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Company/Brand Comparison:  Patagonia vs REI 

1. What kinds of informaHon is the company sending out to its customers? 
Where do these links go?  

Patagonia tweets about conserva1on, ac1vism, new or improved products, and of 
course, stunning photos with pithy cap1ons of people doing the sports for which 
they sell clothing. 

The tweets typically link back to the company’s website.  They include ar1cles, 
podcasts, etc. Patagonia’s tweets also link to other media ar1cles about Patagonia 
products. 

Recrea1onal Equipment, Inc tweets on all things outdoors.  More specifically, they 
post about anything related to the sports for which they sell equipment and 
clothing.   



For example, the following tweet 1tled “5 Nail Trends Every Climber Should Try,” 
and which links to the company’s website, is about rock climbers pain1ng their 
nails. 

2.  How is the company branding itself?  

Patagonia brands itself as original thinking, product design and durability, 
environmental conserva1on, and ac1vism, all with a dash of eastern philosophy.   

The following is from their home page photo carousel. 

REI brands itself as the every-person’s outdoor store — from rugged individualist 
to family-friendly car campers — and everyone in between.   



3. What is an 
example of a happy customer? (posiHve senHment) 

Patagonia 

REI

4.  What is an example of an unhappy customer? (negaHve senHment)  



Patagonia 

REI

5.  Does the company keep a consistent tone on TwiTer?  What is their 
personality like?  

Patagonia 
Yes, Patagonia keeps a consistent tone on TwiOer, which I would describe as 
charisma1c yet mercurial. Some words and phrases to describe their personality 
include:  serious with a dash of fun, commiOed, hard core with a dash of 
smoldering rage, candid, push the envelope, durability, beauty, design, down-to-
earth yet smug, never sa1sfied, and philosophical. 

Here is one recent example: 



REI 
Yes, REI maintains a consistent tone on TwiOer. Some of the words or phrases I’d 
use to describe their personality include:  playful, light-hearted, friendly, 
approachable, accessible, and inclusive, the every-person’s outdoor store.   

Here is one recent example:

6.  Can you describe each brand’s audience and how they differ? What are the 
demographics, purchasing behaviors, quesHons, customer trends and themes?  

Patagonia 
The key differen1ator is that Patagonia’s audience is more serious and hard-core 
while REI’s is more light-hearted and family-friendly.   

Describe a customer persona.  
Patagonia’s core customer persona is one who loves self-propelled sports and 
holds a deep reverence for nature. He or she enjoys frequen1ng the backcountry, 
alone or with a small group, while minimizing his or her impact on the natural 
world.   

REI’s core customer persona is more of an everyday person or family that enjoys 
geUng outside once or twice a year to do more tradi1onal ac1vi1es like resort 
skiing or car camping.   

!
Describe an advocate or influencer.  
A Patagonia advocate could include anyone from Wall St banker with a closet full 
of Patagonia garments and takes expensive trips to the far reaches to a dirtbag 
who lives in a van and spends most of his or her 1me in the backcountry.   



A Patagonia influencer would include the company’s brand ambassadors who are 
full-1me professional athletes paid to wear the company’s clothing while doing 
extreme sports in exo1c locales that office workers can only dream of visi1ng one 
day.   
 
An REI advocate is someone who is passionate about staying ac1ve and enjoys 
being outdoors. They are the folks you see on the weekends on your local trails 
with boots, sun-protec1on shirts and hiking poles who also like to go camping and 
sleep in a tent. For them, buying clothing and equipment is an important part of 
the overall experience and outdoor lifestyle.   

7.  What are the industry’s socio-cultural trends (values) and engagement 
approaches?  

The outdoor clothing and equipment market seems to market itself as a lifestyle 
to one of two kinds of people:  a) casual outdoors person who values fun and 
comfort over adventure and hardship and b) the ac1ve enthusiast who is willing to 
sacrifice comfort for adventure and aspires to be like the social influencers in the 
photos.   



REI tends to cater to the former while Patagonia caters more to the laOer.  
Regardless of dis1nc1on, it is safe to say that the majority of Patagonia’s clothing 
is sold to the casual outdoors persons, the office workers who may or may not 
travel more than fi[y feet from their car or ever spend a night in a tent.   

Perhaps the industry’s most common medium for engaging poten1al customers is 
through tantalizing photographs of athletes performing extreme feats in remote 
and beau1ful locales. These photographs tap deeply into the human psyche 
conjuring images of heroic adventure, survival and conquering previously 
unknown lands. 

8.  What are the brands doing to aTract customers who spend more than the 
average customer and have a high customer lifeHme value?  This means they 
remain a customer for what the company has defined as opHmal (5 years, 
several months, etc.)  

Patagonia and REI have built their brands around what could be generally labeled 
the “outdoor lifestyle”, which promises to deliver a sense of adventure and re-
connec1on to nature.   

For decades, people around the world have been leaving the countryside for the 
excitement and money of major metropolitan areas. In the process, we became 
removed from nature.   

Eventually, people moved en-masse to the suburbs to be closer to nature. But 
then the suburbs came to resemble sprawling ci1es. And so it is that the typical 
American is living a rather pedestrian life removed from primal nature. 

Enter outdoor clothing and equipment companies like Patagonia and REI, which 
promise to bring us back to nature without having to give up the best of the 
suburbs. Now you can stroll to your local Starbucks for your morning laOe safely 
ensconced in a $350.00 Patagonia puffy.   

We get to feel like an adventurer whether we wear the clothes during weekend 
backcountry excursions or just to keep us warm while walking the dog. Patagonia 



caters to those who are more brand conscious and can afford it, and REI caters to 
those who are more value conscious and may not be able to afford Patagonia.   

Regardless, outdoor clothing and equipment generally is very expensive. One trip 
to Costco’s shelves of outdoor clothing aOest to this. The customers with a high 
life1me value are those who have high paying jobs and appreciate the thoughaul 
design, fit, environmental ethic and brand status of companies like Patagonia.   

As my brother once commented, “Saving the world ain’t cheap.” 

In addi1on, both companies have done a terrific job building life1me customer 
loyalty. REI, for example, is a co-opera1ve, so every member is an owner of the 
overall organiza1on and receives yearly dividends on purchases. They have always 
had a “return anything, any1me” policy, however they have cut back on that in 
recent years due to customer abuse. REI employees are generally very friendly 
and helpful as they are outdoor enthusiasts just like their customers.   

Patagonia engenders life1me loyalty through a world-class return policy, free 
repairs on most items, hand-selected employees who are very easy going, 
gorgeous stores deliberately located in old brick buildings, environmental 
ac1vism, and beau1fully designed and environmentally friendly products that fit 
well and work well.   

9.  What topics are customers talking about? Build search streams for interesHng 
hashtags.  

Patagonia does not use hashtags in their tweets, which makes it harder to iden1fy 
what topics customers are talking about. I mostly found individual’s hashtags, 
however, I did find the following:  #environmental, #recycle, #protectwinters, 
#leadbyexample 

REI uses hashtags sparingly, but I found a few, including #ClimateChange, 
#OptOutside and #UnitedOutside. As you would expect, the conversa1ons on 
#ClimateChange highlights the ways in which we are pollu1ng our environment, 
but they also talk about possibility and keeping hope that we can s1ll save our 



planet. #OptOutside tends to be about being outside and the places people like to 
go in nature.   

For customers, I couldn’t find a single hashtag in over twenty conversa1ons. 

10. What types of conversaHon are customers having with the company and 
each other? 

It looks like Patagonia customers are asking about things like product purchases, 
repairs and problems with the online store. Their customers also tweet about 
being happy with a posi1ve customer service experience, to inquire about job 
opportuni1es and internships, and to make product recommenda1ons. 

REI’s conversa1ons with customers seem to revolve around customer service and 
addressing inquiries about products, resolving issues, and thanking customers for 
their feedback. 

!
11. Are there any emerging issues or insight that the company is discovering 
from their customers? (broken products, late delivery, thea, compeHHve offers, 
rude staff) 

Patagonia seems to use TwiOer mostly for customer service for things like broken 
products, fielding requests for larger sizes and solving customer problems with 
empathy.   

For REI, most of the communica1on through TwiOer is providing ongoing 
customer service and engaging customers by encouraging them on their 



adventures and thanking them for their posi1ve feedback and loyalty. !

12. How many Hmes a day is the company posHng? Are they answering their 
customers. Give some examples. Do you think they are using a content calendar 
and why?  

Patagonia has tweeted nearly 20,000 1mes over the past twelve years yielding an 
average of four and a half tweets per day during that period. However, since the 
beginning of January 2020, they have only tweeted eleven 1mes in twenty four 
days or an average of one post every two days. So apparently they have slowed 
the number of tweets from their early days of twee1ng.   

Yes, Patagonia answers its customers on TwiOer either broadcasted or via personal 
message (DM).   

Patagonia is a large, sophis1cated company run largely by Ivy League graduates, so 
it is safe to assume that the company posts from a content calendar. How else 
would they stay organized and on top of this important task if not by project-
managing it? 



REI has tweeted over 100,000 tweets since joining TwiOer in 2008, or an average 
of twenty-four per day. However, they have only posted nineteen in the past week 
or an average of less than three per day, so they have drama1cally slowed the 
number of daily tweets.   

Yes, REI ac1vely replies to its customers’ posts with encouragement or 
apprecia1on for posi1ve feedback.   

REI is also a large organiza1on, so they are undoubtedly using a content calendar 
to keep track of all the things they want to share with customers and poten1al 
customers on TwiOer.  For example, they post on MLK day, which could easily have 
been forgoOen if the date hadn’t been added to a content calendar. 



13. What would you say is their social strategy to increase sales? 

For Patagonia, TwiOer is yet another medium for sharing messages that 
communicate to would-be customers what the company is about and what its 
values are.   

Patagonia’s founder, Yvon Chouinard, has cra[ed a specific ethos, which is shared 
by and appeals to its core customers who also like being ac1ve in the backcountry 
and very much desire to preserve our planet for future genera1ons.   

For REI, TwiOer is also another medium for engaging customers by offering ideas 
for trips, 1ps for doing things related to gear and equipment, and by crea1ng an 
open line of communica1on with customers. Of course, the co-op also uses 
TwiOer to communicate what the company is about and what its values are.  



