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BRAND AUDIT



Platform Presence

Instagram

Facebook

X

YouTube

LinkedIn

TikTok

Pinterest

Snapchat



Your paragraph text

Look and Feel
Earth-centred. 
High-contrast. 
Strategically utilizes nature’s colours.
Made for thrill-seekers. 
Targets the environmentally-conscious.  
Friendly and community-focused feel.

Tone of Voice
Clear and assertive.
Centred around Earth’s preservation.
Captions are text-heavy but informative,
characterizing  the brand’s dedication to
customers’ experiences.



Look and Feel
Once again showcases Earth’s landscape with a
human adventurer.
Although the cover photo is present, the missing
profile picture does not clearly establish the
brand.
Inactive and uninterested.

Tone of Voice
Although inactive since Aug., 2021, Patagonia’s
Facebook still remains consistent with the clear
and assertive messaging on Instagram.
More focused on individuals’ stories that are
environment-related.



Look and Feel
Earth-centered.
High-contrast.
Not as focused on visuals as other platforms.
Attractive cover photo.

Tone of Voice
Since copy is limited on X, it mostly consists of
brief announcements and facts.
Consistent environmental-based messaging.
More informative.



Look and Feel
 Earth-centred.
Powerful, cinematic content.
Strategically utilizes current environmental issues
to target the environmentally-conscious.

Tone of Voice
Clear, assertive, and captivating.
Positions brand as uninterested in profit.
Focused on raising environmental awareness.
Short and direct video titles.



Look and Feel
Welcoming Home page accompanied by inspirational
posts. 
Similar to Youtube as there is an abundance of video
content but less cinematic and more direct. 
A credible and reputable source that markets its goal
rather than its products. 

Tone of Voice
Professional and descriptive. 
Communicates a sense of urgency through
education. 
Strengthens brand image by promoting past
events involving former employees and other
public figures to substantiate its dedication to
environmental awareness. 



Look and Feel
Trendy, fun, and entertaining.
Targets the consumer AS WELL AS the cause.
Colourful and attractive.
Captivating highlight categories that elicit feelings
of thrill, endurance, and peace.

Tone of Voice
Bio aligns with the TikTok trend of saying “CEO
of….”
Prioritizes customer storytelling.
Emphasizes the day-to-day events of an
adventurer.



Look and Feel
Minimalist feel — perfect for a platform that is so
centred around visuals.
Revitalizes what the brand offers, not just the
cause it supports.
Outfits pop, enticing users to click.

Tone of Voice
Bio has a specific focus on the quality of the
product, while still mentioning the brand’s
environmentalist standpoint.
Copy hones in on product descriptions rather
than the more broad environmental causes.



Look and Feel
Inactive, bare.
Link to website is provided to entice users to
explore their online presence elsewhere.

Tone of Voice
Bio with all other platforms through.
No other content to analyze.



Content & Audience Type







Observations

Audience Type: The Outdoor Enthusiast or Environmentally
Conscious

Through the use of their type of content outlined above, the
previous social media post examples illustrate how
Patagonia is targeting individuals who are active in outdoor
settings, love to travel, and care about their ecological
footprint. 

Targeting this broad audience ensures that, even if people
do not purchase Patagonia’s clothing, they can still engage
with their social media and support their primary cause —
Earth’s rehabilitation.

Content Type: Environment-Based Storytelling
All content strategically utilizes individuals’ personal stories
or current environmental issues to position Patagonia as a
brand that does not only produce environmentally-friendly
clothing, but actively endorses individuals to live their lives
as both adventurers and stewards of the earth.



Engagement & Comments







Generally, on the majority of platforms, the
engagement Patagonia receives through likes
and comments is positive.

Most comments consist of positive remarks
or statement about the brand.

Followers always react positively to real
individual stories, strengthening Patagonia’s
online identity.

Patagonia replies to any customer inquiries
promptly. 

The brand tends to ignore negative
comments to mitigate further backlash.

Observations



Competitors

Travel Plans

Group Tours

Adventure Trips

Luxury Packages

Family Vacations















Both major competitors are present on
almost the same platforms.

Patagonia and both competing brands
present similar messaging to their
adventurous, environmentally-conscious
audiences that centres around exploration,
preservation of goods, and quality clothing.

All visuals utilized by Patagonia and both
competing brands are all attractive, but
struggle to differentiate from each other due
to their similar goals as organizations.  

Observations



Patagonia
Moving Forward

Bailey Dupont, Family



Suggestion #1: Showcase Clothing
 While still keeping environmental values
prevalent, showcase the clothing on socials to
make individuals aware of what is being sold.

Although the bio on all socials is powerful and
inspiring, it can perhaps be misleading to
individuals who are unaware of what
Patagonia is and what they sell. 

A potential alternative bio could be: “We’re in
business to save our home planet and to
equip you for your adventures.”



Patagonia’s TikTok presence and following is
insufficient compared to one of its primary
competitors (The North Face).

Increase Patagonia’s TikTok following through
the use of User Generated Content to
captivate more audiences in an authentic
way. 

Suggestion #2: Harness the Power of
TikTok



By frequently posting stories on platforms like
Facebook, Instagram, and TikTok, Patagonia
can further increase online engagement by
enticing followers to interact with the content
in different ways.

Whether it be through polls, sliders, or links,
Patagonia can strategically utilize stories on
several platforms to get ahead of algorithms
and attract more followers. 

Suggestion #3: Post Stories


