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Executive Summary 

Patagonia is a renowned outdoor and gear clothing brand founded in 1973 by Yvon Chouinard. The 

company stands out in the current apparel market thanks to the high-performance, quality, and durability 

of its products, and its noble ultimate mission. Overall, Patagonia found its way to success in the highly 

competitive outdoor clothing market by implementing a branding and marketing approach based on a 

distinct combination of sustainability, quality, performance, and integrity and by offering great eco-

friendly products perfectly aligned with its consumer base’s needs.  

This research holds academic relevance as it aims to add to the existing academic literature on 

sustainable branding by examining specifically the brand “Patagonia” and the Outdoor Clothing Market, 

sector belonging to one of the most polluting industries worldwide, the Apparel Industry. Moreover, the 

study aims to contribute to the existing literature on Consumer Behaviour by the analysing the impact 

of unique product attributes on the purchasing decisions of outdoor apparel consumers and therefore 

determine the relative importance of the Sustainable Argument of outdoor clothing brands among 

outerwear consumers. Lastly, the results of this study will ultimately help business leaders, marketers, 

policy makers, and academics who want to comprehend how impactful sustainable branding is in 

determining consumer preferences, and how it can be exploited strategically to enhance business growth 

while contributing to environmental and social welfare. 

The study attempts to explore the impact of sustainable branding on the purchasing decisions of outdoor 

apparel consumers, using “Patagonia” as a case study. Therefore, the question that stands at the centre 

of this paper is: “What is the impact of Patagonia’s sustainable branding on the purchasing decisions 

of outdoor apparel consumers?”. In order to address the above-mentioned central question and to obtain 

verifiable results, the research will examine the theoretical and empirical sub-questions presented below.  

Theoretical sub-questions: 

1. What entails sustainable branding? 

2. What entails the outdoor apparel market?  

3. What entails the consumer decision-making process? 

4. Which product attributes affect the purchasing decisions of outdoor clothing consumers?  

Empirical sub-questions: 

1. How effective is the sustainable argument of Patagonia? 

2. To what extent each product attribute affects the purchasing preferences/decisions of outdoor apparel 

consumers?  
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3. What is the relative importance of the sustainable argument for outdoor clothing brands, compared 

to the other product attributes affecting the purchasing decisions of consumers? 

According to the academic research, a positive relationship between sustainable branding and 

purchasing behaviour exists, as the sustainability factor often translates in increased likelihood of 

purchase, brand loyalty, and overall, in promoting long-term sustainable behaviour. The outdoor apparel 

market can be described as highly competitive, fragmented, and influenced by various factors such as: 

increased awareness of sustainable products, societal & fashion trends, and changing consumer 

preferences. Moreover, the current market leaders in terms of revenues are the brands The North Face, 

Patagonia, and Columbia. The consumer decision-making process involves various stages that 

individuals experience before making a purchasing decision. Moreover, External Stimuli such as the 

“Marketing Mix” and Environmental Stimuli, but also Internal Factors such as Consumer Characteristics 

and Psychology may influence the consumer decision-making process. Lastly, the literature study 

outlines that some of the most relevant product attributes affecting the purchasing decisions of outdoor 

apparel consumers are the attributes “Sustainability”, “Price”, “Brand”, and “Reviews”. In light of these 

findings, the hypotheses presented below were formulated.  

Hypothesis 1 → The Sustainable Argument of outdoor clothing brands (i.e., “Sustainability” attribute) 

is going to impact positively the purchasing preferences of outdoor apparel consumers. 

Hypothesis 2 → Compared to the attributes “Price”, “Brand” and “Reviews”, “Sustainability” is 

going to be the most important attribute for outdoor clothing consumers. 

With regards to the empirical research, primary data was obtained through an online distributed 

questionnaire, built specifically with the aim of performing “Conjoint Value Analysis”. Subsequently, 

survey data was analysed using a linear regression method. The results ended up accepting all the 

previously mentioned hypotheses and showed that Patagonia effectively communicated its sustainable 

argument to the surveyed audience. Overall, it was concluded that Patagonia's sustainable branding has 

positively impacted the purchasing intentions of the surveyed outdoor apparel consumers, with 

Sustainability being the most important attribute affecting “utility” derived from consumption and 

therefore consumers’ likelihood to purchase. However, it is important to note that also the attributes 

Price, Reviews, and Brand resulted playing substantial roles in shaping consumer preferences. Therefore, 

Patagonia’s managers, when developing business & marketing strategies, should continue emphasising 

the brand’s commitment to product quality and sustainability, but should also strategically enhance other 

important aspects that may influence consumers’ purchasing intentions should be, for example pricing 

strategy, brand popularity/usage/loyalty, customer satisfaction, innovation in terms of product designs, 

etc. 
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Chapter 1: Introduction 

 

1.1 Case Study “Patagonia” 

 

1.1.1 History of “Patagonia”  

Patagonia is a renowned outdoor and gear clothing brand founded in 1973 by Yvon Chouinard, a 

passionate rock-climber. The company, initially named “Chouinard Equipment”, started as a small 

business producing primarily climbing tools and hardware. However, over the years Chouinard’s 

business grew steadily and, as a method to support its less profitable hardware business, the founder 

expanded the brand’s product line by introducing outdoor clothing and gear, which ultimately 

transformed into a proper business venture by 1972. To reflect the mysticism and adventurousness of 

the lands situated at “the end of the world”, the name chosen for this first clothing line was indeed 

“Patagonia” (Ferrell et al., 2021). During the 1980s/90s, alongside its founder’s commitment to 

environmentalism, the company reinforced its focus on sustainability and started implementing 

environmentally conscious & ethical practices in its production process and supply chain. Particularly, 

in 1996 Patagonia decided to change its production by using a more costly and durable organic cotton, 

a risky but ultimately profitable strategy that certainly reflected the company’s underling core values of 

integrity and accountability. Nowadays, Patagonia is a globally renowned, debt-free, and privately held 

company, counting annual revenues of approximately 1,5 billion US dollars in 2022 (Patagonia, 2022).  

The company stands out in the current apparel market thanks to the high-performance, quality, and 

durability of its products, and its noble ultimate mission. In fact, Patagonia Inc. is devoted to produce 

clothing of the highest quality while minimising the impact on the environment and relying on solid 

core values such as integrity, justice, and environmentalism. The American company boasts an 

incredibly progressive corporate culture and is currently referred as one of the “World’s Most Ethical 

Companies”. Moreover, Patagonia’s commitment to responsible manufacturing and environmental 

issues, has earned the brand a loyal following among conscious consumers (Ferrell et al., 2021). 

1.1.2 Patagonia’s Branding and Marketing Strategy 

To provide a comprehensive overview of Patagonia’s branding and marketing strategy, but also to 

understand how the company gained its competitive advantage and what aspects could possibly 

jeopardise the established market position in the industry, the paper will begin presenting a situational 

analysis and therefore, outlining the factors impacting the internal and external environment of the 

company (See Appendix for PESTEL Analysis). Additionally, the Case Study will continue with an 

analysis of Patagonia’s marketing mix (e.g., Product, Price, Place, Promotion) and it will be concluded 

with a SWOT analysis (e.g., Strengths, Weaknesses, Opportunities, Threats). 
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a) Situational Analysis 

Patagonia is a well-established American apparel brand which offers both traditional (e.g., casual t-

shirts, trousers, vests, shirts, sweatshirts, etc.) and more technical outdoor products (e.g., waders, fishing 

accessories, surf apparel, thermic base-layers, climbing technical clothing, etc.). Patagonia’s customer 

environment is characterised by environmentally conscious individuals belonging to different age 

groups (i.e., 48% of Patagonia’s consumers being 25-44 years old, 19% being 18-24 years old, 19% 

being 45-54, and 14% above 55), commonly outdoor enthusiast who appreciate a good sense of style 

and with a middle-high annual income (StatSocial Insights, 2019). Specifically, the company aims to 

attract conscious consumers, who appreciate outerwear, but also minimalist designs, and share a strong 

sense of community. 

Patagonia’s revolutionary and noble ultimate mission and core values certainly contributed to the 

brand’s exceptional success and subsequent gaining of competitive advantage in the outerwear industry. 

Chouinard’s business relies on five main core values, namely Quality, Integrity, Environmentalism, 

Justice, and Not being bound by convention. In fact, Patagonia strives to build the best product and 

provide the best service while minimising the impact on the environment and its inhabitants, but also to 

use business as a powerful tool to protect and preserve nature (Patagonia Corporate Report, 2021). 

Moreover, the Californian brand’s ultimate mission consists of being in business with the sole scope of 

saving our home planet (Patagonia, 2023). 

With regards to Patagonia’s financial performance, the company is currently privately owned, debt-

free, and boasting an estimated value of about 3 billion US dollars (The New York Times, 2022). 

According to research conducted by Statista (2022), the brand’s revenues increased by approximately 

32% in 2022 compared to 2021. It is also relevant mentioning that in August 2022, Patagonia’s founder 

Yvon Chouinard donated 98% of the company to “The Holdfast Collective”, a newly established non-

profit organisation founded to fight the environmental crisis and maintained the ownership of the 

remaining 2% (i.e., Patagonia Purpose Trust) and the entirety of the voting stock (The New York Times, 

2022). 

b) Marketing Mix  

To successfully analyse Patagonia's market positioning, the research will attempt to investigate the 

marketing strategy of the company in terms of product, pricing, distribution, and promotion, which is 

generally referred to as the Marketing Mix or “four Ps”. 

• Product: Patagonia produces “casual” and outdoor specific technical clothing (e.g., jackets, shirts, 

trousers, swimwear, underwear, jumpers, etc.), but also diverse types of accessories and sport 

equipment (climbing tools, backpacks, hats, surf & ski equipment, etc.). The company currently 
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extended its product line introducing a new organic, sustainable food line called “Patagonia 

Provision”, and “Patagonia Films”, a film production line. Patagonia’s products follow unparalleled 

standards with regards to product quality, sustainability, and durability. Specifically, according to 

Patagonia’s official website (2023), the firm currently produces goods made of approximately 69% 

recycled and 18% renewable materials of the highest quality but strives to obtain 100% recycled and 

renewable materials by 2025. 

• Price: Patagonia’s products are commonly priced employing perceived value pricing (i.e., price 

equals the value that consumers derive from the purchased product/service) and a premium pricing 

strategy. In fact, compared to other outdoor apparel brands like The North Face or Columbia, the 

Californian brand’s prices result much higher. Therefore, Patagonia’s pricing strategy probably 

reflects the company's dedication to implement high-quality, sustainable materials and ethical 

production techniques. 

• Place: Patagonia’s distribution strategy mainly relies on a network of physical authorised dealers 

(currently only available in the United States), a functional e-commerce platform and on retail stores 

located in strategic major cities. Specifically, to appeal each different local market, every individual 

store is characterised by a slightly different personality. Moreover, in Europe the brand’s products 

can be purchased in selected fashion online retailers such as Zalando, Bever, Daka, JD sports, etc.  

• Promotion: The ability to create a sense of community, purpose, and belonging is the core of 

Patagonia’s innovative promotion strategy. Specifically, the brand is renowned for its 

unconventional events, product launches, loyalty programs, or collaborations with key influencers 

(usually outdoor sports athletes such as Tommy Caldwell or Colin Haley), to promote its products 

and ultimately strengthen the brand’s image. Furthermore, Patagonia relies also on more traditional 

forms of promotion such as newspaper/television advertising and social media marketing. 

c) SWOT Analysis 

Patagonia was capable of establishing a competitive edge over its rivals in the outdoor clothing industry 

through a solid commitment to environmentalism, justice, and product quality. Particularly, an 

exceptional set of strengths allowed the company to satisfy its customers’ needs and, as a result, gain its 

strong market position in this industry.  

Strengths  

• A powerful brand image and reputation, cleverly built through an unparalleled commitment to 

corporate environmental & social responsibility and an attentive look to materials quality and 

durability. 

• A highly diversified product line, boasting products for diverse type of occasions: ranging from 

basic or “casual” clothing to technical outdoor gear and sports equipment. Moreover, the company 
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currently owns a fully sustainable food line “Patagonia Provisions” and produces short movies about 

nature, adventure, and outdoor sports (i.e., Patagonia Film). 

• Patagonia is a privately held company. Therefore, independent from any kind of stakeholder and 

free to make its own business decisions. 

• An extensive and environmentally responsible international supply chain, constantly subject to 

controls and improvement in terms of sustainability targets (i.e., Patagonia’s Supply Chain 

Environmental Responsibility Program).  

• A purpose driven marketing strategy, and fully sustainable & ethical direct and indirect 

operations. Aspects which certainly contributed building Patagonia’s large and loyal consumer base. 

• A highly devoted and satisfied working force (i.e., only 4% turnover rate). Specifically, the firm 

pays constant attention to its employees’ welfare, and boasts one of the most progressive corporate 

culture approaches existing. Patagonia not only has demonstrated to be prioritising employee health 

over profits, but it also promotes a proactive management style and ethical leadership (Ferrell et al., 

2021). 

However, Patagonia’s performance and competitive advantage in the outdoor apparel market could 

eventually be undermined by some main weaknesses. 

Weaknesses 

• Patagonia’s products high prices and price competitiveness. Considering that other brands like The 

North Face or Columbia offer products with similar characteristics for a lower price, the result could 

be that eventually Patagonia’s alternatives may appear less attractive. 

• The brand’s dependence on a narrow market. Patagonia is in fact heavily reliant on the US market, 

which is currently counting the vast majority of its total global revenues (ecommerceDB, 2022). 

• Patagonia’s low market presence. Research made by Statista (2022) on Patagonia’s brand profile 

revealed that even if the firm boasts great brand awareness among US and European consumers, 

other aspects like brand popularity and brand usage (i.e., which brand’s products consumers actually 

own) result particularly low.  

• Even if the brand’s engagement with environmental & social activism enhances the community well-

being, Patagonia’s controversies related to its involvement in political matters may eventually 

jeopardise the performance of the company. 

The study will now present relevant opportunities and threats that may positively (i.e., opportunities) or 

negatively (i.e., threats) affect Patagonia’s performance, and should be therefore taken into 

consideration to ultimately maintain the acquired competitive advantage in this industry. It is relevant 

mentioning that differently from Strengths and Weaknesses, which are internal factors, Opportunities 

and Threats consist in possible external factors that may impact on the firm (Ferrell et al., 2021). 



 8 

Opportunities 

• Nowadays, fashion consumers are becoming increasingly more aware of the impact of their 

purchasing decisions on the environment (Dickson, 2001). Therefore, the growing market for 

sustainable products can be seen as a great opportunity for Patagonia to strengthen its market 

position in the future.  

• A central opportunity for Patagonia would be expanding into new markets and focus more closely 

on the European and Asian market, for the purpose of increasing its global presence and enrich its 

consumer base. In fact, according to Bloomberg (2022), during the forecast period 2022-2031, the 

Asia Pacific outdoor clothing market is expected to grow at a highest grow rate. Moreover, the 

European outdoor clothing market constitutes an increasingly significant segment, as European 

countries like Norway, Germany, UK, and Sweden resulted in 2022 the largest purchasers of outdoor 

clothing worldwide (Maximize Market Research, 2022). 

• Patagonia should also consider implementing new promotion strategies (e.g., Influencer marketing, 

event sponsorship, social media advertising, etc.) to increase its market presence. Nowadays, the 

“overall buzz” and market presence of Patagonia Inc. is particularly low and weak, while other 

competitors like Salomon, Arc’teryx or The North Face are successfully exploiting different 

promotion tools and new social media platforms like TikTok to create demand and excitement around 

their products. 

• Branching out into new ventures other than apparel could also be beneficial for Patagonia, as it 

could translate into brand’s growth, new revenue streams, lower dependency on a single product 

category, but also possibility to use the brand’s values and reputation in new ways. For example, in 

order to be better aligned with its core anti-capitalist and anti-consumerist principles, an option could 

be introducing sustainability & ethics consultancy and advisory programs to help other companies 

reach their sustainability goals. 

Threats 

• The outdoor apparel industry's high competitiveness may pose a severe danger to Patagonia, for 

example in terms of innovation or pricing pressure. Moreover, considering the easy replicability of 

the brand’s products and business model, nothing really prevents from additional competition. 

• Changes in consumer preferences, spending patterns, societal or fashion trends may eventually 

jeopardise Patagonia’s performance and profitability. 

• Unexpected economic downturns and financial crisis scenarios (e.g., Covid-19 outbreak), may 

result in sales slowdown and consequent decrease in profitability for Patagonia. 
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1.1.3 Summary: Case Study “Patagonia” 

To summarise, Patagonia's branding and marketing approach revolves around the company's 

commitment to Corporate Social & Environmental Responsibility. Specifically, this unique approach 

allowed the Californian brand to differentiate from competitors, attract environmentally concerned 

purchasers, and foster long-term customer loyalty. Patagonia's marketing efforts emphasise the quality 

and durability of the brand’s products, appealing to clients who value performance and functionality in 

clothing. Nonetheless, in a sector like outdoor clothing, in which additional competition is difficult to 

prevent, aspects such as customer loyalty, adaptability, and a strong brand image should be taken into 

consideration to maintain the company’s acquired competitive advantage. Overall, Patagonia found its 

way to success in this highly competitive environment by implementing a branding and marketing 

approach based on a distinct combination of sustainability, quality, performance, and integrity and by 

offering great eco-friendly products perfectly aligned with its consumer base’s needs. However, 

Patagonia’s performance and competitive advantage could eventually be undermined by some main 

weaknesses such as high prices, dependence on a narrow market, low market presence, and involvement 

in political matters.  

1.2 Research Relevance  
 
Over the years, the outdoor clothing sector took an always larger share of the global fashion market 

(Fortune Business Insights, 2022). Specifically, the outdoor apparel industry is predicted to be worth 

about 36,67 billion US dollars in 2023 and to reach a value of 45,22 billion US dollars by 2027 (Statista, 

2022). Despite the upsurging expansion of this market, the fashion industry is often recognised as one 

of the most polluting sectors in the world, counting approximately 1,2 billion tons of CO2 emissions per 

year throughout its lifecycle (Ellen MacArthur Foundation, 2017). Moreover, approximately 73% of the 

global manufactured clothing ends up disposed in a landfill or incinerator, and only 15% of this 

production ends up recycled or downcycled (Ellen MacArthur Foundation, 2017).  

The excessive emission of carbon dioxide has brought great impact on the environment, and the climate 

crisis has gradually become a central issue of public concern. Nowadays, consumers became 

increasingly conscious of the environmental and social costs deriving from their purchasing decisions 

and in response to this phenomenon, companies began considering adopting sustainable initiatives 

across their business operations (Yang et al., 2017). Over the years, the topic of Sustainable Branding, 

especially related to Purchasing Behaviour, has often aroused the interest of researchers, sociologists, 

and economists, who interrogated themselves on the factors influencing the decision-making processes 

of consumers and on the effectiveness of sustainable branding in attracting buyers and favouring sales.  
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This research holds academic relevance as it aims to add to the existing academic literature on 

sustainable branding by examining “Patagonia”, one of the companies that has most effectively 

combined sustainability within its business strategy, and the Outdoor Clothing Market, an increasingly 

important sector belonging to one of the most polluting industries worldwide, the fashion industry. 

Moreover, the study aims to contribute to the existing literature on Consumer Behaviour by the analysing 

the impact of unique product attributes on the purchasing decisions of outdoor apparel consumers and 

therefore determine the relative importance of the Sustainable Argument of outdoor clothing brands 

among outerwear consumers. Lastly, the results of this study will ultimately help business leaders, 

marketers, policy makers, and academics who want to comprehend how impactful sustainable branding 

is in determining consumer preferences, and how it can be exploited strategically to enhance business 

growth while contributing to environmental and social welfare. 

1.3 Research (Sub) Questions 

This study will attempt to analyse the peculiarities of sustainable branding, consumer decision-making, 

the outdoor clothing market and particularly focus on Patagonia, global leader in sustainable fashion. 

Specifically, the purpose of this study is to explore the impact of sustainable branding on consumer 

preferences and purchasing intentions, using Patagonia as a case study. Therefore, the question that 

stands at the centre of this paper is: “What is the impact of Patagonia’s sustainable branding on the 

purchasing decisions of outdoor apparel consumers?” 

In order to address the above-mentioned central question and to obtain verifiable results, the research 

will examine the theoretical and empirical sub-questions presented below. 

Theoretical sub-questions: 

1. What entails sustainable branding? 

2. What entails the outdoor apparel market?  

3. What entails the consumer decision-making process? 

4. Which product attributes affect the purchasing decisions of outdoor clothing consumers?  

Empirical sub-questions: 

1. How effective is the sustainable argument of Patagonia? 

2. To what extent each product attribute affects the purchasing preferences/decisions of outdoor apparel 

consumers?  

3. What is the relative importance of the sustainable argument for outdoor clothing brands, compared 

to the other product attributes affecting the purchasing decisions of consumers? 
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1.4 Ethical Research Issues and Limitations 

The study will draw conclusions based on the outcomes of both the literature and the empirical study. 

In particular, the research will adopt a quantitative approach to evaluate the Sustainable Argument of 

prominent outdoor clothing brands (i.e., Patagonia, The North Face, and Columbia) and to examine the 

impact of Sustainable Branding on the purchasing decisions of consumers. For this purpose, primary 

data will be gathered through an online distributed survey. Possible ethical issues could concern the 

confidentiality of the survey participants’ information. In fact, even if responses were fully anonymised 

to ensure privacy protection, a professional ethical protocol was not implemented.  

With regards to research limitations, a possible issue could concern the validity and representativeness 

of the sample. In fact, respondents’ answers may be not truly valid due to the fact that, even if the survey 

attempts to mirror as close as possible a real-life shopping situation, participants will not have to actually 

“live” with their choices. Moreover,  there may be other control variables or external and internal factors, 

such as environmental stimuli or personal characteristics, that may explain the respondents’ purchasing 

preferences. Lastly, considering that the survey was distributed through social media platforms and 

groups related to outdoor activities, the sample may be not fully representative, as many participants are 

acquaintances.  

1.5 Research Structure 

Chapter 1: Introduction → With the aim of providing background to the research, the paper begins by 

reviewing the brand’s history and analysing Patagonia’s Branding and Marketing Strategy to understand 

how the company gained its competitive advantage, but also what aspects could possibly jeopardise the 

established market position in the industry. The Chapter also includes Research Relevance, Definition 

of Research (Sub) Questions, Ethical Research Issues and Limitations. 

Chapter 2: Literature Study → The second chapter provides an overview of the existing research 

concerning sustainable branding, the outdoor apparel market, consumer decision-making process, but 

also identifies the unique product attributes which may impact the purchasing preferences/decisions of 

outdoor apparel consumers. Specifically, the Literature Study aims to provide answers to this research’s 

Theoretical Sub-Questions. The chapter ends with a Conceptual Framework and the formulation of the 

Hypotheses that will be tested in the research. 

Chapter 3: Research Methodology → The third chapter provides an overview of Data Collection, 

Research Design and Survey Respondents Data. This study will conduct quantitative research to verify 

the validity of the previously formulated hypotheses and ultimately determine the impact of Patagonia’s 

sustainable argument on the purchasing decisions of outdoor apparel consumers. Primary data will be 



 12 

collected through an online distributed survey and “Conjoint Value Analysis” will used as research 

method. 

Chapter 4: Research Outcome → The fourth chapter provides an answer to the previously mentioned 

empirical questions and depicts all the outcomes of the survey analysis. 

Chapter 5: Conclusions and Recommendations → Lastly, the fifth chapter presents a summary of the 

key findings originated from both the theoretical and the empirical study, but also provides conclusions 

regarding the paper’s central research question and whether the hypotheses can be accepted or rejected. 

The chapter ends with a reflection on the possible research limitations and recommendations for future 

studies. 
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Chapter 2: Literature Study 

The second chapter provides an overview of the existing research concerning sustainable branding, the 

outdoor apparel market, consumer decision-making process, but also identifies the unique product 

attributes which may impact the purchasing decisions of outdoor apparel consumers. Specifically, desk 

research will be conducted to provide an overview of the main topics discussed in this study. 

2.1 Theoretical Sub-questions  

 

2.1.1 #1) What entails sustainable branding?  

According to Burke (2013), nowadays individuals became more and more conscious of their 

consumption behaviour. More specifically, in the recent years apparel consumers, who demonstrated an 

increasing level of awareness with regards to the environmental and social impact of their purchasing 

decisions, rightfully demand from clothing brands a more transparent and conscious approach in their 

direct and indirect operations (Dickson, 2001). As a result, nowadays clothing companies seem to pay 

increasingly more attention to “Corporate Environmental and Social Responsibility” and to incorporate 

this commitment to sustainable business practices in their marketing strategies and claims (Bhaduri and 

Ha-Brookshire, 2015).  

Sustainable branding involves how a company can apply its commitment to responsible manufacturing, 

corporate social responsibility, and environmental matters to the practicalities of brand management 

(Foroudi & Palazzo, 2021). Specifically, sustainable branding consists in the adoption from a company 

of ethical & environmentally conscious practices such as minimisation of waste and carbon emissions, 

but also implementation of sustainable materials and fair labour standards for manufacturing, 

distribution, and supply chain (Grubor and Milovanov, 2016).  

The existing literature identified a positive relationship between sustainable branding and consumer 

behaviour, as the sustainability attribute often translates in increased likelihood of purchase, brand 

loyalty, and overall, in promoting long-term sustainable behaviour. In fact, according Carrigan and 

Attalla (2001), by engaging consumers with a more ethical and conscious branding, marketers result 

capable of positively influencing purchasing behaviour, willingness to pay and loyalty of consumers. 

However, although sustainable branding had been proven to be effective in influencing consumer 

preferences positively, research conducted by Luchs et al. (2010) outlined that consumers who result 

particularly sceptical of a company’s sustainability claims, appear less likely to finalise the purchase of 

environmentally conscious products. Therefore, full transparency on companies’ sustainable and 
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socially responsible practices can be considered the key to build a trust relationship between brands and 

consumers, and ultimately ensure purchases. 

2.1.2 #2) What entails the outdoor apparel market?  

As previously mentioned, the outdoor clothing market is becoming an increasingly competitive 

environment, with a market size of 13,9 billion US dollars by 2021 and an estimated compound annual 

growth rate (CAGR) of approximately 6% from 2022 to 2031 (Bloomberg, 2022). Consumers often 

associate the firms operating in this industry with aspects like Sustainability, Environmentalism, and 

commitment to Corporate Social Responsibility (Lindahl, 2019). In fact, brands such as Patagonia 

(Ferrell et al., 2021) and The North Face (Jones & Gettinger, 2016) are commonly associated to 

environmental activism because of the noble ideals and commitment to sustainability of their founders. 

“Corporate Environmental and Social Responsibility” represents the acknowledgment of a company’s 

social and environmental obligations to its stakeholders, or more specifically, the commitment of a 

certain firm to a more attentive consideration of the environmental and social costs involved with 

production, supply chain, and other business operations (Dargusch & Ward, 2010). 

Some key players operating in this industry are brands such as The North Face, Patagonia, Arc’teryx, 

Burton, Columbia Sportswear, Jack Wolfskin, Marmot, PrAna, Recreational Equipment Inc. (i.e., REI), 

Mountain Equipment Co-op (i.e., MEC) and many more. However, according to research conducted by 

Butow (2014), when evaluated for Product Sustainability Benchmarking, only the brands Patagonia, 

The North Face, REI, MEC, and PrAna, scored the best results. 

The global market for outerwear clothing is particularly fragmented and is currently dominated by 

multiple brands, each accounting a market share of approximately 10% of the total market (Overfelt, 

2020). Specifically, the current market leaders in terms of revenues are The North Face (i.e., belonging 

to VF Corporation), Columbia Sportswear, and Patagonia Inc., with respectively global net sales of 2,46 

billion US dollars (VF Annual Report, 2022), 3,46 billion US dollars (Statista, 2022), and 1,5 billion 

US dollars in 2022 (BBC News, 2022).  

Moreover, according to research conducted Transparency Market Research (TMR Outdoor Clothing 

Market Report, 2022) and reported by Bloomberg (2022), in the foreseeable future is estimated a steady 

and rapid growth for the outdoor apparel sector due to an increasing necessity for more comfort and 

convenience in clothing, but also growing environmental awareness, increasing demand for outdoor 

activities, and the rise of new fashion trends such as streetwear and “Gorpcore” (i.e., Clothing style that 

can be described as utilitarian and is characterised by functional outdoor wear such as Gore-Tex apparel, 

fleece jackets, etc.). The study identified also North America as the current major player of the global 

outerwear market, followed by the regions Europe and Asia Pacific. Specifically, the research estimated 

that, during the forecast period 2022 to 2031, Asia Pacific’s market share is expected to grow at 



 15 

promising pace, and that in Europe, consumer demand for outdoor apparel will mature consistently 

(TMR Outdoor Clothing Market Report, 2022). 

With regards to brand awareness, in 2022 in the United States brands like The North Face and Columbia 

lead the ranking, with respectively 78% and 76% of recognition by online consumers, whereas other 

brands like Patagonia and Jack Wolfskin show lower scores, respectively 49% and 22%. Moreover, still 

in terms of brand awareness, The North Face appears to dominate also in the UK, leading the ranking 

with a score of 89% and followed by other brands like Jack Wolfskin with 51%, Patagonia with 44%, 

and Columbia with 43% (Statista, 2022).  

Over the years, Patagonia established its powerful position in this highly competitive industry through 

a solid set of strengths and an unparalleled commitment to corporate social & environmental 

responsibility (Michel et al., 2019). In fact, the brand was capable of differentiating itself from its 

competitors by successfully embodying honourable core values such as integrity, trust, accountability, 

and by adopting an environmentally conscious, anti-capitalist, and anti-consumerist approach for the 

entirety of its operations. 

2.1.3 #3) What entails the consumer decision-making process? 

Consumption inevitably influences every individual’s daily life, and it refers to the process of using 

resources to fulfil current desires or necessities (Panwar et al., 2019). The topic of consumer behaviour 

has aroused the interest of many experts belonging to the marketing society over the past years 

(Stankevich, 2017). Specifically, research conducted by Salomon at al. (2012) identified consumer 

behaviour as the study of the processes involved when consumers (i.e., individuals or groups), in order 

to satisfy their ultimate needs and desires, are commonly used to select, purchase, use or dispose of 

products and services. Moreover, from a marketing perspective, consumer behaviour research represents 

a fundamental tool for marketers worldwide, necessary to develop and implement successful marketing 

strategies, perform market segmentation, and therefore create value for consumers (Salomon et al., 

2012).  

With regards to the decision-making process, it assumes a situation in which a certain problem needs to 

be solved or a specific goal achieved. According to Szmigin and Piacentini (2018), a central factor 

influencing the decision-making process refers to the consumer’s level of perceived relevance related to 

a certain purchase, also called “Involvement”. Specifically, the authors identified two principal decision-

making processes, respectively a “High Involvement decision-making” and a “Low Involvement 

decision-making”. The main difference between the two processes is that high involvement consumers 

result active during the learning and decision-making process, by extensively searching, acquiring, and 

evaluating knowledge before purchase, whereas low involvement ones present a more passive approach 

and usually refer to less crucial decisions. Additionally, the decision-making process is commonly 
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characterised by five main stages, namely problem recognition, search for product information, 

alternative evaluation, product choice & purchase, and lastly, post-purchase use & evaluation (Szmigin 

and Piacentini, 2018).  

Furthermore, the authors Kotler and Keller (2016) identified as key factors influencing the consumer 

decision-making process some specific External and Internal factors. As Figure 1 outlines, the main 

determinants of the consumer buying behaviour pattern refer to external factors such as the Marketing 

Mix (i.e., Product, Price, Place, Promotion) or Environmental stimuli (i.e., Economic, Technological, 

Demographic, etc.), but also to internal factors such as the Consumer Psychology (i.e., Beliefs, 

Motivation, Perception, Learning) and the Consumer Characteristics (i.e., Cultural, Social, Personal). 

 

 

Figure 1  Model Consumer Behaviour  

Adapted source: Kotler and Keller, Marketing Management, 2016. 

2.1.4 #4) Which product attributes affect the purchasing decisions of outdoor clothing 

 consumers?  

Nowadays, Sustainability became an increasingly crucial aspect influencing the purchasing decisions of 

buyers, especially considering that today’s consumers are progressively conscious of the damaging 

consequences that their purchasing behaviour have on the planet planet and his inhabitants (Yang et al., 

2017). 

Overall, outdoor clothing consumers can be described as enthusiasts of outdoor activities who are 

particularly aware of the environmental costs of their consumption decisions (Wang et al., 2022). 

According to research conducted by the Outdoor Industry Association (2017), 70% of outdoor 

consumers engage with digital environments to either gather product information and useful 
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recommendations. In particular, outdoor consumers’ purchasing process begins with an initial 

consideration of a specific set of brands, based on the individual preferences, impressions, and marketing 

influences, and proceed with a stage of active evaluation, based on other specific product attributes (OIA 

ConsumerVue Segmentation Report, 2017). The purchasing process terminates with a moment of 

purchase, a post purchase experience, and eventually a loyalty loop, for which consumers becomes either 

actively or passively loyal to certain brand (OIA Path to Purchase Report, 2017).  

With regards to the key product attributes that consumers look for when deciding to purchase outdoor 

clothing, OIA’s ConsumerVue segmentation research (2017) identified the attribute “Sustainability” 

(i.e., whether a certain product is produced sustainably or not), as well as the factors “Price”, “Brand”, 

“Reviews”, “Style”, and “Technical Quality”, as the most relevant product attributes affecting the 

purchasing decisions of outdoor apparel consumers. However, due to time and resources constraints, 

and considering that features like Style and Technical Quality may be difficult to determine and analyse 

precisely, this research will focus specifically on the more general product attributes, namely “Price”, 

“Brand”, “Reviews”, and “Sustainability” (i.e., Sustainable Argument).  

2.2 Summary of Key Findings  

A concise summary of the Literature Study’s main findings consists in the following.  

1. Sustainable Branding refers to the method that companies implement in order to apply their 

commitment to corporate social and environmental responsibility to the practicalities of brand 

management. Moreover, existing literature demonstrates positive relationship between sustainable 

branding and purchasing behaviour, as the sustainability attribute often translates in increased 

likelihood of purchase, brand loyalty, and overall, in promoting long-term sustainable behaviour. 

2. The outdoor apparel market can be defined as highly competitive, fragmented, and influenced by 

various factors such as: increased awareness of sustainable products, societal & fashion trends, and 

changing consumer preferences. Considering the fierce competition characterising this industry, 

companies who prioritise customer engagement, quality, environmentalism, and innovation are more 

likely to succeed. Moreover, the current market leaders in terms of revenues are the brands The North 

Face, Patagonia, and Columbia. 

3. The consumer decision-making process involves various stages that individuals experience before 

making a purchasing decision, namely: problem recognition, search for product information, 

alternative evaluation, product choice & purchase, and lastly, post-purchase use & evaluation 

(Szmigin and Piacentini, 2018). Moreover, External Stimuli such as the Marketing Mix and 

Environmental Stimuli, but also Internal Factors such as Consumer Characteristics and Psychology 

may influence the consumer decision-making process.  
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4. With regards to which unique product attributes affect the purchasing decisions of outdoor apparel 

consumers, the literature study allowed to identify the attributes “Sustainability”, “Price”, “Brand”, 

“Reviews”, “Style”, and “Technical Quality” as the most relevant product attributes that consumers 

look for when deciding to purchase outdoor clothing. However, due to time and resources constraints 

this study will focus specifically on the most general product attributes, namely “Sustainability”, 

“Price”, “Brand”, and “Reviews”. 

2.3 Conceptual Framework  

 

 

 

 

 

 

 

 

 

 

 

 

Figure 2  Conceptual Framework of research conducted by the student Giulia Pagnucco, illustrating the 

study’s research process and the expected correlation relationship between Independent and Dependent variables.  

2.4 Hypotheses 

The ultimate goal of this research would be to provide an answer to the central research question: “What 

is the impact of Patagonia’s sustainable branding on the purchasing decisions of outdoor apparel 

consumers?”. 

For this purpose, and in light of the findings of the Literature Study, the following Hypotheses were 

formulated: 

Hypothesis 1 → The Sustainable Argument of outdoor clothing brands (i.e., “Sustainability” attribute) 

is going to impact positively the purchasing preferences of outdoor apparel consumers. 

Hypothesis 2 → Compared to the attributes “Price”, “Brand” and “Reviews”, “Sustainability” is 

going to be the most important attribute for outdoor clothing consumers. 

Independent Variables 

 

Product Attributes: 

 

• SUSTAINABILITY 

• PRICE 

• BRAND 

• REVIEWS 

Control Variables 

 

• GENDER 

• OCCUPATION 

 

Dependent Variable 

 

• PURCHASING 

DECISIONS OF 
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APPAREL 

CONSUMERS 
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Chapter 3: Research Methodology  

The study will conduct quantitative research, through an online distributed survey, to verify the validity 

of the previously formulated hypotheses and ultimately determine the impact of Patagonia’s sustainable 

argument on the purchasing decisions of outdoor apparel consumers. Quantitative Research can be 

distinguished from Qualitative Research for multiple reasons. Contrarily to Qualitative Research, in 

which data are commonly gathered through in-depth interviews and results are presented in form of non-

numerical data (i.e., words), the Quantitative Approach commonly gathers data through surveys or 

experiments and makes use of statistical methods to present numerical and statistically relevant results 

(Arghode, 2012). 

Empirical research will be conducted by obtaining primary data with an online distributed questionnaire, 

built specifically with the aim of performing “Conjoint Value Analysis”. Moreover, with the purpose of 

obtaining results that could eventually help further enhancing Patagonia’s branding and marketing 

strategy, the empirical research will focus specifically on the current leading brands (in terms of 

revenues) of the outdoor apparel market: Patagonia, The North Face, and Columbia Sportswear 

(Overfelt, 2020) and therefore, will compare Patagonia to its most fierce competitors in the market. 

3.1 Data Collection: Survey 

To assess the impact of Patagonia's sustainable branding on the purchasing preferences/decisions of 

outdoor apparel consumers and to identify what product features result most attractive to this group of 

consumers, primary data will be collected through an online distributed survey (i.e., See Appendix), 

created with Qualtrics XM, a renowned survey software. The survey will be built with the aim of 

performing Conjoint Analysis, more specifically “Conjoint Value Analysis”, a method allowing the 

estimation of the structure of consumer preferences and in which participants will rate an orthogonal 

subset of product profiles, differing in one or more attributes/levels, on a scale from 1 to 10 (Nunan et 

al., 2020). 

The questionnaire will also include two questions about individual preferences, three questions about 

the association level with brands’ characteristics, two questions about the perceived importance of the 

issues Climate Change and Unethical Working Practices, but also five crucial socio-demographic 

questions (i.e., age, gender, occupation, familiarity with outdoor clothing brands), designed to obtain 

useful insights on the representativeness and heterogeneity of the sample, but also to provide meaningful 

context to the whole research and illustrate the background of the survey respondents (Connelly, 2013). 

With the purpose of enhancing the research’s internal validity, the variables Gender and Occupation 

(i.e., Control Variables) will be used to account for the effect of possible external variables on the 

dependent variable. Finally, to obtain an overview of Patagonia’s Brand Profile among the survey 
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respondents, it was decided to inquire participants regarding the aspects Brand Awareness, Brand 

Popularity, Brand Usage, and Brand Loyalty. 

The survey will attempt to mimic as closely as possible a real-life purchasing situation, in order to 

enhance the external validity of the research. Moreover, with the aim of ensuring a large sample size 

and implementing “snowball sampling”, the questionnaire will be distributed online through social 

media platforms and groups related to outdoor activities.  

The survey was published in date May 26th, 2023, and collected observations from 153 respondents. 

Among those participants, 141 individuals confirmed to be buyers of outdoor clothing (See Appendix 

for Survey Raw Data), while 12 respondents stated to have never purchased outdoor apparel before. 

Since the objective of this study is to investigate the purchasing decisions of outdoor apparel consumers, 

the analysis and observations presented in this study will be exclusively based on the data collected from 

the respondents who affirmed to be outdoor apparel consumers.  

3.2 Research Design: Conjoint Value Analysis 

As previously mentioned, the survey will be built with the aim of performing “Conjoint Value Analysis”, 

a specific conjoint analysis method efficient in determining how each product attribute (i.e., Price, Brand, 

Reviews, and Sustainability) affects the utility level derived from consumption (i.e., the comprehensive 

advantages derived by consuming a product or service) and therefore investigate on what product 

features result most attractive to the surveyed sample (Louviere, 1988). In particular, the Conjoint Value 

Method or “metric CA” will be performed by requesting survey participants to rate several product 

profiles, differing in one or more attributes/levels, on a scale from 1 to 10 (Nunan et al., 2020). 

Subsequently, data will be analysed using a linear regression method with the software for data 

visualisation and analysis “Microsoft Excel” (See Appendix for Survey Raw Data).  

In the survey, participants will be exposed to a hypothetical shopping situation in which they will need 

to purchase a fictitious fleece jacket with basic style and technical quality characteristics. The attributes 

and attribute levels that will be used to create each product profile were determined analysing the official 

Outdoor Clothing Industry’s reports and the current outdoor clothing market, specifically with the 

purpose of enhancing the research’s external validity and being as much realistic as possible. Moreover, 

as previously mentioned, the study will specifically compare Patagonia to its most fierce competitors 

and fellow market leaders in terms of revenues, The North Face and Columbia. 

3.2.1 Attributes and Attribute Levels 

• Price: (80€, 110€, 140€) 

• Brand: (The North Face, Patagonia, Columbia) 

• Reviews: (3 out of 5 stars, 5 out of 5 stars) 
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• Sustainability: (Sustainable Production & Materials, Not Sustainable Production & Materials) 

All the attributes and respective levels were selected to avoid meaning overlapping and therefore to be 

independent from one another and to mirror reality (Klink & Smith, 2001). Additionally, a fractional 

factorial design with an orthogonal subset of potential attribute levels combinations will be implemented 

and determined using the tool “DOE: Main Effects Screening Designs” of the statistical software JMP. 

The above-mentioned tool generated an orthogonal array of twelve possible profiles with “Design Chi-

Square Efficiency” of 98.21 (See Appendix). Lastly, to avoid possible survey bias, the order of 

appearance of each product profile will be randomised.  

To conclude, utilising a Conjoint Value Method will enable to investigate on what product features 

result most attractive to the surveyed sample, and therefore it will allow to obtain insights regarding the 

impact of Patagonia’s sustainable branding strategy on consumer preferences/decisions and the relative 

importance of those key attributes for outdoor apparel consumers. 

3.3 Survey Respondents Data 

The target demographic for this research consists in outdoor apparel consumers who previously 

experienced or are familiar with the brand Patagonia. Specifically, the survey aims to gather data from 

a diverse range of respondents within Patagonia’s customer environment and therefore, it will target 

both men and women within the age range 18-55 years old and with a good level of awareness and 

interest in ethical practices and environmental concerns.  

Table 1 provides an overview of the socio-demographic characteristics of the considered sample of 

respondents. The sample consists of 141 individuals with mean age of  28,5 years old, median age of 

24 years old, and who previously confirmed to be outdoor clothing consumers. In terms of gender 

distribution, the percentage of males and females seems rather equally distributed in the sample, with 

women counting approximately 50% of the sample, men approximately 49%, and about 1% of 

individuals who identified as “Other” gender. Additionally, in terms of occupation status, a slight 

majority of respondents claimed being Employed, approximately 55% of the sample, whereas about 

45% reported being Unemployed. Moreover, a vast majority of the sample appears to be aware of 

outdoor clothing labels Patagonia, The North Face, and Columbia Sportswear. In fact, when questioned 

about their familiarity with those brands, around 94% of respondents confirmed to be familiar with the 

brand Patagonia, 98% confirmed to be aware of the brand The North Face, and about 79% reported 

knowing the brand Columbia Sportswear.  

Thus, the sample determined by the survey data consists in mainly young adults (i.e., average age 28,5), 

most probably students (i.e., 45% Unemployed) or young professionals (i.e., 55% Employed), who have 
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purchased outdoor clothing before and are highly familiar with the outerwear brands Patagonia, The 

North Face, and Columbia Sportswear. 

Table 1: Socio-demographic characteristics of the full sample  

  

Baseline Characteristic Full sample    

  n %   Median 

Age (Years) 141   28,5 24 

Gender         

  Female 70 49,70     

  Male 69 48,90     

  Other 2 1,40   

Occupation         

  Unemployed 63 44,68     

  Employed 78 55,32     

Do you know the brand Patagonia? 
      

  Yes 132 93,62     

  No 9 6,38    

Do you know the brand The North Face?     

  Yes 138 97,87   

  No 3 2,13    

Do you know the brand Columbia 

Sportswear?     

  Yes 112 79,43   

  No 29 20,57   

Note: N = 141  for each characteristic.   
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Chapter 4: Research Outcome 

To provide a comprehensive answer to the central research question: “What is the impact of Patagonia’s 

sustainable branding on the purchasing decisions of outdoor apparel consumers?”, the study analysed 

the existing literature and conducted empirical research. Specifically, this chapter depicts all the 

outcomes of the quantitative analysis (i.e., survey). 

4.1 Empirical Sub-Questions  

 

4.1.1 #1) How effective is the sustainable argument of Patagonia? 

a) Evaluation sustainable argument of the outdoor clothing brands Patagonia, The North Face, 

and Columbia 

To examine the participants’ familiarity and perspective of environmental issues and unethical 

production practices, respondents were inquired on their perceived importance of Climate Change and 

Unsafe Working Conditions/Exploitation. Results outlined that participants highly valued and were 

particularly aware of environmental concerns and unethical production practices. In fact, the 

average importance rating (i.e., on a scale of 0 = not at all important and 5 = very important) for Climate 

Change resulted 4,10 out of 5 and for Unsafe Working Conditions & Exploitation 4,24 out of 5.  

Additionally, when asked to rate on a scale from 0 (i.e., least priority) to 5 (i.e., highest priority) their 

main priority when shopping for outdoor clothing, respondents on average identified the attributes Price 

and Reviews as the most important, with ratings of respectively 3,62 and 3,56, followed by the 

attributes Sustainability and Brand, with respective ratings of 3,06 and 3,01.  

According to results depicted in Figure 3 below, the characteristics “Corporate Social & 

Environmental Responsibility” and “Products Quality and Durability” were mostly associated by 

respondents with the brand Patagonia, with ratings of respectively 3,72 out of 5 and 4,3 out of 5. On 

the other hand, the characteristic “Fashionable & Innovative Designs” resulted mostly associated 

with The North Face, with average rating of 3,76 out of 5. The brand Columbia, compared to Patagonia 

and The North Face, resulted poorly associated with all the three characteristics analysed. From the graph 

below, it is also noticeable that the characteristic “Fashionable & Innovative Designs” has been 

associated by respondents with the brand The North Face almost as much as the characteristic “Corporate 

Social & Environmental Responsibility” with the brand Patagonia. Nevertheless, respondents associated 

with similar average rating the brands Columbia and The North Face with regards to “Corporate Social 

& Environmental Responsibility”, respectively 2,36 out of 5 for Columbia, and 2,57 out of 5 for The 

North Face. 
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Figure 3  Survey respondents’ association levels of characteristics “Corporate Social & Environmental 

Responsibility”, “Fashionable & Innovative Designs”, and “Products Quality & Durability” to each Brand 

“Patagonia”, “The North Face”, and “Columbia” (0 = No association, 5 = High association); 95% confidence 

interval Bar Chart with error bars. 

b) Brand Profile of Patagonia 

With regards to Patagonia’s Brand Profile among the survey respondents, results outlined The North 

Face and Patagonia as the most popular outdoor fashion brands among respondents. In fact, with regards 

to brand popularity, about 32% of the participants reported The North Face as a liked brand, 31% 

reported Patagonia, 19% Other, 11% Arc’teryx, and only 7% reported Columbia (See Figure 4).  

Moreover, with regards to Brand Usage, 35% of participants indicated The North Face as a currently 

owned brand, about 24% stated Other, 20% indicated Patagonia, 17% Columbia, and about 5% reported 

Arc’teryx (See Figure 5).  

Finally, in relation to Brand Loyalty, when asked about which brands the respondents would be likely to 

purchase again in the future, approximately 38% of the current owners answered The North Face, 27% 

of Patagonia’s current owners reported Patagonia, and 10% of Columbia consumers reported Columbia 

(See Figure 6). 
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Figure 4  Brand Popularity: Survey respondents’ appreciation levels of various Outdoor Clothing Brands. 

 

Figure 5 Brand Usage: Survey respondents’ levels of current products ownership of various Outdoor 

Clothing Brands. 

 

Figure 6 Brand Loyalty: Survey respondents’ loyalty levels to various Outdoor Clothing Brands. 

To summarise, the findings show that Patagonia successfully communicated its sustainable argument 

to the surveyed audience, with the Californian brand being highly associated with the aspects 

“Corporate Social and Environmental Responsibility” and “Products Quality and Durability”. However, 

the sustainability arguments of brands The North Face and Columbia Sportswear appear to have 

had less of an influence on the study's participants. Moreover, the analysis of the respondents' brand 
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preferences outlined The North Face as the most popular brand among respondents, followed closely by 

Patagonia. Finally, with regards to brand usage and brand loyalty, The North Face remained the most 

appreciated brand, boasting strong brand loyalty among its consumers.  

4.1.2 #2) To what extent each product attribute affects the purchasing 

 preferences/decision of outdoor apparel consumers?  

Conjoint Value Analysis was performed to determine the impact of each product attribute on the 

purchasing preferences/decisions of the surveyed outdoor consumers and examine the relative 

importance of the sustainable argument for outdoor clothing brands among survey respondents. For this 

purpose, a linear regression model with the following dummy variables was constructed: 

Rating (i.e., Utility derived from purchase) = 𝛽0  + 𝛽1 ∗ 𝐵𝑟𝑎𝑛𝑑 (𝐶𝑜𝑙𝑢𝑚𝑏𝑖𝑎) + 𝛽2 ∗

𝐵𝑟𝑎𝑛𝑑 (𝑇ℎ𝑒 𝑁𝑜𝑟𝑡ℎ 𝐹𝑎𝑐𝑒) +  𝛽3 ∗ 𝑃𝑟𝑖𝑐𝑒 (80) + 𝛽4 ∗ 𝑃𝑟𝑖𝑐𝑒 (140) + 𝛽5 ∗ 𝑅𝑒𝑣𝑖𝑒𝑤𝑠 (
3

5
) + 𝛽6 ∗

𝑁𝑜𝑡 𝑆𝑢𝑠𝑡𝑎𝑖𝑛𝑎𝑏𝑙𝑒 +  𝜀 

Based on the respondents’ ratings of twelve product profiles differing in one or more attributes (i.e., 

orthogonal subset of potential attribute levels combinations), it was possible exploring the existence of 

a correlation relationship between the attributes Brand, Price, Reviews, Sustainability, and the 

purchasing decisions of respondents.  

Table 3 depicts the outcome and interpretation of the above-mentioned linear regression (See Table 2 in 

Appendix for full results). Results showed that on average respondents would rate with a score of 8,1 

out of 10 a hypothetical fleece jacket with the following characteristics: Patagonia, Price 110€, 

Reviews 5/5, Sustainable Production & Materials (i.e., Base Case). According to Table 3, all the 

attribute levels (i.e., Coefficients) apart from the coefficient for “Brand (The North Face)” 

appeared to be statistically significant (i.e., p-value < 0,001). Therefore, a correlation relationship 

exists between the product attributes Price, Reviews, Sustainability, Brand (i.e., only for Patagonia and 

Columbia) and the dependent variable “Rating” (i.e., Utility level derived from consumption by the 

surveyed individuals, on a scale of 0 to 10). 
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Table 3 : Linear Regression Results and Interpretation for the relationship between “Rating” or utility derived 

from purchase and the attributes “Brand”, “Price”, “Reviews”, and “Sustainability” 

Note: N = 141. Standard errors are in parentheses; the dependent and independent variables are scores between 

0 and 10; *p<0,1; **p<0,05; ***p<0,001. 

As previously mentioned, Table 3 shows that the respondents’ utility level derived from purchasing a 

“Base Case” fictitious jacket (i.e., Patagonia, 110€, Reviews 5/5, Sustainable) equals 8,1 out of 10. 

However, when Brand is changed to Columbia instead of Patagonia, the expected value of the utility 

derived from consumption would decrease on average by -0,979 compared to the base case. Moreover, 

compared to the base case, when Price is changed to 80€ instead of 110€, the expected value of the 

Rating would increase on average by 0,672, and instead when Price equals 140€, the expected value of 

Rating would decrease on average by -0,908. Lastly, compared to the base case, the expected value of 

the Rating would decrease on average by -1,277 if the attribute Reviews is changed to 3 out of 5 instead 

of 5 out of 5 stars, and it would decrease on average by -1,764 if the attribute Sustainability is changed 

to Not Sustainable Production & Materials instead of Sustainable. Overall, the variables (i.e., attribute 

levels) that appeared to be most attractive for respondents and that affected positively the purchasing 

preferences of the surveyed outdoor clothing consumers consisted in: Brand (Patagonia), Price (80€), 

Reviews (5 out 5 stars), and Sustainability (Sustainable Production & Materials).  

4.1.3 #3) What is the relative importance of the sustainable argument for outdoor clothing 

 brands, compared to the other product attributes affecting the purchasing decisions of 

 consumers? 

To understand which attribute can be considered the most important for the surveyed outdoor apparel 

consumers, the aspect “Importance” was calculated from the “Range” of the coefficients and reported 

in Table 4. Results outlined the factor “Sustainability” as the most important product attribute 

Attribute Level Beta Coefficient Interpretation 

 

p-value 

 

(Intercept) 0 8,065 

(0,110) 

Expected value of Base Case (Patagonia, Price 

110€, Reviews 5/5, Sustainable Production & 

Materials)  

0,000*** 

Columbia  1 -0,979 

(0,111) 

Expected value change when Brand is 

Columbia, compared to Base Case 

0,000*** 

The North Face 2 -0,044 

(0,111) 

Expected value change when Brand is The 

North Face, compared to Base Case 

0,693 

Price 80€ 3 0,672 

(0,111) 

Expected value change when Price is 80€, 

compared to Base Case 

0,000*** 

Price 140€ 4 -0,908 

(0,111) 

Expected value change when Price is 140€, 

compared to Base Case 

0,000*** 

Reviews 3/5 5 -1,277 

(0,088) 

Expected value change when Reviews is 3 out of 

5 stars, compared to Base Case 

0,000*** 

Not Sustainable 6 -1,764 

(0,088) 

Expected value change when Production & 

Materials are Not Sustainable, compared to Base 

Case 

0,000*** 
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affecting the purchasing decisions (i.e., Utility derived from consumption) of the Survey 

participants, with an importance rate of approximately 32%. Moreover, the attributes Price and 

Reviews, with importance rates of about respectively 28% and 23%, resulted the second and third most 

important attributes for the sample, followed by Brand, with an importance rate of about 18%.  

Table 4: Summary Table including Importance Rates of each product attribute. 

Attribute Attribute Level  Importance Utility (Coefficients) 

Brand 

Patagonia 

17,5% 

0,000*** 

The North Face -0,044 

Columbia -0,979*** 

Price 

Price 110 

28,2% 

0,000*** 

Price 80 0,672*** 

Price 140 -0,908*** 

Reviews 

Reviews 5/5 

22,8% 

0,000*** 

Reviews 3/5 -1,277*** 

Sustainability 

Sustainable 

31,5% 

0,000*** 

Not Sustainable -1,764*** 

Note. N = 141. All the coefficients are statistically significant (p-value < 0,001) apart from the coefficient “The 

North Face”; *** p < 0,001. 

With the purpose of enhancing the research’s internal validity, the variables Gender and Occupation (i.e., 

Control Variables) were used to account for the effect of possible external variables on the dependent 

variable. Table 5 (See Appendix) shows how the Coefficients for each product attribute change if the 

control variables Gender (i.e., Female, Male, Other) and Occupation (i.e., Employed, Unemployed) are 

considered in the regression analysis. These results were used to generate Table 6 below, showing how 

the “Importance” level of each product attribute change based on the respondents’ Gender and 

Occupation. Specifically, according to Table 6, Sustainability results the most important attribute 

for both Employed and Unemployed individuals, but also for both Females and Males. However, 

respondents who identified as Other confer slightly more importance to the attribute Price (i.e., 

Importance rate of about 34%). Moreover, it is noticeable that Females, compared to the other genders, 

attribute much more importance to the factor Reviews (i.e., Importance rate of about 35%) and see 

Reviews as much important as the attribute Sustainability (i.e., Importance rate of about 35%). It is also 

relevant mentioning that Males confer much more importance to the attribute Brand (i.e., 

Importance rate of 21%), compared to the other genders, and that unexpectedly Unemployed individuals 
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confer less importance to the attribute Price (i.e., Importance rate of about 27%) than to Employed 

ones (i.e., Importance Rate of about 30%). 

 Table 6: Summary Table including Importance rates of each attribute divided for Gender and Occupation 

Note.  N= 141. All the coefficients used to generate Importance Rates are statistically significant at 5% significance 

level (p-value < 0,05) apart from the coefficient “The North Face”. (See Table 5 in Appendix for Full Results). 

4.2 Key Findings Empirical Sub-Questions 

The sample is characterised by environmentally & socially conscious individuals, who identified 

Sustainability as 3rd most relevant product attribute for outerwear after Price and Reviews. Overall, the 

findings show that Patagonia effectively communicated its sustainable argument to the surveyed 

audience, with the Californian company being the brand mostly associated with the aspects “Corporate 

Social and Environmental Responsibility” and “Products Quality and Durability”. On the other hand, the 

brand profile analysis outlined The North Face as the most popular brand among respondents, followed 

closely by Patagonia. In addition, The North Face stood out as the brand mostly associated to the aspect 

“Fashionable & Innovative Designs” and remained the most appreciated brand also in terms of brand 

usage and brand loyalty. Thus, even if Patagonia successfully conveyed its sustainable argument to the 

surveyed audience, results suggest that respondents find The North Face a particularly attractive option 

(probably due to the innovativeness of its designs), even if it is weakly associated to sustainable practices. 

The regression analysis revealed that, with the exception of the variable "Brand (The North Face)", all 

attribute levels’ coefficients were statistically significant (i.e., p-value < 0,001). Each product attribute 

and respective levels affected the surveyed outdoor clothing consumers’ preferences as depicted by the 

“Coefficient” and “Interpretation” sections of Table 3. Specifically, the variables that affected positively 

the surveyed outdoor clothing consumers’ preferences were Brand (Patagonia), Price (80€), Reviews (5 

out 5 stars), and Sustainability (Sustainable Production & Materials). Lastly, results showed that the 

factor “Sustainability” is the most important product attribute affecting the purchasing decisions of the 

Survey participants, followed by Price, Reviews and Brand. 

Attribute   Importance   

 Gender: 

Female 

Gender:  

Male 
Gender: Other 

Occupation: 

Employed 

Occupation: 

Unemployed 

Brand 14,4% 21,0% 12,3% 17,4% 17,7% 

Price 29,6% 26,6% 33,8% 29,8% 26,7% 

Reviews 34,6% 25,0% 21,8% 20,9% 24,5% 

Sustainability 34,6% 27,4% 32,0% 31,8% 31,1% 
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Chapter 5: Conclusions and Recommendations 

This chapter presents a summary of the key findings originated from both the theoretical and the 

empirical study, but also provides conclusions regarding the paper’s central research question and 

whether the hypotheses can be accepted or rejected. The chapter ends with a reflection on the possible 

research limitations, managerial implications (i.e., how the results will possibly serve the outdoor 

clothing market and Patagonia), and recommendations for future studies. 

In order to provide a solid answer to the central research question: “What is the impact of Patagonia’s 

sustainable branding on the purchasing decisions of outdoor apparel consumers?”, the research was 

divided in theoretical and empirical study. The literature study addressed four theoretical sub-questions 

and provided an overview of the main topics discussed in this research. Moreover, quantitative research 

(i.e., survey) addressed three empirical sub-questions and provided numerical results useful to answer 

the central research question.  

5.1 Literature Study Key Findings 

Sustainable branding involves how a company can apply its commitment to responsible manufacturing, 

corporate social responsibility, and environmental matters to the practicalities of brand management 

(Foroudi & Palazzo, 2021). Specifically, sustainable branding consists in the adoption from a company 

of ethical & environmentally conscious practices such as minimisation of waste and carbon emissions, 

but also implementation of sustainable materials and fair labour standards for manufacturing, 

distribution, and supply chain (Grubor and Milovanov, 2016). According to the academic research, a 

positive relationship between sustainable branding and purchasing behaviour exists, as the sustainability 

attribute often translates in increased likelihood of purchase, brand loyalty, and overall, in promoting 

long-term sustainable behaviour. With regards to the outdoor apparel market, this latter can be described 

as highly competitive, fragmented, and influenced by various factors such as: increased awareness of 

sustainable products, societal & fashion trends, and changing consumer preferences. Moreover, the 

current market leaders in terms of revenues are the brands The North Face, Patagonia, and Columbia 

Sportswear (Overfelt, 2020). According to the literature study, the consumer decision-making process 

involves various stages that individuals experience before making a purchasing decision. Moreover, 

External Stimuli such as the “Marketing Mix” and Environmental Stimuli, but also Internal Factors such 

as Consumer Characteristics and Psychology may influence the consumer decision-making process. 

Lastly, the literature study outlines that some of the most relevant product attributes affecting the 

purchasing decisions of outdoor apparel consumers are the product attributes “Sustainability”, “Price”, 

“Brand”, and “Reviews”.  

In light of these findings, the following hypotheses were formulated:  
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Hypothesis 1 → The Sustainable Argument of outdoor clothing brands (i.e., “Sustainability”) is going 

to affect positively the purchasing preferences of outdoor apparel consumers. 

 Hypothesis 2 → Compared to the attributes “Price”, “Brand” and “Reviews”, “Sustainability” is 

going to be the most important attribute for outdoor clothing consumers. 

5.2 Key Findings Quantitative Research & Hypotheses Results 

Firstly, survey results suggested that participants placed a high emphasis on environmental issues and 

unethical production techniques. Respondents ranked the problematics of climate change, as well as 

unethical working conditions and exploitation as crucial, demonstrating their strong closeness to 

environmental and social issues. Respondents selected the attribute Price and Reviews as the most 

essential product factor to prioritise when purchasing for outdoor clothing, followed by Sustainability 

and Brand. This suggests that, while customers respect sustainability, it may not be the most 

important element affecting their buying decisions, with Price and Reviews taking precedence. 

Furthermore, the research investigated respondents’ association levels to brands characteristics. 

Patagonia was identified as the brand mostly associated with the characteristics “Corporate Social 

and Environmental Responsibility” and “Products’ Quality and Durability”, whereas The North 

Face resulted the brand mostly associated with the aspect “Fashionable & Innovative Designs”. 

On the other hand, the brand Columbia resulted weakly associated to all three characteristics. Given 

these premises, findings suggested that Patagonia effectively conveyed its sustainable argument to 

the surveyed audience and respondents view Patagonia as a much more Sustainable & Ethical company 

(i.e., “Corporate Environmental & Social Responsibility” rating of 3,72 out 5) than The North Face and 

Columbia (i.e., “Corporate Environmental & Social Responsibility” ratings of respectively 2,57 out 5, 

and 2,36 out of 5).  

From the analysis of brand preferences, The North Face and Patagonia stood out as the most popular 

outdoor fashion brands among respondents. In particular, examination of the Brand Profile outlined The 

North Face as the most popular brand among respondents, followed closely by Patagonia. The North 

Face remained the preferred brand also with regards to brand usage and brand loyalty. Thus, even if 

Patagonia successfully communicated its sustainable argument to the surveyed audience, results 

suggested that respondents find The North Face as a particularly attractive option (probably 

thanks to the brand’s fashionable and innovative designs), even if it is weakly associated to 

“Corporate Environmental & Social Responsibility”. 

Conjoint Value Analysis was employed in the study to establish the impact and relative importance of 

unique product attributes (i.e., Brand, Price, Reviews, Sustainability) on outdoor clothing buyers’ 

purchasing decisions (i.e., “Rating” or Utility Level derived from purchase on a scale of 0 to 10). The 
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regression analysis revealed that, with the exception of "Brand (The North Face)", all the coefficients 

(i.e., attribute levels) were statistically significant and had an impact on the overall rating of a fictitious 

fleece jacket. Specifically, each product attribute and respective levels impacted the preferences of the 

surveyed outdoor clothing consumers as depicted by the previously mentioned Table 3. The product 

features that resulted most attractive and that affected positively the preferences of surveyed outdoor 

clothing consumers were Brand (Patagonia), Price (80€), Reviews (5 out 5 stars), and Sustainability 

(Sustainable Production & Materials). In fact, results showed that the Sustainable Argument, 

intended as the adoption from outdoor clothing brands of a sustainable production and materials, 

influenced positively and significantly the purchasing preferences of the surveyed consumers.  

Therefore, based on the outcomes of the quantitative analysis reported above, Hypothesis 1 can be 

accepted (i.e., The Sustainable Argument of outdoor clothing brands (i.e., “Sustainability”) is going to 

affect positively the purchasing preferences of outdoor apparel consumers).  

Lastly, based on the calculated importance values, the attribute Sustainability was identified as the 

most important attribute affecting the purchasing decisions of the surveyed consumers, followed 

by the attributes Price, Reviews, and Brand. Moreover, the inclusion of control variables (i.e., Gender 

and Occupation) revealed additional insights regarding the importance of each product factor. In 

particular, across different genders and occupation types, the aspect Sustainability resulted once again 

the most important attribute. These results show that the sustainable argument of outdoor clothing brands 

(including Patagonia) played a particularly influential role in determining the surveyed outdoor clothing 

consumers’ preferences. 

Therefore, given these premises, also Hypothesis 2 can be accepted (i.e., Compared to the attributes 

“Price”, “Brand” and “Reviews”, “Sustainability” is going to be the most important attribute for 

outdoor clothing consumers).  

5.3 Central Research Question and Recommendations to Patagonia 

Considered those premises, “What is the impact of Patagonia’s sustainable branding on the purchasing 

decisions of outdoor apparel consumers?”. The research findings, in accordance with the literature 

findings, suggest that Patagonia's sustainable branding has positively impacted the purchasing 

intentions of the surveyed outdoor apparel consumers, with Sustainability being the most 

important attribute affecting “utility” derived from consumption and therefore consumers’ 

likelihood to purchase. However, it is noteworthy mentioning that also the attributes Price, Reviews, 

and Brand resulted playing significant roles in determining consumers’ purchasing 

preferences/decisions. Overall, Patagonia effectively communicated its Sustainable Argument to the 

surveyed audience. In fact, Patagonia stood out as the brand mostly associated with the aspect “Corporate 

Social and Environmental Responsibility”, contrarily to its competitors The North Face and Columbia. 
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On the other hand, it is relevant mentioning that, even if it was not strongly associated with sustainable 

practices, The North Face outweighed Patagonia in terms of Brand Popularity, Brand Usage and Brand 

Loyalty. A possible explanation could be related to the fact that The North Face appeared to be the brand 

mostly associated with the aspect “Fashionable & Innovative Designs”. Therefore, a recommendation 

this paper would like to give to outdoor clothing brands in general, but most specifically to Patagonia’s 

managers is, when developing business and marketing strategies, it is important to continue emphasising 

the brand’s commitment to Sustainability, product quality, and integrity. However, also other important 

aspects that may influence consumers’ purchasing intentions should be strategically enhanced and taken 

into consideration, for example pricing strategy, brand popularity/usage/loyalty, customer satisfaction, 

and innovation in terms of product designs. To conclude, Patagonia found its way to success in this 

highly competitive environment by implementing a branding and marketing approach that combines 

sustainability, quality, and integrity and by offering eco-friendly products of the highest quality aligned 

with its consumer base’s needs. However, to maintain the acquired competitive advantage in this highly 

competitive industry and be able to outweigh competitors, the Californian brand should be focusing also 

on other aspects such as customer loyalty, customer satisfaction, and market presence, but also attempt 

to innovate its product line and therefore, enhance its association level with the aspect “Fashionable & 

Innovative Designs”. By focusing on these areas, Patagonia could eventually be able to further solidify 

its position as a leader in sustainable outdoor clothing and maintain a strong relationship with its 

environmentally conscious consumer base. 

5.4 Research Limitations & Suggestions Future Researchers  

With regards to research limitations, a possible issue could concern the validity and representativeness 

of the sample. A larger and more diversified sample would allow an improvement of the reliability of 

this paper’s results. Due to time and resources limitations, this study focused specifically on younger 

adults (i.e., average age 28,5 years old), most probably students or young professionals. However, as 

mentioned in the case study section, Patagonia’s consumer base ranges between different age groups, 

from 18 years old to 55+ years old. Therefore, future research investigating older generations’ 

perspectives on sustainable branding in outdoor apparel could reveal variations in consumer priorities 

and preferences. Such research may help businesses to effectively adapt their sustainability messaging 

to diverse markets. Another issue could concern the fact that, even if the questionnaire attempts to mirror 

as close as possible a real-life shopping situation,  participants didn’t have to actually “live” with their 

choices, and this may end up compromising the validity of the survey responses. A possible 

improvement for future researcher could be incentivising respondents to make sensible choices by 

offering the opportunity to win the product they will be surveyed for (i.e., Incentive Alignment). Lastly, 

there may be other factors affecting outdoor consumers’ purchasing intentions that were not considered 

in this research (e.g., other control variables, other product attributes like style and technical quality, 

other external and internal factors, etc.) and should be therefore investigated in future research.  
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Appendices 

Appendix A (PESTEL Analysis of Patagonia) 

The study will now proceed with a “PESTEL” analysis, useful to examine the impact of Patagonia’s 

external environment on the company’s performance. 

The External Environment: PESTEL Analysis 

 

a) Political factors: Patagonia is a global company which operates in several countries across the 

world. Therefore, it is subjected to a variety of political factors such as the different countries’ 

labour and trade policies, tax regulations, but also environmental standards (Patagonia, 2023).  

b) Economic Factors: Factors influencing the economy such as economic stagnation, changes in 

consumer spending patterns, exchange rates and inflation rates, can certainly affect the brand’s 

ability to operate successfully. For example, amid Covid-19 crisis, Patagonia’s products 

experienced a sharp price increase due to the rise of manufacturing and distribution costs. This 

unexpected price increase, probably due to high inflation rate, may result in a sales slowdown 

and ultimately harm the firm’s performance (Financial Times, 2020). 

c) Sociocultural Factors: Considering that fashion items result particularly sensitive to societal 

and cultural trends and strictly dependent on each consumer’s individual preferences and 

characteristics. To sustain its high-performance levels, Patagonia must regularly adapt to the 

changing consumer lifestyles and preferences, as well as address the concerns and desires of 

clients from various ethnical backgrounds. 

d) Technological Factors: To ensure its high-performance standards and avoid supply chain 

disruption, Patagonia needs to keep track of and implement the newest technological 

advancements in terms of design, manufacturing processes, supply chain, e-commerce, and 

retail experience (e.g., Augmented Reality, AI, Payment systems, etc.). 

e) Environmental Factors: Chouinard’s business, as any other fashion brand, must comply with 

the existent environmental legislation of the countries where it operates. Moreover, Patagonia 

based the entirety of its business operations on the mission of saving the planet and educating 

individuals to adopt a more conscious and sustainable approach to fashion consumption. 

Therefore, in order to maintain its excellent reputation and performance level, the American 

brand must continue adopting and improving its Sustainability targets & Ethical practices for 

both direct and indirect business operations (Patagonia, 2023). 

f) Legal Factors: Patagonia, similarly to other fashion brands, has to comply with multiple legal 

aspects, for example with regulations related to environmental practices, intellectual property 

rights, copyright infringement, labour laws, and anti-counterfeiting laws.  
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Appendix B (Orthogonal Design Product Profiles) 

 

Figure 7 “Main Effects Screening Design” used for an orthogonal estimation of main effects. 

Adapted source: JMP Software, 29th of May 2023. 

 

Appendix C (Linear Regression Results) 

Table 2: Linear Regression Results without control variables 

Variable Coefficient Std. Error t- Statistic P-value 

Intercept 8,065 0,110 73,496 

    

0,000*** 

Columbia -0,979 0,111 -8,779 

    

0,000*** 

The North Face -0,044 0,111 -0.394  0,693 

Price 80 0,672 0,111 6,031 

    

0,000*** 

Price 140 -0,908 0,111 -8,143 0.000*** 

Reviews 3/5 -1.277 0,088 -14,484 0.000*** 

Not Sustainable -1,764 0,088 -20,010 

 

0,000*** 

Note. N = 141. Standard errors are in parentheses; the dependent and independent variables are scores between 

0 and 10; *p<0,1; **p<0,05; ***p<0,001. 
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Table 5: How Coefficients (i.e., Betas) change if the control variables Gender (i.e., Female, Male, Other) and 

Occupation (i.e., Employed, Unemployed) are considered in the regression analysis. 

Attribute 

Level 

OVERALL 

Coefficients 

Gender: 

Female 

Gender: 

Male 

Gender: 

Other 

Occupation: 

Employed 

Occupation: 

Unemployed 

(Intercept) 8,065** 8,049** 8,027** 8,275** 7,777** 8,402** 

Columbia -0,979** -0,871** -1,076** 0,100** -0,861** -1,116** 

The North 

Face 

-0,044 -0,074 -0,022 0,800 0,009 -0,106 

Price 80€ 0,672** 0,848** 0,524** 0,800** 0,662** 0,684** 

Price 140€ -0,908** -0,938** -0,840** -1,400** -0,831** -0,998** 

Reviews 3/5 -1,277** -1,283** -1,280** -1,417** -1,048** -1,544** 

Not 

Sustainable 

-1,764** -2,089** -1,406** -2,083** -1,592** -1,964** 

Note. N= 141. All the coefficients are statistically significant at 5% significance level (p-value < 0,05) apart from 

the coefficient “The North Face”; *p<0,1; **p<0,05; ***p<0,001. 
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Appendix D (Survey Questions) 
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Appendix E (Raw Data Survey) 

Link → Raw Data  

Status Progress Duration (in seconds)Finished ResponseId DistributionChannelUserLanguageQuestion 1 Question 2_1 Question 2_2Question 2_3Question 2_4Question 3_1Question 3_2Question 3_3Question 4_1Question 4_2Question 4_5Question 5_1Question 5_2Question 5_5Question 6_1Question 6_2Question 6_5Question 7 Question 8 Question 9 Question 10_4Question 11_5Question 12_1Question 13_1Question 14_1Question 15_1Question 16_1Question 17_1Question 18_1Question 19_1Question 20_1Question 21_1Question 22Question 23Question 24 Question 25_1Question 26_2

Response Type Progress Duration (in seconds)Finished Response ID Distribution ChannelUser LanguageHave you ever purchased outdoor clothing?(i.e., clothing designed to be worn outside, for example jackets, sweaters, or any clothing for outdoor activities like hiking, skiing, rock climbing, cycling, surfing, etc.)What is your main priority when shopping for outdoor clothing?0 = Least priority5 = Highest priority - PriceWhat is your main priority when shopping for outdoor clothing?0 = Least priority5 = Highest priority - Sustainable Production and MaterialsWhat is your main priority when shopping for outdoor clothing?0 = Least priority5 = Highest priority - BrandWhat is your main priority when shopping for outdoor clothing?0 = Least priority5 = Highest priority - ReviewsDo you know these clothing brands, even if only by name? - PatagoniaDo you know these clothing brands, even if only by name? - The North FaceDo you know these clothing brands, even if only by name? - Columbia SportswearTo what extent do you associate the following characteristics with the brand Patagonia?0 = I don't associate at all the brand with this characteristic5 = I highly associate the brand with this characteristic - Corporate Social & Environmental ResponsibilityTo what extent do you associate the following characteristics with the brand Patagonia?0 = I don't associate at all the brand with this characteristic5 = I highly associate the brand with this characteristic - Fashionable and Innovative DesignsTo what extent do you associate the following characteristics with the brand Patagonia?0 = I don't associate at all the brand with this characteristic5 = I highly associate the brand with this characteristic - Products quality and durabilityTo what extent do you associate the following characteristics with the brand The North Face?0 = I don't associate at all the brand with this characteristic5 = I highly associate the brand with this characteristic - Corporate Social & Environmental ResponsibilTo what extent do you associate the following characteristics with the brand The North Face?0 = I don't associate at all the brand with this characteristic5 = I highly associate the brand with this characteristic - Fashionable and Innovative DesignsTo what extent do you associate the following characteristics with the brand The North Face?0 = I don't associate at all the brand with this characteristic5 = I highly associate the brand with this characteristic - Products quality and durabilityTo what extent do you associate the following characteristics with the brand Columbia Sportswear?0 = I don't associate at all the brand with this characteristic5 = I highly associate the brand with this characteristic - Corporate Social & Environmental RespoTo what extent do you associate the following characteristics with the brand Columbia Sportswear?0 = I don't associate at all the brand with this characteristic5 = I highly associate the brand with this characteristic - Fashionable and Innovative DesignsTo what extent do you associate the following characteristics with the brand Columbia Sportswear?0 = I don't associate at all the brand with this characteristic5 = I highly associate the brand with this characteristic - Products quality and durabilityWhen it comes to outdoor fashion, which of the following brands do you like? (You can select more than one option)When it comes to outdoor fashion, which of the following brands do you own currently? (You can select more than one option)When it comes to outdoor fashion, which of the following brands are you likely to purchase again in the future? (You can select more than one option)Please rate a (fictitious) fleece jacket with the following characteristics:The North Face110€Reviews 3/5 starsNot Sustainable production & materials - Rate this jacketPlease rate a (fictitious) fleece jacket with the following characteristics:Columbia140€Reviews 3/5 starsNot Sustainable production & materials - Rate this jacketPlease rate a (fictitious) fleece jacket with the following characteristics:Columbia110€Reviews 5/5 starsNot Sustainable production & materials - Rate this jacketPlease rate a (fictitious) fleece jacket with the following characteristics:Columbia140€Reviews 5/5 starsSustainable production & materials - Rate this jacketPlease rate a (fictitious) fleece jacket with the following characteristics:Columbia80€Reviews 3/5 starsSustainable production & materials - Rate this jacketPlease rate a (fictitious) fleece jacket with the following characteristics:The North Face80€Reviews 5/5 starsSustainable production & materials - Rate this jacketPlease rate a (fictitious) fleece jacket with the following characteristics:The North Face80€Reviews 5/5 starsNot Sustainable production & materials - Rate this jacketPlease rate a (fictitious) fleece jacket with the following characteristics:The North Face140€Reviews 3/5 starsSustainable production & materials - Rate this jacketPlease rate a (fictitious) fleece jacket with the following characteristics:Patagonia110€Reviews 5/5 starsSustainable production & materials - Rate this jacketPlease rate a (fictitious) fleece jacket with the following characteristics:Patagonia140€Reviews 5/5 starsNot Sustainable production & materials - Rate this jacketPlease rate a (fictitious) fleece jacket with the following characteristics:Patagonia110€Reviews 3/5 starsSustainable production & materials - Rate this jacketPlease rate a (fictitious) fleece jacket with the following characteristics:Patagonia80€Reviews 3/5 starsNot Sustainable production & materials - Rate this jacketWhat is your age? Please enter a numberWhat is your gender?What is your occupation?How important is the issue of Climate Change to you?0 = Not at all important5 = Very important - Climate ChangeHow important is the issue of Unsafe Working Conditions & Exploitation to you?0 = Not at all important5 = Very important - Unsafe Working Conditions & Exploitation
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,Others

The North 

Face 6 3 6 5 5 10 7 6 10 7 8 7 22 Male Employed 3 4

IP Address 100 516 True

R_DSSjpRATJW

dVLWN

anonymo

us EN Yes 3 4 3 2 Yes Yes Yes 3 4 3 2 4 4 2 3 4

Patagonia,

Arc'teryx 5 5 7 7 7 8 7 5 8 8 6 7 27 Male Employed 4 3

IP Address 100 321 True

R_3iKzY0xmXt

Na47u

anonymo

us EN Yes 3 2 4 3 No Yes Yes 4 4 4 5 3 4

The North 

Face,Colu

mbia 

Sportwear

,Others Others

The North 

Face,Colu

mbia 

Sportwear

,Arc'teryx,

Others 7 2 6 8 7 10 7 4 9 5 4 4 22 Female Unemployed 3 4

IP Address 100 285 True

R_RRenRror5S

UFuo1

anonymo

us EN Yes 5 4 4 4 Yes Yes Yes 5 4 5 3 5 4 2 2 2

The North 

Face,Patag

onia,Arc't

eryx,Other

s

The North 

Face,Colu

mbia 

Sportwear

The North 

Face 6 2 5 5 6 9 7 6 10 6 8 7 25 Male Employed 4 4

IP Address 100 319 True

R_2Yt9o9Web

kVFNzi

anonymo

us EN Yes 4 2 1 4 Yes Yes No 4 2 4 1 5 4

The North 

Face,Patag

onia,Othe

rs

The North 

Face,Patag

onia,Othe

rs 3 3 5 7 6 10 6 4 8 5 4 5 18 Male Unemployed 3 3

IP Address 100 173 True

R_3Od01IAF1k

YcUMI

anonymo

us EN Yes 5 3 4 4 Yes Yes No 3 3 4 3 4 4

The North 

Face,Patag

onia,Arc't

eryx,Other

s

The North 

Face,Patag

onia,Arc't

eryx

The North 

Face,Patag

onia 7 7 6 6 7 9 8 6 9 7 8 4 24 Male Unemployed 3 3

IP Address 100 148 True

R_Xiv306u41D

AMG77

anonymo

us EN Yes 3 4 3 3 Yes Yes Yes 2 2 2 3 4 4 4 4 4

The North 

Face,Colu

mbia 

Sportwear

The North 

Face,Colu

mbia 

Sportwear

The North 

Face,Colu

mbia 

Sportwear 5 5 5 10 7 8 6 6 7 4 5 5 24 Male Unemployed 2 5

IP Address 100 67 True

R_3KuUPoaQL

4bAG0T

anonymo

us EN Yes 1 3 2 4 No Yes No 2 5 3

The North 

Face

The North 

Face Patagonia 4 10 3 7 6 8 7 10 8 3 4 7 20 Female Employed 1 4

IP Address 100 442 True

R_3JrcxohPx5k

WRJP

anonymo

us EN Yes 5 4 3 4 Yes Yes Yes 5 4 5 3 5 3 2 2 2

The North 

Face,Patag

onia,Arc't

eryx

The North 

Face,Colu

mbia 

Sportwear

The North 

Face 6 2 5 5 5 10 7 7 10 7 8 7 26 Male Employed 4 4

IP Address 100 307 True

R_2dXesyrs6Uc

fGXm

anonymo

us EN Yes 4 2 0 2 No Yes No 1 0 3 Others 3 1 6 7 8 9 5 6 7 4 5 6 19 Female Employed 5 5

IP Address 100 206 True

R_eE5uHjykePT

WE4F

anonymo

us EN Yes 2 1 3 5 Yes Yes No 3 4 5 2 3 5

The North 

Face,Patag

onia

The North 

Face,Othe

rs

The North 

Face,Patag

onia 5 5 7 8 7 10 8 6 10 6 6 5 18 Female Employed 5 4

IP Address 100 375 True

R_cA2fcLUSZ8l

P6yR

anonymo

us EN Yes 3 4 3 4 Yes Yes Yes 2 2 2 2 2 2 2 2 2 Others Others Others 6 4 7 8 7 10 7 6 9 5 7 6 34 Other Employed 5 5

IP Address 100 576 True

R_3Hnv9xqsAo

ZtKZU

anonymo

us EN Yes 3 3 4 5 Yes Yes Yes 5 2 4 1 4 3 2 2 3

The North 

Face,Patag

onia,Arc't

eryx,Other

s

The North 

Face,Patag

onia,Othe

rs

The North 

Face,Patag

onia,Othe

rs 4 4 2 8 7 9 2 7 9 6 7 5 29 Male Employed 4 3

IP Address 100 219 True

R_YYtzVS3vGjP

4af7

anonymo

us EN Yes 5 5 0 3 Yes Yes Yes 0 0 0 0 0 0 0 0 0

The North 

Face,Patag

onia,Othe

rs

Patagonia,

Others

The North 

Face,Patag

onia,Othe

rs 4 4 5 6 8 10 10 5 7 6 4 6 22 Female Unemployed 4 5

IP Address 100 330 True

R_3LdaMJFnC2

Wmk3u

anonymo

us EN Yes 2 2 1 3 Yes Yes Yes 2 4 5 2 4 5 2 4 2

The North 

Face,Patag

onia

Patagonia,

Columbia 

Sportwear Patagonia 8 7 7 5 7 9 7 6 8 6 8 7 31 Male Employed 4 4

IP Address 100 123472 True

R_2zZpzWlA69

3micz

anonymo

us EN Yes 4 5 3 4 Yes Yes Yes 4 5 5 3 3 3 2 1 1

The North 

Face,Patag

onia,Arc't

eryx

The North 

Face,Othe

rs

Patagonia,

Arc'teryx,

Others 7 6 7 6 7 8 8 8 9 8 8 30 Male Employed 5 5

IP Address 100 397 True

R_25SAOCMhx

lv3AdP

anonymo

us EN Yes 2 4 5 4 Yes Yes Yes 5 2 4 2 5 3 2 2 4

Patagonia,

Columbia 

Sportwear

,Others

Patagonia,

Columbia 

Sportwear

,Others

Patagonia,

Columbia 

Sportwear

,Others 3 3 4 6 6 9 4 3 9 4 6 6 29 Male Employed 5 2

IP Address 100 307 True

R_2tEV9hZucaf

C38X

anonymo

us EN Yes 3 1 1 4 Yes Yes Yes 0 3 4 3 4 2 4

The North 

Face

The North 

Face 2 1 2 2 6 9 4 4 8 1 5 3 24 Female Unemployed 2 4

IP Address 100 280 True

R_VU5HKsTBB

mNjYl3

anonymo

us EN Yes 5 5 Yes Yes Yes 5 5 5

The North 

Face 2 0 5 6 6 10 10 2 10 1 2 2 22 Male Unemployed 5 5

IP Address 100 530 True

R_2fBy5aqE2y

CG3JH

anonymo

us EN Yes 5 1 2 Yes Yes Yes 4 4 4 4 4 4

The North 

Face,Patag

onia 6 5 7 7 7 10 8 7 8 8 7 8 29 Male Employed 4 5

IP Address 100 364 True

R_XnyQajzxUU

LNsOd

anonymo

us EN Yes 4 4 1 3 Yes Yes Yes 3 5 5 3 4 4 3 3 3

The North 

Face,Patag

onia,Othe

rs

The North 

Face,Othe

rs

The North 

Face,Othe

rs 4 4 4 9 7 9 5 8 10 3 8 6 25 Male Unemployed 5 4

IP Address 100 382 True

R_333bj6El0LX

WbZI

anonymo

us EN Yes 3 3 2 Yes Yes Yes 5 3 5 2 5 3 2 1

The North 

Face,Patag

onia,Arc't

eryx,Other

s

The North 

Face,Patag

onia,Othe

rs

The North 

Face,Patag

onia,Othe

rs 4 3 4 6 3 8 6 7 10 6 7 5 28 Male Employed 5 5

IP Address 100 372 True

R_3prtxukXOK

6eIq7

anonymo

us EN Yes 3 1 3 4 Yes Yes Yes 3 3 4 1 5 4 1 3 3

The North 

Face,Patag

onia

The North 

Face,Patag

onia

The North 

Face,Patag

onia 8 2 5 2 6 10 10 7 9 8 7 8 31 Male Employed 5 5

IP Address 100 286 True

R_3syNTwl3oh

kZjKI

anonymo

us EN Yes 3 3 1 4 Yes Yes No 1 3 4 1 2 5

The North 

Face,Patag

onia Patagonia Patagonia 4 4 6 5 3 8 4 4 8 6 4 5 23 Male Unemployed 5 4

IP Address 100 506 True

R_sZRkkHnvvq

ZNQ1H

anonymo

us EN Yes 4 1 5 5 Yes Yes Yes 5 2 5 3 5 5 3 3 3

The North 

Face,Arc't

eryx,Other

s

The North 

Face,Colu

mbia 

Sportwear

The North 

Face,Colu

mbia 

Sportwear

,Arc'teryx 3 1 9 9 6 10 10 4 9 9 5 2 20 Male Employed 4 2

IP Address 100 197 True

R_5aNjwo3cq

D5iX97

anonymo

us EN Yes 3 2 2 5 Yes Yes Yes 5 3 5 2 2 3 1 2 2

Patagonia,

Others

The North 

Face,Othe

rs Others 2 1 6 5 6 8 7 2 8 3 4 3 26 Female Employed 5 5

IP Address 100 273 True

R_Z4g3V72TDt

IXQK5

anonymo

us EN Yes 4 4 2 4 Yes Yes Yes 5 4 5 2 5 5 1 2 4

The North 

Face,Patag

onia,Othe

rs

Patagonia,

Others

The North 

Face,Patag

onia,Colu

mbia 

Sportwear

,Others 3 1 4 9 8 10 5 3 7 1 6 2 22 Female Employed 5 5

IP Address 100 333 True

R_2bUzyEN7rIs

vc2V

anonymo

us EN Yes 3 3 2 3 Yes No Yes 3 3 3 2 3 3

Patagonia,

Columbia 

Sportwear

Columbia 

Sportwear

Columbia 

Sportwear 8 8 7 8 7 7 7 7 7 7 8 6 55 Male Employed 4 5

IP Address 100 144 True

R_3p2LbLZ7XK

rbKSj

anonymo

us EN Yes 3 3 5 1 Yes Yes Yes 3 4 5 3 3 4 4 3 3 Patagonia

The North 

Face Patagonia 10 8 6 8 7 8 5 5 9 6 8 7 31 Male Employed 4 4

IP Address 100 185 True

R_1dcVVQgq8

OcnlF0

anonymo

us EN Yes 3 2 3 Yes Yes No 5 4

The North 

Face Others Others 10 4 1 10 7 7 8 9 7 8 6 29 Male Employed 2 2

IP Address 100 371 True

R_21h22VDbQ

AeAFwn

anonymo

us EN Yes 3 3 3 4 Yes Yes Yes 3 3 3 3 3 4 3 3 3 Others Others Others 7 4 7 4 6 6 7 7 6 7 6 8 21 Female Employed 4 4

IP Address 100 250 True

R_ehdQwIbJLf

CoIwh

anonymo

us EN Yes 4 4 3 3 No No Yes 3 4 4

Columbia 

Sportwear

,Others

Columbia 

Sportwear

Columbia 

Sportwear

,Others 4 2 4 5 8 9 6 5 6 3 7 6 57 Female Employed 5 4

IP Address 100 277 True

R_211EjExA3W

SC4IS

anonymo

us EN Yes 5 4 3 4 Yes Yes Yes 5 4 5 3 5 3 2 2 2

The North 

Face,Patag

onia,Arc't

eryx

The North 

Face,Patag

onia,Colu

mbia 

Sportwear

The North 

Face,Patag

onia 6 2 5 5 6 10 7 6 10 7 9 7 22 Female Unemployed 4 5

IP Address 100 67199 True

R_2PofOJBw49

GMdFG

anonymo

us EN Yes 5 3 0 4 Yes Yes Yes 3 3 4 2 4 5 3 2 3

The North 

Face,Othe

rs Others

The North 

Face,Othe

rs 4 2 4 3 6 8 7 3 6 4 4 6 26 Male Employed 5 4

IP Address 100 274 True

R_2eOwmp4cB

KR0tEL

anonymo

us EN Yes 4 3 1 4 Yes Yes Yes 3 4 5 1 4 4 2 4 4

The North 

Face,Colu

mbia 

Sportwear

,Others

The North 

Face,Colu

mbia 

Sportwear

The North 

Face,Patag

onia,Colu

mbia 

Sportwear

,Others 6 5 7 8 9 10 8 6 8 6 6 7 27 Male Unemployed 5 4

IP Address 100 243 True

R_3q7F6UUwo

UZNIbu

anonymo

us EN Yes 5 4 4 3 Yes Yes Yes 5 4 5 3 5 3 2 2 2

The North 

Face,Patag

onia,Arc't

eryx

The North 

Face,Patag

onia,Colu

mbia 

Sportwear

The North 

Face,Patag

onia 6 1 4 5 6 10 7 7 10 5 9 6 22 Female Unemployed 4 5

IP Address 100 293 True

R_1IvfyH3xyXk

PKNb

anonymo

us EN Yes 5 4 4 4 Yes Yes Yes 5 4 5 3 5 3 3 2 2

The North 

Face,Patag

onia,Arc't

eryx

The North 

Face,Patag

onia,Arc't

eryx

The North 

Face,Patag

onia,Arc't

eryx 6 2 5 6 6 9 7 6 10 6 8 7 23 Female Unemployed 4 4

IP Address 100 260 True

R_2Ugb0tkLb4

dA4dX

anonymo

us EN Yes 2 2 3 4 Yes Yes No 2 3 4 2 4 5

The North 

Face,Othe

rs

The North 

Face,Patag

onia,Othe

rs

The North 

Face,Patag

onia,Othe

rs 5 3 7 7 6 10 7 5 8 7 5 4 23 Male Unemployed 4 3

IP Address 100 454 True

R_qFoStrqos90

zxKh

anonymo

us EN Yes 3 2 2 3 Yes Yes Yes 4 3 5 5 2 1 2

Patagonia,

Arc'teryx

The North 

Face

The North 

Face 8 5 5 6 5 7 8 8 8 10 10 10 22 Male Unemployed 5 4

IP Address 100 248 True

R_2AQCIQTz4a

0lQvV

anonymo

us EN Yes 4 5 3 5 Yes Yes Yes 1 3 5 1 3 5 1 2 2

The North 

Face,Patag

onia,Othe

rs Others

The North 

Face,Patag

onia,Othe

rs 1 3 0 8 4 10 4 8 9 3 7 6 26 Female Employed 5 5

IP Address 100 243 True

R_djaWeFJqUR

M3PTr

anonymo

us EN Yes 4 3 3 5 Yes Yes Yes 0 4 4 1 4 5 0 3 4

The North 

Face,Patag

onia

The North 

Face

The North 

Face,Patag

onia 4 1 4 5 5 10 6 5 8 1 4 6 21 Female Employed 3 5

IP Address 100 254 True

R_2VDCdZUuV

vruZWQ

anonymo

us EN Yes 3 3 1 4 Yes Yes Yes 3 2 4 2 3 3 3 3 3

The North 

Face,Patag

onia,Colu

mbia 

Sportwear

The North 

Face

The North 

Face,Patag

onia,Colu

mbia 

Sportwear 6 4 7 9 8 10 7 7 8 7 7 6 23 Male Unemployed 4 5

IP Address 100 627 True

R_1jHeshWVrP

w5BFq

anonymo

us EN Yes 3 2 4 4 No Yes Yes 1 4 5 1 4 5

The North 

Face,Colu

mbia 

Sportwear

,Others

The North 

Face,Othe

rs

The North 

Face,Othe

rs 5 4 9 9 8 10 9 5 10 8 7 5 23 Male Unemployed 4 3

IP Address 100 1343 True

R_1OTQGGkPZ

QCcYzd

anonymo

us EN Yes 4 3 4 3 Yes Yes Yes 5 4 5 1 4 3 1 3 5

Patagonia,

Others Others Others 4 4 6 7 6 8 6 4 8 4 7 4 22 Female Employed 4 3

IP Address 100 279 True

R_1lglQ8TI7Vi

V60Q

anonymo

us EN Yes 4 3 3 5 Yes Yes Yes 5 5 5 3 4 4 3 1 3

The North 

Face,Patag

onia,Othe

rs

The North 

Face,Patag

onia,Colu

mbia 

Sportwear

,Others

The North 

Face,Patag

onia 2 0 5 6 4 10 4 3 10 3 7 4 29 Female Employed 5 5

IP Address 100 253 True

R_2YJuAjjf6x0

plvk

anonymo

us EN Yes 4 3 3 Yes Yes Yes 2 1 5 2 1 3 2 1 5

The North 

Face,Patag

onia,Colu

mbia 

Sportwear

The North 

Face

The North 

Face 6 5 4 5 6 9 6 6 8 5 7 7 22 Female Employed 5 4

IP Address 100 320 True

R_3HG4cz53Z

WjFuCM

anonymo

us EN Yes 3 1 2 3 Yes Yes Yes 3 4 4 2 5 5 3 2 4

The North 

Face,Patag

onia

The North 

Face

The North 

Face 2 3 5 8 6 9 5 4 8 5 4 5 25 Female Employed 3 4

IP Address 100 288 True

R_211CflLAHtC

GhLI

anonymo

us EN Yes 2 4 3 4 Yes Yes Yes 2 2 4 2 4 3 2 2 2

The North 

Face,Othe

rs

The North 

Face,Patag

onia,Othe

rs

The North 

Face,Arc't

eryx,Other

s 0 0 0 9 7 10 3 6 9 1 6 2 40 Female Employed 5 5

IP Address 100 188 True

R_2pSmVoMIY

QJURlJ

anonymo

us EN Yes 5 4 4 4 Yes Yes Yes 5 4 5 3 5 3 2 2 2

The North 

Face,Patag

onia

The North 

Face,Colu

mbia 

Sportwear

The North 

Face 7 1 4 5 6 10 7 5 9 5 7 6 21 Male Unemployed 4 4

IP Address 100 334 True

R_3lRe1uluzxX

JZ4S

anonymo

us EN Yes 3 2 2 No No

Patagonia,

Others Others Patagonia 5 2 8 6 5 8 5 3 4 5 4 7 40 Male Employed 2 3

IP Address 100 328 True

R_bHIiGUbqqF

4sV7H

anonymo

us EN Yes 3 4 3 5 Yes No Yes 3 4 5 3 3 4

Patagonia,

Others Patagonia

Patagonia,

Others 8 6 7 7 8 10 7 7 10 6 8 5 54 Female Employed 5 5

IP Address 100 618 True

R_5AwyHRjCFA

j8YIV

anonymo

us EN Yes 2 5 0 Yes No No 4 2 4 Patagonia

The North 

Face,Othe

rs 6 7 6 6 7 6 6 7 6 8 7 7 62 Female Employed 5 5

IP Address 100 267 True

R_3PNxGldgZs

enTf7

anonymo

us EN Yes 5 3 5 4 Yes Yes Yes 5 4 5 3 5 3 2 2 2

The North 

Face,Patag

onia,Arc't

eryx

The North 

Face,Patag

onia

The North 

Face,Patag

onia 6 2 4 4 5 9 8 6 10 6 8 6 20 Male Unemployed 4 4

IP Address 100 410 True

R_12bamfh0i

WKykE2

anonymo

us EN Yes 4 3 5 4 Yes Yes Yes 5 4 5 3 5 4 3 3 3

The North 

Face,Patag

onia,Arc't

eryx

The North 

Face,Patag

onia Patagonia 6 1 5 4 5 9 7 5 10 6 8 8 23 Male Unemployed 3 4

IP Address 100 148 True

R_2WuRhgPxP

ULuYZc

anonymo

us EN Yes 5 3 4 5 Yes Yes Yes 2 4 5 3 4 5 2 4 4

The North 

Face,Patag

onia,Colu

mbia 

Sportwear

,Arc'teryx,

Others

The North 

Face,Patag

onia,Colu

mbia 

Sportwear

,Arc'teryx,

Others

The North 

Face,Patag

onia,Colu

mbia 

Sportwear

,Arc'teryx,

Others 7 5 6 7 6 9 7 8 9 7 8 8 29 Female Unemployed 4 5

IP Address 100 298 True

R_pEovlmFrzW

ed681

anonymo

us EN Yes 5 3 4 4 Yes Yes Yes 5 4 5 3 5 3 2 2 3

The North 

Face,Patag

onia,Arc't

eryx

The North 

Face,Patag

onia,Arc't

eryx

The North 

Face,Patag

onia,Arc't

eryx 7 3 6 5 6 10 7 6 9 6 8 7 23 Female Unemployed 3 4

IP Address 100 152 True

R_3G9r9PkRE6

IYWII

anonymo

us EN Yes 5 3 2 4 Yes Yes No 4 2 5 3 2 5

The North 

Face,Patag

onia,Othe

rs

The North 

Face,Othe

rs

The North 

Face,Patag

onia,Othe

rs 6 5 5 7 7 10 6 7 9 6 7 4 31 Female Employed 4 5

IP Address 100 230 True

R_2dDV8jsj1q

VToan

anonymo

us EN Yes 5 5 3 4 Yes Yes Yes 5 4 5 3 5 4 3 2 3

The North 

Face,Patag

onia,Othe

rs

The North 

Face,Othe

rs

The North 

Face 6 2 5 6 7 9 6 6 9 6 8 7 20 Female Unemployed 4 4

IP Address 100 153 True

R_24w4KTxay9

uz46Z

anonymo

us EN Yes 4 2 3 3 Yes Yes Yes 3 3 4 3 3 4 3 3 4

The North 

Face,Patag

onia,Arc't

eryx,Other

s

The North 

Face,Patag

onia,Othe

rs

The North 

Face,Patag

onia,Othe

rs 9 7 9 9 8 10 10 7 8 7 8 8 45 Male Employed 3 4

IP Address 100 350 True

R_1LT2mW5w

v0AFEpn

anonymo

us EN Yes 4 3 4 4 Yes Yes Yes 5 4 5 3 5 4 3 2 3

The North 

Face,Patag

onia

The North 

Face

The North 

Face 7 3 5 4 6 10 8 6 9 7 8 7 23 Male Unemployed 3 4

IP Address 100 132 True

R_UVDhEH8G

mKAGmad

anonymo

us EN Yes 5 3 5 4 Yes Yes Yes 5 4 5 3 5 4 3 2 3

The North 

Face,Patag

onia,Arc't

eryx

The North 

Face,Colu

mbia 

Sportwear

,Others

The North 

Face,Othe

rs 6 1 5 4 5 9 8 6 10 6 8 7 23 Female Unemployed 4 4

IP Address 100 125 True

R_2ctrWhGV5

qwXUGs

anonymo

us EN Yes 3 5 4 3 Yes Yes Yes 5 3 5 5 3 5 5 3 5

The North 

Face,Patag

onia,Colu

mbia 

Sportwear

,Others

The North 

Face,Patag

onia,Colu

mbia 

Sportwear

,Others

The North 

Face,Patag

onia,Othe

rs 5 5 6 9 9 10 6 8 10 6 8 7 18 Female Unemployed 4 3

IP Address 100 284 True

R_2YtEvvzJ7w

M7ZHM

anonymo

us EN Yes 2 4 4 2 Yes Yes Yes 3 5 5 4 4 5 3 5 5

The North 

Face,Patag

onia,Arc't

eryx,Other

s

The North 

Face,Patag

onia,Arc't

eryx,Other

s

The North 

Face,Patag

onia,Arc't

eryx,Other

s 6 3 2 2 7 10 10 5 10 5 10 5 47 Female Employed 4 5

IP Address 100 263 True

R_3iQKenkk3Fr

LHRz

anonymo

us EN Yes 4 4 4 4 Yes No Yes 4 4 5 4 4 4

Patagonia,

Columbia 

Sportwear

,Arc'teryx

Patagonia,

Columbia 

Sportwear

,Arc'teryx

Patagonia,

Columbia 

Sportwear

,Arc'teryx 6 4 4 4 2 4 4 5 9 7 5 6 29 Male Employed 5 5

IP Address 100 784 True

R_1BW1QPpA

6gR1Zqz

anonymo

us EN Yes 3 4 3 4 Yes Yes No 3 3 3 3 3 3

The North 

Face,Patag

onia

The North 

Face,Patag

onia

The North 

Face,Patag

onia 5 5 5 5 5 5 5 5 5 5 5 5 57 Male Employed 4 4

IP Address 100 1522 True

R_2YJNFZFgseZ

baa0

anonymo

us EN Yes 3 4 3 1 Yes Yes Yes 5 2 5 2 2 2 1 1 1

Patagonia,

Others

Patagonia,

Others

Patagonia,

Others 4 3 4 5 7 9 5 5 8 3 7 5 59 Male Employed 4 4

IP Address 100 2039 True

R_PGy6wHqF3

fnkzMB

anonymo

us EN Yes 4 3 3 4 Yes Yes No 3 5 3 3

The North 

Face,Patag

onia,Othe

rs

The North 

Face,Patag

onia,Othe

rs

The North 

Face,Patag

onia,Othe

rs 7 5 4 7 7 9 5 8 9 3 8 5 58 Male Employed 4 3

IP Address 100 770 True

R_11jwMzmur

WXVx6S

anonymo

us EN Yes 3 3 3 3 Yes No No 3 2 5 Patagonia Patagonia

Columbia 

Sportwear 8 6 7 6 6 6 9 8 9 10 9 7 65 Male Employed 5 5

IP Address 100 1485 True

R_0wh2aUXulZ

0fRHr

anonymo

us EN Yes 4 5 4 5 Yes Yes No 5 4 5 5 4 5

The North 

Face,Patag

onia,Colu

mbia 

Sportwear

The North 

Face,Patag

onia 9 3 7 4 9 9 8 9 9 7 9 6 29 Female Employed 5 5

IP Address 100 293 True

R_qPaQUEF1iE

vX6SZ

anonymo

us EN Yes 4 5 4 5 Yes Yes No 5 5 5 5 5 5

The North 

Face,Patag

onia

The North 

Face,Patag

onia

The North 

Face,Patag

onia 5 4 5 7 7 10 7 9 9 6 9 7 29 Female Employed 5 5

IP Address 100 799 True

R_21AMJpD92

uXSh5m

anonymo

us EN Yes 4 3 4 4 Yes Yes Yes 0 2 4 0 4 3 0 2 4

The North 

Face,Patag

onia,Othe

rs

The North 

Face,Colu

mbia 

Sportwear

,Others Others 2 2 3 8 8 9 7 6 7 3 6 5 60 Female Unemployed 5 5

IP Address 100 155 True

R_xhnWfluLW

UO7FAZ

anonymo

us EN Yes 4 4 4 4 Yes Yes 4 4 4 4 4 4

The North 

Face,Patag

onia,Othe

rs

The North 

Face,Patag

onia,Colu

mbia 

Sportwear

,Others

The North 

Face,Patag

onia,Colu

mbia 

Sportwear

,Others 8 7 9 9 9 9 8 9 8 8 8 9 50 Female Employed 5 5

IP Address 100 474 True

R_1jq8IxHUNd

Y1xSG

anonymo

us EN Yes 1 4 4 2 Yes Yes Yes 1 4 5 1 4 4 1 3 3

The North 

Face,Patag

onia

The North 

Face

The North 

Face 6 6 2 8 7 10 7 8 10 3 9 6 29 Male Employed 5 4

IP Address 100 260 True

R_tSC4C8AJgK

QzCsV

anonymo

us EN Yes 3 4 4 3 Yes Yes Yes 5 3 5 4 4 5 4 3 4

The North 

Face,Patag

onia,Arc't

eryx

The North 

Face,Patag

onia,Colu

mbia 

Sportwear

The North 

Face,Patag

onia 6 4 7 5 5 6 5 5 10 8 7 7 20 Female Unemployed 2 4

IP Address 100 580 True

R_1CCiFpAgPq

koAB8

anonymo

us EN Yes 2 2 1 5 Yes Yes Yes 3 4 5 2 5 4 2 3 5

The North 

Face,Patag

onia,Colu

mbia 

Sportwear

,Others

The North 

Face,Patag
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