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Executive summary 
This bachelor thesis is written in collaboration with our client company Fjällräven. 

Fjällräven is an outdoor clothing and equipment company from Sweden, with 

subsidiaries in the U.S. Asia and Europe. Fjällräven was founded by Åke Nordin in 

the small town of Örnsköldsvik in Northern Sweden in 1960. The name Fjällräven 

actually means Arctic Fox in Swedish, honoring the small and highly adaptable 

predator that lives in the Swedish mountains under the harshest conditions. From the 

small town of Örnsköldsvik, Fjällräven has now expanded to every corner in the 

world. The fundamental ideas remain the same; provide functional, durable, and 

timeless equipment to make the outdoors more enjoyable for all. However, Fjällräven 

has seen a trend in the U.S. that the customers that are buying their products seems to 

view them as fashion items instead of outdoor equipment. That is not a problem per 

se, but fashion comes and goes while active outdoor people always need equipment to 

go hiking. For Fjällräven to establish themselves permanently in the U.S. market, 

they need to target the active outdoor people and convince them to buy their products. 

Given this situation, the task that Fjällräven has given us for this thesis was to make a 

communication plan to attract the active outdoor people. With this assignment came a 

request of using as little money as possible to make our recommendations. We 

identified five major challenges in solving the assignment. These five challenges will 

be the foundation for our analysis and our recommendations.  

 

1. Increase brand awareness among the target market: How can Fjällräven attract the 

active outdoor enthusiasts and make them the biggest market instead of the 

“fashionistas”? 

 

2. Determine if Fjällräven meets the needs of U.S. outdoor enthusiasts: What are the 

differences, if any, between U.S. and European consumers? Should Fjällräven be 

positioned differently for the U.S. market? 

 

3. Identify and target the outdoor enthusiasts within Fjällräven’s budget: Fjällräven 
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wanted us to spend as little money as possible on marketing. What are the least 

expensive communication channels that can effectively reach our target market? 

 

4. Sell products through the right channels: Fjällräven has wholly-owned stores in the 

U.S. but it could be more appropriate to sell through retailers or online. Should 

Fjällräven sell through retailers or focus more on the online shopping? 

 

5. Keep the fashion customers yet keep Fjällräven’s positioning as a provider of high 

quality products for outdoor enthusiasts: Currently, what is the impact of the 

Fjällräven fashionista segment on U.S. outdoor enthusiasts? 

 

We conducted nine in depth qualitative interviews with hiking enthusiast in the New 

York area. We also conducted a mini focus group with four people from Utah, USA. 

After this we interpreted our findings and conducted an online survey with 108 

respondents from all over the U.S. We analyzed the internal, external and competitive 

environment. After our research and analysis we came up with recommendations 

including a communication plan which addresses each of these five challenges for 

Fjällräven in the U.S. Our recommendations will not only raise brand awareness but 

they are also a cheaper alternative to reaching the target market. These approaches 

involve different marketing stunts, social media contests, in-store product 

demonstrations, product ambassadors and reps, and different PR strategies. We have 

also recommended a change in the distribution strategy for Fjällräven in the U.S. that 

includes moving over to more retailers than one-brand-stores. Other 

recommendations are also described in the thesis. We were asked by Fjällräven to 

develop cost efficient marketing solutions and with total costs of $122,000 our 

recommendations have an estimated ROI of 1065%. 
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1. Purpose of Thesis 
Fjällräven has seen a trend in the U.S. that the customers that are buying their 

products seems to view them as fashion items instead of outdoor equipment. That is 

not a problem per se, but fashion comes and goes while active outdoor people always 

need equipment to go hiking. So for Fjällräven to establish themselves permanently 

in the U.S. market, they need to find the active outdoor people and convince them to 

buy their products. Our purpose in this thesis is to make a communication plan to 

attract the active outdoor people. 

  

 

2. Business Review 

2.1 Company Background and History 

As a scout Åke Nordin loved the great outdoors, but he could never find a backpack 

that fulfilled his needs and was comfortable enough for long hikes. Before Åke was 

going on a longer trek in the mountains, the 14-year-old boy decided to take matters 

into his own hands. In a lodge adjoining the family’s holiday house outside 

Örnsköldsvik, he made a wooden frame, and by using his mother’s treadle sewing 

machine he sewed a bag out of strong cotton material, which he fastened to the 

wooden frame using leather straps. This frame was the start of the Fjällräven 

company Åke Nordin founded ten years later, in the 1960s. During his time in the 

military he realized there was a market for functional and hardwearing outdoor 

equipment, and so began the amazing journey of Fjällräven, one of the leading 

Swedish brands of outdoor equipment to date. 

  

After the launch of the firm the company has expanded from the small town 

Örnsköldsvik in Northern Sweden to 30 markets around the world. 

  

Fjällräven produces and sells durable, timeless and functional outdoor equipment for 

hiking and everyday activities. One of Fjällräven’s values is to act responsibly toward 

people, animals and nature, as well as focusing on the awakening and maintaining of 
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the interest in outdoor life. This has made CSR a proud and well-implemented part of 

the firm’s core business. 

  

2.2 Vision and Mission 

Fjällräven’s vision is to establish itself as the most sustainable and premium global 

outdoor brand by supplying highly demanding consumers with an activity driven 

assortment supported by an extraordinary brand experience. 

  

Fjällräven has three mission statements: 

• Develop durable, timeless and functional outdoor equipment 

• Act responsibly towards people, animals and nature 

• Awaken and maintain an interest in outdoor life 

 

 

Fjällräven communicates very clearly that they are all about developing high quality 

products, acting responsibly and maintaining an interest in outdoor life. If we have to 

choose one word from this mission statement as the most important it would be 

timeless. Timeless describes the products in a way that combines both durable and 

functional equipment with great design. If we have to choose a second most 

important word it would be functional. The third most important word would be 

responsible. To act responsibly is one of Fjällräven’s core components and plays a 

key role in the firm’s mission and passion.  

  

2.3 Organizational structure 

Fjällräven is a Swedish brand that is a part of the Fenix Outdoor Group, and it has its 

headquarters in Örnsköldsvik, Sweden.  Fjällräven has ten wholly-owned stores in 

North America with 127 employees. Two stores are located in Soho, New York and 

the remaining locations are Seattle, Chicago, Boulder, Boston, Jackson Hole, 

Burlington, Banff and Vancouver. The main office in North America is located in 

Boulder, Colorado. (fenixoutdoor.se 02.16.2015)  
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2.4 Product Review 

Fjällräven sees it as their mission to develop timeless, functional and durable outdoor 

equipment, with high quality as a corner stone. The product lines are made 

specifically for the outdoor life and the thought behind the product is to make the 

outdoors more enjoyable for all, both humans, animals and nature. 

Fjällräven’s product portfolio contains clothes, accessories, bags, sleeping bags and 

tents. There are some differences in the portfolios between markets, this depending 

on the consumer behavior and trends. And there is a bigger and broader product line 

in the European market than in the North American market. We are focusing on 

presenting the clothes, since they are the main part of sales in the U.S. 

 

Fjällräven has eight different product lines:
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Here are the characteristics of the different lines and examples of products: 

Greenland- iconic outdoor. These were the first products that were made by the 

company and it was the introduction of the G-1000 fabric. The main characteristics of 

the products are functional and durable outdoor clothes. 

      
Kiruna- versatile outdoor. The clothing in this series has been developed for 

everyday adventures, but also for hiking or travelling between the city and the 

wilderness. 

    
High Coast- lightweight outdoor. The products in this line are made for warm 

conditions with active summer life in mind. They are lightweight, versatile and pliant 

clothes with clean lines and few added details. 
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Övik- traditional outdoor. This series contains functional and multifaceted products 

for general outdoor life.  

 
Abisko- lightweight trekking. These products are made for easy day hikes. 

         
Sarek- traditional trekking. Durability and functionality are key concepts, and the 

garments are designed for traditional mountain trekking, which is longer treks with a 

high degree of self-sufficiency in trail less terrain. 
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Keb- for technical trekking. This is a series of technical outdoor garments that have 

been developed for demanding treks where freedom of movement is just as important 

as durability and protection from difficult terrain. 

     
Numbers- durability for generations. This is a series of outdoor clothes that have 

been optimized to withstand extremely hard treatment and use in demanding 

situations.  
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The most popular products are the backpack called Kånken and the classic Greenland 

Jacket. 

 

  
There are many different versions of Kånken:  

• Kånken Original (the first made and most popular one) is a simple rectangular 

shaped backpack with a pocket in the back with a seat cover. It is 15x10.6x5.1 

inches, weighs 0.64 lbs. and has a volume of 16 liters.  

• Kånken mini is made for small children, it is 11.4x7.9x5.1 inches and has a 

volume of 7 liters. 

• Kånken Laptop 13 is the same size as Kånken original but it also contains a 

padded pocket for a laptop in the back of the backpack and has padded shoulder 

straps. 
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• Kånken Laptop 17 has the same features as Laptop 13, but is 16.5x11.8x7 inches 

and has a volume of 20 liters. 

• Kånken Big is a bigger version of the classic Kånken with padded shoulder straps. 

It is 17.7x13.8x5.1 inches, weighs 0.77 lbs. and has a volume of 20 liters. 

• Kånken Maxi is the biggest backpack in the Kånken family, it is 16.1x12.6x8.3 

inches, weighs 1.1 pounds and has a volume of 27 liters. 

 

The Greenland Jacket 

 
This is the first jacket ever made by Fjällräven and it was also the introduction of the 

innovative G-1000 fabric, which is a durable material of 65% polyester and 35% 

cotton. If you wax the G-1000 fabric with the Greenland Wax, the product gets water 

resistant and the color and material will last longer. 

 

2.5 Target Market Segment 

The U.S. market is Fjällräven’s third largest market, as we will emphasize in the 

financials in the next section. Fjällräven’s main target market in the U.S. is people 

who hike more than ten times a year, and are in the age range between 25-55. This 

target market is defined from our primary and secondary research, and was also stated 

by Fjällräven themselves. Fjällräven wants to make the fashionista segment that is 

currently Fjällräven’s biggest segment in the U.S., their secondary segment. 
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We will analyze their target segment later on in the thesis. 

 2.6 Financial 

The following financials is from Fenix Outdoor Group, the parent company of 

Fjällräven. (fenixoutdoor.se 04.23.2015) 

 

In 2014 the consolidated operating income was $253 390 894, which is an increase of 

12% from 2013. The consolidated net profit in the same year was $28 190,137, an 

increase of 19% from 2013. 

 

! 2014% 2013% 2012% 2011% 2010%

Net%Sales% $!253.4! $!226.3! $!209.2! $!181.5! $!150.0!

Net%Profit% $!28.2! $!23.8! $!19.1! $!19.9! $!19.0!

Net%Profit%%% 11%! 10.5%! 9%! 11%! 13%!

• Numbers are converted from Euros to American dollars at a rate of 1 Euro= 

US $1.07. 

• Numbers are in millions and rounded. 

 

The parent company has an equity ratio of 42.6%, which is a percent of total assets. 

The return on equity is 22.9%, this percentage tells how much profit the company 

makes with the investment from the shareholders. 

To analyze the company’s liquidity ratio, which shows the company’s ability to cover 

short-term debts, we used the Acid Test Ratio. (Investinganswers.com 04.23.2015) 

 

Acid Test Ratio: (Current assets- inventory) 

            Current liabilities 

 

Fenix Outdoor Group has a liquidity ratio of 1.43. A number above one means that 

the company has the capability to fully pay back its short-term debt, which shows that 

the company’s financials are in good shape. 
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Fenix Net Sales by Geographic Area ($ millions): 

Market% 2014% 2013%

Sweden! $12.8! $12.6!

Other!Nordic!countries! $32.4! $31.0!

Germany! $50.2! $44.0!

Benelux! $18.6! $15.3!

Other!Europe! $30.2! $25.5!

North!America*! $29.0! $20.0!

Other!Markets! $10.1! $7.2!

Total% $183.3% $155.5%

*In the North American market Fenix only distributes the Fjällräven brand. 

The North American market represents 16% of the total brand sales, which makes it 

the third largest market for the company. 

 

The biggest expense is cost of goods sold (COGS), which is an average of 45% of net 

sales every year. In 2014 the net sales were $253,351,385 and the COGS were 

$111,931,930. In 2013 the same numbers were $226,236,531 and $102,458,336 

respectively. 

 

The second biggest expenses are other external expenses such as operating lease 

agreements (rent for retail premises) and personnel expenses. In 2014, the other 

external expenses were $59,576,225 million, and the personnel expenses were 

$43,653,068. The number of full time employees is 906, which gives an average cost 

per employee of $48,182.  

 

The operating profit margin was 14.2% in 2014, 14.1% in 2013 and 13.3% in 2012 so 

we see a small but steady growth. The company is expanding worldwide which 

increases costs substantially. 
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The financial statement indicates that Fjällräven and Fenix Outdoor is in good 

financial health, there are no clear weaknesses and for the last five years the sales has 

increased with an average of 11% per year, which indicates steady growth. 

 

3. Challenges 
We have stated the five biggest challenges for Fjällräven in the U.S. market: 

  

3.1 Challenge #1 

Increase brand awareness among target market. 

• How can Fjällräven attract the active outdoor people and make them the biggest 

market instead of the fashionistas? 

  

3.2 Challenge #2  

Determine if Fjällräven meets the needs of U.S. outdoor enthusiasts. 

• What are the differences, if any, between U.S. and European consumers? Should 

Fjällräven be positioned differently for the U.S. market? 

 

3.3 Challenge #3 

Identify and target the outdoor enthusiasts within Fjällräven’s budget. 

• Fjällräven want to spend as little money as possible on marketing. What are the 

least expensive communications channels that can effectively reach our target 

market? 

  

3.4 Challenge #4 

Sell the products through the right channels. 

• Fjällräven have wholly-owned stores in the U.S. but it could be more appropriate 

to sell through retailers or online. Should Fjällräven sell through retailers or focus 

more on online shopping? 
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3.5 Challenge #5 

Keep the fashion customers yet keep Fjällräven’s positioning as a provider of high 

quality products for outdoor enthusiasts. 

• Fjällräven want to keep their fashionistas as a secondary target market segment, 

but they must balance this with their positioning for the primary market- outdoor 

enthusiasts. There is a risk that if the products are perceived as too trendy and 

fashionable, this could damage the reputation of the products among outdoor 

enthusiasts. This happened to Timberland in the 1980s when the brand became 

associated with fashion and lost its reputation for outdoors quality. (Nytimes.com 

11.07.1993) Currently, what is the impact of the Fjällräven fashionista segment 

on U.S. outdoor enthusiasts? 

  

 

4. Research 

4.1 Choice of design 

When doing research there are three different designs that can be used. The decision 

of which design to use is determined on the basis of three factors: experience of the 

particular area, knowledge of theoretical studies that identify relevant variables and 

whether we wish to compare the different variables that we collect. (Olsson, Silkoset 

and Geir Gipsrud 2010, 49) The choice of design for each research is based on the 

amount of information and experience one already has on the particular area. The 

exploratory design is especially suitable if one have little knowledge about the 

research field. The aim is to develop an overview and a deeper understanding of the 

topic. When an exploratory research is completed, a descriptive or causal research 

can be a suitable addition. This will give a wider understanding of the field we are 

investigating. (Olsson, Silkoset and Gipsrud 2010, 49) In our research we will first 

perform an explorative research in order to collect the basic knowledge that we need, 

and then use a descriptive design to get a deeper insight on the matter and cover 

perspectives that the exploratory research did not cover. 
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4.1.1Exploratory design 

The purpose of exploratory research is understanding and interpreting the applicable 

matters in the best way possible. (Olsson, Silkoset and Gipsrud 2010, 39) In order to 

understand how we can better reach Fjällräven’s target market in the U.S., we will 

need information about the industry, the current knowledge of the brand, and how 

deep the perception of the Fjällräven brand goes among the U.S. customers. We will 

also need to get information about what the consumers’ main communication 

platforms are and what their adoption process looks like. In order to get this 

information we will first collect secondary data that is accurate for this thesis, and 

then collect primary data through a qualitative research. 

 

4.1.2 Descriptive design 

The purpose of a descriptive design is to describe a particular situation, and acquire a 

thorough understanding of the research. It can be used for single variables or for 

comparing different variables. (Olsson, Silkoset and Gipsrud 2010, 41) We want to 

use the relevant findings from the qualitative research together with the findings in 

the quantitative research in order to create a deep and broader understanding of how 

Fjällräven is positioned in the market according to the target market and how we can 

connect to them in the best way. This will also give us an indication on whether 

Fjällräven’s entrance in the U.S. market has successfully reached the target market or 

not, and an indication on how Fjällräven’s current communication is received by the 

U.S. consumers.  

  

4.2 Research question 

Since the main issue that Fjällräven faces in the U.S. market is that many consumers 

buy their product for a different purpose than what they are intended for, we needed a 

research question for our research that would give us a deeper insight in the 

preferences our target market have when it comes to products and purchase decisions. 

How to communicate with the target market was also an important area for us to 

cover through this research, which leads us to the following research question: 



 Bachelor of International Marketing 05.15.2015 

 

Side 18 

 

“When you are purchasing outdoor equipment and clothing, what factors 

most influence your purchase decision?” 

 

 

4.3 Qualitative research  

 

4.3.1 Method and sample base 

Method 

There are two main methods for collecting data in an exploratory design, through 

focus groups and through in-depth interviews. Both of the methods are reliable and 

the choice of which method to use depends on the purpose of the research one is 

conducting. (Olsson, Silkoset and Gipsrud 2010, 39) We chose to use in-depth 

interviews as our main method in the exploratory research. We wanted detailed and 

thoughtful answers from our respondents, which require a one-on-one environment. 

We also needed information about the respondent’s personal choices, which is easier 

to get in this particular setting. We wanted to get a good discussion about the interest 

in outdoor activities and what type of clothes and equipment the respondents prefer, 

which we felt would be achieved most successfully through interviews. While not 

allowing for the level of detail one might get in an in-depth interview, focus groups 

have the advantage of getting opinions from several people at once. We also 

conducted one mini focus group through Skype, for this purpose exactly. 

 

Sample base 

We decided to divide our sample base into two main groups: Extreme outdoor 

enthusiasts and Light outdoor enthusiasts. The reason that we chose to divide our 

sample base like this is to make sure that we cover all parts of the outdoor industry 

clientele. We wanted to collect the opinions of both groups in order to get a broader 

perspective and deeper insight knowledge of our research field. We believe that these 

two groups have a different perception of outdoor equipment and garments, that 
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combined can help us to further develop our quantitative research and help us find a 

solution to our thesis. We have estimated that the Extreme outdoor enthusiasts hike 

10 times or more a year, while the Light outdoor enthusiasts hike 1-9 times a year. 

The Simmons and MRI+ databases also classify their sample bases like this, which 

confirms our estimations.  

 

  

4.3.2 Procedure 

In our in-depth interviews we interviewed six men and three women in the age range 

35 to 60. Most of the respondents were from the NYC area and were very active in 

their everyday life. The screener for choosing the different respondents was that they 

had to be of the Extreme outdoor enthusiasts sample, and be in the ages between 25-

55 years old. Our respondents were slightly older due to the complication of finding 

participants, but we found this to be an advantage, since it combined with the 

quantitative research, reaches a wider demographic segment. We also wanted a 

variety of men and women in order to establish if there were any interesting 

differences between the genders. Four of the in-depth interviews were in person, 

while the rest were via Skype or FaceTime. Our first respondents were from the 

Appalachian Mountain Club hiking group, who then introduced us to the rest of the 

participants that we interviewed. 

 

In addition to the in-depth interviews we conducted a mini-focus group with four 

women from Park City, Utah. The findings from the in-depth interviews and the 

mini-focus group are reported together. 

  

We divided the interview into different sections, where each section represented an 

area that we wanted to investigate through our research: 

  

Activity: Questions about the respondent’s general activity level and about activity 

preferences. This was an important section in order to get a better indication of who 

Fjällräven’s potential customers are and what appeals to them. 
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Products: Focus on product usage habits and preferences within product features. 

Purchase habits: Information on general purchase habits and purchase psychology to 

get a better understanding of the purchase process of the target market. 

Communication: The subject’s main communication platforms, in order to better 

understand how to reach the target market in the most effective way. 

CSR: The respondent’s thoughts, habits and attitudes toward eco-friendly products 

and CSR work. 

Fjällräven: Establish a clear understanding of the respondent’s knowledge and 

perception the Fjällräven brand. Here we also wanted to investigate the importance of 

country of origin and the American’s perception of Scandinavian products. For full 

interview guide and focus group discussion guide, see Appendix B-1 and B-2.   

4.3.3 Results and key insights 

Activities 

The activities that the respondents participate in the most are hiking, followed up by 

running, skiing and cycling. All of the activities that were mentioned in the 

interviews are activities that require appropriate gear or garments in order to have a 

safe and full-on experience, and they are activities that are practiced outside. 

 

The genuine feeling towards hiking among the respondents was that hiking is an 

important part of their life, since it for many becomes a “timeout”. One participant 

explained it like this: 

 

“When you walk in Manhattan or Brooklyn you hear so much noise. Cars, 

people, engines screaming, just noisy. But when you are out in the outdoors it 

is just quiet. You can hear birds chirping and snow cracking  

– it’s wonderful.” 

  

 

Another respondent explained it like this: 
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“I can’t imagine not hiking. It is so good for my mental- and physical health. I 

love it“ 

  

The participants were introduced to the outdoor life during different stages in their 

life, some already as kids during summer camp, while others through friends during 

college. The genuine perception of the outdoor life, no matter when the interest 

started, was that it has become a central part of their life, which they described 

through power words like majestic, beautiful, quiet and peaceful. 

  

There seems to be a trend among our participants that they prefer daytrips instead of 

staying over-night when hiking. The most common length on hiking trips is five 

hours, although many of the participants mentioned that they sometimes go on longer 

trips during weekends or holidays.   

 

To go hiking together with others, for example with friends, family or in organized 

hiking groups, was also a clear preference, and the general opinion was that they only 

go alone when they have a specific purpose for the trip, for example take their dog 

out or photography. They all said that they find hiking to be a social activity that for 

most parts is more enjoyable together with others. This is an interesting discovery 

since it appeals to Fjällräven’s focus on creating a community for their customers. 

Apparently Fjällräven is on the right track.  

  

Another clear trend among our respondents from the NYC area was that they all 

preferred to go hiking close to their home, no further than an hour outside New York 

City. Although some of them sometimes go further away during holidays, the most 

popular areas seems to be Adirondack Mountain, White Mountains, Harriman State 

Park, New England area, Lake Placid, and Bear Mountain. All of these places are not 

far from the New York City area and are easy accessible for anyone. The women 

from Utah could access hiking trails from their homes or a short drive away. 

  

 

Products   
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To better understand the needs of the consumers in the U.S. market, we needed to 

know what products they use and what features they look for in different products. 

We asked our respondents which products they use the most for their outdoor 

activities, and the results were as following: 

  

All our respondents consider boots as the most important product when hiking. In 

order to have a successful hiking trip or outdoor experience, the right gear and 

garments is essential, which was a clear opinion among our respondents. The 

importance to have the right type of socks inside the hiking boots was also mentioned 

several times, which indicates that footwear in general trumps other products for the 

outdoors. 

 

“It has to be comfortable. I can’t enjoy the trip if I am not prepared for what 

is coming”. 

 

The second most important product among our respondents was different type of 

garments. They all listed several materials and garment elements that they find is 

required to have a successful experience outside in nature. The types of clothing that 

are considered most popular are thermal underwear, overalls, fleece, Gore-Tex and 

shell jackets. Both jackets and pants need to have features appropriate for the season 

and climate they are intended for, and the combination of the garments might vary. 

Although hiking pants are considered an important piece of clothing according to our 

interviews, an interesting insight was that men find hiking pants more important than 

women. The men expressed that good hiking pants are a crucial part of the outdoor 

“uniform”, while none of the women mentioned hiking pants at all. This indicates 

that it might be harder to sell hiking pants to women, and the reason could be that 

women often use their yoga clothes, or other fitness clothing when hiking, instead of 

hiking pants/outer layers. 

  

Not surprisingly, the backpack placed third, with an equal explanation from all 

respondents; that it has to be comfortable, give support and be of sufficient size. The 

next three things on the list were hiking poles, sleeping bag and water bottle. This 
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was a surprising discovery, especially the sleeping bag, since our activity section of 

the interview showed that the respondents prefer daytrips over staying over-night. 

 

We also asked the respondents about what product features they consider most 

important. The most important features were quality, durability and function in form 

of technical details, innovations and ergonomics. 

 

“If it is not going to last, it is not worth buying.” 

 

Design was also mentioned several times, but there were different opinions on 

whether design and colors are important features to consider or not. According to 

many of the female respondents, design features, colors, and fit are very important 

elements in products and it could be crucial in the choice of products. Several women 

mentioned that they often prefer products with a lot of colors, since the outfit then 

appears more fresh, fashionable and sporty. One of the respondents even mentioned 

after the interview that she would never wear Fjällräven’s clothes because of the 

“boring” and simple colors. This is something that we thought was very interesting 

and it is something that Fjällräven might need to take into consideration in order to 

meet the needs of the consumers in the U.S. market. The men on the other hand did 

not share this opinion. Two of six men said that they thought design was important, 

and although they shared the women’s opinion on the importance of fit, they still put 

function as their top priority: 

  

“Function is the most important feature. If it can’t do the job, it doesn’t 

matter what it looks like or what it costs” 

  

All of the men explained that new functions, cool features and innovations could be 

reasons to purchase a product, and that a new function could even be crucial to buy 

something new. Another interesting insight was the respondents’ opinions on price. 

Most of the respondents prefer to shop expensive equipment on sale, and all of the 

respondents wanted the highest quality possible to the cheapest price, which of course 

is an understandable wish. The price discussion lead our findings back to the men’s 
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interests in functions, where one of the male respondents explained the ratio between 

price and functions like this: 

  

“I prefer high quality gear with multiple functions. If you pay a little bit more 

you get those extra features, and those make a difference.” 

 

After establishing what our respondents prefer when it comes to products, we wanted 

to know when they buy new products, and how they find information about products. 

Since we have a whole section dedicated to communication, the insights from the 

product information questions will be presented in the communication section. 

According to our interviews, our respondents buy new products when brands launch a 

new product feature or innovation, or when the product is worn out. Sales can also 

often trigger new purchases, which make sense since most of our respondents stated 

earlier in this section that they are a little price sensitive. The purchase of a new 

product can also be situation based; the purchase can be done for a trip that is coming 

up or according to products that seems to be missing from their collection compared 

to what the respondents already have. 

  

We wanted to know where our respondents prefer to shop, online or in physical 

stores. Since online shopping is an increasing trend, it was interesting for us to find 

out to which degree our respondents shop online, since this could be significant for 

Fjällräven’s distribution. According to the findings from the interviews, online 

shopping is definitely an important area to take into consideration. All of the 

respondents said that they often shop online, and that they feel that the selection of 

products is better there: 

 

“Retailers only have certain brands, but online has everything. It is the same 

with price, online often have better prices, which is important to me.” 

  

Some products however, like hiking boots and specific clothes they preferred to try 

on in physical stores in order to get the right fit. Especially the women found this 

opportunity important, which makes sense since they seemed to be more concerned 
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with design and fit than the men. Equipment is also sometimes preferred to buy in 

physical stores since it makes it easier to test the equipment properly before buying it. 

 

In addition, we asked our respondents about brand loyalty, what brands they prefer, 

and whether they feel loyal to any of these brands. The insight we got from this was 

that there does not seem to be any brand loyalty at all. All of the respondents were 

open to try new brands and products if the product seemed better than what their 

regular retailer could provide. They all had brands they prefer and shop more 

frequently, but if another brand has better quality, functionality or is less expensive, 

they would not hesitate to switch. The five brands that were mentioned the most were 

The North Face, Patagonia, REI, EMS and Outdoor Research. For a full list of brands 

mentioned in the interviews, see Appendix A-1.  

 

After listing their most favorite brands, we gave the respondents a positioning map 

and asked them to position different brands according to their perception of them. 

The positioning map measured the variables “high-end vs. budget” and “fashionable 

vs. less fashionable”. The results gave us a good indication on where U.S. consumers 

would position different brands and how we can compare Fjällräven to these brands. 

We gathered all the different perceptions of the consumers into one big map, and 

found that Fjällräven can be positioned at the same place as The North Face and 

Patagonia on the high-end and fashionable side of the map.  
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Communication 

We divided this section in two, asking where the respondents look for information, 

and their general use of communication channels. For finding product information, 

the most popular channels mentioned were surfing the Internet, talking to experienced 

friends or sales personnel, and reading hiking magazines. All of our respondents said 

that they prefer to get information through product reviews or from experienced 

people, since they feel it is more trustworthy. 

  

“Brand reputation and the experiences people have with certain products 

have a great impact on my purchase. If the reputation is good, the choice is 

easy.” 

  

Almost none of the respondents use social media when searching for product 

information, which was unexpected. However, they use social media actively for 

other purposes, which mean that they can still be reached through this channel even 

though it is not their main information source. Other media channels that are trending 
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when it comes to product information are YouTube, websites, hiking and sports 

forums, reading blogs and attending sponsored trips. These insights were interesting 

because they give us an indication of where Fjällräven needs to be present in order to 

reach the consumers. Also interesting was that most of the channels are digital. 

  

In general, the respondents have a high everyday activity level on social media, 

television, online and on reading print. What is interesting here is that these channels 

are very similar to the ones used for product information, something that the 

respondents did not seem to be aware of when they listed the different channels they 

use for the different purposes. This is however very good for Fjällräven since it gives 

a strong indicator on how to best reach the target market, whether they are aware of it 

or not. 

  

When conducting our quantitative analysis, we will compare these findings to see 

how the different marketing channels rank on a larger scale, in order to better 

evaluate if this listing of channels is accurate and a valid focus for our 

communication plan. 

  

CSR 

Fjällräven does a lot of CSR initiatives, and the CSR work is a central and important 

part of the company. Therefore, it was important for us to see how eco-friendly 

products and CSR work is perceived by Fjällräven’s target market, and how much 

impact it has on their purchase. Most of the respondents find CSR work an important 

part of a company and choose eco-friendly products in their everyday life. However, 

it does not drive their purchase of clothes and equipment, which is a very important 

insight. One reason could be the concern of eco-friendly products not having the 

same quality and functions as non eco-friendly products. Several of the respondents 

stated they would buy eco-friendly products if the quality was the same, but they had 

not yet experienced such a possibility. However, one of our respondents explained 

that such a product was something that he felt is currently missing on the market: 
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“I would love a product that is not made out of down, but has the same good 

quality, is as warm, has the same weight and size, and lasts as long as down.” 

  

We also asked the respondents if they would be willing to pay more for an eco-

friendly product if the quality and durability remained the same. The answers we got 

from this question were very different. Some of the respondents were positive and 

would consider paying up to 10% more for an eco-friendly product. One of our 

female respondents even stated that she could pay up to 50% more. However, most of 

the respondents were skeptical and would prefer if the eco-friendly product has more 

or less the same price as other products in order to consider it. 

 

So apparently, an eco-friendly approach is not enough to drive the consumer’s 

purchase, and it seems that the eco-focus does not appeal as much to the American 

culture as it does to the Scandinavian culture. This is something that we will have to 

pay attention to when developing marketing strategies. 

  

Fjällräven 

In the end of the interview we wanted to establish how much knowledge our 

respondents had about Fjällräven. This gave us perhaps the most important insight of 

the entire interview: The brand awareness of Fjällräven is extremely low in the U.S. 

market. Very few of the respondents had heard of the Fjällräven brand before, even 

though Fjällräven has been in the U.S. for several years. This shows how critical the 

future communication towards the target market is in order for Fjällräven to succeed 

in the U.S. market as an outdoor specialist. 

  

Although the knowledge of Fjällräven was low, all of the respondents had a positive 

perception of Sweden and Scandinavia, which is very good for Fjällräven. 

Scandinavian products are according to our research associated with quality, which 

indicates that country of origin matter. Based on country of origin only, one of our 

respondents explained his assumed perception of Fjällräven like this: 
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"I know that they are active in Sweden, both skiing and being outdoors, and I 

know Sweden provides good quality. I would trust it.” 

  

One of the respondents who had heard of Fjällräven addressed the fashionista 

segments issue that Fjällräven is currently facing, and explained that he perceives the 

brand to be of good quality, but that it is not cheap, nor better than any other brands. 

“It’s just in”. This definitely shows that the general perception of Fjällräven is more 

fashion than outdoor products, which strengthens our thesis objective and the whole 

purpose of this thesis how to appeal to the outdoor enthusiasts. 

  

Since our respondents had such little knowledge of the brand, we asked them specific 

questions about the brand name and the logo meaning. None of the participants knew 

that the brand name means “the arctic fox” in Swedish, but were very positive to both 

the brand, the logo and brand concept when they learned the English meaning. “It 

makes so much sense now” said one of the respondents. However, our respondents 

also liked the original brand name and perceived it as exotic and fresh. All of the 

respondents agreed that Fjällräven should keep their Swedish name, but add an 

additional English explanatory slogan to the logo, for the U.S. market specifically. 

This insight should be taken to close consideration as a part of Fjällräven’s 

communication toward the U.S. market. 

 

“If the Swedish name is marketed properly, people will get it. The exotic feel 

of the name makes it powerful.”   

  

 

4.4 Store observations 

We have conducted eight store observations in New York City. We decided to divide 

these observations in two: one-brand stores and general retailers. 
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4.4.1 One-Brand Stores 

Patagonia 

Patagonia sells clothes for climbing as well as for skiing, snowboarding, surfing, fly 

fishing, paddling and trail running. They have four wholly- owned stores in New 

York City, we went to the store in Meatpacking district to look at their merchandise 

and customer service. There were more than six people working in the store, and only 

three other customers, but none of the employees asked us if we wanted help during 

the 15 minutes we were in the store. The layout in the store is very similar to 

Fjällräven´s with lots of wood, and brick walls. They focus a bit more on the 

merchandise than Fjällräven does, and they seem to put clothes together as an outfit.  

Another interesting thing that they have is a lounge area with chairs and a TV, and a 

board of events they sponsor in NYC. Example of merchandise: 

 

 

 

 

 

 

 

 

 

 

 

The North Face 

In just over 40 years, The North Face has grown from a single storefront to a 

respected global brand. They deliver an extensive line of performance apparel, 

equipment, and footwear. The North Face has two stores located in New York City. 

They are located at Broadway and West 73rd street and at Wooster Street and West 

Houston Street in SoHo. We visited the one in SoHo. We arrived an hour before they 

closed and were greeted by six employees. They were friendly and asked if we 

needed help early on. This store was small but clever merchandised, with focus on 
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lighting, color and putting their clothes together as outfits. The look in the store had a 

certain attitude, but it was a little bit boring. Here are some snapshots from the Soho 

store:

  
 

Fjällräven 

Fjällräven has two stores in New York City, one on Greene Street and one on Mott 

Street, both located in Soho. We visited both stores and will report our findings from 

both stores together.  

 

The store on Greene Street is Fjällräven’s official Flagship store and is the bigger of 

the two. Our first impression of the store was good, since the layout and atmospherics 

are very cool and inviting. Fjällräven has brought the outdoors into the store by 

decorating with big trees and wooden constructions. The store is divided according to 

product type, and has in addition a separate section for equipment and shoes. Every 

section displays the different products you can choose from in each section (for 

example the whole selection of jackets), although not all products are displayed 

equally. The store also has a separate section dedicated to the Kånken backback, 

which directly refer to the lifestyle segment. Although the merchandise of the store is 

nice, the products are not shown as complete outfits, something we see as a 

disadvantage since it does not provide the customer with ideas on how they can 
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combine Fjällräven’s products. The store on Mott Street is smaller, and most of the 

store is underground in the basement of the building. This store is divided by gender, 

where the female garments are located on the first floor, while male garments and 

equipment are located in the basement. The merchandise in this store appeared 

messy, which unfortunately gave us a bad impression.  

 

The sales personnel were helpful in both stores, but they did not seem to have much 

knowledge of the different products, at least not according to what we consider 

Fjällräven’s standards.  In order to get an impression of the clientele in the stores, we 

asked the personnel which products the store sell the most and what kind of 

customers they normally have in the store. They told us that the Kånken backpack 

and the different jackets definitely are the most popular products, and that some of 

the customers of course are outdoor enthusiasts, but that the majority are fashionistas. 

 

Something that we found fun and positive was that there inside of the Flagship store 

is a big board where Fjällräven announces weekly contests where customers can win 

fun prices. The contests are often related to Swedish culture or Swedish outdoor 

vocabulary, which we think is great since it relates to the Swedish heritage of the 

company. 
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Our general impression of the stores was that the atmospherics are good, but that 

there are areas such as merchandise and personnel, where they can do some 

improvements. The two stores are also located very close to each other, which we 

find a little unnecessary.   

 

 

 

 

 

 

 

 

 

 

 

 

 

 

4.4.2 General Retailers 

Paragon 

This store is a famous retailer of sporting goods in Manhattan, New York. They have 

clothing and equipment for a large number of various outdoor activities. When 

arriving at the store, the first thing we noticed was all the customers. We got the sense 

that the customers were not hardcore outdoor people, but simply people who enjoy 

being outdoor without any specific brand preferences. The store was divided into 
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sections after what kind of equipment you were looking for. When walking around in 

the store we managed to find different Scandinavian brands, such as Norrøna and 

Dale of Norway. We asked the personnel of the store if they had Fjällräven, but they 

were unsure. We managed to find some of Fjällräven’s products on the second floor 

of the store, but they were not displayed in a great way and there was a poor 

selection. We also find it a disadvantage that the personnel do not have any 

knowledge of Fjällräven or their products. Nevertheless, we consider this store a 

major opportunity for Fjällräven, in order to reach people that do not go to specific 

brand stores, and make them more aware of the Fjällräven brand. In this store we saw 

that both North Face and Patagonia had large spaces with specialized displays where 

they could show off their products.  

Here is the one rack that they had with Fjällräven Jackets: 
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Tents and Trails 

This store is located in Downtown Manhattan in New York City and is a well-known 

store for hardcore outdoor people in the financial district. It is a rather small store that 

is packed with products. When asking the personnel if they had Fjällräven nobody 

knew, but we managed to find some of their products in the back of the store: 

 
 

EMS   

Eastern Mountain Sport is a retailer chain of sporting goods in the Northeast. We 

visited their store located in Soho, New York City. When you walk in to the store the 

first thing you see is large displays of The North Face products and a wall full of 

climbing gear. The first floor is rather small, but moving up a floor we found a huge 

room filled with different products. The store is divided into sections depending on 

which products you are looking for, and according to gender. The merchandise in the 

store does not stand out, and it looks more like an outlet than a serious sports store. 

During our visit to EMS the sales personnel was very friendly and welcoming, but 

not pushy. Here are some pictures from EMS:  
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REI 

The selection of brands that they offer cover outdoor activities like hiking and 

camping, cycling, running, fitness and travel, as well as water- and ski sports. The 

stores are all divided into different sport areas, and each section is again divided by 

gender and children´s sizes. In each sport section the brands are mixed, in order for 

the consumer to be able to have a variety of choices, without focusing too much on 

specific brands. During our store observation, one of the most pleasant findings was 

the staff and the customer service that they provided. On each floor, and in each 

sports section there were staff who greeted us, helped us and explained to us 

everything that we needed to know. The atmosphere inside the store was absolutely 
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one of their biggest strengths. The store was also very clean, light and welcoming, 

with a modern design that gave us a feeling of being outside and active. The design 

also included a wall with pictures that showed the staff in action, which was very 

inspiring. The merchandise in the store was designed in order to provide the 

consumer with some examples of how they can combine different products, in 

addition to dividing each section after product type. These are the pictures we took at 

REI:  

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

4.5 Quantitative research: Online Survey 

To gain an even deeper knowledge about the American outdoor enthusiasts, and to 

back up our findings from the qualitative research, we created an online survey. We 

designed the instrument using Qualtrics and launched the survey using their panel of 
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active outdoor people to reach our main target market in the most efficient way. As 

noted earlier in a prior section, our outdoor enthusiast target market was people who 

hiked more than ten times a year and that were between 25- 55 years old. The 

Qualtrics survey yielded 108 responses from all over the U.S. 

 

The questions in the online survey were built on the discussion topics used in the 

exploratory qualitative research. The survey included six areas as follow: 

 

Hiking habits: Questions about the respondents’ general activity level and 

preferences. 

Products and purchase: Product usage and preferences, general purchase habits and 

psychology. 

Brand Loyalty: If, and how loyal the respondents are to a specific brand. 

Social Media: If the respondents are active on social media, and which ones. 

Fjällräven and Scandinavian brand awareness: About the Fjällräven brand, brand 

awareness, and perceptions. 

Demographics: Age, gender, marital status, work status, education and zip code. See 

Appendix B-3 for complete online survey and A-3 for online survey results.  

 

4.5.1 Results and key findings 

 

Hiking habits 

The respondents in our survey who enjoy hiking also tend to enjoy camping, cycling 

and fishing. Hiking trails and parks are the most common places they go, and some of 

the respondents answered that they prefer to go hiking close to home. We expect that 

this might depend on where in the country they are living, if they live in urban areas 

or if they have nature close to home. 

 

We asked the respondents to write down the words that best describe hiking for them. 

The most frequently mentioned words were fun, adventure, relaxing, nature, exercise 

and peace. We found that it is most common to hike with one person or with a group 
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of friends and family. The respondents often go hiking 1-3 times a month and mostly 

daytrips.  

 

Q5: “How often do you go hiking?” 

How often do you hike: Frequency: 

Less than 10 times a year 20% 

About once a month 24% 

2-3 times a month 38% 

Once a week 11% 

2-3 times a week 5% 

Daily 2% 

 

 

What products they use 

We asked the respondents what products they use when they go hiking. The products 

they use most often were hiking boots, daypacks and jackets. Some of the 

respondents use hiking pants and hiking socks. We also wanted to find out what are 

the most important features in the products that they buy, and the most important is 

quality and functionality. Somewhat less important attributes are price and user 

friendliness.  

Q9: “What is most important to you in the products you buy?” 

Feature: Frequency  

Quality 54%  

Functionality 20%  

Price 15%  

Design/Style 6%  

User friendliness 4%  

Colors 1%  

Brand 0%  

Good return Policy 0%  
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Style vs. Function 

Since we found out in the qualitative survey that some respondents, mostly female, 

thought that looking good while hiking was very important, we wanted to test how 

these two features (style and functionality) scored compared to each other. Therefore 

we asked the respondents to arrange on a scale what was most important, and the 

clear answer was that functionality is more important than looking good/style.   

 

Q10: ”When you buy clothes for hiking, how important is style/looking good 

compared to the functionality of the clothes?” 

Style/Design  Both           Functionality 

        13%  10%        77% 

 

We find this answer a bit surprising since 68% of the respondents are female, and it 

seemed from our qualitative research that the design were something that females 

value highly.  

 

When Do They Buy? 

The respondents indicated that they buy new equipment and clothes mostly when it’s 

worn out (76%), when there is a sale (56%), or when there are improved products 

(42%), (note that the respondents could choose more than one reason). These answers 

are the same as in the in-depth interviews. When the respondents are looking for new 

outdoor equipment and clothes, they often ask someone they know, browse in stores, 

ask someone in their family or use their clubs for information. 

 

Where do they buy? 

Most respondents seem to buy outdoor clothes and equipment equally in-stores and 

online, but some prefer physical stores more than online shopping. Almost all of the 

respondents prefer stores with many brands, such as REI and EMS to a store with 

mainly one brand, such as The North Face store or Patagonia store. And they also 

prefer shopping online to a store with mainly one brand. 
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Q14: ”Where do you buy your clothes and equipment for outdoor activities?” 

Type of store Frequency  

Online 55%  

One-brand Stores 28%  

Retailers 79%  

(Note that the respondents could choose more than one answer) 

Dick’s sporting goods, The Sports Authority, Cabela’s and REI are the retail stores 

they shop at the most. The North Face.com, REI.com and LLBean.com are 

considered the most popular online stores. 

 

Willing to Pay More for Eco-Friendly Products? 

Fifty percent of the respondents said that they would pay 10% or more for an 

environmentally friendly product. This is an interesting finding and suggests that 

Fjällräven should consider using their CSR and environmental work in their 

marketing. 

 

Brand Loyalty 

Our results regarding brand loyalty were mixed. There is some loyalty in the outdoor 

apparel/equipment business, a few of the respondents consider themselves loyal, and 

they prefer The North Face (44%) or LLBean (37%). 

The most recently and frequently purchased brands are The North face (38%) and 

LLBean (25%), which again proves that there is some loyalty to these brands. 

However, the respondents answered that they would consider purchasing all the 

brands that we mentioned in the survey, -- Patagonia, The North Face, Fjällräven, 

Arcteryx, REI, EMS, Athleta, Black Diamond, Mountain Hardware, Sierra, Outdoor 

research, Marmot, MSR, LLBean, Mammut, Smartwool and Icebreaker. We draw the 

conclusion that consumers could be willing to buy a new brand since Fjällräven, who 

has a low brand awareness as stated later in the research, is among the brands they 

would consider.  
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Brand Switching 

The respondents said they would switch from a brand that they consider themselves 

loyal to if the products have better functionality, higher quality or are less expensive.  

Q20: “What would make you switch from the brands you are loyal for outdoor 

clothes and equipment?” 

What would make you switch brand? Frequency  

Better Functionality 67%  

Higher Quality 67%  

Less expensive 65%  

More appealing design 32%  

Recommended products 29%  

Eco- friendly option 23%  

Better return policy 15%  

(Note that the respondents could choose more than one reason.) 

This is consistent with the responses from our qualitative research. Therefore we want 

Fjällräven to be one of the brands the consumers consider first when shopping for 

outdoor apparel and equipment. 

 

Social Media 

The social media platforms that the respondents are active on are Facebook (92%), 

YouTube (69%), Twitter (52%), Pintrest (50%), and some answered that they use 

Instagram (38%). But only 33% of the respondents said that they follow their favorite 

brands on social media, with 32% following brands on Facebook and 15% following 

through Twitter.  

 

Perceptions of Scandinavia and Sweden 

Sixty percent of the respondents said they consider country of origin when they buy 

new products, and this was also a factor for the respondents in the qualitative 

research. Therefore we were curious of their perceptions of Scandinavia, and in 

response to the question --“ When you think about Scandinavian products what 

thoughts or words come to mind?” -- their answers were quality, cold, warm, good 
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and durable. We also asked the same thing about Sweden and the answers here were 

again quality, well made, cold and expensive. Through these findings we believe that 

emphasizing Scandinavia and Sweden as the country of origin, will strengthen the 

Fjällräven brand. 

 

Perceptions of Fjällräven 

Only 18 out of 108 respondents had heard about the brand Fjällräven and four of 

them perceived the brand as high quality. They think the products are more function 

than fashion, which shows that they are using the products for their original purpose. 

Only four respondents had purchased Fjällräven´s products, and these products were 

daypacks, jackets, hiking pants, a fleece, hiking socks and a pair of hiking boots. 

 

Perceptions of the Arctic Fox Project 

The next section of the survey provided a brief description of Fjällräven´s work with 

saving the endangered Arctic Fox. Most people saw this work with the Arctic Fox as 

very appealing (94%), that it gives the company a more favorable image (91%) and 

they are more likely to buy the brand because of this (86%). 

 

Demographics 

The last part of the survey asked questions about demographics. The responses are 

summarized below. 

Age Frequency    

25-34 37%    

35-44 34%    

45-54 29%    

 

Gender  Frequency    

Male  32%    

Female     68%    

 

Marital Status  Frequency  
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Single  33%  

Married  64%  

Divorced  2%  

Widowed  1%  

 

Work Status Frequency 

Full-time employed 65% 

Part-time employed 15% 

Unemployed 18% 

Retired 2% 

 

Education Frequency 

High School/GED 15% 

Some College 21% 

2-year College 11% 

4-year College 42% 

Masters Degree 11% 

 

 

5. External Analysis 
In this section we will analyze the external factors influencing Fjällräven. We have 

provided an analysis of the outdoor industry in the U.S., the most important trends 

within the industry, and we have used Porter’s Five Forces to analyze the competitive 

environment. Later on we have described their key competitors and also conducted a 

PESTLE analysis to show the environmental factors that influence the marketplace.   

 

5.1 Outdoor Clothing Industry 

According to a report made by Just-Style ”Global Market Review of Performance 

Outdoor Apparel” (chelstondirect.com 02.15.2015), the top three markets for 

performance outdoor apparel are North America, Europe and Asia, with the U.S. 
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being the single largest and most developed market. The performance outdoor apparel 

market in the U.S. has grown 19% between 2004 and 2014, and this growth is 

expected to continue until 2018. In 2006, The Outdoor Industry Association released 

a report about the state of the industry. This report indicates that a certain percentage 

of sales are aspirational – they are feeding consumer’s desire to be part of an outdoor 

lifestyle. (Outdoorindustry.org 02.15.2015) 

 

“People are beginning to want that earthy look again,” says Paul Brooks, 

President and CEO of the boot manufacturer Hi-Tec.“The focus is on family 

and leisure more than ever. People want to get away with each other a little 

more.” As a result, “athletic footwear in earth-tone colors—that’s our biggest 

growth area,” Brooks says. (Outdoorindustry.org 02.15.2015) 

 

We also see that the mix of popular activities has shifted toward the mainstream, the 

line between core and non-core customers has blurred. 

 

“The average outdoor recreationist is more ‘average’ at a lot of different 

sports these days,” says Matt Hyde, Vice President of Merchandising at REI. 

“There’ll always be that core, but it’s not as singular as it once was.” 

(Outdoorindustry.org 02.15.2015) 

 

This makes it imperative for specialty retailers as Fjällräven to show their value. 

Specialty shops must offer an increasingly intimate sales experience in order to 

differentiate themselves from the Internet and mass merchants. 

 

5.2 Five Forces Analysis 

To analyze the outdoor apparel and equipment industry we have chosen to use 

Porter’s Five Forces tool. This is a simple but powerful tool for understanding where 

the power lies in a business situation. The Five Forces Analysis assumes that there 

are five important forces that determine competitive power in a business 
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situation.These are Supplier Power, Buyer Power, Competitive Rivalry, Threat of 

Substitution and Threat of New Entrants.(Mindtools.com 02.16.2015)  

  

 
 

5.3 Industry Trends 

Through secondary data and our own research we have identified several important 

trends. The Outdoor Industry Association (OIA) have conducted an initiative called 

”The Outdoor Retail of the Future”, aimed at reinventing the outdoor retail 

experience. (Outdoorindustry.org 02.25.2015) Through their research we have found 

several important trends and challenges within the industry.  
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”The rapid changes in business are creating both challenges and 

opportunities in the outdoor industry, the disruption in business models is not 

a trend, it´s reality,” – Frank Hugelmeyer, president and CEO of OIA. 

(outdoorindustry.org 02.25.2015) 

 

The trends and challenges we have identified are fairly well known in the industry. 

These are the growing urbanization, changing shopping habits and the greater 

diversity among young consumers. 

  

5.3.1 Growing urbanization 

Many of today’s consumers lives in urban environments with limited leisure time and 

they want an easy outdoor experience that they can integrate in their daily lives. This 

is driving brands and retailers to bring the outdoors to where consumers are. We also 

see a shift away from transactions and selling, to relationships and experiences in the 

generation of Millennials. It is therefore getting more and more important for 

businesses to define and tell their brand story, beyond the products they sell, in order 

to be relevant and authentic to these consumers. 

  

5.3.2 Changing shopping habits 

Technology is an inherent part of today’s lifestyle and a vital component in how 

consumers want to participate in and share their outdoor experiences. It is important 

to meet consumer expectations that are evolving within the outdoor industry. 

  

5.3.3 Greater diversity among young consumers 

This may be the most important challenge we see in the industry today. We find a 

greater diversity in both demographics and outdoor behaviors among young 

consumers, and the definition of outdoor recreation is changing. Research conducted 

by IDEO for the Outdoor Retail of the Future Project found that many young people 

view the outdoors as something that starts at their front door, is part of everyday life 
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and is best experienced with friends and family. We also see within the Millennials 

that participation is not a prerequisite and it is accepted to wear outdoor brand even 

though you are not participating in the activity. There is also an acceptance for brands 

to cross over from core enthusiast to the mainstream if this brings new people to the 

activity. (Outdoorindustry.org 02.25.2015)  

  

5.3.4 Fashion items within the outdoor market 

One of the most frequently noted trends within the industry is the fact that some of 

the items outdoor brands are selling have become fashion items within certain 

cultures. Seemingly overnight, Timberland and companies like Carhartt Inc. and 

North Face, which have made their reputations on manufacturing authentic outdoor 

and work apparel, have, in the parlance of the street, become "dope" and "phat." 

(Nytimes.com 02.25.2015) Although, a fashion hype may gain sales on a short term 

basis, the sustainability of the fashion trends tend to be low. While fashion and 

function sometime co-exist, fashion always abates. Therefore, the outdoor brands 

need to stay close to their basics and focus on what made them successful in the first 

place. 

 

"The youth market came after us. Fine, they like to wear what we make. But 

we will never go after that market aggressively. To do that, we would be 

walking away from our roots."  - Jason Russel, the director of marketing for 

Carhartt. (Nytimes.com 02.25.2015) 

 

5.4 Competitive Analysis 

The major players in the industry and the brands that we have identified as the main 

competitors to Fjällräven are The North Face and Patagonia. These companies were 

identified as Fjällräven’s biggest competitors in the US market from Fjällräven 

themselves. To assure the accuracy of this we have used secondary data to confirm 

this statements and have come to the same conclusion ourselves. When looking at top 

outdoor apparel brands in 2010, we have through Market Share Reporter found that 
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The North Face had a 51.6% market share in the US. (Market Share Reporter 

04.22.2015) This means that The North Face is the single biggest player in the market 

and therefore our biggest competitor within outdoor apparel and equipment. 

   

3.4.1 The North Face 

The North Face is a brand that has grown from a single storefront to a respected 

global brand that generates over a billion dollars in annual sales in just over 40 years. 

Their fundamental mission is to build the best gear for the outdoors, supporting the 

preservation of wild areas, and inspiring a global movement of outdoor exploration. 

The brand has many similarities with Fjällräven, both in the background history of 

the brand, products and missions. The North Face expects a double-digit growth rate 

in the Americas, Europe and Asia-Pacific. The North Face has succeeded to gain an 

authenticity for their brand, and although their clothing was originally designed for 

serious outdoor pursuits, they have become the uniform of the city dwelling 

commuter. (Theguardian.com 04.22.2015) 

  

In October, 2014 The North Face launched the largest campaign in the company’s 

history. It is a multi-faceted ad campaign that links video, music, charity, and real-

world stunts to inspire people to go outside and be active. The North Face, which 

reached $2 billion in sales last year, is stepping up its marketing efforts. Aaron 

Carpenter, VP-global marketing, said The North Face increased spending 50% on the 

current campaign, compared to its last major brand campaign.  

 

"We're at a place where we're a real leader in the outdoor sports world," said 

Mr. Carpenter. "We're just gaining influence, and we want to use the spot to 

inspire people." (Adage.com 04.22.2015) 

 

Also, in June, 2014 The North Face launched a training app for iOS. The app is 

designed to meet outdoor athletes’ training needs and includes a number of features 

like sport-specific training, goal setting and activity and session history, allowing 

users to analyze their training data for progress and patterns. In addition it features 
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video demos, a timer and rep counter, as well as social media sharing features. 

(Odrmag.com 04.22.2015) The North Face is also conducting a customer loyalty 

program called VIPeak. According to a survey done by the marketing agency Cherry 

London, The North Face is one of the companies that get the reward program right. It 

is a points-based system that rewards customers for both buying The North Face gear 

and going to branded events. Tamara Gillan, CEO and co-founder of Cherry London, 

said VIPeak’s main function is to build a stronger connection between the brand and 

its customers.   

 

“If you truly want to drive loyalty that matters, that last, then it’s about 

creating a powerful emotional connection between your brand – and that’s 

why rewards are so popular and powerful” (Odrmag.com 04.22.15) 

 

5.4.2 Patagonia 

The second brand we identified as a competitor is Patagonia. Their roots are in 

clothing for rock and alpine climbing, but they now offer a diverse mix of apparel 

targeted towards skiers, surfers, climbers and others. Although Patagonia is 

considered to be a sport-specific manufacturer, some of the company’s most popular 

products are general apparel. Patagonia’s market position is the same as Fjällräven, 

targeting a slightly older demographic compared to The North Face and with a huge 

focus on the environment. This focus has increased heavily over the last few years 

and has become a huge part of their marketing strategy and their market positioning. 

An example is their stunt at Black Friday in 2011. On Black Friday, Patagonia placed 

a full-page ad in New York Times in which they asked people to buy less – including 

their own products. The headline said, ”Don’t buy this jacket!” alongside with their 

most popular coat. It later explains how the jacket, and everything else Patagonia 

makes is bad for the environment. (Adweek.com 04.22.2015) Sales at privately 

owned Patagonia has grown 27% over the last two years, reaching $575 million in 

2013.  
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Advertising is the ‘dead last’ priority at Patagonia. The brand creates bond with 

consumers by pointing out its usefulness and aligning itself with initiatives like dam-

busting.   

 

“We have a mission to solve problems in the world,” said Joy Howard, VP-

marketing, “that’s very much a part of how we engage with consumers.” 

(Adage.com 04.22.15)  

 

This engagement puts a low priority on advertising. Patagonia has established a 

partnership with Ebay. After signing an online pledge, consumers are eligible to sell 

used Patagonia gear on eBay’s Patagonia Common Threads Partnership site, and in 

the used clothing section on Patagonia.com. This initiative appears to have no direct 

monetary gain for the company, other than continuing to position the brand in an 

ethical, environmentally sound light while building greater loyalty among Millennial 

consumers. Patagonia's Common Threads program allows loyal customers to recycle 

clothing and reduce environmental footprint. Customers who identify with this value 

would potentially stick with Patagonia, as they receive not just a functional, but 

strong emotional benefit from their products. (Outdoorindustry.org 04.22.2015) 

  

5.4.3 Other Competitors 

Through our qualitative research we have also identified some other brands that we 

are acknowledging as potential competitors. These are brands that were mentioned 

the most during our research and therefore considered as competitors to Fjällräven. 

These brands are Eastern Mountain Sport, REI, Black Diamonds, Mountain 

Hardware, Arcteryx, Sierra, Outdoor Research, Marmot, and LL Bean. 

  

Eastern Mountain Sport (EMS) is an outdoor clothing and equipment retailer in the 

US Northeast U.S. and Recreational Equipment Inc (REI) is a nationwide retailer of 

outdoor clothing and equipment. Both EMS and REI are providing the same kind of 

community feeling that Fjällräven is aspiring to do through hiking trips and classes in 

different outdoor activities. They are competitors since they sell their own house 
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brand in addition to carrying a wide variety of brands in their online and physical 

stores. Hence we can say that in the same time as being a substitute to the Fjällräven 

store and community we can consider them as a competitor, but at the same time we 

also see EMS and REI as opportunities if they will carry Fjällräven’s products in their 

stores. 

 

Mountain Hardwear is a California-based company that manufactures high-end 

outdoor clothing and equipment. Arcteryx is an outdoor clothing and sporting goods 

company founded in North Vancouver, Canada. Marmot is an outdoor clothing and 

sporting good company who was founded in Grand Junction, Colorado. All these 

three companies offer both clothing and equipment that can compete with 

Fjällräven’s products. However, they do not have the same significant market share 

as some of the other brands, and we do not consider them as such aggressive 

competitors. It is important to acknowledge their position in the market and they may 

be a future risk for Fjällräven. 

  

The other companies that were mentioned such as Black Diamond, Sierra and LL 

Bean tend to have a different product portfolio than Fjällräven and we don’t see them 

as direct competitors. Black Diamond produces and sells equipment such as outdoor 

eating equipment, and therefore we see their products as supplements rather than 

competitors. Companies such as Sierra and LL Bean does not have the quality, 

durability and technical features that Fjällräven’s products have, and may rather be 

seen as substitutes to Fjällräven’s products rather than direct competitors within the 

same performance outdoor apparel section.  
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5.5 PESTLE 

We have conducted a PESTLE to analyze the trends in the market, although trends 

are difficult to predict or control, it is important to have these in mind while creating 

future marketing plans. Here are the most important trends that we see in the market 

Fjällräven operates in: 
   Findings Impact 

Political •Does not apply   

Economic •GDP of over $16.760 trillion – the US is 

the largest economy in the world 

•The recession in 2009 adversely affected 

the economy of the country and 

unemployment rates soared to an 

alarming point. But the economy bounced 

back with a growth of around 4% in the 

third quarter of 2014 as consumers and 

businesses have stepped up spending. 

•Outdoor recreation is a growing and 

diverse sector. 

The activity of hiking is inexpensive in 

itself, but the clothes and equipment tend 

to be expensive. 

  

•Buying power increasing 

•When outdoor recreation is growing, the 

spending on outdoor apparel will 

increase 

  

  

Social •Faces the problem of an aging 

population, which can lead to a serious 

labor shortage and rising tax rates in the 

future. 

The baby boomer generation tends to be 

reluctant towards aging and strive 

towards youthness. 

•Education and health care system is one 

of the best in the world. 

•Hiking is 4th most popular outdoor 

activity among adults 

•In 2013, a record number of Americans 

participated in at least one outdoor 

activity. 

•When the baby boomer generation is 

reluctant towards aging, they have a 

more youthful lifestyle and may still be a 

large market for outdoor apparel 

  

•With a large number of Americans 

participating in outdoor activity, this 

results in a larger market from outdoor 

apparel 
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Technological •Technology plays an important role in 

the shopping process; more than 20% of 

outdoor consumers use technology to 

read product reviews or compare prices. 

•Just under 20% use technology to 

discover new brands or find new places 

to shop. 

•Google is the second most frequently 

visited website/search engine and is most 

often used to compare prices and read 

reviews. 

  

• Technology makes opportunities for 

new ways of doing business 

  

• A strong presence on the internet is 

important for gaining new and keep 

existing customers 

Legal •Does not apply   

Environmental •Well-developed infrastructure and 

transportation systems between the 

countries they operate in. 

•More focus on doing business as an 

ethical and sustainable company 

  

• Ethics and sustainability is already one 

of the core competencies of Fjällräven 

and the increased focus on this may gain 

business 

 

 

6. Internal Analysis 
In this internal analysis we will elaborate on the internal factors of Fjällräven. Based 

on secondary research, observations and the primary research that we have 

conducted, we will give a short summary of their current strategies globally and in 

the U.S. market, and we will try to unveil Fjällräven’s internal strengths and 

weaknesses, in order to clarify their competitive advantage. 

 

6.1 Marketing activities 

6.1.1 Advertising and Market Communications 

Fjällräven’s global advertising strategy is not very clear, nor specific at the moment. 

Their approach towards consumers can be considered light and advertising has in 

general not been a focus for Fjällräven during the last years. Their advertising is 
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spread over different marketing channels and focuses on communicating their 

traditional brand values and style, often through beautiful pictures of spectacular 

nature. The message is to encourage people to join them in the great outdoors. The 

advertising channels they use are magazines, social media, Web and PR. They also 

use events as a big marketing tool, which will be further explained later in the thesis. 

 

In addition, the Fjällräven YouTube account is one of the most informative 

communication and advertising channels they have. They share information about the 

company, their research- and CSR work, technology developments and product 

information. They also share beautiful videos made by the Fjällräven photography 

team that shows different hiking areas and excursions, this to inspire others. The 

videos are mostly from Sweden, but all of them are translated with English subtitles 

in order to be understood by people from all over the world. The videos have content 

that can appeal to all their markets, not just Scandinavia. The Fjällräven account has 

8,896 subscribers and has 4,418,781 views in total. The view range varies a lot, with 

everything from 600 to over 300,000 views per video. The most popular videos are 

the ones that are product related, which corresponds with our insights from our 

research, were people stated that they like to search for product reviews before 

shopping for new products. Also, according to our research, YouTube ranked very 

high among our respondents when it came to their preference in informative channels, 

which shows the importance of this channel for Fjällräven. Because they use their 

own team for the production of these videos, they are cheaper to make than if they 

were to hire an external agency. 

 

In the U.S. market, the advertising strategy has been similar to Europe, but on a 

smaller scale. Fjällräven has focused all advertising to magazines, social media and 

online ads. The usage of social media and Internet in general has increased in the 

U.S., which made the focus on these advertising channels a natural choice. The 

marketing budget is according to direct information from Fjällräven estimated at 4% 

of total sales in the U.S. market. 
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Fjällräven works with Turner PR Agency in Denver, which is in charge of different 

magazine features and digital communications like social media for Fjällräven in 

North America. Turner PR is an agency that specializes in travel and the outdoor 

industry, and they work with Fjällräven to  

 

“Amplify its outdoor, lifestyle and fashion efforts and exposure with a creative 

public relation program inclusive of strategic media relations, added value 

activations and special events”. (Turnerpr.com, 04.04.2015) 

 

The magazines where Fjällräven has been featured in the U.S. has been in both 

outdoor- and fashion magazines, such as Backpacker Magazine and Vogue, the latter 

could be the reason why many consumers purchase their products as fashion items as 

well as outdoor equipment. The official Instagram account for the U.S. is used as an 

active marketing tool and has over 26K followers. The account frequently post new 

pictures and updates, and we have seen a rapid increase in followers during this year. 

The European Instagram has only18,5K followers, which shows an interesting 

difference between the markets. The U.S. Facebook account however, has less likes 

than the European account. The U.S. Facebook account has only 8621 likes, 

compared to The European account, which has the impressive number of 276K, 

likes.  Fjällräven’s activity level seem to be the same on both accounts, which 

indicates that it is not the effort Fjällräven but the brand awareness that are low. 

 

Although Fjällräven uses different advertising and communication channels to reach 

out to the U.S. consumers, our research shows that there still is a lack of brand 

awareness in this market and that their marketing approach does not attract the U.S. 

customers the way we suppose was intended. This could indicate that the marketing 

communications might have taken the wrong approach within this market so far. 

Even though Fjällräven has been present in the U.S. for several years, our research 

indicates that Fjällräven still seems to lack knowledge about the American 

consumers’ purchase habits. 
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Fjällräven’s official website functions as a marketing tool and is used as an 

informative page, where people can search and shop for products, read about the 

company and about their developments. The website is designed according to where 

you are in the world, and was recently updated with a new design to make it more 

attractive and easier to navigate in the U.S. The website announces big happenings 

and news, in addition to a direct mailing option that customers can sign up for to get 

information about Fjällräven, products, and events on their personal email. This 

function has the ambition and purpose to reach and communicate with their 

customers more directly and on a more personal level. 

We want to add that Word of Mouth (WOM) can be a strong marketing tool for 

Fjällräven. The low key marketing strategy that they are pursuing has the rationale 

that their products are good enough to market themselves when tried by consumers.  

  

6.1.2 Research and Product Development 

A very important marketing activity that Fjällräven focuses on is market research and 

technology development. Development and improvement has been a central part of 

the company for many years, and they always deliver new technology and functions 

on their garments and equipment in order to give the consumer the best outdoor 

experience possible. Their expertise in the outdoor industry has provided them with a 

deep understanding of the importance of product development in order for outdoor 

adventures to be safe and successful. This is also important in order to stay relevant in 

the market. 

 

“Every detail must have the same lifespan and durability as everything else in 

the garment.” – Thomas Håkansson, Product Developer (Fjallraven.us, 

04.06.2015) 

 

In order to always improve their products, they have an entire team who continuously 

conduct research on different areas. They also sponsor a full-time research position at 

Stockholm University, targeted at finding the best methods for preserving endangered 

species and for product development. (Fenix Annual Report, 2014, 11) In order to 
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keep the improvements of the garments and equipment according to the consumers´ 

preferences, they invite people who are interested in hiking and outdoor activities to 

test their products and give detailed feedback on a regular basis. These activities have 

made Fjällräven a leading brand when it comes to development of product quality 

and durability.  

 

Fjällräven has won several awards for their products, e.g. the Best in Class Award for 

winter and mountaineering tent, presented by Gear Institute in 2010. (Turnerpr.com, 

05.01.2015) 

 

6.1.3 CSR Initiatives 

A part of their research is connected to their strong focus on CSR, which is a strongly 

integrated core competency of the company. Through product development, 

Fjällräven focuses on making eco-friendly products that preserve nature. They also 

work hard for animal welfare and have started multiple initiatives for animal 

conservation. One of their biggest initiatives is “Save the Arctic Fox”. 

 

“We want to see more arctic foxes in the Scandinavian mountains”. 

(Fjallraven.com, 01.13.2015) 

 

The arctic fox is under severe threat of extinction in Scandinavia and Finland due to 

overhunting at the beginning of last century. Even though the arctic fox has been a 

protected species since 1928 in Sweden and 1930 in Norway, the population has had 

a difficult time recovering, due to insufficient food access and climate changes. 

(Fjallraven.com, 01.13.2015) Fjällräven has worked together with Anders 

Angerbjorn, an arctic fox expert, since the beginning of the 1990s and has since then 

initiated a numerous of fox projects. Fjällräven help spread information, supply 

equipment and donate money to research and food supplementation. In addition they 

also arrange competitions where five outdoor enthusiasts get to join Fjällräven 

outside in nature for their arctic fox research. (Fjallraven.com, 01.13.2015) 
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Another important CSR initiative is The Down Promise. The Down Promise is a 

promise to only use ethically related produced down in their jackets. The down comes 

from Fjällräven’s own factories where the down goes to Fjällräven, while the birds 

continue to the poultry industry, a procedure that Fjällräven themselves are in control 

of in order to make the production as ethically as possible. (Fjallraven.com, 

01.13.2015) Fjällräven has worked with down for over 40 years, and their extensive 

experience has established a sustainable chain of production with repeated strict 

controls of all the suppliers and subcontractors involved. They currently have one of 

the outdoor industry’s most traceable production chains and a strict animal handling 

policy in order to preserve the birds’ well being. (Fjallraven.com, 01.13.2015) 

 

6.1.4 Events 

One of the biggest market activities that Fjällräven does is annual trekking events. 

Every year they arrange two major excursions, known as Fjällräven Classic and 

Fjällräven Polar. Regular people from anywhere in the world can join, and the 

intention behind the events is to encourage more people to head out in nature and 

have wonderful experiences. They want to get people excited and to demonstrate that 

everyone can have a breathtaking outdoor experience with the right knowledge and 

equipment. The Fjällräven Classic is a 110 km long hiking adventure in Sweden that 

starts in the Sami Village of Nikkaluokta and ends in Abisko. The hiking event is 

arranged every spring. (Fjallraven.com/FjallravenClassic, 03.15.2015)  

 

“This is what we mean by ‘quality time’ and why we since 2005 have 

arranged what many consider to be the world‘s most beautiful trek. 

Fjällräven Classic is for everyone. Young and old; people who like to speed 

through life as well as those who like to stroll; experienced ‘mountain foxes’ 

and curious beginners.” –Fjällräven  

 

The winter version of the Fjällräven Classic is the Fjällräven Polar. The Fjällräven 

Polar is a 330 km long trip across the arctic tundra, where the participants get to 

experience beautiful winter nature. The Fjällräven Polar adventure is so popular that 
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about half of the participants have been selected by vote via the Internet. Fjällräven 

selects the remaining participants. In 2014 the Fjällräven Polar received hundreds of 

thousands of votes and had over 900 participants from all over the world. 

(Fjallraven.com/FjallravenPolar, 03.15.2015) 

 

6.2 Consumers Buying Process 

Fjällräven operate in a B2C market, which means that the business is conducted 

directly between a company’s retailers and the consumers, where the consumers are 

the end-users of the product. (Assael 2004) The buying process for consumers is 

important to consider in order to understand how consumers think, and also to 

determine if and where Fjällräven fail to reach the consumers in the U.S. market.  

 

 

 

 

 

 

 

 

 

Need recognition  

The consumer discovers a need that can be satisfied by different actions, for example 

by a purchase. The need can appear in different forms, and is crucial for a purchase to 

take place. This makes step one of the most important in the process. (Assael 2004, 

31) According to our research, Fjällräven’s target market’s need is connected to 

innovation and novelty. The need gets triggered when products wear out, and could 

be satisfied with new designs and innovative products. The need can also get 

triggered through external stimuli, like advertising or sales. (Assael 2004, 38) 
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Post-
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Information search 

The information search stage is when consumers collect information after the 

recognition of the need to find a solution that satisfies the need sufficiently (Assael 

2004, 38-39). Fjällräven does not show up in online searches, which makes it difficult 

for the consumer to find information about them. When searching for ”hiking jacket” 

in Google, Fjällräven does not pop up until page number 12. Although the Fjällräven 

website is very informative (like many of their other channels), entering the website 

would require that the consumer is familiar with the brand already, which according 

to our research is not the case for most of Fjällräven’s targeted consumers. Fjällräven 

is featured in some magazines, but not sufficiently to raise brand recognition. 

 

Evaluation of alternatives  

Consumers evaluate different products and brands on the basis of the variety of 

product attributes, and whether the attributes cover the need of the consumer. (Assael 

2004, 41) Although Fjällräven has strong expertise in their field and are ahead of 

many other outdoor brands on product development, their products are not distributed 

through the general retailers where Fjällräven’s target consumers shop. When the 

consumer does not have the option to choose Fjällräven when evaluating alternatives, 

the chance that they will go outside of the option set to find additional alternatives is 

very low. This automatically excludes Fjällräven’s products from the consumer’s 

evaluation process, which means that Fjällräven fails in this step by not being a part 

of the evoked set. (Assael 2004, 41) 

 

Purchase decision 

This is where the purchase takes place. The decision depends on the perceived value 

of the product, the product’s features and the gathered information about the product 

(Assael 2004, 43). Examples of circumstances that can interrupt a purchase are bad 

return policies or lack of customer service. Fjällräven has good policies in all their 

stores, but could lose customers by not being helpful enough when closing a sale.  As 

discovered in our store observation, this might be the case in the NYC Fjällräven 

stores. This can be avoided by changing the store atmosphere and by educating their 

sales personnel. 
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Post purchase behavior 

The post purchase behavior is critical to retain customers, since happy customers 

could result in brand loyalty, repeat purchases, positive WOM and referrals to other 

outdoor enthusiasts. Our research shows that there is very low brand loyalty among 

outdoor brands, which makes this step even more important. Fjällräven’s products are 

of high durability and quality, which gives the consumer a pleasant post purchase 

experience. Return policies and quality guarantees are important parts of the company 

policy, if the customers are dissatisfied or have product claims they are welcome to 

contact Fjällräven. 

 

6.3 Distribution and Market Planning 

Fjällräven currently operates in 30 different international markets worldwide, with 

their headquarter in Sweden. Their products are to be found in official Fjällräven 

stores, general retailers and in online stores. (Fenix Annual Report, 2014) 

 

Fjällräven’s distribution strategy in the European market is to use general retailers as 

their main distribution channel. (Fenix Annual Report, 2014) Different sporting- and 

outdoor retailers carry the Fjällräven brand, with a variety of lines and products. This 

retail strategy is conducted in all European markets and also to some degree in the 

other global markets where they operate. They have opened some one-brand stores 

during the last years, but are still using general retailers as their main distribution 

strategy, even in the biggest markets. 

 

The U.S. market, however, is approached differently. Fjällräven changed their main 

strategy specifically for the U.S. market, which resulted in the opening of several 

one-brand stores. These stores only carry the Fjällräven brand, and some subsidiary 

brands of Fenix Outdoor North America. What is interesting about this shift in 

strategy is that it is completely different from the other markets where Fjällräven 

operates. Fjällräven currently has ten stores in North America, where two of them are 

located in Canada. The Canada stores are considered part of the U.S. market and are 

run by the administration in Boulder, Colorado. New York City is the only city that 
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has two stores. The rest of the stores are located in Jackson Hole, Burlington, Boston, 

Chicago, Seattle, in addition to Vancouver and Banff in Canada. (Fenix Annual 

Report, 2014) These are strategic locations, with the intention to reach the largest 

cities that also have an easy access to nature and wildlife nearby. According to our 

research, most people go hiking close to their homes, which made these big cities a 

logical and natural choice. 

 

Expansion in the U.S. has been an ongoing project since they entered the U.S. market 

in 2008. The opening of four new stores in 2014 was the biggest opening at the same 

time ever and has so far been a successful move, based on sales. (Fenix Annual 

Report, 2014) Fjällräven want to continue to focus on developing themselves in the 

U.S. market, in order to grow bigger and stronger.  

 

According to Fjällräven’s sales director they were supposed to follow their 

competitor’s strategy and enter into multiple general retailers in 2013, but they did 

not follow through with this plan. (Boulder Business, 2014)  A few products, like the 

“Kånken Backpack” can be found in multiple retailer stores in the U.S., but no 

complete product lines. 

 

As far as further expansion goes, there seem to be no specific market plans at the 

moment, but we see great potential for further development in the U.S. market in the 

future. Fjällräven hired new Marketing Director, Joe Prebich, in January 2015 who 

will be in charge of taking the U.S. market to the next level. (Eatsleepsurf.com 2015) 

We already see some changes in their marketing communications, especially within 

social media and web.  They have in 2015 already launched two new product lines; 

The High Coast line and a hunting line, which is very exciting. (Fenix Annual Report, 

2014) 

 
Online sales are also an important part of Fjällräven’s distribution. Fjällräven has 

their own online stores that cover Europe, the U.S. and Canada, in addition to 

multiple sporting and outdoor retailers that carry their products.  
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7. Target Market Analysis 
 In the next section we are going to describe the target segment analysis and the size 

and potential of the outdoor market. 

  

7.1 Outdoor clothes and equipment size and potential 

Of the 198 million adults in the U.S. (age 18-65) 60% qualify themselves as outdoor 

consumers. (Outdoorindustry.org 04.21.2015) Some of these people consider relaxing 

outside while reading a book, or working in the garden as being in the outdoors, 

which indicates that the actual active outdoor market is smaller. The total spending on 

outdoor recreation is estimated to $646 billion annually. (Outdoorindustry.org 

04.21.2015) 

 

The hiking participation among adults (age25+) in the U.S. is 11.4%, which 

represents 23.8 million participants. The number of total outdoor activity participants 

has increased from 141.9 million in 2012 to 142.6 million participants in 2013, but in 

percent the number is flat due to population increase (49.2%). (Outdoorindustry.org 

04.21.2015) 

 

Since the competitors in the market are privately held companies and do not report 

their sales data, therefore we had a difficulty estimating market shares for both 

Fjällräven and other competitors. In addition the databases available to us reported 

outdoor recreation as a whole, which includes activities other than hiking such as 

running, canoeing and cycling. Therefore we were not able to estimate Fjällräven’s 

market share of hiking apparel for the U.S.  

  

7.2 Outdoor clothes and equipment segment analysis 

Our target market is outdoor enthusiasts, both male and female, in the age between 

35-55 who hikes more than ten times a year. We defined this target market after input 

from Fjällräven and data from the secondary sources Simmons and MRI+, see 

Appendix A-2.  
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From these researches we got two target segments; The Active Outdoor and The 

Outdoor Light. The Active Outdoor target segment are mostly male, married, have a 

college degree or higher, work in professional or related occupations/ management, 

business and financial. The consumers in the biggest segment live on the West Coast 

and are white. The income is $60,000- $75,000 per year. The Outdoor Light segment 

are more equal in gender, are engaged, have a college degree or higher, are from the 

Midwest or West, and are white or Asian. Their homes cost more than $500,000 and 

there are no distinct occupation, but a bit higher frequency of professional and related 

occupations. 

   

7.3 Positioning statement 

A brand positioning is the development of a unique promise to the customers. It is the 

benefit of purchasing the company's products and will later on be the emotional way 

the customers talk about the brand. (Hiebling, Cooper and Wehrenberg 2012,168)   

 

Through our secondary research, the information we got from Fjällräven themselves, 

and input from the respondents in our in-depth interviews and online survey, we 

created this positioning statement: 

 

To outdoor enthusiasts, Fjällräven is the brand of durable, functional and timeless 

outdoor apparel and equipment that offer innovative solutions to make every 

adventure an unforgettable one. 

 

8. SWOT Analysis for Fjällräven in the U.S. market 
In order to get a full overview of Fjällräven’s situation analysis, we will summarize 

our most important findings through key points in a SWOT analysis. The format of 

the SWOT is that the strength and weaknesses derive from the internal analysis, and 

the opportunities and threats are from the external analysis.  
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Strengths!

• Quality%products%(durability,%

diversity)%

• Long!experience!and!strong!

expertise!in!the!outdoor!industry!

• CSR!and!responsibilities!towards!

humans,!animals!and!nature!

(green!products)!

• Low!risk!aversion!

!

• Some!presence!in!the!U.S.!

already!(10!stores!in!Northern!

America,!2!in!Canada)!

!

Weaknesses!

• Low%brand%awareness%among%the%

US%consumers%

• Ineffective!distribution!channels!

for!the!target!market!

!

• Low!marketing!activity!in!the!US!

market!

!

• Having!a!difficult!time!adapting!

to!the!US!consumer!culture!

• Weaker!product!range!compared!

to!their!competitors!

!

Opportunities!

• Use%retailers%as%a%distribution%

channel%

• Growing!urbanization:!Target!

outdoor!hiking!clubs!

• Consumers!have!a!desire!to!be!

part!of!an!outdoor!lifestyle!

• Use!their!unique!heritage!and!

story!as!a!selling!point!

• CSR!work!give!the!firm!a!more!

favorable!view!

Threats!!

• Big%and%wellNknown%competitors%

• Cheaper!options!in!the!market!

!

• Threat!of!imitation!in!the!market!

• High!threat!of!substitutes!in!the!

market!

• Growing!urbanization!

!
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8.1 SWOT implications 

From our internal analysis and business review we have found that Fjällräven has 

several strengths and experiences great success in the market. They have high quality 

products and a long experience in the industry. We also found that Fjällräven has a 

low risk aversion. All these are three great strengths on their own, and if you combine 

them within a firm you have a strength that could lead to great opportunities and huge 

success in several markets. We will also acknowledge their focus on CSR as a 

strength, especially in the market of Millennials who have a greater focus on buying 

from sustainable and ethical businesses. Since Fjällräven already is present in the 

North American market we define their insight in the market as a company strength 

that can help them to further growth. However, we did also find several weaknesses 

that we will use in our recommendations for Fjällräven. In the external environment 

we found several opportunities and threats that will be valuable in conducting our 

recommendations. To avoid repetition we will not discuss the implication of the 

SWOT further, but rather move on to the use of them in the next part of the thesis our 

communication plan and distribution plan for Fjällräven in the U.S.  
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9. Communication plan 
One of Fjällräven’s biggest weaknesses is how they communicate their brand and 

products to their customers. In this communication plan we are focusing on brand 

awareness, how Fjällräven can reach their target market, and additional marketing 

channels we recommend Fjällräven to keep focusing on. 

  

9.1 Brand Awareness 

While examining our research, two major challenges occurred; how can we raise 

brand awareness amongst Fjällräven’s target market, and how can we raise general 

brand awareness in the U.S. We believe that Fjällräven will reach the U.S. market by 

doing some clever and creative marketing approaches. The approaches we are 

recommending will not only raise awareness, but they are also a cheaper alternative 

for reaching the target market. 

 

9.1.1 Fjällräven’s Hiking Hut  

 

To reach the target market, we are introducing Fjällräven’s Hiking Hut. Fjällräven’s 

Hiking Hut is a wooden shelter built in Scandinavian style. The hut will provide the 

visitor with a traditional Scandinavian feeling. We want to invite the hikers to take a 

well-deserved rest on benches located around the shelter, and give them the 

opportunity to cook their own lunch outside, providing them with an ultimate outdoor 

experience. We suggest the hut to be 11.5 feet long, 8.2 feet high and 6.6 feet wide 

and we recommend to located it at the nine most popular hiking spots in the U.S., as 

described in Appendix B-4, which according to Discovery News (2011) are: 

 

The Pacific Crest Trail (PCT) 

On this trail Fjällräven’s Hiking Hut will be located next to “The Bridge of Gods” 

which is located in the Washington area on The PCT. 

  

 



 Bachelor of International Marketing 05.15.2015 

 

Side 70 

Appalachian Trail (A.T) 

On this trail Fjällräven’s Hiking Hut will be located at Springer Mountain in the 

southern terminus of the A.T. in Georgia, which has long been the most popular place 

to start a thru-hike. 

  

Grand Canyon National Park 

In this park Fjällräven’s Hiking Hut will be located close to the “Desert View 

Watchtower”. This is located 25 miles east of Grand Canyon Village near to the 

eastern edge of Grand Canyon National Park. The “Desert View Watchtower” is one 

of the most prominent architectural features on the South Rim of Grand Canyon 

National Park.  

  

Yosemite National Park 

In this park Fjällräven’s Hiking Hut would be located in Yosemite Valley. Yosemite 

Valley is the home to many of the famous cliffs and waterfalls that make Yosemite 

National Park famous. 

  

Glacier National Park 

In this park Fjällräven’s Hiking Hut will be located on the west entrance near the 

communities of Kalispell, Whitefish, and Columbia Falls. The west entrance provide 

access to the Lake McDonald area, Park Headquarters, the Apgar Visitor Center and 

is the west entry point to the Going-to-the-Sun-Road. 

 

John Muir Trail 

On this trail Fjällräven’s Hiking Hut will be located at the end of the John Muir Trail 

close to the highest peak in continental U.S., that is Mount Whitney at 14,496 ft. 

  

Zion National Park 

In this park Fjällräven’s Hiking Hut will be located near South- and Watchman 

Campground. These campgrounds are near the south entrance at Springdale and are a 

desert part of the park. There are few trees to provide relief from the heat so a shelter 

would definitely come in handy. 
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 Arches National Park 

In this park Fjällräven’s Hiking Hut would be located close to Devils Garden 

Campground, which is located eighteen miles from the park entrance. 

  

Denali National Park 

In this park Fjällräven’s Hiking Hut will be located on a marked trail near the Denali 

Visitor Center. 

 

For all of the national parks mentioned, Fjällräven would need to get permission to 

set up the hut, from the National Parks Service. If the set-ups are prohibited inside the 

parks, we can consider locating the hut right outside the park entrance. 

  

Fjällräven’s Hiking Hut will be in the parks during hiking season from March to 

October. At the opening weekend, Friday to Sunday, in March we will have two 

representatives from Fjällräven at every park explaining the project and the purpose 

of Fjällräven’s Hiking Hut. People have the opportunity to go inside the hut and read 

more about the company, but it is important to convey that this is a place for the 

hikers to enjoy and relax, not a place to sell Fjällräven products.  

  

Inside the hut there will be four informational posters explaining different aspects of 

the company, such as mission, vision, the products, and Fjällräven’s CSR initiatives. 

There will also be one poster informing the hikers of a new and exciting social media 

contest based on the hut. This contest consists of taking a picture in front of one of a 

hut, uploading the pictures to Twitter, Instagram and/or Facebook with the hashtag; 

#fjallravenshikinghut. By following these instructions, the participant gets an 

opportunity to win a product from Fjällräven. One winner will be announced every 

month from March to October. We believe this will be a success since our research 

shows that almost half of the respondents use Twitter and Instagram and almost 

everyone uses Facebook. 
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9.1.2 The Takeover 2016 

To raise general brand awareness we are introducing The Takeover 2016. We want to 

bring the great outdoors into big cities by placing Fjällräven’s Hiking Hut on a big 

square of astroturf, and have Fjällräven representatives in full Fjällräven gear 

“hiking” outside the hut and having a good time. They will do different outdoors 

activities for passerbys to join. Examples of outdoor activities could be to toss 

frisbee, play horseshoe or slackline. They will of course, in real American style, grill 

s’mores.  

 

The takeover will happen on April 22nd, 2016, better known as Earth Day.  Twelve 

people will meet up at three different hotspots in New York City, San Francisco and 

Chicago. In New York City we want to be at Times Square, in San Francisco at 

Union Square and in Chicago at Millennium Park. We have chosen these places since 

they are all well known and crowded. The plan is to have these three stunts go viral 

and encourage everyone to join Fjällräven in enjoying the great outdoors. 

  

9.2 Social Media Contest 

In addition to the photo contest with Fjällräven’s Hiking Hut, we want to run a social 

media contest launched as the “Unforgettable Adventure Challenge”. This challenge 

consists of taking a photo and writing a personal text that explains your unforgettable 

adventure in the great outdoors and sharing it on social media, using the hashtag; 

#unforgettableadventure. One winner will be announced every month, ant the 

winner’s story will be featured on Fjällräven’s social media platforms and it will also 

be a regular column on their blog. The monthly winner will win products or 

equipment for a value of $300. 
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9.3 Product Ambassadors and Product Reps 

To reach the target market in big urban areas, we recommend Fjällräven to join 

hiking clubs.  

 

There are two ways for Fjällräven to do this. The first alternative is to make one of 

the active club members a product ambassador for Fjällräven. This person will be 

given product samples to use during club hikes. The purpose is to have this person 

communicate positive information about the products and brand. The ambassadors 

will be provided with a whole Fjällräven outfit and equipment of their choice within a 

price limit given by Fjällräven. We recommend to do this in big cities all over 

America, being Boston, Atlanta, San Francisco, Denver, Washington D.C., Chicago, 

and New York City. 

 

The second alternative is to make a Fjällräven employee a product representative. The 

product reps would get regular wages to join the club for either a daytrip or a 

weekend trip and wear Fjällräven clothes and equipment to show the quality and 

functionality they provide. This is a way to demonstrate Fjällräven’s products in an 

inexpensive and efficient way, and to meet the target market and potential customers 

on their own terms.   

  

9.4 In-Store Product Demonstrations 

Another way to reach the target market is through in-store product demonstrations, 

with focus on their G-1000 fabric and Greenland wax. When demonstrating 

Fjällräven’s original G-1000 fabric, the demonstrator have to focus on showing the 

customers the benefits of the fabric. The demonstrator has to make sure that the 

customers know how tightly woven, hard-tested and quick it is to dry. The 

demonstrator also has to communicate how the fabric provides excellent ventilation, 

top grade wind and water resistance and remarkable durability, both indoors and 

outdoors. 
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When demonstrating the Greenland Wax in store, the demonstrator has to make sure 

that the customers understand the benefit of waxing your garments and also how easy 

it is. The demonstrator has to explain that more wax improves resistance and 

increases durability, and that less wax makes garments become cooler and more 

breathable. It is also important to demonstrate how to remove the wax, which is done 

by washing the garments in a washing machine at 104°F. Fjällräven is the only 

provider of waxable garments in the market, which can be considered a comparative 

advantage. This could be something that Fjällräven can benefit from if marketed 

toward the U.S. consumer.  

  

We recommend Fjällräven to do these demonstrations in the four retail stores 

suggested in the distribution plan, being Dick’s Sporting Goods, REI, The Sports 

Authority and Cabela’s. The plan is to send one representative from Fjällräven to 

demonstrate for one week every quarter. We recommend Fjällräven to do this in all 

the major cities where the retailers are present. This would require at least two 

representatives, one in charge of the West Coast and one in charge of the East Coast.  

  

9.5 Additional marketing communication 

9.5.1 PR- Outdoor Magazines 

We recommend Fjällräven to continue using outdoor magazines as a marketing 

channel, but on a low level. This is because our 108 survey respondents ranked 

magazines seventh out of nine sources to find information about outdoor equipment 

and clothes. This is not a marketing channel we want to spend a lot of money on, so 

instead of buying ad space, we recommend Fjällräven to provide magazines, such as 

Outside and Backpacker Magazine, with product samples and a press release about 

waxable garments or a new innovative product. The intention is to get a PR piece, 

such as a product review. We recommend Fjällräven to place these PR 

communications once, every quarter.  
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Outside’s reader profile 

According to Outside’s official website and media kit (2014) the Outside readers are 

three times as likely as the average adult to be outdoor sport enthusiasts and 64% of 

them state that “seeking adventure and risk is extremely important”. Outside’s total 

audience is 2.5 million people where 72% are male and 28% are female. The median 

age is 40 years and 70% of them are college educated. They have a median household 

income of $90,518 and an average household net worth of $400,291. The statement “I 

buy based on quality, not price” has an index of 112 and the magazine has almost 

700,000 loyal subscribers.  

  

Backpacker Magazine’s reader profile 

According to Backpacker Magazine’s official website and media kit (2014) the 

magazine has a total audience of 1.13 million readers. The median age is 42 years, 

where 71% are male and 29% are female. The median household income is $94,686 

and 47.5% of them have a college degree or higher. Backpacker describes their 

content as “an immersive experience for our readers” and research shows that 50% 

out of their readers report reading the last four out of four issues. The Backpacker 

readers read the magazine for an hour or more, and 72% of Backpacker's readers rate 

the magazine as “very good/one of my favorite”. 

  

These findings shows us that Outside and Backpacker Magazine are popular in the 

U.S. and if Fjällräven gets their products featured in these magazines it will reach a 

huge audience that fit their target market.   

 

9.5.2 Social Media 

When it comes to social media, Fjällräven upped their game in North America 

drastically at the beginning of 2015, which is most likely due to the new Director of 

Marketing.  Fjällräven’s Facebook page, Instagram and Twitter has gotten a facelift 

the last couple of months, focusing on the right marketing through short texts, quotes 

and excellent pictures. It is important to keep all the platforms updated, and also run 

different competitions and giveaways, to keep the followers interested and loyal. This 
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is something Fjällräven’s U.S. Instagram channel is focusing on to date, but we 

would like to see even more consumer participation at these competitions. We also 

recommend to increase the promotion of Fjällräven’s YouTube channel, since is has 

several great videos and informative texts. 

  

9.5.3 Website 

When we first started to work on this thesis for Fjällräven one of the most important 

changes we wanted to do was concerning the website. It was messy, hard to navigate 

through the different tabs and we even got a comment from one female in the 

qualitative research, that she missed women in their website marketing. Today the 

website is clean and simple. The layout is welcoming with a tasteful thread 

throughout the different pages, and we also see a shift towards more females in their 

marketing material. It is important for Fjällräven to continue upgrading their website 

and keep up with the latest digital inventions. 

  

9.5.4 Search Engine Marketing 

As mentioned earlier we find the work of the new marketing director really great and 

innovative. Fjällräven’s U.S. website has gotten a facelift these last months and we 

would like to see a huge increase of online consumers for Fjällräven’s online store. 

We therefore tried to simulate a typical person from Fjällräven’s target market in 

order to establish to what degree Fjällräven is displayed in search engines. We are 

around 30 years old, really interested in the outdoors and look for quality and 

functionality in our outdoor gear, but most important we have never heard about the 

brand Fjällräven. We then continued to do as many of our respondents prefer, we 

looked for clothes and equipment online, and when we typed in the words “hiking 

jacket” on Google, a horrifying discovery accorded. The very first link to the 

Fjällräven’s U.S. website is found on page twelve.  All of Fjällräven’s biggest 

competitors and even substitutes are represented with links before Fjällräven. This is 

an issue we recommend Fjällräven to find a solution for in the near future. One 
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solution to the problem is to buy adwords on Google for Fjällräven to appear earlier 

and more often during searches for outdoor apparel and clothes.  

 

9.5.5 Logo Change for the U.S. Market  

An important insight from our research was that almost no one knew that Fjällräven 

actually means the arctic fox in Swedish. However, they like the name and find it 

exotic. When the respondents learned the meaning of Fjällräven, they liked the 

concept of the arctic fox and how it relates to the company. Based on this we 

recommend Fjällräven to ad the translated meaning of the brand name to the original 

logo when marketing towards the U.S. market.  

 

 
  

 

10. Distribution plan 
Moving over to the distribution plan Fjällräven’s focus in the U.S. needs to be 

availability. They need to be available in popular retailers with whole product lines 

and they need to focus more on merchandising and atmospherics in-store.  

 

10.1 General distribution  

Our research shows that the American consumer shops equally online and in-store, 

but prefer retailers with different brands to choose from. Today Fjällräven is only 

available at one of the four most popular retailers in the U.S., REI, with a little over 

ten products. We recommend Fjällräven to enter retailers with more products and 

bigger product lines. The retailers we recommend Fjällräven to focus on in North 

America are: 
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10.1.1 Dick’s Sporting Goods 

Dick’s Sporting Goods has 610 stores in 46 states and they are primarily in the 

eastern half of the U.S. Our research shows that over half of our respondents shop at 

Dick’s Sporting Goods. (Dickssportinggoods.com 04.17.2015) 

  

10.1.2 REI 

REI has 135 stores and are found in 32 states. They open roughly four to six new 

stores each year and have a great reputation. Our research shows that almost half of 

the respondents shop at REI. (Rei.com 04.17.2015) 

  

10.1.3 The Sports Authority 

The Sports Authority is one of the largest sporting goods retailers in the U.S. and 

operates more than 460 stores in 45 states. Our research shows that a little under half 

of our respondents shop at The Sports Authority. (Thesportsauthority.com 

04.17.2015) 

  

10.1.4 Cabela’s 

Cabela’s specializes in hunting, fishing, camping, shooting and related outdoor 

recreation merchandise. They have approximately 60 stores in the U.S.  and we 

believe Fjällräven’s products will fit perfectly in this store. This “cavernous 

showrooms” brings the outdoors inside and turns the retail stores into tourist 

attractions. Their Kansas City store attracted more than four million customer visits 

one year, and our research shows that a little less than half of our respondents shop at 

Cabela’s. (Cabelas.com 04.17.2015) 

  

10.2 Merchandise and Atmospherics 

Merchandise and store layout is important in order for the customers to feel welcome 

in store. After doing store observations in New York City we saw that Fjällräven is 
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doing a good job on making their stores welcoming by having a great outdoors theme 

and layout. What we would like to see more of after visiting their two stores is more 

thoughtful visual merchandising. The merchandiser needs to focus on floor plans and 

three-dimensional displays in order to maximize sales. The result needs to attract, 

engage and motivate the customer towards making a purchase. In Fjällräven’s stores 

the merchandiser needs to focus on colors, lighting, space and product information. 

Another focus need to be displaying the clothes as complete outfits and with 

equipment that naturally goes with the clothes or the other equipment presented. This 

needs to be done both on walls, in window displays and on tables.  

  

10.3 Product line 

The last section in this distribution plan addresses Fjällräven’s lack of a complete 

product line in the U.S. 

 

10.3.1 Website 

We discovered that Fjällräven’s product line in the U.S. is quite different from the 

European one, especially when it comes to the online display of their products. We 

got several comments in our research about the layout of the product line on 

Fjällräven’s website, such as “the colors seem dull and unappealing” and “I feel like I 

don’t have enough products to chose between”. A lot of the products they have on the 

European website are not available in the U.S. The U.S. consumer wants to choose 

between all the products Fjällräven has to offer, which means that Fjällräven has to 

extend their product line in North America. Since colors and design is something the 

consumer considers when buying new products, we recommend Fjällräven to display 

their more colorful garments on their website. 

  

10.3.2 In-store 

Fjällräven’s in-store product line and future product line in the four biggest retailers 

in the U.S. need to be rich and appealing. The U.S. stores need to have the same 

selection of products, collections, colors and styles as in their stores in other markets. 
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11. Budget and financials 
To estimate different financial measurements for our recommendations, we have done 

some calculations from the 2014 income statement. Our access to Fjällräven’s 

financial and operational metrics is limited to public financial statements from the 

parent company Fenix Outdoor International AB. To be able to do a break-even 

analysis and more, we had to make some simplifying assumptions about Fjällräven’s 

units of sale. We decided to set Keb pants at the price of $200 as the company’s only 

unit of sale. This simplification means that by dividing the total revenue by $200, you 

find the total units sold. This made it possible for us to calculate break-even dollars 

and units. Below are the calculations made from the 2014 income statement for the 

U.S. market, which will be the foundation for calculating break even and ROI for our 

recommendations. 

 

11.1 Income statement and calculations for the US market 

 

Net sales (2014) $29,858,800 100% 

   

Cost of goods sold $12,988,578 43.50% 

Other external expenses $6,912,312 23.15% 

Personnel expenses $5,075,996 17.0% 

Depreciation/amortization $716,611 2.4% 

Other operating expenses $14,929 

 

0.05% 

Operating profit $4,150,374 13.9% 
Here we have converted from EURO to US dollars. The rate used is the rate for 04.28.2015 of 

$1,09775 per €1. 

 

 

Total units: $29,858,800/$200 = 149 293 units  

Unit variable costs = $6,912,312/149,293 = $46,3 
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Contribution margin = 56.5%, Contribution per unit = $113 

Total fixed costs = $12,716,848 

Break even dollars = $12,716,848/0,565 = $22,507,696 

Break even units = $12,716,848/$113 = 112 539 units 

 

 

We know that Fjällräven has a budget of 4% of revenues allocated to marketing 

activities, but in the matter of this thesis we have not been provided a budget and 

Fjällräven requested that our recommendations be as cost efficient as possible. 

Therefore, we have been working towards a goal of minimal spending with a great 

ROI. The spending used in this thesis does not include overhead cost or fixed costs. 

For example man-hour wages that are required for each of the recommendations are 

not included as a part of the cost or investment.  Our budget will be based on 

additions and improvements to marketing activities they are currently doing. In the 

following section we will present the financial costs of the communication plan and 

recommendations we have made. 

 

11.2Marketing budget 

Recommendation Cost estimate Source for estimate 

Fjällräven’s Hiking Hut $30 000 Swedish hiking hut 

builder 

Organized groups $14 000 Costs of products 

In-store product 

demonstrations  

 

$60 000 

 

Estimate of travel 

expenses 

Guerrilla marketing $15 000  

   

Additional marketing 

communication 

  

Outdoor magazines $1600 Costs of products 
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Social media (youtube) 

Social media (contest) 

$0 

$3600 

 

Costs of prices 

Website $0  

Google Adwords $2128 Google Adword webpage 

 

Fjällräven’s Hiking Hut 

We estimate the cost of building and maintaining the nine different locations for the 

Fjällräven’s Hiking Hut at $30,000 ($3333 per hut x9). This includes the labor cost 

and material costs of the hut, and also includes the cost of the marketing material. 

 

Organized groups  

Here we have two different suggestions, but we estimate the cost to be nearly the 

same. The first option is to use product ambassadors in organized hiking groups. 

When sponsoring a product ambassador there are only the product costs that apply. 

We recommend having one product ambassador in seven different cities in the U.S. 

and sponsoring them with one full outfit for the spring and autumn season. The cost 

we have estimated from this is $14,000 (Cost of outfit x Cities x Seasons = 

$1000x7x2). Our second option is to use personnel from Fjällräven stores to go out in 

hiking groups and promote the brand and products. This can be done in two ways; the 

first way is to pay the personnel the same wage as if they were at the store. The 

second way is to also sponsor these with one whole outfit for the spring and autumn 

season. This option is only possible in the cities where Fjällräven already has stores.  

 

In-store product demonstrations  

The cost we have set for this is $60,000. This includes the traveling expenses for one 

of the existing sales personnel from Fjällräven. We calculate with one person on the 

East-Coast and one person on the West-Coast.  
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Guerilla marketing  

The costs of The Takeover 2016 will include the transport costs, astroturf and 

equipment for grilling and camping. We will use three of the huts from the Fjällräven 

Hiking Huts, so the expense is already accounted for in the budget. We estimate that 

this stunt will cost $15,000. 

 

Additional marketing communication 

Outdoor magazines: Due to our focus on publicity rather than advertising in outdoor 

magazines our costs in this sector will be fairly low. We assume there are existing 

resources in-house who can write the PR communications, so the cost varies due to 

how many magazines we will send the products to and how frequent. The frequency 

of products will vary with the development of new products and product 

improvements, but in general we would estimate a frequency of one product each 

quarter of the year to two major outdoor magazines.  That would result in a cost of 

$1,600 ($200x1x4x2) 

 

Website and Social media: We have set the cost of these two recommendations to 

$3600. The YouTube channel will demand some man-hours to upload and maintain. 

Other than that there are no new direct costs. The website will also take some man-

hours to maintain when it comes to uploads and contents, but since there recently 

have been done a facelift of the US website we do not consider any other direct cost 

to this. The cost in this section comes from the social media contest we recommend 

for Fjällräven. There will be a cost of products of a value of $300 per month in a one 

year period.  

 

Google Adwords: On Google Adword the cost will depend on what you are trying to 

accomplish with the advertising. We have set a budget of $10 per day throughout the 

entire months from March to November. This results in the maximum amount of cost 

will be $2128  ($10x30,4x7). 
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The total cost from all our recommendations are estimated to $125,418. To break- 

even on these marketing initiatives we have to sell 113 649 units Keb pants 

($12,716,848+$125.418/$113). 

 

11.3 Return on investment  

Fjällräven’s return on investment for the entire company in 2014 was 32.64% (Net 

Profits/Fixed costs = $4,150,374/$12,716,848) 

ROI Fjällräven’s Hiking Huts:  2000 (new sales/customers) x $113 

(contribution per unit) - $30,000 / 

$30,000 (investment) = 654 % 

ROI Organized groups: 179 (new sales/customers) x $113 

(contribution per unit) - $14,000 / 

$14,000 = 44,48 % 

ROI in-store product demonstration: 8400 (new sales/customers) x $113 

(contribution per unit) - $60,000 / 

$60,000 = 1482 % 

ROI Guerrilla: 2110 (new sales/customers) x $113 

(contribution per unit) - $15,000 / 

$15,000 = 1490 % 

ROI Social media, Google Adword and 

Outdoor magazines: 

Very hard to estimate new sales, we 

will use 250 as an example. 

250 (new sales/contribution) x $113 

(contribution per unit) - $7328 / $7328 

= 286 % 

 

Total ROI for our recommendations: 1065 % 

 

To estimate new sales from our recommendations we had to make some assumptions. 

To estimate the new sales from the Hiking Huts we used numbers of visitors in the 

different spots and parks that were available online. Since some of the parks are very 

large and the Hiking Huts are only going to be in one section of the park we 
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calculated with the most likely number of visitors to the specific place of the Hiking 

Huts. When we had all the numbers of visitors we estimated that 30% of the visitors 

would notice the huts and 1% of them would actually buy a product (666,666 x 0.30 x 

0.01 = 2000). (Wikipedia.com/Pacific_Crest_Trail 2015, 

Wikipedia.com/Yosemite_Valley 2015, Appalachiantrail.org 2015, 

Wikipedia.com/Glacier_National_Park_(U.S.) 2015, 

Wikipedia.com/John_Muir_Trail 2015, Wikipedia.com/Zion_National_Park 2015, 

Wikipedia.com/Arches_National_Park 2015, 

Wikipedia.com/Denali_National_Park_and_Preserve 2015, Arizona-leisure.com 

2015) 

 

To estimate the new sales from the product ambassadors and product reps in 

organized groups we used the average number of members in each group, about 30, 

for the seven cities for the promotion. We estimate that the brand awareness within 

the group would result in 85% of members buying at least one product (7 x 30 x 0.85 

= 179). 

 

When estimating the in-store product demonstration we used the average number of 

customers in a year in the retailers and divided it by weeks per year. We estimated 

number of customers based on store membership figures available online. When 

finding the average number of customers per week we estimated that 50% of the 

customers would see the product demonstration and that would generate new sales of 

1% (1,680,000 x 0.50 x 0.01 = 8400).  

 

When it comes to our guerilla marketing we used the average numbers of visitors in 

the respective places and estimated that 30% of visitors would notice the stunt and 

this would generate new sales of 0.5%. What we have not included in the guerilla 

marketing is the new sales from the online coverage of the stunts. (1,406,667 x 0.30 x 

0.005 = 2110) (Timessquarenyc.org 2015, Wikipedia.com/millenium_park 2015) 

 

All of our recommendations are ”low cost” and will easily get a very high return. In 

the calculations we have used new sales as one purchase of a Keb pant and the 
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contribution profits from that sale. However, it is very unlikely that all these new 

customers would purchase only one product each. Based on salesperson experience, it 

is more likely that the amount of purchased products vary between one and three per 

customer.  

 

12. Final recommendations 
In the final recommendations for Fjällräven we want to focus on answering the five 

challenges mentioned in the beginning of this bachelor thesis. The recommendation 

will reflect aspects of the research we have conducted.  

  

The first challenge concerning the low brand awareness among our target market is 

pretty straightforward. We recommend Fjällräven to communicate more strategically 

towards the target market. We want to do this by being available where our target 

market is present, starting with retailers and online stores. Through our research 

findings we were able to figure out that our target market prefers retailers to one-

brand stores and that they also like to shop online; therefore we recommend 

Fjällräven to focus more on these areas within distribution. We also want to reach the 

target market through Fjällräven’s Hiking Hut, which will be available at the nine 

most popular hiking spots in the U.S. To reach our urban-area hikers we want to join 

popular hiking clubs with either a product ambassador or a product representative 

from Fjällräven. By having product demonstrations in-store we will be able to reach 

the target market in these retailers, and also show them the great quality of 

Fjällräven’s products and incentivize new sales. In addition, we want to increase 

general brand awareness in the U.S. by conducting a viral marketing stunt, The 

Takeover 2016. 

  

The second challenge, where we wanted to determine if Fjällräven met the needs of 

U.S. outdoor enthusiasts, is a bit broader. Fjällräven has previous experience in 

expanding in big markets and they have been in the U.S. for ten years already. They 

have products that have high quality, are durable and timeless, which is exactly what 

the U.S. consumers are looking for in their outdoor clothes and equipment. When it 
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comes to the products, and whether they meet the needs of the U.S. outdoor 

enthusiast, they have succeeded, and we recommend Fjällräven to continue in the 

U.S. market.  

 

When it comes to the third challenge, where we wanted identify and target the 

outdoor enthusiasts within Fjällräven’s budget, Fjällräven will need to focus on less 

expensive communication channels. We recommend Fjällräven to increase the use of 

social media and be present at the most popular hiking spots in the U.S. We also 

recommend a focus on PR pieces in outdoor magazines by sending product samples 

and announcements about product innovations, instead of paying for ad space. Very 

targeted promotions, such as in-store demonstrations and product ambassadors and 

reps will directly reach the outdoor enthusiast in a cost efficient manner. 

  

For the fourth challenge concerning selling products through the right channels, we 

recommend Fjällräven to distribute complete product lines through the most popular 

retailers in the U.S. Currently Fjällräven sells primarily through one-brand stores in 

the U.S. Our research indicates that U.S. consumers have a strong preference to shop 

at general retailers because they want to choose between different products and 

brands at one location. Through our research we found that the four most popular 

retailers are: Dick’s Sporting Goods, REI, Sports Authority and Cabela’s. 

Fjällräven’s competitors are in these retailers, which make it crucial for Fjällräven to 

also have a presence in these stores.  

 

Challenge five was rather tricky. Fjällräven does not want to lose their fashion 

customers, but they need to keep their positioning as a provider of high quality 

products for outdoor enthusiasts. While fashion comes and goes, the need for great 

hiking gear always remains. We recommend Fjällräven to continue to stay close to its 

basics and focus on what made them successful in the first place, such as focusing on 

brand quality and durability in their products, continuing their CSR initiatives and 

using their heritage as an inspiration to do better everyday. To quote the founder of 

Fjällräven Åke Nordin; “ We’ve been trekking for 50 years, hopefully we never get 

there”. 
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13. Execution 
According to ”The Successful Marketing Plan” (Hiebing, Jr., Cooper and 

Wehrenberg 2012, 512) there are three key steps in achieving the successful 

execution of a marketing plan: 

 

Step 1: Review and understand all elements of the plan 

Step 2: Develop activity list for the first six months 

Step 3: Communicate the plan (to gain the cooperation of company employees) 

 

The first thing that has to be done after receiving this plan, is that it should be 

reviewed and understood by our client. If a part of the recommendation or the whole 

recommendation is agreed upon, the next step will be to plan the execution. We 

recommend that the first step is to launch the social media contest. This will be a 

month-to-month activity that will be followed up every month of the year. We also 

suggest finding and engaging product ambassadors or product reps early in the year 

as the season for hiking starts. The press releases and products to magazines is 

something that we recommend to conduct every quarter. Since The Takeover 2016 is 

set to launch in April it is important to start the planning of this event early in the 

year. We set sights to launch the Fjällräven Hiking Huts in the early May and 

therefore the planning and building have to be done by then. The secondary activities 

we recommend is the posting of videos on the social media channel YouTube. Since 

the in-store product demonstration depends on the change in distribution, we have set 

this to the second group of activities to have time to get the products into new 

distribution channels. The third set of activities is purely to follow up on the activities 

that have been initiated earlier.  

 

 

 

 

It is recommended that a marketing plan is divided into tasks that are given due dates. 

Here we have provided an example of a 1-year calendar in which the recommended 
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activities would be completed. 

 

 

2016 Activity Activity Activity Activity Activity 

Jan-

April 

Launch 

Social 

Media 

Contest 

Find and 

engage 

Product 

Ambassadors 

and reps 

Send out 

products 

and press 

releases  

Plan and 

conduct The 

Takeover 

2016 

Build the 

Fjällräven 

Hiking Huts 

May-

Aug 

Launch 

Fjällräven 

Hiking Huts 

on the 

hiking trails 

Release videos 

on social 

media 

(YouTube 

channel) 

Send out 

products 

and press 

releases 

Follow up 

on the 

product 

ambassadors 

and reps 

In-Store 

product 

demonstrations 

Sept-

Dec 

 Follow up on 

the social 

media content 

(YouTube 

channels) 

Send out 

products 

and press 

releases 

Follow up 

on the 

product 

ambassadors 

and reps 

Jan 2017: 

Evaluate 

 

 

14. Conclusion 
The conclusion of our bachelor thesis is that Fjällräven has a great opportunity to 

grow in the U.S. market, but the biggest challenge is to reach the target market since 

they are unaware of Fjällräven’s brand and products. The recommendations and plans 

we have presented are for one year. Future considerations will be determined based 

on the impact our market activities have on brand awareness. 
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A-1 Brands Mentioned in The Interviews  
 

Brands!mentioned!often:!

Patagonia!
The!North!Face!
REI!
EMS!
Outdoor!Research!
Athleta!
Black!Diamons!!
Mountain!Hardware!
Arcteryx!
Sierra!
Marmot!
MRS!!
LL!Bean!

%

Brands!mentioned!only!once!or!twice!!
!
Columbia!!
La!Sportiva!
Mountbell!
Exofficio!
Oboz!!
Vasque!!
Teva&!Keen!
Thorlo!
Smartwool!
Osprey!&!Otters!
Prana!
Mountaint!Ski!
Ice!Breaker!
Eddie!Bower!
JanSport!
Asolo!
Lowa!

%
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A-2 Simmons and MRI+ Findings 
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A-3 Online Survey Results  

Qualtrics%Completes%
Last%Modified:%03/31/2015%

Filter!By:!Report!Subgroup!

1.%%Please%indicate%your%age:%
#! Answer! !!

!

Response! %!
1! Under!18! !!

!

0! 0%!

2! 18!e!24! !!
!

0! 0%!

3! 25!e!34! ! !
!

40! 37%!

4! 35!e!44! ! !
!

37! 34%!

5! 45!e!54! ! !
!

31! 29%!

6! 55!e!64! !!
!

0! 0%!

7! 65!or!older! !!
!

0! 0%!

! Total! ! 108! 100%!

 

Statistic! Value!
Min!Value! 3!

Max!Value! 5!

Mean! 3.92!

Variance! 0.66!

Standard!Deviation! 0.81!

Total!Responses! 108!
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2.%%What%kind%of%activities%do%you%enjoy%in%your%spare%time?%

Please%check%all%that%apply:%
#! Answer! !!

!

Response! %!
1! Hiking! ! !

!

100! 93%!

2! Running! ! !
!

41! 38%!

3! Camping! ! !
!

71! 66%!

4!
Rock!

climbing!
! !
!

18! 17%!

5! Cycling! ! !
!

51! 47%!

6! Fishing! ! !
!

53! 49%!

7! Canoeing! ! !
!

33! 31%!

8! Other! ! !
!

25! 23%!
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Other!
reading!

Walking!

Working!out!

knitting!

hunting!

Computers/Internet/Gaming!

Walking!

Swimming!

Photography!

Rock!hunting!

Reading!

ATVing,!Skiing,!Golfing!

Tennis!

Weightlifting!

Reading!

Archery!

Walking!

Walking!for!health!

Gardening!

Swimming!

Letterboxing!

Cayaking!

 

Statistic! Value!
Min!Value! 1!

Max!Value! 8!

Total!Responses! 108!
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3.%%What%words%best%describe%hiking%for%you?%
Text!Response!
YUK!

fun!

nature!

Fun!

Exploratory!

hard!

no!

tiring!

just!to!get!there!

Fun!Relaxing!Restorative!

Peace!

wonderful!

fun!

relaxing!

trails!

freedom!space!adventure!

relaxing,!trails,!!workout!

Breathtaking!

relaxing!

Calming!&!relaxing!

exciting!

natural!

Outdoor!adventure!and!sight!seeing!

adventure,!exercise!

fun!

OUT!IN!NATURE!

Relaxing!

rush!
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exhilarating!

Enjoyable!

serenity!

Peaceful!

rigorous!

relaxing!

Refreshing,!Energizing!

relaxing!

a!getaway!from!the!city!

Photography!

peaceful!

freedom!

scenic!

nature!fresh!air!

Peaceful,!adventurous!

Peaceful,!energizing!

exercise!

relaxing,!challenging!engaging,!

challenging!

relaxing!

Adventurous,!work.!

slow!short!hikes!

nature,!relaxing!

adventure!

enjoyable,!fulfilling,!active,!fun,!outdoorsy!

energizing!

outdoors!fresh!air!relaxing!

Fun!

adventure!happy!
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Fun!

Relaxing!

mountains!

adventure!

Nature!walking!

quiet!woods!

fun!relaxing!

Freeing!

fun!

Fun!

exercise!plus!trip!

City!suburbs.!

fun!

mountians!

nature!

experiences!

freedom!

hiking!up!hills!and!trails!

energizing!

walking!

Nature!walk!

relaxing!

relaxing!

Outdoors,!challenging,!fun!

fun!

good!way!to!conect!with!a!nature!

workout!

walking!the!trails!in!the!cascades,!olympics!

Challenging!
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Outdoors!

exciting!

Fun!

tranquil!

getting!outdoors!

fun!

Amazing!fun!

FUN!

trail!and!stream!

fresh!air,!nature,!adventure!

fresh!air,!great!outdoors!

adventurous!

Relaxing!

Peaceful!

burn!calories!

 

Statistic! Value!
Total!Responses! 108!
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4.%%When%you%go%hiking%where%do%you%tend%to%go?%Please%

check%all%that%apply:%
#! Answer! !!

!

Response! %!

1!
Hiking!

trails!
! !
!

98! 91%!

2!

Offetrail!e!I!

make!my!

own!trails!
! !
!

37! 34%!

3! Parks! ! !
!

78! 72%!

4!
Close!to!

home!
! !
!

41! 38%!

 

Statistic! Value!
Min!Value! 1!

Max!Value! 4!

Total!Responses! 108!
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5.%%How%often%do%you%go%hiking?%Please%check%one:%
#! Answer! !!

!

Response! %!
1! Never! ! !

!

3! 3%!

2!

Less!than!

10!Times!a!

Year!
! !
!

22! 20%!

3!

About!

once!a!

Month!
! !
!

26! 24%!

4!
2e3!Times!

a!Month!
! !
!

38! 35%!

5!
Once!a!

Week!
! !
!

12! 11%!

6!
2e3!Times!

a!Week!
! !
!

5! 5%!

7! Daily! !!
!

2! 2%!

! Total! ! 108! 100%!

 

Statistic! Value!
Min!Value! 1!

Max!Value! 7!

Mean! 3.53!

Variance! 1.56!

Standard!Deviation! 1.25!

Total!Responses! 108!
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6.%%How%long%are%the%trips%you%usually%go%on?%
#! Answer! !!

!

Response! %!
1! Daytrips! ! !

!

89! 82%!

2! One!night! ! !
!

9! 8%!

3! Two!nights! ! !
!

6! 6%!

4!
Three!to!six!

nights!
! !
!

3! 3%!

5!
A!week!or!

longer!
!!
!

1! 1%!

! Total! ! 108! 100%!

 

Statistic! Value!
Min!Value! 1!

Max!Value! 5!

Mean! 1.31!

Variance! 0.61!

Standard!Deviation! 0.78!

Total!Responses! 108!

 



 Bachelor of International Marketing 05.15.2015 

 

Side 110 

7.%%When%you%go%hiking%do%you%usually%go%by%yourself%or%with%

others?%
#! Answer! !!

!

Response! %!
1! By!myself! ! !

!

20! 19%!

2!
With!one!

person!
! !
!

41! 38%!

3!

With!a!group!

of!

friends/family!
! !
!

47! 44%!

4!

With!a!

organized!

group/club!
!!
!

0! 0%!

! Total! ! 108! 100%!

 

Statistic! Value!
Min!Value! 1!

Max!Value! 3!

Mean! 2.25!

Variance! 0.56!

Standard!Deviation! 0.75!

Total!Responses! 108!
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8.%%What%kind%of%products%do%you%use%when%you%go%hiking?%

Please%check%all%that%apply:%
#! Answer! !!

!

Response! %!
1! Daypack! ! !

!

88! 81%!

2!
Sleeping!

bag!
! !
!

19! 18%!

3! Tent! ! !
!

21! 19%!

4! Jacket! ! !
!

72! 67%!

5! Base!layer! ! !
!

36! 33%!

6! Insulation! ! !
!

12! 11%!

7! Hiking!boots! ! !
!

90! 83%!

8! Hiking!pants! ! !
!

43! 40%!

9! Fleece! ! !
!

36! 33%!

10! Hiking!socks! ! !
!

56! 52%!

11! Other! ! !
!

8! 7%!

 

Other!
I!don't!hike!

nothing!

none!

water!

Hat!and!or!bandana!

hiking!shoes!

hat,!knife!and!compas!

 

Statistic! Value!
Min!Value! 1!

Max!Value! 11!

Total!Responses! 108!
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9.%%What%is%most%important%to%you%in%the%products%you%buy?%

Please%rank%these%attributes%where%one%is%the%most%important%
and%eight%is%the%least%important.%

#! Answer! 1! 2! 3! 4! 5! 6! 7! 8! Total!
Responses!

1! Quality! 58! 33! 13! 3! 1! 0! 0! 0! 108!

2! Design/Style! 7! 12! 23! 25! 18! 7! 11! 5! 108!

3! Price! 16! 19! 31! 17! 14! 7! 3! 1! 108!

4!
User!

friendliness!
4! 3! 20! 34! 23! 14! 8! 2! 108!

5! Brand! 0! 2! 6! 8! 15! 34! 24! 19! 108!

6! Functionality! 22! 36! 12! 13! 9! 12! 4! 0! 108!

7! Colors! 1! 3! 2! 4! 17! 21! 45! 15! 108!

8!

Good!return!

policy/customer!

service!

0! 0! 1! 4! 11! 13! 13! 66! 108!

! Total! 108! 108! 108! 108! 108! 108! 108! 108! e!
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Statistic! Quali
ty!

Design/St
yle!

Pric
e!

User!
friendlin

ess!

Bran
d!

Functiona
lity!

Colo
rs!

Good!return!
policy/custo
mer!service!

Min!

Value!
1! 1! 1! 1! 2! 1! 1! 3!

Max!

Value!
5! 8! 8! 8! 8! 7! 8! 8!

Mean! 1.67! 4.16!
3.3

0!
4.42! 6.05! 3.03! 6.25! 7.14!

Varianc

e!
0.75! 3.33!

2.6

4!
2.17! 2.18! 3.22! 2.08! 1.62!

Standar

d!

Deviatio

n!

0.86! 1.82!
1.6

2!
1.47! 1.47! 1.80! 1.44! 1.27!

Total!

Respons

es!

108! 108!
10

8!
108! 108! 108! 108! 108!

 

10.%%When%you%buy%clothes%for%hiking,%how%important%is%
style/looking%good%compared%to%the%functionality%of%the%

clothes?%%Mark%the%box%closest%to%how%you%feel%when%you%

consider%the%tradeoff%between%style/looking%good%versus%
functionality.%

#! Question! 1! 2! 3! 4! 5! 6! 7! Total!
Responses! Mean!

1!
Style/looking!

good:Functionallity!
2! 3! 9! 11! 26! 27! 30! 108! 5.38!
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Statistic! Style/looking!good:Functionallity!
Min!Value! 1!

Max!Value! 7!

Mean! 5.38!

Variance! 2.22!

Standard!Deviation! 1.49!

Total!Responses! 108!
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11.%%How%do%you%decide%when%it%is%time%to%buy%new%equipment%

and%clothes%for%your%outdoor%activities?%Please%check%all%that%
apply.%
#! Answer! !!

!

Response! %!

1!
When!it's!worn!

out!
! !
!

82! 76%!

2!
When!you!see!

something!new!
! !
!

30! 28%!

3!

When!you!are!

planning!a!new!

trip!
! !
!

25! 23%!

4!

Improved!

products!(I.e;!new!

colors,!functions,!

attributes)!

! !
!

45! 42%!

5!
When!there!is!a!

sale!
! !
!

60! 56%!

6!
When!I!am!sick!of!

the!old!products!
! !
!

31! 29%!

7!

When!someone!

talks!about!a!new!

purchase!

(recommendation)!

! !
!

20! 19%!

 

Statistic! Value!
Min!Value! 1!

Max!Value! 7!

Total!Responses! 108!
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12.%%Please%rank%how%important%these%sources%are%to%you%

when%finding%information%about%outdoor%equipment%and%
clothes.%One%is%the%most%important%and%nine%is%the%least%

important.%

#! Answer! 1! 2! 3! 4! 5! 6! 7! 8! 9! Total!
Responses!

1!

Ask!

someone!

you!know!

34! 23! 18! 13! 9! 3! 2! 4! 2! 108!

2! Family! 8! 27! 21! 13! 18! 9! 4! 4! 4! 108!

3! Clubs! 0! 5! 6! 12! 17! 18! 18! 11! 21! 108!

4!
Browsing!

In!stores!
35! 19! 20! 15! 10! 3! 3! 3! 0! 108!

5! Online! 26! 17! 17! 16! 14! 8! 5! 4! 1! 108!

6!
Social!

Media!
2! 2! 5! 7! 13! 23! 23! 16! 17! 108!

7! Magazines! 1! 7! 6! 7! 10! 18! 29! 20! 10! 108!

8! Television! 2! 2! 3! 8! 8! 10! 15! 36! 24! 108!

9!
Sales!

person!
0! 6! 12! 17! 9! 16! 9! 10! 29! 108!

! Total! 108! 108! 108! 108! 108! 108! 108! 108! 108! e!
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Statistic!

Ask!
someo
ne!you!
know!

Famil
y!

Club
s!

Browsi
ng!In!
stores!

Onlin
e!

Socia
l!

Medi
a!

Magazin
es!

Televisi
on!

Sales!
perso
n!

Min!

Value!
1! 1! 2! 1! 1! 1! 1! 1! 2!

Max!

Value!
9! 9! 9! 8! 9! 9! 9! 9! 9!

Mean! 2.90! 3.86!
6.2

2!
2.83! 3.42! 6.43! 6.22! 7.00! 6.12!

Variance! 4.09! 4.23!
4.1

6!
3.37! 4.32! 3.63! 3.95! 3.89! 5.51!

Standar

d!

Deviatio

n!

2.02! 2.06!
2.0

4!
1.84! 2.08! 1.91! 1.99! 1.97! 2.35!

Total!

Respons

es!

108! 108! 108! 108! 108! 108! 108! 108! 108!

 

13.%%When%shopping%for%clothes%and%equipment%for%outdoor%
activities%where%do%you%prefer%to%make%a%purchase?%

#! Answer! !!
!

Response! %!
1! Online! ! !

!

10! 9%!

2! Inestore! ! !
!

38! 35%!

3!
Both!

equally!
! !
!

60! 56%!

! Total! ! 108! 100%!
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Statistic! Value!
Min!Value! 1!

Max!Value! 3!

Mean! 2.46!

Variance! 0.44!

Standard!Deviation! 0.66!

Total!Responses! 108!

 

14.%%Where%do%you%buy%your%clothes%and%equipment%for%

outdoor%activities?%%Please%check%all%that%apply:%
#! Answer! !!

!

Response! %!
1! Online! ! !

!

59! 55%!

2!

In!a!store!

that!carries!

primarly!its!

own!brand!

(i.e.!

Pategonia!

store,!The!

North!Face!

store)!

! !
!

30! 28%!

3!

In!a!store!

that!carries!

many!

brands!(i.e.!

EMS,!REI)!

! !
!

85! 79%!
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Statistic! Value!
Min!Value! 1!

Max!Value! 3!

Total!Responses! 108!
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15.%%In%which%physical%retail%store%do%you%shop%for%clothes%and%

equipment%for%your%outdoor%activities?%Please%check%all%that%
apply:%

#! Answer! !!
!

Response! %!
1! None! ! !

!

6! 6%!

2!

Eastern!

Mountain!

Sports!

(EMS)!

! !
!

13! 12%!

3! REI! ! !
!

38! 35%!

4! Paragon! ! !
!

4! 4%!

5! Campmor! ! !
!

5! 5%!

6!
Tents!and!

Trails!
! !
!

3! 3%!

7! LL!Bean! ! !
!

29! 27%!

8! Cabela's! ! !
!

40! 37%!

9!

Dick's!

Sporting!

Goods!
! !
!

64! 59%!

10!
The!Sport's!

Authority!
! !
!

44! 41%!

11! Patagonia! ! !
!

11! 10%!

12!
The!North!

Face!
! !
!

26! 24%!

13! Fjällräven! !!
!

1! 1%!

14! Other! ! !
!

22! 20%!
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Other!
bass!pro!shop!

Meijer!

bass!pro!shop!

BASS!PRO!

sportsmans!warehouse!

Gander!Mountain!

Bass!Pro!Shop!

Walmart!

Gander!Mountain!

Joe's!Army!Navy!

walmart!

Walmart!

Big!5!Sporting!Goods!

walmart!

sports!basement!

walmart!

Columbia!

columbia!

columbia!

Academy!Bass!Pro!

Bass!Pro!Shop!

 

Statistic! Value!
Min!Value! 1!

Max!Value! 14!

Total!Responses! 108!
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16.%%In%which%online%store%do%you%shop?%Please%check%all%that%

apply:%
#! Answer! !!

!

Response! %!
1! None! ! !

!

21! 19%!

2! EMS.com! ! !
!

11! 10%!

3! REI.com! ! !
!

36! 33%!

4! Campmor.com! ! !
!

11! 10%!

5! Mountaingear.com! ! !
!

11! 10%!

6! Sierratradingpost.com! ! !
!

18! 17%!

7! Zappos.com! ! !
!

26! 24%!

8! LLbean.com! ! !
!

32! 30%!

9! thenorthface.com! ! !
!

37! 34%!

10! patagonia.com! ! !
!

11! 10%!

11! fjallraven.com! !!
!

0! 0%!

12! Other! ! !
!

27! 25%!
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Other!
basspro.com!

Meijer!

Amazon!

Amazon.com!

amazon.com!

Amazon!

amazon!

dunhamsports.com!

amazon!

Amazon.com!

amazon!

Amazon.com!

amazon!

amazon!

amazon.com!

backcountry.com!

amazon!

amazon.com!

Mountain!Hardware!

amazon!

columbia!

amazon!

Amazon!

Amazon!

Amazon!

amazon.com!

amazon!
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Statistic! Value!
Min!Value! 1!

Max!Value! 12!

Total!Responses! 108!

 

17.%%If%two%products%were%the%same%how%much%more%would%

you%pay%for%an%environmentally%friendly%product%than%an%
ordinary%product?%
#! Answer! !!

!

Response! %!

1!

10%!($10!more!

for!a!$100!

product)!
! !
!

49! 45%!

2!

20%!($20!more!

for!a!$100!

product)!
! !
!

16! 15%!

3!

30%!($30!more!

for!a!$100!

product)!
! !
!

8! 7%!

4!

40%!($40!more!

for!a!$100!

product)!
!!
!

1! 1%!

5!

50%!($50!more!

for!a!$100!

product)!
! !
!

5! 5%!

6!

I!would!not!pay!

more!for!an!

environmentally!

friendly!product!

! !
!

29! 27%!

! Total! ! 108! 100%!
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Statistic! Value!
Min!Value! 1!

Max!Value! 6!

Mean! 2.85!

Variance! 4.59!

Standard!Deviation! 2.14!

Total!Responses! 108!
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18.%%In%the%next%section%we%want%your%opinion%on%different%

brands%that%you%purchase%or%might%consider%purchasing.%
Please%check%all%the%boxes%that%may%apply.%(If%you%do%not%

recognize%a%brand,%or%would%not%consider%it,%then%you%can%skip%

it.)%

#! Question!

Brand!
purchased!

most!
recently!

Brands!you!
would!
consider!

Brand!
purchased!

most!
frequently!

Total!
Responses!

1! Patagonia! 10! 100! 5! 115!

2!
The!North!

Face!
43! 69! 38! 150!

3! Fjällräven! 3! 99! 7! 109!

4! Arcteryx! 2! 103! 6! 111!

5! REI! 17! 85! 20! 122!

6! EMS! 7! 97! 8! 112!

7! Athleta! 6! 100! 10! 116!

8!
Black!

Diamond!
2! 102! 9! 113!

9!
Mountain!

Hardware!
5! 100! 8! 113!

10! Sierra! 7! 92! 11! 110!

11!
Outdoor!

Research!
5! 98! 10! 113!

12! Marmot! 5! 99! 10! 114!

13! MSR! 6! 98! 6! 110!

14! L.L!Bean! 28! 84! 27! 139!

15! Mammut! 4! 99! 7! 110!

16! Smartwool! 6! 101! 5! 112!

17! Icebreaker! 4! 99! 8! 111!
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Sta
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ue!

1! 1! 1! 1! 1! 1! 1! 1! 1! 1! 1! 1! 1! 1! 1! 1! 1!

Ma

x!

Val

ue!

3! 3! 3! 3! 3! 3! 3! 3! 3! 3! 3! 3! 3! 3! 3! 3! 3!

Tot

al!

Res

po

nse

s!

10

8!

1

0

8!

10

8!

10

8!

1

0

8!

1

0

8!

1

0

8!

10

8!

10

8!

1

0

8!

10

8!

10

8!

1

0

8!

1

0

8!

10

8!

10

8!

10

8!
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19.%%In%the%next%section%we%want%your%opinion%on%how%you%feel%

about%different%brands.%Please%check%all%the%boxes%that%may%
apply.(Please%check%all%the%boxes%that%may%apply.%(If%you%do%

not%recognize%a%brand,%you%can%skip%it.)%

#! Question! Favorite!
brand!

I!feel!a!
loyalty!to!
this!brand!

Indifferent! Total!
Responses!

1! Patagonia! 12! 30! 71! 113!

2!
The!North!

Face!
46! 47! 38! 131!

3! Arcetryx! 3! 9! 98! 110!

4! Fjällräven! 1! 13! 96! 110!

5! REI! 19! 33! 66! 118!

6! EMS! 6! 20! 87! 113!

7! Athleta! 8! 14! 88! 110!

8!
Black!

Diamond!
8! 12! 91! 111!

9!
Mountain!

Hardware!
11! 15! 86! 112!

10! Sierra! 14! 13! 83! 110!

11!
Outdoor!

Research!
8! 12! 90! 110!

12! Marmot! 9! 21! 82! 112!

13! MSR! 8! 9! 93! 110!

14! L.L!Bean! 33! 40! 51! 124!

15! Mammut! 6! 13! 93! 112!

16! Smartwool! 7! 18! 85! 110!

17! Icebreaker! 6! 13! 91! 110!
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3! 3! 3! 3! 3! 3! 3! 3! 3! 3! 3! 3! 3! 3! 3! 3! 3!
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10

8!

1

0

8!

10
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8!

1

0
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1

0

8!

1

0
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10
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20.%%What%would%make%you%switch%from%the%brands%you%are%

loyal%to%for%outdoor%clothes%and%equipment?%Please%check%all%
that%apply:%
#! Answer! !!

!

Response! %!

1!

If!another!brand!

has!better!

functionality!
! !
!

71! 66%!

2!

If!another!brand!

has!higher!

quality!
! !
!

71! 66%!

3!

If!another!brand!

has!an!

environmentally!

friendly!option!

! !
!

25! 23%!

4!

If!another!brand!

has!a!more!

appealing!

design!

! !
!

35! 32%!

5!
If!another!brand!

is!less!expensive!
! !
!

72! 67%!

6!

if!another!brand!

has!been!

recommended!

by!someone!

else!

! !
!

31! 29%!

7!

Better!return!

policy!&!

customer!

service!

! !
!

16! 15%!
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Statistic! Value!
Min!Value! 1!

Max!Value! 7!

Total!Responses! 108!

 

21.%%Which%Social%Media%platforms%do%you%use%at%this%time?%

Please%check%all%that%apply.%
#! Answer! !!

!

Response! %!
1! None! ! !

!

4! 4%!

2! Facebook! ! !
!

99! 92%!

3! Instragram! ! !
!

41! 38%!

4! Twitter! ! !
!

56! 52%!

5! Pintrest! ! !
!

54! 50%!

6! Snapchat! ! !
!

9! 8%!

7! Blogs! ! !
!

22! 20%!

8! Tumblr! ! !
!

15! 14%!

9! Youtube! ! !
!

74! 69%!

10! Vine! ! !
!

12! 11%!

11! LinkedIn! ! !
!

26! 24%!

12! Other! ! !
!

3! 3%!

 

Other!
Google+!

classmates!

Goggle!plus!

 

Statistic! Value!
Min!Value! 1!

Max!Value! 12!

Total!Responses! 108!
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22.%%Do%you%follow%any%of%your%favorite%brands%of%outdoor%

clothes%and%equipment%on%Social%Media?%
#! Answer! !!

!

Response! %!
1! Yes! ! !

!

36! 33%!

2! No! ! !
!

72! 67%!

! Total! ! 108! 100%!

 

Statistic! Value!
Min!Value! 1!

Max!Value! 2!

Mean! 1.67!

Variance! 0.22!

Standard!Deviation! 0.47!

Total!Responses! 108!

 

23.%%Where%do%you%follow%your%favorite%brands?%%Please%check%

all%that%apply:%
#! Answer! !!

!

Response! %!
1! None! !!

!

0! 0%!

2! Facebook! ! !
!

35! 97%!

3! Instragram! ! !
!

9! 25%!

4! Twitter! ! !
!

16! 44%!

5! Pintrest! ! !
!

11! 31%!

6! Snapchat! !!
!

0! 0%!

7! Blogs! ! !
!

4! 11%!

8! Tumblr! ! !
!

2! 6%!

9! Youtube! ! !
!

7! 19%!

10! Vine! !!
!

0! 0%!

11! LinkedIn! !!
!

0! 0%!

12! Other! !!
!

0! 0%!
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Other!
 

Statistic! Value!
Min!Value! 2!

Max!Value! 9!

Total!Responses! 36!

 

24.%%When%you%purchase%clothes%and%equipment%for%outdoor%
activities,%do%you%consider%the%country%of%origin%of%those%

items?%
#! Answer! !!

!

Response! %!
1! Yes! ! !

!

45! 42%!

2! No! ! !
!

63! 58%!

! Total! ! 108! 100%!

 

Statistic! Value!
Min!Value! 1!

Max!Value! 2!

Mean! 1.58!

Variance! 0.25!

Standard!Deviation! 0.50!

Total!Responses! 108!
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25.%%When%you%think%about%Scandinavian%products%what%

thoughts%or%words%come%to%mind?%
Text!Response!
IKEA!

na!

food!

confused!

Indifferent!

ikea!

cold!

nothing!

cold!weather!

none!

Fit!well!

Quality,!our!trips!to!Scandanavia!

nutural!

Good!quality,!ikea!

None!

cold!weather!wear!

diffrent!

Good!

none!

NONE!

well!made!

reliable!

Warm!and!cozy,!high!quality!

not!sure!

none!

COLD!WEATHER!

Cold!
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not!sure!

Cold!weather!!

Never!thought!about!it!

cold!weather!

Quality!

nothing!

none!

Quality!

Good!

none!

Scandinavian!

Rugged!

none!

warm!

well!made!wool!

Boozt!

Rugged,!warm!

none!

durable!quality!

cool!

arbolle!

Good,!expensive!

import!

none!

expensive!

nothing!

good!quality!

green,!warm,!comfy!

Quality!
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none!

Nice!

Winter!

good!products!

indifferent!

none!

warm!

nothing!

Nordic!

cold!rugged!

Style!

printed!flags!

High!altitudes!mean!much!lower!temps.!!!Out!door!woodsmen!

none!

snow!

durable!

warm!

Nothing!

perfection!

warm!

huh!

Me!

durable!

well!made!

None!

nothing!

cool!

Fish?!

sunglasses!
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Rugged!

Quality!

good!

I!have!no!idea!

non!

snow!boots!

Walter!Mitty!

Cold!weather!rated!

OK!

helly!hansen!

quality,!design!

quality!

improvin!

None!

Expensive!

none!

 

Statistic! Value!
Total!Responses! 108!
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26.%%When%you%think%about%Swedish%products%what%thoughts%

or%words%come%to%mind?%
Text!Response!
IKEA!

na!

meayballs!

confused!

Quality!

ikea!

neutral!

nothing!

same!

quality!

Good!fit!

Quality,!Our!trips!to!Stockholm,!Uppsala!&!Malmo!

nutural!

IKEA!

Fine!

expensive!

diffrent,!well!made!

Good!

none!

NONE!

wooly!

quality!

Quality,!style!

not!sure!

none!

NONE!

Cold!



 Bachelor of International Marketing 05.15.2015 

 

Side 139 

not!sure!

Cold!weather!!

They!are!good!quality!

mountains!and!climbing!

Childhood!

long!lasting!

none!

Silly!

Good!

quality!

Swedish!

Quality!

none!

warm!

warm!wool!

watches!

Nice!

none!

quality!

fine!

chocolate!

Ufeda,!good,!expensive!

import!

none!

quality!

nothing!

nothing!special!

well!made,!colorful!

Quality!



 Bachelor of International Marketing 05.15.2015 

 

Side 140 

none!

Nice!

Wool!

expensive!

cheese!

Ikea!

none!

Ikea!

North!

cold!

High!quality!

color!

Seriously?!!I!think!of!the!!Swedish!Bikini!Ski!Team!.!

quality!

skiing!

quality!

thought!out!

indifference!

good!

efficient!

none!

Gramma!

stylish!

well!made!

None!

mountains,!snow!

sweet!

Fish!

ski's!
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Well!made!

Ancestry!

good!

I!dont!know!

non!

boots!

Ikea!

Cold!weather!rated!

OK!

helly!hansen!

prepared,!functional!

minimalist!

good!

Quality!

Minimal!

expensive!

 

Statistic! Value!
Total!Responses! 108!

 

27.%%Have%you%heard%of%the%brand%Fjällräven?%This%is%their%

logo:%%%%%%%%
#! Answer! !!

!

Response! %!
1! Yes! ! !

!

18! 17%!

2! No! ! !
!

90! 83%!

! Total! ! 108! 100%!
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Statistic! Value!
Min!Value! 1!

Max!Value! 2!

Mean! 1.83!

Variance! 0.14!

Standard!Deviation! 0.37!

Total!Responses! 108!

 

28.%%If%yes,%what%words%do%you%think%best%describes%Fjällräven?%
Text!Response!
etc!

unique,!reliable!,!strong!

high!qualty!

Innovative!

Quality!

nice!

Sweden!

Nice!

good!

not!sure!

quality!

dont!know!

fine!clothing!

New!

Quality!

IDK!

Ok,!not!my!favorite!

has!to!improve!
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Statistic! Value!
Total!Responses! 18!

 

29.%%When%you%think%of%Fjällräven%do%you%think%more%
#! Answer! !!

!

Response! %!
1! Fashion! ! !

!

3! 17%!

2! Function! ! !
!

11! 61%!

3! Don't!know! ! !
!

4! 22%!

! Total! ! 18! 100%!

 

Statistic! Value!
Min!Value! 1!

Max!Value! 3!

Mean! 2.06!

Variance! 0.41!

Standard!Deviation! 0.64!

Total!Responses! 18!

 

30.%%Have%you%purchased%some%of%Fjällräven's%products?%
#! Answer! !!

!

Response! %!
1! Yes! ! !

!

4! 22%!

2! No! ! !
!

14! 78%!

! Total! ! 18! 100%!

 

Statistic! Value!
Min!Value! 1!

Max!Value! 2!

Mean! 1.78!

Variance! 0.18!

Standard!Deviation! 0.43!

Total!Responses! 18!
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31.%%If%yes,%what%did%you%buy?%Please%check%all%that%apply:%
#! Answer! !!

!

Response! %!
1! Daypack! ! !

!

2! 50%!

2!
Sleeping!

bag!
!!
!

0! 0%!

3! Tent! !!
!

0! 0%!

4! Jacket! ! !
!

3! 75%!

5! Base!layer! !!
!

0! 0%!

6! Insolation! !!
!

0! 0%!

7! Hiking!boots! ! !
!

1! 25%!

8! Hiking!pants! ! !
!

1! 25%!

9! Fleece! ! !
!

1! 25%!

10! Hiking!socks! ! !
!

1! 25%!

11! Other! !!
!

0! 0%!

 

Other!
 

Statistic! Value!
Min!Value! 1!

Max!Value! 10!

Total!Responses! 4!
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32.%%The%arctic%fox%is%unfortunately%under%severe%threat%of%

extinction%in%Scandinavia%and%Finland.%Fjällräven%has%been%
working%with%a%number%of%different%arctic%fox%projects.%They%

help%spread%information,%supply%equipment%and%donate%

money%to%research%and%food%supplementation%Would%the%
brand%be%more%appealing%to%you%if%you%knew%that%Fjällräven%

means%the%arctic%fox%and%that%the%company%works%to%save%the%
arctic%fox?%

#! Question! 1! 2! 3! 4! 5! 6! Total!
Responses! Mean!

1!

Not!very!

appealing:Very!

appealing!

2! 1! 4! 22! 30! 49! 108! 5.07!

2!

Less!likely!to!

buy!

brand:More!

likely!to!buy!

brand!

1! 3! 11! 28! 23! 42! 108! 4.81!

3!

Less!favorable!

view!of!the!

company:More!

favorable!view!

of!the!

company!

1! 4! 5! 18! 29! 51! 108! 5.06!
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Statistic!
Not!very!

appealing:Very!
appealing!

Less!likely!to!buy!
brand:More!likely!to!

buy!brand!

Less!favorable!view!
of!the!

company:More!
favorable!view!of!the!

company!
Min!Value! 1! 1! 1!

Max!Value! 6! 6! 6!

Mean! 5.07! 4.81! 5.06!

Variance! 1.19! 1.43! 1.31!

Standard!

Deviation!
1.09! 1.20! 1.15!

Total!Responses! 108! 108! 108!

 

33.%%Please%indicate%your%marital%status:%
#! Answer! !!

!

Response! %!
1! Single! ! !

!

36! 33%!

2! Married! ! !
!

69! 64%!

3! Separated! !!
!

0! 0%!

4! Divorced! !!
!

2! 2%!

5! Widowed! !!
!

1! 1%!

! Total! ! 108! 100%!

 

Statistic! Value!
Min!Value! 1!

Max!Value! 5!

Mean! 1.73!

Variance! 0.42!

Standard!Deviation! 0.65!

Total!Responses! 108!
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34.%%Please%indicated%your%work%status:%
#! Answer! !!

!

Response! %!

1!
Fulletime!

employed!
! !
!

70! 65%!

2!
Partetime!

employed!
! !
!

16! 15%!

3! Unemployed! ! !
!

20! 19%!

4! Retired! ! !
!

2! 2%!

! Total! ! 108! 100%!

 

Statistic! Value!
Min!Value! 1!

Max!Value! 4!

Mean! 1.57!

Variance! 0.73!

Standard!Deviation! 0.86!

Total!Responses! 108!
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35.%%What%is%the%highest%level%of%education%you%have%

completed?%
#! Answer! !!

!

Response! %!

1!
Less!than!

High!School!
!!
!

0! 0%!

2!
High!

School/GED!
! !
!

16! 15%!

3! Some!College! ! !
!

23! 21%!

4!
2eyear!

College!
! !
!

12! 11%!

5!
4eyear!

College!
! !
!

45! 42%!

6!
Masters!

Degree!
! !
!

12! 11%!

7!
Doctoral!

Degree!
!!
!

0! 0%!

8!

Professional!

Degree!(JD,!

MD)!
!!
!

0! 0%!

! Total! ! 108! 100%!

 

Statistic! Value!
Min!Value! 2!

Max!Value! 6!

Mean! 4.13!

Variance! 1.67!

Standard!Deviation! 1.29!

Total!Responses! 108!
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36.%%Please%indicate%your%gender:%
#! Answer! !!

!

Response! %!
1! Male! ! !

!

35! 32%!

2! Female! ! !
!

73! 68%!

! Total! ! 108! 100%!

 

Statistic! Value!
Min!Value! 1!

Max!Value! 2!

Mean! 1.68!

Variance! 0.22!

Standard!Deviation! 0.47!

Total!Responses! 108!
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37.%%Please%state%your%zipcode:%
Text!Response!
92083!

60634!

31714!

87110!

85306!

95210!

30606!

54403!

27864!

94546!

16046!

46229!

49802!

94587!

27713!

46807!

02915!

54130!

92804!

72450!

72326!

84057!

23114!

80917!

08016!

46307!

44129!

92620!
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75219!

45036!

61560!

63146!

87123!

89081!

98251!

54601!

95360!

48442!

11967!

16830!

28472!

44102!

54115!

02536!

53207!

43147!

36352!

06066!

64119!

46996!

29669!

14845!

54425!

36330!

21108!

90813!

78541!
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48912!

68134!

92570!

19440!

92116!

14550!

74073!

49733!

29456!

85719!

97006!

97230!

06457!

30062!

90247!

59718!

84088!

08629!

94122!

12887!

48160!

48079!

44129!

72113!

13084!

48071!

02139!

98312!

98122!
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60586!

71655!

43231!

48823!

81526!

34293!

63665!

34288!

32327!

80017!

62301!

80231!

75078!

53534!

90250!

 

Statistic! Value!
Total!Responses! 108!

 

38.%%project%
Value! Total!
Qual713e0325Hikers! 108!
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39.%%uig%
Value! Total!
c41c70bce71b6e4340eb07ceae0db3484fcb! 1!

f62cb9ebe7818e4a91ea5eae

532842e313b9!
1!

ed11d000e80b1e4a2ceb575e

0df23795379c!
1!

44e2b120eacd6e4887e9e58e

a6145aede7c8!
1!

7be1a25ee38b7e46f1eb940e

9a11a6403d14!
1!

e8bbf780eedace4571eb3c8e

428805249602!
1!

ea5babc2ebeb3e41f9e91c4e1e42136f2447! 1!

92b48660efa03e4857eb5ffeb31835700505! 1!

81f0fc43eaa6ce4fe5eb734e761aef201820! 1!

358e3d19eceaee40f3e89f3ea20e1096d94b! 1!

c4120f74ee129e4536e9ee3ef4ce34908514! 1!

a7a346c0e165ae465be960de22feab114aa7! 1!

5c4539f0eb2bde4f48e8774e2218dd6bd25f! 1!

76d10993e611ae48bcea4d9e1a1415cc809f! 1!

c917e56de58fde4a4cea47beba7d86c909aa! 1!

9d8e1e9ce3b8de4962e99bfe8d97225bafcb! 1!

6c2846fbedd04e4e04e8857e4f5398915eff! 1!

b31008c1e4029e4ee1eb8b9e

58ee965a44d3!
1!

d9138c1be454ae4a8be87b2ea7ec272dfe50! 1!

aea63409e70d4e4c2ce816de1e9cf1fbe1e4! 1!

8f6d6229e5a56e451ae8e78e5010aef1f692! 1!

95fa774ae93a6e4bf0e8ccde411393d830c8! 1!
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21c12028e2771e486ae89a2e

13f18b4b5b89!
1!

0cc790ade5299e4f34e9a52ecb1ae0e0330c! 1!

e18bad9aeb1a1e4074e9532e

7de96702f328!
1!

d9651303ed2f2e4d9bebb25e

844445674370!
1!

fb6b94cbe4b17e4a69e866ae6b2fd551b197! 1!

f0b307e4ea4a3e44eee94a3e

6083b876d3c2!
1!

6851815ae451ce40d9ea938e22014fa7e7e5! 1!

3481e4efe6bf7e48ade92a9eb2ead89e71a6! 1!

fe189317e32f5e42b2e9380e2014da14586d! 1!

d81d08c6e7f7be4bbfea386e87f564725a18! 1!

43e57f76edb8ce4420ebf57e050a55754c20! 1!

8e355e8ce0433e4a34e83cde

30078c15d4c4!
1!

56d7fcebe6322e4114eb2d3e

d2b00b28c971!
1!

9cd93d96eadb2e4148e81b2e

ad35ae87b588!
1!

6e689ed4ef8a2e4e93e9031e

93483d66e1c3!
1!

5695b9fdef374e442fe9a13ea58545073a15! 1!

f45934ebe2b25e43a5e95a3e24f3da08d117! 1!

07076f86e9138e477aea661ede2cd1cd57c4! 1!

ee55487defaa3e49aee9498ebf0943a432d6! 1!

47e14dafe4e90e4a76e8df5eba5581e59724! 1!

024e0abae5c5ce441fe9499ee1718da5d3c9! 1!
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fa834c45e11e7e42deebe17e07b04cb4ff49! 1!

afb5e94bef74be426eeb50bee60517293e54! 1!

09f7d5d1e5959e4008e8c1aef06bbd33cce2! 1!

660564a6e7070e4249ea8bcef5e4042d5f88! 1!

d9c3b169e54d8e4a88ead45e

d8a73601b10c!
1!

30e6a917e61e4e4df2ebe07e

50867c07eee7!
1!

bc13047ae2181e4c1cea1b4ec1fb0499f37b! 1!

5c349fe9e0b57e40efe8a3be8874cbce82a4! 1!

ce04081fec290e4a8de8730eb7290cf96251! 1!

50445fcbe3da8e4865e99f6ea39644c4fc88! 1!

34bfed76ef004e4d52eb922e

d279dde6dd94!
1!

eba3e150ef390e477bebf40eef7dad264b32! 1!

9596b9a4e674de43cde8397e92f8c5f22bea! 1!

f7cd0075e74e4e46cceaec1e1b80ea0e1a6b! 1!

3ba17372e2c8ae4003eb8aaef5269a428b42! 1!

c5c9f695e6e07e473bea67eecd4d4e95fbde! 1!

fd3274ece7141e4cdbe9d62eaf4cf11f2d52! 1!

86fab470e062fe44edeb9eee24b8ab987975! 1!

f5b62acee144ee4fffeb718edb6088041dd4! 1!

d21f1081ea140e4903eb83ae

a60eaa901508!
1!

a41583afe7deee4b96e91b4ebbc30d04a0f3! 1!

1acd84c2e10c8e4616e86bbece54771344f4! 1!

e07a15dbeb57de4278ea257e

ae23eb4304dc!
1!

8098383fe4592e45b1ea396e2090f080661d! 1!
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98a0fd88eb884e4beceb79beafd66df37fd4! 1!

7cd08555e261de49aae954deaf10a91facc9! 1!

cfc03768eb83ce4f53ebc22e0ddd232bbbe3! 1!

d94fc480e4ef4e4a61e854be147e6f3e0a12! 1!

9ec4db2ee1258e48e3e8a6fe5f07166ee113! 1!

ccdfee71e1512e4c5ee820fe6789d0c57ef6! 1!

67138a14e0fc5e464be8277e932e7bfb1fcb! 1!

a512ed6be0f31e44bbea379e

8a07e0e70a27!
1!

f65beee8ed101e46f8eaf08e565630cba3f7! 1!

9c79d312e961de4b19ebaafe0a67cedab45a! 1!

f5e90a59ef15ee4b38e99b7ecee37ad35f33! 1!

db4a2a9ee56bee423eeb7d6e

7c079045d093!
1!

808f5750e967be4c87ea875e1fad3db31e24! 1!

514690daed1cee46ffea71fe93b071f927ea! 1!

db80354fe9b89e4e8aebfe1e525840d565ca! 1!

a0728b1fe06d7e420ceaacde5a600e68a7b4! 1!

1c622ad0e6b2be4e99eb40ae

537dd046dd8f!
1!

ae469b16eed83e4f8febb5ee569de0df3c38! 1!

e112c333e653be4e70e852de

a5bf803db59a!
1!

7df67a9ae1218e4d4ceb2d2e

780923d31a01!
1!

5461050aea4fae46b2e9e03e468d8ca4cbf0! 1!

52c6f534ebd5de4549ea5d8eaa2d7ccd61d3! 1!

d02644cde273be4346e9fb6ede36c90f312c! 1!

3cfcfa30e5ee6e41e8e8439e8d101ec99bb3! 1!
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00b18250e2e98e48fae833febb92e7af2de0! 1!

de3d1594eaa8fe438feb1e5ed46b53ebf624! 1!

e4296e81e5369e4ebee9a95e768ffcf14c69! 1!

2c9cbb59e6acfe4a0eebbfbefae15b955efc! 1!

a7a88b40e7cf2e48d0ea2eaec5d52ba9a96f! 1!

18725d4cec77fe4aede91c2ec026024190f7! 1!

923f40adeae6fe4b6eeb75be421316c0419c! 1!

bf1b8901e6a39e4558e9b86e

06b4c510409c!
1!

dfb24188e62cbe4f85eadf1ec64aa08c4c31! 1!

11f95cf0e3b07e400eeb56de844ba41e91dc! 1!

[Not!Tallied]! 7!

 

40.%%gc%
Value! Total!
1! 108!

 

41.%%term%
Value! Total!
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42.%%Q_TotalDuration%
Value! Total!
384! 1!

395! 1!

411! 2!

506! 1!

620! 1!

380! 2!

353! 1!

318! 1!

569! 1!

718! 1!

452! 2!

351! 1!

678! 1!

560! 1!

586! 1!

831! 1!

867! 1!

391! 2!

578! 1!

425! 2!

339! 1!

1049! 1!

428! 1!

291! 1!

417! 1!

1705! 1!

319! 1!

424! 1!
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768! 1!

496! 1!

332! 1!

655! 1!

414! 1!

754! 1!

729! 1!

1014! 1!

394! 1!

521! 1!

591! 1!

635! 1!

520! 2!

485! 1!

789! 1!

710! 1!

254! 1!

403! 1!

1071! 1!

457! 1!

430! 1!

1247! 1!

953! 1!

673! 1!

861! 1!

574! 1!

356! 1!

806! 1!

724! 2!
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474! 1!

268! 1!

317! 1!

697! 1!

434! 1!

333! 1!

905! 1!

735! 1!

344! 1!

604! 1!

362! 1!

487! 1!

1111! 1!

796! 1!

456! 1!

1358! 1!

1855! 1!

627! 1!

397! 1!

1648! 1!

1110! 1!

423! 1!

3358! 1!

349! 1!

314! 1!

295! 1!

1095! 1!

392! 1!

732! 1!
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2310! 1!

997! 1!

374! 1!

2583! 1!

760! 1!

215! 1!

740! 1!

1052! 1!

662! 1!

426! 1!

671! 1!

207! 1!

672! 1!

476! 1!

479! 1!
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B-1 Qualitative research outline 
 

Research question 

When you are purchasing outdoor equipment and clothing, what factors most 

influence your purchase decision?  

Sample subject 

We will collect samples from both extreme outdoor persons (Hiking at least 10+ 

times a year) and slightly less extreme outdoor persons (Hiking 1-9 times a year). 

(Think about consumer behavior – model of purchase decision five steps) 

 

During the interview we would like to cover the following areas: 

Introduction (and warm up) 

- Introduce myself and my role 
- Tell respondent about his/her role 
- Identify recordings 
- Have respondent introduce him/her self: name, age, what you do, 

household/family composition, interests and hobbies 
- Briefly define the purpose of the interview (to discuss outdoor equipment) 

Activity 

e To begin with, what kind of activities do you enjoy in your spare time? 
Anything else? 

e What’s your earliest memory of hiking? How important would you say hiking 
is for you?  

e For you, what words or images best reflect the pleasure of going on a hike?  
e When you go hiking, where do you tend to go? Probe: Only in this country? 

What kind of environment? (Mountains, trails, off-road, parks, etc.) 
e How often do you go hiking? Is it something you prioritize in your everyday 

life?  
e When you go hiking, how often do you stay overnight? 
e How long are the trips that you usually go on? 
e When you go hiking do you rather go by yourself or with family/friends? 

Why so? 

Products 

e What kind of products do you use when you go hiking? Probe: Clothes and 
equipment 



 Bachelor of International Marketing 05.15.2015 

 

Side 165 

e Could you name some of the core products that in your opinion are the most 
important when you go hiking?  

e What do you look for in the products you buy? (If elaboration is necessary, 
what do you think about: 

- Quality 

- Design/style 

- Price  

- User friendliness 

- Brand 

- Functionality  

- Others?  

e Is there any type of product that you would like to have that you don’t find in 
the stores today? 

Purchase decisions 

Now we want to be a bit more specific about how and why you buy the things you 

buy for outdoors activities.  

e In selecting or making decisions about outdoor equipment and clothes, what 
do you consider? Anything else?  

e Where do you look for information about outdoor equipment and clothes?  
Friends, family, club, in the store, online? 

e Do you shop online or do you prefer a store when you buy outdoor equipment 
and clothes? Why?  

e Where do you shop for outdoor equipment and clothes?  
e How do you decide when it is time to buy new equipment? Probe: When it’s 

worn out, when you see something new, when you are planning a new trip, 
etc. 

e If you do plan your purchases, how do you plan it? What does your planning 
process look like? 

e What brands do you consider before you make a decision? Why do you 
consider those brands?  

e Do you consider yourself a loyal customer to any brand? If yes, which? What 
would make you switch brand/products? Probe. 

Communication 

Now I would like to know a little bit about how you find information. 

e In which marketing channels do you find information about outdoor 
equipment and clothes? Or where to go hiking? 
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e Television  
e Internet 
e Social media 
e Magazines  
e Papers 
e Radio 
e Others? 

e Are you using any social media platforms at this time? Which ones do you use 
and which ones do you use the most? Why? Probes: IG, FB, Twitter, Tumblr, 
Pintrest, Blogs, YouTube, etc.  

e Where do you follow your favorite brands?  

CSR 

Now I would like to ask you about your thoughts about the environment and green 

products.  

e Do you purchase environmental friendly or green products? Can you give me 
some examples? 

e Would you prefer an environmental friendly product rather than an ordinary 
product when you have the ability to choose? Probe: What other things might 
you consider? Price? Design? 

e How much more would you pay for an environmental friendly product if it 
goes to a good cause? (Save the arctic fox, etc.) 

Fjällräven  

e Have you heard of the brand Fjällräven?  
e If yes, how do you perceive the brand? 
e If no, what do think it is? What does the name makes you think of? 
e Are you buying their products? Why and why not?  
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B-2 Discussion Guide Focus Group 
 

1) Introduction and warm up 

e Introduce us and our roles 

e Tell participants about focus group and their roles 

e Identify sound recording 

e Have participants introduce themselves: name; what they do, interests and 

hobbies (see activity part) 

e  Briefly define the purpose of the session 

 

Guidelines to participants:  

e No right or wrong answers, only differing points of view  

e You don't need to agree with others, but you must listen respectfully as others 

share their views  

e We ask that your turn off your phone 

e Only one person speaks at a time. Please signalize with a hand gesture if you 

want to add more to your point of view during the focus group. 

e We appreciate all comments! !  

 

2) Activity 

e To begin with, what kind of activities do you enjoy in your spare time? 

Anything else? 

e When you go hiking, where do you tend to go? Probe: Only in this country? 

What kind of environment? (Mountains, trails, off-road, parks, different 

countries? etc.) 

e How often do you go hiking? Is it something you prioritize in your everyday 

life?  

e When you go hiking, how often do you stay overnight? 

e How long are the trips that you usually go on? 

e When you go hiking do you sometimes go by yourself or do you always go 

together with this group? 
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e Do you sometimes go all by yourself or do you prefer to go together with 

others? 

e Are you part of other hiking groups?  

 

3) Products 

e What kind of products do you use when you go hiking? Probe: Clothes and 

equipment 

e Could you name some of the core products that in your opinion are the most 

important when you go hiking?  

e What do you look for in the products you buy? If elaboration is necessary, 

what do you think about: 

- Quality 

- Design/style 

- Price  

- User friendliness 

- Brand 

- Functionality  

- Others?  

e Is there any type of product that you would like to have that you don’t find in 

the stores today? 

e How do you fell when you wear such clothing? Probe.  

e Do you use outdoor garments in other occasions than when you go hiking? 

Probe. (In the city, at home, etc). 

e When you buy this type of clothing, do you think about using them both for 

hiking and everyday wear? 

 

4) Purchase decisions 

e Where do you look for information about outdoor equipment and clothes?  

Friends, family, club, in the store, online? 
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e Do you shop online or do you prefer a store when you buy outdoor equipment 

and clothes? Why?  

"What brands do you consider before you make a decision? Why do you 

consider those brands?  

"Do you consider yourself a loyal customer to any brand? If yes, which? 

What would make you switch brand/products? Probe. 

e Where do you shop for outdoor equipment and clothes? (Retailers, brand 

specifics) 

e How do you decide when it is time to buy new equipment? Probe: When it’s 

worn out, when you see something new, when you are planning a new trip, 

etc. Do you plan your purchases? 

 

5) Communication 

e How do you find information about outdoor equipment and clothes? Or where 

to go hiking?  

Probe: 

e Television  

e Internet 

e Social media 

e Magazines  

e Papers 

e Radio 

e Others? 

 

e Are you using any social media platforms at this time? Which ones do you use 

and which ones do you use the most? Why? Probes: IG, FB, Twitter, Tumblr, 

Pintrest, Blogs, YouTube, etc.  

"Do you follow your favorite brands? 

 

6) CSR  
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e  Do you purchase environmental friendly/green products? Can you give some 

examples? 

e Would you prefer an environmental friendly product rather than an ordinary 

product when you have the ability to choose? Probe: What other things might 

you consider? Price? Design? 

e How much more would you pay for an environmental friendly product if it 

goes to a good cause? (Save the arctic fox, etc.) 

 

 

7) Fjallraven 

e Have you heard of the brand Fjällräven?  

e If yes, how do you perceive the brand? Probe (High end, fashionable?) 

e If no, what do think it is? What does the name makes you think of? 

e Do you know what the logo looks like? Describe. 

e Do you know what “Fjällräven” means in English? 

e Do you own any Fjällräven products? 

e If yes, what do you think of them? 

e If not, would you consider buying any?  

" Here we will also ask the participants to fill in a position map where they place 

Fjällräven and the considered competitors according to their perception. This exercise 

will take about 5 minutes. 
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B-3 Online Survey Questionnaire  
 

Q29 Hi! Thank you for participating in our survey about outdoor activities and the 

brands you use. We are a group of Norwegian students that study international 

marketing at Pace University. We are currently working on our bachelor thesis 

project and would really appreciate your help. The survey will approximately take 5-

10  minutes to complete. All responses will be held in strict confidence and complete 

anonymity is assured.  

 

Q33 Please indicate your age: 

# Under 18 (1) 
# 18 - 24 (2) 
# 25 - 34 (3) 
# 35 - 44 (4) 
# 45 - 54 (5) 
# 55 - 64 (6) 
# 65 or older (7) 
If!Under!18!Is!Selected,!Then!Skip!To!End!of!BlockIf!18!e!24!Is!Selected,!Then!Skip!To!End!of!
BlockIf!55!e!64!Is!Selected,!Then!Skip!To!End!of!BlockIf!65!or!older!Is!Selected,!Then!Skip!To!
End!of!Block!
 

Q1 What kind of activities do you enjoy in your spare time? Please check all that 

apply: 

$ Hiking (1) 
$ Running (2) 
$ Camping (3) 
$ Rock climbing (4) 
$ Cycling (5) 
$ Fishing (6) 
$ Canoeing (7) 
$ Other (8) ____________________ 
If!Hiking!Is!Not!Selected,!Then!Skip!To!End!of!Block!
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Q2 What words best describe hiking for you? 

 

Q3 When you go hiking where do you tend to go? Please check all that apply: 

$ Hiking trails (1) 
$ Off-trail - I make my own trails (2) 
$ Parks (3) 
$ Close to home (4) 
 

Q4 How often do you go hiking? Please check one: 

# Never (1) 
# Less than 10 Times a Year (2) 
# About once a Month (3) 
# 2-3 Times a Month (4) 
# Once a Week (5) 
# 2-3 Times a Week (6) 
# Daily (7) 
 

Q5 How long are the trips you usually go on? 

# Daytrips (1) 
# One night (2) 
# Two nights (3) 
# Three to six nights (4) 
# A week or longer (5) 
 

Q6 When you go hiking do you usually go by yourself or with others? 

# By myself (1) 
# With one person (2) 
# With a group of friends/family (3) 
# With a organized group/club (4) 
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Q6 What kind of products do you use when you go hiking? Please check all that 

apply: 

$ Daypack (1) 
$ Sleeping bag (2) 
$ Tent (3) 
$ Jacket (4) 
$ Base layer (5) 
$ Insulation (6) 
$ Hiking boots (7) 
$ Hiking pants (8) 
$ Fleece (9) 
$ Hiking socks (10) 
$ Other (11) ____________________ 
 

Q7 What is most important to you in the products you buy? Please rank these 

attributes where one is the most important and eight is the least important. 

______ Quality (1) 

______ Design/Style (2) 

______ Price (3) 

______ User friendliness (4) 

______ Brand (5) 

______ Functionality (6) 

______ Colors (7) 

______ Good return policy/customer service (8) 

 

Q28 When you buy clothes for hiking, how important is style/looking good compared 

to the functionality of the clothes?  Mark the box closest to how you feel when you 

consider the tradeoff between style/looking good versus functionality. 

! 1!(1)! 2!(2)! 3!(3)! 4!(4)! 5!(5)! 6!(6)! 7!(7)!

Style/looking!

good:Functionallity!

(1)!
# ! # ! # ! # ! # ! # ! # !
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Q13 How do you decide when it is time to buy new equipment and clothes for your 

outdoor activities? Please check all that apply. 

$ When it's worn out (1) 
$ When you see something new (2) 
$ When you are planning a new trip (3) 
$ Improved products (I.e; new colors, functions, attributes) (4) 
$ When there is a sale (5) 
$ When I am sick of the old products (6) 
$ When someone talks about a new purchase (recommendation) (7) 
 

Q8 Please rank how important these sources are to you when finding information 

about outdoor equipment and clothes. One is the most important and nine is the least 

important. 

______ Ask someone you know (1) 

______ Family (2) 

______ Clubs (3) 

______ Browsing In stores (4) 

______ Online (5) 

______ Social Media (6) 

______ Magazines (7) 

______ Television (8) 

______ Sales person (9) 

 

Q9 When shopping for clothes and equipment for outdoor activities where do you 

prefer to make a purchase? 

# Online (1) 
# In-store (2) 
# Both equally (3) 
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Q21 Where do you buy your clothes and equipment for outdoor activities?  Please 

check all that apply: 

$ Online (1) 
$ In a store that carries primarly its own brand (i.e. Pategonia store, The North Face 

store) (2) 
$ In a store that carries many brands (i.e. EMS, REI) (3) 
 

Q23 In which physical retail store do you shop for clothes and equipment for your 

outdoor activities? Please check all that apply: 

$ None (1) 
$ Eastern Mountain Sports (EMS) (2) 
$ REI (3) 
$ Paragon (4) 
$ Campmor (5) 
$ Tents and Trails (6) 
$ LL Bean (7) 
$ Cabela's (8) 
$ Dick's Sporting Goods (9) 
$ The Sport's Authority (10) 
$ Patagonia (11) 
$ The North Face (12) 
$ Fjällräven (13) 
$ Other (14) ____________________ 
 

Q24 In which online store do you shop? Please check all that apply: 

$ None (1) 
$ EMS.com (2) 
$ REI.com (3) 
$ Campmor.com (4) 
$ Mountaingear.com (5) 
$ Sierratradingpost.com (6) 
$ Zappos.com (7) 
$ LLbean.com (8) 
$ thenorthface.com (9) 
$ patagonia.com (10) 
$ fjallraven.com (11) 
$ Other (12) ____________________ 
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Q12 If two products were the same how much more would you pay for an 

environmentally friendly product than an ordinary product? 

# 10% ($10 more for a $100 product) (1) 
# 20% ($20 more for a $100 product) (2) 
# 30% ($30 more for a $100 product) (3) 
# 40% ($40 more for a $100 product) (4) 
# 50% ($50 more for a $100 product) (5) 
# I would not pay more for an environmentally friendly product (6) 
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Q10 In the next section we want your opinion on different brands that you purchase 

or might consider purchasing. Please check all the boxes that may apply. (If you do 

not recognize a brand, or would not consider it, then you can skip it.) 

! Brand!purchased!
most!recently!(1)!

Brands!you!would!
consider!(2)!

Brand!purchased!
most!frequently!(3)!

Patagonia!(1)! $ ! $ ! $ !

The!North!Face!(2)! $ ! $ ! $ !

Fjällräven!(3)! $ ! $ ! $ !

Arcteryx!(4)! $ ! $ ! $ !

REI!(5)! $ ! $ ! $ !

EMS!(6)! $ ! $ ! $ !

Athleta!(7)! $ ! $ ! $ !

Black!Diamond!(8)! $ ! $ ! $ !

Mountain!

Hardware!(9)! $ ! $ ! $ !

Sierra!(10)! $ ! $ ! $ !

Outdoor!Research!

(11)! $ ! $ ! $ !

Marmot!(12)! $ ! $ ! $ !

MSR!(13)! $ ! $ ! $ !

L.L!Bean!(14)! $ ! $ ! $ !

Mammut!(15)! $ ! $ ! $ !

Smartwool!(16)! $ ! $ ! $ !

Icebreaker!(17)! $ ! $ ! $ !
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Q37 In the next section we want your opinion on how you feel about different brands. 

Please check all the boxes that may apply.(Please check all the boxes that may apply. 

(If you do not recognize a brand, you can skip it.) 

! Favorite!brand!(1)! I!feel!a!loyalty!to!
this!brand!(2)!

Indifferent!(3)!

Patagonia!(1)! $ ! $ ! $ !

The!North!Face!(2)! $ ! $ ! $ !

Arcetryx!(3)! $ ! $ ! $ !

Fjällräven!(4)! $ ! $ ! $ !

REI!(5)! $ ! $ ! $ !

EMS!(6)! $ ! $ ! $ !

Athleta!(7)! $ ! $ ! $ !

Black!Diamond!(8)! $ ! $ ! $ !

Mountain!

Hardware!(9)! $ ! $ ! $ !

Sierra!(10)! $ ! $ ! $ !

Outdoor!Research!

(11)! $ ! $ ! $ !

Marmot!(12)! $ ! $ ! $ !

MSR!(13)! $ ! $ ! $ !

L.L!Bean!(14)! $ ! $ ! $ !

Mammut!(15)! $ ! $ ! $ !

Smartwool!(16)! $ ! $ ! $ !

Icebreaker!(17)! $ ! $ ! $ !
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Q14 What would make you switch from the brands you are loyal to for outdoor 

clothes and equipment? Please check all that apply: 

$ If another brand has better functionality (1) 
$ If another brand has higher quality (2) 
$ If another brand has an environmentally friendly option (3) 
$ If another brand has a more appealing design (4) 
$ If another brand is less expensive (5) 
$ if another brand has been recommended by someone else (6) 
$ Better return policy & customer service (7) 
 

Q11 Which Social Media platforms do you use at this time? Please check all that 

apply. 

$ None (1) 
$ Facebook (2) 
$ Instragram (3) 
$ Twitter (4) 
$ Pintrest (5) 
$ Snapchat (6) 
$ Blogs (7) 
$ Tumblr (8) 
$ Youtube (9) 
$ Vine (10) 
$ LinkedIn (11) 
$ Other (12) ____________________ 
 

Q25 Do you follow any of your favorite brands of outdoor clothes and equipment on 

Social Media? 

# Yes (1) 
# No (2) 
If!No!Is!Selected,!Then!Skip!To!End!of!Block!
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Q41 Where do you follow your favorite brands?  Please check all that apply: 

$ None (1) 
$ Facebook (2) 
$ Instragram (3) 
$ Twitter (4) 
$ Pintrest (5) 
$ Snapchat (6) 
$ Blogs (7) 
$ Tumblr (8) 
$ Youtube (9) 
$ Vine (10) 
$ LinkedIn (11) 
$ Other (12) ____________________ 
 

Q20 When you purchase clothes and equipment for outdoor activities, do you 

consider the country of origin of those items? 

# Yes (1) 
# No (2) 
 

Q18 When you think about Scandinavian products what thoughts or words come to 

mind? 

 

Q19 When you think about Swedish products what thoughts or words come to mind? 

 

Q16 Have you heard of the brand Fjällräven? This is their logo:        

# Yes (1) 
# No (2) 
If!No!Is!Selected,!Then!Skip!To!The!arctic!fox!is!unfortunately!under...!
 

Q17 If yes, what words do you think best describes Fjällräven? 

 

Q27 When you think of Fjällräven do you think more 

# Fashion (1) 
# Function (2) 
# Don't know (3) 
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Q22 Have you purchased some of Fjällräven's products? 

# Yes (1) 
# No (2) 
If!No!Is!Selected,!Then!Skip!To!The!arctic!fox!is!unfortunately!under...!
 

Q38 If yes, what did you buy? Please check all that apply: 

$ Daypack (1) 
$ Sleeping bag (2) 
$ Tent (3) 
$ Jacket (4) 
$ Base layer (5) 
$ Insolation (6) 
$ Hiking boots (7) 
$ Hiking pants (8) 
$ Fleece (9) 
$ Hiking socks (10) 
$ Other (11) ____________________ 
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Q26 The arctic fox is unfortunately under severe threat of extinction in Scandinavia 

and Finland. Fjällräven has been working with a number of different arctic fox 

projects. They help spread information, supply equipment and donate money to 

research and food supplementation Would the brand be more appealing to you if you 

knew that Fjällräven means the arctic fox and that the company works to save the 

arctic fox? 

! 1!(1)! 2!(2)! 3!(3)! 4!(4)! 5!(5)! 6!(6)!

Not!very!

appealing:Very!

appealing!(1)!
# ! # ! # ! # ! # ! # !

Less!likely!to!

buy!

brand:More!

likely!to!buy!

brand!(2)!

# ! # ! # ! # ! # ! # !

Less!favorable!

view!of!the!

company:More!

favorable!view!

of!the!

company!(3)!

# ! # ! # ! # ! # ! # !

 

 

Q30 Please indicate your marital status: 

# Single (1) 
# Married (2) 
# Separated (3) 
# Divorced (4) 
# Widowed (5) 
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Q31 Please indicated your work status: 

# Full-time employed (1) 
# Part-time employed (2) 
# Unemployed (3) 
# Retired (4) 
 

Q32 What is the highest level of education you have completed? 

# Less than High School (1) 
# High School/GED (2) 
# Some College (3) 
# 2-year College (4) 
# 4-year College (5) 
# Masters Degree (6) 
# Doctoral Degree (7) 
# Professional Degree (JD, MD) (8) 
 

Q34 Please indicate your gender: 

# Male (1) 
# Female (2) 
 

Q35 Please state your zipcode: 
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B-4 The Nine most popular hiking spots in the U.S.  
  

The Pacific Cost 

Trail 

 

On this hike you will go through three states, seven national 

parks, 24 national forests and past more than 1,000 lakes. 

You will descend into 19 major canyons and make your way 

over 60 major mountain passes on this route form Mexico to 

Canada (source:pcta.org).  

 

Appalachian Trail 

 

This trail stretches from Georgia to Maine, and passes 

through 12 other states along its 2,178 miles, making it the 

longest marked trail in the U.S.  

 

Grand Canyon 

National Park 

 

This beautiful park is extremely popular in the U.S. and 

more than 5 million people pass through the gates each year 

to experience the gorgeous scenery only the Grand Canyon 

can provide.  

 

Yosemite National 

Park 

 

America has many gorgeous parks, but California’s 

Yosemite takes the leading position as the most spectacular. 

The park is roughly the same size as the state of Rhode 

Island and has 800 miles of hiking trails. 

Glacier National 

Park 

 

Montana’s Glacier National Park and its trails are known for 

impressive mountain peaks, isolated alpine lakes and no 

shortage of wildlife. The park has 730 miles with marked 

trails within its boundaries.  

 

John Muir Trail 

 

This trail has 211 miles with high elevation. Hikers are 

treated to hundreds of mountain lakes, canyons, granite cliffs 

and peaks as high as 14,000 feet.  

 

Zion National Pak  This beautiful park in Utah gives the hiker a taste of the most 
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 beautiful cliffs and canyons the desert has to offer. Some 

parts are so narrow that you need to remove your backpack 

and pass it through by hand as you creep through sideways. 

This is a park for a true outdoor enthusiast!  

 

 

Arches National Park 

 

This beautiful park, also located in Utah, gives hiking and 

biking fans a great experience. It offers precarious sandstone 

arches, steep and rocky trails that make it a moderate to 

difficult to hike. 

 

Denali National Park 

 

Located in Alaska, Denali national park is not like most 

national parks. Hikers are typically cruising along on well-

marked, cut trails.  

 

 
 

 


