
Endorsed Partners & Orvis 

Sharing Insights 
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Bill McLaughlin Introduction 
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Fishing Journey 
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1. Products 

2. Brand 

3. Culture & People 

Growth the Right Way in an 

Increasingly Competitive, Complex 

World. 
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1. Products 
Understand what is important to 

customers, and deliver as only we can. 
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Great Products Improve Lives 

Proud to Own & Share 

Number of Lives Improved with Orvis 
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The Art of Active Listening 

Ask What’s Most Important? 

Listen for Consumer 
Tension 

What’s the underlying insight? 

 

Analyze/Distill/ 
Prioritize 

(Features & 
Functionality) 

How do we solve for the tension? 

Innovate, Test 
 & Solve 

How does that become a product or experience? 
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The Art of Active Listening 

Ask Reels    

Listen for Consumer 
Tension 

I want to feel in full control when fighting a fish 
(after I go through all the trouble of hooking one!) 

Analyze/Distill/ 
Prioritize 

(Features & 
Functionality) 

• Drag Smoothness 

• Drag Durability 

• Fast Retrieve 

• Maintenance Free 

Innovate, Test & Solve 
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Mirage, USA 
• Patented Drag System 
• Highly Durable in Corrosive Environments 
• Smoother Drag Adjustments in Fish-

Fighting Range (0-100% in Single 
Rotation) 

• Aerospace Manufacturing Partner 



The Art of Active Listening 

Ask Experiences 

Listen for 
Consumer Tension 

“Need to get away from the craziness of society and find/live 
life in the outdoors…Restorative places are important and 
energizing.” 

Analyze/Distill/ 
Prioritize 

(Features & 
Functionality) 

 

• People want to spend their time & money on experiences that 
matter 

• Consumers chief obstacles to getting outside more include a 
lack of time.  Increasingly rely on a trusted source 

• Consumers always want to keep learning.  Google trends for 
“how to” have steadily risen for the past 4 years 

Innovate, Test  
& Solve 

 

Expertise 
• FF 101 
• Schools 
• Shooting Grounds 
• Hosted Trips (Couples) 
• Intro to Advanced 
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The Art of Active Listening 

Ask 

Listen for 
Consumer 

Tension 

“Ideally, I want a rod that is accurate and sensitive but has the 
power to punch through the wind or deliver a long cast… an 
accurate and trusted tool.” 

Analyze/Distill/ 
Prioritize 

(Features & 
Functionality) 

Innovate, Test 
& Solve 

Stay tuned. 
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Simon Perkins I Orvis Brand 
Answering The Question “Why” 



Differentiating 
in a 

Crowded Marketplace 





Simon Sinek 
A British/American author, motivational speaker and marketing consultant. He is the 
author of three books including the 2009 best seller Start With Why: How Great 
Leaders Inspire Everyone to Take Action. 





WHY do/should people care? 

 

WHY Orvis? 











we don’t sell fly rods 









Brand Marketing Tests 

• Website 
• Email 
• Video 
• Father’s Day Soup Test 

• Radio 
• Digital Billboards 
• Print Ads / Billboards 
• Social Media 

 



Focus on the WHY 

 
1. Listen to your customers 
2. Unpack 



27 



Conclusion: 

1. Goal: Meaningful Differentiation 

2. Go beyond “What” to “Why” 

3. Don’t wait for perfection 

• Start with informed guesses 
• Consumers will tell you what’s hitting the mark 



3. Culture & People 
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“If we get the right people on the bus, the right 
people in the right seats, and the wrong people 
off the bus, then we’ll figure out how to take it 
someplace great.”  

-James C. Collins, Good to Great 
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Leadership at Orvis:  Team & Culture 

• Blend of Orvis experience and new 

• New seats and assignments based on business 
opportunities and needs 

• Culture:  
- Win as “One Orvis” 
- Stretch strengths 

• “Secret Sauce”: Valued advisors 
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Sustaining Growth in an Ever More 

 Competitive and Complex World 
 

• Products that uniquely solve problems: 
─ Features, Benefits, Execution 

 
• Brand difference:  

─ “Why?” 

 
• People & Culture 

─ Right people.  Right seats.  
─ Mentors and advisors. 
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Questions? 
 

We’re looking forward to continuing the conversation! 
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