 The main idea behind the Integrated marketing strategy is to present a multi – dimensional view or image that is consistent across all the promotions. The integrated marketing strategy for Patagonia will be centered around the company’s mission of creating products that are sustainable and eco-friendly, thus contributing towards its social responsibility. We will market the company’s vision through various platforms targeted towards the audience that believe in the same goals as the organization.
For Patagonia, integrated marketing solution will include
a. Social Media Campaign – Company will utilize its social media pages and website to promote and highlight company’s initiatives on Environmental issues. The campaign would consist of series of videos mainly focussing on the initiatives and campaigns organized by the company, also, it would include interviews from company executives on company’s vision along with customer interviews about their perception of Patagonia.
b. Instore Promotions – Company’s instore promotion campaign would be aimed at highlighting the eco-friendly materials used by company. Instore promotions would include specially designed isles and merchandise. Additionally, Customers will be informed by the cashiers and staff about the contribution from each bought item with receipts showing how much contribution from the sale would be donated to the environmental causes.
c. Patagonia Environmental Monthly - Company would also create a monthly newsletter available to customers who opt-in for the subscription free of charge. The newsletter will show the new trends and updates from around the world on environmental issues, featuring Patagonia and other organizations working on the cause and creating a positive impact on the society.
d. Sponsoring Sports Events – Patagonia will also sponsor sporting events on national and regional level. With a huge portion of the population that is interested in sports this will provide a chance to the organization to reach a wider audience both demographically and geographically.
e. Celebrity Endorsements – More number of celebrities are now speaking openly on the environmental issues, with many working in coordination with the organizations such as United Nations, Patagonia would aim and reach out to these celebrities for endorsements and speak about Patagonia influence and work towards the environmental causes.
f. Green World Funding – Patagonia would also provide funding and invest in emerging companies whose mission aligns with that of Patagonia, this will not only help Patagonia’s mission but also would provide an additional revenue source for the company.
g. Commercials – In 2017, Patagonia air its first commercial in last 40 years, spending $700,000. Patagonia will create a series of similar commercials with people talking about the environment that will not only be featured on television but also accross all media platforms.
The marketing budget for the integrated marketing would be approximately $60 Million that is around 6 to 8 % of the company sales ($841 Million). With a current compounded annual growth rate of 2.5 % company can break even on the spend in almost 3 years, expecting the growth rate increase to around 4% we expect that Patagonia will break even in less than two year. Considering that in 2017, Patagonia spend $700,000 on a single advertisement, first in last 40 years, budget seems reasonable.
	Pros
	Cons

	Wider reach to the unknow audience.
	Does not have direct impact on market share.

	Positive influence on people.
	Does not target new customer segments (specially on prices).

	Improvement in brand image.
	Marketing budget is smaller as compared to some other big organizations.

	Future increase in sales expected.
	Does not address the competition
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