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The recent emergence of sustainability in fashion industry has drawn great attention from both 
academicians and industrialists. Fashion industry has sizeable impact on global environment due 
to its long supply chain.  The demand to minimize the pollution of environment is not only from 
fashion companies but also from consumers (Shen et al. 2012). Many fashion brands have 
developed the sustainable fashion products and adopted recycling practices. Outdoor wear 
companies such as Patagonia have been playing a very active role in incorporating sustainable 
initiatives in their production, distribution, retailing and management process. Consumers are 
increasingly aware that their purchase behavior affects the environment and willing to purchase 
sustainable fashion products even though they are more expensive than the conventional one 
(Carrigan and de Pelsmacker, 2009; Shen et al. 2012).  Wearing sustainable fashion is beneficial 
to reduce the risk of environmental pollution and enhance the social responsibility in every stage 
of supply chain (Curwen et al. 2012; Niinimaki and Hassi 2011). However, it is still not clear 
that what sustainable product attributes are the most important in consumers’ purchase decision. 

Research suggest consumers often made trade-offs in their product choice. Holding other factors 
constant, consumers may indicate strong intention to purchase a green product. However, in 
reality, product attributes are often related to other. An increased performance on one attribute 
may be negatively associated with the performance on another attribute, e.g. price vs. quality. In 
the context of green products, the price of a green product may be higher than another one not 
claimed to be green.  

Therefore, using conjoint analysis, the purpose of this study is to investigate the importance of 
and trade off made among product attributes in consumers’ purchase of sustainable outdoor 
clothing products, particularly outdoor down jackets by Patagonia.  There are three reasons to 
choose this product as the focus of this study: 1) consumers buying outdoor wear products may 
be more interested in environmental issue (Masanell et al. 2009); 2) there is a growing confustion 
regarding the sustainable contribution of traceable down to the environment; and 3) Patagonia is 
known for its sustainable business practices and enjoys its great reputation for selling sustainable 
fashion products (Casadesus-Masanell et al. 2009).   

In the experiment design, the following four salient product attributes were identified for analysis 
in consumers’ purchase decision process of outdoor down jackets: price, type of fabric, type of 
down, and sustainable certificate label.  The attributes were assigned with different levels of 
values: Price ($199, $299, $399), type of fabric (recycled, non-recycled), type of down (traceable 
and non-traceable), and sustainable certificate (Fairtrade lable, Blue Sign Lable, no lable). A full 
factorial design will generate 36 combinations of attributes.  An orthogonal factorial design 
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