train, and travel. and retail resonance. to accelerate. and in real life.

THE STRENGTH IS REAL. THE OPPORTUNITY IS BE



The Missing Layer: Creative Architecture

Brands at Vuori’s stage need more than good product and good taste.
They need structure.
A defined creative architecture.

This is what that system looks like when it’s connected.

VUORI CREATIVE SYSTEM

ONE BRAND. ONE SYSTEM.
EVERY EXPERIENCE.

Vuori's strength is in the feeling it creates.
The opportunity is in unifying every touchpoint
through a connected creative system that
builds clarity, consistency, and growth.

\ 7
PRODUCT & STORYTELLING / EXPERIENCE

| Built for performance. Human stories. | ) Seamless across

Designed for life. Aspirational mindset. —

f 2 every touchpoint.

Functional Authentic ’ BRAND \ Retail

Comfortable Aspirational / Digital

TRUTH
Mindset.

\ Performance.

(| / \ Lifestyle.

Versatile Inclusive | Community

Timeless Consistent Narrative | Service

\ 3 Elevation. 4 A
ot . -l S N R

CONSISTENCY ACROSS SYSTEMS CREATES BRAND CLARITY AT SCALE.

Product.
Storytelling.
Experience.
Visual language.

All aligned to a single brand truth.
When these move together; the brand compounds.

When they do not, inconsistency becomes expensive.

vuoril

\ VISUAL LANGUAGE
] Clean. Elevated.

Instantly recognizable.
Minimal

Elevated

Intentional

Cohesive



That includes:
e (lear visual language systems
e Repeatable storytelling frameworks
e Defined brand codes
e Consistent digital experience

e Alignment between product and narrative

THE MISSING LAYER: CREATIVE ARCHITECTURE

A DEFINED SYSTEM. ALL PARTS CONNECTED TO A SINGLE BRAND TRUTH.

Good product and good taste are only the beginning.
A connected creative architecture turns momentum into long-term brand equity.

Purpose-built.
Performance-driven.

Versatile.
Designed for real life. B R A N D
“ TRUTH
Elevated Performance.
@ EXPERIENCE Coastal California.
Mindful Living.
o oW Built to Move.
Retail, digital, and
community.
Seamless.
Immersive.
Intentional.

@ STORYTELLING

recognizable.

VUuorl

ONE BRAND.
ONE SYSTEM.
EVERY EXPERIENCE.

Human stories.
Aspirational yet
authentic.

Consistent narrative
across every touchpoint.

VISUAL
LANGUAGE
Clean. Elevated.
Timeless.
Distinctive.
Immediately

INEFFICIENCY
Teams duplicate work
and waste resources.

WEAKER RECOGNITION
The brand is harder to

remember and own. trust and clarity.

CONFUSED CONSUMER

Mixed signals weaken

HIGHER COST
Inconsistency drives up
cost across the business.

HARDER TO SCALE
Growth becomes chaotic
instead of compounding.

CREATIVE ARCHITECTURE ISN’T ABOUT MORE. IT'S ABOUT ALIGNMENT.

Without that structure, brands can still grow.
But they become inconsistent.
And inconsistency is expensive.

e It creates inefficiency across teams.
e [t weakens brand recognition.
e It makes scaling harder than it needs to be.



From Product-First to System-Led

Many successful brands start product-first.

That is not a flaw.

That is often why they succeed.

But there is a transition point.

The brand has to move from product-first to system-led.

That does not mean product becomes less important.

[t means product becomes part of a larger, more intentional system.
That system defines:

e How the brand looks
e How the brand speaks
o How the brand evolves

e How the brand scales

FROM PRODUCT-FIRST —— TO SYSTEM-LED

Every brand hits a transition point. The next phase of growth comes from building a system
that scales clarity, not complexity.

PRODUCT-FIR

WHAT GETS YO

PRODUCT DRIVES
THE BUSINESS
Strong product creates
early success. =<
. 2 ONE BRAND TRUTH

STORY EVOLVES ORGANICALLY - N e
Messaging shifts by TRANSITION

campaign or channel.
FROM

EXPERIENCES VARY MOMENTUM

Retail, digital, and marketing
operate in silos.

TO STRUCTURE

GROWTH CREATES COMPLEXITY

More teams, channels,
and decisions.

Performance,

¢—T->
1 Buiit to Move.

A SYSTEM-LED BRAND DELIVERS COMPOUNDING ADVANTAGE.

SUSTAINABLE GROWTH
The brand sc:

STRONGER BRAND RECOGNITION FASTER TEAM ALIGNMENT BETTER RESOURCE EFFICIENCY

liminates hout

Consistent signals build ~0O o s ) Ones

immediate recognition redundancy and wasted losing what makes it

and trust. effort. unique

PRODUCT CAN GET YOU HERE. SYSTEM WILL TAKE YOU FURTHER.

Without it, each season risks feeling like a reset.

With it, each season builds on the last.

Vuori

PRODUCT BUILDS MOMENTUM.
SYSTEM BUILDS LEGACY.

5y SYSTEM-LED
WHAT SCALES YOU

SYSTEM DRIVES
THE BRAND

Aclear brand system aligns
every decision.

STORY IS INTENTIONAL

One narrative. Many
expressions. Always on-brand.

EXPERIENCES ARE CONNECTED

Retail, digital, and marketing
work as one.

GROWTH CREATES LEVERAGE
Teams move faster.
Brand equity compounds.

LONG-TERM BRAND EQUITY
Consistency today
creates equity that

compounds tomorrow.

LEGACY IS BUILT TO LAST.



Retail vs Digital: A Gap in Experience

One of the areas I focused on was the gap between retail and digital.

Vuori retail stores are strong.
They communicate the brand clearly through space, product presentation, and

environment.
e They feel intentional.

Digital does not always carry that same clarity.
The experience can feel more transactional than expressive.

This is where the disconnect becomes visible.

THE EXPERIENCE GAP

ST RO N G I N P E RSO N Vuori's retail experience brings the brand to life. Vuorl
L] The digital experience doesn't carry
w EA K I N D I G ITA I- the same clarity, consistency, or connection.
- Closing this gap is critical to future growth.
DIGITAL EXPERIENCE: DISCONNECTED AND INCONSISTENT

€ vuorl &

vuori o &

New Arrivals

New Arrivals | Move Freely
VL
Move Freely ~ m M
Meta Jogger
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|
INVITING PERSONAL PRODUCT COMMUNITY UNCLEAR INCONSISTENT DISJOINTED MISSED
ENVIRONMENT CONNECTION EXPERIENCE INTEGRATION NAVIGATION VISUALS EXPERIENCE OPPORTUNITY
Clean, elevated spaces Knowledgeable teams Touch, feel, fit. Events and activations Information hierarchy Mixed photography, Product discovery, Digital doesn't build
that reflect the brand’s that create trust and The quality comes that strengthen local varies across pages. layouts, and tone content, and checkout the same emotional
calm and intention. build loyalty. through immediately. relevance. Hard to find what weaken brand don't feel connected connection as retail.
you need. cohesion. or intuitive.

@ RESULT: EMOTIONAL CONNECTION. BRAND LOYALTY. ADVOCACY. ® RESULT: LOST OPPORTUNITY. WEAKER CONNECTION. LOWER CONVERSION.

THE OPPORTUNITY o/ 00 .
Align retail and digital through a unified creative system. @ z{:grﬁ“ BRAKD (T2} r;iif;vcusm”“ ofl :,N;:‘F;;s'::'::: ITAt @ ::?:;:MLE

Consistent story. Consistent experience. Everywhere.

EXPERIENCE IS THE DIFFERENTIATOR. CONSISTENCY IS THE MULTIPLIER.

That is a missed opportunity.
For many consumers, digital is the first touchpoint.

If the brand experience is not consistent across channels, the story weakens before it has a

chance to land.

That is the risk.



The Role of Creative Leadership

This is where creative leadership matters.
Not just in generating ideas.
In building systems.

The role is not to make things look better.

The role is to make the brand more coherent.

To define the rules that allow teams to move faster without losing alignment.

To ensure that product, marketing, retail, and digital are not operating as separate
expressions of the brand, but as parts of the same system.

That was the core of the Executive Creative Director brief I built.

That is the role.
THE ROLE OF CREATIVE LEADERSHIP vuorl
NOT JUST IDEAS. SYSTEMS. ALIGNMENT. IMPACT. ONE VISION.
S ONE SYSTEM.
Creative leadership is not about making things look better. EVERY TOUCHPOINT.

It is about making the brand more coherent.
It builds the system that allows the brand to grow
without losing itself.
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CREATIVE LEADERSHIP BUILDS THE SYSTEM THAT CONNECTS EVERY PART OF THE BRAND.

BRAND COHERENCE TEAM ALIGNMENT STRONGER STORY PRODUCT EXPRESSION SCALE WITH CONFIDENCE LONG-TERM EQUITY
Creates clarity and consistency Brings cross-functional Builds a narrative system Ensures product, story, Enables growth without Creates a brand that
across every channel teams together around that is clear, flexible, and experience reflect losing identity, quality, compounds in value

and touchpoint. one shared vision and always on-brand. the same brand truth. or consumer trust over time.

Good ideas inspire. Strong systems endure. Creative leadership makes both possible.




Consumer Signal

The consumer feedback around Vuori is largely positive.
e Comfort.
e Versatility.
e Lifestyle integration.

But there are also signals worth paying attention to.
e Price sensitivity as the brand moves upmarket

e Perceived overlap with competitors like Lululemon and Alo

e (Questions around long-term differentiation

These are not immediate threats.
They are early indicators.
And early indicators are where good product briefs start.

This is what the signal suggests, and where it leads.

THE CONSUMER SIGNAL

LOVED FOR HOW IT FEELS.
AT RISK IF IT ALL STARTS TO BLEND.

Consumers connect deeply with Vuori’s experience.
The opportunity is to protect what makes it distinct as you scale.

WHAT CONSUMERS LOVE THE RISK: DIFFERENTIATION DILUTION

® @& ©®

Vuori delivers comfort, ease,
and a better way to live

INCREASING CATEGORY SCALING
EHE A T COMPETITION CONVERGENCE PRESSURES
roducts move seamlessly
across activity and lifestyle. More brands are Performance, As you grow,

athleisure, and
lifestyle continue
to blur together.

replicating the
comfort, look,
and positioning.

inconsistency can
quietly weaken brand
perception.

THE COMMUNITY
A brand that inspires connection,
belonging, and shared values.

THE AESTHETIC
Clean, elevated, and
instantly recognizable.

When everything looks the same, 1

the feeling is easier to lose.

’ These strengths are real. P
That is the real risk. |

They are the foundation. They must be protected.

<

DEFINE THE P.0.V.
Clarify what Vuori stands for
56 every decision comes
from the same place.

00
Do
ALIGN THE SYSTEMS
Connect product, storytelling,
digital, retail, and community
around one brand truth.

THE PATH FORWARD
A unified creative system
turns these insights into
enduring advantage.

ELEVATE THE EXPERIENCE
Make every touchpoint feel
thoughtful, seamless,
and inspiring.

8

Vuori’s future is bright. The opportunity is to keep the feeling at the center STRONGER

DIFFERENTIATION

and build a system that ensures it travels everywhere, every time.

anl
SCALE WITH INTENT
Grow categories and channels

without compromising clarity
or brand equity.

QO  HIGHER CUSTOMER
P LOYALTY

WHAT CONSUMERS WANT NEXT

CLEARER POINT OF VIEW
A stronger, more articulated point
of view that sets Vuori apart.

®
@

@

These are not new asks.
They are the next level of expectation.

<

PROTECT THE FEELING
The feeling is the moat.
Protect it as you scale
and evolve.

DEEPER STORYTELLING
More human stories that express the
why behind the product

ELEVATED DIGITAL EXPERIENCE
A seamless, inspiring experience
that matches retail.

SMARTER PRODUCT EXPANSION
Growth that fits the brand and
protects what makes it distinct.

SUSTAINABILITY LEADERSHIP
Lead with transparency and impact
that earn long-term trust.

i

LONG-TERM
GROWTH

MEANINGFUL
IMPACT

@

e Protect the feeling.
e Define the system that delivers it.
e Scale it without dilution.

That is the work.



Why This Work Matters

The purpose of this assessment was not to critique Vuori.
[t was to understand where the brand is in its evolution.
Every brand reaches a point where product strength alone is not enough.

e Where growth demands structure.
e Where taste has to become system.
e Where identity has to be defined, not implied.

Vuori is at that point.

WHY THIS WORK MATTERS

Growth without structure creates noise.
Structure without soul creates sameness.
The advantage lives in both.

This work helps brands build the clarity,
consistency, and connection that turn
momentum into enduring impact.

AN

FOR PEOPLE FOR TEAMS FOR BRANDS
Better experiences Clear systems Stronger equity.
that feel effortless that enable focus, built on consistency, |

and authentic. speed, and pride. not campaigns.

GOOD BRANDS CONNECT.
'GREAT BRANDS COMPOUND.

The opportunity is not to change what is working.

It is to build the system that allows it to scale without losing itself.



Why I Built This

[ built this assessment to understand the real problem.
Not the version written in a job description.

As both a founder and a product line manager, I've seen how decisions connect across the entire
business.

Product is not isolated.

[t connects to story.

To margin.

To sourcing.

To retail.

To consumer trust.

Line planning requires more than good ideas.
e [trequires clear product roles.
e SKU discipline.
e Commercialization thinking.

That experience changes how you read a brand.
e Notas a collection of products.
® Asasystem.

WHY | BUILT THIS.

| built this because | have seen what happens
when great brands grow without a system.

Momentum is not the same as direction.
And growth without structure creates friction.

| built this to help brands protect what makes them
distinct while building the clarity and consistency
they need to scale.

This is the work | believe creates
lasting impact — for brands and for people.

I BELIEVE 1 BELIEVE | BELIEVE | BELIEVE
Brand is more Clarity creates Consistency Systems do not
than asethetics. freedom for builds trust. limit creativity.
It is alignment. teams to do Trust builds They make it
their best work. endurance. go further.

| BUILT THIS TO PARTNER WITH BRANDS
AT THEIR MOST IMPORTANT TRANSITIONS.

This was not built to point out what is wrong.
It was built to identify where value is under-leveraged.
That is a different posture.



The Read

Vuori does not need reinvention.
It needs alignment.

e It has the product.
e [t has the demand.
e [t has the cultural momentum.

The opportunity is building the system that allows it to scale without losing what makes it

work.

The Work Before the Work

This is why I build these documents.
Because they answer a different question than a resume.

Not:
“What have you done?”

But:
“How do you think when faced with a real business?”

For Vuori, my answer is simple:

The brand does not need reinvention.
It needs alignment.

It needs a creative system that matches the strength of its product.

That is the work before the work.



Closing

Vuori is not missing product.
[t is missing structure.
The foundation is already strong:

e Product that resonates.
e A brand that connects.
e Momentum that is real.

The risk is not losing relevance.
It is scaling without consistency.

The opportunity is alignment.
e From product to story.
e From digital to retail.
e From campaign to experience.

o One system.
o One brand.
o Every touchpoint.

That is how Vuori moves from momentum to durability.

That is the work.

CONSISTENCY IS THE MULTIPLIER.
SYSTEM IS THE ADVANTAGE.

Vuori has the foundation.
The opportunity is to build the system
that allows it to scale without losing itself.

That is how brands endure.

STAY TRUE STAY INTENTIONAL STAY CONNECTED STAY CONSISTENT STAY RELEVANT
Protect the brand truth Design systems that Align every touchpoint Consistency compounds Evolve with purpose,

at every decision. create direction. to one experience. Inconsistency costs. not pressure.

THE SYSTEM YOU BUILD TODAY BECOMES THE YOU LEAVE TOMORROW.



Full Assessment

If you want to review the full Vuori Brand & Creative Assessment, you can find it here:
Vuori Product Brief

This is part of a broader series exploring how [ approach product, brand, and system
thinking across companies.

You can also explore:

e Altra — Road Running Assessment
e SOREL — Footwear Assessment

Different companies.
Different problems.
Same starting point.

Start with the work.


https://rockyparrish.com/vuori
https://rockyparrish.com/altra-running
https://rockyparrish.com/sorel-1
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