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Abstract

The impact of societal Marketing and sustainability practices in Outdoor brands in Ireland

Domingo Torres Martinez
This study has the purpose of immersing into the topics of sustainable practices by the outdoor industry and its relationship with marketing; how does consumers perceive the efforts made by companies in said industry in favour of the environment. 

Consequence of human activity is the deterioration of natural resources as well as the degradation of our environment. In recent years, efforts have been multiplied by the industry to change its business structure and strategy to contribute to this problem; specifically, the outdoor companies, being consistent with its philosophy and origins, have been developing environmentally friendly products as well as investments to convert their traditional supply chain based on carbon footprints towards clean and green practices.
Part of the goals of this research is to know if the final consumers are aware of these efforts made by the Outdoor companies and if there is a gender trend on said knowledge. Added to the above, through a quantitative survey, primary data was collected among 142 Irish consumers to obtain numerical and statistical information that will evaluate the research hypotheses. As a result, it was concluded that consumers are willing to pay extra money to buy an outdoor brand that is known to have sustainable practices against another that does not, especially the segment Mature adults (55 years and older) are the segment of the population most committed to the sustainable practices of Outdoor industry firms.

Based on the results obtained, even if consumers who maintain recycling and green habits as part of their lifestyles are willing to pay extra for a particular brand, they are unaware about the sustainable practices that their favourite brands are carrying out. Outdoor companies within their marketing mix should consider online and offline communication channels to increase the engagement within their target audience regarding this topic. 

The road is still long to go and for now, in a vast majority of the respondents, people is concerned about global warming and they are  expecting greater efforts from Outdoor brands in the near future.
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1 Introduction

1.1 Overview

The present  research document will be focused on “The impact of societal Marketing and sustainability practices in Outdoor brands in Ireland”. 

According to Alan R. Andreasen, societal Marketing is the technique within marketing that implies two main principles: holds a behaviour change at customers, and consequently is fanatically customer-driven and emphasizes creating attractive exchanges that encourage the previous behaviour (Andreasen, 2002, p.7). In this context, nowadays, outdoor brands are giving the extra mile and they are doing huge efforts aligning with macro sustainable global trends and they are reinventing their own industry in order to become environmentally friendly in almost every element of their structure: manufacturing processes and use of sustainable raw materials, internal zero-emissions departments and infrastructures, activities in pro the environment, and most important: communicate all these efforts in the hole marketing process; campaigns, branding, storytelling and activities focusing on the final user that would define the decision and purchase preference between competitor brands in the same market. Most of the brands in this industry available in the Irish market have mid-term Eco-friendly commitments for the next decade or less.
The researcher has chosen this hot topic because there is a global trend in consumer behaviour towards the care and conservation of the environment while they try to live and act more sustainable in pro the planet; outdoor companies want to take advantage on this social phenomenon adapting their philosophy and practices to be better rated by consumers and generate sales and loyalty in the mid-long terms. 

As part of the investigation, data collection will be obtained from a close ended survey with present and potential consumers from the outdoor niche in order to find out how societal Marketing and sustainability practices are evaluated and perceived. In future, this document will enhance the knowledge of the reader and will help companies 
to adapt their strategies in pro a better world and be economically sustainable for the future time.
1.2 Research Purpose

As a social problematic, environmental degradation is a reality to a greater extent of human activities. The economic models such as capitalism and consumerism are damaging and overexploiting considerably natural resources and ecosystems. These models have made our lives easier through technological innovation, development, better ways of communication and business between societies more accessible, but a very high cost where the only loser has been our planet. 
International organisms, governments, industry, and society have been working up in order to mitigate against this problematic. Outdoor companies are also making efforts to combat environmental threats. 
The research has the purpose of verifying how the societal marketing is perceived by customers in Ireland, how outdoor brands communicate messages and how important they are in the consumer decision process (are these marketing efforts relevant in the decision of buying a particular brand instead a different one?). Concepts such as mindset, recurring purchases, customer satisfaction, loyalty, followers among others are related to this whole process. 
An outdoor store located at the Dublin city centre area which is specialized in clothing, equipment, and gear for active people (brands mainly from the USA and UK) will be the data generator using their communication platforms and reaching their large loyal audience. The present document is not a Case Study because the purpose is not to generate hypotheses, but test and hypotheses that already exists. The case study is most useful for generating hypotheses, that is, in the first stage of a total research process, while other methods are more suitable for hypotheses testing and theory building (Denzin and Lincoln, 2011, p.302). 

The researcher has been in frequent interaction with brands from this industry and consumers, he practices outdoor activities frequently and works at the mentioned store; for years he has been active in the field of environmental conservation, has participated in awareness campaigns and has an academic marketing background, which makes a match to perform the investigation.
The present document is centred around The Great Outdoors, Irish shop, which was founded in 1976, and since then, it has a reputation to be the most prestigious outdoor store in the Dublin area because of the range of products available, the brands it sells and a qualified staff. The researcher will use this organisation as the bridge to generate ideas about the topic, obtain data to justify assumptions and give them credibility. 
1.3  Significance of the Study

There are two justifications why this trend topic needs to be fully explored:

Give a detailed overview to the Outdoor sector so companies can identify strengths and weaknesses about the communication process within customers. Some brands in particular could have innovative ideas for a better environment, and they are doing huge investments seeking to reduce polluting emissions throughout all its processes from production to finished product distribution; including marketing and communication activities. Globally, the recycling issue has come forward for the conservation of the environment which ensures less use of land, water, less emission of Carbon-di-Oxide and other hazardous chemicals and gases in the atmosphere and the Corporate Social Responsibility (CSR) from Companies is the key factor for that (Kaikobad et al., 2015). But probably final consumers do not value mentioned factors as decisive in their purchases because they are more sensitive to superficial arguments such as: fashion, look, design, physical features, or price. The present research document will identify which niches are being attracted by sustainability efforts, and critical success factors will be identified such as their consumption habits, purchase frequency, behaviour, and what they expect to receive from their favourite brands in the environmental topic in the short and mid-term. The conclusions from the current document will be in the interest of companies as an X-ray from their target customers behaviour will be obtained and described.
Secondly, nowadays consumers require more information to take a decision, they are becoming very much conscious regarding green values. This document will provide a guide on the current Societal Marketing elements that companies are performing as part of their eco-friendly commitments so final users can do decisions based on the arguments provided by the data analysis and the comparisons between companies in the current sector.

The research in this industry is needed to identify the consumer buying behaviour as companies wants to gain market share and transcend in the time. Behaviour refers to the selection, purchase and consumption of goods and services for the satisfaction of their wants. There are different processes involved in the decision-making process, such as shopping habits, purchasing behaviour, the brands they buy and the retailers they go. A purchase decision is the result of each and every one of these factors (Ramya and Ali, 2016).
1.4 Aim and Objectives
The aim of the present research is to assess the effectiveness of sustainable practices in outdoor brands in the perception of consumers in the Irish market; apparel manufacture and retail can cause significant environmental pollution. For some clothing brands, particularly those in the specialized outdoor gear and apparel sector, supporting environmental causes and espousing environmental activism is not a new idea. A study performed by Gilg, Barr, and Ford in 2005 identified that green consumers were mostly liberal and would look to purchase sustainable goods if they perceived that those purchases would have a minimal environmental impact (Butow, 2014).
The results would provide recommendations to the brands regarding what consumers thinks and wants and which ways are the proper to engage and generate positive impact on consumers mind. During the setting of companies annual budgets, the percentage allocated to strategic communication is increasing each year and the results of the present document will statistically demonstrate if the target market is really receiving the message sent by the brands through different channels mainly digital and means a better engagement or not.
1.5 Research Objectives
The present study is Descriptive/Quantitative in nature. The main research objective is to Confirm / Reject an Hypothesis: Consumers care about the environment and they value the sustainability practices that the Outdoor brands (in Ireland) do. The general perception is that they are willing to pay extra for a sustainable brand instead another. The hypothesis will be tested through conducting surveys that provide relevant information in terms of thoughts, perceptions, ratings, likes/dislikes, trends, and discouragements.

The research will find a cause-effect impact between those variables and how consumers pick and evaluate choices in the outdoor industry (clothe and gear).

The complementary Hypotheses to be tested are as follows:

* 
Mature adults (55 years and older) are the segment of the population most committed to the sustainable practices of Outdoor industry firms
*
Although consumers have sustainable habits and a lifestyle committed to the environment, it is common for them to be unaware of specific sustainable practices from the outdoor brands they prefer
*
Consumers search for sustainable information on Outdoor brands has one gender trend over another
During the information generation process for the dissertation hypotheses, research sub-objectives relevant to the study purpose will be covered:

· Find a Positive-Neutral-Negative perspective in the correlation: Outdoor industry-Sustainable practices-Customers expectations and desires

· Implications in the buying decision process in the outdoor community

· Describe the global trends in terms of eco commitments in the industry such as international welfare principles, green implications on production, supply chain, point of sale, and determine the CSR (Corporate Social Responsibility) policies in companies 

· Find which marketing campaigns are communicating properly the intrinsic value of the company and have coherence in all their culture.

· Develop suggestions and recommendations in the final stage of the investigation that can serve as a guide and reference for: the outdoor industry, the company that made the data collection possible (The Great Outdoors Dublin), as well as the target market of this industry in the region of Ireland mainly.
1.6 Research Questions

Throughout the development and research period of the present document, the following questions will be answered accordingly the different stages of the methodology:

What is circular economy and which practices are best suited for brands in the Outdoor goods industry?

Which are the current common practices in the Outdoor industry related to the Marketing communication process? 

Which are the common eco-friendly commitments, green practices and norms that link companies in this industry? 
How much do consumers value sustainable practices by companies in their purchasing decision process, what elements do customers reacts to (drivers-motivators)?
Who is the target audience that is being influenced and moved by this sustainable trend? (gender and age range)
Become sustainable implies investment in terms of infrastructure and organizational changes. Are green practices enough profitable for companies to maintain and transcend in the time?
Which one are the critical success factors for sustainable outdoor brands?
1.7 Structure of the Study

The present research document is split it into five different chapters; it starts with an Introduction which provides an overview of the hole document, explain the main objectives, justification of the research, aims and purpose with a short resume about the theories and topics that will be develop in the rest of the document. It ends (Chapter 5) with the Conclusions, insights based on research, recommendations for future research in the same area of study, contributions to the outdoor industry plus final interventions to the main topic under investigation.

The main body of the document contains the Literature review (Chapter 2) with all the theory related with the area of study: marketing concepts, circular economy, societal marketing, sustainability ideas are developed focusing on the outdoor industry, global trends, tendencies and commitments in the sector,  CSR (Corporate Social Responsibility) plus examples of brands with a coherence in all the sustainable strategy including communication and value creation.

Also the Conceptual Framework will be developed which is the pattern and scheme for the concepts addressed in the investigation (a figure that resumes the topic of study) and outline the correlation between marketing and sustainable practices. 

Chapter three address the Research strategy and the Methodology to collect the data, explain in detail all the information related with the Quantitative survey, how was developed, and all the theorical concepts behind it (research approach, nature of data, and techniques to be used). 

Chapter four will explain the Findings and discussions as a result of the data collection including statistics, assumptions, tendencies, new phenomena and will provide support and evidences to the concepts in the previous stages.
2 Literature Review
2.1 Overview

The goal of the literature is to put into perspective statements and previous documents that reveal the relationship: Outdoor brands - Consumers under a sustainability approach; including definitions, marketing concepts, consumer psychology and examples of brands that have developed successful campaigns and organizational culture mindset in the past as a reference for the sector in consideration.
2.2 Background: Global warming and climate change
“There is unequivocal evidence that Earth is warming at an unprecedent rate. Human activity is the principal cause” – NASA anonymous quote.

Concerns about climate change and the emission level of greenhouse gases is evident in political discourse also. For example, in a 2007 speech, the UN Secretary General Ban Ki-moon has warned that “climate change poses as much of a danger to the world as war”. Now there is compelling evidence that human behaviour has been producing unprecedented environmental problems (Milfont, 2010).

Some general data and statistics to evidence the magnitude of the problem we face:

-The 10 warmest years in the historical record have all occurred since 2010 (climate.gov et al., 2023).

-Since the 1980s, every region of the world has consistently recorded increases in average temperatures. These trends coincide with significant growth in the global carbon dioxide emissions and greenhouse gas as drivers of climate change. 

-Climate change is also evident in the warming ocean surface temperatures as well as the extent of sea ice in the Northern Hemisphere. Artic sea ice typically reaches its minimum in September, after melting during the summer. September Arctic sea ice has been decreasing at a rate of almost 13 percent per decade since 1979, indicating the impacts of climate change (statista.com, 2023).

-Global sea level decreased about eight inches (20 centimetres) in the last century. The rate in the last two decades, however, is nearly double that of the last century and accelerating slightly every year. 

-Since the beginning of the Industrial Revolution, the acidity of surface ocean waters has increased by about 30%. This increase is due to humans emitting more carbon dioxide into the atmosphere and hence, more being absorbed into the ocean (climate.nasa.gov, 2023).

-While Earth’s climate has changed throughout its history, the current warming is happening at a rate not seen in the past 10,000 years. 

With the above data, the reality we are facing is evident… By the other hand, it is increasingly common to find brands and consumers concerned about this situation and are focusing efforts to contribute improving our environment; the Industry offering products that meet green and environmental standards, while consumers who are increasingly informed and committed to the planet have gradually changed their consumption habits to products in favor of sustainability and environmental conservation to mitigate a possible future catastrophe.
2.3 Research Objectives and their connection with Literature topics
Next, it is simplified in a table how the objectives of the research are associated with the topics to be developed in the literature section:
	Research Objective
	Literature Topic

	Main Hypothesis, consumer perspective regarding Outdoor brands sustainable practices, customers are willing to pay more in exchange for responsible satisfaction in favour of the environment 
	-Marketing

-Societal Marketing

-Green Marketing

-Green Marketing approaches

-Two different Customer Types/Perspectives

	The correlation: Outdoor Industry-Sustainable practices-Customers expectations and desires
	-Segmentation in Outdoor Industry

-Outdoor Apparel

	Implications in the buying decision process in the outdoor community
	-Customer Journey Process

-Buyer Behaviour

-Green Marketing communication process

	Global trends in terms of eco commitments in the Outdoor industry
	-CSR (Corporate Social Responsibility)

-Outdoor Industry International commitments

	Successful previous Marketing campaigns
	-The impact of the Influencer (The North Face Example)

-Patagonia Marketing strategy (commitment and benchmark example)




Figure 1
 Connection between Objectives / Literature topics

2.4 Main Hypothesis: Consumer desire to pay extra for a sustainable choice instead of another that does not
In this section, themes are developed to explain green and sustainable marketing and its relation with consumer behaviour in an atmosphere related to sustainable practices that Outdoor brands signify as part of their commitments to the environment. Consumers now largely contribute to the environment as a responsible practice and are willing to pay a higher price for choosing brands that are empathetic in philosophy with them.

Marketing
Marketing is a philosophy, an attitude, a perspective, and a management orientation that focus into customer satisfaction and the way to find a balance within the previous concepts. 

In a 360° point of view, it is the activity and the process for creating, communicating, delivering and exchange offers that have value for customers, clients, partners, and society. Marketing entails processes that focus on delivering value and benefits to customers, not just selling goods, services and ideas; it uses communication, distribution and pricing strategies to provide customers and stakeholders with the goods, services, ideas, values and benefits they desire when and where they want them (Lamb et al., 2012). 

Societal Marketing

Societal Marketing is defined as the design, implementation and control of programs calculated to influence the acceptability of social ideas and involving considerations of product planning, pricing, communication, distribution and marketing research (Murphy et al., 1978).

The traditional business model focused on satisfying the economic needs of companies has gone since a while before. Nowadays, these business models are obsolete, out of place, speaks itself as a lack of social values and are usually frowned by part of the consumers/society. One of the most traditional examples argued: “There is only one social responsibility of business and that is to engage in activities to increase its profits so long as it stays within the rules of the game” (Prothero, 1990, p.94).

But the rules of the game have now changed……….

Societal Marketing mix some ethical principles and one of the best oriented perspectives aims that goods and services will only be provided to satisfy consumers needs and wants on the condition they are in no way damaging society.

“In today’s environment it is becoming increasingly difficult to purchase everything we want because by doing so, we are ultimately damaging the society” (Prothero, 1990, p.91).
The main three elements of the societal marketing include: society (human welfare), company (profitability) and consumers (satisfaction), and the sum of them in a conjunction of value proposition will create some benefits for the organisation such as: built an strong and better image, competitive advantages, permanence in the market, positioning and loyalty.

Green Marketing
Green marketing came into existence during post 1980s and early 1990s. Green marketing is booming and consumers are willing to pay a lot for a green product. Few analyses of the impact of this new technology have been carried out. Green marketing affects all sectors of economy, it not only leads to the protection of the environment, but it also creates new markets and new employment opportunities. Companies that are focused on environmental stand have a chance of gaining many satisfied and loyal customers (Ambuli et al., 2022).
The American Marketing Association (AMA) defines green marketing as the marketing of products that are presumed to be environmentally safe, it incorporates several activities such as product modification, changes to production processes, packaging, advertising strategies and also increases awareness on compliance marketing amongst industries (American Marketing Association and Conick, 2019).

According to various studies, it is considered as the strength in companies to create a sustainable competitive advantage in pro the environment by the time it generates profits from current and future customers.

The evolution of green marketing has been discussed based on three phases:

Ecological: marketing activities were focus on provide remedies for environmental problems such as: air pollution, and reduction of natural resources 

Environmental: focus on clean technology to develop products which take care of pollution and waste, the second characteristic was the communication of global problems such as biodiversity loss, poverty, and climate change.

Sustainable: consumers are demanding companies to provide eco-friendly products as they have a commitment with the planet. On this stage, marketers must meet the full environmental costs of production and consumption to create a sustainable economy (Purwanti et al., 2019).

Differences between traditional marketing and green marketing:
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Figure 2 Traditional Marketing vs Green Marketing

(Purwanti et al., 2019) (Qurniawati, 2017)

According to the above table, there are big differences between both perspectives, the Green one requires an orientation to the environment and social welfare.

Green Marketing approaches

1-Marketing Strategy

According to (Kotler and Amstrong, 2014), an strategy consists in four different steps:

Segmentation: When a purchase needs a high degree of confidence, the company should reduce information asymmetries and encourage consumers, but when a high compromise is required, the company should improve its efficiency in order to reduce costs, in this way consumers should be segmented by “why” they buy instead of “who” buy what.

(D’souza et al, 2006) Study split the segmentation in four different consumer generations:

*Conventional consumers, the ones that do not perceive benefits of a green purchase and would not adopt a new approach

*Emerging green consumers, are the ones that recognize the benefits of green products, but may not be motivated to purchase them

*Price sensitive green consumers, they are aware of environmental labels, but they are unwilling to pay the perceived higher price

*Environmentally green consumers, they are ready to buy green products and they are well informed about their benefits and already did the research about a certain category

Targeting:  On green terms, it evolves conceptualizing the product; understanding the need of the product in a market. Not all products can be consumed by all customers as each product has a different set of consumers who want to purchase the product. Green target marketing would revolve around deploying marketing techniques for a particular segment of markets which could be key to attract new customers, expand business opportunities across geographies and expand distribution network to widen the reach (economictimes.indiatimes.com, 2023).
Positioning: The green brand can be positioned through various attributes that will contribute to differentiate it from competitors. Positioning can be based on functional or emotional product attributes. A positioning strategy based on functional product attributes can be enhanced by environmental benefits coming from production processes or product usage (Aaker, 1996). Strategies strictly based on the functional characteristics of the product could have some disadvantages: they can be easily imitated, assume that the consumer only act in a rational way, or reduce flexibility and brand differentiation (Purwanti et al., 2019).
Differentiation: (Osman et al., 2016) suggested that differentiation strategy of green marketing must satisfy two objectives: improved environmental quality and customer satisfaction; based on three different benefits: a feeling of well-being (warm glow), possibility of expression through consumption of green brand as a status symbol, and benefits arising from sensations and feelings experienced through the contact with nature

2-Marketing Mix
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Figure 3
 Marketing Mix

(Purwanti et al., 2019)
Two different customer types / perspectives

Based on previous studies that define the basic principles of marketing, there are two different types of models/theories related to customer behaviour: 

According to the rational behaviour model of Engel Kollat Blackwell (EKB), all the individuals that approaches the market, purchase the product that is either of higher price or lower, but that item is essentially required by an individual (Lily and Yazdanifard, 2021). Behaviour of the consumer is built due to its personal needs and because of the social pressure or norms. All the consumers move towards the purchase of the brand only in the case when they are satisfied that what amount they have exhibited and what have they received from the brand is justifiable.

By the other hand, the Hawkins Stern Theory on Impulse Buying argues that the purchase of the product is largely involved with number of the factors that are produced by the sellers to sell the products (Lily and Yazdanifard, 2021). To deal with the consumers, all the product producers deal with the mentality of the people and sell the products according to the demand, and visual requirement of the individuals.

The Outdoor industry is not the exception and companies focus their efforts and strategies according the previous styles; some brands are very honest in the communication process and they pay attention in all the rational and descriptive approach; provide full explanations and descriptions about the gear they sell, their marketing mix is congruent with the company´s values and they generate customer engagement through clarity and honesty.

The second philosophy focus efforts on the impulse consumption and companies generate incomes and market share by volume and they usually sell seasonal products with features and raw materials that they are not as durable and functionals as the top brands, but they are useful and they are a solution to the immediate outdoor need, this trend is usually associated with fast-fashion consumption.

Impulse buying is an important part of the consumer buying model; however, the rational decision-making still dominates consumer behaviour and influences marketing theory in the Outdoor industry, so brands remain during the time creating dynasties.

2.5 The correlation between: Outdoor Industry - Sustainable practices - Customers expectations and desires
The Outdoor industry is peculiar since all the activities that involve it are carried out in contact with nature; their protagonists, both companies and consumers, tend to have a very high level of engagement and responsible commitment, and in this sense, they are familiar with sustainable practices, which facilitates interaction between them and the mutual effort to contribute to the environment, either developing green products or purchasing them .

Segmentation in Outdoor industry

(Kotler 2010) Describes segmentation as the classification of consumers within a market that share related needs and establish related purchasing behavioural habits. 
The rationale behind marketing segmentation is to allow businesses to focus on their consumers behaviours and purchasing patterns. If done effectively, marketing segmentation allows an organization to achieve its highest return on investment (ROI) in turn for its marketing and sales expenses.

The world is made up of many different consumers, each with their own set of needs and behaviours. Segmentation seeks to complement consumers with products that satisfy their individual set of needs and behaviour patterns (Martin, 2011).

To be successful in today’s global market, organizations need to think innovatively, be willing to change and quickly adapt to the new ways of conducting business in this twenty-first century. However, the organization that is willing to begin segmenting and targeting the right products and services to match all of today’s diverse cultures will create a competitive edge over their competitors.

Consumer market segmentation includes four different perspectives: 

( Geographical 

( Demographical 

( Behaviour 

( Psychographic

Psychographic segmentation was developed by marketing researchers to correlate personality with brands. This perspective is the one that matches with the profile of Outdoor industry consumers. Psychographic is classified as “the study of personality, values, attitudes, interests, and lifestyles.” Organizations need to know their consumers‟ habits” to effectively connect with them and for the consumer to identify the organization’s products or services. Psychographic segmentation acts on the psychology of the prospective consumer and helps the merchant decide how he or she must manage their consumer that belongs to any specific segment. 

Outdoor consumers are more in contact with nature than the rest of the market, this makes them more sensitive and perceptive to the reality of the planet and they seek that the brands they use are consistent with their lifestyle, values, and commitments meanwhile they practice their hobbies with gear that meet their expectations of durability, price, design and fashion/style.

Segmentation in Outdoor industry

Higher environmental awareness increase the importance consumers give to “circular products” attributes (Fuchs and Hovemann, 2022). Green consumers are more sensitive to product features and all the components around it: packaging, labels, sustainable materials, country of origin, ways of communication, corporate social responsibility commitments, among others.

Outdoor apparel is embracing an upsurging market expansion as people are increasingly attracted by the availability of multiple fabrics specifically designed to handle certain situations, which improve the flexibility, active fit and ease of use while involving in outdoor activities (Fortune Business Insights, 2021). 

After the Covid-19 era, National parks, natural reserves, and green areas in various countries have been experiencing an escalating number of visitations spiking the sales and usage of outdoor apparel, which positively impacts the consumption rate as a consequence. The escalating number of people participating in physical activities all over the world has lead to increase the usage of outdoor apparel and acts as a driving factor for the market growth. 

It is important to know the technical characteristics of the outdoor products and have an overview of their origin, international organisations that regulate them, common practices, fashion and market trends, corporate commitments, and list the brands with best practices. 

2.6 Implications in the buying decision process in the Outdoor community 

The users that belong to this niche segment are people who make previously agreed purchases, since in general they require products that are technically in line with the climatic conditions in which they will carry out their Outdoor activities, which is why it is important to relate the Customer Journey process with this research topic to explain the phases that an average customer in this industry goes through.

Customer Journey Process

Marketing efforts to communicate companies commitments towards a better ecosystem requires to understand the customer journey process. This model explains the stages customers go through when interacting with a company.

To be comprehensive, companies often need to create several customer journey maps based on a 360-degree view of how customers engage with the company. For example, nowadays journey maps usually begin with an online browsing to search information until the moment of customer feedback after the purchase.

Perhaps, the main benefit of a customer journey map is that it provides clear information on how customers move through the sales process. In addition, understanding the customer experience is vital for sales and marketing to understand the customer behaviour. (Mixon and Horwitz, 2022)
Components of a customer journey map:
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Figure 4 Customer Journey Map

(Mixon and Horwitz, 2022)
In the digital era, customers are interacting with companies through social media meanwhile the second ones are developing social CRM (Customer Relationship Management) strategies. The implications for businesses are significant; social media is the new reality, brands and companies must be where customers are. The internet is evolving and so the consumers are changing and engaging differently with brands. The evolution is bringing new marketing mantra and thus consumer buying decision process is changing (Gupta et al., 2017).
Buyer Behaviour

Buyer behaviour is the study of how consumers purchase. Any Outdoor brand, before it starts to shape their consumers behaviour, the marketing division must establish which market segment they will be concentrating on. One of the most important factors in marketing is segmentation. Knowledge is developed due to buyer behaviour analysis, and it is extremely advantageous when developing market positions, customer commitment, and pricing plans. Consumers will make extra effort and become more engaged in their purchase if it is important to them, especially if they have no prior knowledge of buying that particular product or service. This is a big chance to generate loyalty and long-term relations in this industry, as people getting into the Outdoors are usually inexperienced and they are very vulnerable as what they hear from close people or what they see in terms of brand awareness.

Effective advertisement is the other form of persuasion and liking or disliking attitude of consumers towards a particular product. There are number of factors that contribute in advertising to change the consumer behaviour, like: brand image, persuasiveness, celebrity endorsement, information about the product, utility (S. and Rani, 2021).

Green Marketing communication process

An increasingly important factor that influences purchasing decisions is the environmental protection, particularly associated with climate change (Seifi et al., 2012).
(Grimmer and Woolley, 2014) Claims that one of the main challenges marketers of green products face is how to increase the consumer's perception of individual or personal benefits; they suggested that the way to do this is to add emotional value to the product. When pro-environmental consumption aligns with a consumer's self-interest, a greater level of such consumption will follow.

One of the primary personal benefits that a consumer might obtain from green consumption is the benefit of feeling good about themselves for acting altruistically. They contend that this type of purchase behaviour can bring emotional benefits to consumers.

Marketing communications that emphasise how a product can meet both environmental standards and personal needs, under this argument, will have the greatest perceived value for a consumer and, as a result, be more persuasive than marketing communications that only emphasise a purely environmental benefit (Grimmer and Woolley, 2014).

Consumers now have the information in the palm of their hands: social networks, blogs and websites provide arguments in real time about a certain brand and product, today more than ever, green marketing communication defines the purchasing decision process in informed consumers. 

If a consumer feels that a brand is instructing them to be greener without any evidence that the brand itself is green, researchers write that “a host of negative perceptions can be activated, and compliance can decrease” (American Marketing Association and Conick, 2019).

There is a new generation of green brands thinking of creative ways to change consumer actions as they change their own. Once businesses start going green, they investigate the ways they can create innovative models to save consumer time and money while providing them better service. Done correctly, green innovations can mean more loyal customers, more money saved and a better brand reputation. As Hal Conick (writer for the AMA American Marketing Association) argues: “it is not about saying Green on the label, it is to promote positive change in consumption culture”.

2.7 Global trends in terms of Eco commitments in the Outdoor industry

They are an essential element in every industry; they set the tone and guidelines to be followed for their members, define scope and are the body that establishes rules, responsibilities, and arbitration of controversies.
CSR (Corporate Social Responsibility)

Corporate Social Responsibility is a concept whereby businesses and other organisations integrate their social and environmental responsibilities into their mainstream business operations, and business decisions are made with reference to wider sustainability issues (enterprise.gov.ie, 2022). CSR can make corporates gain a good social reputation, increase consumer loyalty, reduce business risks, and then improve corporate financial performance (Xue et al., 2022).

In terms of social impact, the social responsibility of corporates not only brings extensive benefits to themselves but also contributes to improve social welfare.

Corporates participating in green innovation can obtain higher customer satisfaction and loyalty and enhance their reputation and image (Burgos-Jiménez et al. 2013). In terms of environmental impact, as society pays more attention to the technology, process, and management system of environment-friendly products, corporates who effectively apply the CRS model, realize the importance of meeting environmental standards for sustainable management.

Enterprises integrate social and environmental concerns into their mainstream business operations on a voluntary basis around five pillars: community, workplace, marketplace, governance & communications, and environment. 

Outdoor Industry International commitments

Some of the most prestigious and committed around the world foundations/organisations with pro-environmental approaches and that include members from the Outdoor industry as part of their green philosophy and engagement strategy with current and prospect customers are mentioned below:

Bluesign 

Founded in 2000, it is an organization that certifies finished goods through system partners, including: brands, manufacturers, and chemical suppliers, to develop unique solutions to improve environmental performance, working conditions, and resource consumption to create the highest level of safety for people, planet and consumers (www.bluesign.com, 2023).

The Microfibre Consortium (TMC)

Consortium that facilitates the development of practical solutions for the textile industry, to minimise fibre fragmentation and release to the environment from manufacturing and the product life cycle.

Reaching the environment through a number of pathways, microfibres have the potential to harm the environment, wildlife and people through their presence in our ecosystems from marine and freshwater environments to air and soil (www.microfibreconsortium.com, 2023).
Launched in 2021, their commitment as a global collective is to work towards zero impact from fibre fragmentation from textiles to the natural environment by 2030. Organisations signing the Microfibre 2030 Commitment have chosen to put fibre fragmentation high on their agenda, contributing to the development of knowledge and the identification of solutions. Some examples of Outdoor brands included into the mentioned commitment: Arc’teryx, Decathlon, Helly Hansen, Jack Wolfskin, Macpac, Mammut, The North Face, Patagonia, Regatta Great Outdoors, Haglôfs, Lululemon.

Myclimate

Since its foundation in 2002, the International Climate Protection organisation offer individual industry solutions and climate strategy consulting for business clients. Has worked to achieve emissions reduced by replacing fossil energy resources with renewable energies, and by implementing local afforestation measures with smallholder farmers and energy-efficient technologies. 

Myclimate protection projects meet the highest standards, which are not only proven to reduce greenhouse gases locally and regionally, but also make a positive contribution to sustainable development (www.myclimate.org, 2023). Some outdoor members include: Vaude, Exped, among others.

Sustainable Apparel Coalition (SAC)

SAC brings together more than 280 global brands, retailers, manufacturers, NGOs, academics, and industry associations along the whole supply chain process, representing about half of the apparel and footwear industry worldwide. The SAC is deeply committed to creating a more sustainable and equitable world for all, through collective action efforts that enable positive social and environmental impact at scale.

In 2011 the SAC launched the Higg Index, which has been developed in collaboration with its members, aiming to create a global approach for effective and efficient apparel and footwear production. It comprises five different tools collecting and quantifying trusted data regarding textile and footwear manufacturing and supply chains and compiling the information in one place. The Higg Index enables brands, retailers, and manufacturers from the apparel, and footwear industry to measure, improve and share their social and environmental performance via a common “sustainability language”(apparelcoalition.org/the-sac/, 2023).

2.8 Successful previous Marketing campaigns

A couple of examples of successful engagement between marketing mix, sustainability practices and reached the target audience in recent years are The North Face and Patagonia.
The impact of the Influencer

Define them as ‘people who built a large network of followers and are considered as trusted tastemakers in one or several niches. In this way, they are content generators, with the status of experts who have created a network of followers that they influence through valuable content on social and are considered as a credible source of information (Martinez et al., 2020). 

Influencer marketing emerges as the most cost-effective, as well as the most direct and organic way when contacting with potential customers. Seeks to create positive word of mouth by employing social media users with the ability to influence the behaviour of their large numbers of followers. 

Influencers are seen as personal and credible sources that the consumer can relate to. Companies have realised the potential of working with influencers; firms can reduce brand-related perceived risk and increase brand awareness, while at the same time providing their audiences with valuable information (Martinez et al., 2020).
The use of influencers as brand ambassadors, creating sponsored content with the company, has led to an increase in investment in this strategy: it is expected that 63% of companies increased their budget in influencer marketing during 2020, this tendency valued the influencer marketing industry at an estimated 15 billion dollars in 2022. In terms of return on investment, on average companies get 5 dollars back for every dollar invested. Also, 80% of marketers consider influencer marketing-related actions to be effective (The Influencer Marketing Hub, 2023).

“The North Face” example of target audience Influencer

To put an example of this type of marketing in context (Influencer),  the American brand The North Face, which for some years has had a Spanish ultra-marathon runner (Pau Capell) as brand ambassador and influencer, in his most ambitious project so far, the runner hand in hand with The North face and decided to run 250 km in the arctic circle under the most extreme temperatures on the planet to give a message of awareness about global warming to the brand's customers (www.thenorthface.ie/run-for-the-arctic, 2023).
“Scientific evidence shows polar bears have to travel up to 250kms extra to survive. So this become my running distance and I wanted to do it in the Artic, the land of polar bears” - Pau Capell, The North Face athlete.

“The consequences of climate change are already being felt all over the world, though they are not uniform. But there is probably one place in the world where we feel the impacts of climate change even more than in other places, and that is the artic” - Heidi Sevestre, Glaciologist and The North Face ambassador.

This type of content increased the engagement between the brand and the consumer and therefore higher income for the company, since the influencer generates an aspirational effect that makes consumers turn to The North Face and become interested in the product line “Vectiv” clothing and gear that was used by Pau Capell for the realization of the polar adventure.
Patagonia (Example of Commitment / Benchmark for the Outdoor industry)

Founded in California, USA in 1973 initially as a climbing gear company. Due to the initial success, the owner Yvon Chouinard expanded his company into the environmental activist brand known today. Patagonia is one of the leading outdoor clothing and gear companies and simultaneously connect people to the natural environment (Anon, n.d.) (Cohune, 2019).
One of their critical success factors through the time: Patagonia makes supply chain decisions based on meetings with staff representing four major concerns: What is the business need for the product? Can the supplier meet Patagonia's product-quality standards? What are the environmental implications of the manufacturing process? And how does the manufacturer treat its labour and its community?

Patagonia is one of the leading outdoor apparel and gear companies in the industry and is known for its activism for current social and environmental issues. Patagonia achieves this by curating and publishing content on its website that illustrates its sustainable supply chain practices, including creating Fair Trade Certified products, sustainable sourcing to create its gear. The company also practices environmental and social responsibility by promoting employee activism.

According to its website, Patagonia’s main reason for existence: Committing to take action and force the government and corporations to contribute to solving today’s environmental problem (www.patagonia.com, 2023).

Patagonia donates 1% of its total profits to grassroots organizations around the world, calling it its “Earth Tax.” Since 1985, the company has given nearly $90,000,000 Usd to these organizations, providing them opportunities to create positive change in their own communities (Anon, n.d.) (Cohune, 2019).
The company’s website provides a list of individual activists with an interactive map illustrating specific locations of nearby events and local organizations they can easily connect with.

Patagonia Marketing Strategy 

Patagonia’s marketing strategy strays away from the norm by rejecting the consumerist culture that is prevalent in the retail industry today. Patagonia’s unconventional and successful marketing strategies aim to make a difference in the retail industry and encourages its customers to act alongside the company.

Along with utilizing social media sites, Patagonia uses content marketing on its website to enhance its transparent storytelling marketing strategy. Patagonia’s official blog: “The Cleanest Line” was published to illustrate the company’s philosophy and amplify its mission: build the best product, cause no unnecessary harm, and use business to inspire and implement solutions to the environmental crisis (Anon, n.d.) (Cohune, 2019).

Instead of traditionally advertising by posting content solely of Patagonia products, the company unconventionally advertises through storytelling. This strategy involves posting user-generated content on its social media sites, including photos, videos, personal testimonies, and outdoor recreation experiences of loyal customers. Posting user-generated content allows Patagonia’s customers to get to know each person’s stories about how they connect with Patagonia’s brand.

Patagonia uses non-traditional, green marketing strategies to create, build and maintain brand loyalty among its customers. Instead of traditionally advertising its outdoor apparel and gear, Patagonia’s campaigns publicize current social and environmental issues, urging consumers to stray away from adding to their carbon footprint and buying products that they don’t necessarily need, making the company a pioneer in the industry.

This outdoor brand has been changing the traditional stereotype of its competitors in this industry and has managed to position itself as an authentic brand that prioritizes the environmental issues and subsequently generates income, profitability, and permanence in the market.
Finally, if a green product and its equivalent non-green version have the same cost and quality, the average consumer will usually choose the greener product. But most green products still are not equal in price and quality. Patagonia, for example, has high-quality clothing, but its prices are also high. Price, quality, and greenness are starting to level out in the market. Because of that levelling, brands can reach consumers in the middle with a green product, even if the consumer’s environmental values aren’t well-defined (American Marketing Association and Conick, 2019).
Patagonia previous campaigns success 

In 2011 Black Friday marketing campaign called, “Don’t Buy This Jacket”. The company supported the anti-consumerist notion that customers shouldn’t buy what they don’t need.
Interestingly, Patagonia’s sales went up about 30% in 2012 because of that campaign, and up another 6% the following year. Patagonia then donated 100% of its 2016 Black Friday sales to grassroots organizations across the nation and has been doing so each year since then.

In previous years, the company also created a sub-brand called Worn Wear. Worn Wear is a product repair and recycle program developed to extend the life of Patagonia’s products. It is very risky to ask your consumers to repair your product instead of buying a new one, but the Californian company knew how to focus this project to achieve a better positioning and generate similar profit margins between the sale of a new item against the restoration of an old one.
2.9 Literature Summary

According to the previous literature, there is a big co-relation between the concepts: sustainability, marketing, and consumer. The end user is the one who demands products according to their requirements: functionality, durability, affordable price plus an intrinsic added value: environmentally responsible products that meet the standards of commitments in favour of a better ecosystem.

Old school marketing is no longer enough to persuade consumers. Nowadays, multidisciplinary schemes must be developed to find a balance over the time: commitment-profitability-retention and sustainable practices.
2.10 Conceptual Framework

The marketing universe is a complex machinery that connect consumers with companies throughout the entire purchase decision process creating value through exchange between both parties (Rahnama and Beiki, 2013). Mentioned machinery works with a consumer behaviour which refers to the study of what causes individuals and organizations to purchase certain products and support certain brands (Kardes et al., 2014, p.13). The present area of study focuses primarily on behaviour, motivations, and psychological impulses.

By the other hand, climate change is a major fear for many people. Consumers want to do their part to reverse the damage to the planet. They are demanding more environmentally friendly companies and will push that demand further in future (Freedman, 2023). With an eye toward clean and green practices, consumers are influenced by companies with sustainable products. We can see this trend even when consumers buying commodities, services, longevity products and also when they perform active sports such as the Outdoor activities.

This research document will match theorical marketing literature, validated corporate sustainability practices and climate change concerns specifically in the Outdoor brands. 

The findings from the literature review plus the primary recollection of data will provide enough information to evidence if customers of the Outdoor niche condition their brand choice because of the sustainability and commitment that those companies develop and communicate (value perceived) or not. 

Also, very important to know through the preliminary results is to figure out the difference between customers that buy this kind of products because they meet the technical needs and requirements of their favourite Outdoor activity or just because their features are useful, trendy or fashion according to the Irish consumer behaviour and conduct patterns. 

Finally, would be evidenced the co-relation between the consumers that appreciate the eco-sustainable efforts for a particular brand versus the ones that just want a product that “looks good, is fashionable and sophisticated with no emphasis in any eco-friendly effort from that mentioned brand”.

To develop the framework for the present document, it was used as reference the (Angus-Leppan and Owen, 2005) "Conceptual Model of Ethical Purchasing", and a customized version was developed according to the investigation specific needs.

There are two main criticisms to the Angus-Leppan & Owen model that came out from the principal paradigm and that made decide to develop a unique research scheme:

In the context of purchases, it may be that the consumer does not always associate purchase behaviour with an opportunity to act in a socially responsible manner; thus, while a consumer may have a general intention to purchase ethically, secondary variables such as: contextual/psychological/economical/impulse, impede them to carry out mentioned intentions.
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Figure 5 Conceptual Model of Ethical Purchasing

(Angus-Leppan and Owen, 2005)
Customized Research Framework proposal:
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Figure 6 Outdoor Industry Framework

Circular Economy
Term associated with the production and consumption model which involves reusing, repairing, refurbishing, and recycling existing materials and products to keep products/items within the economy wherever possible. A circular economy implies that waste will itself become a resource, consequently minimising the actual amount of waste; involves narrowing resource flows (more efficient production processes), slowing resource loops (durable products, repair, re-commerce, rental, etc.), and closing resource loops (recycling and using recycled materials). It is a beneficial tool to achieve better sustainability performances in a particular sector/industry (Fuchs and Hovemann, 2022).
Marketing Process

The path to purchase analysis from Philip Kotler (Principles of Marketing) stills the best framework to understand the stages of the marketing process in five steps. This is a general scheme but fits perfectly in the Outdoor industry as brands follows this pattern in the hole marketing activities to communicate, engage and attract consumers in this specific niche. 
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Figure 7 The Marketing Process

(Philip Kotler, Gary Armstrong, Principles of Marketing, 13th edition, page 130)

Greenwashing

More companies and organisations are striving to present their environmental efforts in a positive light and gain comparative advantages over competitors. However not all companies are completely honest during their communication with the public. Some companies may exaggerate their environmental efforts and falsely claim to have performed pro-environmental actions when the reality is different or opposite (Eng et al., 2021). This tendency is common in the clothe and fashion sector and unfortunately sometimes include the Outdoor brands.

Sustainability / Eco-Friendly Practices

Some of the must sustainable practices in the outdoor industry are: improving technologies for sorting and recycling, making washing and drying more efficient (clothe and gear), increasing energy efficiency and the use of renewable energy in technological processes, extending the longevity of clothes and improving sorting and recycling (Nikolina, 2019). Current examples from specific brands will figure out a more detail practices in these times where the economic system of capitalism encourages consumerism but at the same time companies want to manufacture products with an ecological awareness approach, and if possible, avoid fast fashion and seek longevity meanwhile they also look for profitability. 

International Commitments & Fair Trades

As mentioned at the literature review stage, ethical trade initiatives and commitments, have arisen in the context of economic globalisation, and they have acquired considerable prominence in recent years. They usually aims to improve the well-being of small producers in developing countries, plus they focus efforts in social and environmental schemes amongst the wider community (Garcia-De los Salmones and Perez, 2019).

Models of buying intention of fair-trade products:
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Figure 8 Models of buying – Fair Trade products

(Garcia-De los Salmones and Perez, 2019)
Moral / Consumer Behaviour

Sustainability may be viewed as balancing among social, ecological, and environmental goals and their consequences on societies and our planet. The modern perspective of sustainable consumption is that the current generations should fulfil their needs without compromising the ability of future generations in fulfilling their needs. The primary responsibility of sustainable consumption is with the consumers that are expected to translate their beliefs and values about sustainability into their demands and purchasing behaviours (Maniatis, 2016). Outdoor lovers are constantly in contact with nature, so they are more sensitives and conscious about this topic in comparison with other segments that are more away from this lifestyle.
2.11 Framework Conclusion
The framework of the current research demonstrates the necessary balance that companies must find nowadays between: environmental commitment, profitability, and awareness creation among their consumers; so through synergy, they combat together phenomena that looks catastrophic in the medium term if immediate action is not taken.

As individuals become more aware and concerned about their own contribution to global climate change, empowering consumers to make informed decisions that are beneficial to the environment is becoming a big  importance (Eng et al., 2021).

Consumption practices, directly and indirectly, contribute to an escalating threat to human quality of life. Manifested threats relate to systemic issues such as climate change, resource scarcity, human poverty, pollution and biodiversity losses. To address these issues, several marketing concepts have evolved beyond the disciplines traditionally narrow microeconomic market orientation in its pursuit of delivering superior customer value (Thomas, 2018).
Finally, as is commonly said: “not all that glitters is gold”, so it is important to mention that consumers are increasingly empowered with information that makes them judge whether what companies say is true (sustainability practices) or whether it is about Greenwashing. It is a delicate subject that can even lead to the failure of marketing campaigns that are basically not telling the truth. A dependent variable of the present framework mentions it as part of the marketing process. The current dissertation aims to exemplify on companies with successful practices.
3 Methodology and Research Design
3.1 Overview

Most researchers design a piece of research and hypothesis to answer particular research questions or address a research objective. They begin by working out what data are needed and then focus how they will obtain these data. Obtaining these data can involve various data collection techniques such as survey as it is the case in the present document. However, selection of technique or techniques used to obtain data, along with procedures to analyse the previous one, represents only the final decision about the overall research design (Anon, n.d.) (Saunders, M, Lewis, P and Thornhill, A 2012, Research Methods for Business Students, 6th edition, Pearson). 

The “Research Onion” is a diagram that exemplifies in a layered manner, the processes that the researcher must follow outside in through to reach to the end of a statement or confirmation of an hypothesis. Initially, all the layers begin to be displaced until reaching the core of what the researcher wishes to obtain, which is why an onion is exemplified for this model.

In this chapter, the onion layers will peel back considering the implications of the methodological choice, and the strategies to find co-relation between outdoor companies, sustainable practices and consumer buying behaviour and perspective. The onion model concludes with the core of the data collection which in turn implied the analysis of the surveys that kindly and anonymously the target market will answer. 

The structure of this chapter will cover the research philosophy, approach (methodical choice), strategy, method choice (time horizon) and will conclude with the techniques and procedures to obtain the data that justifies and drives the research objective and the dissertation questions and paradigms. 
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Figure 9 The Research Onion

(Melnikovas, 2018) (Saunders, M, Lewis, P and Thornhill, A 2012, Research Methods for Business Students, 6th edition, Pearson).
3.2 Research Philosophy and Approach
The philosophical influence for the research topic is the Positivism Philosophy.

Positivism assumes that there are social facts with an objective reality apart from the beliefs of individual. The positivists approach to research is that the research undertaken as far as possible, in a value-free way. The researchers must be independent and its properties should be measured through objective methods (Bahari, 2010).
Positivist researcher beliefs that there is a clear-cut relationships between things and events in the outside world and people’s knowledge of them (Staiton-Rogers, 2006:80 cited in Bahari, 2010). 

The research topic focuses on demonstrating an hypothesis in consumers buying behaviour that relates a mix between: green marketing, consumer ways of thinking-acting, and personal knowledge and preference related to sustainability; Positivism fits as a philosophy because it attempts to explain and predict what happens in the social world by finding casual relationships between variables, influenced by the logic of experimental designs derived from natural science.

Positivism is highly appropriate in this Marketing topic because with the use of statistical analysis and measures of association, will provide enough numerical information to confirm or reject investigation hypothesis; this is the significance of this approach.

The purpose framework, plus the previous statements, will try to show if there is a correlation within the decision process to purchase outdoor items (clothe and gear). The commitment to the environment preservation of certain brands generates a feeling of responsibility and guilty effect in the consumers if they don’t get eco-friendly products; people try to participate in the social commitment that the brands communicate and therefore decide to opt for those green options instead of brands that do not offer or communicate any compromise in pro a better world; the previous affirmations answer in general the research questions of the present dissertation.

Deductive Research Approach 
In deductive approach, the researchers test or verify a theory by examining research questions or hypotheses derived from the theory. After works, the researcher gather scores of the instrument used to confirm or disconfirm theories (Bahari, 2010). Also, elements from the theory on previous chapters comes from previous researches and reviewed journals that had already developed and tested an hypothesis.

The research findings will result from coding the data collected (Thomas, 2014). To get usable findings, the researcher will be the judge regarding what is relevant or not from the data collection; in this case, an anonymous survey style will favour the research to generate unbiased and coherent results.
3.3 Research Strategy
Descriptive Quantitative. Involves the process to collect numerical data to describe variables of interest. The goal of Quantitative research is to test a hypothesis between assumptions and make predictions. There are too many theories outside about sustainability, societal marketing, and customer behaviour. This document just wants to describe a physical characteristic of a population: Is people willing to pay extra money for a brand that do sustainable practices instead a different one that does not??

The logic behind this research methodology is that researchers aim at systematically investigating a phenomenon through collection of numerical data where the researcher undertakes a statistical technique to analyse the data (Mbuva, 2023).

This kind of approach does not require the researcher to move as far from or into the data; his nature is to obtain cases deemed rich in information for the purpose of saturating the data, thus the researcher would be able to defend their sampling strategies to meet the purposes of their studies (Seixas et al., 2017).
The selected method must trace the path to reach the point of intersection between the elements of the conceptual framework, and the expected results. All this through information that, based on volume, can reach a level of saturation with validity to define the preference for sustainable brands over others in the outdoor industry. 

This method is used to test a theory, support, or reject it. Certainty and analysis without any prejudices are the key words to collect and analyze the largest amount of feedback from target audience consumers through semi-structured surveys. Statistics will summarize the data, describe patterns and connections between the elements of the proposed framework (a customization was made to the specific industry and requirements); thus, it tends to explain social phenomena. This mathematical representations have to create relations between the variables and elements of the framework (Borgstede and Scholz, 2021).
The two main advantages that this method provides are that even with large volume of data involved, new software’s and technology obtains accurate results immediately, this makes the researchers job much easier, plus the hypotheses can be tested because of the statistical results.
3.4 Collection Primary Data

As the information will be collected by the researcher as a first hand, it is considered a Primary Data source.

This is the kind of data that is collected for the specific research problem at hand, using procedures that fit the research problem best. On every occasion that primary data are collected, new data are added to the existing stores of social knowledge, increasingly, as a second stage, the material generated would be available for further researchers for reuse by the general research community becoming that information as a secondary data. (Hox, J.J. and Boeije, H.R., 2005).
The keywords inside the data collection method are: sustainability, perceived brand value, communication and marketing efforts, purchase decision, top brands, guilty feeling, social responsibility.
Collecting new data provides a description or explanation of the world. This is opposite than Secondary data, which is the information already collected by a third party, such as databases, records and  information available from previous studies (Remler and Ryzin, 2021).

Finally said that although there are previous investigations available with similar topics that the one selected, it was decided since the beginning to collet new data to avoid imitating a possible trend so the verification of an hypotheses could be generated in a new and independent research document.

The survey was distributed digitally (e-mail plus social media platforms: Facebook, Instagram, and WhatsApp), among The Great Outdoors consumers data base who met a first filter and matched the desired target audience (Irish adults between 35 and 70 years old mainly, who are regulars in the mountains and outdoor activities, and usually acquire outfits and functional gear for such activities. If the customer is active at the shop database, means he/she have made at least one purchase in the previous 6 months). The method used was through Google forms kindly asking to take 5 minutes of their time to participate in the process. During a limited period of 2 weeks, the survey was published 3 times as a post at the company stories and sent 1 time on the company newsletter email to try to obtain the largest number of responses possible, adding a total of 144 participants at the end of the period; this method is called Mono Method, which meant only one quantitative data collection technique which was the Anonymous Social Survey. 

The 19 survey questions were strategically developed to cover all elements of the proposed framework; below some images that indicate the association of each subtopic of the framework with the survey questions (the framework element is highlighted in yellow and then the questions that are related to said topic are indicated):
· General Data (segmentation by sex and age range)
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Figure 10 General Data
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Figure 11 Framework element - Circular Economy
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Figure 12 Framework element - Marketing Process
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Figure 13 Framework element - GreenWashing
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Figure 14 Framework element - Sustainability/Eco-Friendly practices
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Figure 15 Framework element - International Commitments & Fair Trades
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Figure 16 Framework element - Moral / Consumer Behaviour

3.4.1 Sources

Data collection include Structured Approach method.

Social Survey: A large and representative sample of an explicitly defined target population is interviewed. 

Many close questions are asked, and the responses are coded in standardized answer categories. A survey is carried out when researchers are interested in collecting data on the attitudes, feelings, experiences, or opinions of an specific population. The best point of a survey is that it can provide information about subjective and objective characteristics of a population (Hox, J.J. and Boeije, H.R., 2005).

Surveys are characterised by a structured or systematic set of data, they are aimed to describe the characteristics of a set of cases and researchers are also interested in causes of phenomena locating causes by comparing cases (Vaus, 2013, p.5). 
Through an anonymous and confidential document, people have the possibility of being honest, which facilitates the veracity of the data obtained. The survey must carry out simple and smart questions, relevant to people and should not take a lot of time to answer in order to get more participation from consumers.

The researcher currently works in a retail shop in the outdoor industry at Dublin, Ireland region. He has obtained the management authorization so during a limited period of time, the survey was sent and posted through the companies’ social media platforms. The replies were accumulated in the Google Forms cloud and at the end of the mentioned period, the information was migrated to Microsoft Excel to obtain quantifiable data. With this kind of survey, a simple coding system was used to identify themes and keywords that point towards the elements of the conceptual framework.
3.4.2 Access and Ethical Issues

It is very important to give seriousness and professionalism to the process of gathering information; it is a moral obligation of the researcher to respect the dignity of the respondents and assure their responses will be confidential. In these times and due to social phenomena, such as identity theft and mistrust, people tend to doubt the reason for which they are being contacted, it is also important to mention the academical purposes and briefly explain the dynamic of the survey and the use of the information collected. A brief explanation was provided in a couple of sentences with the style of questions looking to get big percentage of engagement and obtain more answers. Also, a confidentiality legend appeared at the beginning of the document, aligning with the College ethical values:

“Nowadays, outdoor brands are giving the extra mile and they are doing huge efforts aligning with macro sustainable global trends and they are reinventing their own industry to become environmentally friendly. One of our staff members is currently working on a Master's Degree dissertation stage and will be more than appreciate if you help him to collect some data from Outdoors lover such as you….”

“The following survey is for academic purposes only, takes only five minutes and the information collected will be treated confidentially and privately”.

The lack of time in people is increasing, consumers participate to a lesser extent in a serious way in supporting surveys of this type. 
The research approach must ensure that the information collected is representative and relevant to the target audience, sometimes accuracy and reliability of data involves that people are not honest when providing an answer. Below, some common ethical issues in Quantitative studies:
Context: Quantitative experiments do not take place in natural settings. In addition, they do not allow participants to explain their choices or the meaning of the questions they may have for those participants (Carr, 1994)(Meadows, 2003).

Researcher expertise: Poor knowledge of the application of statistical analysis may negatively affect analysis and subsequent interpretation (Black, 1999)(Meadows, 2003).

Variability of data quantity: Large sample sizes are needed for more accurate analysis. Small-scale quantitative studies may be less reliable because of the low quantity of data (Denscombe, 2010)(Meadows, 2003). This also affects the ability to generalize study findings to wider populations.

Confirmation bias: The researcher might miss observing phenomena because of focus on theory or hypothesis testing rather than on the theory of hypothesis generation.
3.5 Approach to Data Analysis
The Quantitative method that best matches the subject and research topic is Social Survey, since its main purpose is to confirm or reject a social decision-making hypothesis previously addressed in the document.

The survey style was split in 4 areas giving a sum of 16 questions: 

· Generic data (sex, age range, and last item purchased)

· Close-End Yes/No questions

· Multiple choices questions with standard keywords as answers

· Selection between a range from Totally Agree to Totally Disagree affirmations

Cluster Sampling takes advantage of groups that already exist where registers can be used to generate the sample (Quick and Hall, 2015, p.193). Referring to this type of sampling, the customers database of the company sponsoring the survey was used to attract the largest number of responses possible during the indicated period. 

For the sample formula, the size of the population was calculated according to statistical data from the Irish Central Statistics Office of the last published census 2022: total population of Ireland in the age ranges 25-34, 35-44, 45-54, and 55+ giving a total of 3 million 448 thousand people, plus the variables: confidence level of 85% and margin of error 6%, to result in a significant sample of 144 people interviewed (full details and justification at the beginning of the next chapter that shows the findings of the survey). A valid sample size calculation can only be done based on appropriate statistical tests for the hypotheses that can reflect the study objectives under a valid study design (Chow et al., 2017, p.5).

Once the response period was closed, using the compatibility between Google forms and Microsoft Excel, the information was exported to convert raw data into information. The data was coded, filtered, and tabulated so graphs and statistics were generated for a better understanding.

The final statistics were developed in the way that the literature review and the framework elements matches the concepts in order to be able to work on final conclusions and recommendations.
3.6 Conclusion

The main key points regarding Quantitative research trustworthiness are reliability and validity. This method focus on that every approach will involve some statistical manipulation to provide a simple descriptive account of the findings. The most common way of collecting mono-data information is the survey, which most of the times uses self-completion questionnaires (Meadows, 2003). 

A very positive scenario for researches when collecting surveys from a particular topic occurs when there is a point in data collection when all important issues or insights are exhausted from data. In accordance with the purpose of the current research, few trends of similar answers are expected among the participants, which in turn can confirm or reject the proposed research hypotheses and which are included in the objectives and questions from the dissertation (Chapter 1).

This research, which contacted the exact number of 144 participants based on the sampling test, provide valid results, findings and support the bases for future enthusiasts who will decide to address documents related to the same topic and they will be able to get a general idea on the way they need to perform, plus, speaking specifically on the outdoor segment in Ireland, the company that gently facilitated the completion of the survey (The Great Outdoors www.thegreatoutdoors.ie), will benefit for its future strategic planning, better knowledge and understanding of its target market, consumer preferences, path to purchase process, plus consumer behaviour regarding a co-relation: brands-environment-purchase decision. 
4 Presentation and Discussion of the Findings
4.1 Overview

Once the research objectives were established, literature and previous studies on the subject were referenced and the strategy to solve the paradigm of the present dissertation was defined, all that previous elements must be verified numerically and statistically to give them context.

The questions asked to the participants were chosen based on the researchers experience in the outdoor industry, seeking to focus on the average profile of Irish consumers in the outdoor market. 

According to the Irish Central Statistics Office, the results of the 2022 census gave a total population in Ireland of 5,123,536 (www.cso.ie, 2023). For the purposes of this study, it was decided to consider the segment population in the ranges: 25-34, 35-44, 45-54 and 55+, adding a population of 3,448,000 million people (www.statista.com, 2023).
The Sample Size was calculated according to the previous numbers as follows:
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Figure 17 Sample Sizing

(www.surveymonkey.com/mp/sample-size-calculator/, 2023)
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Figure 18 Sample Result

(www.surveymonkey.com/mp/sample-size-calculator/, 2023)
There is a bias of 2 responses in which the information could not be retrieved, and it got lost in the server cloud.

 From the total of 142 answers received, 3 participants did not purchased recently an outdoor gear item and are not willing to buy soon, but those consumers have knowledge about sustainable practices of companies in this field. The previous means a high percentage of accuracy from the population matched the target segment and therefore will help to have truthful and relevant information for the investigation with the intention of being able to confirm the hypothesis of the research.
4.2 Findings

1-Gender

75 female and 67 men. Slightly bigger participation by the female gender, which indicates a balance and gives credibility to the objectives of the survey; otherwise a big gender trend can skew research results. Both genders are active in the outdoor industry, but the pie chart indicates that women are a little more sensitive to the issues of conservation, green trends, recycling, and social awareness towards a better planet. 

As a complementary analysis, this trend indicates that there was greater interest from women in being part of the population included in the survey.
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Figure 19 Survey - Gender

2-Age Range

The lowest range in frequencies with 16 answers were on the range 15-24 years old, young audiences  prefer other sports activities, the result shows few engagement to the target market audience. Next, with almost an equal participation: 22 people in the range 35-44 and 20 in the range 45-54. Young adults and adults they have limited free time. The second place in terms of participation is formed by the segment: 25-34 years old with 29 replies. Young adults (millennials and centennials) are committed to the environment and aware of the current problems of the planet, younger people were much more likely to take up a new outdoor activity since the start of the Covid-19 pandemic (The Irish Times, 2022).
Lastly, 55 years old and more is the segment with the biggest interest on the survey with 55 replies. This group of people have been interacting more with nature as they are older, they tend to have more free time, either to spend more time with nature and their shopping is more focused in a methodical and conscious way. 
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Figure 20 Survey – Age Range

3-Item purchased recently / Willing to purchase soon?

Regarding recent purchase outdoor items, or those who are thinking of buying soon, 3 categories stand out, accounting for 70.42% of the responses: walking plus hiking footwear, clothe plus waterproofing jackets and mountain equipment. There are 2 reflections that are worth highlighting:  these categories are products at medium and high prices where the purchase requires research in terms of product specifications. Second, the study was carried out in Ireland, a place where rains during all the year and is recognized for its natural reserves, and a spot for outdoor and adventure tourism.
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Figure 21 Survey – Recent Purchase

4- What Brand Choice was your last purchase?

The top 3 brand preference choice represents 43.66% of the sample:

Meindl. (German outdoor shoe company). Supplier farmers work according to biological principles, plus they use short transport routes which is environmentally friendly. “We provide a detailed certificate of origin for the leather used in the uppers. This allows us to offer production transparency” (www.meindl.de, 2023).

Columbia. (American company focused on outdoor and adventure activities). The brand is committed to taking a holistic, life cycle approach to managing the environmental impacts of the products they make. In collaboration with international recycling organisation such as ReThreads, the brand is aiming to reduce the amount of apparel that ends up in landfills in order to reduce the carbon footprint (www.columbia.com/ReThreads, 2023).
Rab. (British company specialized in outdoor and high mountain activities). “We are constantly working to minimise our environmental impact. We have a target to reduce our impact by 25% by the end of 2022” (www.rab.equipment/eu/environmental-impact, 2023). The UK brand has been working on increasing the amount of recycled materials they use in products and packaging, use fully sustainable and recyclable board, approach to minimise single use plastics, just to mention few examples. 
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Figure 22 Survey – Brand Choice

5-What was the reason for your brand choice?

The answers were split into 10 different reasons, considering Loyalty 19.72%, Quality 16.20% and Fashion/Style 14.79% accordingly as the top 3 choices. Brands in this industry are distinguished by the quality of their raw materials and therefore a brand with good quality seeks re-purchases and long-term relationships; both top 1 and 2 answers are directly associated with the objective research questions. Regarding Fashion/Style as third place, this is a red light since this variable is associated with Fast Fashion and mid quality, in the discussions of the chapter, the relation between: fashion/style and fast-fashion is identified with their implications in terms of sustainability.

Answers with response frequencies between 5 to 9 are associated with sustainable commitments practices from outdoor brands (uniqueness, recommendation, comfort, durability and functionality). This is connected in that the respondents seek to make smart purchases with a balance between: product quality, brand reputation and commitment to responsible consumer behaviour and towards the brand. 
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Figure 23 Survey – Reason for Choice

6- Do you know of any sustainability promises that this brand adheres to?

According to the brand with which the respondents identify themselves, 73.20% are not aware of any sustainable promise that the brand makes, while only 26.8% do recognize and identify specific practices and examples in favour of the environment. Greenwashing is involved in that 73.2%; disinformation disseminated by an organization so as to present an environmentally responsible public image (De Freitas Netto et al., 2020, p.6). People have a vague idea about the social commitments of the brand to a large extend due to the marketing they communicate, but the reality is that they are not clear about any specific practice.

This indicates that the arguments from the previous point (loyalty, quality and fashion/style) are the influencers of the purchase decision, in this sense, the sustainability elements do not appear as a purchase factor.
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Figure 24 Survey – Sustainability promises

7- Do you usually take the time to read labels, descriptions, and technical data about the outdoor products you wear/buy?

115 people usually take the time to read specifications about the outdoor products they buy, meanwhile 27 do not. This answer is contradictory to the previous statement since usually labels and information attached to the product mention sustainable practices from the brand, such as belonging to a certain international organization, the treatment and origin of raw materials, among others. Consumers read the labels and attachments in a vague sense, so when they are questioned about a particular sustainable practice, they do not remember it, they  have only a draft idea. 
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Figure 25 Survey – Consumer Practices

8- Global warming, sustainability, recycling, green habits are hot/trend topics. Companies in the Outdoor industry should have commitments in pro the environment offering ecologically friendly products

89.5% of the people is in favour of this statement. 84 people Strongly Agree adding 59.2% of the sample, plus 43 people Agree with 30.3%. This is a compelling trend of awareness of the problem and the interest that exists in having their favourite brands doing something against this problematic, they would not be able to remember an specific action from the brands but hey know they have a commitment to the environment in general. By the other hand, 10.5% are neutral and strongly disagree about the previous sentences what represents minority, this is associated with a sense of reproach towards a certain brand, indifference, or lack of interest with the topic.
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Figure 26 Survey – Outdoor brands Commitments

9- Do you feel any kind of social commitment to purchase sustainable outdoor gear from brands/products instead of from others that do not?

111 people with the 78.2% feel a social responsibility about sustainable outdoor brands, 19 people do not 13.4%, and 12 people are indifferent 8.5%. Almost 8 out of 10 respondents have a positive preference for responsible brands. Once again the issue of green washing appears under discussion, consumers have an opinion about what brands transmit in their marketing mix, and consequently generate a feeling of guilt and commitment in users .

This argument also does match with the research objective; although there is not a total knowledge on the subject, there are basic concepts, empathy and buying behaviour for the purchase preference.
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Figure 27 Survey – Social Commitment feelings

10- Are you willing to pay more money on your next purchase for a brand that you know has sustainable practices compared to one that do not?

93 persons with the 65.5% is expecting to pay more for sustainable practices, 20 NO 14.1% and 29 feel Indifferent 20.4%. The population that is within 65.5%, already manages a loyalty to a certain brand/brands and the issue of price is no longer a determining factor of purchase. Indifferent people  20.4% can be in any of the two scenarios depending on the situation in which they find themselves, and the rest 14.1%  are sensitive to price as a decisive element before worrying about any sustainable problem.
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Figure 28 Survey – Are you willing to pay extra?

11- Which of the following statements fits your particular lifestyle in relation to the Sustainable practices? 

(I am familiar with sustainable practices and I am active in promoting sustainability for the planet)

71 people Yes 50%, 50 people maybe 35.21% and 21 people NO 14.79%. The sum between Yes and Maybe which are positive answers add 85% of the respondents against only 15% of people who is not active in terms of any sustainable activity in their life’s. This is a clear trend that associates the way of behaving on a day-to-day basis in the face of this problem and the type of consumption they make in outdoor related purchases. People act responsibly and in turn consume sustainably. 

There is a sharp increase in the number of people who have adopted a more sustainable lifestyle in the last 12 months. Compared with 2021, consumers have significantly increased their focus on buying just what they need, on reducing their meat consumption and on opting for low carbon emission modes of transport (Archer et al., 2022), this just as a context to the mentioned 85% of the respondents.
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Figure 29 Survey – Consumers sustainable practices

12- Which of the following statements fits your particular lifestyle in relation to the Sustainable practices? 

(I am familiar but my decision makings are based on factors unrelated to sustainability)

Yes 36 people 25.35%, Maybe 67 47.18% and NO 39 27.46%. An intermediate trend predominates while the Yes/No responses are very close with 25 and 27% respectively. This indicates that even if people maintain a sustainable lifestyle and are willing to pay extra for a brand with the same philosophy as them, they are still vulnerable to extrinsic factors that can led them to suddenly change their decision due to variables such as: price, fashion/style, greenwashing or effective communication by companies.
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Figure 30 Survey – Consumers decision factors

13- Which of the following statements fits your particular lifestyle in relation to the Sustainable practices? 

(I am aware about this topic and I have areas of opportunity for improvement)

Yes 112 people 78.87%, Maybe 22 15.49% and NO 8 5.63%. The population is well aware of the situation and knows that they have areas of opportunity for improvement regarding the issue. This question has a general culture approach than the main objective of the research, but at the same time indicates that people are honest and know that there is still a lot to be done in this topic, since the future of our planet is in our hands. “Success is the sum of small efforts, repeated day in and day out” – Robert Collier – American writer from the first half of the 20th century. 
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Figure 31 Survey – Consumers Sustainable awareness 

14- Which of the following statements fits your particular lifestyle in relation to the Sustainable practices? 

(My knowledge is very basic and my actions are very marginals)

NO 77 55.23%, Maybe 40 28.17% and Yes 25 17.61%. This is a correlation question. 83% of the respondents are aware of the problem but at the same time indicated they have limited knowledge of the subject, the actions they are aware of and carry out are not enough to represent a significant change. A good start is to have a rational purchasing behaviour and demand more social commitment from the brands they buy.
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Figure 32 Survey – Consumers Knowledge

15- Which of the following statements fits your particular lifestyle in relation to the Sustainable practices? 

(Indifferent)

NO 114 80.28%, Maybe 22 15.49% and Yes 4.23%. People care this topic; this is a summary of the statements in this section (people lifestyle and perception of a sustainable environment). 95% of the participants is dealing with this issue; this answer justifies that the population that attended the survey matched the purpose of the research and the sample obtained is representative for the active population in the outdoor market of Ireland.
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Figure 33 Survey – Consumers Indifference

16- To what extent do you think that Outdoor brands are working hard to be seen as more sustainably minded?

High 17 12%, Moderately High 58 40.8%, Neutral 35 24.6%, Needs Improvement 32 22.5% and Indifferent 0%. Positive opinion adds 53%, Neutral opinion 25% and Critical opinion 23%. In general, there is a trend that doubles the favourable perception towards brands against those who believe there are opportunities for improvement. 

There is a great effort on the brands in this industry: investment, infrastructure, talent, research and development to evolve in favour of the planet and the environment in two main factors; the first is to restructure the traditional way of producing and processing its raw materials (specifically speaking of clothing) to automate mass production using renewable and clean energy, avoiding waste, certifying durable and functional products and, to a large extent, guaranteeing that its raw materials come from sustainable sources, whether from recycling or using animals and farm products that have approved international standards of origin. The second aspect is related with the way in which all these efforts are being communicated to the audience, using merchandising and marketing, which entails a strong investment of money. 

The result of this question shows that the audience does value and perceive the efforts of the two previous arguments made by the brands.
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Figure 34 Survey – Consumers perception on Outdoor brands

17- Are you looking for, or would you be interested in having content available about these kind of practices/commitments from your favourite brands?

Yes 122 85.9%, Indifferent 11 7.7% and NO 9 6.3%. 

This trend comes as a secondary result of the previous statement, the public perceives it favourably and knows that an important effort is being made to combat this problem, but they would like to have it in a more accessible way (the environment commitments): easy to access to the information, available in first-hand sources, and easy to understand in a simple and simplified language.
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Figure 35 Survey – Consumers interests 

18- If Yes, through which channel would you like to receive that information?

Social Media 25 17.6%, Email/Newsletter 23 16.2% , Podcast 2 1.4%, Official Website 44 31% and As many options as possible 48 33.8%. Brands official website plus, As many as possible are the answers with the biggest numbers. Firstly, due to the current accessibility of the Internet, for the audience it is very comfortable to enter the company's website, but sometimes that kind of information is not visible or easy to find, it is hidden in sections with little traffic or even in annual statements that are made public but are long documents that have to be downloaded and are generally not easy to read. In this sense, people look for messages that are concise, understandable, visible at first hand within the website and, above all, that are easy to interpret. 

Regarding the second most mentioned option, consumers seek a balance of access to information among all the digital media that are part of their days. The use of the Internet, social media, mobile applications, and other digital communication technologies have become part of the daily lives of billions of people. We live in the age of digital transformation and the world of Marketing 4.0. Today, digital communications are increasingly deepening on human-centered marketing, encompassing every aspect of its path along the consumer path. Convergence and unification of industries is the new trend, and this will be a lasting direction in the development of business processes (Zlateva, 2020).
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Figure 36 Survey – Communication Channels

19- Are you concerned about global warming and are you expecting a different philosophy from Outdoor brands in the near future?

Yes 117 82.4%, Maybe 15 10.6% and NO 10 7%. This question serves as a summary of the information presented in the previous statements. It is basically a clear and forceful statement of the co-relationship: knowledge on the subject, engagement with outdoor brands plus the demand from consumers to push that they contribute to this global phenomenon. 85% of respondents agree that they expect a pro-environmental philosophy in the near future.

[image: image39.png]Yes
oNo
© Maybe




Figure 37 Survey – Consumers concerns
4.3 Discussion

The quantitative research was developed starting from contacting a sample of 142 individuals from among the Irish population who met the target market of regular consumers to wear outdoor brands, whether for sports or casual and daily use. The main intention of surveying them was to know:

-Their sociodemographic characteristics in terms of knowledge with the research topic: which gender is more involved with the planet issue and environmental degradation, which age range practices greater sustainable efforts and level of involvement

-Evaluate the Engagement between the companies marketing mix and final consumers

-Whether end users are aware of the efforts made by companies in this industry to combat this phenomenon 

-How the efforts on companies is perceived Positive/Negative/Indifferent on the final consumers, and whether they expect greater efforts to achieve greater impact for the planet

-If the communication and marketing efforts have favourable acceptance, show statistically which communication channels people prefer to interact with

-Confirm or deny the investigation Hypothesis:
	1- Irish consumers are willing to pay more money for a brand they know has sustainable practices compared to another that does not
	Accepted

	2- Mature adults (55 years and older) are the segment of the population most committed to the sustainable practices of Outdoor industry firms
	Accepted

	3- Although consumers have sustainable habits and a lifestyle committed to the environment, it is common for them to be unaware of specific sustainable practices from the outdoor brands they prefer.
	Accepted

	4- Consumers search for sustainable information on Outdoor brands has one gender trend over another
	Rejected


Figure 38 – Hypotheses Results
Hypothesis 1 and 2 are related to each other and belong to the same research topic, therefore they can be evaluated simultaneously. Question number 10 from the survey was used as a reference for both hypothesis: Are you willing to pay more money on your next purchase for a brand that you know has sustainable practices compared to one that do not? and was interrelated to the age range variable through Anova (Analysis of Variance) to find out whether the differences between groups of data were statistically significant. Anova works by analyzing the levels of variance within the groups through samples taken from each of them (Henson, 2015, pp.477–481);
1-Irish consumers are willing to pay more money for a brand they know has sustainable practices compared to another that does not

Results from the Anova test: there is a big difference between F value 13.958888 and F Critical Value 4.45897 in the columns topic (people who are willing to pay extra against people who is not willing to pay more, plus Indifferent as third answer). The performance advantage people willing to pay  extra money which confirms the hypothesis. Ethical products have been launched in response to the perception of a growing awareness among consumers of the environmental and social impact of their own consumption and the apparent increased demand for more ethical product alternatives (Hogg, et al., 2004). 

2- Mature adults (55 years and older) are the segment of the population most committed to the sustainable practices of Outdoor industry firms

Results from the Anova test: the observed P-Value for Rows (Age Range) 0.059136 is greater than the standard alpha level of 0.05 which validates the Hypothesis.  According to the results, there is a positive relationship between older adults and their commitment to the environment. This trend can also be corroborated with the response frequencies that are quite wide for this age range compared to the rest of the segments, adults 55 and older who would pay more money for a responsible brand are nearly twice in frequency as their closest age range.
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Figure 39 - ANOVA

3- Although consumers have sustainable habits and a lifestyle committed to the environment, it is common for them to be unaware of specific sustainable practices from the outdoor brands they prefer.

Both genders share a perception of lack towards sustainable practices from the brands, therefore the hypothesis can be accepted; this based on results from Fisher's test and Chi-Square 2x2 contingency tables; consumers perceive that brands are not making the necessary engagement so that their activities in favour of the environment are not seen and received within the marketing mix; in simple words, users are eager to know what initiatives are being developed by the brands, but these messages are not reaching their ears or sight. Although consumers are willing to receive messages from their favourite brands, they have not been received by the audience which create cognitive frustration in consumers. 

The following tables express that both genders have high frequencies in the Non-Knowledge of specific examples of environmental conservation by companies. Regarding Fisher’s and Chi-Square tests, the association between both variables (Gender plus Knowledge / Without Knowledge categories) is considered to be very statistically significant.
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Figure 40 – Fisher’s / Chi-Square tests Hypothesis 3
4- Consumers search for sustainable information on Outdoor brands has one gender trend over another

There is no conclusive trend that indicates that gender influences the behaviour of seeking sustainable practices by Outdoor companies, so the hypothesis is discarded and rejected. Both genders show interest in knowing all the practices to contribute to the carbon footprint by companies whenever the information is available to end users: point of sale, labels, reviews, stories from social networks, newsletters. Fisher´s and Chi-Square tests indicate that the variables are not statistically significant. Both men and women in a very similar frequency ratio tend to take the time to inquire about what is happening among outdoor companies and how they are fulfilling their promises to support planet earth.
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Figure 41 – Fisher’s / Chi-Square tests - Hypothesis 4

4.4 Conclusion
The problems associated with global warming in recent years have gained prominence due to the deterioration and scarcity of our natural resources. All industries, and specifically the one that concerns this research, which is the Outdoor, have created commitments to mitigate this problem and improve the conditions of our planet in the short and medium term before it is too late.

Outdoor companies, some to a greater extent than others, are looking for a way to focus efforts to migrate to a strategy that allows them to offer environmentally friendly products, added to a restructuring in all their ways of operating to become companies with sustainable practices.

Under the same line of efforts to combat this global phenomenon, the present investigation through a Quantitative study has the purpose of highlighting the relationship and perception that exists between the marketing mix of outdoor companies and how it is perceived by final users. The results indicate that the Irish society that likes outdoor activities is committed to a certain extent with its environment, they are also aware of the situation and make efforts to consume and purchase friendly products to the environment and which comes from sustainable sources (specifically products for outdoor activities). However, an information gap was found between outdoor firms and consumers, since it is common for end users to want to know what practices, their favourite brands carry out in favour of the environment, but the brands are not transmitting them adequately, largely due to greenwashing that generates confusion between what they do and what they only express as a marketing strategy to increase engagement.

Among the Irish society consulted, the adult population is the one that expressly feels more committed to demanding sustainable practices towards the outdoor brands that they consume frequently due to factors such as loyalty and quality of their products; added to the above, there is no gender trend on this demand for sustainable products, since both men and women share the same social commitment towards responsible consumption.

It concerns finding Fashion/Style as a frequent buying reason answer among those surveyed. Fashion is associated with poor sustainable practices that call into question and contrast with the nature of the research, by the other hand, Loyalty and Quality which were also mentioned, they are associated with practices opposed to fast-fashion. As a response to the criticism of the waste and pollution resulting from fast fashion, the fashion industry, including outdoor brands have acquired the concept of “slow fashion”, which was developed to help consumers to consider sustainable practices related to fashion production, distribution, and use. As opposed to fast fashion, which generates large volumes of waste and environmental pollution, the slow fashion model pays special attention to sustainability in design, production, consumption, and use (Zhang et al., 2021, p.3). This is in a reference because consumers are willing to pay a higher price for a product that has characteristics of sustainable origin, and that, in turn mixes the previously indicated qualities; style-fashion and quality. Ultimately, companies that manage to include these elements in their offer will be able to generate loyalty among environmentally responsible consumers.
5 Concluding Thoughts on the Contribution of this Research, its Limitations and Suggestions for Further Research
The last chapter of the current study discusses the findings of the Irish consumer perception about the Environmental practices by the Outdoor brands in terms of trying to contribute in pro a better planet. The process followed to reach conclusions was mainly split into three stages: 

-Establish the main objective of the research which finished in approving the research hypotheses: Consumers care about the environment, and they value the sustainability practices that the Outdoor brands (in Ireland) do. The general perception is that they are willing to pay extra for a sustainable brand instead another one. As a complement to the main topic, it was determined that mature age range is the portion of the society that most engage with the sustainable practices from Outdoor brands, without gender restriction since both express said need towards sustainability. Finally, as a result of the data collection, it was discovered that there is a communication gap between the brands and their target audience, since customers are aware of the brands sustainable practices, however, they are not easily perceived within the marketing mix from the same mentioned companies to their audiences

-Develop a Framework that summarized the topics around societal marketing, sustainability and Outdoor brands followed by Literature related to the subject which justified the purpose of the investigation

-Approve & Reject the objectives and hypotheses and justify with statistical and numerical information the data collected in order to support the results

Within the world of marketing, the relationship between consumers and brands (in this case, Outdoor industry) is well founded in the customer brand engagement, which is the ability to make consumers feel that a brand is part of them, and therefore want to engage with it beyond the mere purchase process (Mujica-Luna et al., 2021, p.5). According to the results of the Quantitative research, consumers do perceive that their favourite brands are contributing positively to creating a better environment through practices for the improvement and conservation of the environment in which we live; therefore these companies are generating competitive advantages against they rivals, people are recommending them, they generate positive word-of-mouth which is the best form of unpaid marketing and creates the value of brands (Martensen and Mouritsen, 2016, p.2).

Global warming is a reality, and now more than ever, society and companies must align themselves with practices that are friendly and do not further deteriorate our nature. Throughout the investigation it was possible to confirm that the Outdoor industry, as it is being directly related to nature, it is POSITIVE aligned with international standards of good practices, is investing money and efforts in changing its production and logistics models, added to its communication and marketing strategies which highlight the efforts to contribute to a healthy planet before it is too late.

This conclusion chapter will also mention which areas can been improved, provides suggestions for future investigations related with the topic, mention the limitations of the study since few areas of opportunity and improvement have been detected, so they can be addressed by future researchers while they can use this document as a basic element of guide and research.
5.1 Implications of Findings for the Research Questions

Quantitative information was collected from a representative sample of the target population in order to answer the research questions. 

The findings showed the consumer perception is Positive about the efforts made by companies in the outdoor industry in sustainable matters to offer environmentally friendly products, as well as a Positive image is perceived in the way in which they communicate and focus marketing efforts to convey the mentioned message; to the extent that the economic efforts are greater to create an effective communication strategy, the greater the engagement that is generated with the final consumer and at the end of the day this is contributed to long-term relationships and loyalty.

Second finding related with the research questions: consumers are willing to pay more for a brand with sustainable practices and policies compared to one that does not, the numerical evidence was significant in favour of nature-friendly brands; when consumers have a level of social commitment to the current situation of the planet, they usually do not skimp on buying an expensive brand but which in turn is consistent with the consumer's philosophy, this generates a psychological effect of peace of mind for the user knowing they are doing responsible purchases, individuals who intend to engage in responsible purchasing aim to mitigate the harm and exploitation of humans, animals and the environment through their purchase decisions (F. Burke et al., 2014).
Another section within the research questions was to find the co-relation between consumers-outdoor brands-sustainability practices; in this sense, it was found that there is a favourable connection between the three variables, consumers who love this industry carry out their favourite activities outdoors, and outdoor brands provides specialized products for said environmental conditions, and therefore, both are consistent preserving the environment, otherwise one of the two protagonists would be contradicting their DNA.
5.2 Contributions and Limitations of the Research

Global warming, climate change, sustainability, green marketing are hot topics so many contributions can been made to this fields as researchers have been studying this phenomena in depth in recent years. The first contribution that this document will make is to the academic sector: again, as a trend and current topic, many students are turning to see this area to develop school documents at all levels, within their literature review, this can be a good guide to understand basic notions about sustainable practices in the outdoor industry. 

There are local and international organizations that are dedicated to regulate and standardize this industry, its main objective is to bring together the largest possible participants to establish the bases on which they must operate to become eco-friendly (Xue et al., 2022); this research could contribute to feed the information base that the associations get access to guide and instruct their participating members. Another benefited sector would be the Outdoor brands as they will be able to learn about good practices that their predecessors and competitors have carried out so that they can understand, and copy business models related with ecological responsibility to contribute to a better way of doing things in sustainable matters. Another benefited sector is the target public since they are continuously exposed to bombardment of information, and this can be a guide to know in a practical way what is being done within the current sector in favour of the environment.

On the other side of the coin, this dissertation also has its areas of opportunity and improvement (also called limitations): the sample is small considering the size of the population within this niche, it was unfeasible in economic terms to hire a market research agency to carry out the study, so the researcher gave his best effort to get a representative and selective sample that was sufficient to generate relevant information with a certain degree of saturation in responses.

This study was focused merely on a particular industry (Outdoor Brands), future research on the same topic can broaden its scope to similar industries such as sports or fashion to offer a more general result on the opinions of the target public in other industries that are also part of their daily lives. It is noteworthy that the percentage of people who buy on impulse plus fashion impulse was high, a correlation table between objective purchases and purchases related to fast fashion could show how significant this population is against consumers who have a sustainable intention shopping for a durable and functional product where fashion is not decisive.

There are different methods that in future studies can deeply evaluate behavioural issues, and perception, including in-depth interviews, observation, or open-ended questions. For this research, the Quantitative approach of a survey was decided since it sought to approve or reject a hypothesis raised as a research objective, which was the most functional option, but ultimately the doors remain open to make qualitative studies of this topic and could be focused on consumer subjectivity perception.
5.3 Recommendations for Practice
In order for this research to be put into practice, based on the expectations of consumers observed in the data collection, it can be suggested for brands: use digital platforms, mainly official websites and social media networks as the bridge, so  brands can communicate to their consumers the actions they are carrying out for the sustainability and conservation of the environment. 

As presented in the data collection (Question 2), young audience is not fully engaging with this topic and sector, strategies can be developed to involve this niche of the population and thus grow the base of recipients to whom sustainable products are offered. 

During the path to purchase analysis, companies can communicate these practices via online in the item descriptions, while in physical stores information can be extended on labels, posters or brochures with text, but with explicit images to put in context examples of the sustainable practices of the brands that could be factors of purchase decision within the point of sale.

A corporate recommendation for practice is that companies in the industry standardize production and operational regulations so that, all outdoor brands operate under the same ecological conditions; this promotes free markets and healthy competition within the industry (mentioned at Literature review as Corporate Social Responsibility - CSR).

The author grants his consent so that the written information is in the public domain, and in turn can increase the knowledge of consumers, can be criticized for future research and even the outdoor industry can complement, reject, or criticize the hypothesis shown in the results.
5.4 Recommendations for Future Research

The present dissertation was limited to the Outdoor industry due to a particular preference of the researcher; but since it is a topic on current trend, of social concern and priority for international organizations due to the implications that it will impact the planet in the short and medium term, it can be extended to other similar industries such as the sports category or the fashion industry.

In terms of the document structure, it was decided to take a Quantitative approach in order to accept or reject hypotheses based on numerical and statistical information; but nevertheless there is a gap in terms of consumer adaptation to the new sustainable lifestyle and this behaviour could be also focused on qualitative studies for understanding the consumer perception more clearly. It would be interesting to include also in future research the observation methods to have a perception about behaviour, physical language and concerns at the point of sale, added to in-depth interviews with the target market where their thoughts on the subject can be known, impact on their daily lives, and their voices can be heard by the brands regarding what they expect from them in favour of the conservation of the environment and the planet. 

Ireland was the epicentre off the data collection, further research in future can be focused in other regions and countries to have diversity results as consumer differ from region to region, so the results can be compared which can result in comparative study in future. 

If it has been decided to continue with the same line of Quantitative study in future similar documents, when information is collected through the social survey, questions with open spaces could been included, so the public can express a certain thought in a comprehensive way and that can help broaden the horizon of the suggested hypotheses, that is, to broaden its scope and reduce its limitations.

The more information that is generated on the topic, the greater the tools for companies to develop fresh and innovative ideas in favour of the people and the environment; added to the fact that consumers will have more information and knowledge to deal with the issue according to their needs. Interests for both parties would contribute to a common objective: to improve the sustainability and vulnerability of our planet in the sooner term.
5.5 Final Conclusion and Reflections

It has been a long road to reach the last lines of this investigative document. Due to a personal hobby of the researcher and for being in constant contact with nature, it was decided to figure out the relation between sustainable marketing and the outdoor brands and how consumers perceive those marketing efforts to create added value to prefer a particular brand over another. 

In a digital age where traditional communication media went out of style, new trends and platforms offer immediate synchronization and 2-way communication, this has two perspectives: danger, since the bad experience of a consumer will expand to the public exponentially, but by the other hand, positive experiences encourage engagement and long-term relationships plus loyalty.

An investigation of this type must be carried out with an objective and open thought in order to increase the academic spectrum of his protagonist. In this sense, the researcher was always cultivating his knowledge confronting literary hypotheses in order to focus on the objectives of his own investigation and thus, he could confirm or reject the hypothesis in the relationship: marketing perception-sustainable practices.

Finally, academically speaking, this study helped the researcher to enhance his research skills and to understand what kind of methodology suits best for different types of research.
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Appendix B – Informed Consent Form
INFORMED CONSENT FORM 
I.
Research Study Title:  The impact of societal Marketing and sustainability practices in Outdoor brands in Ireland

University: Griffith College, Graduate Business School.

Principal Investigator: Dr Garrett Ryan. 

Researcher Name: Domingo Torres Martinez

Email: domingotorresm@gmail.com / domingo.torresmartinez@student.griffith.ie 

II.
Clarification of the purpose of the research

The aim of this research is to (Outdoor companies are making efforts to combat environmental threats. My research has the purpose of verifying that the societal marketing is perceived by customers in Ireland, how this brands communicate messages and how important they are in the consumer decision process: are these marketing efforts relevant in the decision of buying a particular brand instead a different one?. Concepts such as mindset, recurring purchases, customer satisfaction, loyalty, followers are related to this whole process). Furthermore, through a combination your participation and the latest research into (societal Marketing and sustainability practices in Outdoor brands), this research will add to body of academic understanding of (societal Marketing and sustainability practices in Outdoor brands). 

III.
Confirmation of particular requirements as highlighted in the Plain Language Statement

This project involves taking part in completion of a survey.  The survey responses will be registered and retained for a limited period of time, and seek to gather information on your experience of 120. Questions are directed towards your thoughts on (societal Marketing and sustainability practices in Outdoor brands). I estimate the survey will take no longer than 6-7 minutes to complete. 

Participant – please complete the following (Circle Yes or No for each question)

Have you read or had read to you the Plain Language Statement
     Yes / No

Do you understand the information provided?


     Yes/No

Have you had an opportunity to ask questions and discuss this study?    Yes/No

Have you received satisfactory answers to all your questions? 
     Yes/No

Are you aware that interviews will be audiotaped?


     Yes/No / NA
IV.
Confirmation that involvement in the Research Study is voluntary

Involvement in this Research Study is voluntary.  Participants who decide to take part may withdraw from the Research Study at any point.  There will be no penalty for withdrawing before all stages of the Research Study are complete..  

V.
Advice as to arrangements to be made to protect confidentiality of data, including that confidentiality of information provided is subject to legal limitations 

Every effort is made to ensure the confidentiality of the participant. Participant names will not be recorded, as all participants will be assigned a code. Where used, recorded interviews/survey data will be downloaded to a password-controlled computer, typed transcripts/survey results are held within password-controlled documents. Participant biographical details and or mention of other persons will be omitted in the final report. Confidentiality of information provided is subject to legal limitations.   

DO NOT COMPLETE THIS SECTION.  YOUR RESEARCH PARTICIPANT SIGNS THIS.

VI.
Participant Signature:
I have read and understood the information in this form.  My questions and concerns have been answered by the researcher, and I have a copy of this consent form.  Therefore, I consent to take part in this research project

Participants Signature:








Name in Block Capitals:








Witness:












Date:














Appendix C – Plain Language Statement

PLAIN LANGUAGE STATEMENT 

Introduction to the Research Study

Research Study Title:  The impact of societal Marketing and sustainability practices in Outdoor brands in Ireland
University: Griffith College, Graduate Business School.

Principal Investigator: Dr. Garrett Ryan. 

Researcher Name: Domingo Torres Martinez

Email: domingotorresm@gmail.com / domingo.torresmartinez@student.griffith.ie 

II.
Details of what involvement in the Research Study will require

This project involves taking part in completion of a survey.  The survey responses will be registered and retained for a limited period of time, and seek to gather information on your experience of 120. Questions are directed towards your thoughts on (societal Marketing and sustainability practices in Outdoor brands). I estimate the survey will take no longer than 6-7 minutes to complete. 

III.
Potential risks to participants from involvement in the Research Study (if greater than that encountered in everyday life) I do not anticipate any risk to participants as a result of participation in this Research Study.

IV.
Benefits (direct or indirect) to participants from involvement in the Research Study

The objective of this Research Study is to gain new knowledge that will enable (Give a detailed overview to the Outdoor sector so companies can identify strengths and weaknesses about the communication process with customers, some brands in particular could have innovative ideas in pro the environment, but probably final consumers don’t value it and don’t consider it a decisive purchase factor and they are more sensitive to superficial arguments such as fashion look, design, physical features or price, plus this document will provide a guide on the current Societal Marketing elements that companies are performing as part of their eco-friendly commitments so they can take a part or preference for one or another brand). This study may, therefore, be of benefit to you by providing you with the opportunity to contribute to body of knowledge on (Sustainability practices and societal Marketing in outdoor brands) so that you and or society may benefit.

V.
Advice as to arrangements to be made to protect the confidentiality of data, including that confidentiality of information provided is subject to legal limitations 

Every effort is made to ensure the confidentiality of the participant. Participant names will not be recorded, as all participants will be assigned a code. Where used, recorded interviews/survey data will be downloaded to a password-controlled computer, typed transcripts/survey results are held within password-controlled documents. Participant biographical details and or mention of other persons will be omitted in the final report. Confidentiality of information provided is subject to legal limitations.   

VI.
Advice as to whether or not data is to be destroyed after a minimum period 

Audio tapes/Survey data will be destroyed on the successful completion of this master’s degree in full compliance with GDPR regulations.  
VII.
Statement that involvement in the Research Study is voluntary

Involvement in this Research Study is voluntary.  Participants who decide to take part may withdraw from the Research Study at any point.  There will be no penalty for withdrawing before all stages of the Research Study are complete..  

If participants have concerns about this study and wish to contact an independent 

person, please contact: 

Dr Garrett Ryan

Graduate Business School

Research Committee

Griffith College

South Circular Road, Dublin 8, Ireland

 

Phone:  + 353 1 416 3324

Email: garrett.ryan@griffith.ie
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Our Team member, Domingo, is currently working on a Master's Degree at the dissertation
stage and would be extremely grateful if you help him to collect some data from Outdoors
lover such as you.

As such, here's his short marketing survey with a little discount at the end.

“The following survey is for academic purposes only, takes only five minutes and the
information collected will be treated confidentially and privately*

domingotorresm@gmail.com Cambiar cuenta &

* Indica que la pregunta es obligatoria

Correo electrénico *

Tu direccion de correo electronico

Gender *

QO Fremale

O Male

O Prefernotto say

Age Range *

O 1524
QO 2534
O 3544
O 4554
O s5+
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15-24 10 2 4
25-34 19 6 4
3544 18 3 1
45-54 11 2 7
55+ _ 7 13
Anova: Two-Factor Without Replication
SUMMARY Count Sum Average Variance
15-24 3 16 5.333333 17.33333
25-34 3 29 9.666667 66.33333
3544 3 22 7.333333 86.33333
45-54 3 20 6.666667 20.33333
55+ 3 55 18.33333 217.3333
Willing to pay 5 93 18.6 100.3
No Willing to 5 20 4 55
Indifferent 5 29 58 20.7
Total Respondents 142
ANOVA
Source of Variati Ss df MS F
Rows 3244 4 81.1 3.572687
Columns 633.7333333. 2 316.8667 0.002461
Error 181.6 8 227
Total 1139.733333 14
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