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QUICK REFERENCE

	Brand Name
	SWTND by Sugar Caddy

	Brand Type
	Sister / Sub-Brand — Women's Active Apparel

	Parent Company
	Sugar Caddy Hi

	Category
	Golf & Lifestyle Athletic Wear

	Target Market
	Women, ages 16–40

	Price Position
	Upscale / Premium

	Aesthetic
	Minimalist · Earthy · Hawaii-Infused

	Document Date
	June 2026

	Status
	Pre-Launch — Brand Development Phase



EXECUTIVE SUMMARY

SWTND ("Sweetened") by Sugar Caddy is a premium women's active apparel brand born from the Sugar Caddy Hi lifestyle universe. The label targets women who refuse to choose between performance and aesthetics on the golf course, at the gym, or anywhere life takes them.

Where most athletic brands lean into technical utility or loud streetwear, SWTND carves a quiet, confident space — upscale silhouettes with a minimalistic identity, rooted in the warmth and ease of Hawaii. The brand draws design inspiration from the islands without defaulting to traditional aloha print, instead channeling the natural palette, unhurried elegance, and cultural pride of Hawaii through fabric, fit, and subtle detail.

BRAND POSITIONING

Brand Essence
Fashionable. Capable. Island-rooted.

Tagline Directions (working)
1. "Move beautifully."
1. "Born in the islands. Built for everywhere."
1. "Sweetened by the sun."

Brand Personality
1. Confident without being loud
1. Effortlessly polished — athletic gear that transitions to brunch or the 19th hole
1. Grounded in nature — earthy, warm, organic
1. Hawaii-proud but globally aspirational
1. Feminine and functional in equal measure

TARGET MARKET

Primary Audience
Women, ages 16–40, active lifestyle, golf-adjacent or multi-sport.

Psychographic Profile
1. Plays golf, pickleball, tennis, or attends fitness studios — and cares what she looks like doing it
1. Follows fashion and wellness simultaneously; reads both Vogue and Golf Digest
1. Values quality and story behind a brand over logo-heavy branding
1. Aspirationally connected to Hawaii or luxury travel lifestyle
1. Shops Lululemon, Vuori, Alo Yoga, Sporty & Rich, and ALYN Golf

Secondary Audience
1. Women 40–55 who have disposable income and gravitate toward understated luxury
1. Visitors and tourists seeking elevated Hawaii-made lifestyle apparel

COMPETITIVE LANDSCAPE

SWTND sits at the intersection of performance golf wear and elevated lifestyle fashion. Key reference brands:

	Competitor / Reference
	SWTND Differentiation

	ALYN Golf
	Similar silhouette direction; no Hawaii DNA. SWTND owns the island identity.

	Lululemon
	Mass-market scale. SWTND is boutique, premium, and story-driven.

	Alo Yoga
	Wellness-focused, studio-heavy. SWTND speaks to on-course performance.

	Sporty & Rich
	Fashion-forward but not sport-functional. SWTND bridges both.

	Vuori
	Gender-neutral, muted. SWTND is unapologetically feminine.



BRAND IDENTITY DIRECTION

Logo
Minimalistic wordmark: "SWTND" set in a refined, geometric sans-serif — no decorative elements. Optionally paired with a small secondary mark (e.g., a single abstract botanical or wave motif used sparingly). The logo must read cleanly at all scales — embroidered on a polo collar, debossed on a golf bag, printed on packaging.

Avoid: island imagery that reads as tourist kitsch, busy iconography, script fonts.

Color Palette — Earthy Tones
The palette draws from Hawaii's natural landscape: volcanic soil, dried grasses, tide pools, and afternoon light through koa wood. All tones are warm, muted, and work in monochromatic combinations.

	
	
	
	
	
	

	Sage
#8A9E7A
	Sand
#C4A882
	Clay
#A0522D
	Cream
#F5F0E8
	Charcoal
#2E2E2E
	Warm Gray
#6B6560



Typography Direction
1. Wordmark: Geometric sans-serif — consider Futura, Neue Haas Grotesk, or custom letterforms
1. Body / editorial: Clean serif for contrast — consider Freight Text, Canela, or similar
1. All caps with tracked letter-spacing for headings and labels
1. Minimal type hierarchy — restraint is the brand

Photography & Creative Direction
1. Lifestyle-driven: on-course moments, post-round scenes, outdoor Hawaii settings
1. Natural light only — golden hour, overcast coastal, dappled shade
1. Models reflect the target audience — athletic, diverse, 16–40
1. No busy backgrounds — clean fairways, ocean horizons, open sky
1. Color grading: warm, slightly desaturated — consistent with the earthy palette

PRODUCT DIRECTION

Core Categories (Phase 1)
1. Golf Polos & Tops — performance fabrics with clean, minimal design lines
1. Skorts & Shorts — tailored silhouettes appropriate for course and beyond
1. Outerwear / Layer Pieces — lightweight pullovers, wind jackets
1. Accessories — visors, bags, headbands in coordinating colorways

Fabric & Construction Standards
1. Moisture-wicking, UV-protective, four-way stretch — performance baseline
1. Soft-hand feel prioritized over technical sheen — approachable luxury
1. Sustainable / eco-conscious sourcing to be explored for brand credibility
1. Made with Hawaii in mind — labels, tags, and packaging reference origin

HAWAII IDENTITY — EXPRESSED MINIMALLY

SWTND is unmistakably from Hawaii — but that identity is woven into the brand's DNA, not plastered on its surface. The approach is intentional restraint: Hawaii inspires the color palette, the unhurried confidence of the brand voice, the choice of natural fabrics, and the origin story — not the print motifs.

Design expressions to explore:
1. Subtle tonal embroidery of native Hawaiian botanical silhouettes (not aloha print)
1. Garment color names referencing Hawaiian places, plants, or ocean moods
1. Packaging in kraft / natural materials with minimal Hawaii reference (coordinates, Hawaiian phrase)
1. Interior labels in English and ʻŌlelo Hawaiʻi (Hawaiian language)

LAUNCH STRATEGY OVERVIEW

Distribution Channels (Proposed)
1. Direct-to-consumer e-commerce — primary channel
1. Sugar Caddy Hi Ala Moana flagship — in-store SWTND section or pop-up
1. Select golf pro shops and boutique athletic retailers in Hawaii
1. Wholesale to resort properties (Four Seasons Ko Olina, etc.) as future expansion

Key Milestones — Phase 1
	Month 1–2
	Brand identity finalized: logo, palette, typography, photography guide

	Month 2–3
	Sampling: 3–5 hero SKUs in 2–3 colorways

	Month 3–4
	E-commerce site development and content creation

	Month 4–5
	Soft launch: local golf community + Sugar Caddy existing customer list

	Month 6
	Public launch — Hawaii market with online national availability



IMMEDIATE NEXT STEPS

1. Finalize brand name legal clearance and trademark filing for SWTND / SWTND by Sugar Caddy
1. Engage brand designer for logo concepts — 3 directions minimum, minimalist wordmark focus
1. Build brand guidelines document (full kit: logo, color, type, photography, voice)
1. Source 2–3 activewear manufacturers with golf apparel experience
1. Define 5–7 hero SKUs for initial product sampling
1. Set up standalone SWTND Instagram and website presence
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