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1. Introduction 
The present report analyses the impact of macro marketing environment on strategic marketing choices and specifically concentrates on sustainability-related fashion brands. The competitive world in the current market has made it impossible to depend on only internal strength of the company since external forces like technology, economies, politics, and culture influence the consumer expectations, supply chain, and competitive behaviour (Whittington et al., 2023). The analysis of these macro-environmental factors is an important aspect of strategic marketing management since it enables organisations to realise opportunities, handle threats, and adjust their growth plans in line with the changing market trends.
[image: Climate Change and the Fashion Industry – How Patagonia is is Fighting Back  - Technology and Operations Management]
Figure 1 Pioneer Firm Patagonia; Source: (Patagonia, 2025)
The present report uses the PESTEL analysis to explain the role of the wider environment in the sustainable apparel industry, and then critically evaluates two external macro actors, namely the Technological (namely fibre-to-fibre chemical recycling) and the Economic (market growth and cost barriers) environment. Task 1 discusses how these aspects affect pioneer and follower brands, which focuses on Patagonia and Everlane. Task 2 then assesses how each brand is strategically responding to all these external forces using the Ansoff Growth Matrix which determines the strategies they adopt to either market penetration, product development, market development or diversification.


[bookmark: _Toc214405971]Task 1: Critical Analysis of the Macro Marketing Environment 
[bookmark: _Toc214405972]2.1 Overview of the Macro Marketing Environment
Macro Marketing Environment is a set of larger forces in the society that affects the overall microenvironment, or the potential of a company to cater to its customers (Whittington et al., 2023). Such forces include demographic, economic, natural, technological, political and cultural forces that are mostly out of control, yet, a strategic firm needs to give constant attention to them so that they can detect the opportunity and threat (Kotler et al., 2020). Followers (such as Everlane, which picks up and implements the culture of deep sustainability and repair) and Pioneers (such as Patagonia, which sets the market) heavily rely on the proactive response to these changes, not on reactive response.
[image: PESTLE Analysis: The Macro-Environmental Framework Explained]
Figure 2 PESTEL Analysis; Source: (Heubel, 2024)

PESTEL is an important tool in putting the analysis assessed within the framework of the sustainable clothing industry, which includes Political/Legal, economic, socio-cultural, technological, environmental, and legal components (Kotler et al., 2020). The discussion especially points at the fact that it is the Economic environment (with the impetus of market expansion) and Technological one (motivated by innovations such as chemical recycling) that are the most impactful external factors to address the strategic orientation of deep-sustainability brands such as Patagonia and Everlane.
[bookmark: _Toc214405973]2.2 Selection of Two External Macro Marketing Actors
The Technological and Economical environments are targeted because of their ability to mobilise radical change and open up completely new business paradigms in the sustainable apparel and outdoor industries, which is potent and non-negotiable.
[bookmark: _Toc214405974]Actor 1: Technological Environment – Advancements in Fiber-to-Fiber Chemical Recycling
The Technological Environment is progressive in the make-through in fibre-to-fibre chemical recycling. This is vital since only approximately 1% of used cloth can be recycled by way of the common mechanical recycling and used to create new clothes owing to the quality of the product. The mixed-fibre waste, undergoes chemical recycling which is able to transform the complex waste into high-quality, virgin-equivalent raw materials (Ghosh et al., 2025). This solves the issue of 97 million tonnes of textile wastes in a year. The enabler of the policy sought circular economy is this technology. 
[image: UK textile recycling market, 2021-2033 (US$M)]
Figure 3 UK textile recycling market; (Grandviewresearch.com, 2025)
Figure 3 highlights that the UK textile recycling market generated a revenue of USD 269.5 million in 2024 and is expected to reach USD 390.2 million by 2033 at a CAGR of 4.4% from 2025 to 2033 (Grandviewresearch.com, 2025). Major players are building muscle (such as the projected investment of H&M of 600m) by taking textile waste and transforming it into a marketable and scalable raw material, and no longer depending on virgin materials.
[bookmark: _Toc214405975]Actor 2: Economic Environment – The Driving Force of Market Growth and Cost Barriers
The global economy that pervades the sustainable fashion industry is marked by booming market and systemic overheads on both the manufacturing and the consumers. The world consumer spending is influenced by economic factors such as inflation, disposable income and the currency exchange rates. According to Morgan (2025), global Sustainable Fashion Market is a huge economic potential, projected to expand with a Compound Annual Growth Rate (CAGR) of 23.4% as it increases to about 55.58$ billion by 2033 after the economy expands to a massive size of 8.3$ billion in 2024 (Figure 4). 
[image: Global Sustainable Fashion Market Size, Share & Growth Analysis By [2033]]
Figure 4 Global Sustainable Fashion Market Insights; Source: (Morgan, 2025)
This expansion indicates a significant change in consumer demand and market investment. The price of sustainable inputs (materials, ethical labour, R&D) however, still poses a tremendous Affordability Barrier to mass adoption. The market is being inflated in demand, but only 61% have cited price as the greatest impediment to the purchase of eco-friendly products. This means that, companies should either be in a position to defend as to why they charge a premium or reduce their cost of sustainable production in order to grab the increasing market rate and so cost-based strategies are a major determinant in this industry.
[bookmark: _Toc214405976]2.3 Critical Analysis of Each Actor
[bookmark: _Toc214405977]Actor 1: Technological - Fiber-to-Fiber Chemical Recycling
	Feature
	Pioneer (Patagonia)
	Follower (Everlane)

	Opportunity
	Closed-Loop Raw Material Security: This technology enables Patagonia to close the loop on its own polyester-based technical products. By integrating chemical recycling, their Worn Wear collection can become a proprietary, high-quality material source for new goods. This offers supply chain security and reduced exposure to virgin material price volatility.
	Scalable Sustainable Inputs for Core Products: Chemical recycling provides a high-quality, large-scale source of recycled inputs such as for the new ReTrack recycled fleece that allows Everlane to make sustainable basics scalable and accessible. This reduces the cost-barrier challenge cited by 61% of consumers who want eco-friendly products but find the price a major obstacle.

	Threat
	Obsolescence of Biological Innovation: Patagonia's BioShell jacket, a chemical innovation based on plant-based membranes, is fundamentally different from a recycling innovation. If chemical recycling makes virgin synthetic polymers obsolete, the complex manufacturing of a fully biodegradable performance shell might become an unnecessary, high-cost niche, making it technologically redundant.
	Reliance on Third-Party Scale: Followers like Everlane lack the R\&D budget to build their own chemical recycling plants. They face a threat of being beholden to large-scale textile recyclers (Infinited Fiber, Syre) for their high-quality feedstocks, creating a new supply chain dependence that could be costly and limit their ability to secure enough material for mass production.



[bookmark: _Toc214405978]Actor 2: Economic Environment – Market Growth and Cost Barriers
	Feature
	Pioneer (Patagonia)
	Follower (Everlane)

	Opportunity
	Deepens Pricing Power & Brand Premium: The massive market growth validates Patagonia’s core mission-oriented Focused Differentiation strategy (Patagonia, 2025). They can leverage their high-performance, activist-focused branding and the exclusive feature of the BioShell Jacket (100% biodegradability) to justify its high price point to the existing high-end consumer base.
	Scalable Access to Price-Sensitive Consumers: The market's high CAGR offers a large, new market niche: the second-hand and resale economy, expected to reach 317 billion globally by 2027 (Capital One Shopping, 2024). Everlane can monetize its sustainable basics by targeting this growing, price-sensitive segment with accessible and ethically-made Worn Wear (Existing Products) and Recrafted Collections.

	Threat
	Niche Price Sensitivity: In an economic downturn (heightened macroeconomic volatility), even Patagonia's loyal, premium customers might trade down, threatening the volume of high-cost radical innovation products like the BioShell Jacket. High R&D investment for a narrow, cutting-edge biodegradable market could become financially risky if mass-market consumer purchasing shifts toward affordability.
	Vulnerability to Cost Inflation: As a focused-differentiation brand operating at the medium-tier price point, Everlane’s margins are sensitive to cost increases in ethical/sustainable materials (Everlane, 2025). An economic squeeze could compel consumers to revert to Fast Fashion, directly challenging Everlane’s market penetration based on affordable, clean basics like the Clean-Denim Work Set.



[bookmark: _Toc214405979]Task 2: Strategic Responses of Pioneering and Follower Organisations 
The macro-marketing environment dynamic changes, in particular the fibre-to-fibre chemical recycling (Technological) promise and sustainable fashion market explosion (Economic) video game force both the pioneering (Patagonia) and the follow-up (Everlane) organisations to realign their core strategies. Ansoff Growth Matrix is an important tool that can be utilised to assess their response by classifying their strategic options as existing and new products and markets (Kotler et al., 2020).
[bookmark: _Toc214405980]3.1 Pioneering Organisations’ Strategic Responses
The reaction of Patagonia to the external factors identified is the aggressive combination, but more oriented to innovation and mission-oriented growth. To capitalise on the technology act of fibre-to-fibre chemical recycling, Patagonia indulges in Product Development and, less evidently, Market Penetration (Patagonia, 2025).  To address the economic opportunity of huge market growth, Patagonia uses Market Development and radical Diversification.
Ansoff’s Growth Matrix
[image: The Ansoff Matrix: A Powerful Tool for Business Strategy and Growth | TSI]
Figure 5 Ansoff growth matrix; Source: Google
· Market Penetration (Current Product, Current Market): Market penetration is applied in a unique manner at Patagonia (Patagonia, 2025). It does not offer huge discounts, tending rather to retain and increase its high-end loyal customer base. Such customers are already convinced at the values of the brand. Given the increasing rate of Global Sustainable Fashion Market (23.4% CAGR), Patagonia remains optimistic in providing quality products. Their well-known campaign “Don’t Buy This Jacket” made people buy only what they need. In fact, this made the customers even more trusting to Patagonia and purchase more. Patagonia earns more sales of the same items in the market by providing effective repairs and lifetime warranties (Patagonia, 2025). This reduces the cost in the long-term to the customer and renders the high price to be just. Another such instance is that of Dr. Martens, which maintains its loyal customers because it refurbished old shoes and provided longevity rather than reduced prices.
· Product Development (New product, existing market): According to Patagonia (2025), Product Development is highly significant to the company and particularly at a time whereby new recycling processes are transforming the industry. Fibre-to-fibre chemical recycling allows them to recycle their old clothes to produce new clothes, thereby cutting down on the waste production. Patagonia continuously invents new or more advanced products in its current market consisting of outdoor and high-end consumers. They utilise used clothes of Worn Wear programme and convert them into new high-quality materials of their products. An important example is that of the BioShell Jacket, that is produced of plants, and which can be completely biodegraded. It is an undertaking that is large and costly and demonstrates the sustainability leadership of Patagonia. It also prevents the danger of the outmoded ideas. The same goes with Adidas manufacturing shoes out of recycled ocean plastic, which utilises a different form of technology to produce improved products to the same customers (Patras, 2021).
· Market Development (Existing Product, New Market): Patagonia relies on Market Development whereby the same products are sold to different categories of customers (Patagonia, 2025). A good example is the Worn Wear programme. Patagonia will use an old product, repair it, and sell its products to individuals who have cared about sustainability but cannot afford new products. This will enable Patagonia to attract another customer: their pricing will be very sensitive yet environmentally friendly. Figure 6 showing that resale market is rapidly expanding and it might end up touching $317 billion by the year 2027 (Grandviewresearch.com, 2025). Patagonia is selling used products in this emerging market using its product durability. This helps them to spread the anti-consumption message and build the business at the same time. Another one is that of Levi, which currently also has its own second-hand store, Levi Secondhand, offering new target client groups repaired denim (Short, 2024).
[image: Bar Graph: Global Thrift & Reale Market in billions from 2021 ($141) to 2024 ($227) with projections to 2029 ($367) according to ThredUP]
Figure 6 Global Resale Market; Source: (Capital One Shopping, 2024)
· Diversification (New Market, New Product): The most radical approach that Patagonia takes is Diversification. This is observed in Patagonia Provisions that sells food and food drinks based on sustainable farming. It is new availability of the product and new industry, as it is not a part of clothing (Caré-Famchon and Roy, 2024). It is risky yet clever as Patagonia brand is a trusted one. Another such case is Veja, a sustainable shoe brand which currently sells environmentally friendly bags and accessories and enters into new markets with the same purpose (Caré-Famchon and Roy, 2024).
[bookmark: _Toc214405981]3.2 Follower Organisations’ Strategic Responses
The follower organisations such as Everlane maintain competitiveness through adjustment to innovations and changes in the market by the pioneer organisations with the emphasis on scalability, accessibility and cost-efficiency (Everlane, 2025). Their strategic reaction is greatly biassed on Market Penetration and available Product Development to utilise their positioning of clean luxury in a more middle segment price point (Hague, 2019).
Ansoff’s Growth Matrix
The core strategy of Everlane consists in the cost-effective sustainability in order to attract the high-growth segment of consumers, price being the biggest barrier. Everlane is responding to the technological opportunity of fibre-to-fibre chemical recycling with Product Development as an externally scalable input (Everlane, 2025). The company prioritise Market Penetration in response to the economic environment.
· Product Development (New Product): Everlane already launched a line, ReNew, that uses recycled plastic bottles to make their popular brand of fleeces and outerwear, and is currently collaborating with third parties in textile-to-textile recycling (Everlane, 2025). This introduces a better, new product which is sustainable basic made of high-quality virgin-equivalent recycled material to their already established customers that cherish radical transparency and clean luxury (Johnson et al., 2017). A serious approach towards the cost barrier is to replace costly ethical materials with cheaper but high-quality recycled synthetics to increase access to sustainable alternatives and scale them.
· Market Penetration (Existing Product, Existing Market): The business idea that Everlane has is to grow the sales volume of their existing products such as their Clean-Denim Work Set or other "Clean Silk" basics in their existing market (Everlane, 2025). They do this in a strategic manner by improving their cost base within their sourcing and the perceived value of their clothing. Their business model has already been verified by the high market CAGR, as they can buy market share by offering the lowest cost alternative to the fast fashion directly as the direct response to the price sensitivity threat.
· Market Development (Existing Product, New Market/Segment): In the same manner as Patagonia, Everlane exploits its emphasis on high-quality and durability to go to the resale market. The new sustainable market segment by promoting its current products to the estimated global resale economy provides Everlane with an opportunity to access a new and highly price sensitive segment of the market (Everlane, 2025). This commercialises the long lifespan of their basics and increases their overall conversation of base market as compared to first-time purchasers.
· Diversification: The main component of the strategy of Everlane reduces high risk of Diversification (new product in the new market), but they practise cautious, related diversification to future proof their brand. The easiest route is product line extension into lifestyle segments, exploiting their radically transparent business and clean appearance, eco-friendly domestic products or socially responsible personal care products (Johnson et al., 2017). This novel product would be attractive to their current sustainable, medium end consumer market but would signify a new segment of the market that would not be apparel based (Hague, 2019). This uses their strong brand ethos, without needing to notify the huge capital outlay or supply chain complexity needed to do full unrelated diversification, such as their chemical recycling plants.


[bookmark: _Toc214405982]4. Conclusion 
In this report it is demonstrated that macro marketing environment is a powerful determinant of strategy particularly among clothing brands which are sustainable. The Technological environment, which is fuelled by the fibre-to-fibre chemical recycling, and the Economic environment, which is characterised by the booming market and the pressure to cut costs, will pose equal opportunities and threats to such pioneers as Patagonia and such followers as Everlane. Patagonia reacts with innovation-oriented measures as product development and mission-oriented diversification, whereas Everlane is reactive to scalable and affordable sustainability by penetration and cost-effective product development. Altogether, the results indicate that the competitiveness in sustainable fashion leads to the necessity to conduct ongoing environmental scanning and respond to changes in a strategic manner in the long term.
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