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Do you know about 
their purpose?

Secrid who?

uhh.. purpose? I 
know its super 
handy!

This thing!

 I have one too!

Engaging 

end consumers 

with secrid’s 
purpose stories

a communication concept, 
plan and future vision

12 design criteria were developed from 
research and prototype validation. These 
criteria guide secrid in engaging end 
consumers with their purpose stories

One clear message was created to better 
convey Secrid’s purpose to end consumers1
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Design challenge

How to engage end consumers 
with Secrid’s purpose stories? 

Problem context

Due to previous B2B focus�

� No experience with B2C 
communication�

� Fragmented communicatio�
� Underdeveloped  consumer 

touch points�
� Dilution of purpose story 

through retailers



�� Consistent guided by the Big Idea�
�� Relatable and authentic�
�� Extremely transparent�
�� Accessible, by layered information�
�� Diverse by sharing different stories across channels�
�� Honest and creates hope.�
�� Engaging on cognitive, emotional, and behavioural levels�
�� Encouraging consumers to define ‘better’ �
�� Clear in what ‘design’ means supported by context�

��� Framing ‘better’ in the context of choices�
��� Seamlessly connecting channels to each other�
��� Relatable with a ‘dilemma of the month’. 

*the criteria are simplified 

Do you know Secrid? 
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The post-purchase mailing was designed 
using these criteria and also served as 
a means to validate the criteria 

A future B2C communication 
vision with ideas to inspire

E.A. van den Hende

Ir. S.S. Mulder  

Secrid, The Hague

Mw. F. van den Heuvel

We exist to 
showcase the 
power of design

*

*the Big IdeaL advertising 
model was used

Driving the 
industrial evolution 
by using design as a 
force for good

The prototype was validated with qualitative 
interviews (n=14) and a survey (n=131)

By 2035, Secrid is a benchmark for purpose-driven 
brands.  Staying true to its mission of "using design 
as a force for good to inspire the industrial 
evolution," Secrid has expanded beyond its initial 
niche to engage diverse consumer segments.

Through high-quality, durable products and purpose-
driven narratives, the brand shows the power of 
design and inspires consumers to make better 
choices to reshape the industry.
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Based on these validated 
criteria, a generalized short-
term B2C communication plan 
was proposed  to bring 
Secrid back on par with its 
competitors.


