
































































BRAND 
HERITAGE

Piz Buin traces its origin back to the inspiration 
of Franz Greiter, a young chemistry student who 
suffered severe sunburns while climbing the 
eponymous mountain in 1938. He formulated a 
product that would protect the skin against the 
adverse effects of the sun, a product that would 
later become known as PIZ BUIN®.

Piz Buin’s brand image celebrated a luxurious 
lifestyle filled with beautiful women, trips to 
exotic locales, and the beauty of deep golden 
brown tans.



CORE VALUES

Heritage: celebrating strong roots in 
scientific research and constant innovation

Well-Being: providing you with the first line 
of defense between you and the sun

Sustainability: being mindful about the 
effect the products and manufacturing have 
on environmental resources



VISION

To promote an active, healthy, and positive 
lifestyle, wherever you may be.



Piz Buin’s After Sun line provides moisturizing, cooling and 
restorative care after the skin has spent prolonged time under 
the sun. Like the In Sun line, they provide products to 
enhance and retain your tan, as well as specific products 
formulated for the face. 

Summer Suncare

Mountain Suncare

After Sun

Self Tan

The In Sun line provides the broadest range of sun protection 
for the traditional outdoor and sport activities. Their products 
include specific face, lip and body protection, as well as 
bronzers and products formulated for sensitive skin.

The Mountain line is portable, high intensity and formulated 
with generally higher SPF values than their In Sun line to 
protect against snow and sunburns from reflected light.

Self Tan is a line to help you look the part without actually 
having to be under the sun. Not a particularly wide ranging 
degree of products, but with enough specialty to cater to 
different body areas.



CURRENT
MARKET

Standing out in the sunscreen market can be a 
challenge—drugstore shelves are saturated with 
countless brands promising the same results. 
From the priciest dermatological brands to 
pharmaceutical approaches and cosmetic lines, 
the sunscreen market is bombarded with 
competition from every angle. So what sets one 
product apart from another? 



SWOT
ANALYSIS

 Constantly researching new technologies (ex. SPF, 

UVA & UVB filters, Helioplex™)

 

Premium but tangible

 

Long history of scientific background since 1946

 

Specific mountain suncare product

 

The brand heavily focus on sun protection product

Masculine package design may deter 

female audience

Many products with similar functions to 

compete against

Redesign package to attract more users from 

other tiers of the market
 

Increase market distribution in way that may 

cooperates/complements with people’s lifestyles
 

Enter new markets by tying it to circles with 

existing close-knit cultures (i.e. biking, racing, etc.)

Competing brands or brands within the same 

parent company currently have more market 

distribution

Not widely known (treading the line between 

premium and obscurity)

STRENGTH

WEAKNESS

OPPORTUNITIES

THREATS

A

B

B



NEW 
MANIFESTO

The modern traveler has evolved. Informed, sophisticated, and experienced, for them, 
traveling is not about jumping off the plane and making decisions on the fly. They’re 
technologically savvy, plugged in to a network of knowledge and people, and keenly 
astute about their options. For them, traveling is about actively connecting, exploring 
and evolving.

Whether it’s two weeks or two days, it’s not simply about finding beautiful locations, 
but taking in the entirety of the journey and feeding the soul. Self-assured, confident, 
and always ready for the next thing, every day and every trip moves them one step 
closer toward their ultimate destination for self discovery. 

Today’s traveler desires the excitement, flexibiility and the carefree change of pace of 
the ‘getaway,’ even if for the weekend. They harbor a passion for connecting with 
people, sharing experiences, exploring the unfamiliar and discovering a little bit about 
themselves... and Piz Buin’s passion is to be there for every turn along the way.

Gear up and get moving. Piz Buin.

RESEARCH 
ANALYSIS
Generating insights from 
mobility research to produce a 
new Piz Buin “Manifesto”



Long Term Short Term In Berlin

IBSTLT

Types of Travelers In BerlinKey Insights: Travel Patterns in Berlin



Escaping to 
Santorini

For three weeks: find a housesitter, start 
packing up a good part of your 
wardrobe, make reservations for hotels, 
buy guide books

More planning, more packing, more 
products

LT



Heading To Your 
Dacha Garden

Just for the weekend: Finish work, head 
home to throw a toothbrush, an extra 
pair of pants and a couple shirts into 
your overnight bag

Just looking for a quick breather outside 
the city limits

ST



Riding From Mitte 
To Kreuzberg

Out for the day: Visiting a friend for lunch 
in the park and some shopping in 
Kreuzberg, take whatever’s in your bag

Moving within the city, taking a bike and 
the U-bahn

IB



THE 
CHALLENGE 

Our mission/challenge is to create a 
product that works across all three styles 
of travel with one a unifying concept.



BRAND 
STORY

What ties all these groups together: 

Traveling works as a cycle – a constant 
loop of coming and going out again, 
whether it’s a few hours, a few weeks, or a 
few months in between.

To keep the cycle going, every traveler 
needs to be rejuvenated and recharged 
from time to time.



BUSINESS
OBJECTIVE

Piz Buin seeks to be a travel companion 
that can be recharged and rejuvenated 
with you, ready for the next outing under 
the sun.



DESIGN 
OBJECTIVE 1

To update the packaging of the current 
Piz Buin line to reflect a more youthful, 
modern, on-the-go feel.



DESIGN 
STRATEGY 1

Derive forms inspired from vehicles and 
their respective parts, reflective of 
movement, speed, and versatility.

Create a youthful color pallette, based off 
of Piz Buin’s current signature dark 
brown, but including a lighter, more 
modern secondary pallette to 
complement 



DESIGN 
OBJECTIVE 2

To design an environmental retail space 
that can heighten exposure of the Piz 
Buin brand name



DESIGN 
STRATEGY 2

Place it in highly trafficked areas for people 
on-the-go

Provide a service (not just a retail “flagship 
store”) to create brand trust between Piz Buin 
and the consumer

Carry over form language from the packaging 
design to create unity between the visual 
language.

Use raw materials, like recycled wood and 
metal, to keep an edgy Berlin feel and create 
less waste.



NEW PIZ BUIN
IDENTITY

To reflect the more youthful, modern, 
mobile demographic






