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Patagonia Action Plan
1. Online Presence (e-commerce and advertising)
Introduction
The integrated marketing approach is essential in the presentation of a multi-dimensional overview of the business. This approach entails the application of a range of online marketing tools across various platforms. Most importantly, this approach ensures consistency in marketing through different channels and media. It is also significant to indicate that technology is a centerpiece of online marketing. Similarly, online marketing is a necessary tool for most e-commerce platforms. Typically, Patagonia has an existing e-commerce system that allows consumers to place orders and organize for delivery. The feasibility of e-commerce lies in the reduced cost of renting physical locations, which pose additional overhead cost in a shaky economy. Therefore, Patagonia will enjoy the benefits of warehousing and economies of scale through ensuring they maximize on establishing a healthy and vibrant image on social media backed by a reliable and fast e-commerce system.
Why integrated marketing approach / Benefits of this type of marketing
The success and feasibility of the various marketing tools applied in the integrated approach are based on both traditional and online media strategies. The integrated policy applies both conventional and emerging tools like television publicity and social media in reaching the target client. Additionally, this type of marketing creates promotions based on changing trends and consumer needs. The business should remain in touch with the consumer's needs and wants through feedback collection, surveys, and observing sales volumes. Alternatively, the scope of integrated marketing is the cultivation of a long-lasting relationship with the consumer through maintaining communication through both online and traditional media. Most importantly, this approach ensures that organizations like Patagonia minimize time wastage by ensuring quicker marketing solutions deployment. The minimum time is spent reviewing the best alternative since the existing approach offers an extensive panoply of tools.
How to use Social media marketing
Target influencers in fashion and athletes
Sadrabadi, Saraji, and MonshiZadeh (2018) indicate that brand ambassadors are critical in cultivating a brand image and recognition. Deployment of social media marketing is hinged upon finding individuals that will improve communication efficiencies in cyberspace. These individuals offer their ‘electronic word of marketing’ and act as the embodiment of the spirit of the company. Most importantly, fashion ambassadors portray a company that is fast in keeping up with consumer trends. Additionally, companies like Patagonia can establish credibility and consumer trust by receiving co-signs from famous athletes and celebrities. Resultantly, Patagonia can gain more social media followers, a change that will increase company revenue generation through sales.
Target the athletes that will be using our product for their sport i.e. surfers for surfing 
Wang and Hariandja (2016) note that brand ambassadors influence company image and consumer decisions. With American athletes like Devin Logan and Andrew Kurka, the company can indulge the consumer’s level of trust and attraction to the brand and company. Nevertheless, an effective brand should meet the needs of the consumer besides passing messages and information that resonate with the consumer.
Monetization of the Shipping and delivery services /Still charges for shipping 
Delivery services are a viable source of revenue for Patagonia. As an online store, most of its products are delivered to the customer upon purchase. Therefore, the company has the option of venturing into delivery services as an alternative source of revenue. Typically, this venture would entail offering competitive rates compared to existing delivery services. Additionally, the company must charge less compared to the standard market rates. The issue of pricing is essential because it will market the company while maintaining an image of good business practice with its clients.
1-2% of $1.2 B- compare to current marketing budget
Many critics see Patagonia's image as a champion on better working conditions and recycling as a danger to company profits. Ironically, as of 2018, Patagonia's total value stood at $ 1 billion despite these restrictive policies that might increase the operational cost of the company compared to its competitors. Additionally, Patagonia raises awareness of environmental pollution and ecological issues while encouraging their consumer to repair their clothes instead of buying new pairs. Therefore, these policies reduce the company's marketing budget to a minimum while engaging a few celebrities and promotions.   
Alterative 2: Diversify Product Line Gantt’s Chart
Patagonia faces a considerable risk from new market entrants due to its limited options in product selection. Therefore, there is an immediate need to diversify the products and varieties found in Patagonia flagship shops and online stores. Typically, the company should increase its initial investment in acquiring other outdoor equipment. Additionally, the Covid-19 pandemic has increased the need for a variety of outdoor gear, a market trend that the company should utilize. Most importantly, there is a need for the company to diversify into other sports besides hiking and ice skiing. This horizontal transition will help the company reach more clientele and promote its core message on environmental conservation.  
The diversification process will be conducted in the following stages: 
Allocation of budget
Allocation of budget for the new lines of the product will take place for two months. The milestone started on 5th January 2018 and would end on 8th March 2018. This stage's primary focus is the setting aside of funds to cover the projected expenditure from catalog expansion and related costs.
Market research
The milestone started on 18th February 2018 till 19th May 2018. This stage's primary focus is the intensive review of potential products and additions to the existing catalog. The second alternative's priority is diversification; therefore, managers and company officials will engage the public through surveys, questionnaires, and target groups in researching the potential products they should consider adding to the Patagonia catalog.
Design 
This phase lasted between 21st March and 23rd September 2018. Patagonia enjoys a unique and loyal following due to its signature designs that have minimal and hidden branding. Typically, this stage entails the incorporation of the Patagonia design mantra of the various product additions. Additionally, the use of unique and recycled material is an essential aspect of the research and design stage of the diversification process.  
Manufacturing
The manufacturing stage took 6 moths spanning from 27th September 2018 till 29th March 2019. The priority of this stage is the mass production of the designs of the additional products. The production units are made based on projections from the sales, marketing and accounting departments of the company.  
Marketing campaign
Unlike in the past, the introduction of additional products on the Patagonia store and online shop will require aggressive marketing. The company’s move to diversify will require the company to engage new customers past their traditional niche. This milestone was conducted over a span of two months between 8th April 2019 and 23th June 2019. 
The Gantt Chart below shows how the various milestone projects were undertaken: 
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