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BackgURXQd 
OXr oYerall research problem for PaWagonia Ze are addressing is ³hoZ can PaWagonia Xse 

enYironmenWalism Wo increase sales of aWhleisXre/eYer\da\ Zear and jXsWif\ cXrrenW pricing?´ OXr 
groXp ZanWed Wo bXild Xpon Whis and Whe knoZledge Ze haYe learned from prior research 
assignmenWs b\ focXsing on ansZering hoZ imporWanW enYironmenWalism is Wo consXmers, ZhaW 
biases consXmers had WoZards PaWagonia, and ZhaW facWors are Whe mosW imporWanW Zhen deciding 
Wo pXrchase cloWhing. To do Whis Ze focXsed on XndersWanding consXmer shopping habiWs and 
moWiYaWions, connecWed Whese habiWs and moWiYaWions Wo PaWagonia specificall\, and asked 
qXesWions Wo XndersWand poWenWial fXWXre sWraWegies of markeWing PaWagonia aWhleisXre and 
enYironmenWalism. We decided Wo crafW oXr sXrYe\ Wo Whis focXs becaXse in oXr inWerYieZs and 
eWhnographies Ze reali]ed WhaW Where Zere a loW of people Ze Walked Wo Zho felW enYironmenWalism 
ZoXld noW be Wheir moWiYaWing facWor Wo bX\ a brand bXW raWher an added bonXs Wo make Whem feel 
good. We also reali]ed WhaW Ze mighW haYe Wo shifW oXr WargeW aXdience Wo people Zho are noW 
e[Wremel\ enYironmenWall\ friendl\ becaXse from oXr inWerYieZs iW seems like Whe\ shop aW 
second-hand or WhrifW sWores. In one eWhnograph\ Ze foXnd WhaW people Zere off-pXW b\ high 
prices and so Ze ZanWed Whis Wo be a poinW of conWenW in oXr sXrYe\ Wo e[pand on Whe issXes Ze 
foXnd. This sXrYe\ Zill help Xs XndersWand ZhaW moWiYaWes consXmers, hoZ WhaW WranslaWes Wo 
PaWagonia, and ZhaW Ze can focXs on for poWenWial fXWXre sWraWegies regarding oXr e[perimenW. 
MeWhRd 

OXr groXp deYeloped an online sXrYe\ Xsing QXalWrics, and laXnched iW on Whe morning of 
OcWober 26Wh, 2020. The sXrYe\ Zas open XnWil NoYember 1sW, 2020. We recrXiWed parWicipanWs 
WhroXgh mXlWiple meWhods, inclXding haYing Whe sXrYe\ senW oXW Wo oXr felloZ classmaWes, posWing 
ZiWhin facebook chaWs, aWWaching Whe link Wo oXr personal insWagram accoXnWs, and sharing ZiWhin 
oXr social circles. OXr sXrYe\ Zas Waken b\ 59 indiYidXals, all ZiWhin Whe ages of 19-23 (52.72% 
Zere 20, 27.27% Zere 19, 12.72% Zere 21, 5.45% Zere 22, and 1.8% Zere 23. There Zas one 
Xnclear resXlW Zhere Whe nXmerical YalXe giYen Zas /0.) The majoriW\ of respondenWs Zere 
Zomen ZiWh 81% idenWif\ing ZiWh Whe female gender and 19% idenWif\ing ZiWh Whe male. No 
indiYidXals responded oXWside of Whe binar\. ConcXrring ZiWh oXr ages, Whe large majoriW\ of 
respondenWs Zere indiYidXals cXrrenWl\ in college (72.9%) or indiYidXals Zho Zere once in 
XniYersiW\ bXW haYe since Xnenrolled (15.2%) onl\ 8.4% reporWed receiYing Wheir High School 
Diploma as Wheir highesW edXcaWion, and 3.4% reporWed receiYing Wheir bachelors. For oXr sWXd\, iW 
Zas specificall\ releYanW Wo anal\]e income, as PaWagonia is ofWen ciWed as an ³e[pensiYe´ brand. 
The largesW income brackeW displa\ed Zas Whose WhaW had a hoXsehold income of oYer $200,000, 
ZiWh 24.1% of respondenWs indicaWing Whis. There Zas large YariaWion of income, hoZeYer, as Whe 
second largesW income brackeW displa\ed Zas Xnder $50,000, ZiWh 13.8% of respondenWs.  

We had a loW of qXesWions on oXr sXrYe\ so Whe descripWion of oXr measXres secWion is 
qXiWe long. OXr firsW block of qXesWions Zas cenWered aroXnd XndersWanding consXmer shopping 
habiWs. The firsW WZo qXesWions Zere ³hoZ ofWen do \oX shop for cloWhes for \oXrself?´ and ³hoZ 
ofWen do \oX shop for cloWhes for oWhers (famil\, friends, significanW oWhers)?´ The respondenWs 
Zere able Wo ansZer boWh qXesWions ZiWh a scale of Yer\ freqXenWl\ (Whree Wimes or more per 
monWh) Wo neYer. To bXild a beWWer XndersWanding of hoZ people shop Ze asked, ³ZhaW is \oXr 
primar\ mode of shopping?´ and Whe choices Zere online, insWore, and oWher ZiWh a We[W bo[. 
Then Ze e[plored ZhaW moWiYaWes people Wo bX\ cloWhing b\ asking ³ZhaW facWors inflXence \oX 
Wo pXrchase cloWhing? SelecW all WhaW appl\´ and Whe choices Zere price, brand, qXaliW\, 
sXsWainabiliW\, sW\le/appearance, YersaWiliW\, Wrends, and ³oWher´ ZiWh a We[W bo[. We also had Whe 
respondenWs ³rank Whe folloZing iWems based on ZhaW is mosW imporWanW Wo \oX Zhen making a 
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cloWhing pXrchasing decision, ZiWh one being Whe mosW imporWanW´. The\ had Wo rank price, 
enYironmenWal sXsWainabiliW\, qXaliW\, brand, comforW, and sW\le. The lasW qXesWion in Whe block 
regarding cloWhing Zas focXsed Wo see ZhaW aWhleisXre brands people ZanW Wo bX\ Whe mosW Wo see 
if Ze coXld learn from WhaW brand. The qXesWion Zas ³AWhleisXre¶ can be defined as YersaWile 
cloWhing designed for boWh casXal and aWhleWic Xse. When shopping for aWhleisXre cloWhing, ZhaW 
brands do \oX Wend Wo bX\ mosW freqXenWl\? SelecW all WhaW appl\´. The\ coXld choose from Nike, 
Adidas, Under Armor, LXlXlemon, PaWagonia, and ³oWher´ ZiWh a We[W bo[.  

The ne[W block conWained qXesWions WhaW helped Xs XndersWand hoZ consXmers YieZ Whe 
PaWagonia brand. The firsW qXesWion Zas hoZ familiar are \oX ZiWh Whe brand PaWagonia and Whe\ 
coXld respond ZiWh a scale of a greaW deal Wo noW familiar aW all. If Whe\ responded ZiWh noW 
familiar aW all Whe\ skipped all Whe folloZing brand qXesWions since Whe\ coXld noW speak Wo iW. The 
ne[W qXesWion Zas ZhaW is one Zord \oX ZoXld Xse Wo describe PaWagonia ZiWh an open We[W bo[ 
ansZer. The sXrYe\ ZenW on Wo ask Whem ³ZoXld \oX consider \oXr feelings aboXW PaWagonia as a 
brand Wo be posiWiYe or negaWiYe´. The\ coXld respond on a scale from e[Wremel\ posiWiYe Wo 
e[Wremel\ negaWiYe. The\ also had Wo ansZer ³Zhen Zas Whe lasW Wime \oX made a pXrchase from 
PaWagonia´ ZiWh a scale of ZiWhin Whe lasW monWh Wo neYer. WiWh Whese qXesWions, Ze ZanWed Wo see 
ZhaW people WhoXghW of Whe brand Wo XndersWand Whe biases people carr\ and hoZ Ze coXld 
combaW Whis image if iW did noW folloZ oXr research goals. The ne[W series of qXesWions focXsed on 
PaWagonia¶s enYironmenWalism and Whe effecW iW had on consXmer beliefs. The firsW qXesWion Zas 
³I am ____ enYironmenWall\ conscioXs Zhen shopping for cloWhing´ ZiWh Whe ansZers ranging 
from alZa\s Wo neYer. Then Ze had WZo qXesWions WhaW asked ³are \oX aZare of PaWagonia¶s 
enYironmenWal efforWs´ and ³do \oX Whink PaWagonia¶s enYironmenWal efforWs are Zell knoZn´ 
Zhich Whe\ coXld ansZer ranging from definiWel\ \es Wo definiWel\ noW. A large parW of 
XndersWanding hoZ Wo condXcW a campaign for aWhleisXre cloWhes WhaW are good for Whe 
enYironmenW is Wo grasp hoZ consXmers feel aboXW Whe enYironmenWal efforWs as a Zhole alread\ 
and if Wheir Zork is knoZn. We also asked, ³Zhere haYe \oX heard aboXW PaWagonia¶s 
enYironmenWal efforWs? SelecW all WhaW appl\´. Their choices Zere Wheir ZebsiWe, InsWagram, 
Google, Friends/Word of MoXWh, oWher ZiWh a We[W bo[, and I haYen¶W. The ne[W parW of Whe sXrYe\ 
moYed inWo a secWion Zhere Ze ZanWed respondenWs Wo ³please raWe \oXr agreemenW ZiWh Whe 
folloZing sWaWemenWs on a scale of 1-7 ZiWh 1 being sWrongl\ agree and 7 being sWrongl\ 
disagree´. The sWaWemenWs Zere: I Whink PaWagonia is enYironmenWall\ conscioXs, I Whink 
PaWagonia makes sW\lish cloWhing, I Whink PaWagonia makes Wrend\ cloWhing, I Whink PaWagonia 
makes qXaliW\ cloWhing, I ZoXld consider PaWagonia¶s prices a good deal, PaWagonia is knoZn for 
oXWdoor cloWhing and gear, and PaWagonia is knoZn for aWhleWic cloWhing. These qXesWions Zere 
meanW Wo connecW some of Whe consXmer shopping habiWs qXesWions direcWl\ Wo PaWagonia and see 
if PaWagonia had Whese qXaliWies people look for. 

The lasW series of qXesWions Zas meanW Wo gaXge ZhaW mighW be effecWiYe for a PaWagonia 
campaign Wo implemenW. The firsW qXesWion Zas ³HoZ likel\ is iW for \oX Wo be recepWiYe Wo 
adYerWising campaigns WhaW focXs on enYironmenWal issXes?´ and Whe opWions ranged from 
e[Wremel\ likel\ Wo e[Wremel\ Xnlikel\. This Zas imporWanW Wo see if Ze shoXld sWress anoWher 
elemenW of Whe aWhleisXre cloWhing and haYe enYironmenWalism be more of a bonXs raWher Whan aW 
Whe forefronW of Whe campaign. We also ZanWed Wo see hoZ e[posed consXmers Zere Wo 
adYerWisemenWs, specificall\ PaWagonia ads on social media. We asked ³HoZ ofWen do \oX see 
apparel-relaWed adYerWisemenWs on \oXr social media feeds (TZiWWer, InsWagram, Facebook, eWc.)?´ 
and ³hoZ ofWen do \oX see apparel-relaWed adYerWisemenWs from PaWagonia on \oXr social media 
feeds?´ Their choices for boWh qXesWions Zere dail\, 4-6 Wimes a Zeek, 2-3 Wimes a Zeek, once a 
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Zeek, and neYer. Then Ze asked ³WoXld \oX be open Wo seeing more adYerWisemenWs from 
PaWagonia on \oXr social media?´ ZiWh a scale of opWions from sWrongl\ agree Wo sWrongl\ 
disagree. We also inclXded lifesW\le and demographic qXesWions Wo draZ fXrWher conclXsions 
aboXW Whe responses based on Whe YariaWions of people Zho Wook Whe sXrYe\. 
ReVXOWV 

Man\ qXesWions Xsed WhroXghoXW oXr sXrYe\ Zere indicaWors of sXbjecWs¶ recepWiYeness Wo 
PaWagonia as a brand and openness Wo an\ poWenWial campaigns WhaW Whe compan\ coXld Xse WhaW 
focXs on enYironmenWal issXes. We foXnd WhaW Zhile onl\ 6.8% of respondenWs sWaWed WhaW 
sXsWainabiliW\ facWored inWo Wheir apparel-pXrchasing decisions, man\ also indicaWed WhaW Whe\ 
ZoXld be recepWiYe Wo campaigns WhaW cenWered aroXnd enYironmenWalism and sXsWainabiliW\. Of a 
lisW of seYen facWors WhaW a consXmer ma\ consider Zhen making pXrchasing decisions (Price, 
Brand, QXaliW\, SXsWainabiliW\, SW\le/Appearance, VersaWiliW\, and Trends), sXsWainabiliW\ Zas Whe 
leasW inflXenWial of Whe facWors noWed b\ Whe respondenWs. HoZeYer, on a 4-poinW scale measXring 
hoZ enYironmenWall\-conscioXs respondenWs Zere Zhile shopping (1 being ³alZa\s´ and 4 being 
³neYer´), Ze noWed a mean YalXe of 2.81, or WhaW sXbjecWs are mosW commonl\ ³someWimes´ 
enYironmenWall\-conscioXs Zhile shopping.  

Price Zas anoWher issXe raised in oXr research qXesWions. On a 7-poinW scale anchored b\ 1 
(sWrongl\ agree) and 7 (sWrongl\ disagree), respondenWs Zere asked Wo indicaWe ZheWher or noW 
Whe\ ZoXld qXalif\ PaWagonia¶s price poinWs as ³a good deal.´ The mean YalXe on Whis qXesWion 
Zas 3.82, indicaWing a slighW conWroYers\ in comparison Wo oXr oWher scale qXesWions, Zhich 
ranged in means from 1 Wo 2, generall\. IW is also imporWanW Wo noWe WhaW price Zas Whe mosW highl\ 
inflXenWial facWor in pXrchasing decisions according Wo respondenWs. DespiWe Whis, of respondenWs 
WhaW ansZered WhaW Whe\ Zere aW leasW ³a liWWle´ familiar ZiWh PaWagonia as a brand, 80.36% had 
oZned aW leasW one iWem made b\ Whe brand. This figXre is especiall\ promising Zhen considering 
hoZ infreqXenWl\ Whe brand and iWs campaigns are seen on social media. 53.33% of respondenWs 
ansZered WhaW, if Whe\ Zere Xsers of social media, Whe\ saZ apparel-relaWed adYerWisemenWs on 
Wheir feeds dail\. HoZeYer, no respondenW indicaWed WhaW Whe\ saZ adYerWisemenWs from PaWagonia 
dail\, and 66.67% of respondenWs Zho Xsed social media indicaWed WhaW Whe\ ³neYer´ saZ 
PaWagonia adYerWisemenWs on Wheir feeds. WiWh Whis in mind, oXr measXremenW of recepWiYeness Wo 
enYironmenWall\-focXsed adYerWising campaigns becomes eYen more promising. On a 5-poinW 
scale ZiWh 1 being ³e[Wremel\ likel\´ and 5 being ³e[Wremel\ Xnlikel\,´ respondenWs Zere asked 
Wo indicaWe hoZ responsiYe Whe\ ZoXld be Wo enYironmenWall\-Whemed adYerWising campaigns. The 
mean YalXe on Whis qXesWion Zas 2.07, or ³someZhaW likel\,´ indicaWing a mXch higher floor for 
recepWiYeness of Whis kind of campaign Whan Ze iniWiall\ assXmed.  
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FigXUe 1.1

 
FigXUe 1.2 

While man\ of Whe parWicipanWs ³neYer´ saZ PaWagonia adYerWisemenWs, Whe majoriW\ of 
parWicipanWs Zere familiar ZiWh Whe brand. 27.87% of parWicipanWs said WhaW Whe\ Zere familiar 
ZiWh PaWagonia ³a greaW deal´ and 29.51% said Whe\ Zere familiar ³a loW´. WiWh Wheir familiariW\, 
Whese indiYidXals ineYiWabl\ hold percepWions of PaWagonia. Onl\ 3.39% of parWicipanWs YieZed 
PaWagonia in a ³slighWl\ negaWiYe´ Za\, Zhile 50.85% YieZed Whem in a ³moderaWel\ posiWiYe´ 
connoWaWion. This indicaWes WhaW PaWagonia has a disWingXished repXWaWion, and WhaW sWereoW\pes of 
Whe brand Zill likel\ be beneficial for Whe brand¶s markeWing. When parWicipanWs associaWed one 
Zord Whe\ ZoXld Xse Wo describe PaWagonia, 63.16% associaWed iW ZiWh one Zord WhaW perWained Wo 
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Whe oXWdoors. YeW, a smaller nXmber firsW associaWed Whe brand ZiWh a more prepp\ sWereoW\pe. 
Some Zords WhaW oWher parWicipanWs WhoXghW of Zere, ³fraW bo\´, ³prepp\´, ³lX[Xr\´, and ³basic´. 
People also associaWed PaWagonia ZiWh a more liberal philosoph\ ZiWh Zords like ³progressiYe´, 
³liberal´, and ³neo-liberal´. This associaWion is likel\ from PaWagonia¶s inYolYemenW in 
enYironmenWal issXes, Zhich W\picall\ fall Xnder Whe DemocraWic parW\¶s YalXes.  
FigXUe 1.3 
 

 
 

 
DiVcXVViRQ 

The oYerall pXrpose of oXr sXrYe\ Zas Wo deWermine ZheWher PaWagonia coXld break inWo 
Whe aWhleisXre markeW. OXr research qXesWion aimed Wo deWermine hoZ PaWagonia coXld Xse 
enYironmenWalism Wo increase sales of aWhleisXre and eYer\da\ Zear Zhile also jXsWif\ing iWs 
cXrrenW pricing. WiWh oXr sXrYe\, Ze foXnd WhaW sXsWainabiliW\ Zas Whe leasW inflXenWial facWor 
Zhen oXr respondenWs Zere making a pXrchasing decision, Zhich makes a campaign led b\ 
enYironmenWalism Xnlikel\ Wo persXade oXr aXdience Wo pXrchase PaWagonia. HoZeYer, Ze foXnd 
WhaW people considered WhemselYes ³someZhaW likel\´ Wo be recepWiYe Wo a sXsWainabiliW\-focXsed 
campaign. This leads Xs Wo Whe conclXsion WhaW Zhile aWWempWing Wo increase sales of aWhleisXre 
ZiWh enYironmenWalism ZoXld be receiYed Zell, iW ma\ noW lead Wo an increase in pXrchases since 
sXsWainabiliW\ is noW a driYing facWor. OXr sXrYe\ informed Xs WhaW PaWagonia is considered a 
³prepp\´ brand, so iW ZoXld be in oXr besW inWeresW Wo markeW WoZards Whe Xpper-middle and 
high-class \oXng people. This WargeW aXdience has enoXgh mone\ Wo afford PaWagonia¶s high 
prices, can appreciaWe Wheir enYironmenWal efforWs, and mosW imporWanWl\ Whe\ ZoXld pride 
WhemselYes on Zearing a high-qXaliW\ noWable brand.  

One limiWaWion of oXr sWXd\ Zas Whe aXdience. In oXr original anal\sis of PaWagonia Ze 
deWermined Xpper-middle-class families ZoXld be a poWenWial WargeW aXdience Wo anal\]e, bXW all 
of oXr sWXdies so far, inclXding Whis sXrYe\, haYe focXsed more on college sWXdenWs dXe Wo Whe 
naWXre of Whis class. We haYe sWill been able Wo deWermine a sXiWable WargeW aXdience, bXW if Ze had 
Whe chance Wo do fXrWher research on older demographic groXps Ze ma\ haYe foXnd differenW 
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resXlWs or an addiWional WargeW aXdience. OXr qXesWions e[amined ZhaW Ze Zere Wr\ing Wo ansZer 
ZiWh oXr research qXesWion. HoZeYer, iW is apparenW noZ WhaW sXsWainabiliW\ is noW a driYing facWor 
in pXrchasing decisions, so perhaps inclXding more qXesWions Wo fXrWher e[plore Whe oWher driYing 
facWors ZoXld haYe been helpfXl. This coXld be someWhing Ze coXld e[plore more ZiWh oXr 
e[perimenW as Zell. In addiWion Wo Whis, Ze discoYered in oXr inWerYieZs WhaW some people ZoXld 
be inWeresWed in PaWagonia aWhleisXre as an ³inYesWmenW pXrchase,´ and iW ZoXld haYe been helpfXl 
Wo inclXde qXesWions aboXW Whis idea Wo deWermine if Whis is a common WhoXghW or someWhing ZorWh 
Xsing as an adYerWising poinW in oXr campaign. This meWhod alloZed Xs Wo haYe qXanWifiable daWa 
ZiWh a larger amoXnW of people Whan an\ of Whe meWhods Ze haYe Xsed in Whe pasW. IW alloZed Xs Wo 
WrXl\ see people¶s percepWions of PaWagonia ZiWh less bias since Whe sXrYe\s Zere anon\moXs and 
Where Zas no face-Wo-face inWeracWion WhaW ma\ haYe inflXenced people Wo sa\ ZhaW Whe\ perceiYed 
Wo be Whe ideal response.  
 
ASSeQdi[ 
 

MEJO 379 PaWagonia GUoXS #7 
 

 
SWaUW of Block: InWUodXcWion 

 
Q1 Thank \oX for Waking Whe Wime Wo parWicipaWe in Whis sXrYe\. The pXrpose of Whis 
research is Wo deWermine hoZ indiYidXal facWors affecW consXmer percepWion of Whe brand 
PaWagonia. Please knoZ WhaW all sXrYe\ responses are confidenWial and \oX can choose 
Wo end \oXr parWicipaWion aW an\ Wime. The qXesWion beloZ Zill be Xsed Wo indicaWe \oXr 
consenW Wo parWicipaWing in Whe sXrYe\. 

oYes, I consenW Wo parWicipaWe in Whis sXrYe\  (7)  

oNo, I do noW consenW Wo parWicipaWe in Whis sXrYe\  (8)  

 

SkiS TR: End Rf SXUYe\ If Thank \RX fRU Waking Whe Wime WR SaUWiciSaWe in WhiV VXUYe\. The SXUSRVe 
Rf WhiV UeVeaUch iV WR d... = NR, I dR nRW cRnVenW WR SaUWiciSaWe in WhiV VXUYe\ 

End of Block: InWUodXcWion 
 

SWaUW of Block: ShoSSing QXeVWionV 
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Shopping HoZ ofWen do \oX shop for cloWhes for \oXrself? 

oVer\ freqXenWl\ (Three or more Wimes per monWh)  (1)  

oFreqXenWl\ (One Wo WZo Wimes per monWh)  (2)  

oOccasionall\ (Less Whan once a monWh)  (3)  

o InfreqXenWl\ (A feZ Wimes per \ear)  (4)  

oVer\ infreqXenWl\ (Once a \ear or less)  (5)  

oNeYer  (6)  

 
 
 
Shopping HoZ ofWen do \oX shop for cloWhes for oWhers (famil\, friends, significanW 
oWhers)? 

oVer\ freqXenWl\ (Three or more Wimes per monWh)  (8)  

oFreqXenWl\ (One Wo WZo Wimes per monWh)  (9)  

oOccasionall\ (Less Whan once a monWh)  (10)  

o InfreqXenWl\ (A feZ Wimes per \ear)  (11)  

oVer\ infreqXenWl\ (Once a \ear or less)  (12)  

oNeYer  (13)  
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shopping locaWion WhaW is \oXr primar\ mode of shopping? 

oOnline  (1)  

o In-SWore  (2)  

oOWher  (3) ________________________________________________ 

 
 
 
Q14 WhaW facWors inflXence \oX Wo pXrchase cloWhing? SelecW all WhaW appl\. 

▢ Price  (1)  

▢ Brand  (2)  

▢ QXaliW\  (3)  

▢ SXsWainabiliW\  (4)  

▢ SW\le/Appearance  (5)  

▢ VersaWiliW\  (6)  

▢ Trends  (7)  

▢ OWher  (8) ________________________________________________ 
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Q31 Rank Whe folloZing iWems based on ZhaW is mosW imporWanW Wo \oX Zhen making a 
cloWhing pXrchasing decision, ZiWh one being Whe mosW imporWanW. 
______ Price (1) 
______ EnYironmenWal SXsWainabiliW\ (2) 
______ QXaliW\ (3) 
______ Brand (4) 
______ ComforW (5) 
______ SW\le (6) 
 
 
 
Q34 "AWhleisXre" can be defined as YersaWile cloWhing designed for boWh casXal and 
aWhleWic Xse. When shopping for aWhleisXre cloWhing, ZhaW brands do \oX Wend Wo bX\ 
mosW freqXenWl\? SelecW all WhaW appl\. 

▢ Nike  (1)  

▢ Adidas  (2)  

▢ Under ArmoXr  (3)  

▢ LXlXlemon  (4)  

▢ PaWagonia  (5)  

▢ OWher  (6) ________________________________________________ 

 

End of Block: ShoSSing QXeVWionV 
 

SWaUW of Block: PaWagonia QXeVWionV 
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Q42 HoZ familiar are \oX ZiWh Whe brand PaWagonia? 

oA greaW deal  (11)  

oA loW  (12)  

oA moderaWe amoXnW  (13)  

oA liWWle  (14)  

oNoW aW all familiar  (15)  

 

SkiS TR: End Rf BlRck If HRZ familiaU aUe \RX ZiWh Whe bUand PaWagRnia? = NRW aW all familiaU 
 
 
paWagonia WhaW is one Zord \oX ZoXld Xse Wo describe PaWagonia? 

________________________________________________________________ 
 
 
 
Q38 WoXld \oX consider \oXr feelings aboXW PaWagonia as a brand Wo be posiWiYe or 
negaWiYe? 

oE[Wremel\ posiWiYe  (1)  

oModeraWel\ posiWiYe  (2)  

oSlighWl\ posiWiYe  (3)  

oNeiWher posiWiYe nor negaWiYe  (4)  

oSlighWl\ negaWiYe  (5)  

oModeraWel\ negaWiYe  (6)  

oE[Wremel\ negaWiYe  (7)  

 

10 



 
 
Q20 When Zas Whe lasW Wime \oX made a pXrchase from PaWagonia? 

oWiWhin Whe lasW monWh  (1)  

oWiWhin Whe lasW si[ monWhs  (2)  

oWiWhin Whe lasW \ear  (3)  

oWiWhin Whe lasW WZo \ears  (4)  

oWiWhin Whe lasW fiYe \ears  (5)  

oOYer fiYe \ears ago  (6)  

o I haYe neYer made a pXrchase from PaWagonia  (7)  

 
 
 
Q30 I am _____ enYironmenWall\ conscioXs Zhen shopping for cloWhing. 

oalZa\s  (1)  

oXsXall\  (2)  

osomeWimes  (3)  

oneYer  (4)  
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Q35 Are \oX aZare of PaWagonia's enYironmenWal efforWs? 

oDefiniWel\ \es  (1)  

oProbabl\ \es  (2)  

oMighW or mighW noW  (3)  

oProbabl\ noW  (4)  

oDefiniWel\ noW  (5)  

 
 
 
Q36 Do \oX Whink PaWagonia's enYironmenWal efforWs are Zell knoZn? 

oDefiniWel\ \es  (1)  

oProbabl\ \es  (2)  

oMighW or mighW noW  (3)  

oProbabl\ noW  (4)  

oDefiniWel\ noW  (5)  
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Q37 Where haYe \oX heard aboXW PaWagonia's enYironmenWal efforWs? SelecW all WhaW 
appl\. 

▢ Their ZebsiWe  (1)  

▢ InsWagram  (2)  

▢ Google  (3)  

▢ Friends/Word of MoXWh  (4)  

▢ OWher  (5) ________________________________________________ 

▢ I haYen'W  (6)  

 

End of Block: PaWagonia QXeVWionV 
 

SWaUW of Block: PaWagonia Scale SWaWemenWV 
DiVSla\ ThiV QXeVWiRn: 

If HRZ familiaU aUe \RX ZiWh Whe bUand PaWagRnia? = NRW aW all familiaU 

 
Q43 Do \oX oZn an\ iWems (cloWhing, oXWdoor eqXipmenW, eWc.) made b\ PaWagonia? 

oYes  (1)  

oNo  (2)  

 

SkiS TR: End Rf BlRck If DR \RX RZn an\ iWemV (clRWhing, RXWdRRU eTXiSmenW, eWc.) made b\ 
PaWagRnia? = NR 
 
DiVSla\ ThiV QXeVWiRn: 

If HRZ familiaU aUe \RX ZiWh Whe bUand PaWagRnia? != NRW aW all familiaU 
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Q45 Do \oX oZn an\ iWems (cloWhing, oXWdoor eqXipmenW, eWc.) made b\ PaWagonia? 

oYes  (1)  

oNo  (2)  

 
 
 
Q22 Please raWe \oXr agreemenW ZiWh folloZing sWaWemenWs on a scale from 1-7, ZiWh 1 
being sWrongl\ agree and 7 being sWrongl\ disagree. 
 
 
 
Q13 I Whink PaWagonia is enYironmenWall\ conscioXs.  

 SWrongl
\ agree 

Agree SomeZh
aW agree 

NeiWher 
agree 

nor 
disagre

e 

SomeZh
aW 

disagree 

Disagre
e 

SWrongl
\ 

disagre
e 

 
 1 2 3 4 5 6 7 

 
Click Wo ZriWe Choice 1 () 

 
 
 
 
 
Q23 I Whink PaWagonia makes sW\lish cloWhing. 

 SWrongl
\ agree 

Agree SomeZh
aW agree 

NeiWher 
agree 

nor 
disagre

e 

SomeZh
aW 

disagree 

Disagre
e 

SWrongl
\ 

disagre
e 

 
 1 2 3 4 5 6 7 

 
Click Wo ZriWe Choice 1 () 
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Q28 I Whink PaWagonia makes Wrend\ cloWhing. 

 SWrongl
\ agree 

Agree SomeZh
aW agree 

NeiWher 
agree 

nor 
disagre

e 

SomeZh
aW 

disagree 

Disagre
e 

SWrongl
\ 

disagre
e 

 
 1 2 3 4 5 6 7 

 
Click Wo ZriWe Choice 1 () 

 
 
 
 
 
Q24 I Whink PaWagonia makes qXaliW\ cloWhing. 

 SWrongl
\ agree 

Agree SomeZh
aW agree 

NeiWher 
agree 

nor 
disagre

e 

SomeZh
aW 

disagree 

Disagre
e 

SWrongl
\ 

disagre
e 

 
 1 2 3 4 5 6 7 

 
Click Wo ZriWe Choice 1 () 

 
 
 
 
 
Q25 I ZoXld consider PaWagonia's prices a good deal. 

 SWrongl
\ agree 

Agree SomeZh
aW agree 

NeiWher 
agree 

nor 
disagre

e 

SomeZh
aW 

disagree 

Disagre
e 

SWrongl
\ 

disagre
e 

 
 1 2 3 4 5 6 7 
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Click Wo ZriWe Choice 1 () 
 

 
 
 
 
Q27 PaWagonia is knoZn for oXWdoor cloWhing and gear. 

 SWrongl
\ agree 

Agree SomeZh
aW agree 

NeiWher 
agree 

nor 
disagre

e 

SomeZh
aW 

disagree 

Disagre
e 

SWrongl
\ 

disagre
e 

 
 1 2 3 4 5 6 7 

 
Click Wo ZriWe Choice 1 () 

 
 
 
 
 
Q29 PaWagonia is knoZn for aWhleWic cloWhing. 

 SWrongl
\ agree 

Agree SomeZh
aW agree 

NeiWher 
agree 

nor 
disagre

e 

SomeZh
aW 

disagree 

Disagre
e 

SWrongl
\ 

disagre
e 

 
 1 2 3 4 5 6 7 

 
Click Wo ZriWe Choice 1 () 

 
 
 

End of Block: PaWagonia Scale SWaWemenWV 
 

SWaUW of Block: PoWenWial SWUaWegieV 
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Q39 HoZ likel\ is iW for \oX Wo be recepWiYe Wo adYerWising campaigns WhaW focXs on 
enYironmenWal issXes? 

oE[Wremel\ likel\  (1)  

oSomeZhaW likel\  (2)  

oNeiWher likel\ nor Xnlikel\  (3)  

oSomeZhaW Xnlikel\  (4)  

oE[Wremel\ Xnlikel\  (5)  

 
 
 
Q40 HoZ ofWen do \oX see apparel-relaWed adYerWisemenWs on \oXr social media feeds 
(TZiWWer, InsWagram, Facebook, eWc.)? 

oDail\  (1)  

o4-6 Wimes a Zeek  (2)  

o2-3 Wimes a Zeek  (3)  

oOnce a Zeek  (4)  

oNeYer  (5)  
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Q41 HoZ ofWen do \oX see apparel-relaWed adYerWisemenWs from PaWagonia on \oXr 
social media feeds? 

oDail\  (1)  

o4-6 Wimes a Zeek  (2)  

o2-3 Wimes a Zeek  (3)  

oOnce a Zeek  (4)  

oNeYer  (5)  

 
 
 
Q42 WoXld \oX be open Wo seeing more adYerWisemenWs from PaWagonia on \oXr social 
media? 

oSWrongl\ agree  (1)  

oAgree  (2)  

oSomeZhaW agree  (3)  

oNeiWher agree nor disagree  (4)  

oSomeZhaW disagree  (5)  

oDisagree  (6)  

oSWrongl\ disagree  (7)  

 

End of Block: PoWenWial SWUaWegieV 
 

SWaUW of Block: LifeVW\le 
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Q43 HoZ ofWen do \oX Xse social media? 

oDail\  (1)  

o4-6 Wimes a Zeek  (2)  

o2-3 Wimes a Zeek  (3)  

oOnce a Zeek  (4)  

oNeYer  (5)  

 
 
DiVSla\ ThiV QXeVWiRn: 

If HRZ RfWen dR \RX XVe VRcial media? = Dail\ 

 
Q44  
RoXghl\ hoZ man\ hoXrs per da\ do \oX Xse social media? Please enWer a nXmerical 
YalXe. 
 

________________________________________________________________ 
 
 
 
Q45 HoZ ofWen do \oX go oXWside for leisXre acWiYiWies (Zalking, sZimming, biking, 
pla\ing sporWs, eWc.)? 

oDail\  (1)  

o4-6 Wimes a Zeek  (2)  

o2-3 Wimes a Zeek  (3)  

oOnce a Zeek  (4)  

oNeYer  (5)  
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Q46 Do \oX Zear specific cloWhes for oXWdoor acWiYiWies? 

oDefiniWel\ \es  (1)  

oProbabl\ \es  (2)  

oMighW or mighW noW  (3)  

oProbabl\ noW  (4)  

oDefiniWel\ noW  (5)  

 
 
 
Q47 WhaW is \oXr faYoriWe Whing Wo do oXWdoors? 

________________________________________________________________ 
 
 
 
Q48 Please indicaWe \oXr acWiYiW\ leYel. 

o InacWiYe  (1)  

oSomeZhaW acWiYe  (3)  

oAcWiYe  (4)  

oHighl\ acWiYe  (5)  

 

End of Block: LifeVW\le 
 

SWaUW of Block: DemogUaShicV 
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Age HoZ old are \oX? Please enWer a nXmerical YalXe. 

________________________________________________________________ 
 
 
 
Q45 WiWh ZhaW gender do \oX mosW closel\ idenWif\? 

oMale  (1)  

oFemale  (2)  

oNon-binar\  (4)  

oOWher (Please specif\)  (6) 

________________________________________________ 

oPrefer noW Wo ansZer  (7)  
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EdXcaWion WhaW is \oXr highesW leYel of edXcaWion? 

oHigh school- Xnfinished  (1)  

oHigh school gradXaWe  (2)  

oGED  (3)  

oCollege XndergradXaWe- Xnfinished  (4)  

oCollege XndergradXaWe- cXrrenW  (5)  

oBachelor's degree  (6)  

oMasWer's Degree  (7)  

oDocWoraWe Degree  (8)  

 
 
 
Race/EWhniciW\ WhaW is \oXr race and/or eWhniciW\? SelecW all WhaW appl\. 

▢ WhiWe  (1)  

▢ Black or African American  (2)  

▢ American Indian or Alaska NaWiYe  (3)  

▢ Asian  (4)  

▢ NaWiYe HaZaiian or OWher Pacific Islander  (5)  

▢ OWher  (6) ________________________________________________ 

▢ Prefer noW Wo ansZer  (7)  
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Q44 Are \oX of Hispanic, LaWino, or Spanish origin? 

oYes  (1)  

oNo  (2)  

oPrefer noW Wo ansZer  (4)  

 
 
 
LocaWion In ZhaW region of Whe UniWed SWaWes do \oX permanenWl\ reside? 

oNorWheasWern US  (1)  

oSoXWhern US  (2)  

oMidZesWern US  (3)  

oWesWern US  (4)  

o I do noW liYe in Whe UniWed SWaWes  (5)  
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Religion WhaW is \oXr religion? 

oAgnosWic  (1)  

oAWheisW  (2)  

oChrisWian  (3)  

oMXslim  (4)  

oOWher  (5) ________________________________________________ 

oPrefer noW Wo ansZer  (6)  

 
 
 
Income WhaW is \oXr hoXsehold's WoWal \earl\ income? 

o   (1)  

o$50,000-$75,000  (2)  

o$75.000-$100,000  (3)  

o$100,000-$125,000  (4)  

o$125,000-$150,000  (5)  

o$150,00-$200,000  (6)  

o>$200,000  (7)  

oPrefer noW Wo ansZer  (8)  
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Q32 WhaW is \oXr poliWical leaning? 

oVer\ Liberal  (1)  

oSomeZhaW Liberal  (2)  

o IndependenW/NeiWher Liberal nor ConserYaWiYe  (3)  

oSomeZhaW ConserYaWiYe  (4)  

oVer\ ConserYaWiYe  (5)  

oPrefer noW Wo ansZer  (6)  

 

End of Block: DemogUaShicV 
 

SWaUW of Block: OSen-Ended 
 
Q49 Do \oX haYe an\ addiWional WhoXghWs aboXW Whe sXbjecW of Whis sXrYe\? 

________________________________________________________________ 
 

End of Block: OSen-Ended 
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