
值得一看! Lindy 產品及行銷主管共同闡述New Cable Lines 的設計理念.

InAVate Advertorial Q&A with Cable Design.

Owen Haigh, Head of Global Product Management and Christian Westenhöfer, Head of Global 
Marketing & Brand Management from Lindy speak about the process and creation of the new 
cable connectivity concept from Lindy. Cable Lines offers a range of cables segmented into 
four colour variants of Black, Anthra, Cromo and Gold across a range of environments.
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1. First of all, why have you redesigned your entire cable range?

Christian Westenöfer: “A brand’s relationship with its customers is similar to every other relationship in 
society. It’s something you have to work on and it’s important to be attractive and relevant in business. 
The last concept for our cable range was so long ago, we live in a totally different and digitized world now. 
Our homes, workplaces and even entire cities are changing, so it was time for a refresh.”

Owen Haigh: “This redesign isn’t just for clarity of customers though, it’s allowed us to redevelop our 
cables from the copper up to increase performance, and reliability across the entire range.”



2. Then this is more than just a visual differentiator between the cables? 

OH: “It’s not a vanity project that’s for sure. The visual design definitely helps customers choose the 
perfect solution for their application. But it’s also important that form follows function and the cables 
have different technical specifications depending on the environment they’re developed for. For example, 
our HDMI Gold Line cables feature 99.99% OFC, long life, large cross section, low attenuation conductors, 
in contrast to this our Black Link HDMI cables are high quality CCS construction making them a value 
proposition whilst retaining premium performance. We’ve rationalised the range to ensure that 
customers understand the differences easily, this includes our new cable length distribution. We now 
offer lengths paired with specific Lines, and that allows us to guarantee performance and reliability over 
the greatest distances.”

CW: “The technical specifications, availability and visual design are difficult to radically change across a 
large range of products. So, in the beginning we weighed exactly how drastic that the change is and 
finally settled on an efficient, contemporary development. Everything we’ve done with the Cable Lines 
has been informed by our market research and the identification of four different sectors within the 
market. This has allowed us to hone in on the features that each of these environments need, and to meet 
these requirements with bespoke cable solutions.”
“The world is becoming increasingly connected, and it’s important that those connections are reliable, 
and so we’ve engineered each cable line to work in specific environments, from small office and home 
use, to industrial and commercial installations.”

3. How did this Cable Lines project come about?

CW: “The process was kickstarted when we began our larger marketing efforts with our corporate 
rebranding. We have adapted our business, these cables included, to the requirements of the digital 
world. The Cable Lines project is also a commitment to our new philosophy and corporate strategy. We’re 
not a sleeping giant, we’re always trying to change and evolve our services and products in a way that’s of 
greatest benefit to everyone we work with.”
“We’ve always wanted to standardise across the business, but that can be a challenge when dealing with 
the sort of product variety we have. By standardising our cables we’ve managed to create a customer 
experience that is much more fluid and satisfying. Everything right down to the new packaging for the 
cables has been designed with the customer journey in mind. By standardising everything in this way we 
can present the customer with a clear and informative decision making process for their business.”

4. Why did you end up categorising them by colour? Rather than just by these sectors you’ve 
identified?

CW: “The colour concept came about as a way of creating an easy visual identifier for each Cable Line. 
Colours are easily recognisable across all nations and cultures, and this is a global project that needed a 
global identify. Paired with the new design, these colours offer clarity through reduction and helps us 
focus on meeting the requirements of our business partners. This allows customers and our sales teams 
to be able to instantly identify the right cable for their needs. It also gives the customer freedom when 
choosing a cable, for example if a customer wishes to ensure increased reliability or even higher 
performance for a state-of-the-art operations centre, they may decide to invest in an Anthra Line or Gold 
Line instead of Black Line cables which is much more fluid than segmenting the cables into Home, Pro, 
Design and Industrial applications.”



5. A cable is a cable in the end, is this really that significant of a shift?

OH: “There’s a lot of misinformation surrounding the industry. Particularly in the consumer space, other 
companies might talk about their cables being capable of ‘blacker blacks’ or other colour quality 
improvements which just don’t exist. We want to dispel this misinformation and give our customers 
clarity. Our cables are all about real technical improvements in length and reliability. We’re not out here 
talking about performance differences which aren’t possible.”
“It’s a significant shift in presentation, reliability and distance. In a world that’s getting faster and faster, 
it’s important that customers are given a structured path to making the correct purchasing decision.”

6. Are there any mistakes you’ve made in the past that you’re looking to fix with this relaunch?

CW: “Mistakes? No. Everything we’ve done in the past was done for what we believed to be the correct 
reasons at the time. But the industry and markets are evolving at such a pace that we know we have to 
keep up with new developments. Design and technology is always the visible and functional translation of 
a corporate strategy, both internally and externally and makes changes obvious to the customer. The best 
design and technology are only made possible by the best employees and it’s our expansion and our 
employees dedication to our corporate strategy and in crafting a unique cable range that has allowed us 
to really iterate and improve on everything we’ve done before. Our employees are the face and 
ambassadors of our brand. They’re the ones making these concepts real to our customers by talking to 
them daily. The best technical and design concepts would be nothing without our employees making it a 
reality. This is how we’ve grown and emerged as a major player in the AV & IT industries.”

7. What does this mean for the future of Lindy and your other ranges?

CW: “Right now we’re just focusing on launching the new cable lines. But for sure this is just the 
beginning with our new strategy and outlook. The process and end result of our cable lines will inform 
what we do with other ranges in the future.”
OH: “The core values of this project can certainly be carried forward into other product ranges. We always 
want to learn from a process and apply that across our whole product portfolio to provide customers with 
the same clarity and information that we’re giving them with the new cables.”  
“The journey we’ve been on with the cable lines project is a journey we’d love to go on with all of our 
products. But we have to do this carefully, there’s a lot to consider in a doing another project like this, the 
message, the identification of customers and markets and also the requirements of the digital age.”

8. The launch was May 29th, is this the end of the Cable Lines project for you or is this an ongoing 
process?

OH: “It’s always going to be evolving alongside us. We need to keep up with new technologies so we’ll 
constantly be adding to the defined Cable Lines with new standards and improved technology as they 
become important in the market. But we won’t be making any wholesale changes to the concept or the 
core values of clarity and convenience behind the Cable Lines.”
CW: “Lindy has changed and is more successful than ever. This should also be visible externally through 
Cable Lines. Our cables have always been part of our product range and they stand for a clear promise of 
service from us. They are a symbol of the high quality, perfect economy, reliability, innovation and most 
importantly, trust. Cable Lines is a complete suite, but we won’t shy away from adding things that benefit 
our customers and help us make an even larger impact in the AV & IT connectivity world. This is our 
long-term commitment to our customers and the industry that we will always be here, and we’re 
adapting to meet their requirements whilst still providing the powerful, state-of-the-art technologies 
people have come to expect when buying from Lindy.”


