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Executive Summary
After a great deal of research, we have concluded that The North Face brand is extremely well known among college students is heavily sought after, and its users are extremely loyal. We surveyed and researched Loras College students so we could better understand how the brand is perceived and what motivates a person to purchase The North Face clothing and accessories. We also were able to measure the brand awareness, identify the brand user, understand emotions of the brand user, acknowledge and understand brand promise, identify benefits and attributes of the brand, and lastly, we were able to identify users’ association made with the brand and its brand symbol. 
	The brand awareness among college students is extremely high. During our research we passed out 100 surveys to serve as quantitative data, personally interviewed eight people, and asked ten more to make perception drawings of what they believe The North Face brand to be. Of the 118 total people questioned, all respondents had heard of The North Face brand and were able to identify it. These students were also able to identify the brand’s personality. An overwhelming amount of responses to our survey questions said that The North Face’s brand personality was young, fun, and for those individuals who are actively involved in outdoor activities. We found a strong correlation between the students’ perception of the brand personality and its users. All respondents to the survey believed that The North Face users wear the North Face gear while skiing or snowboarding, or just general wear and use in colder climates or in the winter. The men surveyed put an emphasis on using The North Face for outdoor activities and sporting while the women put an emphasis on wearing The North Face for its status and fashion appeal.
	On a more personal and emotional platform, The North Face is a brand that is heavily sought after by college students. Brand users are extremely loyal to the brand because of its high quality, durability and suspected boost in social status. The North Face holds fast to its brand promise, and because they follow through on their promise of high quality products are able to retain many repeat customers and continue to build on its customer base. To many, The North Face is the only brand they will wear. To them, the brand is fun and used for outdoor activities, but it also holds a great deal of status because of its higher price tag and exclusive feel. 
	In summary, The North Face’s brand among college students is extremely prominent and sought after. Its users are exceptionally loyal as a result of the company staying true to its brand promise. The North Face is a brand which is continuing to grow at a rapid pace because of its high quality, functionality, and fashionable style.	Comment by Loras College: ok


The North Face Vision
[image: Climbing/Hiking]	Similar to most corporations, The North Face has both a Mission Statement and a Vision Statement.  The Mission statement is “Never Stop Exploring.”  While their Vision Statement is “Our passion is beyond setting records and achieving fame.  For us, it’s all about changing lives, not just our lives, but also, the lives of those people who inspire us to aim for extraordinary dreams.”  We think the combination of these two statements is a testament to the North Face’s success.  It shows that they are willing to experiment in new markets and take chances for the consumers.  It also shows that they are primarily focused on developing products that will aid their users in every aspect of their lives.  The North Face is a company who has been built up around what the customer wants, and by continuing this trend, they will see continued success.
	When a company goes from a small town start-up company to the size of The North Face, the original vision can sometimes be lost.  We believe that The North Face is one of the few companies that made a conscious effort to stay true to the original plan and continue to listen foremost to the consumers.  This strategy has ultimately gained market share, but it has also built up a sense of integrity for the brand.  Many users continue to pay a slightly higher price for a North Face product over the competition because they know the quality will be great.  The brand loyalty goes both from the consumers and company.  Consumers put their faith in The North Face that they will continue to develop fashionable and durable products, while The North Face also trusts that consumers will pay more for the higher quality.   
Background Information
	Vanity Fair (VF) Corporation is The North Face’s parent company.  The corporation began in October 1899 and is headquartered in Greensboro, North Carolina. VF Corporation sells many different product lines such as: Jeanswear, intimate apparel, daypacks and work wear.  Currently the publically traded company has annual revenues of approximately $7.6 billion and own over twenty-five name brands including Reef, Jansport, Nautica to name a few.  
Initially, The North Face started as an equipment retailer in 1968.  As the sales grew and years progressed, it developed to incorporate skiwear (1980’s), outdoor apparel, hiking gear and footwear (1990’s).  As a 42 year old corporation, The North Face has proved that altering, extending, and completely overhauling the brand can be extremely successful.  The logo of The North Face was modeled off the half dome rock formation in Yosemite National Park.  As you can tell, the curve on the right side is very similar to the brand logo.  
[image: http://www.goodlogo.com/images/extended.info/t/the.north.face/half_dome_yosemite_national_park.jpg]As we were deciding on which brand to research, we came to the conclusion that the brand in question must meet the following criteria: needs to be popular on the Loras Campus, must be a profitable and lively brand.  We all thought The North Face was a great option because of the cooler climate Loras is located in.  As we were making our final decision on brands, we all completed a casual, visual survey of how many people on campus whom were wearing The North Face products.  Upon our observations, we were assured that we would be able to find enough respondents to complete our surveys and provide us with accurate data.  
Our expectations for researching The North Face were very high.  We expected users to be willing to give us their honest opinion of The North Face.  Another expectation was that the majority of Loras students would be using their products for fashion and social reasons rather than outdoor adventures.  A research method we expected to give us a great deal of information was one on one interviews. This way, we’d be able to get a better idea of how students view The North Face brand without the influence of being around their peers who would hear their responses.  We were expecting honest and fairly detailed responses.  Our results positively reflected our expectations.  Many Loras students have no use for The North Face besides making them look fashionable or be accepted socially.  On the other hand, when doing one on one interviews, we found many participants to be nervous about answering in depth.  They would tell us a simple answer to our questions without elaborating.  Upon using probing questions, we tended to see the participants shut us out.  We think many were embarrassed to say they only own a North Face Product for fashion reasons, which will show to be a bit of a limitation for our research.
Objectives
I. To measure the brand awareness of The North Face brand among college students.
II. To identify the North Face brand user among college students.
III. To identify the difference in purchase intentions between men and women.
IV. To acknowledge and understand the brand promise through fellow students’ eyes.
V. To become aware of the brand’s personality as well as the correlating personality of the user.	Comment by Loras College: Just do the brand personality
If you want to talk about the personality of the user cover that in your review of the brand user
VI. To identify the basic benefits and attributes of the brand
VII. Identify the association made between The North Face symbol and its users and non-users	Comment by Loras College: Can you prove that people associate the symbol with the brand


Qualitative Research
The North Face has a diverse crowd of users with many different uses for their line of apparel and outdoor gear. The goal for our research is to find out precisely how The North Face brand is perceived on the Loras College campus. We are looking to who analyze the motivation of those who have purchased The North Face products and their intentions for use. By finding this information, we will be able to find a deeper meaning for the perceptions college students have of this brand. Some further questions we are attempting to answer are why The North Face users spend the extra money to have designer brand clothing and if their purchases are influenced by their peers. 
	Through our qualitative research we are attempting to determine the brand identity and consumer awareness of The North Face. We have limited our research to Loras college students as we have found, through our primary research, that this age group has the largest percentage of users of The North Face apparel and gear. By using college students as the focus for our research we will attempt to capture The North Face brand users true emotions about the product and what particular aspects about their goods that they like or dislike. In addition to this, we will survey the brand’s users to find out what benefits college aged users find in using The North Face gear and apparel. 
	Finally, our research will captivate the identity and personality of The North Face brand and the relationship the company attempts to build with the personality of the user to create brand loyalty and continuing use of The North Face products. Many of the users we have questioned thus far are extremely loyal to The North Face and will only buy their products if their spending funds allow for it. Our goal for the culmination of the research is to determine [image: WOMEN'S FLOW CHUTE SHORT]what aspects of the company and their services keep their users loyal to The North Face brand.
Recently, this corporation almost scrapped its entire footwear line and started with a clean slate using nearly every financial resource they could uncover, which basically tripled the previous budget.  They found that introducing the 93% of this new line showed that it doesn’t always take a large budget to flourish, customers who demanded the line came to them without much marketing efforts and using very little of the budget. The North Face, in this example, resembles the book, Marketing in the Groundswell by Charles Li and Josh Bernoff. The two authors explain that brands belong to customers rather than companies, as they so often are expected.  Customers proved in this case that the company was not in charge of the sales and demand of the brand line (which is why the budget wasn’t as helpful as predetermined), but the customers’ value of the brand itself is enough for them actively pursue.  Also, in reference to the insightful research book, the new brand introduction mirrors the philosophy that states, “Managers are not prepared for dealing with the brand; it is because in their mind-set they are managing a closed structure that is the company. The brand is an open structure-they don’t know how to manage an open structure.” This parallels how The North Face doesn’t always know exactly how and when to alter or refresh their brand, but trusting in their customer loyalty has shown them in the past and in present it is one of their greatest accomplishments.  
Today, The North Face focuses primarily on specialty distribution with increased emphases on new channels including running apparel, ski/board apparel and footwear.  To add to another new and different focus, the company has begun to track retail metrics such as units, dollars, gross margins, which they turn and sell through percentages.  They observe what is selling, where is it selling, and what trends are creating a buzz and impact and those that don’t.  In addition, the North Face tracks other metrics of sales, including average dollar and aged inventory, which assists in better understanding its position on the retail floor and how this will impact the upcoming buying seasons. This new research strategy was overwhelming for the company initially; however by acknowledging its importance, they converted the raw data into resourceful information. This information could be interpreted and used for future seasons as well as becoming more informed of potential sales. 	Comment by Loras College: When you talk about the brand, Expand
Include a visual of the winter jacket And include prices
In-Depth Interviews
Question 1
“Do you own North Face gear?”
Question 2
“What North Face gear do you own?”
	Conclusion: We can tell from the first two questions that not only do a majority of Loras students own The North Face gear, but they have about three items or more a piece. One student responded saying they owned, “Two ski jackets, two fleece jackets, snow pants, three hats, two pairs of gloves, and a backpack.” A majority of the respondents own a typical North Face fleece or pullover fleece. However, one of our respondents does not own any North Face gear. 

	Vests
(Workout Vests,
Fleece Vests)
	[image: http://s3.thisnext.com/media/largest_dimension/51A4898D.jpg]
	Average $75.00 each

	Backpacks
	[image: http://www.besportier.com/archives/the-north-face-limited-edition-nunatak-backpack.jpg]
	Average $100.00 each

	Denali Jackets
(Workout Jackets)
	[image: http://www.hztianma.net/images/the%20north%20face%20denali%20fleece%20jacket%20TNF00001.JPG]
	Average $85.00 each

	Gloves
	[image: http://hikinglady.com/wp-content/uploads/2010/01/North_Face_Montana_Ski_Gloves_white2.jpeg]
	Average $50.00 per pair

	Hats
	[image: http://www.backcountry.com/images/items/small/TNF/TNF3793/CARRD.jpg][image: http://images.bizrate.com/resize?sq=160&uid=2122167938]
	Average $35.00 each

	Pullovers and Sweatshirts
	[image: http://sportscrazyforum.com/bestpricestore/img/13/1416.jpg]
	Average $65.00 each

	Snow pants
	[image: http://www.outdoorfusion.co.uk/images/p/l/1/14691/The-North-Face-Pants-North-Face-Monte-Cargo-Snow-Pants-Glo-Green.jpg]
	Average $150.00



Question 3
“Do you wear it for fashion or outdoor athletic gear? If both, what do you wear it for more and why?”
	Conclusion: Most students wear The North Face gear for both outdoor athletic gear and also for fashion. Through the responses, we found females most often wear the brand for fashion and to be trendy. Respondent B, A female, commented, “Both, but fashion more because
everyone else on campus has The North Face apparel so I want to fit in and look good.” Respondent C, another female, also brought us to this conclusions because her response. She said, “Fashion. I don’t do a lot of outdoor sports so I just wear it for how warm it is and how it looks. It fits pretty well too.” Males, on the other hand, wear it mostly for athletic activity. Respondent D brought us to this conclusion for his response, “Both. I wear it a lot when I’m out snowboarding or skiing. It’s easy to move in and I’m always warm when I wear it. It doesn’t hurt that it’s pretty popular too.”
Question 4
“When did you buy it?” 
	Conclusion: For the majority of the respondents, they started buying their North Face gear during college. We can make the assumption that college was the starting point of receiving or buying The North Face gear because of its popularity among young adults and college students. Considering The North Face has high prices, these products are not something easily attainable to purchase for those in high school or middle school. Also, parents are less likely to purchase expensive clothing for their child if they are still growing or are susceptible to losing/ruining it.  So, seeing as college students are more mature, are more likely to be done growing, and are capable to purchase their own clothing, we see this as the reason why college is the most common time for people to 	begin.
Question 5: 
“What motivates you to buy the brand?” 
	Conclusion: Most students wear The North Face because of its high quality and comfort. Through their answers we can tell that our respondents spend a fair amount   of time outdoors, and The North Face is a popular brand for outdoor activities. Respondent E, a male from Rockford, IL purchases The North Face for outdoor activities. He said, “I needed new fall/ winter jackets and snow pants for skiing. The North Face is a popular brand and I have never heard a bad thing about the quality and durability of their products.” Another reason for the consumer’s motivation to purchase the brand is because many wear it for its trendy, popular style. Respondent B, a female from Waverly, IA confirmed this notion by responding, “I saw someone who had a certain jacket and liked it a lot because it was unique and I never knew of another brand that had it.” So far, the motivation of the brand is two-fold. The first, because The North Face is great for staying warm during outdoor activities and two, for its trendy, popular style.
Question 6
“If you didn’t buy it, was it a gift?”
	Conclusion: Two of the respondents noted that the gear they owned were gifts. 
Question 7
“Why do you wear The North Face?”
	Conclusion: Most respondents wear The North Face gear because it’s trendy and is of high quality. Respondent A said they wore The North Face, “To look good.” Most commented that since they live in the Midwest, they spend more time in jackets and winter clothing than not. Respondent B felt similarly and said, “Everyone has it and I want to stay in fashion, especially in cold weather it is hard to find clothing that is still flattering and in style.” However, since we do see many respondents wear it for its style, it can be assumed that they are high self-monitors and care greatly about their appearance and how others will perceive them.
Question 8
“Do you think college students are influenced by their peers or the image they want to have when they purchase clothing?”	
	Conclusion: We see that college students care a great deal about what their peers think about what they wear. Many responded saying that they have The North Face gear because they either saw someone else who had it and they liked it, or didn’t want to be the only one out by not wearing it. Respondent G captured the general feeling of our respondents by saying, “Yes I think so. Especially if my friends all have something, I’ll want to 	get it. It’s like once I got to college, everyone had key holders from Vera 	Bradley. Now if you’re on campus and you don’t have one, it’s just kind of odd. I wonder why some people don’t have one.” This shows us college students are a bit insecure. Because of this, they want to be accepted and feel as though they belong.
Question 9
“What do you think of the price?”
	Conclusion: All of the respondents recognized that The North Face products are not inexpensive. Many said that the products are fairly expensive, but many said that it is due to the high quality and fit of the gear they buy. Respondent D said, “With North Face, you get what you pay for. Pretty expensive but excellent quality and very fashionable.” Respondent F also said, “You get what you pay for, the price is high but with the great durability. The North Face gear is a good long term investment.”
Question 10
“If the price increased, would you still buy The North Face gear over other inexpensive clothing that is similar and why?” 
	Conclusion: Most respondents said they would still purchase The North Face gear even if the price increased a bit, however they might think about whether or not to make the purchase a bit longer than they do now. Respondent A said, “Yes, but it wouldn’t be as much of an impulse buy as it is now.” Respondent F also said, “It depends how much, being a poor college student it could only be a minimal increase for my buying habits not to change.” This shows that the brand loyalty is high and the perception of the quality is high as well.
Question 11
“What do you think of the quality?”
	 Conclusion: All the respondents said that the quality is extremely good, with respondent D saying “It is simply the BEST.” Many respondents also said that the products they own are “Well made and very durable.” They see their approval of The North Face’s quality because their jackets, hats, and gloves have not worn down since they’ve owned them. Many of the popular products from The North Face include down jackets, which have the possibility of wearing down in a short period of time should the quality be less than excellent. Our respondent who owns a down jacket has not had this problem yet. Also, the fleeces The North Face produces do not breathe easily, which is ideal for wearing them in winter weather.  
Question 12
“Have you ever owned Columbia, Mountain Hardware, Under Armor, Nike, Lands End, Eddie Bauer athletic or outdoor clothing?”
Question 13
“What do you think about those brands as compared to The North Face?”
	Conclusion: All of the respondents said that they owned Columbia, Mountain Hardware, Under Armor, Nike, Lands End, or Eddie Bauer clothing. Of those products, most respondents said they owned Columbia and Nike. From the responses, we can make the assumption that The North Face is held in the highest regard compared to the previously mentioned brands. They feel this way even the point of saying that those brands are knockoffs of The North Face. Respondent C said, “I own a Columbia fleece. For the price, I think it’s a good product but I still consider it to be a “knockoff” North Face.” Respondent E said, “Those brands do the same job, but are not as warm, not as well made, and not as fashionable.” 
Question 14
“Of these brands, which one do you wear the most and why?”
	Conclusion: The last two questions relate to how the respondents see that The North Face is the upper echelon of outdoor gear. Though there are many brands which carry the same basic items as The North Face, everyone still stays loyal and faithful to The North Face and will wear their brand over its competition. Respondent B commented, “I wear The North Face because I know the quality is the best and will last for more than a year with consistent use.” Respondent E also mentioned that he will wear The North Face over all other options. He said, “I will occasionally wear Nike or Under Armor, mainly for sporting events or athletic activities.” These responses show The North Face also lives up to their brand promise of high quality and durable clothing and accessories.
Question 15: 
“What do you think The North Face personality is?”
	Conclusion: When thinking about the personality of the brand, a majority of our respondents mentioned that it’s a brand that’s fun, is for young people, and those who are active outdoors. Respondent F’s response was consistent with this generalization. He responded by saying, “I believe it is made for people who enjoy the outdoors but yet like to stay stylish while outside.” Respondent C also responded by saying, “(The North Face is) for a younger/ outdoors crowd who are into fashion.”
Question 16
“Do you think it matches your personality?”
	Conclusion: For the most part, The North Face’s personality matches that of its consumers, however for women they don’t necessarily correlate. The men are more active and can relate to the gear’s functionality on a regular basis, while women merely wear these athletic and outdoor pieces so that they can appear to be in style. Respondent E, a male, said, “Yes, (it matches my personality) because it is made for the outdoors and more of a sporty brand but also very functional for everyday wear and fashionable on top of that.” Respondent B, a female, said “Yes, I enjoy the outdoors but I like to still be in fashion and wear what other people are wearing. I live in the Midwest so I need to wear warm clothing but can still look good while doing it.” While the respondents said the personality of The North Face was “outdoor chic” and fashionable, the most prominent personality trait was that it was fun and functional for outdoor activities. So, for the most part, the respondents believe their personality matches that of The North Face, however it matched more with men than it did with women.
Question 17
“Male or Female?”
	3 Males, 4 Females
Question 18
“Age?”
	19, 21, 21, 21, 20, 20, 24
Question 19
“Hometown?”
	Brookfield, IL, Waverly, IA, Johnston, IA, Clarendon Hills, IL, Rockford, IL. Merton, WI, Dubuque, IA
Through the in-depth interviews we conducted, we saw a lot of similarities in the answers our respondents gave. Six out of the seven respondents said that they owned some type of The North Face gear, and most of the gear included a type of jacket or fleece. Further, these respondents who responded “yes” to owning The North Face gear owned more than just one item. Most owned more than about three and have had these items since the beginning of college or high school.
	When looking at what sort of use the respondents had for wearing The North Face gear, all responded that they had some sort of either outdoor, athletic, or fashion related reason to wearing it. Once we asked the respondents to break it down further and tell us why exactly they wear it, most of the girls responded by saying that they wear The North Face because of its trendy style, popularity, and good quality through cold summer months. Conversely, the men responded saying that they had a great deal of use for the clothing because of their involvement in outdoor activities such as snowboarding or skiing.
[image: ISABELLA BACKPACK]	The motivation for the purchase of these items mostly had materialistic motivations behind it. Again, breaking the women and men into two groups, the women bought the items because of their good quality and trendy style, while men had these items because of their use for athletics. They commented the apparel was easy to move in, so they didn’t have to worry about being uncomfortable while participating in winter sports. Because they were able to focus more on what they were doing, the respondents commented on having a more enjoyable experience and being better focused to perform well. Also, if they didn’t buy the items, then they were given as gifts. The North Face not only has a good reputation among college students, but other demographics (parents, grandparents, etc.) know of this brand and of its popularity among college students, which shows greatly through one of the respondents answers, saying that she has 4 items she received as gifts. 
	As previously stated, the respondents own The North Face gear because of its popularity, however they benefit greatly from its products. The quality was continually mentioned throughout the interviews as being the best among its competitors and that it lasts for a long time. Their jackets have not worn down, had stitching come loose, or stretched out since they bought or received the product. Not only do these products look stylish in winter months, but they also allow its user to stay warm and active while wearing The North Face apparel. Therefore, we can see that not only do consumers benefit greatly from these products, but The North Face brand promises a great deal to its customers. They have continually manufactured products that are of high quality and meet the standards of its consumers. This dedication to perfection shows that The North Face’s brand promise to its consumers is that they will continue to produce high-quality and high-end products which are durable and assist in the enjoyment of outdoor activities and living.
	Despite the fact that The North Face is extremely expensive, the respondents stay loyal to its products and in purchasing their products. When asked if the respondents would continue to purchase the products even if the price was raised, most said that they would even though they already were expensive. The benefits that the consumers receive from The North Face products along with the brand promise create a bond that keeps consumers coming back for more.
	Next, when comparing The North Face brand to that of its competitors like Columbia, Mountain Hardware, Lands End, Under Amour, and Nike, respondents stayed true to The North Face. While a few owned products from the competitors, they still believed The North Face to be at the top of the line when it came to outdoor athletic gear. Some even responded saying that they thought its competitors was knockoffs of The North Face gear. 
	Lastly, when discussing the personality, most of the respondents said The North Face was “cute outdoor wear.” Another said it was “outdoor chic.” While most people see The North Face as being a brand associated with outdoor activities, all our respondents said that they also take its popularity into account as well. So, we have conflicting ideas about whether The North Face’s personality is strictly for earthy, outdoor-related activities or if it’s just a bunch of college students trying to look cool. Even so, we find a correlation between the fact that college students wear The North Face for its high quality and ability to stay active and warm in cold weather.
The North Face’s brand is one that is complex, but by college students is found to be mostly materialistic. While the company started to provide easy to wear, active outdoor gear for those who enjoy hiking, climbing, or rafting, many college students have adopted it as a way to show others that they can afford to wear this expensive, high-end product. Regardless, we have found that consumers are loyal to the brand because of the great amount of benefits they get from the products and the wide range of uses they get from it.


Perception Illustrations
[image: C:\Documents and Settings\ct409687\Local Settings\Temporary Internet Files\Content.Word\scan7.bmp][image: C:\Documents and Settings\ct409687\Local Settings\Temporary Internet Files\Content.Word\scan 10.bmp]	Below are a few perception drawings we had random students draw. Along with our in-depth interviews, we believed perception drawings would help us better understand how our peers viewed The North Face brand. Instead of holding a focus group, we believed perception drawings would tell us a bit more about our peers’ feelings of The North Face brand which they might not otherwise voice to us for fear of having their peers judge their responses. 	Comment by Loras College: What does the second drawing demonstrate?


	Favre’s Wrangler jeans took a different approach to the focus group type of qualitative research. Rather than having one moderator begin the focus group with an agenda, we all participated and gathered several students with different majors and in different grades together. We informed the students that we were conducting research about The North Face brand. We then asked the 10 students to draw their interpretation of what the typical North Face brand user looks like and what their surrounding portrayed, what they symbolized and how it developed their personality.
	We concluded that six out of ten of the sketches portrayed the brand user as an athletic person with different types of North Face apparel on. The majority of the personalities were motivated athletes with smiles on their faces. We also noticed that most students drew the symbol of The North Face, which means they are aware of not only the brand, but the associated symbol. 
	On the other hand, we did have two students draw the opposite. Two of these students placed an emphasis on the perception of money. Many of our participants tend to think the North Face is fairly expensive. They also agree that the high cost is worth it because of the outstanding overall quality of the products. This is not the only negative response we found. As we conducted our research, we encountered various negative responses.  Some of our participants gave comments before drawing their impression such as “I do not care what my clothes look like,” or “I buy all my clothes from Wal-mart for a much lower price.”  It seemed that some consumers think The North Face has a stigma about the price and its users.  It was apparent the consumers who gave us these opinions felt very strongly. Generally, we thought users would be divided in opinion, but not give such bold answers. However, through some of the pictures we can see the image of The North Face were on either ends of the spectrum.
The last two drawings consisted of an everyday casual user. These would be students in high school and college, but also adults. The adults are wearing the North Face because of the trendy styles, and practicality. 
	Overall we have found through these drawings that the two main perceptions of North Face by college age students are for the outdoors person, and the well off casual wearers. The younger generations are more willing to go exploring outdoors and have a realistic need for the North Face products. We think the high quality, yet trendy apparel is continuing to keep their promise to consumers.


Quantitative Research	Comment by Loras College: Organize your findings by objective
Start with the most important objective
Which should be #1
Gender can be covered later

   








	Our survey resulted in almost exactly a fifty-fifty ratio of male to female respondents.  This ratio helped keep our results more accurate and unbiased due to the differing of opinions regarding clothing choices between sexes.  Generally it would be assumed that females purchase and use The North Face more for fashion than men do. Therefore it is important to keep the male-female ratio very close. There is a chance that men were not completely honest in their responses for the sake of saving face or reputation. Men typically don’t associate themselves with fashion, however they do associate themselves with status. Instead of viewing men as purchasing The North Face brand for fashion like women do, we can assume they purchase this brand for status. If men look good then typically they will have a higher status than those who don’t.













	The participants for our survey results varied in age from eighteen to twenty-four years old.  After examining the graph, we came to the conclusion that our sampling was more accurate than originally expected.  The varying ages are normally distributed as a bell curve.  There is a small amount of positive skew, but by-and-large the data is normally distributed.  We were impressed with these variations due to the fact that we took our survey samples out of random academic classes on the Loras College campus.  	Comment by Loras College: Move demographic information to the end
















	The hometown populations for our survey participants seem to favor 2 areas: those with a hometown population of less than 10,000 and those with a population between 60,000-100,000 people.  We were not surprised by these results because Loras College is known for having a large number of students from the Chicago-land area.  The groups of research participants with a hometown population of less than 10,000 usually represent the students from small towns in Iowa, Wisconsin and Illinois.  We included the hometown population as an important demographic question in our survey because we wanted to see if there was a correlation between the population of where the students live and the popularity of The North Face brand, as well as the reasons behind their purchase and use of the clothing.  In larger cities, such as Chicago where many students reside, it would seem that fashionable items are more abundant that than in smaller towns. Therefore, if a large number of participants are from the Chicago-land area, they would use The North Face more for fashion rather than for functionality or outdoors activities.  	Comment by Loras College: How does this fit into your objectives?









	



	Consumers all have different intentions for buying products from retail companies; therefore this is one of the more important questions we asked in our survey. As we predicted, fashion was the most popular response by our respondents followed by leisure.  We have concluded that most people use fashion as a reason to buy clothes because there seems to be constant scrutiny and judgment of what clothes a person is wearing by the other people around them. For example, in the business/ professional world, we are expected to dress appropriate and are often criticized if we do not follow a set of standards.  We also came to the conclusion that our survey results were fairly representative of the population of consumers ages eighteen through twenty-four.  Our results prove that it is of utmost importance that private companies and retailers know exactly what their target market and potential consumers want to purchase and their intentions behind the purchase.












	This leads us to the next survey question which we believe to be of extreme importance to our overall research results. After finding out the primary reasons why consumers purchase clothing products in general, we wanted to see if there was any correlation between it and why consumers choose to purchase The North Face clothing and products. Whether it is simply a case of sample error or not, it is interesting to notice the 3% decline, between purchasing general clothing products and that of The North Face, in the amount of people who responded with the answer of fashion.  The next largest significant reason that consumers appear to purchase The North Face products is the performance of the item, followed by how durable they believe the given item to be for its value. The durability quality of the North Face leads us to our next finding from our research.














	










	One significant reason that our research group believes people purchase The North Face clothing and other products is because of the superior quality. Consumers can be influenced very easily when it comes to the perceived value of a product, and The North Face appears to be no different. Even though the company’s products carry a high cost, it seems that consumers are willing to pay more for their items because of the quality construction and durability of the product through years of harsh daily use. As you can see from the two bar graphs above, only 3 out of 100 respondents rated The North Face products as less that average quality. The remaining 97% of consumers seem to be satisfied by the quality of their products and believe that the company’s products are of good to excellent quality. In addition to this, 75% of the respondents rated The North Face products in the top two categories, in terms of durability, on our semantic differential scale	Comment by Loras College: Remember you are talking about understanding the brand	Comment by Loras College: Include the mean on your interval scales































	


	
	The two graphs previous illustrate separate semantic differential scales that we included on our research survey questionnaire. We believe that the two categories are strongly related to each other as consumers evaluate a company’s products. As you can see from the data, the consumers we surveyed seem to very pleased with both The North Face’s overall comfort as well as warmth during use. In each category there was not a single respondent who rated their products as the poorest grade. 	Comment by Loras College: Could fit with the benefits and attributes associated with the brand	Comment by Loras College: How does purchase intention fit with your objectives
Focus on the objectives first









	
	


	In analyzing the data we collected through our survey, we decided to do a cross-tabulation study to see if there was a correlation between sex and the purchase intentions for clothing products. As we predicted, there was a strong correlation in two categories of intentions which include fashion and sports. Male respondents were three times more likely to purchase clothing with the intention of using it for sports that females were. At the same time, female respondents were nearly twice as likely to purchase clothing for the sake of fashion as were male consumers. The other categories in question were surprisingly equal in response to the purchase intentions of clothing, with leisure being the next likely, followed by outdoor activity and social events.	Comment by Loras College: If you want a correlation
Have SPSS correlate it for you and add that to your paper












	The final extremely important answer we wanted to achieve from this research survey and report was to what extent The North Face brand meets the overall expectations of its consumers. As seen in the chart above, if our survey respondents provide us with a true representative sample of the target market, the overall consumer sentiment is that they are very satisfied with the overall product that The North Face brand provides. The results we have collected, with nearly 80% of consumers being satisfied with their company, sheds great light into the discussion of whether The North Face brand is meeting or beating the expectations of its loyal customer base. The conclusions we have drawn from our overall results, as well as this question in particular, have validated our study and previously determined hypothesis. We now have a greater understanding of the variables which are important to customers when shopping for clothing products and we can better comprehend the motivation behind their purchases. 	Comment by Loras College: How does that fit into understanding the brand?
Tie into your objectives	Comment by Loras College: After reading your findings I want it reorganized
Use your objectives

















Research Limitations
After analyzing our overall completed research, we found there to be some limitations in relation to both our quantitative and qualitative research.  The limitations were contrasting in accordance to the different types of research which we applied.
Deciding what peer groups to sample from gave us unexpected troubles.  By passing out our survey in random classes, we had no control over who was in the class.  FWJ did not know the backgrounds of the participants, in terms of if they even participate in outdoor winter sports.  By knowing more about our survey participants, FWJ thinks we could have tailored our results closer to our objectives.
The responses from the in depth one on one interviews were considered thorough and meet the objectives originally.  Although the questions were sufficient, we discovered the majority of the interviewees answered with one word or one short sentence answers, rather than thorough explanations.  Trying to counteract the short answers given, we utilized probing questions.  These probing questions still did not get us the answer which we were trying for unfortunately.  The answers showed us that users or potential brand users are not often willing to explain or share their feelings and emotions about brand.  This specific limitation might also be due to time constraints or pressure, apprehensiveness. Interviewees are less willing to answer a question thoroughly if they are shy, in a rush or uninterested.  Another obstacle that we had to overcome was that generally speaking, men might not always be giving us truthful answers.  Unfortunately when working with college students, some may not take a research project such as ours as serious as we want.  This greatly skews results and made is a bit difficult to interpret.  After observing these inequalities, we realized additional probing questions and nudging gestures should’ve been reinforced.  This limited us in our interpretations of the overall interviews and analysis of the completed surveys.  Although this limitation did set a back in our analysis development, we were satisfied overall with the majority of the one on one interviews, and gain sufficient amount of information.
In addition, when reading and analyzing the surveys, our company observed some other limitations in the quantitative research results.  When attempting to correlate and associate the brand user to the actual brand, we found that some brand users are unwilling to answer certain types of surveys questions, and completing certain scales, by reading some comments and written rebutting questions on the surveys.  This shows that some of these questions were answered untruthfully or with biased opinion based on their misunderstanding of the question(s).  Though we believe we thoroughly revised and pre-tested the surveys, few were still slightly apprehensive in there completion of some questions.  Also, FWJ noticed that many participants didn’t thoroughly read through the release form which explained our objectives. Most just quickly skimmed through it, or immediately signed and began filling out the surveys.  Since this was apparent to our company, we believe some didn’t completely understand why we ask the questions we did, and why they were important.  We know that the majority of all one hundred of the completed surveys were sufficient and educational in terms of meeting our objective the surveys.  We are pleased with the completed surveys as a whole, but we could have reinforced the importance of the waver which included overall important of each question and the objectives of the survey.


Research Conclusions	Comment by Loras College: Go back to your research objectives
Combine qualitative and quantitative findings
 (
The North Face brand perception…
Excellent Quality
Justifiably Expensive
“For the Outdoors”
)



 (
The North Face benefits…
Fashion
Warmth
Durability
Comfort
)



 (
Emotional benefits…
Self Esteem
Belonging
Self Fulfillment
)






 (
Use of The North Face products and gear…
Athletic
Fashionable
Outdoor Oriented
Functional
)



 (
The North Face company vision…
"Our passion is beyond setting records and achieving fame. For us, it's all about changing lives, not just our lives, but also, the lives of those people who inspire us to aim for extraordinary dreams."
)





In conclusion, Favre’s Wrangler Jeans has found an enormous amount of information through the use of surveys, in-depth interviews, and perceptual drawings.  We have come to the final conclusion that The North Face is a brand which will be around for many years to come.  The consumer perception of the brand is of excellent quality, priced just above average, and last it is for the outdoors. A majority of our respondents said they wear The North Face products when they are in the cold weather skiing, snowboarding, or simply spending short amounts of time outside walking from their car to a store or from their dorm to a class.
The benefits of owning a North Face product fair outweighs the negative aspects such as price.  The people whom we have spoken with over the last few months have all said the same things.  They all agree that The North Face products are fashionable, warm, durable and most importantly comfortable.  Many participants agree that the price structure can be discouraging sometimes; but they also said that because the price is higher than a generic brand, they feel like it gives them a social benefit.  	Comment by Loras College: Where did you talk about self fulfillment in the quantitative findings?
We have found that North Face users think more of themselves if they are wearing the name brand apparel.  The emotional benefits include such aspects as higher self-esteem, a sense of well being and self fulfillment.  As our graphs have displayed, the majority of clothing purchases are made with the sole purpose of looking fashionable, not for practical uses.  We think this is important for a brand such as The North Face because they need to continue to strive for new and exciting products for customers.  The smaller percentages that use the products in a practical sense will also benefit from the better looking products.  	Comment by Loras College: How does it provide self-fulfillment?	Comment by Loras College: Is high price one of the attributes of the brand
That was a big deal in your qualitative research
What about your quantitative findings?
Anyone talk about high price?
Or did you consider that an obvious one
Surprisingly, The North Face is used by users for several uses.  Several of the in-depth interviews explained that they use The North Face for both athletic and fashionable uses.  We also found users whom use it for outdoor oriented activities, and other functional tasks.  
Overall, we think The North Face does an excellent job creating new products based on the customer needs and wants.  The mission and vision statements are a testament to their strategy in the market.  The idea of building a company around what the customer wants rather than what the company does have proved to be successful.  We are extremely satisfied with our finding from our extensive research.  We think we have been able to look into The North Face brand from both a researcher and customer point-of-view.  The North Face is a brand which can appeal to almost any target markets and find success.  	Comment by Loras College: Move the vision to the body let the consumer define the brand not company PR

 (
The North Face mission…
“Never stop exploring”
)[image: http://www.goodlogo.com/images/logos/the_north_face_logo_2378.gif]











Appendix
Qualitative Responses
Question 1
“Do you own North Face gear?”
	Respondent A: Yes
	Respondent B: Yes 
	Respondent C: Yes
	Respondent D: Yes
	Respondent E: Yes 
	Respondent F: Yes
	Respondent G: No

Question 2
“What North Face gear do you own?”
	Respondent A: Backpack, sweatshirt, fleece, pullover
	Respondent B: Workout fleece, jacket, vests
	Respondent C: Jacket
	Respondent D: 2 Fleece jackets, Snow Pants
	Respondent E: 2 Ski jackets, 2 Fleece Jackets, Snow Pants, 3 Hats, 2 Gloves, Backpack
	Respondent F: Ski Jacket
	Respondent G: N/A

Question 3
“Do you wear it for fashion or outdoor athletic gear? If both, what do you wear it for more and why?”
Respondent A: Fashion. I’m not too athletic. I just like how it looks
Respondent B: Both, but fashion more because everyone else on campus has The North 				Face apparel so I want to fit in and look good. 
Respondent C: Fashion. I don’t do a lot of outdoor sports so I just wear it for how warm it 			is and how it looks. It fits pretty well too.
Respondent D: Both. I probably wear it for more athletic gear though. I’m outside a lot in 			the winter and I enjoy outdoor sports, and I’ve found The North Face to be 			the most reliable in that respect.
Respondent E: Both. I wear it a lot when I’m out snowboarding or skiing. It’s easy to 				move in and I’m always warm when I wear it. It doesn’t hurt that it’s 				pretty popular too. 
Respondent F: Outdoor athletic gear when snowboarding because the jacket is very 				warm and keeps me dry.
Respondent G: N/A

Question 4
“When did you buy it?” 
Respondent A: Buying The North Face apparel since 2007
Respondent B: Bought 1 item my freshmen year of college
Respondent C: I didn’t buy it
Respondent D: Buying apparel since 1999
Respondent E: Buying apparel since 2008
Respondent F: 2008
Respondent G: N/A

Question 5: 
“What motivates you to buy the brand?”
	Respondent A: I like the way it looks and it’s cute	Comment by Loras College: This is where you need probing questions
	Respondent B: I saw someone who had a certain jacket and liked it a lot because it 				 was unique and I never knew of another brand that had it. Also, the 				 quality of the clothing is very good and I need something that will last.
	Respondent C: I like how it fits and its high quality and warm during cold weather. 
	Respondent D: Because it’s the best.
	Respondent E: I needed new fall/ winter jackets and snow pants for skiing. The North 				Face is a popular brand and I have never heard a bad thing about the 				quality and durability of their products.
	Respondent F: I am motivated by the high quality of their products and the durability 				which makes them very practical for my needs.
	Respondent G: I would buy it if it was a bit cheaper and I was more athletic.

Question 6
“If you didn’t buy it, was it a gift?”
	Respondent A: It wasn’t a gift, I bought it. 
	Respondent B: Yes, 3 of the North Face items were gifts.
	Respondent C: Yes, all of mine were gifts.
	Respondent D: No
	Respondent E: No
	Respondent F: No
	Respondent G: N/A

Question 7
“Why do you wear The North Face?”
	Respondent A: To look good.
	Respondent B: Everyone has it and I want to stay in fashion, especially in cold weather it 				 is hard to find clothing that is still flattering and in style.
	Respondent C: The North Face makes the best winter jackets and coats, they are always 				 fashionable and they have a wide variety of products.
	Respondent D: It’s very fashionable and has many uses no matter what I do.
	Respondent E: True functionality for outdoors wear and tear.
	Respondent F: The North Face is very trendy and practical. No matter how cold it gets 				 the jacket will protect me from the elements and keeps me warm for long 				 periods of time.
	Respondent G: I don’t but it’s because I am not very athletic. If I was more athletic I 				might be more inclined to buy it.

Question 8
“Do you think college students are influenced by their peers or the image they want to have when they purchase clothing?”
	Respondent A: Yes, but a lot more of our peers have their own style that might not be the 				 same as someone else
	Respondent B: Yes, very few people want to look different so they wear the North Face 				 to fit in because they don’t want to stand out from the crowd.
	Respondent C: Yes, because everyone wants to fit in and have the approval of peers.
	Respondent D: Yes, everyone sees me wearing it so they buy it also. 
	Respondent E: Yes, The North Face is very popular with the younger, active crowd and 				even if you’re not active outdoors people buy it for the fact that other 				people wear it.
	Respondent F: Absolutely
	Respondent G: Yes I think so. Especially if my friends all have something, I’ll want to 				get it. It’s like once I got to college, everyone had key holders from Vera 				Bradley. Now if you’re on campus and you don’t have one, it’s just kind 				of odd. I wonder why some people don’t have one.

Question 9
“What do you think of the price?”
	Respondent A: It’s kind of expensive. 
	Respondent B: It’s expensive BUT WORTH IT!
	Respondent C: It’s fairly expensive and still have to convince myself to spend that much 				on simple apparel and jackets.
	Respondent D: With North Face, you get what you pay for. Pretty expensive but excellent 			 quality and very fashionable.
	Respondent E: A little on the pricey side, but quality of their products is very good.
	Respondent F: You get what you pay for, the price is high but with the great durability 				The North Face gear is a good long term investment.
	Respondent G: I think it’s a bit too pricey.

Question 10
“If the price increased, would you still buy The North Face gear over other inexpensive clothing that is similar and why?” 
	Respondent A: Yes, but it wouldn’t be as much of an impulse buy as it is now.
	Respondent B: Yes, the quality makes it worth it.
	Respondent C: No, I would rarely buy anything if the price increased.
	Respondent D: Yes, with North Face you pay for the name and the brand and that is 				 worth the extra price for me.
	Respondent E: Yes I would but the price could not increase substantially.
	Respondent F: It depends how much, being a poor college student it could only be a 				minimal increase for my buying habits not to change.
	Respondent G: No. I don’t wear it as it is, so if the price increased, there’s no way I’d 				even consider buying it.

Question 11
“What do you think of the quality?”
	Respondent A: Quality is great my clothing still hasn’t worn out yet after years of use and 			 abuse.
	Respondent B: Good
	Respondent C: High level of quality and very durable products.
	Respondent D: It is simply the BEST.
	Respondent E: Their products are very well made and very durable. 
	Respondent F: Their products are well made and very durable.
	Respondent G: I think the quality is good from the jackets I’ve tried on that my friends 				have had. The price doesn’t make it worth it for me.

Question 12
“Have you ever owned Columbia, Mountain Hardware, Under Armor, Nike, Lands End, Eddie Bauer athletic or outdoor clothing?”
	Respondent A: Yes
	Respondent B: Yes
	Respondent C: Yes
	Respondent D: Yes
	Respondent E: Yes
	Respondent F: Yes
	Respondent G: Yes.

Question 13
“What do you think about those brands as compared to The North Face?”
	Respondent A: I own Nike products and I think it’s the same quality and values as The 				North Face only their products are cheaper.
	Respondent B: Clothes are just as good but the brand recognition isn’t as good for some 				 so I don’t buy these alternative brands as much.
	Respondent C: I own a Columbia fleece. For the price, I think it’s a good product but I 				still consider it to be a “knockoff” North Face.
	Respondent D: Everything is trash compared to The North Face.
	Respondent E: Those brands do the same job, but are not as warm, not as well made, and 				 not as fashionable.
	Respondent F: Columbia is a pretty close comparison but the quality is not as good. 
	Respondent G: I wear a lot of Columbia items and I also have Nike shoes. I think they’re 				just as good as The North Face. It keeps me warm. It’s also more 					wallet-friendly. I think Columbia is comparable to The North Face.

Question 14
“Of these brands, which one do you wear the most and why?”
	Respondent A: The North Face because I prefer the way it fits and wears. 
	Respondent B: I wear The North Face because I know the quality is the best and will last 				for more than a year with consistent use. 
	Respondent C: I wear The North Face more because it is warmer and matches more of 				my clothes.
	Respondent D: I will rarely wear Under Armor and Nike but only if I get them as gifts or 				 if they are substantially cheaper than The North Face.
	Respondent E: I will occasionally wear Nike or Under Armor, mainly for sporting events 				or athletic activities.
	Respondent F: The North Face because it is the warmest when on the mountain 					snowboarding.
	Respondent G: Columbia because I can afford it.

Question 15: 
“What do you think The North Face personality is?”
	Respondent A: I don’t know I guess cute clothes for the outdoors.
	Respondent B: Outdoor chic but most people wear it just for the brand name and the 				 quality of the product. Either way, if you have a North Face product on 				 you will be in style and look good. 
	Respondent C: For a younger/ outdoors crowd who are in to fashion.
	Respondent D: A stylish brand for active and trendy young people. 
	Respondent E: The North Face is a brand for outdoor activities and athletics. Also, The 				North Face caters to a not as active crowd as they provide great 					fashionable alternatives.
	Respondent F: I believe it is made for people who enjoy the outdoors but yet like to stay 				stylish while outside.
	Respondent G: It’s for people who are athletic and have a bit of money. You can’t really 				find any North Face stuff that’s inexpensive. 

Question 16
“Do you think it matches your personality?”
	Respondent A: No, because I am not athletic but I do like to look good.
	Respondent B: Yes, I enjoy the outdoors but I like to still be in fashion and wear what 				 other people are wearing. I live in the Midwest so I need to wear warm 				 clothing but can still look good while doing it.
	Respondent C: Yes, as a young person I believe that the high quality is worth the money 				 and I enjoy looking fashionable outdoors.
	Respondent D: Yes, I guess.
	Respondent E: Yes, because it is made for the outdoors and more of a sporty brand but 				 also very functional for everyday wear and fashionable on top of that.
	Respondent F: Yes, I like to do things outside and The North Face makes it possible to 				 still be trendy while being active.
	Respondent G: I wouldn’t and it doesn’t really match my personality. I’m not athletic and 			I don’t usually buy expensive clothing, especially if it’s athletic gear.

Question 17
“Male or Female?”
	Respondent A: Female
	Respondent B: Female
	Respondent C: Female
	Respondent D: Male
	Respondent E: Male
	Respondent F: Male
	Respondent G: Female

Question 18
“Age?”
	Respondent A: 19
	Respondent B: 21
	Respondent C: 21
	Respondent D: 21
	Respondent E: 20
	Respondent F: 20
	Respondent G : 24

Question 19
“Hometown?”
	Respondent A: Brookfield, IL
	Respondent B: Waverly, IA
	Respondent C: Johnston, IA
	Respondent D: Clarendon Hills, IL
	Respondent E: Rockford, IL
	Respondent F: Merton, WI
	Respondent G: Dubuque, IA

  


     Perceptual Drawings
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Survey Release Form


Survey information is an important and fundamental part of how Clare Tuchscherer, Luke Hoffmann, Geri Lang and Noel Frideres discover the perception of North Face Brand users.  We strive to base our research on current and consistent data information.  Without this accurate data, our results are likely to not produce our intended results.

We value the confidentiality of our survey participants and request your permission to utilize your responses in our research.  By signing this release form we pledge to treat your responses with the utmost professionalism.  Favre’s Wrangler Jean’s will not sell or distribute our research to a third party without prior approval from the survey respondent.  We encourage participants to review the survey prior to signing the release form to ensure participation is strictly voluntary.   

I understand that as a voluntary survey participant, my responses will be used as an aid for Favre’s Wrangler Jeans research on The North Face brand.  If at any time I am uncomfortable with the survey questions, I have the right to discontinue the survey with no questions asked.        




Printed name of survey participant: _____________________________________

Signature: ___________________________________________


The North Face Survey
Q: What are the primary intentions for your purchase of clothing products in general?
	(__) Fashion
	(__) Sports
	(__) Outdoor Activity
	(__) Leisure
	(__) Social Events
Q: Please rate your opinion of the following attributes for each individual brand. (1 being least important and 4 being most important).
	
	Quality
	Price
	Performance
	Durability

	Columbia
	
	
	
	

	The North Face
	
	
	
	

	Nike
	
	
	
	

	Under Armour
	
	
	
	



	




Q: Using the scales, please evaluate your perception of The North Face brand and their products.
	Users of the Brand
		Young Users _   _   _   _   _   _   _   Old Users
	The North Face Logo
		Old Fashioned   _   _   _   _   _   _   _   Trendy
	Use of the Apparel/ Gear
		Athletic  _   _   _   _   _   _   _   Not Athletic
		Fashion   _   _   _   _   _   _   _   Not Fashionable
		
		Great For 
		Outdoor Activities _  _  _  _  _  _  _ Bad for Outdoor Activities
	Durability
		Durable   _   _   _   _   _   _   _   Not Durable
	Benefits and Performance
		Comfortable   _   _   _   _   _   _   _   Not Comfortable
		Warm   _   _   _   _   _   _   _   Not Warm
		Functional   _   _   _   _   _   _   _   Non-Functional
Q: On a scale of 1-5 (1= weakest and 5 = strongest), please rank the following personality attributes to that of The North Face brand and it’s users.
	(__) Fashionable
	(__) Outdoors Oriented
	(__) Athletic
	(__) Casual
	(__) Other
Q: What is your primary reason for using The North Face products?
(__) Fashion
(__) Performance
(__) Durability
(__) Safety
(__) Convenience
Q: What is the personal benefit for owning The North Face brand? (Please check any that apply)
	(__) Self Esteem
	(__) Belonging
	(__) Success
	(__) Self Fulfillment
	(__) Not Applicable 


Q: How would you rate the quality of the products of The North Face?
       -3		      -2		   -1		   +1		   +2		   +3
(Extremely Poor)							  (Superb Quality)     

Q: How did The North Face brand meet your expectations?
    Highly		Dissatisfied		Neither 	Satisfied	Highly 
Dissatisfied		                               Satisfied nor                                Satisfied
					        Dissatisfied			    

Q: How likely are you to continue purchasing The North Face products or gear?
	Extremely	Likely		Neither Likely		Unlikely	Extremely
	  Likely		              nor Unlikely			             Unlikely	 

Q: Please circle one: Male/ Female

Q: Age:		18	19	20	21	22	23	24

Q: What is the population of your hometown and/ or metropolitan area?

 <10,000          10,000-30,000          30,000 -60,000          60,000 -100,000          100,000+

Q: Please leave any further comments or observations for The North Face brand.
________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________

Perception of The North Face Logo
Old Fashioned	2	3	4	5	6	Trendy	4	3	13	17	15	22	26	Frequency

Sex Distribution

Male	Female	49	51	Age Frequency	
18	19	20	21	22	23	24	7	18	27	24	17	4	3	Age
Frequency
Hometown Population

<	10,000	10,000-30,000	30,000-60,000	60,000-100,000	100,000+	32	10	16	23	19	Population
Frequency
Purchase Intentions for Clothing

Fashion	Sports 	Outdoor Activity	Leisure	Social Events	39	16	11	26	8	Reasons for using The North Face Products 

Fashion	Performance	Durability	Convenience	N/A	36	28	22	7	7	The North Face Perceived Quality

Extremely Poor	Below Average	Above Average	Good 	Superb	2	1	11	47	39	Quality
Frequency
Durability of The North Face Products

Durable	2	3	4	5	6	Not Durable	47	28	13	6	5	0	1	Frequency
Warmth of The North Face Products

Warm	2	3	4	5	6	Not Warm	45	34	13	4	2	2	0	Frequency
Level of Comfort for The North Face Products 

Comfortable	2	3	4	5	6	Not Comfortable	46	37	9	7	1	0	0	Frequency
Purchase Intentions for Clothing Products in General
Male	
Fashion	Sports	Outdoor Activity	Leisure	Social Events	14	12	6	13	4	Female	
Fashion	Sports	Outdoor Activity	Leisure	Social Events	25	4	5	13	4	Frequency
How The North Face Meets Brand Expectations

Highly Satisfied	Satisfied	Neither Satisfied nor Dissatisfied	Dissatisfied	Highly Dissatisfied	47	32	18	1	2	Satisfaction
Frequency
57
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