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NEW OWNERSHIP = FINANCIAL RESOURCES & SYNERGIES.

Same Journey
New Beginnings!

The Swedish Outdoor Brand.

By acquiring Tenson, New Wave Group is taking a strategic 

step into the outdoor market making sure that the brand has 

the financial resources and synergies needed when entering 

the next phase in The Swedish Outdoor Brand’s ongoing 

journey - scaling up the business.
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The Swedish Outdoor Brand.

A MIX OF STRATEGIC COMPETITIVE REASONS.

Why The NWG Acquisition of Tenson.

Infra-
structure. Potential. Sourcing.

• Quality, Price and 

Sustainability.

Promo 
Experts.Brand Mix.

• Scalable!

• NWG Global 

Distribution Network.

• Products, Brand 

and History.

• Other brands is not 

seen as accessible or 

easy to work with.

• Strong Portfolio.

• Missing a Outdoor 

/ Ski Brand.

• We Know The Market.

• Knowhow of building 

brands in the Promo 

Market.

Experience.

• Made Similar Journey 

Before (Craft / CB).

NWG
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Introduction.

The Swedish Outdoor Brand.      

1951 - THE ASPIRING ENTREPRENEUR PAUL RYDHOLM STARTS 

A SMALL-SCALE PRODUCTION OF SPORTSWEAR TOGETHER WITH 

HIS SISTER AND TWO SEAMSTRESSES.

TENSON - WHO WE ARE.

”WE ARE NOT SELLING PRODUCTS, WE SELL THE DREAM 

OF A GETWAY EXPERIENCE AND BECOMING PART OF A 

COMMUNITY - A WAY OF LIVING” Paul Rydholm 1966.

THE DNA OF TENSON, WHICH LEVERAGES THE INTERPLAY BETWEEN 

DESIGN, MATERIALS AND TECHNOLOGY WHERE FUNCTION MEETS 

FASHION.

WE ARE ON A CONSTANT MISSION TO DEVELOP FOR YOU 

THE MOST FUNCTIONAL, COMFORTABLE AND TRUSTWORTHY 

OUTDOOR APPAREL FOR YOUR PROTECTION AND TO REASSURE 

YOU THAT YOUR OUTDOOR EXCURSIONS WILL BE COMFY IN ALL 

CONDITIONS.
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To inspire and enable “A Way of Living” where people live more 

active and adventurous lives in harmony with nature.

Vision.

To design, develop and market functional and stylish for all-weather 
conditions apparel. Versatility, reliability and function are cornerstones 

in our product design and development. 

Mission.

The Swedish Outdoor Brand.      
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The Swedish Outdoor Brand.     

This is Tenson.
THE SWEDISH OUTDOOR BRAND.
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The Return of the Swedish Outdoor Brand.       A Case Study.

Tenson Identity:

Tenson has a strong positive energy that radiates warmth and 

inclusiveness that comes with leading an active life. It is manifested in a 

true zest for life - going outdoors, not necessarily to break a record or 

reach a summit but to enjoy the space and freedom -

A way of Living.

Personality.

Relaxed, self confident and friendly. 

Attitude.

Community.
Friendly.
Helpful.

Generous.
Warm.



The Swedish Outdoor Brand.

OUR COMPETITORS & BENCHMARK BRANDS.

Brand Positioning.

PRICE.

PERCEPTION.
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The Swedish Outdoor Brand.

A CONTINOUS PROCESS - EMPOWERED BY THE NWG.

Sustainability.
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Tenson Differentiation Strategy:

Tenson’s history is a never-ending voyage of outdoor adventures. We take great pride in our 70-year history and 

proudly present our heritage in a contemporary context. Without a line to the past, there is no future. We remain on 

a constant mission to develop the most functional, comfortable and trustworthy apparel for protection and 

reassurance that outdoors excursions will be comfy in all conditions.

Heritage & Storytelling.

Identity / Community.
Tenson has always been more than just a clothing company. We remain true to our founder’s values and beliefs: to 

encourage and share “a way of living” with people who wish to be, and are, deeply connected to nature. As a 

business then, here at Tenson, our purpose is to inspire, enable and grow a community of people seeking more 

active and adventurous lives in harmony with nature - “a way of living”...with purpose.

Sustainability.
Tenson is intensifying its commitment toward more sustainable products to better align the brand with its purpose 

through the innovative Swedish CarbonZERO Product . Our vision is to make the entire Tenson company carbon 

footprint zero by 2030.

WITHOUT A LINE TO THE PAST THERE’S NO FUTURE.

The Return of the Swedish Outdoor Brand.



Corporate. E-Com.Retail.

”THE 3 LEGS OF TENSON” - HOW TENSON ENTERS THE B2B & END CONSUMER MARKET

AND HOW THE BRAND BENEFITS FROM NEW WAVE GROUP NETWORK.

Tenson Business Areas.

NEW!

New Wave Distribution Network
Same End-consumers

Tenson Assortment.
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Collection Categories.
COMPLETE SPRING / SUMMER & AUTUMN / WINTER COLLECTION SETUP.

Our Ski collection offers a mix of award 

winning designs such as Aerismo 

JackoRak and trendy multifunctional 

down jackets - all designed with a mix of 

high performance technologies and 

vibrant seasonal colours.

LIFESTYLE.

Our carbon-compensated Himalaya 

collection builds on a rich mix of our 

70+ years of outdoor heritage.

Today’s designs feature contemporary 

materials and carefully selected 

fabrics.

With its roots in Tenson’s rich history 

of heritage products, our Lifestyle 

Collection blends fashion and function 

for our everyday active lives.

RAIN.

With a rain jacket from Tenson, you 

get a very technical rain jacket that is 

both waterproof and windproof and 

designed to be both functional and 

stylish.

Lightweight, easily packed and  

comfortable to wear. 

These characteristics,  combined with 

durability make the TXlite garments 

particularly suitable for adventure 

travel. 

Providing custom softgoods & 

outerwear based on Tenson’s 

INLINE product range.

Aligns with the brand’s already 

applied Cross-Over Product 

Development Strategy

+

Tenson’s brand values that 

include INCLUSIVENESS & a 

WE/US/TOGETHER approach

= mirroring corporate values.

Take a lead 
from an Outdoor 

Perspective!

HIMALAYA. TXlite .

OUTDOOR COLLECTION.

CORPORATE 
BUSINESS AREA.

WHOLESALE + TENSON.COM

CORPORATE BUSINESS AREA.

SKI.
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Tenson Retail.
CONTINUITY + EXPANSION OF DISTRIBUTION.
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RETAIL = SEASONAL SELLING.

Tenson Retail Categories.

OUTDOOR.

RAIN.

RAIN

SS24. AW24.

OUTDOOR.

LIFESTYLE.

LIFESTYLE.

SKI.
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Nordics

Sweden alone is 38. Denmark 13%.

57%

Benelux

The Netherlands (30%) used to be biggest market 1987-2017).

32%

5%
DACH

Germany was back in the days Tenson’s biggest market (1978-1987).

% OF PRE-ORDERS PER MARKET (WHOLESALE)

Pre New Wave Group Ownership.
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• Significant improvement with  
channel segmentation T1-T4

• Fill white spots in Nordics, 
Benelux and DACH - focus new 
partners CH, Be, No

Wholesale.

E Commerce. Retail / Outlet.

KEY TO ELEVATE THE BRAND POTENTIAL.

Customer Segmentation.

Strong reference 

accounts that builds & 

elevates the brand.

Strengthen our 

brand position.

Volume driven, 

not access top 

collections.

Great volume. 

Brand risk.

T1.

T2.

T3.

T4.

Premium specialist

Specialists

Multiples Generalists

Outlets

Prio on physical 

stores

- Online pure players 

has to be signed off 

The Swedish Outdoor Brand.      
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Brand products with 

great quality. Often for 

higher price.

Commercial but very 

worked on products

Less details and 

complexity. Good but 

not the best materials.

Great volume. 

Brand risk.

C.

B.

A.

SMU:s & Old stock

Only Physical T1 & T2:s

T1-T3:s

T1-T3:s, Target is T3.

Outlets

INTRODUCING ABC CATEGORIZATION.

Product Segmentation.
The Swedish Outdoor Brand.      
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The Swedish Outdoor Brand.

365 DAYS A YEAR - OUR INVESTMENT TO OPTIMIZE YOUR OFFERING TO THE END CONSUMER.

Tenson Retail - The Essentials Collection.
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+

The Swedish Outdoor Brand.

Tenson Retail / Wholesale Distribution Map.

2023. AW24.

SHORT TERM GEOGRAPHIC DISTRIBUTION SETUP.
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Tenson Corporate.

TAKING A LEAD FROM AN OUTDOOR PERSPECTIVE!

A NEW BUSINESS AREA WITHIN TENSON.
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Why Tenson Corporate?
TAKING A DIFFERENT APPROACH TOWARDS THE CORPORATE MARKET.

QUALITY / LONGEVITY / 365 PRODUCT CYCLE / 
SUSTAINABILITY.

A UNIQUE CORPORATE  COLLECTION MIX.THE SWEDISH OUTDOOR BRAND. HISTORY.
HIGH LEVEL OF SERVICE  /  KNOWLEDGE OF THE 

PROMO MARKET / NWG NETWORK.

The Swedish 
Outdoor Brand.
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Tenson
Shop-in-Shop 

Concept.

The Swedish Outdoor Brand.      

ELEVATE THE PRESENTATION -
ELEVATE THE SALE!

Tenson
Corporate Catalogue 

SS24.
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The Swedish Outdoor Brand.

Tenson Corporate Distribution Map.

SS24. AW24.

GEOGRAPHIC DISTRIBUTION SETUP.

+
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Tenson E-Com.
GROWING SALES CHANNEL AND 

AN IMPORTANT TOOL BUILDING THE BRAND.
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WHY E-COM?

E-com development.

Perception. Reach. Sales.
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The Swedish Outdoor Brand.

HOW DO WE REACH OUR CUSTOMERS?

E-Com Development.

Newsletters. Influencer
MarketingPaid Ads. Affiliates.

Ex. Meta / Google Subscribers Micro Influenser Strategy Ex. Eurobonus / 

Publishers

Performance Marketing
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Tenson E-Com.
GEOGRAPHIC DISTRIBUTION SETUP = EU

Austria.

Belgium.

Czech 
Republic.

Denmark.

Estonia.

Finland.

France.

Germany.

Hungary.

Ireland.

Italy.

Latvia.

Lithuania

Luxembourg.

Netherlands.

Poland.

Portugal.

Slovenia.

Spain.

Sweden.
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GOAL MOVING FORWARD.

The Financial Goal.

2026.
500 MSEK

*Min 10% growth / year

2027.
+10%*

2028.
+10%*

CAPITAL
MARKETS                
DAY / STHLM.



Success Factors To Reach Our Goals.
THE SUM OF ALL FACTORS.

Design / 
Quality.

Service.Brand. Distribution. Sourcing.

EST. 1951 VARBERG.

THE SWEDISH 
OUTDOOR BRAND.

PERSISTANCE.

HIGH QUALITY, GOOD 
CRAFTMANSHIP 

& AFFORDABLE PRICE =

VALUE FOR MONEY!

NEW WAVE GROUP 
AQUISITION 

OF TENSON PROVIDES 
INCREASED STRUCTURE AND 

KNOWLEDGE

QUALITY CONTROL.

GROSS MARGIN. 

SECURING DELIVERIES.

AND SUSTIANABILLITY 
WORK 

NEW BUSINESS AREA & 
ORGANIZATION 

= ”3 LEGS TO STAND ON”
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The Swedish Outdoor Brand.     

Thank you!
SAME JOURNEY - NEW BEGINNINGS!
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