
ROADBOOK FROM BRAND TO CULTURE 

A BRAND 
ON THE

MOVE



TIME TO REWRITE OUR STORY
 A Belgian brand born in Antwerp

 Conquering the world through smart functionality

 We’re not just a global network, we’re a global family

FROM HEDGREN TO HEDGRENISM
 Hedgren is our family  

 We want everybody to be free to move  

 We’re inspired by people like us 

 Hedgren is the brand, Hedgrenism is our culture

HEDGRENISM EXISTS BY MEANS OF HEDGRENISTS
 Hedgrenists believe in Hedgrenism 

 What is the average Hedgrenist like? 

 Designed for the true Hedgrenist

 Smart functionality and intuitive design
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BRANDING HEDGRENISM
 Logo    Typography  Examples

 Position  Headline font

 Dont’s   The Hedgren Cube

 Colours  Gradient

BUILD HEDGRENISM: THE CAMPAIGN
 What’s your move? 

 It’s all about moving people

 Micro-influencers are model Hedgrenists 

 Casting model Hedgrenists

BEST PRACTICES HEDGRENISM
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AFTER ALMOST 30 YEARS 
IT’S TIME TO REWRITE

STORY
OUR



A HISTORY OF INTUITIVE

GOING BACK TO 1993 
DESIGN
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A BELGIAN BRAND BORN IN 
Her down-to-earth nature, open-minded 
spirit, and passion for intuitive design were 
passed on through Xavier’s DNA. They are 
what make Hedgren the brand it is today.

The name Hedgren was 
taken from Xavier Kegels’ 
beloved grandmother, 
Elisabeth Hedgren.ANT

WERP
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CONQUERING THE WORLD THROUGH 

FUNCTIONALITY

1993
Emergence
Hedgren
in Antwerp

1994
Legendary
Great American 
collection

1999
Iconic and 
best selling
Inner City collection

2001
Utopia
1st business 
collection

2002
Hedgren
Cube

2006
1st flagship store
in Wijnegem 
Shopping Center
Antwerp Belgium

2011
Globalization
Opening Hedgren 
offices in China 
and Hong Kong

SMART
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Hedgren bags offer genuine freedom 
of movement. Thanks to their combination 
of smart functionality with legendary durability, 
Hedgren can boast an ever-growing community 
of brand lovers throughout the world.

2012-2016
Opening 
flagship stores in
Hangzhou, China 
Taiwan, Shanghai 
and Paris

2014
Reopened
US Market

2017
Launch
Premium 
collections

2018
25th anniversary 
celebrated with 
the launch of a 
special edition 
of Charm

2019
Launch of a hardside 
luggage offer
completed in 2020 
by the Lineo concept

2020
New visual
merchandising 
concept

202 1
Brand actualization: 
From Hedgren to 
Hedgrenism. Revamp  
of the famous Great 
American collection
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WE’RE NOT JUST A GLOBAL 
NETWORK, WE’RE A 

With 7 offices and a network of 3,000 
points off sale in more than 50 countries, 
we have developed a solid global network.
As an inclusive brand, we see this network 
and our partners as an extension of our 
family, sharing the same values, investing in 
collaborations and believing in the power of 
local knowledge and execution.

GLOBAL
FAMILY
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+ 50
COUNTRIES

3000
POINT OF SALES

OUR DISTRIBUTION
CHANNELS

retail

multibrand
stores

luggage
stores

airport
stores

department
stores

e-retail

7 OFFICES

WORLD
WIDE
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MOVING FROM BRAND TO CULTURE, 
OR FROM HEDGREN TO 

HED

GREN

ISM



INTUITIVE DESIGN
FREEDOM OF MOVEMENT
SMART FUNCTIONALITY

DOWN-TO-EARTH
ENERGETIC
INCLUSIVE

WE VALUE WE ARE

Regardless of in-between distances, 
within our global network we will always 
be connected by the 6 values that lie 
embedded in our Hedgren DNA. And we 
will always be open to include everybody 
who shares our values in our family circle. 
Therefore we look at people with an 
open mind. We respect their personality 
and personal style and we’re always 
ready to fulfil their desire to belong. 

OUR

VALUES
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BRAND
CLAIM

BRAND
APPROACH

CULTURE

VALUES

WE WANT EVERYBODY
TO BE FREE TO 

MISSION
It’s our mission to create essential bags and travel gear 
with smart functionality that helps you handle everyday 
adventures without compromising on your personality 
or freedom to move.

PROMISE
We promise that you will become part of an inclusive 
community that creates and embraces an endless portion 
of wanderlust.

PURPOSE
We help you to get the most out of life by enabling your 
freedom of movement.

MOVE
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Our consumers run in streets, not on 
catwalks. Smart functionality is their 
comfort, authenticity is their style. 
They live their own life, are down-to-earth 
and have enough energy to discover 
and live their dreams.

WE’RE 
INSPIRED BY 

LIKE US
PEOPLE
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HEDGREN
IS THE BRAND

Hedgrenism is the pursuit of 
uninhibited movement with 
an open, strong and practical 
mindset. Adherents like to keep 
it real and believe that functional, 
intuitive design helps them achieve 
their goals with intelligence.

Everything we stand for as a 
brand is aimed at facilitating 
and cultivating Hedgrenism as 
an authentic, inviting, energising, 
down-to-earth, open-minded, 
intuitive and connecting culture 
inspired by everyday life. 

Hedgrenism is inclusive, 
not exclusive. IS OUR CULTURE

ISM
GREN
HED
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HEDGRENISM EXISTS
BY MEANS OF 

OR WHO 
IS THE
HEDGRENIST?

HED
GREN
ISTS



HEDGRENISTS

IN HEDGRENISM

To be successful 
we need to know 
our consumers 
inside out.

BELIEVE
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WHAT IS THE AVERAGE

LIKE?

AS A SOCIAL HUMAN BEING

HEDGRENISTS 
Look to connect with others, always in an authentic and 
honest way. They prefer to blend in and do not feel the 
need to be loud. They value all people and are strong 
believers in our equality and freedom to be whoever 
or whatever we want to be.

HEDGRENISTS 
Value function over fashion. They are active and love 
to discover new places and good food and drinks. 
They ride a bike, take the bus or train and believe in 
their community both on and off-line.

HEDGRENISTS 
Work from a café, shop via tablet, dash to meetings, 
work hard and enjoy life to the full.

HEDGRENISTS
Love to explore life and care about culture. They pay 
attention to functional style and love to escape to the 
(urban) outdoors. They are committed to family and 
community and will go the extra mile for them.

HED
GREN
IST
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HANDS-ON

CONNECTED

AWAKE

TRUSTFUL

SIMPLE

functionality

inspirational

INTUITIVE

REALALIVE

comfort

energetic

accessible

smart

everyday

loyal

CONNECTED

INCLUSIVE

MOVement
FREEDOM

DISCOVER

DOWN TO EARTH
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AS A CONSUMER

Hedgrenists want ready-to-go bags and travel gear for 
everyday use. They believe in the art of simplicity and 
the power of smart functionality. They value everyday 
comfort, intuitive design and durability over passing 
trends. 

One bag from work to play. 

Hedgrenists are value-driven* consumers. They feel 
entirely comfortable with brands whose values they 
can personally relate to, as if they were long-time 
companions. 

*value driven as opposed to socio-economic-demo-
graphic driven

Hedgrenists are active on and involved with social 
media. Content that appeals to them is authentic and 
embraces diversity by including people from different 
backgrounds or stories that unique audiences can 
relate to.

WHAT IS THE AVERAGE

LIKE?

HED
GREN
IST
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AS A (DEMOGRAPHIC) TARGET 

Hedgrenists have a 30+ mindset and live in a relationship. 
They are inspired by the city and try to strike the right 
work/life balance.

They enjoy clearing their mind by practising group 
sports or reading a good book.
They love city trips and exploring new places. 
They love to escape to the city outdoors, have a 
mid-summer BBQ in central park and try new things like 
glamping with friends. 
They have a healthy mindset and yoga can be part of 
their life.
They enjoy music and summer festivals. Or taking music 
workshops and learning to express themselves in other 
than everyday ways. 
They wouldn’t be the same without their friends and 
family. They enjoy cooking together, being part of an art 
event or just walking the dog at the seaside.

Hedgrenists are digitally driven and spend money across 
all screens. After reading reviews and comparing online, 
that is.
Instagram is their favourite network. 
Netflix is part of their life but they still read the newspaper. 

WHAT IS THE AVERAGE

LIKE?

HED
GREN
IST
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FOR THE TRUE HEDGRENIST

Our consumers are not looking for the most... 
or the best... but what offers the most, or the best... 
for THEM.
What helps them get the most out of life without 
making compromises.
Hedgren designs essential bags and travel gear to 
enable our consumers to realise the perfect balance 
between work and play.
The true Hedgrenist wants to use products that 
express their style every moment of the day, in every 
possible situation.
To make that possible, we imagined and defined 
4 situations that summarise every possible activity 
in a Hedgrenist’s typical day: 

DESI
GNED

21



THE HEDGRENIST AS A

PERSON

Or how they build 
relationships with 
their nearest and 
loved ones.

PARENT

22



THE HEDGRENIST AS AN

PERSONOr how they 
commute between 
work and play. 

ACTIVE
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THE HEDGRENIST AS A

PERSON

Or how they 
explore new places. 

LUST
WANDER
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THE HEDGRENIST AS AN URBAN

PERSON

Or how they escape everyday life in the city 
and re-energise with sun, water, trees and flowers…

GARDEN
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FUNCTIONALITY AND
INTUITIVE DESIGN  

Every piece we create is made 
to enable freedom of movement 
without compromising on personal style.

In order to achieve this, 3 concepts are key:

 Smart functionality: practical and well thought-out solutions

 Intuitive design: it does the job in our style and without a manual

 Inclusiveness: the price perception is gentle on every wallet, 
 we position at the entry level of the mid-segment but offer more

SMART
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HEDGRENISM

BRAND

ING



Hedgren’s logotype carries the personality and 
professionalism of the brand while not being 
overcomplicated. The logo can only be used in 
2 colours: 100% black and 100% white.

Whitespace throughout all layouts cannot be 
overstated. It adds condidence and clarity to 
the visual messaging. The more, the better. 
The minimum whitespace is the height of the 
letter ‘H’.

1. Logo
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PRINT
Preferably the logo is positioned in the left 
corner (top or bottom) and rotated 180°C 
to the left. It is however allowed to use 
the logo horizontally.

WEB
For online use: the logo is positioned 
horizontally. The minimum width is 130 px.

A4: minimal height logo 44mm

A5: minimal height logo 30mm

A3: minimal height logo 65mm

height

2. Position

A4 A4

min 130px
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To preserve the integrity of our brand, we 
have placed strict limitations on the use 
of the Hedgren logo. The examples on this 
page illustrate some, but not all, potential 
misuses. Keep in mind that the logo is carefully 
rendered artwork and that any alteration, 
apart from proportionate scaling, is considered 
incorrect usage.

The logo can only be used in 100% black or 
100% white.

3. Don’ts
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SECONDARY COLOURS

PRIMARY COLOURS

The primary colours are white and black, 
which are combined with 4 secondary 
colours: red, blue, green and grey.
These 4 secondary colours however are 
never combined. Only grey can be combined 
with other secondary colours. 

4. Colours

C0 M0 Y0 K0
R255 G255 B255
#ffffff

C0 M97 Y78 K10
R211 G20 B43
#d3142b

C9 M7 Y7 K2
R223 G222 B222
#dedede

C0 M04 Y0 K100
R0 G0 B0
#000000

C72 M34 Y19 K21
R64 G121 B153
#407999

C75 M39 Y58 K38
R55 G93 B84
#375d54
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Only 1 typeface is used for the Hedgren 
branding: Circular

It is important to play with multiple weights 
and sizes.

5. Typography
Circular
book
ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvwxyz 0123456789@#&

book
ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvwxyz 0123456789@#&

black
ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvwxyz 0123456789@#&
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For some small headlines or category titles 
we use a custom adapted split font.

This font is Gotham Ultra, horizontally split in 
2 parts, where the bottom part of the word 
is placed slightly shifted to the right.

The size of the shift is 1/4 of the width of 1 
leg of the letter ‘H’ (see example).

Note: this is only used with recurring terms 
like: Hedgrenists, collection, what’s your 
move,... For other titles we use the font 
Circular (see previous page).

WE ARE

X

1/
4 

X

6. Headline font
 

HEDGREN
ISTS

DOWNLOAD THE HEDGREN  
HEADLINE FONT
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https://cdn.shopify.com/s/files/1/1882/4247/files/Hedgren-Shift_1.otf?v=1619082985


The Hedgren cube, with its distinct parts, 
reflects the 4 facets of the busy lives of our 
Hedgrenist as a parent, active, wanderlust 
or urban garden person. 
Each piece comes together to represent 
balance between work and play, left and 
right, form and function. A timeless symbol  
of strength, inclusiveness and harmony.

7. The Hedgren Cube
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As an extra ‘splash of colour’, a gradient is introduced 
to the branding.

a) Use of gradient in split view : 

The gradient can be added when working with a 
split view image (see example) where the gradient 
is only placed on top of the left image. The gradient 
can be used in the Hedgren red, green or blue.

b) Use of gradient in circle:
The gradient can also be used on top of a circle 
which is placed on an image. Also here the gradient 
has to be linear, starting from the bottom, gradiently 
going to 0% opacity.

Note
When using the gradient, make sure the colour 
is not covering any Hedgren products. Always 
make sure to place the image underneath in a 
way that the colour of the products are true to 
the real colour.

8. Gradient a

b

example

+50% 
of total 
height
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Some examples of how to use the
split font in an actual layout.

9. Examples
WE  ARE

PRESS RELEASE SS21 | #WEAREHEDGRENISTS 

FALL/WINTER

WE ARE

FALL/WINTER

HEDGREN
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BUILD HEDGRENISM: 

THE
CAMPAIGN



   Hedgrenism is a culture, 
   a movement. 

WHAT’S YOUR MOVE? 

HOW DO YOU MOVE PEOPLE?

HOW DO PEOPLE MOVE YOU?

 
 
  

YOUR
MOVE?
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PRACTICAL
moving from A to B

EMOTIONAL
affecting people

With the ‘WHAT’S YOUR MOVE’ campaign, 
we look for the BALANCE between the 
emotional and the practical side of the 
Hedgrenist.

We focus on how he or she
MOVES OR SETS PEOPLE IN MOTION.

YOUR
MOVE?

YOUR
MOVE?
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Moving people can be explained on 2 levels: literally and 
emotionally.

We speak of the emotional layer when you do what you do in such 
a personal and different way that it inspires and touches others.

Small or big, exceptional or commonplace, … but always with 
a personal signature, surprising and inspiring…

Your move is about giving to others…, giving back to the 
community… for the sake of beauty, the good or just because you 
can…

Your move gives you and others energy. It sets you free. It makes 
you belong and connect with others.

The second layer is the literal move: from A to B. From Antwerp 
to Paris, from school to the gym, from work to play.

As a brand, inviting people to discover and share their personal 
move is a powerful way of claiming the freedom of movement 
for which Hedgen is synonymous.

WHAT’S YOUR MOVE? 

“What’s your move?” is not just a question. It’s an invitation to 
think about your move and to share it.

PEOPLE

IT’S ALL ABOUT

MOVING
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ARE MODEL HEDGRENISTS 
THAT BUILD OUR COMMUNITY  

Hedgrenism is about quality and 
authenticity. That makes micro-
influencers better suited to spreading 
the word than macro-influencers. 

Micro-influencers may have smaller 
flocks of followers, but that’s because 
they are not interested in selling likes 
to advertisers. They just want to share 
what makes them tick with their 
soulmates.

By using micro-influencer marketing, 
we can count on honest expertise and 
storytelling from influencers and more 
interaction and engagement from their 
followers.

We have carefully selected micro-
influencers that embody one or more 
of Hedgren’s specific values.
They are all people like you and me, 
with a move. 

These micro-influencers will nourish and 
build our community with a wealth of 
authentic stories about their move.
We want to collaborate with them an 
a long-term basis and join forces. 

Being true ambassadors, they will 
play an active role as content creators 
and be a source of inspiration for our 
photo and video shoot. The marketing 
material we create with them will be 
used for authentic storytelling and to 
launch our claim 
WHAT’S YOUR MOVE? 

We are working on building a global 
database of Hedgren micro-influencers 
that will be approved by HHQ. Only 
HHQ approved micro-influencers can 
be used.

Hedgren will create photo and video 
material in collaboration with these 
micro-influencers in line with our 
visual identity. 

Hedgren HQ shares the content of 
these stories on their social media 
channels as well as on the online 
Hedgrenist magazine platform. 

Our influencers repost these stories 
using the appropriate hashtags 
#Hedgren #WeAreHedgrenists 

MICRO
INFLU

ENCERS
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MODEL HEDGRENISTS

The marketing strategy to campaign Hedgrenism 
via model-Hedgrenists means we recruit locally. 
Implementing local influencers will help us be 
more authentic, down to earth and inclusive. 

Model Hedgrenists need to be pictured, illustrating 
their move (both emotionally and literally) in 
one of the four defined situations: as a parent 
person, an active person, a wanderlust person 
and/or an urban garden person.

Model Hedgrenists share our Hedgren values. 
They don’t have to act as if they’re down-to-earth, 
energetic, inclusive people who love intuitive 
design, smart functionality and freedom of 
movement. They do so naturally. 

Model Hedgrenists run in local streets, 
not on catwalks. 

Model Hedgrenists have a move that attracts 
attention in a surprising, positive, inclusive and 
inviting way; a personal move that tells a true 
story with a simple storyline. 

Model Hedgrenists don’t change personality 
once they are online. If you ever meet your 
favourite micro-influencer in real-life, you’re 
likely to have déjà-vu. 

Model Hedgrenists don’t work for a competing 
brand. Our values are their values and they will 
never post something that doesn’t respect them. 
They simply would never want to be a Kiplingist, 
Samsonitist, Herschellist or Whateveritist.

Model Hedgrenists are prepared to sign a (free-
lance) partnership with Hedgren and, why not, 
develop a product together? They will participate 
in an audio and video shoot for the “What’s your 
move?” campaign and will be able to use this 
marketing material, as long as they tag it with our 
Hedgren hashtags. Our collaboration will be used 
in press and will get sufficient media-coverage.

CASTING
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Antwerp based Esohe is the perfect example of a 
micro-influencer with a usable move. As a student in 
law, Esohe uses her skills as a trial lawyer to perform 
slam poetry in her spare time. Slam poets bring instant 
power poetry for a random public. They perform live, 
often on the streets or at popular music festivals. 
Esohe doesn’t use her words to please a cultural elite, 
she wants to move common people. Think of rock 
musicians and you could call her a rock poet. 

THE PERFECT MODEL 
HEDGRENIST

ESOHE
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HEDGRENISM 

BEST
PRACTICES



STANDING TEXTILE FRAMES: 180X80 SHOWCARDS: A5

WHAT’S YOUR

www.hedgren.com

I AM A

www.hedgren.com

WHAT’S YOUR

www.hedgren.com

I AM A

www.hedgren.com

STANDING TEXTILE FRAMES - DOUBLE SIDED 180 X 80 SHOWCARDS A5

I AM AWHAT’S YOUR

WHAT’S YOUR

www.hedgren.comwww.hedgren.com

I AM A

www.hedgren.comwww.hedgren.com

MOVE? HED
GREN
IST

MO
VE?

HED
GREN
IST
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PANCARTE A5 & A4
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SOCIAL MEDIA: CREATIVES
FEED FACEBOOK POST

SOCIAL MEDIA: CREATIVES
INSTAGRAM POST

WHAT’S YOUR WHAT’S YOURWHAT’S 
YOUR

WHAT’S YOUR WHAT’S YOUR

MOVE? MOVE?MOVE?

MOVE? MOVE?
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SOCIAL MEDIA: CREATIVES
INSTAGRAM STORIES

I AM A

HED
GREN
IST

HED
GREN
IST

HED
GREN
IST
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THIS BRAND WILL

THE ENTIRE WORLD
MOVE


