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Aim of study: The brand name and its country of origin is information that is used 

from consumers to make purchase decisions. Although existing research discusses 

several country of origin – aspects from other industries, literature within the 

sporting goods industry is still spare. Environmental pollution is an important topic 

nowadays, and the sporting goods industry is trying to include more “green” aspects 

within their business strategy, or is already quite successful in doing so. To fill the 

research gap, this thesis focuses on sustainable producers with a very good 

sustainable reputation in order to analyze the importance of the country of origin 

effect within the sustainable outdoor industry.  

Methodology: For this paper a conclusive research design was taken, as it is more 

formal, and used to test specific relationships. The quantitative research included 

respondents from two sustainable outdoor brands (originally from Sweden and 

Germany) who answered an online survey. Basis for the selection process was the 

independent bluesign® standard, a strong and global sustainability standard. The 

survey included five constructs to quantify the dimensions of brand equity and 

overall brand equity.  

Results: Both respondent groups are similar regarding their demographic data 

characteristics and their opinion when it comes to the quality of outdoor goods and 
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its brand association. In particular, they seem to feel strongly connected towards the 

brands; they were proud and very loyal. Nevertheless, differences were identified. 

Sustainable products seem to be valued higher from Swedish respondents, whereas 

loyalty seems to be more important for German participants.  

Contribution of the study: Although existing research discusses several country of 

origin related aspects from other industries, relevant literature within the sporting 

goods industry, and here specifically the sustainable outdoor industry is still sparse. 

These topics are covered in this study. 

Keywords: Country of origin, Sustainability, Sporting Goods Industry, Outdoor 

Industry 
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1 Introduction 

This chapter introduces the background of the study. It addresses branding strategies 

and the importance of the country of origin of products, and it discusses 

sustainability within the sporting goods industry. Moreover, the problem and aim of 

this paper as well as the limitations of the study are presented.  

 

For businesses, a brand is a strong marketing tool as it signifies value for its 

customers. It signals quality, so as soon as consumers are satisfied with a product 

they identify themselves with the brand, and this influences their purchases 

positively (Kwon & Armstrong, 2002). Therefore, it is important for marketers to 

create a proper branding strategy in order to gain competitive advantage. The brand 

name (Rao & Monroe, 1989, p. 355) and its country of origin (Maheswaran, 1994, p. 

358) is information that can be used for example within such a proper branding 

strategy, as both items signal quality. Consumers often do not know a lot about a 

product, so they rely on less information like the brand name and/or its country of 

origin, which helps them in making a purchase decision (Häubl & Elrod, 1999, p. 1). 

More than 1,000 academic articles (e.g. Häubl & Elrod, 1999; Pappu, Quester, & 

Cooksey, 2007) can be found for example when searching on emeraldinsight.com, 

the scholarly publisher of business and management journals and books, which 

demonstrates that the brand name and its country of origin are significant when it 

comes to buying decisions.  

 

Existing studies discuss the country of origin phenomenon mainly within a broad 

view onto the effect, meaning that they cover a wide range of product categories. 

Some of the more specialised business studies focus mainly on specific product 

categories such as TV´s, cars or global players. Although existing research discusses 

several country of origin related aspects for other industries, literature within the 
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sporting goods industry is still sparse. Therefore the aim of this paper is to analyse if 

and to what extend the country of origin affects purchasing decisions in the sporting 

goods industry, in order to fill this research gap. As the sporting goods industry was 

one of the first industries that implemented initiatives for sustainability, as for 

example codes of conduct, it offers a broad experience in this field. Hence the focus 

in this study is set especially on the sustainable sporting goods industry.  

1.1 Problem 

Environmental pollution is an important problem in most parts of the world and 

therefore an important topic in society, media as well as business. Companies, who 

thought that environmentalism is just a temporary trend, now experience that there is 

no way around it. Consumers are more and more aware of this issue, and also 

international regulations, as for example the Kyoto Protocol1 ask for that. Because of 

this attention corporates include more “green” aspects in their business strategy 

(Chen, Lai, & Wen, 2006, p. 337).  

But there are also other benefits for firms. Companies that produce environmentally 

friendly may enjoy a first mover advantage, which allows them to sell a product at a 

higher price (Chen et al., 2006, p. 332), but also other reasons are profitable. The 

implementation of environmental aspects in the business strategy may lead to a 

competitive advantage, by changing the company image for the better, by penetrating 

new markets as well as by improving the (perceived) value of the products (Chen, 

2009, p. 307). However, not all companies are following this attitude, although it 

offers many benefits.  

 

Sustainability is crucial in many areas of business, and it is also discussed in the 

sporting goods industry. The German newspaper “Welt am Sonntag”2 for example 

published an interview with Antje von Dewitz in May 2012, CEO of the German 

outdoor brand Vaude. In this interview she states that ‘Nature is the business model’, 

and she explains how she tries to run the company ecologically, socially and 

economically successful. And Vaude is not an exception. More and more sporting 

goods producers are trying to include all three (ecological, economic, and social) 

aspects of sustainability within their business strategy or are already quite successful 

                                                
1 The Kyoto Protocol was developed from the United Nations and forces industrialised countries to protect the 

climate.  
2  German quality newspaper; appears on Sundays only and is market leader in this segment. 
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in doing so. Literature about the sportswear industry often focuses either on global 

players like Nike, Adidas, and Puma (e.g. Tong & Hawley, 2009, p. 265) or on 

brands like Li-Ning, Anta, and XTEP (Zhou, Yang, & Hui, 2009, p. 209), when for 

instance talking about the domestic (in this case Chinese) market. Nevertheless, there 

exists a research gap when it comes to other, smaller brands which have specialised 

themselves in a specific industry or a specific role. To fill this research gap this thesis 

focuses on sustainable producers of outdoor goods (e.g. clothes and tents) with a 

very good sustainable reputation.  

 

In 2012, the European Outdoor Group3 reported an annual growth in binary numbers 

within the European Outdoor sector. This indicates that the industry is successful, 

maybe also due to their sustainable economic activity. However, as mentioned 

already earlier, improvement is still requested. Here, independent associations as for 

example the bluesign® standard have developed strategies to make sustainability 

measurable in a uniform way. It focuses on the textile industry and considers the 

entire textile production chain of a production process. Raw materials, suppliers, 

retailers and brands are tested concerning their approach towards sustainability. 

Haglöfs and Vaude, the two brands introduced within this paper are members of this 

bluesign® standard.  

1.2 Aim 

The overall aim of this paper is to investigate the country of origin effect on 

purchasing decisions of consumers and, as a consequence, on the performance of the 

regarding businesses. To narrow down the field of research I am focusing on the 

sporting goods industry, and here especially on sustainable sporting goods producers. 

For this purpose I am using a quantitative research approach in order to obtain 

quantifiable results.  

 

The specific aim for this thesis is to analyse consumers` evaluations of 

the country of origin effect and sustainability with regard to two 

sustainable sporting goods companies. 

 

                                                
3 Cross-national agency for the European outdoor-branch.  
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Following figure gives an overview of what is taken into account and what is left 

behind. 

Table 1: Overview of the topic 
 

 

 

This thesis offers support to existing literature and delivers new findings. It broadens 

the brand equity research (e.g. Aaker, 1991; Keller, 1993) by providing empirical 

data about the correlation of the country of origin of a product and its sustainable 

production. Following research question will be answered: Which significance and 

effects has the country of origin in the sustainable sporting goods industry? 

1.3 Limitations 

As illustrated above I focus on a certain business sector and hence limited the scope 

of this research, including some limitations. Firstly, the study is limited to Europe, 

hereby the focus was set only on two countries, namely Sweden and Germany. Other 

countries have not been taken into consideration. Furthermore, it is limited to the 

European sporting goods industry and focuses only on one branch, the outdoor 

industry. Nevertheless, the findings of this paper might be interesting for other 

apparel-related branches. Secondly, the focus was set on consumers. Other 

relationships, like for instance business-to-business correlations have not been taken 

into account. Thirdly, the focus was set on sustainability in general. The 

specialization onto one aspect of sustainability, like corporate social responsibility 

might deliver other results, possibly even some that contradict the findings of this 

study. Finally, one single study is insufficient to draw final conclusions from. Future 

research could take other/more countries into account to get more results and a better 

understanding of the topic.  

 

 non 
sustainable sustainable 

Sporting goods 
industry X X 
Outdoor 
industry X ¡ 
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1.4 Structure of the study 

To discuss the above set aim, this paper gives an overview of the literature on 

determinants of country of origin effects. It introduces the image of countries as well 

as consumer-based brand equity. Furthermore the parameters of sustainability in the 

sporting goods industry are presented. This subchapter discusses the status quo of 

sustainability in this industry, the importance of eco labels, and effects of 

sustainability on purchasing decisions. The methodology chapter presents how the 

survey was conducted and discusses reliability, validity, and generalizability of the 

data. The empirical part introduces the results of the customer survey from a Swedish 

and a German sporting goods producer. Next, the analysis chapter includes the 

analysis with the product moment correlation according to Pearson, factor analysis, 

and cluster analysis. Finally, the conclusion sums up the content of the paper, and 

presents managerial and societal implications for outdoor brands, business 

implications for the sporting goods industry in general, as well as theoretical 

implications.  
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2 Theory 

Within the theory chapter the country of origin effect as well as sustainability in the 

sporting goods industry is presented. For this purpose, literature about the image of 

countries, the brand equity model according to Aaker (1991) and the parameters of 

sustainability in the outdoor branch are analysed. As Aaker is one of the main 

authors within this field and existing research preferred used his model, the main 

focus was set on his research.  

 

Dichter (1962, p. 116) and Schooler (1965) were the first authors who did research 

about the importance of the country of origin of products. Thereupon hundreds of 

studies followed, which ascertained that the home country plays a role when it comes 

to purchase decisions. When searching for existing literature about this effect, for 

instance on emeraldinsight.com more than 5,000 articles can be found, with tendency 

to rise (5,251 articles when searching on May, 23 compared to 5,579 articles when 

searching again on November 17, 2012). The search engine google scholar delivers 

even more than 2,600,000 results. To make sure that the causal density is given, I 

narrowed the field of research through reading and summarizing journals with the 

help of power point slides. Figure 1 gives an example (full size see appendix).  

Figure 1: Summary of available literature 
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This assured to get a good knowledge about the main authors within the field of 

research. Furthermore I checked the references to get a good knowledge of other 

authors. A dominant amount of research discusses the country of origin and its effect 

on buying decisions. But also specific issues have been taken into consideration. 

Pappu et al. (2007, p. 735) discuss for example a significant correlation between the 

country of origin effect and the brand equity of a brand, whereas Kim (1995) 

identifies the linkage between country image, brand popularity, and brand loyalty. 

 

Most of the recently published articles about the country of origin effect and brand 

equity focused on more than one product category. Liefeld (2004) investigated in his 

paper the customer´s use of country of origin within a broad view onto several 

product categories, where he measured if consumers know the country of origin of 

products they purchased. Zhou, et al. (2009) focused on the preference of non-local 

or local brands, also with the usage of several product categories. Both decided to 

look on the topic from a broad point of view. Pappu, et al. (2007) discussed the 

country image and consumer-based brand equity on the basis of TV´s and cars. 

Hakala, et al. (2012) used two brands from respectively three product categories (soft 

drinks, computers, and mobile phones) for their survey.  

 

Of the few studies that relied on only one product category, and there especially on 

sporting goods, Tong and Hawley (2009) can be named. The article discussed four 

sports shoe brands (Nike, Adidas, Puma, and Reebok) that were chosen due to the 

fact that they were the leading sportswear brands in China at that time. Häubl and 

Elrod (1999) presented four alpine ski brands within their research. The four brands 

were selected from four different countries that significantly differed according to 

their country of origin. The search for literature with sustainable content delivered 

for example Pickett-Baker and Ozaki (2008) who investigated how pro-

environmental products influence consumer purchase decisions, Chen (2009) and 

Chang and Fong (2010) who discussed the drivers of green brand equity, or Rex and 

Baumann (2007) who did research about what green marketing can learn from 

conventional marketing.  

 

However, the linkage between country of origin, sporting goods, and sustainability 

was not analysed so far. Hence the present research is one of the first studies 
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investigating in the relationship between these three aspects. A consumer´s 

perception of a certain country can affect the customer-based brand equity of a brand 

from that certain country (Keller, 1993, p. 11), therefore existing literature about 

brand equity has been reviewed (Aaker, 1991, 1996; Keller, Apéria, & Georgson, 

2012; Yoo & Donthu, 2001). As the concept of customer-based brand equity 

according to Aaker (1991) is the most commonly cited construct, it was used as 

framework for this thesis.  

2.1 Determinants of Country of Origin effects 

2.1.1 Country image 
The country of origin signals a certain picture about the products of a particular 

country. This picture is generated through the production of characteristic goods as 

well as the image of the country itself (Nagashima, 1970, p. 68). Switzerland is 

known for example for its watches, whereas Italy is popular for its fashion. Research 

identified that consumers have a certain positive or negative opinion about products 

made in a certain country (Bilkey & Nes, 1982, p. 94). This shows that the country of 

origin has a powerful impact on consumers. Although the needs of buyers are alike, 

the level of satisfaction varies to a large extent. The country of origin signals a 

certain quality (Maheswaran, 1994, p. 358), and consumers use that information to 

make a purchase decision (Häubl & Elrod, 1999, p. 1). But not only quality is 

signalised through the country of origin, it can transfer symbolic and emotional 

meanings too (Hong & Wyer Jr, 1989, 1990). Research identified significant 

relationships between the country of origin and attributes like national identity 

(Fournier, 1998, p. 363) or memories about past experiences, like the last summer 

holiday (Botschen & Hemetsberger, 1998, p. 157). Here, it is noteworthy to mention 

that several studies (e.g. Han & Terpstra, 1988) identified that consumers tend to 

prefer products from their own country. 

 

The country of origin effect can be discussed from a macro and/or micro level, where 

the macro level means the image of the country itself, and the micro level describes 

the image of its produced products. Although some researchers focused on both 

levels, the majority of the studies discussed either the macro or micro level. The 

present research discusses one level only too, and investigates in the micro level, 

hence in the produced products of a country. Furthermore the focus is set on the 
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country of origin of the brand only, which means that places of production, etc. are 

not involved in the research. 

2.1.2 Customer-based brand equity 
Brand equity is discussed in a broad variety in existing literature (Hong & Wyer Jr, 

1989, 1990). As the concept of customer-based brand equity according to Aaker 

(1991) is the most commonly cited construct, it will be used as framework for this 

thesis. It includes five aspects – perceived quality, brand awareness, brand 

association, brand loyalty, and other brand assets. The first four dimensions of brand 

equity evaluate the consumer´s point of view, and therefore are a good measure for 

brand equity, and thus for the country of origin effect. Ideally, a customer is very 

well aware of a brand, keeps up a successful brand image, thinks that a brand is of 

very good quality, and is loyal. Following, these four dimensions of brand equity will 

be discussed more into detail.  

Figure 2: The four dimensions of brand equity 

 
Source: (Aaker, 1991, p. 17) 

 

Perceived quality describes how a customer experiences a brand. If a product is 

favored, consumers have a reason to buy it. Customers tend to not always having all 

information about a product. Therefore it is highly important that the buyer presumes 

that a product or brand is of top quality. Marketing activities will be more efficient as 

quality is already perceived high. Furthermore the quality delivers information about 

how good a brand is, is it of premium quality, or only one competitor of many? 

Consumers are willing to pay higher prices. ‘You get what you pay for’ is still a 

strong belief from a consumers’ point of view. The perceived quality is not only 

important for a brand, it is also important for others, like retailers, as preferred 

Brand	  equity	  

Perceived	  
quality	  

Brand	  
awareness	  

Brand	  
association	  

Brand	  
loyalty	  
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brands will be sold more successfully than others. Finally, the perceived quality of a 

product or brand can help to sell also other product categories, which results into a 

higher success compared to brands with less perceived quality (Aaker, 1991, pp. 85–

88). According to Aaker (1996, p. 109) the preferred brand is of high and consistent 

quality, and is the best quality available. To reach this goal nowadays is for sure 

more difficult for companies as consumers expect more (Keller et al., 2012, p. 209) 

than in the past.  

 

The question now is, how a customer identifies a product to be of excellent quality? 

Research (e.g. Jacoby, Olson, & Haddock, 1971) identified that consumers use 

factors they see and recognize according to a good. For instance, if a hair shampoo 

smells good, it must be of good quality. Consumers additionally add their knowledge 

about advertisements, the price, or the brand name of a product to get an opinion 

about it. The more a product is advertised, the more customers think that it must be 

of good quality, as the company is focusing that much on a certain product. The price 

as well as the brand name are almost of similar relevance for consumers. When only 

the price of a product is known it acts as a high quality cue. As soon as consumers 

know the brand name or other factors, prices become less important (e.g. Jacoby et 

al., 1971).  

Finally, the brand name is used as information in order to get an opinion (Dodds, 

Monroe, & Grewal, 1991). Additionally, brand names provide information about the 

country of origin of a product and likely are associated with it (Thakor, 1996, p. 30). 

The German sporting goods producer ‘Deuter’ is strongly connected with Germany, 

as the brand name sounds German, whereas the Swedish producer ‘Fjällräven’ is 

seen as Scandinavian brand as the name seems to come from a Scandinavian country. 

Research (e.g. Liefeld, 2004, p. 90) also identified that consumers often think that 

they know where a product is made in, but in fact are not aware of it. This vice versa 

effect is also used within marketing strategies. Examples for that are the German 

sounding outdoor outfitter ‘Berghaus’ which is British, or the sporting goods 

producer ‘Tatonka’ that sounds Indian, but has its country of origin in Germany.  

 

Brand awareness describes the knowledge of a consumer about the product category 

of a brand (Aaker, 1991, p. 61), in other words he or she knows that the German 



 11 

brand Jack Wolfskin produces for example outdoor sporting goods. Hereby the level 

of brand awareness can vary from ‘Unawareness’ up to ‘dominant brand’ (see fig. 3).  

Figure 3: Brand awareness pyramid  

 
Source: (Aaker, 1991, p. 62) 

 

Unawareness describes, as its name already implies, that a consumer is not aware at 

all about a brand. At the level of brand recognition a customer knows the brand and 

is able to recall it (when for instance asked about several brands in a telephone 

survey). Brand recall even enables the possibility of naming a brand without help. A 

brand that first comes to a customer´s mind is a ‘top-of-mind-brand’. Finally, a 

dominant brand is the only brand, which comes to a consumers mind (Aaker, 1991, 

p. 62).  

 

So, why is it important that customers are aware of a brand then? The price of a 

product plays a secondary role, in other words it is not the first attribute which is 

important for buyers (Oh, 2000, p. 153). According to Aaker (1991, p. 63) a brand 

that is recognized, can be combined with other attributes which helps the brand to be 

recognized even more. An outdoor sporting goods producer can be associated not 

only with clothing, but also with attributes like nature, adventure, or fun. As soon as 

consumers are aware of a brand it becomes familiar to them, which may influence 

purchase decisions (Baker, Hutchinson, Moore, & Nedungadi, 1986, p. 640). 

Furthermore it might deliver information about the company itself. A brand that is 

known must be successful, or must be in the business for quite a while. Another 

point is that a known brand is considered (Macdonald & Sharp, 2000, p. 12). A 

consumer who wants to buy an outdoor trouser considers a few brands he or she is 

aware of, and makes a purchase decision. Of course there are several possibilities for 

companies to achieve more awareness. When a brand is noticed because of its 
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uniqueness, or difference compared to other brands customers will recognize it very 

quickly (Aaker, 1991, p. 72).  

 

Anything, a customer connects with a brand is called brand association. The more 

experience with a brand exists, the stronger the linkage is. As soon as a set of 

associations is given then, a brand reflects a certain image towards the consumer 

(Aaker, 1991, p. 109). These associations are of value for a brand as they can 

influence purchase decisions as well as the loyalty towards a brand (Keller, 1993, p. 

5). Another benefit is the possibility to create a unique selling point through 

association that is different to the competitor (Wind, 1982). The more unique a brand 

is, the harder it is for competitors to tackle it. If customers have a reason to buy a 

product, their purchase decisions are influenced through that. This can be created 

through the personalization of an item, for example when a successful athlete is 

wearing a Haglöfs jacket this may motivate consumers to buy this jacket too, as they 

admire the athlete. Brand association delivers benefits for customers, therefore it 

influences purchase decisions positively (Aaker, 1991, pp. 111–112).  

 

Several aspects can influence consumers and their associations with a brand. Here, it 

is important for marketing managers to identify the strongest associations in order to 

identify the right positioning for it. According to Aaker (1991, pp. 114–128) eleven 

aspects are relevant when consumers generate associations towards a brand. Figure 4 

gives an overview.  

Figure 4: Brand Associations 

 
Source: (Aaker, 1991, p. 115) 
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Product attributes are an effective possibility to position a brand. Buyers have for 

example a certain opinion about a running shoe; it should be comfortable to wear, it 

should be lightweight, and it should have a great design. For some of the consumers 

‘Asics’ is the sports shoe brand which offers these attributes best and therefore meets 

their needs best, although there are other brands available which offer these attributes 

too. However, marketers have to be careful to select the right attributes. Intangibles 

can act as proper association, as customers get a direct comparison between a brand 

and its competitors. Furthermore, consumers often are enjoying benefits from 

products. Here, two approaches can be differentiated; rational and psychological 

benefits. Rational benefits describe features that can directly be related to a product, 

and psychological benefits mean the feelings, which can be associated with it.  

 

The price of a product is another important asset tied towards a brand. Products can 

be separated in different product classes (e.g. budget, economy, midrange, luxury, 

super luxury). Consumers first try to categorize a product in one of these classes, 

before making a purchase decision. Another association might be the use of a 

product. Normally a product is related to one area, like hiking trousers are related to 

‘nature’ for instance. These areas also can be broadened, in order to reach more or 

new customers. The hiking trouser can be related for example to ‘family’ within a 

new marketing campaign. More customers, especially families might react on that. 

To connect a brand to a special target group can also strengthen a brand, although it 

simultaneously may limit it to a certain market. Celebrities inspire brands through 

their person, as the strong associations towards them might be transferred towards 

the brand. Another association can be to impart a brand with personal attributes, like 

friendliness, honesty, or familiarity (Ward & Loken, 1986, p. 129). Sometimes it 

might be helpful to change the positioning according to the product class. If a glove 

is not sold very well within a runner´s segment, it might be more successful within 

another segment, like for instance backcountry skiing or cross-country skiing, as 

consumers need similar clothing for these activities.  

 

Competitors can also be helpful to find a proper position, as a brand on the one hand 

can use their experience for own strategies, and on the other hand find its price 

segment, similar or different according to the competitor. Finally, the country of 

origin can be used for associations, as it has a strong linkage towards brands and 
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products. However, not all associations towards a brand are relevant for consumers 

when they buy products (Keller, 1993, p. 5). This depends on the situation and its 

context and can change according to a buyer´s momentary goal (Day, Shocker, & 

Srivastava, 1979).  

 

Brand loyalty provides information about how strong a customer is committed 

towards a brand (Oliver, 1999, p. 34). To have loyal customers is probably the goal 

of every brand, as buyers do not purchase the brand concerning its price or features. 

They purchase it because they are sure, that if fulfills their requirements and meets 

their needs. Existing literature (e.g. Oliver, 2010) discusses several phases of brand 

loyalty. According to Aaker (1991, pp. 39–41) five levels can be distinguished, 

which range from the non loyal buyer to the very committed consumer. Although 

there are mixed forms available, following general segmentation can be made. The 

non-loyal customer has no special connection towards a brand. He or she buys it 

because it is the cheapest brand available or seems to be adequate. The second level 

describes consumers who are satisfied in general. For them, there is no reason to 

change anything, as the brand meets their needs. The third level means satisfied 

customers too, but compared to the second level, they would have switching costs. 

This can be time that would be needed, or risk, as another brand may not fulfill the 

wished requirements. On the fourth level, buyers who really like the brand appear. 

These customers have an emotional feeling towards a brand. And finally, the fifth 

level involves committed consumers. They are proud to own products from this 

brand, it is of importance for them. For companies, these customers are of great 

value as they recommend the brand also to others.   

 

Brand loyalty differs from perceived quality, brand awareness, and brand 

association, as customers only can be loyal if they have bought and tried a product. 

All other three characteristics of brand equity can arise also without purchase (Aaker, 

1991, pp. 41–42). Nevertheless, there exists a correlation between all four 

dimensions.  

Loyal customers are bringing many benefits for companies. Firms increase in profit 

on the one hand (Reichheld, Markey Jr, & Hopton, 2000, p. 135) and reduce their 

marketing costs on the other hand (Fornell & Wernerfelt, 1987, p. 337), as it is 

cheaper to keep existing customers instead of looking for new one´s. Another benefit 
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is that well-known brands do not have to worry about shelf spaces in shops, as 

popular goods always will get the needed space for sale. Loyal customers are 

motivating others to buy the brand. The risk seems very low as others are satisfied 

with a product too. And finally, brand loyalty gives companies time to think about 

strategic steps. If a competitor offers a new product, a brand with a satisfied 

customer base is not in a hurry to react immediately (Aaker, 1991, pp. 47–49). 

 

To keep loyal customers it is important to know the consumer and to treat him or her 

correctly. Furthermore it is of importance to create a strong relationship. The more 

tangible a company is, the better (Pearson, 2006, p. 386). Surveys on a regular basis 

can help for example to deliver information about the satisfaction of consumers. 

Switching costs may also help to keep loyal customers, as well as to reward them 

(e.g. with loyalty cards). And finally, the attitude towards a brand may change if the 

consumer receives extras, he or she didn´t expect. A satisfied customer may turn into 

an excited customer (Aaker, 1991, pp. 50–52). 

2.1.3 Country image and customer-based brand equity 
A consumer´s perception of a certain country can affect the customer-based brand 

equity of a brand from that certain country, in other words the country image can 

affect the key aspects of brand equity, for instance perceived quality, brand 

awareness, brand association, and brand loyalty (Keller, 1993, p. 11). Research 

furthermore identified that there may be a linkage between country image, brand 

popularity, and brand loyalty (Kim, 1995), respectively country image and brand 

equity (Pappu et al., 2007, p. 735). But also the opposite is possible, as Erickson, et 

al. (1984, p. 698) identified. The image of a country can also be wrongly interpreted, 

especially if customers do not have the correct information about the actual country 

of origin. Therefore they might be loyal because of the favored country or the other 

way around.  

 

As discussed earlier in the perceived quality subchapter of this paper, the brand name 

often provides information about its country of origin, and products likely are 

associated with it (Thakor, 1996, p. 30). Furthermore the country of origin has a 

strong linkage towards brands and products (Aaker, 1991, pp. 128–129), as discussed 

in the brand association part. This shows a strong linkage between the country of 

origin and customer-based brand equity.  
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2.2 Parameter of sustainability in the sporting goods industry 

2.2.1 Status Quo 
Although the topic of sustainability arose already in 1713, when Carl von Carlowitz 

suggested that there should be chopped not more trees than can grow again (Von 

Carlowitz & Von Rohr, 1732), it mainly was discussed from the 20th century on (e.g. 

within the Club of Rome4 in 1972, or in the Brundtland report5 in 1987). In the 

1990´s, companies were confronted with a wave of topics with sustainable 

background. Issues like environmental damage or human rights became more and 

more important (Van Tulder & Kolk, 2001, p. 268). In return a lot of firms tried to 

include sustainability within their business strategy. The sporting goods industry 

reacted very significant onto this development and started to design individual codes 

of conducts.  

 

As the sports branch focuses explicit on its customers, the brand and its image are of 

great importance. Nike experienced this in a very bad way in the 1990´s. The 

company had a lot of negative, although legitimately press due to their child labour 

production facilities abroad. The sporting goods producer invested a lot in marketing 

to get rid of this negative image, but still is surrounded by that. From that point on, 

the prior designed individual codes of conduct have been updated drastically in order 

to avoid negative press (Van Tulder & Kolk, 2001, p. 268; 278).  

2.2.2 Eco-Labels 
When talking about sustainability, we mean the involvement of environmental, 

ecological and social aspects. The sporting goods industry is successful in 

implementing environmental dimensions, as this can raise the profitability of a firm. 

However, there is a lack of including social and ecological aspects. The 

environmental dimension can be reached for example with an environmental-friendly 

production, which would further fulfil the expectations of buyers who ask for eco-

friendly products, and therefore fulfil the social dimension of sustainability (Hanna 

& Subic, 2008, p. 63). However, to improve this gap of environmental and social 

aspects, several codes and certificates have been established.  

 

                                                
4 Global think tank which deals with a broad variety of multinational political issues  
5 United Nations World Commission on Environment and Development (WCED)  
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Eco labels can be divided into two main categories. First-party and third-party labels. 

The first category includes product-related and company-related labels that are 

marketed by companies on their own initiative. The second category describes 

mandatory and voluntary labels, which are carried out by autonomous associations.  

Figure 5: Classification of environmental labelling 

 
Source: (Parry, 1998, p. 10) 
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Worldwide around 80 voluntary eco-labels exist in the apparel industry today. As a 

voluntary eco-label is used as basis for the empirical part, the focus is set on this type 
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structuring process institutes from all over the world are involved. The ISO 14000 

focuses for example on environmental management (e.g. provides tools for firms to 

examine environmental impact through the production of a good). Generally 

speaking, the organisation uses three types of voluntary labels. Type I includes 

products that are produced environmental-friendly within a certain product category. 
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their eco-friendly production without having a special independent label. Finally, 

type III means products with more eco-friendly aspects than “needed” (Rubik & 

Frankl, 2005, pp. 32–33).  

 

Materials with the Global Organic Textile Standard (GOTS) guarantee an organic 

state, the fibres are controlled from the harvesting until the distribution to guarantee 

an authentic and eco-friendly status. This label includes ecological and social 

criteria, but concentrates on mandatory factors only (Brügel, 2005, p. 4).  

 

The Fair Wear Foundation (FWF) was founded in 1999 in the Netherlands and 

involves business agents, union members, and non-governmental organizations 

(Chatterji & Levine, 2005). Members of the Fear Wear Foundation have to check 

their suppliers within a period of three years. The foundation reports on the general 

outcome of the respective countries then, brands and suppliers are not mentioned 

separately. The non profit organisation mainly focuses on fair working conditions 

and salaries (Bruyn & Bruyn, 1977).  

 

The bluesign® standard focuses like the GOTS not only on the end product, it looks 

on the whole production process. This independent association makes sustainability 

measurable in a uniform way. It focuses on the textile industry and considers the 

entire textile production chain. Raw materials, suppliers, retailers and brands are 

tested concerning their sustainable approaches. During the manufacturing of textiles 

five aspects are relevant; consumerism, residual water, contaminated air, safety at 

work, and the efficiency of resources. The bluesign® standard focuses on all five 

aspects and guarantees with practical solutions transparency for the whole process. 

Only harmless components for humans and nature are used (Waeber, 2007, p. 10). 

The whole production chain is checked, this can also result into a change of 

suppliers, as they have to fulfil the standard too (C. Waeber, personal 

communication, November 15, 2012).  

2.2.3 Effects of sustainability on purchasing decisions 
The sporting goods industry has to include sustainable approaches in their business 

strategy due to three reasons: natural resources are not to the same amount available 

than in earlier times, governments are regulating this approaches with laws, and 

consumers are more and more aware of sustainability and therefore asking for 
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sustainable products (Hanna & Subic, 2008, p. 63). Buyers are expecting proper 

salaries for employees, fair work schedules, and the prohibition of child labor, just to 

name a few. Therefore, companies who won´t consider that, might suffer from 

negative press, which would result into bad sales figures (Hanna & Subic, 2008, p. 

67).  

 

Pickett-Baker and Ozaki (2008, p. 287) identified a buyers discrepancy between the 

opinion and attitude of buying green products. Ajzen and Fishbein (1980) stated that 

consumers buy products where they have an opinion about the effect a product has, 

furthermore they take into consideration on what their social field thinks. However, 

this finding does not always apply when it comes to environmental-friendly issues. 

Especially when beliefs are too common they do not produce a certain purchasing 

decision towards sustainable products (Eagly & Chaiken, 1993). When the buying of 

green products is not of interest for customers they won´t change their purchasing 

decisions into that direction (Hawkins, Reviews, Coney, Best, & Coney, 2006). 

Another influence is the perceived quality of a product. If consumers are not sure 

about certain quality attributes, such as durability they won´t purchase these products 

(Rogers, 2003, p. 240). But research also identified positive aspects. Pickett-Baker 

and Ozaki (2008, p. 289) stated that buyers are willing to buy sustainable produced 

products of brands they are familiar with. It gives them a good feeling to purchase 

green goods as they to not harm the environment that strong as other producers. 

Nevertheless, the quality of sustainable products has to be as good as from 

conventional products, otherwise customers are not interested in purchasing them 

(Alston & Roberts, 1999, p. 119).  

 

As mentioned already earlier, existing research discusses the country of origin effect 

in a broad variety. Data about this effect, in combination with sustainability is rare, 

as is data about the sustainable sporting goods industry from the apparel´s point of 

view (not team sports, or similar). As research shows this gap between brand equity 

and sustainable producing brands, this thesis focuses on this aspect. Following figure 

combines Aaker´s brand equity model with sustainability, in order to analyze the 

importance of the country of origin effect within the sustainable outdoor industry. 
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Figure 6: The Causality of the Sustainable Brand Equity model 

 
Source: (Tong & Hawley, 2009, p. 267)  
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3 Methodology 

The methodology chapter discusses epistemology and ontology, moreover it 

introduces the sample and data collection, the product stimuli, as well as the 

instrument and how data was measured and analysed within the survey. Another 

subchapter discusses the reliability, validity, and generalizability of the results.   

 

When writing a scientific paper an author should clarify which methodologies and 

methods he or she will use and why exactly this choice was made. To explain this, 

thoughts about reality have to be included. Questions like ‘How should a reader 

understand the results of a scientific paper’ or ‘Why should results be considered as 

serious?’ have to be taken into consideration in order to explain and justify the 

epistemological stance, i.e. the nature of knowledge (Crotty, 1998, p. 2). 

3.1 Epistemological and ontological considerations 

Epistemology can be divided into objectivist, constructivist, and subjectivist 

epistemology. Objectivist epistemology describes that human knowledge is 

objective. Humans exist and are affected by the nature of reality, not by the ideas 

someone has (Rand & Branden, 1986, p. 23). Constructivist epistemology on the 

other hand discusses that reality does not exist without ideas and thoughts, i.e. it is 

socially designed. Finally, subjectivist epistemology means that there is no 

interaction between subject and object, the subject is stronger and therefore forces 

the object (Crotty, 1998, pp. 8–9). This paper takes an objectivist as well as 

constructivist stance, which means that I agree on the one hand that an objective 

reality exists. Nevertheless reality also includes constructive elements on the other 

hand and therefore cannot be excluded, as the context surrounding the study has to 

be taken into consideration too.  
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The epistemological stance helps to question the reality within this study. Here, the 

most common approaches are positivism and interpretivism (Bryman & Bell, 2007, 

p. 16). Positivism describes for example that theory should create hypotheses that 

can be tested within a study, moreover these hypotheses should lead to explanations. 

Another principle states that knowledge is based on facts and science has to be 

undertaken in a way that is objective (Bryman & Bell, 2007, p. 16). Interpretivism, 

on the other hand discusses the fact that social sciences are different compared to 

natural sciences, which means that the positivistic perspective tries to explain human 

behaviour, whereas the interpretivistic approach tries to understand human behaviour 

(Bryman & Bell, 2007, pp. 17–18).  

As the aim of this paper is to investigate the significance of the country of origin 

effect in the sustainable sporting goods industry, I try to explain how this effect 

applies by conducting a consumer survey. Therefore this study has a positivistic 

approach. Nevertheless I would describe it as soft positivistic perspective, as I am 

generally speaking trying to explain the effect, but this is done through gathering 

information about the experiences of respondents. That means that I also have to 

understand what respondents think in order to grasp the whole context.  

 

Ontology discusses the nature of reality and being, where it deals with questions like 

‘Does a social reality exists?’ or ‘What is the meaning of being?’. Here, two 

approaches can be taken into account, objectivism and constructivism. Objectivists 

are of the opinion that ontology exists, whereas constructionists do not support this 

opinion. In their point of view researchers identify a special version of reality, in 

other words they do not deliver definitive findings (Bryman & Bell, 2007, pp. 22–

23). Moreover, they think that reality is composed of individual assumptions only. I 

do not totally agree with both of these two approaches, nevertheless my tendency 

goes towards a soft constructivism position, as I think that social reality exists on the 

one hand, but individual point of views are not dependent on it on the other hand.  

3.2 Research design 

Research can be conducted as exploratory or conclusive research. For this paper a 

conclusive research design was taken, as it is more formal and structured than an 

exploratory research design, furthermore it is used to test specific relationships. A 

conclusive research design can be divided in descriptive and causal research 
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(Malhotra, 2007, p. 79). As data was collected through a survey, a descriptive 

research design was chosen, as this is the most frequently used data collection in 

marketing research.  

Figure 7: Research design 

 
Source: (Malhotra, 2007, p. 79) 

 

The survey was developed as quantitative research in a structured data collection, 

which means that a questionnaire with questions in fixed order was created. The 

respondents had to answer fixed-alternative questions on a 7-point likert scale 

ranging from 1 (not at all) to 7 (strongly). Generally speaking, survey questionnaires 

can be conducted through telephone, in person, by mail or in electronic form (Kim, 

1995). The survey for this thesis was done through electronic interviewing, the 

respondents had to answer the questions through Internet. Two sustainable outdoor 

brands (Haglöfs and Vaude) from two different countries (Sweden and Germany) 

were used for the purpose of this study.   

3.3 Sample and data collection  

As the outdoor branch supplies consumers of all ages (Köhn, 2011, Vorreiter North 

Face section, para. 2) no specific target group was defined for this survey. The 

respondents were contacted through Facebook, as the questionnaire should address 

participants, who know the brand and its products from own experience and 

therefore are fans of the brand. Furthermore, Facebook guaranteed to reach 

respondents from the whole country, not only from a certain part of it. Earlier 

research (Bello, Leung, Radebaugh, Tung, & Van Witteloostuijn, 2009, p. 363) 

identified this phenomenon also within surveys at Universities, as students from each 

part of the country were able to participate. The questionnaire was pretested in each 
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case from five experts and five consumers (for the Swedish and the German version) 

to assure that the questions were understandable.  

 

Through the click on a link, fans from both sporting goods producers were referred 

to the survey. For Haglöfs, the respondents followed a survey on the website of 

voycer.de. The respondents had to answer every question (inclusive demographic 

data) in order to be able to finish the survey. For Vaude, the participants were not 

referred to another website, they answered the survey directly on the Facebook page. 

They had to answer every question of the survey too, but with the difference that 

they were not forced to answer all demographic questions in order to finish the 

survey.  This approach was done to see how respondents react in both cases. 

Altogether, it resulted in 16 missing values for Vaude respondents about some single 

demographic statements, which is compared to all participants a very small amount.  

A pre-selection guaranteed that only Scandinavian and German-speaking fans saw 

this link, which assured that only they were answering the questionnaire. Every 

customer only once had the possibility to participate in the survey. Both companies 

offered three backpacks as prices in order to increase the response rate.  

3.4 Product stimuli  

Existing business research (Tong & Hawley, 2009; Liefeld, 2004) has taken certain 

product stimuli for the empirical part of their papers. Tong and Hawley used for 

instance four sports shoe brands (Nike, Adidas, Reebok, and Puma), Liefeld tested 

four different ski brands (Tyrolia, Rossignol, Voelkl, and Elan). For this paper two 

sporting goods producers for outdoor sporting goods have been chosen. All their 

products have been taken into consideration in order to get broad results from the 

branch in general. Basis for the selection process was the bluesign® standard. 

Although there are many associations and eco-labels focusing on sustainability, this 

standard was selected, as it is a very strong and global standard.  

 

Generally speaking, three components have been taken into account to choose the 

right brands for this survey. Firstly, the brand had to produce outdoor sporting goods 

(outdoor identity), secondly it had to be member of the bluesign® standard 

(sustainable identity), and thirdly it had to have a strong national identity.  
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Figure 8: The selection process for brands 

 
 

 

34 different brands (full list see appendix) are members of the bluesign® standard. 

When selecting sustainable outdoor brands only, nine producers are left. Table 2 

gives an overview. 

Table 2: Members of the bluesign® standard, Category Outdoor 

 

 
 

 

 

 

 

 
 

Source: own illustration 

 

As the survey includes European brands only, four brands from the United States 

cannot be taken into account, which leaves five brands; two Swedish, two German 

and one Italian. As Sweden (Haglöfs and Klättermusen) and Germany (Jack 

Wolfskin and Vaude) dominate compared to Italy (Salewa) those two countries were 

selected. Finally, Haglöfs for Sweden and Vaude for Germany have been chosen as 

brands, as these two countries can be compared according to their socioeconomic 

characteristics, like for example education and annual income (Wintermann, 2006).  

 

  

Brand Country of Origin 

Haglöfs Sweden 

Klättermusen Sweden 

Vaude Germany 

Jack Wolfskin Germany 

Salewa Italy 

Patagonia USA 

R.E.I. Recreational Equipment USA 

Snowlife USA 

The North Face USA 
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Table 3: European Outdoor brands with bluesign® standard 

 

 
 

3.5 Instrument and measures 

The variables of the questionnaire were adopted from existing research and 

developed within the four exogenous brand equity dimensions perceived quality, 

brand awareness, brand association, and brand loyalty; and one endogenous factor, 

namely overall brand equity. As there exist overlaps between general brand equity 

and sustainable brand equity, the final items were adapted resp. combined with some 

modification. Furthermore respondents had to answer six demographic questions. 

The four constructs about brand equity implied three items in each case; the fifth 

construct about overall brand equity implied four items. Those constructs have been 

measured on a seven-point Likert scale (1 = not at all, 7 = strongly), as existing 

research (e.g. Hakala et al., 2012, p. 443; Zhou et al., 2009, p. 207) preferred used 

this scale.  

 

The first construct, perceived sustainable quality was adopted from Aaker (1991), 

Pappu et al. (2005), Tong and Hawley (2000), and Yoo et al. (2000) and measured 

consumer´s judgments about the sustainable quality of the products, their features 

and the perceived degree of sustainability. Sustainable brand awareness, the second 

construct measured the recognition among other competing brands, the familiarity 

with the products as well as how sustainable the brand is recognised in the market. 

These items were taken from Aaker (1991), Yoo et al. (2000), and Tong and Hawley 

(2009). The sustainable brand association variables were adopted from Aaker (1996), 

Keller (1993), Pappu et al. (2005), and Tong and Hawley (2009) and wanted to find 

out about how much participants like the brand image, how much they like and trust 

the company according to their sustainable production and how proud respondents 

are about owning products from this brand. Sustainable brand loyalty, the fourth and 

last item within the independent variables, measured if the brand was the first choice 

when it comes to purchasing decisions, if participants would buy the products even if 

they are more expensive than from competitors as well as the degree of loyalty 

towards the brand. These items were adopted from Yoo et al. (2000), Pappu et al. 

(2005), Tong and Hawley (2009), and Yoo and Donthu (2001).  

  

Brand Country of Origin 

Haglöfs Sweden 

Vaude Germany 
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Overall brand equity, the dependent variable within the questionnaire was adopted 

from Yoo et al. (2000), Tong and Hawley (2009), Yoo and Donthu (2001), Delgado-

Ballester and Munuera-Alemán (2005), and Chen (2009). Four items identified how 

strong participants were willing to buy the brand and how strong the brand is 

connected to its sustainable commitment. Table 4 shows the final questionnaire.  

Table 4: Final items for the questionnaire 
   

Constructs Items Sources 

Dependent variables   

Perceived sustainable quality I trust the sustainable quality of 
products from brand X 

Adopted from Aaker (1991), Pappu 
et al. (2005), and Tong and Hawley 
(2009) 

 Products from brand X offer 
excellent features. 

Drawn from Aaker (1991), Pappu 
et al. (2007), and Tong and Hawley 
(2009) 

 Brand X is a very sustainable 
brand 

Adopted from Aaker (1991), Yoo 
et al. (2000), and Pappu et al. 
(2007) 

Sustainable brand awareness I recognize brand X very quickly 
among other competing brands  

Drawen from Aaker (1991), Yoo et 
al. (2000), and Tong and Hawley 
(2009) 

 I am very familiar with products 
from brand X 

Drawn from Aaker (1991), Yoo et 
al. (2000), and Tong and Hawley 
(2009) 

 Brand X is the most sustainable 
brand in the market 

Adopted from Aaker (1996), 
Cheng et al. (2007), and Zhou et al. 
(2009) 

Sustainable brand association I really like brand X´s brand image 
Adopted from Aaker (1996), Keller 
(1993), Pappu et al. (2005), and 
Tong and Hawley ( 2009)  

 
I like and trust brand X as 
sustainable sporting goods 
producer 

Adopted from Aaker (1996), Keller 
(1993), Pappu et al. (2005), and 
Tong and Hawley (2009) 

 I feel proud to own sustainable 
products from brand X 

Adapted from Aaker (1991, 1996), 
and Pappu et al. (2007) 

Sustainable brand loyalty 
When buying sustainably produced 
sporting goods, brand X is my first 
choice 

Drawn from Yoo et al. (2000), 
Pappu et al. (2005), and Tong and 
Hawley (2009) 

 
I am still willing to buy brand X 
even if its price is higher than that 
of its competitors 

Drawn from Yoo et al. (2000), 
Pappu et al. (2005), and Tong and 
Hawley (2009) 

 I consider myself loyal to brand X 

Drawn from Yoo et al. (2000), Yoo 
and Donthu (2001), Pappu et al. 
(2005), and Tong and Hawley 
(2009) 

Independent variables   

Overall brand equity 
Even if another brand has the same 
features as brand X, I prefer to buy 
brand X 

Drawn from Yoo et al. (2000) and 
Tong and Hawley (2009) 

 Even if another brand has the same 
sustainably quality as brand X, I 

Adapted from Yoo et al. (2000) 
and Tong and Hawley (2009) 
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The survey was originally developed in English. Two native speakers translated the 

questionnaire into Swedish and German. The results were back-translated into 

English by another two native speakers to assure that it was in accordance with the 

English version. A pre-test with ten persons from each country (in each case five 

consumers and fixe experts) guaranteed that the questions were understandable.  

3.6 Data analysis 

The Haglöfs survey delivered 205 valid answers, 48 of them were not taken into 

consideration as they came from non-Swedish respondents (Finland, Norway, and 

Denmark). This delivers an outcome of 150 valid replies. In total, 354 participants 

attended the survey for Vaude. 86 answers were eliminated, 38 due to its 

incompleteness, and 48 due to the fact that the respondents were not from Germany 

(they came from Austria or Switzerland). This gives a result of 268 valid answers. 

Compared to the number of fans at the time of the survey (21,000 for Vaude and 

8,000 for Haglöfs) this can be seen as an equal participation of respondents from 

both sporting goods producers.  

 

As SPSS statistics is used to a large extend for marketing research (Malhotra, 2007, 

p. 29) this program was used for the analysis and presentation of data. The bivariate 

correlation according to Pearson (also known as product moment correlation) as well 

as factor- and cluster analysis was disposed to interpret the data. To identify how 

strong all 16 items of the questionnaire are correlated with each other, the bivariate 

correlation according to Karl Pearson measured in each case the significance 

between two metric variables; it showed how strong one item correlated with another 

one (Malhotra, 2007, p. 536). In our case, results delivered information about for 

example how strong the statement ‘I trust the German quality of products from 

Vaude’ correlates with ‘I like and trust Vaude as sustainable sporting goods 

producer’.  

will still buy brand X 

 

It makes sense to buy brand X 
instead of other brands, because of 
its environmental commitments, 
even if they are the same 

Drawn from Yoo et al. (2000), Yoo 
and Donthu (2001), Delgado-
Ballester and Munuera-Alema´n 
(2005), and Chen (2010) 

 
If another brand´s environmental 
performance is as good as brand X 
I will still buy brand X 

Drawn from Yoo et al. (2000), Yoo 
and Donthu (2001), Delgado-
Ballester and Munuera-Alema´n 
(2005), and Chen (2010)  
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Factor analysis is generally speaking used, to reduce and summarize existing data. 

The variables within a questionnaire mostly correlate with each other and therefore 

can be reduced to give a clearer picture. Correlations are presented in a few basic 

factors. These factors deliver for instance information about how to group the buyers 

of a brand or how brand attributes influence purchasing decisions (Malhotra, 2007, 

pp. 609–610). The Bartlett´s test of sphericity as well as the Kaiser-Meyer-Olkin 

(KMO) measure were applied to test if the existent data was sufficient enough to 

allow a measurement with factor analysis. Both tests delivered positive results for 

Haglöfs and Vaude. High values (between 0,5 and 1,0) for the KMO measure proof 

that factor analysis can be used as appropriate tool for the survey. The Bartlett´s test 

proofs if the correlation of the variables of the given population is the same as the 

identity matrix. The test shows a significance of 0,000 for both questionnaires, 

therefore factor analysis according to this test is appropriate too. Table 4 gives an 

overview about the test results. Moreover, the measurement constructs have been 

evaluated to guarantee sufficient validity and reliability (see chapter 3.5). 

Table 5: KMO- and Bartlett test for Haglöfs and Vaude 

 

Source: SPSS 

 

Cluster analysis also reduces data like the before mentioned factor analysis, in this 

case it is not arranged in factor loadings, it is arranged in homogenous groups, so-

called clusters. Marketing research uses this technique to find out more about how to 

segment a market, to comprehend consumer behaviour, or to compare its products 

with those of its competitors (Malhotra, 2007, pp. 636–637). The table below shows 

four clusters in each case for Haglöfs and Vaude. Due to the fact that German 

respondents were not forced to answer all items of the demographic data section 

within the questionnaire Vaude shows 13 missing answers.  

 

 Haglöfs Vaude 

Adequacy of control sample according to Kaiser-Meyer-Olkin. 0,914 0,936 

Bartlett-Test of sphericity 

Rough Chi-Quadrate 1644,586 3292,822 

df 120 120 

Significance according to Bartlett 0,000 0,000 
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Table 6: Number of cases in each cluster for Haglöfs and Vaude 

 
 
 
 
 
 

 

Source: SPSS 

3.7 Reliability, Validity and Generalizability 

Reliability gives information about to which extent a survey would deliver the same 

results, if repeated (Wilson, 1995, findings section) resp. to which extent measures 

are free from mistakes by any chance. If the result is 0, it is reliable. Reliability can 

be tested in three forms, as test-retest reliability, as alternative-forms reliability, and 

as internal consistency reliability (Malhotra, 2007, p. 284). The test-retest reliability 

is conducted twice; the conditions have to be as similar as possible in both cases to 

give proper information about the results. At the alternative-forms reliability 

respondents answer a survey twice too, but they use another chart form in each case. 

The internal consistency reliability identifies reliability of data through the 

summarization of the survey items. Cronbach´s alpha coefficients can be used to test 

the items. The coefficient varies from 0 to 1, data should be higher than 0,6 to 

present a satisfying internal consistency reliability. Table 6 shows the Cronbach´s 

alpha data for both sporting goods producers. With a result of 0,930 for Haglöfs resp. 

0,941 for Vaude both results are reliable.  

Table 7: Reliability statistics of both sporting goods producers 

Source: SPSS 
 

Validity describes the weighting of scientific statements (does the survey measure 

what it should measure?) resp. the capacity of the used items (to which extent affects 

item 1 item 2?). The present survey used a framework, which was already 

successfully used in earlier research, furthermore clear findings were identified, 

Haglöfs Vaude 

Cluster 1 24,000 Cluster 1 75,000 

  2 14,000   2 82,000 

  3 59,000   3 72,000 

  4 53,000   4 26,000 

Valid 150,000 Valid  255,000 

Missing ,000 Missing  13,000 

 Cronbachs Alpha Cronbachs Alpha for standardised items Number of items 

Haglöfs ,930 ,931 16 

Vaude ,941 ,942 16 
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therefore internal validity is given. External validity is given to a certain point, as the 

results of this paper are similar to other studies.  

 

Finally, Generalizability means to which extent survey results deliver generalizable 

findings. A result is generalizable if two operators with equal measurement 

instruments achieve the same result (Malhotra, 2007, pp. 287–288). This thesis 

focuses especially on one certain branch, namely the outdoor industry, which means 

that the results speak only for the two used brands Haglöfs and Vaude. The 

quantitative study delivered sufficient data, so it is statistically okay to generalize the 

findings. As the results cannot be generalized onto the overall sporting goods 

industry, generalizability cannot be confirmed. Nevertheless, the results can be 

useful for apparel-related sections, which allows a limited generalizability.  
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4 Empirical part 

For the empirical part two sustainable outdoor sporting goods producers have been 

chosen in order to answer the question whether the country of origin matters also 

within the outdoor industry. Following, both brands are introduced, before 

presenting the results of the survey.  

4.1 Haglöfs  

Haglöfs was founded 1914 by Victor Haglöf in Torsang, a small village in Northern 

Sweden. The company started with the production of backpacks; today Haglöfs 

develops clothing, footwear and hardware for outdoor sports. The products have a 

functional design, are produced with highly technical materials, offer an advanced 

construction and a high usability. Moreover they have a good fit, are lightweight, and 

durable. Haglöfs is present in 20 European and Asian markets and their products are 

distributed through the sales channels of outdoor specialists and sports retailers 

(Haglöfs Sustainability Report 2011, p. 1). Since 2010 Haglöfs belongs to the 

Japanese sporting goods producer Asics (“Japan’s Asics buys Sweden’s Haglofs for 

$128.7 mln,” 2010). Haglöfs is the biggest Swedish sporting goods producer in 

Scandinavia. Its commitment towards sustainability is included in all business areas, 

from the concept to the finished product. Figure 9 (full size see appendix) gives an 

overview of all business areas that are involved in the sustainability process. 

 

Haglöfs´ sustainability work includes all parts of the company, for example the 

reduction of energy consumptions and greenhouse gas emissions, fixed guidelines 

for business travels and company cars; furthermore the company participates in 

recycling programs. Employees have the possibility to attend sustainable fashion 

academy´s training programs, or similar offers. The company supports the European 

Outdoor Conversation Association (EOCA), which organizes projects to conserve 

the wilderness. Moreover, Haglöfs is member of sustainability-related associations, 
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like the European Outdoor Group6, the Swedish Textile Water Initiative7 and the 

Swedish Chemical Group8.  

Figure 9: The supply chain at Haglöfs 

 
Source: (Sustainability report, 2011, p. 2) 

 

Haglöfs since 2008 is a member of the bluesign® standard to guarantee the reduction 

and substitution of dangerous substances for humans and animals within its 

production. A product is labeled as bluesign product as soon as it is produced with 

95% or more of bluesign-approved materials (Sustainability report 2011, p. 5).  

The overall goal for the company is to use more and more recycled materials. 

Another target is to use an impregnation for the clothing that is free of fluorocarbons. 

This is guaranteed by the DWR PFOS / PFOA9 -free finish seal, which the company 

has. Haglöfs products with the ‘Haglöfs recycled’ symbol proof that more than 50% 

of the materials have been recycled. Another interest is the focus on the greenhouse 

gas emissions figures. To lower them, the company´s transport, business travels, and 

energy consumption are taken into consideration. Although firms are often criticized 

for their production sites in Asia this must not always be negative. The table below 

shows the generation of CO2 for the transport from the production site Lousada, 

Portugal to Avesta, Sweden compared to the transportation from Shangai, Asia to 

                                                
6 Association to represent common interests of the European outdoor industry  
7 Joint project between Swedish textile and leather retailers 
8 Association which offers access to chemical databases and support in managing law within the chemical area 
9 Durable water repellent perfluorooctane sulfonate / perfluorooctanoic acid  
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Avesta, Sweden. In total the transportation from Asia generates 30,2 kg less CO2 

than the European transport way, due to a better transportation mix.  

Table 8: CO2 generation during the transport of one ton of freight 

 
Source: Haglöfs Sustainability report 2011, p. 6 

 

I contacted the Swedish brand Haglöfs through their Facebook page, where I briefly 

informed them about my thesis topic. I received the contact details of Lennart 

Ekberg, sustainability director within the company. We met in mid October at 

Haglöfs´ office in Järfälla, Stockholm, Sweden to discuss further details. As Haglöfs 

is only in direct contact with its specialized trade (and not with the end-consumer), 

Facebook was the best possibility to reach their consumers. Concerning the proper 

positioning on the Social Media tool I cooperated with Emma Haskå, who is working 

as Online Coordinator for Haglöfs. The link for the survey was placed as status 

message.  

4.2 VAUDE Sport GmbH & Co. KG 

The German outdoor sporting goods producer was founded in 1974 from Albrecht 

von Dewitz. Its headquarter is located in Obereisenbach bei Tettnang, Southern 

Germany, near the Alps and Lake Constance. The German pronunciation of the 

company name [fau´de:] stands for the initials of the founder, von Dewitz. Today, his 

daughter Antje von Dewitz is leading the business.  

Vaude develops, produces and sells outdoor goods; functional clothing, backpacks 

and bags, sleeping bags, tents, shoes and camping equipment. The firm sees itself as 

specialist for mountaineering, and as innovative company, which cares about humans 

and nature. (Vaude Sustainability report, 2012, p. 5) 

 

In 1994, the Ecolog-Recycling-Network was founded, which allowed to recycle 

functional high-tech clothing to a 100%. The company established an own 

kindergarten for the children of its employees in 2001 and received the award 

‘Freedom and Responsibility’ for its social engagement from Federal President 

Negative changes to the Earth’s climate are a critical issue for humanity. In recent years, Haglöfs has been working actively on climate 
change in the framework of its Climate Action Plan. 

HAGLÖFS’ CONTRIBUTION TO CLIMATE CHANGE
Tonne CO2 

2008
Tonne CO2 

2009
Tonne CO2 

2010
Tonne CO2 

2011 % 2010-2011
Premises 133 182 148 61 -59
Business travel and company cars 412 375 * 31 ** -10 ***
Transport 582 538 1,225 1,304 6
Total 1,127 1,095 1,404 1,355 -4
*Carbon-offsetting of 375 tonnes. ** Carbon-offsetting of 404 tonnes. *** Not applicable.

There is an obvious danger that the impact people and companies have on the climate may also represent a threat to Haglöfs’ business. 
A changing climate may radically change the conditions for the outdoor industry and limit the scope for pursuing an active outdoor life, 
while changing legislation may affect Haglöfs’ operations, particularly in a financial context. As Haglöfs does not have its own production,  
the Company focuses on limiting greenhouse gas emissions in its operations. In 2008, Haglöfs started measuring greenhouse gas 
emissions  generated in four priority areas: 

The target is to reduce emissions (per SEK million sales) from the 2008 level of 2.3 tonnes to 1.1 tonnes by 2012.

KEY FIGURES: GREENHOUSE GAS EMISSIONS IN 2011 2008 2009 2010 2011 % 2010-2011
Tonne CO2/employee 11.3 9.2 11.0 9.5 -15
Tonne CO2/SEK mill. sales 2.3 1.9 2.2 2.1 -5

TRANSPORT
It is estimated that 30 percent of global greenhouse gas emissions come from the transport sector. Most of Haglöfs’ shipments from 
Asia to its main warehouse in Avesta are in containers which are transported to Gothenburg by sea. From Gothenburg they go by rail 
to Örebro and the final short leg is by truck to Avesta. Although this is not the fastest solution, it is the most effective way of minimizing 
greenhouse gas emissions at present.

For environmental reasons, Haglöfs is also working to reduce its reliance on air transport. This will also play a crucial role in the 
Company’s ability to achieve its greenhouse gas emission targets. Although air freight accounts for just over 4 percent of the total 
transported  volume, it is responsible for almost 69 percent of total emissions.

Haglöfs’ deliveries of products to customers are by truck, which in most cases is the only available mode of transport. As would be 
expected, Haglöfs only uses responsible logistics partners.

TRANSPORT
Tonne-km  

2008
Tonne-km 

2009
Tonne-km 

2010
Tonne-km 

2011
Tonne CO2 

2008
Tonne CO2

 2009
Tonne CO2 

2010
Tonne CO2 

2011
% 

2010-2011
Air 275,051 246,301 697,282 728,418 408 366 1,035 900 -13
Road 667,932 657,517 783,014 981,329 52 51 61 174 185
Sea 11,067,279 10,971,964 11,643,083 15,608,413 122 121 128 230 80
Rail 164,360 164,920 172,680 252,620 0 0 0 0
Total 12,174,622 12,040,702 13,296,059 17,570,780 582 538 1,225 1,304 6

European companies are often criticized amid claims that production in Asia is more negative for the environment than production 
in Europe. In many cases, trucks are the only practical mode of transport available for deliveries in Europe. The example below 
compares Haglöfs’ production in Portugal with production in China. In the example, greenhouse gas emissions are actually lower 
in shipments from China than from Portugal, as a result of a better transport mix.

HOW MUCH CO2 IS GENERATED DURING TRANSPORTATION OF ONE TONNE OF FREIGHT?
Distance (km) Transport mode CO2/tonne-km (gr) CO2 Total (kg)

Lousada-Avesta 3,400 Road 77.8 264.5
Total 264.5
Shanghai-Gothenburg 20,302 Sea 11.0 223.3
Gothenburg-Örebro 280 Rail 0* 0*
Örebro-Avesta 141 Road 78 11.0
Total 234.3
* Carbon-neutral transport by rail in Sweden.

Haglöfs and climate

1 2 3 4 5 6 7 8
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Johannes Rau. A part of the collection was produced according to the strict 

bluesign® standard, Vaude was the first sporting goods producer who guaranteed a 

pollutant-free production chain. In 2002, Vaude reached the third place in the 

regional competition ‘Gleiche Chancen für Frauen und Männer im Betrieb’ (equal 

opportunities for women and men in a business). Vaude became official partner and 

sponsor of the DAV (Deutscher Alpenverein), the German Alpine Association within 

the areas ‘nature and environmental protection’. The company received the quality 

seal ‘Certificate audit career & family’ for its family-friendly arrangements and was 

honored as one of 35 family-friendly businesses at the statewide competition 

‘Erfolgsfaktor Familie’ (success factor family) through Federal President Gerhard 

Schröder.  

 

In 2008, Vaude was the first European outdoor sporting goods producer with EMAS- 

(certified environmental management) and ISO (International Organisation for 

Standardisation) 14001-certification. Vaude furthermore became official member of 

the bluesign® standard and is the first European outdoor company which produces 

all goods according to this strict standard. Antje von Dewitz becomes director of the 

business in 2009. The sporting goods producer received the OutDoor Industry Award 

in gold, in the category sustainability for its ecological sleeping back with bluesign® 

certification. Within a survey about ‘sustainable human resources management’ 

where 84 German medium-size companies participated Vaude reached the 2nd place.  

In 2010, the company participated as first European business at the EU business and 

biodiversity campaign and implemented arrangements to boost biodiversity. At the 

Utopia Award, Vaude was awarded for the retail price as most sustainable company 

in Germany. Vaude underlined its CSR goals for fair working conditions and 

transparency with joining the Fair Wear Foundation (FWF), an independent non-

profit organization, which addresses fair working conditions in the apparel industry.  

In 2011, the sporting goods producer started a cooperation with the World Wide 

Fund for Nature (WWF). 1% of the earnings through the sale of Green Shape 

products are used for WWF projects. The company received the Eco Responsibility 

Award as most sustainable company at the ISPO (International fair for sporting 

goods and sports clothing) in Munich. Moreover, Vaude got the German 

sustainability price. In 2012, Vaude was nominated for the German CSR-price. The 

firm signed the German sustainability codex as one of the first companies in 
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Germany. The sporting goods producer started a cooperation with ‘FairWertung’, 

which deals with the responsible disposal of used textile products in support of 

charitable facilities. The headquarter in Obereisenbach and all its produced goods 

became climate neutral. Figure 10 (full size see appendix) gives an overview of all 

sustainable activities within the company.  

Figure 10: CSR activities at Vaude Sport GmbH & Co. KG 

 
Source: (Vaude Sustainability report, 2012, p. 11) 

 

To get in touch with Vaude I sent an e-mail to the sustainability department, where I 

received an answer from Jan Lorch, who is the Chief Sales Officer (CSO) and 

Sustainability and CSR-manager of the company. After a few days we had a 

telephone meeting where we discussed further details. Four weeks later we met in 

person at the headquarter of the company in Obereisenbach, Tettnang, Germany. 

Additionally Manfred Meindl, the Head of Online Marketing attended the meeting to 

discuss several possibilities for the survey. Vaude too is not in direct contact with its 

customers; therefore Facebook was used as well as tool to reach the consumers. This 

guaranteed furthermore that both companies started with equal requirements into the 

survey. The survey was posted as fixed item, and as status message on the 

company´s Facebook page.  
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4.3 Demographic characteristics 

Haglöfs respondents tended to be male, between 18 and 50 years old, they were 

highly educated and had moderate to high incomes. 62% of the respondents were 

male (n = 93), 38% were female (n = 57). 45% of the respondents (n = 67) were 

younger than 30 years, 55% were 30 to 60 years old (n = 83). 3% (n = 5) finished 

high school or equivalent, 34% had secondary education (n = 51), and 63% reported 

higher education (n = 94). 19% stated an annual income of less than SEK 100,000 (n 

= 28), 29% had an income from SEK 100,000 to 300,000 (n = 43). 43% reported an 

annual income between SEK 300,000 to 500,000 (n = 65), and 9% earned more then 

SEK 500,000 per year (n = 14).   

 

Vaude respondents tended to be male, between 20 and 50 years old, they were well 

educated and had moderate incomes. 67% of the respondents were male (n = 179), 

33% were female (n = 88). Nearly half of the respondents (n = 126) were younger 

than 30 years, 53% were 30 to 65 years old (n = 142). 21% (n = 56) had finished 

high school or equivalent, 35% had secondary education (n = 95), and 44% had 

higher education (n = 117). 25% stated an annual income of less than EUR 10,000 (n 

= 66), 22% had an income from EUR 10,000 to 30,000 (n = 58). 30% reported an 

annual income between EUR 30,000 to 50,000 (n = 81), and 19% earned more then 

EUR 50,000 per year (n = 51).  

4.4 Perceived quality  

Question 1: I trust the Swedish / German quality of products from Haglöfs / Vaude. 

    
At Haglöfs, most of the respondents (61%) valued the quality of the brand with 

seven points on the likert-scale, which results in an average of 6,49. 48 customers 

(32%) chose with six the second-highest points for this item, only 11 respondents 
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(7%) scored this item with five or four. Values from one to three have not been 

chosen. Most of the respondents of Vaude (86%) valued the quality of the brand with 

a six or seven on the likert-scale. 37 participants (14%) scored this item with a five 

or lower, which results in an average of 6,15. 

 

Question 2: Products from Haglöfs / Vaude offer excellent features. 

    
48 Haglöfs customers (32%) chose a six on the scale when valuing the features of 

Haglöfs products. 46 customers (31%) chose a five, 26 persons (17%) valued the 

features with 7 points on the likert-scale, which results in an average of 5,39. At 

Vaude more than half of the customers (53%) chose a six on the scale when valuing 

the features of Vaude products. 65 persons (24%) valued the features with 7 points, 

which results in an average of 5,88. 

 

Question 3: Haglöfs / Vaude is a very sustainable brand.  

    
Most of the Haglöfs respondents (65%) valued the perceived quality concerning 

Haglöfs´ sustainability with a seven, 36 customers (24%) chose a six on the likert-

scale. 12 respondents (8%) valued this item with a five. One and two points were not 

chosen to answer this perceived quality item, which makes an average of 6,51. 184 
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Vaude respondents (69%) chose a six respectively seven on the likert-scale, 52 

persons (19%) valued this item with a five on the scale. This results in an average of 

5,81. 

4.5 Brand Awareness 

Question 4: I recognise Haglöfs / Vaude very quickly among other brands. 

    
75 Haglöfs respondents (50%) answered that they recognize the brand quickly. 39 

persons (26%) chose a six on the likert-scale, 24 participants (16%) valued this item 

with a five on the scale. This makes an average of 6,14. 84 Vaude respondents (31%) 

valued the recognition of the brand with six points, 75 persons (28%) chose seven 

points on the likert-scale. 60 respondents (22%) graded this item with a five on the 

scale, which results in an average of 5,57.  

 

Question 5: I am very familiar with products from Haglöfs / Vaude. 

    
The familiarity for Haglöfs products showed 47 respondents (31%) who thought that 

they were familiar with the brand to an amount of four on the likert-scale. 46 

customers (31%) valued it with a five, 30 respondents (20%) chose a six on the scale. 

This results in an average of 4,59. The strongest choice at Vaude was five, with 90 
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persons (34%). The second-strongest choice was six, which was chosen from 70 

persons (26%). This results in an average of 5,22. 

 

Question 6: Haglöfs / Vaude is the most sustainable brand in the market.  

    
Most of the Haglöfs respondents (47%) chose a seven on the scale, 46 customers 

(31%) valued it with six points. 23 (15%) respondents graded this question with a 

five. Most of the Vaude respondents chose a five respectively six on the scale (57%) 

to score this brand awareness item. 56 persons (21%) scored it with a four, 29 fans 

(11%) answered with seven points on the likert-scale. Generally speaking, Haglöfs 

respondents graded this brand awareness item with an average of 6,15 higher than 

Vaude participants (average of 4,99).   

4.6 Brand Association 

Question 7: I really like Haglöfs’ / Vaude´s brand image. 

    
Most of the respondents (38%) really like Haglöfs´ brand image and scored it with a 

six on the scale. Another 68 persons (45%) valued it either with a five respectively 

seven on the scale. 25 respondents (17%) graded this item from one to four. This 

makes an average of 5,55. 198 Vaude customers (74%) valued Vaude´s brand image 
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mostly with a six respectively seven on the likert-scale, 44 respondents (16%) took a 

five on the scale. This results in an average of 5,97. 

 

Question 8: I like and trust Haglöfs / Vaude as sustainable sporting goods producer.  

     
53 respondents (35%) like and trust Haglöfs as sustainable sporting goods producer 

and valued this item with a seven on the scale. 47 persons (31%) chose six points, 25 

respondents (17%) chose a four on the likert-scale. Most of the Vaude respondents 

(41%) chose a six on the scale to answer the question about like and trust of the 

brand. 70 persons (26%) valued this question with seven points, 55 of them (21%) 

chose a five on the scale. Interestingly, both sporting goods producers reached an 

average of 5,73 for this item from their respondents.  

 

Question 9: I feel proud to own sustainable products from Haglöfs resp. Vaude. 

     
40 Haglöfs respondents (27%) feel proud to own Haglöfs products and valued this 

item with a five on the likert-scale. Second-most answer was a six, which was chosen 

from 36 persons (24%), followed by 23 respondents (15%) who graded it with a four 

respectively seven on the scale. Almost one-third of Vaude customers are feeling 

proud to own products from the brand and therefore graded this item with seven 
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points. One-fourth chose a six on the likert-scale, 51 persons (19%) valued it with a 

five, which makes an average of 5,23. 

4.7 Brand Loyalty 

Question 10: When buying sustainably produced sporting goods, Haglöfs / Vaude is 

my first choice. 

    
114 Haglöfs respondents (76%) choose Haglöfs first when buying sustainably 

produced sporting goods and therefore valued this item with a five, six respectively 

seven on the likert-scale. 36 respondents (24%) graded this item with a four or lower. 

This makes an average of 5,32. Also at Vaude most of the respondents (73%) valued 

this item with a five respectively six or seven on the scale, all others (27%) chose a 

four or lower number from the scale. This results in an average of 5,20. 

 

Question 11: I am still willing to buy Haglöfs / Vaude products even if its price is 

higher than of its competitors. 

    
This brand loyalty item was valued mostly with a four (21%) or six (20%) at 

Haglöfs. 25 respondents valued this item with a five (17%), 24 participants (16%) 

chose a seven on the likert-scale. Most of the Vaude respondents (24%) valued this 
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item with a five. Six or seven was valued seldom for this item, only 8 participants 

(3%) chose these numbers. This results in an average of 4,81. 

 

Question 12: I consider myself loyal to Haglöfs / Vaude. 

    
Haglöfs fans valued their loyalty mostly between four and seven on the scale (84%), 

all others (16%) graded with a three or lower. This makes an average of 4,93.Vaude 

respondents consider themselves mostly loyal with four, five respectively six on the 

scale. The highest points were chosen seldom, only 20 participants (7%) considered 

themselves as loyal to the highest possible amount. This results in an average of 

4,48. 

4.8 Overall Brand Equity 

Question 13: Even if another brand has the same features as Haglöfs / Vaude, I prefer 

to buy Haglöfs / Vaude products. 

    
The first item of the overall brand equity section was valued mostly from four to 

seven from Haglöfs respondents (87%). A low amount of respondents (13%) chose a 

three or lower. This results in an average of 4,99. Vaude customers too chose mainly 

a four, five, six, or seven on the likert-scale (78%) to value the features of the brand. 
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37 respondents (14%), graded this item with a three, all others (8%) chose a one or 

two on the scale. This makes an average of 4,79. 

 

Question 14: Even if another brand has the same sustainable quality as Haglöfs / 

Vaude, I will still buy Haglöfs / Vaude products.  

     
45 Haglöfs respondents (30%) graded this item with a six on the scale, 36 persons 

(24%) chose a five. 42 respondents (28%) valued the overall quality with a four 

respectively seven, which results in an average of 4,93. 65 Vaude fans (24%) chose a 

five on the scale, 55 (21%) graded this item with a four. 71 respondents (26%) 

valued with a three or lower. This makes an average of 4,48. 

 

Question 15: It makes sense to buy Haglöfs / Vaude instead of other brands, because 

of its sustainable commitments, even if they are the same. 

    
One-fourth of Haglöfs respondents valued this item with a five on the likert-scale, 35 

persons (23%) chose a six on the scale, which results in an average of 4,89. 26 

respectively 25 respondents (17% in each case) chose a four resp. seven. Most of the 

Vaude customers (27%) chose a five on the scale, 58 respectively 59 persons (22% 
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in each case) took a four respectively six on the scale. This results in an average of 

4,67. 

 

Question 16: If another brand´s sustainable performance is as good as Haglöfs / 

Vaude I will still buy Haglöfs / Vaude products.  

   
The last overall brand equity item probably delivered the most significant outcome 

for Haglöfs. Respondents chose either a one or a two on the 7-points-likert scale, 

which results in a low average of 1,38. 51 Vaude respondents (19%) valued the 

sustainable performance with a four on the scale, 72 persons (27%) chose a five, 64 

persons (24%) chose a six, and 20 respondents (7%) took a seven. This results in an 

average of 4,55. 
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5 Analysis 

This chapter discusses the results of the empirical part. It introduces data of all 

brand equity items, results of the product moment correlation according to Pearson, 

factor analysis findings as well as cluster analysis outcomes. 

5.1 Questionnaire results 

5.1.1 Demographic data 
Although the outdoor branch supplies consumers of all ages (Köhn, 2011, Vorreiter 

North Face section, para. 2) somehow a specific target group can be identified when 

comparing both outdoor sporting goods producers according to their demographic 

data. Haglöfs and Vaude are having almost the same customer structure. This goes 

hand in hand with the theoretical finding that Sweden and Germany can be compared 

regarding their socioeconomic characteristics, like for example education and annual 

income (Wintermann, 2006). Haglöfs respondents tended to be male, between 18 and 

50 years old, they were highly educated and had moderate to high incomes. Vaude 

respondents tended to be male, between 20 and 50 years old, they were well educated 

and had moderate incomes. This shows that customers of outdoor brands seem not to 

differ according very significantly to their country of origin.  

5.1.2 Perceived sustainable quality 
The country of origin signals a certain quality (Maheswaran, 1994, p. 358), and 

consumers use that information to make a purchase decision (Häubl & Elrod, 1999, 

p. 1). As both sporting goods producers had high mean values for all three items of 

perceived quality, ranging from 5,39 up to 6,51, this shows that the quality of the 

brands is perceived as high, which leads us to the suggestion that Sweden and 

Germany seem to be countries which produce high quality products. Haglöfs’ 

customers think that the brand is very sustainable, and almost the same mean value 

appeared for ‘I trust the Swedish quality of products from Haglöfs’. Vaude had its 
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highest mean value for the item ‘I trust the German quality of products from Vaude’. 

This item can be taken as strongest item when discussing the country of origin of a 

brand, as the brand name respectively its country of origin signal quality (Rao & 

Monroe, 1989). As customers from both respondent groups valued this item very 

high, this result shows that both brands resp. their country of origin are having a 

significant influence on consumers. In addition, when considering that the brand 

name is used as information in order to get an opinion (Dodds et al., 1991) as it 

provides information about the country of origin of a product (Thakor, 1996, p. 30) 

Haglöfs and Vaude seem to inform their customers very well. Another result showed 

that both brands are almost on a par with their features. However, Haglöfs customers 

perceive the brand more sustainable than Vaude customers.  

Table 9: Mean values for perceived quality at Haglöfs and Vaude 

 
5.1.3 Sustainable brand awareness 
The results for the brand awareness delivered values from 4,59 up to 6,15. Swedish 

customers showed the strongest awareness for the item ‘Haglöfs is the most 

sustainable brand in the market’, closely followed by ‘I recognize Haglöfs very 

quickly among other competing brands’. The third item showed with a mean value of 

4,49 a lower result. German respondents agreed mostly with ‘I recognize Vaude very 

quickly among other competing brands’, followed by ‘I am very familiar with 

products from Vaude’. This shows that Swedish customers are aware of the 

sustainability of the brand and recognize Haglöfs very quickly among other 

competing brands, whereas German respondents are aware of the brand itself. 

Moreover, Swedish respondents valued this item with higher points on the likert-

scale compared to Germany.  

    

 

I trust the Swedish/German 
quality of products from 

Haglöfs/Vaude 

Products from 
Haglöfs/Vaude offer 

excellent features 
Haglöfs/Vaude is a very 

sustainable brand 

Mean values Haglöfs 6,49 5,39 6,51 

Mean values Vaude 6,15 5,88 5,81 
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Table 10: Mean values for sustainable brand awareness at Haglöfs and Vaude 

 
5.1.4 Sustainable brand association 
Brand association is of value for a brand as it can influence purchase decisions as 

well as the loyalty towards a brand (Keller, 1993, p. 5). The brand association items 

of the questionnaire delivered mean values between 4,81 and 5,97, which proofs that 

Swedish and German customers are associating the brands quite well. Haglöfs 

respondents valued ‘I like and trust Haglöfs as sustainable sporting goods producer’ 

strongest, whereas Vaude fans showed the strongest correlation for ‘I really like 

Vaude´s brand image’. Outdoor lovers seem to have a high trust towards outdoor 

brands; furthermore they have the feeling that it fulfils their requirements towards 

products.  

Table 11: Mean values for sustainable brand association at Haglöfs and Vaude 

 

5.1.5 Sustainable brand loyalty 
All three items of sustainable brand loyalty have been answered almost identical 

from both respondent groups. ‘When buying sustainably produced sporting goods, 

Haglöfs/Vaude is my first choice’ was valued strongest, which shows that the 

respondents are very loyal towards the brand. Haglöfs customers perceive 

themselves a bit more loyal than Vaude fans. However, if the price of the products is 

higher than of its competitors Vaude respondents are willing to buy the brand to a 

slightly higher degree. This goes hand in hand with existing research, which 

identified this phenomenon already earlier, when discussing the fact that the price of 

    

 

I recognize Haglöfs/Vaude 
very quickly among other 

competing brands 
I am very familiar with 
products from Haglöfs 

Haglöfs is the most 
sustainable brand in the 

market 

Mean values Haglöfs 6,14 4,59 6,15 

Mean values Vaude 5,57 5,22 4,99 

    

    

 

I really like 
Haglöfs´/Vaude´s brand 

image 

I like and trust 
Haglöfs/Vaude as 

sustainable sporting goods 
producer 

I feel proud to own 
sustainable products from 

Haglöfs 

Mean values Haglöfs 5,55 5,73 4,81 

Mean values Vaude 5,97 5,73 5,23 
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a product plays a secondary role (Oh, 2000, p. 153). Moreover, fans are not only 

choosing the brands first, they are also considering themselves as loyal towards the 

brand. According to the theory, both respondent groups seem to be committed 

consumers. They are proud to own products from this brand, it is of importance for 

them. For companies, these customers are of great value as they recommend the 

brand also to others (Aaker, 1991). 

Table 12: Mean values for sustainable brand loyalty at Haglöfs and Vaude 

 

5.1.6 Overall brand equity 
Both brands are showing the strongest mean value when it comes to the features of 

its products. The second-strongest item for Haglöfs was the sustainable quality of the 

brand, which correlates with earlier results according the quality of Haglöfs products 

(within the perceived sustainable quality section of the survey). The question about 

the sustainable performance delivered probably the most significant result for 

Haglöfs, as customers valued this item with a mean value of 1,38, which is very low 

compared to other answers within the questionnaire. Vaude respondents valued all 

four items almost equal, which shows that they are satisfied with the brand and its 

overall performance. This shows that fans respectively buyers generally speaking are 

satisfied with the brands. Furthermore the features and quality of the products are of 

significant relevance, which could be explained by the fact that it is of great 

importance that products exactly fulfil the expectations of buyers while being 

outdoors. Otherwise nature might not be experienced like wanted.   

Table 13: Mean values for overall brand equity at Haglöfs and Vaude 

    

 

When buying sustainably 
produced sporting goods, 
Haglöfs/Vaude is my first 

choice 

I am still willing to buy 
Haglöfs/Vaude products 
even if its price is higher 
than of its competitors 

I consider myself loyal to 
Haglöfs/Vaude 

Mean values Haglöfs 5,32 4,47 4,93 

Mean values Vaude 5,20 4,81 4,48 

    

     

 

Even if another 
brand has the same 

features as 
Haglöfs/Vaude, I 

prefer to buy 
Haglöfs/Vaude 

products 

Even if another brand 
has the same 

sustainable quality as 
Haglöfs/Vaude, I will 

still buy 
Haglöfs/Vaude 

products 

It makes sense to buy 
Haglöfs/Vaude 

products instead of 
other brands, because 

of its sustainable 
commitments, even if 

they are the same 

If another brand´s 
sustainable performance 

is as good as 
Haglöfs/Vaude I will 

still buy Haglöfs/Vaude 
products 

Mean values Haglöfs 4,99 4,93 4,89 1,38 
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Following table below sums up all mentioned mean values of the independent and 

dependent items of the questionnaire and illustrates the data in each case as median. 

The Swedish brand Haglöfs and the German brand Vaude show the same results 

when valuing the perceived quality of, as well as to the loyalty towards the brand. 

Therefore the quality of the products as well as the fact that outdoor brands buyers   

are loyal seems to be the same, no matter where a brand comes from. The sustainable 

brand awareness was valued with one point higher at Haglöfs, whereas the 

sustainable brand association was valued with one point higher at Vaude. The overall 

brand equity has been valued higher at Vaude. As reason for this difference the item 

‘If another brand’s sustainable performance is as good as Haglöfs I will still buy 

Haglöfs products’ can be named as it delivered only results between one and two and 

therefore narrowed the overall median. Generally speaking, all items have received 

high values from both respondent groups. This proofs that the outdoor customer is a 

loyal consumer, with a strong linkage towards the brand.  

Table 14: Overview of the questionnaire results 

 

5.2 Product moment correlation 

SPSS delivers information in three categories when conducting a product moment 

correlation. Figures with a level starting from 0,01 (strongly significant), figures with 

a standard beginning from 0,05 (significant), and figures with a level below (less 

significant). Generally speaking, it can be stated that for both sporting goods 

producers all 16 items of the questionnaire showed strong correlations with each 

other (above 0,05). Correlations above 0,7 were taken for further analysis and are 

described in the following two subchapters.  

Mean values Vaude 4,79 4,48 4,67 4,55 

     

   

 Haglöfs Vaude 

Perceived sustainable quality 6 6 

Sustainable brand awareness 6 5 

Sustainable brand association 5 6 

Sustainable brand loyalty 5 5 

Overall brand equity 4 5 
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5.2.1 Bivariate correlation according to Pearson at Haglöfs 
The strongest correlation between the dependent variables at Haglöfs was with the 

amount of 0,727 for ‘I like and trust Haglöfs as sustainable sporting goods producer’ 

(brand association item) and ‘Haglöfs is a very sustainable brand’ (perceived quality 

item). ‘I like and trust Haglöfs as sustainable sporting goods producer’ (brand 

association item) and ‘Haglöfs is the most sustainable brand in the market’ (brand 

awareness item) showed with 0,727 also a strong correlation. The brand loyalty item, 

‘When buying sustainably produced sporting goods, Haglöfs is my first choice’ 

correlated to the amount of 0,711 with ‘Haglöfs is the most sustainable brand in the 

market’ (brand awareness item). Finally, the same brand loyalty item correlated to 

the amount of 0,703 with ‘I like and trust Haglöfs as sustainable sporting goods 

producer’ (brand association item). These correlations resulted from sustainable 

brand association items, perceived sustainable quality items, sustainable brand 

awareness items, and sustainable brand loyalty items. This proofs that besides 

awareness and loyalty, most of all brand association and perceived quality are 

important for customers.  Following table gives an overview of the results.  

Table 15: Bivariate correlation of dependent variables at Haglöfs 

PSQ = Perceived sustainable quality, SBAW = sustainable brand awareness, SBA = sustainable brand association,  

SBL = sustainable brand loyalty 

 

The independent variables delivered information about the overall brand equity of 

the brand. Here, the strongest correlation was identified with an amount of 0,860 

between ‘Even if another brand has the same features as Haglöfs, I prefer to buy 

Haglöfs products’ and ‘Even if another brand has the same sustainable quality as 

Haglöfs, I will still buy Haglöfs products. The second-strongest correlation was 

 Dependent variables  

SBA2 

 

PSQ3 

I like and trust Haglöfs as sustainable sporting goods producer 

correlated with 

Haglöfs is a very sustainable brand  

0,727 

SBA2 

 

SBAW3 

I like and trust Haglöfs as sustainable sporting goods producer 

correlated with 

Haglöfs is the most sustainable brand in the market 

0,722 

SBL1 

 

SBAW3 

When buying sustainably produced sporting goods, Haglöfs is my first choice 

correlated with  

Haglöfs is the most sustainable brand in the market 

0,711 

SBL1 

 

SBA2 

When buying sustainably produced sporting goods, Haglöfs is my first choice 

correlated with  

I like and trust Haglöfs as sustainable sporting goods producer 

0,703 
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discovered between ‘Even if another brand has the same sustainable quality as 

Haglöfs, I will still buy Haglöfs products’ and ‘If another brand´s environmental 

performance is as good as Haglöfs I will still buy Haglöfs products’. ‘Even if another 

brand has the same features as Haglöfs, I prefer to buy Haglöfs products’ correlated 

with an amount of 0,786 with ‘If another brand´s environmental performance is as 

good as Haglöfs I will still buy Haglöfs products’. Finally, ‘It makes sense to buy 

Haglöfs products instead of other brands, because of its environmental 

commitments’ correlated with an amount of 0,728 with ‘If another brand´s 

environmental performance is as good as Haglöfs I will still buy Haglöfs products’. 

This outcome shows that Haglöfs customers valued the features, the quality, and 

performance of the brand very high. They have a high expectation about the 

functionality and durability of the products, so as long as Haglöfs provides them with 

satisfied products they are willing to buy them.  

Table 16: Bivariate correlation of independent variables at Haglöfs 

OBE = Overall brand equity 

 

5.2.2 Bivariate correlation according to Pearson at Vaude 
In total, 11 strong correlations were identified for Vaude. The dependent variables 

showed four correlating items. The strongest correlation was identified with an 

amount of 0,737 between ‘I like and trust Vaude as sustainable sporting goods 

producer’ (sustainable brand association item) and ‘Vaude is a very sustainable 

 Independent variables  

OBE1 

 

OBE2 

Even if another brand has the same features as Haglöfs, I prefer to buy Haglöfs products. 

correlated with  

Even if another brand has the same sustainable quality as Haglöfs, I will still buy Haglöfs products 

0,860 

OBE2 

 

 

OBE4 

Even if another brand has the same sustainable quality as Haglöfs, I will still buy Haglöfs 

products. 

correlated with  

If another brand´s environmental performance is as good as Haglöfs I will still buy Haglöfs 

products. 

0,828 

OBE1 

 

OBE4 

Even if another brand has the same features as Haglöfs, I prefer to buy Haglöfs products 

correlated with  

If another brand´s environmental performance is as good as Haglöfs I will still buy Haglöfs 

products.  

0,786 

OBE3 

 

 

OBE4 

It makes sense to buy Haglöfs products instead of other brands, because of its environmental 

commitments. 

correlated with  

If another brand´s environmental performance is as good as Haglöfs I will still buy Haglöfs 

products. 

0,728 
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brand’ (perceived quality item). The second-strongest correlation appeared between 

‘When buying sustainably produced sporting goods, Vaude is my first choice’ 

(sustainable brand loyalty item) and ‘Vaude is the most sustainable brand in the 

market’ (sustainable brand awareness item). The brand association item ‘I like and 

trust Vaude as sustainable sporting goods producer’ correlated strongly with the 

perceived quality item ‘ I trust the German quality of products from Vaude`. The 

fourth correlation with an amount of 0,701 was identified between ‘I like and trust 

Vaude as sustainable sporting goods producer’ (sustainable brand association) and ‘I 

really like Vaude´s brand image’ (sustainable brand association item). These results 

are similar to the Swedish survey, although the ranking is slightly different. For 

German customers association and quality is important too, but they are more loyal 

than aware of the brand. However, the strong linkage towards the brand is also given 

for German buyers of Vaude products.  

Table 17: Bivariate correlations of dependent variables at Vaude 

PSQ = Perceived sustainable quality, SBAW = sustainable brand awareness, SBA = sustainable brand association, 

SBL = sustainable brand loyalty 

 

At Vaude, some independent variables correlated not only with independent items, 

but also with dependent variables. The strongest correlation appeared with an amount 

of 0,843 between the two overall brand equity items, ‘If another brand´s sustainable 

performance is as good as Vaude´s, I will still buy Vaude products’ and ‘Even if 

another brand has the same sustainable quality as Vaude, I will still buy Vaude 

products’. The second-strongest correlation was identified between ‘Even if another 

brand has the same features as Vaude, I prefer to buy Vaude products and ‘Even if 

another brand has the same sustainable quality as Vaude, I will still buy Vaude 

 Dependent variables  

SBA2 

 

PSQ3 

I like and trust Vaude as sustainable sporting goods producer. 

correlated with 

Vaude is a very sustainable brand. 

0,737 

SBL1 

 

SBAW3 

When buying sustainably produced sporting goods, Vaude is my first choice. 

correlated with 

Vaude is the most sustainable brand in the market. 

0,703 

SBA2 

 

PSQ1 

I like and trust Vaude as sustainable sporting goods producer. 

correlated with 

I trust the German quality of products from Vaude.   

0,702 

SBA2 

 

SBA1 

I like and trust Vaude as sustainable sporting goods producer. 

correlated with 

I really like Vaude´s brand image. 

0,701 
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products’. The overall brand equity item ‘Even if another brand has the same features 

as Vaude, I prefer to buy Vaude products’ correlated with an amount of 0,832 

strongly with ‘If another brand´s sustainable performance is as good as Vaude´s, I 

will still buy Vaude products’. ‘If another brand´s sustainable performance is as good 

as Vaude´s, I will still buy Vaude products’ correlated with I consider myself loyal to 

Vaude. Another strong relationship was discovered between ‘Even if another brand 

has the same features as Vaude, I prefer to buy Vaude products’ and ‘I consider 

myself loyal to Haglöfs’. ‘Even if another brand has the same sustainable quality as 

Vaude, I will still buy Vaude products’ correlated with an amount of 0,746 with ‘I 

consider myself loyal to Vaude’. Finally, ‘It makes sense to buy Vaude products 

instead of other brands, because of its sustainable commitments’ strongly correlated 

with ‘If another brand´s sustainable performance is as good as Vaude´s, I will still 

buy Vaude products’. Here, the results are similar to the Swedish survey too. Vaude 

respondents valued the features, the quality, and the performance of the brand as well 

very high. Nevertheless, for German respondents the loyalty towards the brand 

seems to play a bigger role than for Swedish consumers.  

Table 18: Bivariate correlations of independent variables at Vaude 

 

 Independent variables  

OBE 4 

 

OBE 2 

If another brand´s sustainable performance is as good as Vaude´s, I will still buy Vaude products. 

correlated with 

Even if another brand has the same sustainable quality as Vaude, I will still buy Vaude products. 

0,843 

OBE 1 

 

OBE 2 

Even if another brand has the same features as Vaude, I prefer to buy Vaude products. 

correlated with 

Even if another brand has the same sustainable quality as Vaude, I will still buy Vaude products. 

0,838 

OBE 1 

 

OBE 4 

Even if another brand has the same features as Vaude, I prefer to buy Vaude products. 

correlated with 

If another brand´s sustainable performance is as good as Vaude´s, I will still buy Vaude products.  

0,832 

OBE 4 

 

SBL 3 

If another brand´s sustainable performance is as good as Vaude´s, I will still buy Vaude products. 

correlated with 

I consider myself loyal to Vaude. 

0,765 

OBE 1 

 

SBL 3 

Even if another brand has the same features as Vaude, I prefer to buy Vaude products. 

correlated with 

I consider myself loyal to Haglöfs. 

0,761 

OBE 2 

 

SBL 3 

Even if another brand has the same sustainable quality as Vaude, I will still buy Vaude products. 

correlated with 

I consider myself loyal to Vaude. 

0,746 

OBE 3 

 

 

OBE 4 

It makes sense to buy Vaude products instead of other brands, because of its sustainable 

commitments. 

correlated with  

If another brand´s sustainable performance is as good as Vaude´s, I will still buy Vaude products.  

0,736 

   



 55 

Summing up, it can be stated that the results of both respondent groups showed 

similar rankings within the correlations. A significant difference was identified when 

looking on the loyalty towards the brand, as German respondents valued this item 

higher and more often than the Swedish participants of the survey.  

5.3 Factor analysis 

As discussed earlier in the methodology chapter, factor analysis was used to analyse 

the data of both questionnaires. First, the components for Haglöfs will be introduced, 

before analysing the results for Vaude. At Haglöfs it is interesting to see that the 

results of the factor analysis delivered only three components. Table 19 (see next 

page) gives an overview about the 16 items of the questionnaire, their belonging to 

one of the five constructs as well as their factor loadings. Generally speaking, it can 

be stated that the first and the third component show items from more constructs, 

while component two delivered mainly overall brand equity as result. Following, 

each component will be discussed more into detail.  

5.3.1 Three components at Haglöfs 
The first component of the factor loading is a mixture of sustainable brand 

association, perceived sustainable quality, sustainable brand awareness and 

sustainable brand loyalty. The strongest loading is a brand association item, the 

second- and third-strongest loading belong to the perceived sustainable quality 

section of the questionnaire. This leaves the suggestion that customers of outdoor 

brands seem to be special, as their idea of a brand cannot be separated into single 

factors. For them, it needs a bit of everything. The first component suggests that it is 

relevant for Haglöfs customers to be able to associate the brand with, in this case, 

sustainability, moreover trust is important. Additionally, the quality of the products 

seems to be significant for them. Customers need a brand to trust at, which fulfils the 

requirements while being outdoors. The fourth-strongest factor loading was a brand 

awareness item, which may give evidence that consumers need to know about the 

brand, probably they ask friends and other outdoor lovers about their experiences 

with several products, as they know best due to own experiences. This was stated 

also in earlier research (Aaker, 1991) when talking about committed consumers. 

They are proud to own products from this brand, it is of importance for them. For 

companies, these customers are of great value as they recommend the brand also to 

others.  
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The second component showed a clear result. Four of five items belonged to the 

overall brand equity section of the questionnaire; the fifth item was a loyalty item. 

This component is similar to the first German factor loading (see next subchapter). 

Here, the features delivered the strongest correlation, followed by the performance, 

quality, and its commitments. It seems that Haglöfs customers are very loyal towards 

the brand. This result underlines once again the earlier mentioned characteristic of 

outdoor sportspersons, as they prefer brands, which fulfil a lot.  

Table 19: Rotated Component matrixa at Haglöfs 

 

 

The third component is like the first factor loading a mixture of more constructs 

within the questionnaire. The strongest loading is a brand awareness item, followed 

 Component 

1 2 3 

I like and trust Haglöfs as sustainable sporting goods producer. ,851 ,303  

Haglöfs is a very sustainable brand. ,836   

I trust the sustainable quality of products from Haglöfs. ,768   

Haglöfs is the most sustainable brand in the market.  ,712 ,382  

When buying sustainably produced sporting goods, Haglöfs is my first 

choice.  
,618 ,592  

I feel proud to own sustainable products from Haglöfs.  ,585 ,397  

Even if another brand hast he same features as Haglöfs, I prefer to buy 

Haglöfs products.  
 ,837 ,341 

If another brand´s environmental performance is as good as Haglöfs I will 

still buy Haglöfs products.  
,325 ,826 ,201 

Even if another brand hast he same sustainable quality as Haglöfs, I will 

still buy Haglöfs products.  
 ,803 ,378 

It makes sense to buy Haglöfs products instead of other brands, because of 

its environmental commitments, even if they are the same.  
,400 ,702  

I consider myself loyal to Haglöfs. ,387 ,574 ,368 

I am very familiar with products from Haglöfs.  ,205 ,825 

Products from Haglöfs offer excellent features.  ,485  ,583 

I really like Haglöfs´ brand image ,446 ,415 ,581 

I recognize Haglöfs very quickly among other competing brands.  ,345 ,561 

I am still willing to buy Haglöfs products even if its price is higher than of 

its competitors.  
,427 ,205 ,469 

Perceived sustainable 
quality 

Sustainable brand 
awareness 

Sustainable brand 
association 

Sustainable brand 
loyalty Overall brand equity 
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by a perceived sustainable quality item. Furthermore, there is brand association 

involved. This shows again very nicely that buyers of outdoor sporting goods are 

different. They have a stronger linkage towards a brand than it might be within other 

branches. They are loyal, and proud, with a strong belief towards the brand.  

 

The Vaude survey delivered even only two components within the factor analysis. 

As only Eigen-values around 1,0 should be taken into consideration the third loading 

was with 0,832 too low for the analysis to deliver significant data (detailed data see 

appendix). 

Table 20: Rotated Component matrixa at Vaude 

 

 

 
Component 

1 2 

If another brand´s environmental performance is as good as Vaude´s I will still buy 

Vaude products. 
,894 ,217 

Even if another brand has the same sustainable quality as Vaude, I will still buy 

Vaude products. 
,885  

Even if another brand has the same features as Vaude, I prefer to buy Vaude 

products.  
,871 ,228 

I consider myself loyal to Vaude.  ,868  

It makes sense to buy Vaude products instead of other brands, because of its 

environmental commitments, even if they are the same.   
,695 ,355 

I am still willing to buy Haglöfs products even if its price is higher than of its 

competitors. 
,691 ,292 

I feel proud to own sustainable products from Vaude. ,629 ,432 

I am very familiar with products from Vaude. ,478 ,407 

I like and trust Vaude as sustainable sporting goods producer. ,303 ,835 

I trust the sustainable quality of products from Vaude.   ,821 

Vaude is a very sustainable brand. ,201 ,810 

Products from Vaude offer excellent features.  ,795 

I really like Vaude´s brand image. ,275 ,774 

When buying sustainably produced sporting goods, Vaude is my first choice. ,583 ,607 

I recognize Vaude very quickly among other brands.  ,240 ,583 

Vaude is the most sustainable brand in the market. ,500 ,581 

Perceived sustainable 
quality 

Sustainable brand 
awareness 

Sustainable brand 
association 

Sustainable brand 
loyalty Overall brand equity 
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5.3.2 Two components at Vaude 
Interesting at Vaude´s factor analysis was the first factor loading which mainly was a 

mixture of overall brand equity and sustainable brand loyalty. This shows also at 

Vaude that it is important for buyers that an outdoor brand fulfils a lot. However, 

compared with Sweden, it can be stated that there exist enormous differences. The 

Swedish customer show strong brand association tendencies, furthermore quality is 

important. For the German customer overall brand equity, as well as loyalty is most 

important. The second factor loading is a mixture of sustainable brand association, 

perceived sustainable quality, sustainable brand loyalty, and sustainable brand 

awareness. This factor is similar to the Swedish results of the first resp. third factor 

loading. Moreover it is interesting to see that for both brands, brand loyalty items 

show strong cross-loadings between the factors, which might be explained by the 

fact that customers of outdoor brands are very loyal customers.  

 

Summing up, factor analysis showed similar results as the bivariate correlation to 

Pearson. Haglöfs customers are having a good brand association, the quality of 

products, brand awareness, as well as brand loyalty are of importance. The second 

factor loading, overall brand equity was mixed with a bit of loyalty towards the 

brand. The third factor showed similar results as the first loading, which means that it 

was a mixture of several items. Vaude respondents valued the overall brand equity 

with a bit of loyalty stronger than the Swedish participants. Interestingly, one factor 

loading showed the same ranking as for the bivariate correlation according to 

Pearsson too (association, quality, loyalty, awareness). Again, loyalty for Germans 

seems to be more important than for Swedes.  

Table 21: Factor analysis results 
   

 Haglöfs Vaude 

Factor loading 1 1) Brand association 

2) Sustainable perceived quality 

3) Sustainable brand awareness 

4) Sustainable brand loyalty 

1) Overall brand equity 

2) Brand loyalty 

Factor loading 2 1) Overall brand equity 

2) Sustainable brand loyalty 

1) Sustainable brand association 

2) Perceived sustainable quality 

3) Sustainable brand loyalty 

4) Sustainable brand awareness 

Factor loading 3 1) Sustainable brand awareness 

2) Perceived sustainable quality 

3) Sustainable brand association 
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5.4 Cluster analysis 

Cluster analysis was used to analyse the existing data of the surveys too. The results 

showed quite similar findings. Four clusters in each case delivered a similar outcome 

(see table 5, full data see appendix). For the sake of completeness the results are 

shown in the table below on the example of the demographic data of both respondent 

groups.  

Table 22: Cluster analysis, demographic data results 

 

Source: SPSS, own illustration 

 

Both respondent groups had more male than female customers, with an age ranging 

from 19 to 52. Haglöfs respondents had a higher education and therefore a higher 

annual income. This analysis identified a similar target group, like SPSS delivered 

also earlier within chapter 4.3 (when describing the demographic data of both 

respondent groups). Moreover both respondent groups valued every item similar 

high (detailed data see appendix), expect the last item which was valued significantly 

higher from Vaude respondents (as mentioned already earlier within the analysis 

chapter of this paper).  

Haglöfs Cluster 1 (24 fans) Cluster 2 (14 fans) Cluster 3 (59 fans) Cluster 4 (53 fans) 

Gender male male male male 

Age 19 52 37 27 

Education School-leaving 

examination 

University degree University degree University degree 

Annual income below SEK 

100,000 

SEK 300,000 – 

500,000 

SEK 300,000 – 

500,000 

SEK 100,000 – 

300,000 

     

Vaude Cluster 1 (75 fans) Cluster 2 (82 fans) Cluster 3 (72 fans) Cluster 4 (26 fans) 

Gender male male male male 

Age 22 29 38 50 

Education School-leaving 

examination 

School-leaving 

examination 

School-leaving 

examination 

School-leaving 

examination 

Annual income EUR 10,000 – 

30,000 

EUR 30,000 – 

50,000 

EUR 30,000 – 

50,000 

EUR 30,000 – 

50,000 
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6 Conclusion 

The last chapter sums up the content of this paper and discusses to which extend the 

empirical results of the survey are consistent with existing theories. Moreover, three 

subchapters elaborate on the question what these outcomes mean for sporting goods 

producers. Firstly, managerial implications for outdoor brands like Haglöfs and 

Vaude are presented, secondly general business implications are made, and finally 

theoretical implications are introduced.  

 

A challenge common across all business sectors is to achieve sustainability (Hanna 

& Subic, 2008, p. 72). When talking about sustainability in the sporting goods 

industry we address not only for instance issues like environmental pollution. We 

focus on all three aspects of sustainability, which means we discuss ecological, 

economic and social facets. This sector was one of the first industries that 

implemented sustainable initiatives, and developed a broad experience in the field of 

sustainability. This sector understood not only to fulfil mandatory requirements in an 

accurate way (Rubik & Frankl, 2005, p. 32), it was motivated to even exceed them. 

To hold voluntary labels as for example the independent bluesign® standard goes 

without even mentioning it within this industry. 

Therefore aim of this paper was to analyse the relationship between the country of 

origin – effect and sustainable sporting goods, the surveys should answer which 

significance and effects the country of origin has on purchasing decisions in the 

sustainable sporting goods industry.  

 

The customers of a Swedish and a German outdoor brand were asked about the 

perceived quality, brand awareness, brand association, brand loyalty and overall 

brand equity of two strong brands. The results delivered interesting and significant 

outcomes. The Swedish brand Haglöfs and the German brand Vaude had a similar 
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customer structure, although the outdoor branch generally speaking supplies 

consumers of all ages (Köhn, 2011, Vorreiter North Face section, para. 2). This 

shows that customers of outdoor brands seem not to differ according to their country 

of origin. Moreover, the surveys delivered the same results when it comes to the 

perceived quality as well as to the loyalty towards the brand. Sustainable brand 

awareness, sustainable brand association, and overall brand equity were valued 

almost similar.  

 

Analysis with the product moment correlation within SPSS delivered strong 

correlations of all 16 items of the questionnaire. The strongest correlation for 

Haglöfs was between the items ‘I like and trust Haglöfs as sustainable sporting goods 

producer’ and ‘Haglöfs is a very sustainable brand’. This shows that the Swedish 

consumers of outdoor goods have a strong connection towards the association as well 

as quality of a brand. Furthermore they are very loyal. German consumers valued a 

strong preference between ‘I like and trust Vaude as sustainable sporting goods 

producer’ and ‘Vaude is a very sustainable brand’. Also here, brand association 

correlated with the quality. Germans are very loyal towards their German brand too. 

This is good news for both brands as loyal customers are bringing many benefits for 

companies. Firms increase in profit on the one hand (Reichheld et al., 2000, p. 135) 

and reduce their marketing costs on the other hand (Fornell & Wernerfelt, 1987, p. 

337), as it is cheaper to keep existing customers instead of looking for new one´s. 

 

The results of the factor analysis delivered interesting results too. Earlier research 

has shown survey results with quite clear factor loadings, which wasn´t the case for 

this survey. Haglöfs showed three factor loadings, two of them were quite mixed. 

This may be an indication that buyers of outdoor brands do not act like other 

customers (or that buyers act differently if they buy outdoor products rather than 

other goods). Earlier research (Pickett-Baker & Ozaki, 2008, p. 287) identified for 

example discrepancy between the opinion of buyers and their attitude towards 

buying green products. However, Swedish buyers of outdoor brands seem to be 

different, as they showed a straightforward tendency towards sustainable produced 

goods. Brand association was most important for Haglöfs fans, followed by 

perceived sustainable quality. Swedish buyers are asking for sustainable products 

with a high quality, moreover trust is important. They have a stronger linkage 
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towards a brand than it might be the case within other industries. They are loyal, and 

proud, with a strong belief towards the brand. This suggests that customers of 

outdoor brands have high standards for buying outdoor products; therefore the 

survey demonstrates consistent with earlier research, that Aaker´s model of brand 

equity (Aaker, 1991) is applicable also within this research, as not only one 

component (for instance the perceived quality of a product) is asked for when talking 

about the brand equity of a brand.  

 

At Vaude, one factor loading was a mixture of overall brand equity and brand 

loyalty, the second loading combined all other items. This shows that also at Vaude it 

is important for buyers that an outdoor brand fulfils a lot. Here too, customers are 

different, compared to other branches. However, compared with customers of 

Haglöfs, there exist significant differences. The Swedish customers showed strong 

brand association tendencies, furthermore quality was important. For the German 

customers overall brand equity, as well as loyalty was most important. Moreover it 

was interesting to see that for both brands, brand loyalty items showed cross-

loadings between the factors, which might be explained by the fact that customers of 

outdoor brands are automatically very loyal customers.  

 

And finally, cluster analysis showed similar findings between the two countries too, 

furthermore it underlined the earlier mentioned statement about the similarity 

according to both countries´ demographic data (Wintermann, 2006).  

 

To sum up, this paper investigated in the question if the country of origin has an 

effect and significance when it comes to sustainable sporting goods. This question 

can be answered positively. Customers of outdoor brands are special, and they are 

very loyal; moreover a good product quality is highly important for them. 

Sustainable outdoor brands seem to fulfill all these aspects; therefore it can be stated 

that the country of origin effect applies also within this industry.  

 

Looking on the results of these two surveys, what does this mean for companies? 

Following three subchapters will discuss this briefly. 
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6.1 Managerial and societal implications for outdoor brands like Haglöfs and 
Vaude 

Four implications can be made. Firstly, managers should concentrate on the 

sustainable production of goods in order to guarantee a high quality. Buyers of 

outdoor brands are well informed, they know what they need and want, and they 

have a broad experience with outdoor goods. Nevertheless, the Swedish survey 

showed that the brand itself might not be the most important factor when it comes to 

purchasing decisions. Although Swedish customers are very loyal towards the brand, 

sustainability seems to be more important. If a customer wants to buy a hiking 

trouser for instance, he or she might choose the trouser in the shop, which seems to 

be more sustainable. This leads us to the second implication.  

 

Sustainable brands have to focus on the clear communication of being sustainable. If 

they are a member of the strict bluesign® standard it is of importance that this 

information also reaches the buyers. It is a huge step for an outdoor brand to follow 

the strict rules of this standard, therefore this innovation should be made public. As 

soon as consumers know what this (or any other) sustainability label means, as soon 

as they identify a logo, this might influence purchasing decisions positively, as the 

message about sustainability reaches the customer.  

 

Thirdly, although Swedish and German buyers differ on the one hand, they correlate 

in many other areas on the other hand. The country of origin plays an important role 

for them, therefore this can be something which is included in further marketing 

strategies. Consumers of outdoor brands know what they want, which leads us to the 

result that brands have to focus on everything; they have to include all brand equity 

dimensions. This correlates to a certain amount with earlier research, as for instance 

Tong and Hawley (2009) stated in their survey that marketers should focus mainly 

on brand association and brand loyalty. This survey identified brand association and 

perceived quality as most important. Brand loyalty was important too, as cross-

loadings within factor analysis has proven.  

 

Fourthly, marketers of outdoor brands have to think ‘outside the box’. This might 

sound very general, but indeed the results of the factor analysis showed that 

consumers cannot be separated into a special group, for them a brand has to fulfill a 

bit of everything. A successful example for such a strategy is the German outdoor 
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brand Schöffel, which used deceleration within their strategy10 (Slogan: ‘Ich bin 

raus’, ‘I am off’). Life is getting bigger, broader, faster nowadays, but this is neither 

healthy nor helpful for people. The company combined their products which people 

use in nature to decelerate their pace with the feeling someone has while being 

outdoors. Priceless!  

 

The findings of this paper might help marketers within the outdoor industry or in 

apparel-related sectors, through focusing mainly on the quality of products and brand 

association, while not forgetting all other brand equity dimensions. In the end, it has 

to be a bit of everything. This ‘special’ combination will attract and satisfy buyers 

towards the brand in the long run, which is for sure a goal of many firms. 

6.2 Business implications for the sporting goods industry in general 

Sustainability is not only a topic within the outdoor sporting goods industry, it is 

important for the sporting goods industry in general as well. Above mentioned 

implications are of interest for the outdoor sporting goods industry. Although these 

implications can be useful for other apparel-related sections, I think it is not 

generalizable for the whole industry. Although global players like Nike and Puma 

are focusing a lot on sustainability, they do it in a different way. The main focus is 

on the selling of products, not on how to produce goods that are durable and 

perfectly useful in the long run. So, from my point of view it depends on the brands 

what to do; Sport and Lifestyle brands like Adidas and Puma cannot stringently be 

compared with outdoor sporting goods brands like Jack Wolfskin and Klättermusen. 

They have different buyers with different needs, who use products in a different way.  

 

Above mentioned implications apply to a certain amount within the outdoor industry 

in general. Qualitative products are important for every brand. Sporting goods are 

having their price, therefore they have to fulfill a certain quality, otherwise 

consumers might change. To communicate sustainability is more or less important to 

avoid bad press, as this was the case for Nike, for instance. Global players are doing 

an excellent job, but mainly to avoid negative press than to ‘live’ the sustainable 

approach. The country of origin might not be that important here as it is for outdoor 

brands. When taking before mentioned example of the sports shoes again, a Chinese 

                                                
10 http://www.schoeffel.de/experience/tv-schoeffel/tv-spot-ich-bin-raus/ 
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buyer knows Adidas and it might not be of interest for him or her that this brand 

comes from Germany. What counts is to have a popular sports shoe.  

 

A proper marketing strategy that concentrates on all aspects of brand equity is of 

importance for the branch in general. No good marketing, no good salaries. And 

finally, this survey identified that buyers of outdoor sporting goods are special, 

where the implication was made to ‘think outside the box’. This might not be the 

case for strategies of global brands, as they have a much higher presence in the 

market. Well-known marketing strategies like testimonials, or sponsoring will 

deliver a good distribution also in the future.  

6.3 Theoretical implications 

To improve the existing conceptual brand equity framework of Aaker (1991) and 

Tong and Hawley (2009) delivered interesting results. The combination of brand 

equity and sustainability showed that Aaker´s model still is valid today, as all brand 

equity aspects were important for buyers. Additionally it let to the finding that 

perceived quality and brand association were most important for consumers, 

furthermore loyalty seemed to be ‘normal’ within the outdoor branch, as it has a 

higher meaning than in other branches. This is fairly consistent with Tong and 

Hawley´s research.  

Further studies could investigate these topics also in other European countries in 

order to get more extensive results and a better understanding of the outdoor branch. 

The research in other continents respectively the comparison between them could 

deliver interesting outcomes too. This paper focused on the outdoor sector in general, 

which means that all product categories have been taken into account. Extending the 

research by focusing on single product categories might provide important findings 

too. And finally, more qualitative-oriented research could give insights into 

companies´ points of views, for instance by means of interviews, possibly leading to 

deeper insights than the quantitatively-oriented research conducted in this study.  
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 B 

 

CSR Activities at VAUDE Sport GmbH & Ko. KG 
 

 



 C 

Members of the bluesign® standard 

 
   

Brand Branch Country of Origin 

Black Diamond Equipment Climbing, Skiing, Mountain sports USA 

Boardroom Ecoapparel Apparel Canada 

Burton Snowboards Snowboards, apparel USA 

ComforTrust AG Functional clothing Switzerland 

Deuter Backpacks, sleeping bags  Germany 

Eagle Creek Luggage and Packs USA 

Edelrid Climbing Germany 

Eileen Fisher Clothing USA 

Haglöfs Outdoor Sweden 

HAKRO Active Wear Germany 

Helly Hansen Marine & outdoor clothing Norway 

Houdini Sportswear Apparel Sweden 

JACK WOLFSKIN Outdoor Germany 

Jako-O Apparel (children) Germany 

Klättermusen Outdoor clothing & equipment Sweden 

Lululemon Apparel (yoga & running) Canada 

Maloja Clothing Function, Streetwear, Packs & Bags  Germany 

Mammut Sports Mountaineering & trekking Switzerland 

Mey Herrenwäsche Body wear Germany 

Mountain Equipment Group Outdoor gears USA 

Orsay Casual fashion Germany 

Patagonia Outdoor USA 

Petzl Climbing gears France 

Poivre Blanc Casual fashion France 

prAna Apparel (yoga) USA 

Pyua Freeride Clothing Germany 

Qloom Sports Bike wear Switzerland 

R.E.I. Recreational Equipment Outdoor USA 

SALEWA Outdoor Italy  

Snowlife Outdoor gears, sporting goods Switzerland 

super.natural Performance- & leisure wear Switzerland 

The North Face Outdoor USA 

VAUDE Sport GmbH & Co. KG Outdoor Germany 

Zimtstern Snowboard, skate, bike, & surf wear Switzerland 

 
 



 D 

Total variance explained at Haglöfs 

 

Initial Eigenvalue 

Sum of squared factor loadings for 

extraction   

Rotated sum of squared loadings 

Total 

%  

of variance 

Cumulative  

% Total 

%  

of variance 

Cumulative  

% 

Total %  

of variance 

Cumulative  

% 

1 8,070 50,438 50,438 8,070 50,438 50,438 4,349 27,184 27,184 

2 1,737 10,855 61,294 1,737 10,855 61,294 4,015 25,094 52,278 

3 ,997 6,230 67,523 ,997 6,230 67,523 2,439 15,245 67,523 

4 ,805 5,033 72,556       

5 ,695 4,342 76,898       

6 ,628 3,927 80,825       

7 ,568 3,548 84,372       

8 ,504 3,150 87,522       

9 ,471 2,946 90,468       

10 ,352 2,199 92,667       

11 ,299 1,866 94,534       

12 ,256 1,598 96,132       

13 ,190 1,190 97,322       

14 ,183 1,142 98,463       

15 ,138 ,862 99,325       

16 ,108 ,675 100,000       

Extraction method: Principal component analysis 
 

Screeplot Haglöfs 

 
 



 E 

Rotated Component matrixa at Haglöfs 

 Component 

1 2 3 

Jag tycker om och litar på Haglöfs som en producent av miljöanpassad 
sportutrustning. 

,851 ,303  

Haglöfs är ett mycket miljöanpassat varumärke. ,836   

Jag tror att Haglöfs produkter är miljöanpassade och hållbara. ,768   

Haglöfs är det varumärke med bäst miljöanpassning på marknaden. ,712 ,382  

När jag skall köpa miljöanpassad sportutrustning är Haglöfs mitt 
förstaval. 

,618 ,592  

Jag känner mig stolt som ägare av miljöanpassade produkter från Haglöfs. ,585 ,397  

Även om ett annat varumärke hade likvärdig utrustning som Haglöfs, 
skulle jag ändå föredra att köpa Haglöfs produkter. 

 ,837 ,341 

Om ett annat varumärkes miljöarbete är likvärdigt med Haglöfs skulle jag 
ändå köpa Haglöfs produkter. 

,325 ,826 ,201 

Även om ett annat varumärke hade samma miljöanpassade produkter som 
Haglöfs skulle jag ändå köpa Haglöfs produkter. 

 ,803 ,378 

Det är självklart att köpa Haglöfs produkter istället för ett annat 
varumärke på grund av deras miljöansvar, även om produkterna är 
likvärdiga. 

,400 ,702  

Jag anser att jag är lojal mot Haglöfs. ,387 ,574 ,368 

Jag är väl bekant med produkter från Haglöfs.  ,205 ,825 

Produkter från Haglöfs erbjuder utmärkta funktioner. ,485  ,583 

Jag tycker verkligen om varumärket Haglöfs image. ,446 ,415 ,581 

Jag känner igen Haglöfs snabbt bland andra konkurrerande varumärken.  ,345 ,561 

Jag är villig att köpa Haglöfs produkter även om deras priser skulle vara 
högre än konkurrenternas. 

,427 ,205 ,469 

Extraction method: Principal component analysis. 
Rotation method: Varimax with Kaiser Normalisation. 
a. Rotation converged in 7 iterations. 

 



 F 

Total variance explained at Vaude 

 

Initial Eigenvalue 

Sum of squared factor loadings for 

extraction   

Rotated sum of squared loadings 

Total 

%  

of variance 

Cumulative  

% Total 

%  

of variance 

Cumulative  

% 

Total %  

of variance 

Cumulative  

% 

1 8,629 53,934 53,934 8,629 53,934 53,934 5,254 32,839 32,839 

2 1,993 12,455 66,389 1,993 12,455 66,389 4,517 28,232 61,071 

3 ,832 5,199 71,588 ,832 5,199 71,588 1,683 10,517 71,588 

4 ,646 4,035 75,622       

5 ,603 3,771 79,393       

6 ,580 3,624 83,018       

7 ,435 2,718 85,736       

8 ,391 2,444 88,180       

9 ,347 2,170 90,350       

10 ,328 2,049 92,399       

11 ,292 1,824 94,223       

12 ,264 1,651 95,874       

13 ,211 1,316 97,191       

14 ,184 1,148 98,339       

15 ,138 ,860 99,199       

16 ,128 ,801 100,000       

Extraction method: Principal component analysis 
 
Screeplot Vaude 

 



 G 

Rotated Component matrixa at Vaude 

 Component 

1 2 3 

Auch wenn die nachhaltige Performance einer anderen Marke gleich gut 
ist wie von VAUDE, kaufe ich dennoch bevorzugt VAUDE Produkte 

,893 ,222  

Auch wenn ein anderer Hersteller genauso nachhaltig arbeitet wie 
VAUDE, kaufe ich dennoch bevorzugt VAUDE Produkte 

,878   

Selbst wenn eine andere Marke die gleichen Eigenschaften bietet wie 
VAUDE, kaufe ich dennoch bevorzugt VAUDE Produkte 

,867 ,228  

Ich bin VAUDE gegenüber treu ,833  ,289 

Es macht Sinn aufgrund des nachhaltigen Engagements von VAUDE 
deren Produkte zu kaufen, selbst wenn andere Marken ebenfalls 
nachhaltig sind 

,713 ,395  

Ich kaufe VAUDE Produkte auch dann, wenn der Preis höher ist als vom 
Mitbewerb 

,652 ,228 ,318 

Ich bin stolz darauf, Produkte von VAUDE zu besitzen ,591 ,371 ,323 

Ich mag und vertraue VAUDE als nachhaltigem Sportartikelhersteller ,299 ,839  

VAUDE ist eine sehr nachhaltige Marke ,204 ,823  

Ich vertraue der deutschen Qualität von VAUDE Produkten  ,803 ,203 

VAUDE Produkte haben exzellente Eigenschaften  ,765 ,234 

Mir gefällt das Markenimage von VAUDE sehr ,246 ,731 ,282 

VAUDE ist für mich die nachhaltigste Marke am Markt ,503 ,594  

Wenn ich nachhaltig produzierte Sportartikel kaufe, ist VAUDE meine 
erste Wahl 

,562 ,579 ,243 

Ich bin sehr vertraut mit VAUDE Produkten ,363 ,208 ,735 

Ich erkenne VAUDE Produkte sehr schnell unter anderen Marken  ,387 ,727 

Extraction method: Principal component analysis. 
Rotation method: Varimax with Kaiser Normalisation. 
a. Rotation converged in 5 iterations. 

 

 



 H 

Cluster analysis for Haglöfs 

 Cluster 

 1 2 3 4 

I trust the Swedish quality of products from Haglöfs 7 7 6 7 

Products from Haglöfs offer excellent features 6 6 5 5 

Haglöfs is a very sustainable brand 6 6 6 7 

I recognize Haglöfs very quickly among other competing brands 6 6 6 6 

I am very familiar with products from Haglöfs 5 5 4 5 

Haglöfs is the most sustainable brand in the market 6 6 6 6 

I really like Haglöfs´ brand image 6 6 5 6 

I like and trust Haglöfs as sustainable sporting goods producer 6 6 5 6 

I feel proud to own sustainable products from Haglöfs 5 5 5 5 

When buying sustainably produced sporting goods, Haglöfs is my first choice 5 5 5 5 

I am still willing to buy Haglöfs products even if its price is higher than of its 

competitors 

5 5 4 4 

I consider myself loyal to Haglöfs 6 5 5 5 

Even if another brand has the same features as Haglöfs, I prefer to buy Haglöfs 
products 

5 5 5 5 

Even if another brand has the same sustainable quality as Haglöfs, I will still 
buy Haglöfs products 

5 4 5 5 

It makes sense to buy Haglöfs products instead of other brands, because of its 
sustainable commitments, even if they are the same 

5 5 5 5 

If another brand´s sustainable performance is as good as Haglöfs I will still 

buy Haglöfs products 

1 1 1 1 

Gender 1 1 1 1 

Age 19 52 37 27 

Education 2 3 3 3 

Annual income 1 3 3 2 

 



 I 

Cluster analysis for Vaude 

 Cluster 

 1 2 3 4 

I trust the German quality of products from Vaude 6 6 6 6 

Products from Vaude offer excellent features 6 6 6 6 

Vaude is a very sustainable brand 6 6 6 6 

I recognize Vaude very quickly among other competing brands 6 5 6 6 

I am very familiar with products from Vaude 5 5 5 5 

Vaude is the most sustainable brand in the market 5 5 5 5 

I really like Vaude´s brand image 6 6 6 6 

I like and trust Vaude as sustainable sporting goods producer 6 5 6 6 

I feel proud to own sustainable products from Vaude 6 5 5 5 

When buying sustainably produced sporting goods, Vaude is my first choice 6 5 5 5 

I am still willing to buy Vaude products even if its price is higher than of its 

competitors 

5 4 5 5 

I consider myself loyal to Vaude 5 4 5 4 

Even if another brand has the same features as Vaude, I prefer to buy Vaude 
products 

5 4 5 5 

Even if another brand has the same sustainable quality as Vaude, I will still 
buy Vaude products 

5 4 5 4 

It makes sense to buy Vaude products instead of other brands, because of its 
sustainable commitments, even if they are the same 

5 4 5 4 

If another brand´s sustainable performance is as good as Vaude I will still buy 
Vaude products 

5 4 5 4 

Gender 1 1 1 1 

Age 22 29 38 50 

Education 4 4 4 4 

Annual income 2 3 3 3 

 

 

 

 
 


