
Mountain expansion



high-level

goals

identity maintenance

establish credibility in the mountain/outdoor space without repositioning the brand away from its core identity.




capture The Gearhead

The mountain expansion represents an opportunity to capture The Gearhead persona



Extend "trail to town" positioning

build a coherent Mountain ecosystem where every product serves the customer who might hit the trail before work, grab coffee after, and head to the office.




Prove the market before expanding

build credibility through content, community, and messaging around existing products then expand product offering once the brand has earned permission to play in this space.




cross-sell between lines

The ideal customer owns products across categories. Someone who buys an MPL22 for weekend hikes should see the CPL24 as their weekday option and the CTB26 as their travel solution.






Strategic foundation

Position challenges

Identity Maintenance

The mountain expansion must honor our current brand position:

a design-led brand focused on long-lasting, high-performance products that seamlessly enhance how you live. 
We create products that integrate into life and are versatile, durable, and refined. 

We should not compete directly with Osprey, Gregory, or traditional outdoor brands on their terms. Instead, the strategy should leverage our strengths:

Trail-to-town versatility
Premium materials and construction quality
Clean, refined aesthetic that works in urban environments
Panel-loading design philosophy applied to outdoor use cases





















Strategic foundation

target consumer:
the gearhead

The Gearhead persona should function as our initial target demo while we establish mountain positioning. 

This consumer:

Has graduated from gear acquisition to gear curation
Values intentionality, craft, longevity, and versatility
Appreciates minimalist aesthetics with functional warmth
Operates in both urban and outdoor environments
Ages 28-45, income $75K-$150K, often in creative/tech/professional fields

The Gearhead wants better things that each serve a clear purpose. 

We earn consideration across use cases because the design philosophy is consistent and the quality is proven. 

The Gearhead likes to believe they are building a coherent kit from a brand that understands how they live.
























Strategic foundation

Consumer expansion
The Outdoor-Curious Urban Professional

The person who does a few hikes a year, maybe got into it during the pandemic, owns one generic daypack from REI or Amazon, and would upgrade if something better-designed crossed their path. 

They don't read gear forums. They're not comparing denier counts. They want something that looks good and works.

This customer doesn't know EVERGOODS exists because they're not in the channels where we live. 

They shop at REI, they scroll Instagram, they ask friends for recommendations. Reaching them requires broad lifestyle visibility.

The "I Don't Want to Look Like a Hiker" Hiker

Someone who actively recreates outdoors but resists the outdoor industry aesthetic. 

They don't want big logos, they don't want bright colors meant for search-and-rescue visibility, they don't want the aggressive "adventure" branding.

They want gear that's capable but quiet. Our black, minimal branding, & clean look could speak to this customer in ways Osprey and North Face never will.
























2026 CUSTOMER SURVERY

2026 Survey
Learnings part 1

The Hard Truth

No Mountain product landed in the top 10 for any audience. The highest-ranked Mountain product ("Simple Trail Backpack" at 510) sits below 14 other bag types.

Meanwhile, Civic Packable Daypack leads at 1,132, which more than double the top Mountain option.

Logans note is correct: "How we position this will be important" regarding the Weatherproof Gear Hauler (228 votes), which is essentially what the Equipment Tote is.

Implications

The existing customer base of repeat purchasers who are engaged enough to complete a survey ARENˇT asking for Mountain products.

They want Civic products: packable daypack, small EDC backpack, everyday tote, gym duffel, tech sling. The demand signal is overwhelmingly urban/EDC/travel, not trail.

This doesn't mean Mountain expansion is wrong, but it does mean Mountain expansion is a new customer acquisition play, not a serve existing customers play.

The Gearhead persona weˇre trying to capture hopefully isn't in this survey population (they haven't bought twice from EVERGOODS)

























2026 Survey
Learnings part 2

MPL22 Positioning

The "Simple Trail Backpack" demand (510) suggests the MPL22 has A positioning problem.

Customers want something simple for trails, but either don't know MPL22 exists or don't perceive it as "simple." 

At $150-220, it may feel overbuilt for what they're imagining.

Waterproof demand

The waterproof cluster (Waterproof Zippered Backpack 431, Waterproof Sling 415) has stronger signal than most Mountain-specific products.

This might argue for ELEMENT being the vehicle for outdoor use cases rather than expanding the Mountain line itself.

Equipment Tote Challenge

"Weatherproof Gear Hauler" at 228 and "Large gear duffel 65L+" at 242 are both in the bottom third. The Equipment Tote concept lives in this territory.

this survey suggests existing customers aren't actively seeking this product.

The tote may need to be positioned as solving a problem customers don't know they have, or it needs to reach a different customer entirely.


























2026 CUSTOMER SURVERY



2026 Survey
Learnings part 3

The big question

Is Mountain expansion is about deepening loyalty with existing customers (survey says no) or acquiring new customers who don't yet buy from EVERGOODS?




2026 CUSTOMER SURVERY



current offering

Mountain Panel
Loader 22L

Price: $220

Position: Grab-and-go trail bag with trail-to-town versatility

Key Strengths:

Panel-loading design differentiates from top-loading outdoor packs
Breathable back panel
water-resistant, abrasion-resistant, dust-repellent
Suspended hydration/laptop sleeve works for both use cases
stretch pockets for water bottles
Solution-dyed (eco-friendly positioning)
Expedition Yellow colorway for mountain visibility

Note: Shell textile changing to 210D in Summer 2026. This transition should be positioned as product evolution messaging.
























current offering

Mountain Hip
Pack 3.5L

Price: $119

Position: Versatile hip pack/sling for active pursuits

Key Strengths:

breathable back panel
3D patterning for locked-in fit during movement
U-shaped zipper for wide access
Quick stuff sleeve for jacket/wet items















Market Landscape

Competitive
positioning


EVERGOODS Mountain Position Statement

EVERGOODS Mountain gear delivers trail-proven performance in a package refined enough for anywhere your day takes you.

We build for people who might hit the trail before work, grab coffee after, and head straight to the office. No compromise required.









launch strategy

Phase 1:
establish cred Q2-Q4

Focus on proving EVERGOODS belongs in the mountain space before expanding the product line.

Products

MPL22 Re-launch
Ultra Products?
How will we handle all the ultra products being in the transit & civic line?

Content & Creative Strategy

Weˇve seen UGC outperforms studio content (often 2-3x ROAS in loyalty campaigns). Based on that, we should prioritize:

Authentic Mountain Content

Partner with mountain bikers, trail runners, and day hikers for real-use content
Capture MPL22 and MHP3.5 in actual trail conditions
Document trail-to-town transitions (morning hike ™ coffee shop ™ work)

Load-Out Content

Mountain day trip loadouts showing organization capabilities
Bike commute + trail ride combination setups
Weekend adventure packing

Community Building

Target mountain bike, HIKING, and outdoor photography communities
Reddit engagement: r/onebag, r/backpacks, r/ManyBaggers, r/MTB, r/hiking
partner with outdoor-adjacent creators who also work in urban environments








































launch strategy

mPL22 re-positioning
part 1

When 510 people say they want a "simple trail backpack," they're probably imagining something uncomplicated. The customer asking for "simple" might see MPL22 and think it's too much bag for what they need or not see it at all because the language doesn't match their search.

Messaging Adjustments

Shift from feature-forward to use-case-forward. Instead of explaining what the bag is, show what it does.

Current: "Full panel loading opening for easy packing & access to contents"
Revised: "Everything visible. Nothing buried. Grab your water without stopping."

Current: "Stretch woven sleeve (Hydration/Laptop)"
Revised: "Carries your water bladder on Saturday, your laptop on Monday."

Creative Direction

For the simple trail positioning, the creative should be ruthlessly focused on one thing: day hikes made easy.

Load-out content should be minimal and approachable: water bottle, trail snacks, sunscreen, packable layer, phone, keys.

Not avy gear and climbing equipment.


























launch strategy

mPL22 re-positioning
part 2

Campaign Structure

The customer knows they want a trail bag but they don't know MPL22 is the answer. This would indicate using problem & solution aware messaging.

Problem aware: "Most daypacks make you dig for everything"

Solution Aware: ˝The trail bag that opens like a suitcase˛

We should avoid technical jargon. ˝panel-loading˛ doesnˇt mean anything to these people. But saying something along the lines of ˝fully opens for easy access˛ communicates the same benefit without overwhelming people.  

Channel considerations

Meta traffic can test the repositioned messaging against the existing technical positioning. If the simple framing drives higher CTR and conversion, that's signal to shift more broadly.

The risk is alienating the technical buyer who values the detailed spec language. however I feel like we can mitigate that with simple messaging for acquisition, & technical depth for consideration and product pages.

What Stays the Same

The product doesn't change. The price doesn't change. The features don't change. This is purely a communication shift.




























launch strategy

Phase 2:
Product expansion q1-?

Once credibility is established, consider strategic additions.

Products

Mountain Equipment Tote

A general-purpose equipment bag in the MOUNTAIN category.€ This bag falls into the Approach side of MOUNTAIN (rather than Pursuit), so is aimed at more in-town, vehicle-based activities (rather than backcountry or wilderness environments).

This product is straddling the lines of ˝mountain˛ and ˝element˛. How are we choosing when to call things what?

Potential Products

Mountain-Specific Accessories

the CAP system could extend naturally here. A weather-resistant Access Pouch for trail use, a stuff sack CAP system that integrates with MPL / Equipment Tote / etc.

Requires Nomenclature adjustment to depart from ˝civic˛

MHP2

A smaller hip pack (2L) at 322 votes seems to be an unmet need in the current Mountain line.

Waterproof?

Waterproof Zippered Backpack (431) and Waterproof Sling (415) outperform most Mountain-specific products. 

Again, if we develop these and want to position them in ˝mountain˛, what would be considered ˝element˛?


































