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	To achieve its goal, the company will need to expand its presence online using ecommerce and advertising. In addition, one of the four following alternatives will need to be implemented:

[bookmark: _Toc57622215]Alternative 1- Sister Brand: Colina  
The first proposed strategy for Patagonia to increase its success and ultimately its number of customers would be to introduce a new sister brand whose mission align with that of Patagonia. This strategy would be similar to those of other apparel companies such as the Gap, which have their more luxury brand Banana Republic, which Gap acquired in 1983 (Pratap, 2019), their lower-level brand Old Navy, along with other specialty brands such as Athleta, Intermix, and Hill City (launched in 2018 targeting men's athletic apparel). This will ultimately allow for Patagonia to price discriminate between its existing customers and allow for them to increase their sales and ultimately revenues. The new brand would be called “Colina” which is the Spanish word for “Hill”.  

[bookmark: _Toc57622216]Alternative 2-Diversify Product Line  
To maintain their profitability and grow their market share in the hiking and outdoor equipment industry, it is recommended that Patagonia expand its product line to include equipment for the various sports and outdoor activities that it designs apparel for. Rising consumer health consciousness and disposable income has contributed to an overall increase in total recreational expenditure for activities such as hiking. The Covid-19 pandemic has further accelerated this transition as consumers are more encouraged to participate in outdoor recreational activities (Fernandez, 2020). Patagonia currently almost exclusively sells apparel such as shirts, sweaters, jackets, and sport-specific clothing. Offering outdoor equipment such as surfboards, snowboards, hiking poles, and fishing rods presents an opportunity to capture larger market share and further promote the company’s mission. 
	Pros 
	Cons 

	-Strong customer base that engages in outdoor activities 
	-Heavy initial investment 

	-Additional stream of income that can become very lucrative if accepted by outdoor enthusiasts 
	-Competing with other established companies such as Burton and Eddie Bauer 

	-Can be used to further promote Patagonia’s environmental message  
	 




[bookmark: _Toc57622217]Alternative 3-Integrated Marketing Campaign  
The main idea behind the integrated marketing strategy (IMC) is to present a multi – dimensional view that is consistent across all the promotions. The IMC 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 – The campaign would consist of series of videos mainly focusing on the initiatives and campaigns organized by the company, along with testimonials from customers. 
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. 
d. Sponsoring Sports Events – Patagonia will also sponsor sporting events on national and regional level. 
e. Celebrity Endorsements – Increasing number of celebrities are now speaking openly on the environmental issues, with many working in coordination with the organizations such as United Nations. Patagonia can reach out to these celebrities for endorsements and influence.
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 aired its first commercial in the 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 across 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). Considering that in 2017, Patagonia spend $700,000 on a single advertisement, first in last 40 years (Nace, 2018), the proposed 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

	Improvement in brand image. 
	Costly 

	Future increase in sales expected. 
	Does not address the competition 



[bookmark: _Toc57622218]Alternative 4-Luxury Brand Collaboration  
Under this strategy, Patagonia would seek to justify a price increase by collaborating with a luxury fashion brand. Similar strategies have been successfully implemented by competitors such as North Face with their previous collaborations with high priced designers such as Supreme or their upcoming collaboration with Gucci (Wolf, 2020). This strategy will allow for new product development for Patagonia that will allow for the brand to target the more style-oriented demographic (Matthies, 2020).
Some downsides associated with this strategy include the fact that it may not result in financial gain for Patagonia; however, this risk is mitigated by the fact that there will definitely be higher brand awareness for Patagonia amongst demographics that may have not necessarily purchased clothing from the retailer.  
[bookmark: _Toc57622219]Evaluation of Alternatives

[bookmark: _Toc57622220]Alternative 1- Sister Brand: Colina  
A drawback of introducing the Colina brand would be that it would compete with Patagonia and potentially cannibalize some of the existing consumers. To mitigate this risk, Colina would not require as high quality of materials in its production as Patagonia does, and furthermore, this lower quality of materials would be enough to attract the lower budget consumers, while allowing for current consumers of Patagonia to notice the difference and not want to switch.  
Colina would still focus on Patagonia’s mission of raising awareness of reducing environmental impact. However, it would emphasize less on quality and innovation. We anticipate customers would be more within the younger demographics between the ages of 16-22, the student demographics that do not possess the amount of money required to buy original Patagonia goods.  
The reason suggested behind launching a new brand such as Colina, versus acquiring an existing brand, is because of the niche market that the brand aims to target. Patagonia would still attempt to attract environmentally conscious consumers; however, they would target the more budgetary restricted consumers. This would be a cheaper alternative than acquiring a brand because it allows for Patagonia to use its existing suppliers to manufacture Colina. Again, there does exist a risk of cannibalization of Patagonia branded sales, as current consumers may be willing to forgo long lasting quality in order to save, if the function of the product is the same.   

[bookmark: _Toc57622221]Alternative 2-Diversify Product Line  
Expanding into outdoor equipment will increase Patagonia’s brand awareness and introduce their products and message to new customers. Patagonia currently only sells clothing for outdoor activities such as mountain biking, climbing, fly fishing, etc. Expanding into outdoor equipment aligns with their current brand image and will introduce their products to similar upscale outdoor enthusiasts who are unaware of Patagonia’s apparel lines or choose to shop with other companies.  
By producing their own equipment, Patagonia can carefully select suppliers that adhere to the environmental and quality standards that the company sets. Patagonia is a premium brand that targets upscale customers, which gives them flexibility regarding their pricing. The company also spends a significant amount of their earnings on research and development, which has helped Patagonia innovate their products to provide higher quality while reducing carbon emissions (Casadesus-Masanell, 2010). They can leverage their brand and R&D capabilities to create products that are more sustainable than their competitors and last longer. Lastly, this also presents an opportunity to expand their Worn Wear store, where customers can return their used equipment and it can be repaired and resold. All of these activities align with the Patagonia’s values as the equipment is functional, durable, reduces unnecessary waste and maintains the high quality that the company is renowned for.  
Patagonia’s current target segment are eco-conscious, upscale, and outdoor enthusiasts (Ethos, 2017). The expansion of Patagonia’s product line does not alienate the current segment as all of the products align with their current consumer’s beliefs and interests. By expanding and offering outdoor equipment, the company can attract a new market segment that may be uninterested or unaware of Patagonia’s clothing line but may purchase their outdoor equipment for its functionality and quality. 
[bookmark: _Toc57622222]Alternative 3-Integrated Marketing Campaign  
Integrated marketing campaigns (IMC) will increase Patagonia’s brand awareness by focusing on its mission and promoting it across various media platforms. IMCs have been very successful for some of the big companies with marketing budgets that are more than 100 million dollars, however, most small to medium level organizations are also using integrated marketing for brand promotions. With the new generation increasingly focused on environmental issues, IMC provides good opportunity to increase brand awareness and brand image. 
Patagonia’s mission is to build the best quality of product without causing any unnecessary harm to the environment, use their business to help the environment and develop new ways to do things (Patagonia, n.d.). With the use of IMC, Patagonia’s main objective to promote its mission to the environmentally conscious audience is perfectly aligned. All the marketing activities will be concentrated to highlight the company’s contribution to the environment, thus encouraging people and other organizations to contribute to Patagonia’s mission. 
Patagonia’s approach for IMC is guided more towards awareness of its mission and gain new customers, however, this approach of promotions might not fit well with the existing customers, who might see this strategy as company diverting from its main mission and moving more towards promoting consumerism. This can create a huge risk for the company in terms of its image among existing customers and can increase the customers intent to switch (Thaichon, n.d.), thus it is very vital for the company to be careful during implementation of this strategy.

[bookmark: _Toc57622223]Alternative 4-Luxury Brand Collaboration  
This strategy does allow for further brand awareness for Patagonia. Especially as Patagonia is going through an aging process, where younger demographics may not be as interested in the style of the brand, it will allow for the brand to stay relevant. Supreme’s collaboration with North Face and Drake’s OVO brand’s collaboration with Canada Goose (Murray, 2018), are ideal examples of these older brands being provided an opportunity to become more accepted amongst younger consumers. 
Collaboration may provide difficulties amongst brands as they need to decide between manufacturers and materials required for the production of goods. A lot of high fashion brands tend to justify the price of their products because of the materials used in manufacturing, such as leather used by a luxury brand. Therefore, in order to have this alternative align with Patagonia’s mission, it would be required that they lead the manufacturing of the collaborated products, and this may prove rather difficult as certain brands have established their reputation amongst their target demographics based on their production qualities. Therefore, it is imperative that Patagonia collaborate with a high fashion brand that shares similar values to that of Patagonia and would allow for Patagonia to lead the production process to ensure responsible practices are taken.  
An additional difficulty associated with this strategy would be finding a luxury brand who shares the same level of environmental and ethical consciousness as Patagonia. If Patagonia collaborates with a brand such as Louis Vuitton, for example, it poses the risk of dissatisfying existing loyal Patagonia consumers. These existing consumers may not be happy with the fact that the brand being collaborated with, in this case Louis Vuitton, uses animal products, or promotes an image of social inequality amongst its users. 

Ultimately, based on the ability of each alternative to best satisfy the criteria of Patagonia’s goal, alternative number 2 – diversify product line – is chosen for implementation. See appendix G for a summary of the evaluation of each alternative against all the criteria. 
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