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Figure: Poster of Patagonia’s Renewed: From outdoor apparel to activist circular approach 
Source: (Self-Developed)
[bookmark: _d4k7y55lxkqx]Element 2: Segmentation, Targeting, Differentiation and Positioning (STDP)
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Figure: The STDP Framework 
Source: (Aydin ahrabi, 2026)
The Segmentation, Targeting, Differentiation, and Positioning approach is a basic marketing concept which helps create consumer-oriented marketing programs. This model offers a step-by-step process for market analysis, audience selection, and developing competitive advantages which will be appealing to consumers (Aydin ahrabi, 2026).
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Figure: Europe Second-hand clothing market 
Source: (Market Data Forecast, 2026)
Geographic: The target market is primarily the United Kingdom and Western/Northern Europe, notably Germany, France, and the Nordic nations, which have high rates of outdoor recreation and fast-growing secondhand clothing markets in the industry with market growth 9.97% CAGR (Market Data Forecast, 2026). The region also has comparatively developed consumer and environmental bases and more aggressive regulatory climates concerning environmental advertisements, which is a strong positive for our brand-led reselling solution.
Demographic: The target market revolves around adults between 25-45 who work professionally or at the graduate level with higher disposable incomes compared to others, which is compatible with the premium clientele already served by Patagonia (Papasolomou et al., 2023). While the target demographic has more financial means to purchase Patagonia clothing items compared to the younger generation, they still have price consciousness that makes it worth their while to explore cheaper ways of acquiring Patagonia items. At the same time, they have sufficient financial background to feel comfortable with exchanging used goods through e-commerce with store credit (Sutinen et al., 2022).
Psychographic: The consumer base is highly identified with environmental and outdoors-oriented values and has personal experience with climate-related issues. At the same time, they are becoming increasingly sceptical about unfounded “green” marketing efforts after the increased scrutiny of greenwashing practices within the UK and European Union (Vangeli et al., 2023). The scepticism can be seen both as a threat and as an advantage: a consumer that has trust in the activist nature of Patagonia will have greater confidence in a Patagonia-branded resale platform.
Behavioural: This particular audience comprises not only existing owners of Patagonia who already have an experience of using the brand’s Worn Wear repair services but also a broader community of people who sell or purchase second-hand Patagonia products through generic peer-to-peer marketplaces like Vinted or Depop (Ray and Nayak, 2023; Patagonia, 2025). The members of this community show high levels of brand loyalty and reuse of products (repairing instead of throwing away) as well as involvement in reselling markets.
[bookmark: _noq46hynva6g]Targeting
For Patagonia Renewed, the business model requires that they employ a more targeted strategy aimed at capturing this loyal customer base within the UK and EU, rather than trying to compete directly against the large-scale resale websites (Guo, 2024). The target audience is considerable, and continues to grow: resale apparel within Europe is increasing at a faster rate than the total apparel market, while regulation changes, such as the introduction of the EU’s Empowering Consumers for the Green Transition Directive from September 2026, which limits unsubstantiated green claims, will further increase demand for sustainability propositions (European Commission, 2025).
By first focusing on this particular segment, Patagonia can demonstrate the viability of the trade-in and refurbishment business model, which is very complicated logistically, before extending into other segments, like occasional outdoor participants and gift-givers (Hong, 2025). This approach will allow Patagonia to directly confront the business challenge highlighted in the briefing statement income generated by the reselling of Patagonia products through peer-to-peer marketplaces that do not generate any profit for Patagonia (Chi et al., 2025). By adopting a phased roll-out plan, starting in just one or two key cities in the UK and EU before expanding to more markets, there will be reduced logistical risk involved. Hence, undifferentiated targeting has been chosen for the marketing approach. 
[bookmark: _vnnu57bxy7d9]Differentiation
Patagonia Renewed, in contrast to peer-to-peer platforms like Vinted and Depop, differs due to its brand-verified authentication, refurbishing and grading, and limited warranty on refurbished products, something which is not possible for anonymous individual sellers. In comparison to fast fashion resale platforms, Patagonia Renewed preserves the brand’s premium and durability image and does not compete purely on price (Pranta et al., 2025). 
Moreover, the extension distinguishes Patagonia from other outdoor competitors that lack any activism-related image: Patagonia’s environmental image predates the particular initiative, so it appears to be a logical continuation of brand image, not a mere attempt at a sustainability campaign that can be accused of greenwashing under UK/EU regulations (Wong, 2025).
[bookmark: _lgzh8duq1jea]Positioning
Positioning statement: For environmentally conscious outdoor consumers in the UK and Europe who desire durable and sustainable clothing at discounted prices without having to resort to non-branded peer-to-peer resale platforms or disposable fast-fashion resale outlets, Patagonia Renewed is the certified trade-in and resale site that prolongs the life of cherished gear unlike unbranded peer-to-peer markets or fast fashion resale, which is neither durable nor sustainable (Okur and Saricam, 2025).
The perceptual map based on the axes of price (low–high) and sustainability credibility (low-high) places Patagonia Renewed in the high-price, high-credibility quadrant compared to peer-to-peer resale sites (low price, no credibility) and fast-fashion resale (low price, low credibility), while still being more affordable than purchasing new Patagonia products. Such clear-cut positioning will allow Patagonia to emphasise its activist brand story developed in Element 1 and justify premium pricing for resale items. Furthermore, it creates a unique selling position for Patagonia that cannot be easily mimicked by the existing brands in the outdoor apparel category, which are largely activist-certificate deficient.
[bookmark: _hjnpcj15cftf]Element 3: Marketing Mix (7Ps)
The 7Ps framework is one of the fundamental marketing frameworks that help develop effective strategies for business and marketing. By extending the four Ps (Product, Price, Place, and Promotion) framework by introducing three more aspects, People, Process, and Physical Evidence, the 7Ps framework allows for maximizing the whole process of the customer experience (Allen, 2020). The following 7Ps framework will be used in order to reflect the service-dominant approach of the Renewed proposition.
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Figure: 7Ps of Service Marketing 
Source: (Allen, 2020)
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Figure: Patagonia’s Gear
Source: (Patagonia, 2025)
Patagonia Renewed is an e-commerce trade-in and resale service: customers send in worn Patagonia gear in exchange for store credit, which is then graded, refurbished where necessary, and listed for resale as authenticated, brand-verified items (Patagonia, 2025). This builds directly on the existing Worn Wear repair ecosystem, adding a formal resale layer rather than replacing it, and preserves Patagonia's design and durability identity within a circular offer (Verma et al., 2026). Each piece is assessed rigorously in order to ensure that the product comes from an authentic source, and there are no imitation second-hand goods that would tarnish the market and jeopardize the intellectual property rights of the original brand. When it comes to the extended lifecycle of the product, the service extends the life of the product through repair and cleaning, making waste textiles perform like new pieces of clothing while preserving the essence of Patagonia's quality (Oh et al.,  2021).
[bookmark: _72ebuati5jw4]Price
Store credit will be valued by means of a clear grading scale that is based on condition, and refurbished products will be sold at a reduced price compared to the equivalent brand-new product but above average peer-to-peer marketplaces, taking into account the premium associated with authenticating the item (Thanasi-Boçe and Al-Issa, 2025). All sustainability-based pricing/marketing claims should be possible to prove as the EU’s Empowering Consumers for the Green Transition Directive does not allow making generic environmental claims without demonstrable and recognised performance starting September 2026, and the UK Competition and Markets Authority Green Claims Code makes similar requirements (European Commission, 2026). This is why communication regarding pricing should be done in terms of certain measurable metrics like the number of units diverted from the landfill instead of using general terms like eco-friendly.
Having a grading scale disclosed in advance will prevent disputes related to trade-in valuation, and this will probably be a common reason of customer dissatisfaction. The pricing strategy creates a premium trade-in economy that maintains the integrity of the brand while complying with anti-greenwashing guidelines. Race to the bottom pricing does not occur as there is a clear financial incentive to engage in the behavior that is being encouraged (Burrell et al., 2025). To ensure proper financial incentives, Dual pricing approach, valuation transparency and regulatory compliance are employed. With dual pricing mechanism, Customers get a credit for trade ins based on the condition of the product, whereas products after refurbishment will be offered below the retail price, yet higher than peer-to-peer sites. The pricing strategy is designed to reflect the high costs of the brand validation and refurbishment processes. 
Valuation transparency is achieved through Publicly available fixed scale of grading that reduces any potential issues associated with valuation while maintaining consumer trust (Elshaer et al., 2025). Regulatory compliance is achieved by Marketing claims conforming strictly to requirements set out by the EU’s Empowering Consumers for the Green Transition Directive and CMA Green Claims Code. Words like “eco-friendly” are not permitted. Pricing value is tied directly to concrete numbers for example the volume of landfill items removed from the waste stream.
[bookmark: _yp366jvd99gh]Place
The distribution channel includes physical trade-in booths in the current flagship stores of Patagonia as well as the e-commerce section on the current Worn Wear platform (Mangudhla, 2025). The fact that the business is going to operate across borders from the UK and the EU means that it will have to deal with issues related to customs and VAT regulations in relation to the returned and resold items, which could be avoided in case of EU or UK-only deployment (EU VAT FORUM, 2020).
[bookmark: _auxt51u88y4x]Promotion
The promotion involves in-store “Worn Wear” repair events that are held in select European and UK flagship stores, thus allowing consumers to actively get acquainted with the concept of circularity through physical interaction, rather than passive promotion via digital means (Hong, 2025). The message is based around “buying less, buying better” and focuses on the importance of taking good care of garments, as well as repairing them along with returning them in the framework of a trade-in program, which helps to strengthen the message of authenticity, rather than just adding a new income source (Bocken et al., 2022). All the claims for promotions are based on existing reports on environmental and social responsibility of Patagonia and formulated in accordance with the UK and EU anti-greenwashing regulations (European Commission, 2026), thus preserving the premium pricing position of the core brand.
[bookmark: _83q1gmh937k7]People
The store staff must be trained to make assessments on the garments’ condition, explain the procedure for trade-ins and credits and also organise the repair events effectively and uniformly. A special team that will handle the refurbishments should be established, but it must operate from centres based on regions covering the UK and the EU separately (Fernandes and Ferrão, 2023).
[bookmark: _qaa4ohz9gwae]Process
This process is initiated with the submission of clothing via the online website or store and then followed by the process of grading, repair where necessary, issuing of store credits, and then listing (Jiang et al., 2025). It is crucial to have an established and consistently implemented grading system because otherwise it will compromise not only the trade-in process but also the catalog of resale. Any returns and warranty issues for the resold products need to be processed through the same customer service systems as new purchases from Patagonia (Patagonia, 2025).
[bookmark: _nlrx6lufu9k5]Physical Evidence
Physical evidence entails the use of labeling for refurbished products that shows history of repairs and refurbishing, separate trade-in counters in current flagship stores, and packaging that clearly tells the circular narrative story without using generic sustainability language that will not conform to UK and European environmental claims laws (Patagonia, 2026). Physical evidence remains consistent in both countries to ensure customers feel assured that the used Patagonia products are of equal quality to those that are new, which was identified from the STDP framework.
[bookmark: _xk5c2ksfa4eg]Element 4: Reflection
This process entailed critical thinking around how an already highly positioned activist brand could be expanded into a different but highly operational product offering without jeopardizing the trust upon which its premium price is built. Learning from the current Worn Wear ecosystem at Patagonia and their reorganisation of 2022, I learned that a brand extension has to be backed up by a company's experience and not through opportunistic sustainability messaging.
The localisation of the strategy in regard to the UK and EU markets proved to be the hardest aspect of this project (Lee et al., 2021). The reason for this was the need to go beyond general knowledge of marketing mix and study the present-day legal framework with regard to making environmental claims and such legislation as the Empowering Consumers for the Green Transition Directive of the EU and the Green Claims Code of the UK (European Commission, 2026). In addition, the research altered my approach toward the Promotion and Price aspects of the marketing mix, because such terms as “eco-friendly”, which I could use before the research, would now involve certain legal risks. Furthermore, the difference between the UK and the EU became evident in that even though they are neighboring markets, they now require different treatment after Brexit (Wachowiak and Zuleeg, 2022).
Using the STDP process on a current customer base with a loyal following rather than a completely new market demanded an entirely different way of analysing the process compared to what I would have done in the case of an entirely new product development (More, 2023). Here, most of the value added by differentiation lies in codifying behaviour which exists independently of the brand anyway in order to turn that behaviour into money namely, resale and repair. The process of preparing the corresponding poster presentation reminded me of how crucial it was to be able to convey a relatively complex process of strategic and regulatory thinking in a succinct form understandable even to non-experts within a very limited amount of time, focusing on the sustainability aspect and market appeal rather than on all the details provided in the analysis (Kendrick et al., 2022).
In summary, this project enhanced my ability to judge brand extensions on the basis of commercial and regulatory considerations simultaneously, as well as my ability to adapt my marketing strategy to a particular regulatory framework that is changing right now. In order to further improve in these areas, I plan to monitor future developments in the realm of European and British regulation of environmental claims more closely, since this appears to be an issue that is still developing and will continue to be commercially relevant for a wide range of industries beyond outdoor clothing (Bebbington et al., 2023). I would also like to learn more about cross-border transport and customs procedures, as this turned out to be more relevant to this project than I first expected.
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PATAGONIA RENEWED: FROM OUTDOOR
APPAREL TO ACTIVIST CIRCULAR
COMMERCE

Company Introduction:
Patagonia is a US-founded outdoor apparel company whose positioning
has shifted over recent decades from a manufacturer of technical
outdoor gear to what can be described as an activist company,
embedding environmental campaigning into its core business identity
(Pctagonio, 2025). This is reflected in structural decisions such as the
2022 transfer of the company's ownership into a trust and non-profit
structure so that profits not reinvested in the business fund climate and
environmental causes.

Sustainability Rationale and Purpose:
Textile waste and short garment lifecycles remain a significant
environmental burden, and a meaningful share of pre-owned
Patagonia items are currently resold through unaffiliated
peer-to-peer marketplaces rather than through the brand itself
(Adams et al,, 2025). Patagonia Renewed extends the brand's
existing Worn Wear repair ecosystem into a full trade-in,
refurbishment and resale e-commerce platform, allowing
customers to exchange worn gear for store credit and buy
refurbished, brand-authenticated items in return.

Market Appeal:

The growing popularity of second-hand and resale clothing is being |Eump econd Hand Clothing Market E 2
driven by European and UK consumers, while stricter requirements for ke Sas v
environmental marketing practices within the EU and UK have shifted the

trend towards companies that are capable of proving their sustainability 9.97
claims, instead of using unclear labels (Morket Data Forecast, 2026). Europe

%
Patagonia Renewed capitalises on this trend, as it offers a brand-verified . I

version of resold products at a reduced cost compared to new ones, yet

maintains the high-end image of Patagonia.

Figure: Europe Second-hand clothing market
Source: (Market Data Forecast, 2026)

Sustainability Alignment:

atagonia Renewed acts on the corporate mission of
doing business for solving the environmental problem
by increasing the product lifespan, recovering lost
resell value to outside entities, and strengthening its
position as an activist brand via a circular service that

generates income (Patagonia, 2025). Hok
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