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ABSTRACT:  
In today’s world, there are increasing concerns regarding environmental degradation and the destructive impacts of the 

fashion industry on it, a significant part of which results from overproduction and overconsumption. This has led to a 

rise in consumer awareness and their tendency toward sustainable fashion brands. Sustainable fashion brands, by 

focusing on environmental values, attempt to reduce the negative effects of clothing production on the environment and 

transform into a more responsible and sustainable industry. This research examines the role of visual identity in 

sustainable fashion brands, with a focus on the Patagonia brand. The main objective of the study is to investigate how 

brands reflect environmental values in their visual identity in order to create a positive image among environmentally 

conscious consumers. The main research question is: How does the Patagonia brand manifest environmental values in 

the design of its visual identity? The research method is descriptive-analytical, and qualitative data were collected 

through information from the brand’s official websites and internet sources. Visual elements such as logos, packaging, 

and media presence were analyzed. Ultimately, the analysis of the data obtained in this study showed that minimalist 

designs, natural color palettes, and the use of recycled materials in packaging all contribute to this brand’s commitment 

to sustainability. Effective visual identity strategies can serve as a model for other fashion brands seeking to balance 

aesthetic appeal and environmental responsibility. Visual identity plays an important role in conveying environmental 

values and improving brand image, helping to strengthen long-term relationships with consumers and providing valuable 

insights for future studies in sustainable branding strategies.                                                                                    
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INTRODUCTION: 
The fashion and clothing industry mainly affects the 
environment by using large amounts of water, 
producing excessive carbon dioxide and polluting the 
environment with harmful chemicals (Anders, 2024). 

The industry should be responsible for producing 
environmentally friendly and affordable clothing and 
the biological society and the environment, it is 
important to ensure that the clothing production 
process, which includes raw materials, processing and 
production, does not negatively affect the environment 
(Balosini, 2023). Environmental pollution occurs 
through excessive energy consumption in clothing 
production, use of non-renewable resources for fiber 
production, large amounts of water consumption, use of 
chemicals. Since today and at present, consumers are 
fully aware of environmental pollution, they are well 

aware of the sustainability and environmental 
components in the use of clothing (Hussain, 2024). In 
addition, there is a high demand from consumers for 
environmentally friendly clothing, but the problem is 

that consumers want these environmentally friendly 
clothing at a low price. 
In recent decades, companies and certain brands have 
developed frameworks to promote sustainable 
production and consumption with environmental, 
social, and economic dimensions. To achieve 
sustainable outcomes, traditional design practices must 
be challenged and evaluated as the best way to serve 

consumers. It is the responsibility of designers to drive 
new innovations in design thinking toward trends that 
create environmental value. Eighty percent of 
environmental impacts can be addressed at the design 
stage (Kai, 2023). 
In clothing brands, having a strong and positive 
relationship with customers who care about 
environmental management is a very important issue. 
Clothing brands must create persuasive content that 
highlights their environmentally friendly initiatives, 
share valuable information about sustainability, and 

encourage dialogue about environmental issues. On the 
other hand, a brand’s visual identity, as a key tool in 

https://creativecommons.org/licenses/by/4.0/
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marketing and customer engagement, can convey the 
brand’s values and objectives through visual and 
cognitive elements such as logos, colors, and designs 
(Li, 2023). 
Valipour (2020), in his research titled “Sustainable 
Clothing Design Using Recycled Resources,” states 
that sustainable clothing design involves exploring 
opportunities to add value to recycled resources and 
developing methods to reintegrate these resources into 

the production system, ultimately contributing to 
fashion sustainability. Ghaed et al. (2022) in their study 
titled “The Impact of Social Media Marketing Efforts 
on Customer Equity in Luxury Brands,” addressed the 
distinctive characteristics of visual identity in clothing 
compared to other visual identity designs. Using a 
descriptive-analytical method, they concluded that the 
visual identity features of fashion brands are highly 
important and should be further studied. 
Patagonia, a name associated with mountains, seas, and 
wild nature, is more than just a clothing brand. This 

brand has a strong and coherent identity. One of the 
most important features of Patagonia’s brand identity is 
its commitment to sustainability. The brand seeks ways 
in all stages of production from raw materials to 
packaging to reduce the environmental impact of its 
products. The use of recycled materials, waste 
reduction, and support for local producers are only part 
of Patagonia’s efforts in this regard (Park, 2020). 
On the other hand, the fashion and clothing industry, 
due to excessive resource consumption and large-scale 
waste production with a significant amount of clothing 

discarded every year is recognized as one of the most 
polluting and harmful industries in the world. 
Therefore, studying and analyzing the visual identity of 
clothing brands with a focus on sustainability and 
environmental protection is important and necessary, as 
it allows us to understand how these brands 
communicate their values and commitments to 
sustainability through branding and marketing 
strategies. Furthermore, by examining visual elements 
such as logos, colors, and images used by these brands, 
insights can be gained into their efforts toward 

environmental protection and social responsibility. 
Understanding the connection between clothing brands’ 
commitment to sustainability and environmental 
protection through visual identity helps consumers. 
Based on the above, the aim of the present research is 
to study the impact of environmental values on the 
visual identity design of sustainable fashion brands 
(Patagonia brand). 

 

METHODS: 

This research is conducted using a descriptive–
analytical method with a qualitative approach. The data 
analysis method focuses on the study of the Patagonia 
brand, where its visual identity is carefully examined, 
and sustainability values and principles are separately 
analyzed in relation to how they are manifested. Data 
collection is carried out through library and 
documentary research. The statistical population 

includes the visual identities of all sustainable fashion 

brands that have introduced sustainability principles and 
values as part of their core identity values. The 
Patagonia brand is analyzed in terms of its visual 
identity elements, including logo, website, illustration, 
typography, color palette, social media, packaging, 
environmental advertisements, slogan, pattern, and 
brand visual identity guideline booklet. The sampling 
method is non-random, purposive, and intentional, 
focusing on the sustainable fashion brand Patagonia. 

The primary sources include the brand’s visual identity 
guideline book, as well as materials published on its 
official website and products. 
 

Sustainable Fashion: 

“Sustainable fashion” is currently one of the most 

widely used terms in the fashion industry. It is not only 
related to the trend of socially responsible brands with 
eco-friendly products or the implementation of certain 
regulatory policies, but also responds to the future 
demands of conscious consumers for adopting 
sustainable fashion. Consumers have evolved over time 
and have become educated about materials and 
production processes, which has led to their increasing 
interest in socially responsible choices while updating 
their wardrobes with sustainable fashion labels. 
Sustainable fashion is one of the most important topics 

discussed in specialized seminars worldwide today. It is 
a movement and process in which clothing design and 
production are carried out using environmentally 
friendly methods and with consideration of social 
justice. In sustainable fashion, not only textile and 
clothing production, but also social, cultural, 
environmental, and financial systems are taken into 
account. Sustainable fashion stands in contrast to fast 
fashion. Fast fashion refers to clothing companies that, 
through rapid and excessive production and low prices, 
seek to maximize profit. The use of cheap and toxic 

chemical dyes has made the fast fashion industry one of 
the most polluting industries of water, second only to 
agriculture. The use of inexpensive fabrics such as 
polyester, which is derived from fossil fuels, contributes 
to global warming, and these fibers increase the non-
biodegradability of plastics on Earth. They decompose 
and enter water systems. For this reason, the concept of 
sustainable fashion and personal style has gained 
significant importance in today’s fashion world (Testa, 
2021). 
Very few brands in the world prioritize sustainable 

fashion as their core principle. Although it may not be 
easy to find products from these brands, by considering 
a few principles in clothing style, one can play an 
effective role in sustainable fashion. It may be assumed 
that what we wear has the least impact on environmental 
pollution and its destructive consequences; however, 
statistics show that the fashion industry is one of the 
most polluting industries in the world and must be 
carefully considered for several reasons (Bakhshizadeh, 
2019). Zara announced that it plans to include 50% of 
its products in its “Join Life” line by 2022. This line 
includes products manufactured using processes and 

raw materials that have a lower environmental impact. 
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Although this brand is considered sustainable, it has 
faced criticisms and challenges and has received a 
sustainability rating of “not good enough” (Bani Asadi, 
2020). Vegetarian Clothing is a brand whose products 
are 100% vegan. They are committed to creating 
sustainable and ethical products. Their products are 
made from sustainable materials designed for lifetime 
use. For packaging, Vegetarian Clothing uses 100% 
recycled paper with water-based inks (Singh, 2024). 

 

Visual Brand Identity: 

Brand visual identity is a set of visual elements that 
serve to represent and distinguish a brand. Specifically, 
it refers to any visible component such as a logo or 
brand colors that help customers identify a brand. By 

integrating all brand assets into a coherent aesthetic, 
brand recognition is developed. Visual identity, which 
is built upon brand identity including brand identity 
examples and defined in the brand style guide, 
reinforces core values and brand promise through 
visible media. By using consistent and strategic 
imagery to support communication, a strong visual 
identity also helps tell the brand’s story. Over time, 
continuous exposure of customers to the brand 
strengthens associations and creates emotional 
responses, often triggered by visual cues. A review of 

brand identity literature shows a tendency toward the 
use of symbols or logos over other dimensions of 
branding. For example, Aaker explains how a strong 
symbol provides cohesion and structure to identity, 
facilitates recognition, and attracts the general public. 
In this regard, Yu (2024), in explaining the strategic 
value of symbols, argues that the most important 
function of a corporate logo is its ability to create visual 
metaphors that simplify the complex process of brand 
communication. Visual metaphors are a powerful set of 
symbols that are especially important in the service 

sector, where there is no tangible or physical aspect 
(Younos, 2024). Keller believes that due to the 
intangible nature of services, organizations can use 
symbols to convey brand identity in a more concrete 
and realistic way. Brand identity design helps 
customers remember the organization and often leads to 
their return (Bishkaf, 2021). Proper brand identity 
design is one of the most powerful marketing tools and 
represents a company’s values and strategic vision in a 
stable visual form so that customers become familiar 
with it and develop attachment to it. The importance of 

a brand is determined by its tangible and physical 
elements, which define the organization’s brand 
identity. 
 

Introduction to Patagonia: 

Patagonia, founded in 1973, is one of the pioneers of 

sustainable and responsible fashion. This American 
brand is globally recognized for its deep commitment to 
environmental protection and the use of sustainable 
resources. Founded by Yvon Chouinard in California, 
Patagonia was originally designed to produce high-
quality and durable clothing and sports equipment. 
However, from the very beginning, the brand has 

adhered to its environmental and social principles. 
Patagonia is known not only for its products but also for 
its operational practices and environmental initiatives. 
The brand continuously strives to incorporate the use of 
recycled materials, waste reduction, and renewable 
energy into its production processes, thereby 
introducing new standards in the sustainable clothing 
industry. It emphasizes the use of natural and organic 
materials such as organic cotton and recycled wool as 

key principles in its production process. One of 
Patagonia’s most prominent features is its transparent 
and ethical policies. The brand regularly publishes 
environmental reports and has taken effective steps to 
reduce its carbon footprint. This transparency allows 
customers to contribute to sustainable practices through 
purchasing Patagonia products and ensures awareness 
of its environmental impact. Patagonia also strongly 
supports social and charitable initiatives. Through 
programs such as “1% for the Planet,” the brand 
allocates a percentage of its income to environmental 

protection projects and natural resource conservation. 
These initiatives not only support environmental 
protection but also promote a culture of social and 
environmental responsibility. In terms of visual identity 
design, Patagonia follows an authentic and modern 
approach that is fully aligned with its environmental 
values. Its simple and functional designs primarily use 
natural and low-impact materials. The brand minimizes 
the use of plastic and non-recyclable materials in its 
advertising and packaging and emphasizes its 
environmental and social values. With its sustainable 

approach, Patagonia aims to serve as a model for other 
sustainable fashion brands and contribute to positive 
changes in the clothing industry and local communities. 
Considering its performance and commitment, 
Patagonia plays a central role not only in the fashion 
industry but also in promoting sustainable and 
responsible lifestyles (Karimi, 2020). 

 

Findings: 
Patagonia, a well-known brand in the clothing and 
equipment sector, is a clear example of the integration 
of environmental values into brand identity elements. 
This brand is recognized for its deep commitment to 
environmental protection and sustainability. The 
manifestation of environmental values in Patagonia’s 
brand identity elements can be observed in several ways 
(Skillman, 2020). 

The Patagonia logo is a simple yet powerful design that 
remains easily memorable for audiences. This 
simplicity allows the logo to be clearly visible across 
different sizes and contexts. The overall form of the 
logo is designed as a stylized mountain, directly 
associated with nature and adventure. This association 
aligns with the brand’s core values and shows audiences 
that Patagonia cares about nature. Over time, the 
Patagonia logo has undergone minor changes, while its 
core essence has always been preserved. This gradual 
evolution reflects the growth and dynamism of the 
brand (Figures 1–4). 
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Figure 1: Redesigned Patagonia logo, artist: Erin 

Lahy 

 
Figure 2: Aesthetic wallpaper featuring the 

Patagonia symbol, a white circle overlaying a black-

and-white mountain image 

 
Figure 3: Digital artwork wallpaper of the Patagonia 

fish logo, a magnificent digital composition placing 

the Patagonia mark on a fish shape over a white 

background, source: URL2 

 
Figure 4: Bear silhouette wallpaper featuring the 

Patagonia logo, source: URL2 

The name Patagonia directly refers to a region in 
southern South America, known for its pristine nature, 
high mountains, and breathtaking landscapes. This 
geographical association not only strengthens the brand 
identity but also creates an image of adventure, 
exploration, and a deep connection with nature in the 
audience’s mind. Through this choice, Patagonia 
introduces itself as a representative of adventure culture 
and environmental protection. This strong connection to 

place not only creates differentiation from other brands 
but also contributes to sustainable branding focused on 
environmental values. Accordingly, the Patagonia 
logotype serves as a symbol of cultural and natural 
identity, enabling the brand to become more influential 
and credible in global markets. 
 

 
Figure 5: Example of the logo used on Patagonia 

products, source: URL2 

 
The Patagonia logo and logotype are easily 
recognizable and help audiences distinguish the brand 
from competitors. These two elements are directly 
associated with the brand’s core values, namely nature, 
adventure, and sustainability. 

The brand color system of Patagonia is one of the key 
elements of its visual identity, effectively contributing 
to the communication of the brand’s environmental and 
sustainability messages. The selection of colors in 
Patagonia’s design has been carefully made to reflect 
the brand’s environmental values and to establish a 
close connection with nature. Patagonia’s brand colors 
mainly consist of natural and soft tones that are directly 
related to sustainability principles and environmental 
respect (Yoh, 2024) (Figure 6). 

 
Figure 6: Patagonia brand color system, source: 

URL2 
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The selected colors in Patagonia are not only 
aesthetically harmonious and consistent with the brand 
identity, but are also intentionally chosen to strengthen 
the brand’s environmental values and sustainability 
principles. 

 

Typography Analysis of Patagonia Brand in 

Relation to Environmental Values: 
Typography is one of the key elements of any brand’s 
visual identity. In Patagonia, typography plays an 

important role in communicating brand values, creating 
a sense of connection with the audience, and 
strengthening the overall visual identity (Skillman, 
2020). Typography in Patagonia is clearly based on 
principles of simplicity and legibility. The fonts chosen 
by this brand are generally free of decorative elements 
and visual complexity, which helps convey brand 
messages clearly and directly. The typefaces used in 
Patagonia often have a natural and hand-drawn 
appearance, which aligns well with the brand’s values 
of environmental protection and close connection with 

nature. These fonts evoke a sense of authenticity and 
heritage and in a way reflect natural and local stories 
that Patagonia takes pride in. 
Typography in Patagonia is effectively coordinated 
with other visual elements such as logo, colors, and 
imagery. This coordination creates a unified visual 
identity that is recognizable across all customer 
touchpoints, from product packaging to advertising and 
online presence. Patagonia uses a limited number of 
typefaces in its designs, ensuring visual consistency and 
avoiding confusion among audiences (Figure 7). 

 
Figure 7: Types of logos and logotypes used in the 

Patagonia brand 

 
The Patagonia logotype, as a key element of the brand’s 

visual identity, uses a simple and readable font that is 
well coordinated with the iconic mountain logo. This 
design not only facilitates quick brand recognition but 
also conveys feelings related to nature and adventure. 
The choice of clean and unembellished typefaces is 
intended to evoke a sense of sustainability and 
simplicity in Patagonia’s products. This harmony 

between typography and symbol strengthens the brand 
identity and directly aligns with the brand’s values of 
environmental protection and close connection with 
nature (Figure 8). 

 
Figure 8: Patagonia logo, source: URL1 

 
The fonts used on Patagonia product labels and 

packaging are carefully selected to ensure consistency 
with the typography used across other brand 
communications. This consistency in typographic 
choice creates a stronger sense of unity and identity in 
the products. Labels and packaging, as the first point of 
contact between the customer and the product, must 
deliver a clear and understandable message. By 
selecting appropriate fonts, Patagonia enables 
customers to quickly understand the values and 
characteristics of the products and become aware of 
their environmental connection. Overall, typography in 

Patagonia functions not only as a design tool but also as 
a strategic element in brand communication, playing a 
multidimensional role that includes brand recognition, 
emotional connection with audiences, and 
reinforcement of environmental values (Figure 9). 

 
 

 
Figure 9: Simple typography 
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Texture Analysis in Patagonia Brand in 

Relation to Environmental Values: 
Patagonia, as a brand that values nature and the 
environment, uses natural textures such as wood, stone, 
raw fabrics, and soil. These textures evoke a sense of 
closeness to nature and are consistent with the brand’s 
values (Figure 10). 

 
Figure 10: Use of visual texture in Patagonia 

products, source: URL2 

 
Texture adds depth and realism to images and designs, 
making Patagonia’s products appear more natural and 
tangible. The use of natural and raw textures conveys a 

sense of authenticity and heritage in Patagonia’s 
products and visual communications. Texture in 
Patagonia is well coordinated with other visual 
elements such as colors, fonts, and logos, helping to 
create a unified visual identity (Figure 11). 

 
Figure 11: Coordination with visual style and 

connection to nature in Patagonia brand 

 
The use of natural textures and recycled materials 
demonstrates Patagonia’s commitment to sustainability 
and environmental protection. Natural and raw textures 
convey a sense of authenticity and heritage in 
Patagonia’s products, showing that the brand remains 
faithful to its roots. The use of high-quality textures also 
reflects the high quality of Patagonia’s products. 

 

Analysis of Patagonia’s Visual Style in Relation 

to Environmental Values: 
The visual style of the Patagonia brand is significantly 
influenced by the principles of nature, simplicity, and 

authenticity, which contribute to its unique and coherent 
identity (Hossen et al., 2024). Patagonia uses natural 
imagery and visual representations in its designs. 
Photographs of mountain landscapes, forests, seas, and 
outdoor activities are consistently featured in the 
brand’s advertising and packaging. These images create 
a sense of connection with nature in the audience’s 
mind. Patagonia typically uses natural and earthy colors 
such as green, blue, brown, and soft yellow (Figure 12). 

 
Figure 12: Patagonia logo and logotype 

 
The brand supports local producers and workers under 
ethical working conditions. This approach enhances 
brand authenticity and makes customers feel that by 
purchasing from the brand, they are supporting human 
and social values. The visual style of Patagonia, with its 
emphasis on nature, simplicity, and authenticity, 

effectively reflects the philosophy and values of the 
brand. These features are not only effective in attracting 
loyal customers but also help strengthen the brand’s 
image as a leading model in sustainability and 
environmental protection. 

 

Representation of Environmental Values in 

Patagonia’s Visual Identity Components: 
The visual identity elements of Patagonia represent the 
brand’s deep commitment to sustainability and 
environmental principles. These elements include 
printed media, stationery, digital media, environmental 

design, product packaging, and promotional materials, 
all of which effectively communicate Patagonia’s 
environmental messages. The design of these elements 
is structured in a way that, in addition to maintaining 
visual consistency, also considers reducing 
environmental impact. The use of recycled materials, 
natural colors, and simple and functional designs are 
prominent features of these elements, contributing to the 
reinforcement of the brand’s sustainable identity. These 
components are specifically designed to create a 
positive relationship with customers and emphasize 

Patagonia’s environmental values, while also providing 
a coherent and aligned brand image (Skillman, 2020). 
Patagonia’s printed media effectively contribute to 
strengthening the brand’s visual identity and its 
sustainability messages. Designs aligned with 
environmental principles and the use of sustainable 
materials enable Patagonia to present a positive and 
committed image while simultaneously contributing to 
environmental protection. These media are specifically 
designed to raise public awareness of environmental 
issues and promote sustainable practices, fostering a 

positive and continuous relationship with customers. At 
this point, it is important to emphasize that Patagonia 
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uses environmentally friendly printing inks, a practice 
that has been largely overlooked in many other brands 
and has not received sufficient attention. Patagonia is a 
successful environmental brand that prioritizes various 
ecological aspects, including printed media, as a key 
focus of its sustainability strategy (Figures 13 & 14). 

 
Figure 13: Patagonia paper gift shopping bag (16-

inch size), source: URL4 

 

 
Figure 14: Patagonia product packaging 

 
Patagonia’s stationery items, as part of the brand’s 
visual identity, are carefully designed to reflect its 
sustainable and environmental principles. These items 
include letterheads, business cards, and envelopes, each 

designed to strengthen the brand identity and enhance 
Patagonia’s environmental messaging (Skillman, 
2020). 
Patagonia’s stationery effectively reinforces its visual 
identity and communicates its sustainability message. 
The design of these materials, guided by environmental 
principles and the use of sustainable resources, reflects 
the brand’s commitment to reducing environmental 
impact and using natural resources responsibly. These 
items not only create a professional and coherent brand 
image but also promote Patagonia’s environmental 

values and help establish a positive and lasting 
relationship with customers and audiences (Figure 15). 

 
Figure 15: Patagonia stationery 

 
Patagonia’s digital media serve as key tools for 
engaging audiences and promoting the brand’s 
sustainability message. Known for its strong 
commitment to environmental protection and 
sustainable principles, Patagonia uses digital media in a 
way that aligns with its brand identity and 
environmental values. These media include the website, 
social networks, and digital campaigns, each 
specifically designed to promote sustainability 
messages and create strong engagement with audiences 

(Skillman, 2020). Patagonia’s digital media effectively 
reinforce the brand’s visual identity and sustainability 
communication. Environmentally aligned digital design 
helps create a consistent and positive user experience 
while effectively conveying Patagonia’s sustainable 
values. These platforms play a vital role in brand 
communication strategy and environmental messaging 
(Figure 16). 

 
Figure 16: Patagonia website, source: URL3 

 
Patagonia’s environmental design is a key aspect of its 

visual identity, specifically developed to strengthen 
sustainability messages and environmental respect. This 
includes store interiors, exterior design, and the 
customer experience in physical brand spaces, all 
strategically designed to align customer experience with 
environmental principles. Patagonia stores are designed 
using sustainable materials and green construction 
methods (Bishkaf et al., 2021). 
Environmental design in Patagonia effectively 
communicates the brand’s visual identity and 
sustainability messages. The use of sustainable 
materials, minimalist design, energy efficiency 

considerations, and waste management practices 
contributes to a customer experience aligned with 
environmental principles. These designs allow 
Patagonia to provide a positive shopping experience 
while simultaneously promoting sustainability and 
environmental respect (Figure 17). 
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Figure 17: Patagonia store, source: Ander & 

Mashal, 2024 

 

 
Figure 18: Patagonia store in New York, source: 

URL5 

 

Table 1: Visual Identity Elements and 

Environmental Analysis of Patagonia Brand, 

Source: Author 

Visual 

Identity 

Element 

Patagon

ia 

Description 

of 

Patagonia 

Analysis of 

Patagonia 

Logo 

Simple 
logo 
design 
with 

green 
and blue 
colors 

Patagonia’s 
logo uses 
natural 
colors and a 

simple 
design 

Green and 
blue colors 
indicate the 
brand’s 
commitmen
t to 

environmen
tal 
protection 
and nature. 

Brand 

Colors 

Nature-
inspired 
colors 

Use of 
earthy colors 
such as 
green, 

brown, and 
blue 

These 
colors 
strengthen 
the sense of 
closeness to 

nature and 
sustainabili
ty. 

Packagin

g 

Materials 

Recycle
d 
material
s 

Use of 
recycled 
materials in 
product 
packaging 

Emphasis 
on waste 
reduction 
and 
material 
reuse 
reflects 

environmen
tal 
responsibili
ty. 

Typograp

hy 

Simple 
and 
readable 
lines 

Use of 
simple and 
clear 
typefaces 
across brand 
communicat
ion 

Simple 

typography 
helps 
clearly 
communica
te the 
brand’s 
environmen
tal 
messages. 

Images 

Nature 
and 
outdoor 
activitie
s 

Images of 
nature and 
outdoor 
activities 
used by the 
brand 

These 
images 
reflect the 
brand’s 
commitmen
t to 
ecotourism 
and 
environmen
tal 
preservatio
n. 

Table (1) addresses how Patagonia reflects 
environmental values through its visual elements. By 
using natural and sustainable elements in its design, the 
brand demonstrates its commitment to environmental 
protection and sustainable development, which attracts 
audiences seeking eco-friendly and ethical products. 
Table (2) below presents the key components of 
Patagonia’s visual identity that most strongly convey 
environmental values. 

 

Table 2: Visual Identity Elements and Transmission 

of Environmental Values in Patagonia Brand, 

Source: Author 

Visual 

Identity 

Element 

Patagonia: Description and 

Analysis 

Logo 

Description: Patagonia’s logo uses 
natural colors such as green and 
blue.  
Analysis: Natural colors symbolize 
the brand’s commitment to 
environmental protection and 
reinforce the concept of 
sustainability. 

Brand Colors 

Description: Use of earthy and 
natural colors such as green and 

brown.  
Analysis: These colors reflect the 
brand’s commitment to nature and 
sustainability and connect with 
environmentally conscious 
audiences. 

Packaging 
Materials 

Description: Use of recycled and 
biodegradable materials in 
packaging.  
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Analysis: Demonstrates 
Patagonia’s commitment to waste 
reduction and material reuse, 
promoting a sustainable cycle. 

Typography 

Description: Simple and clear 

typefaces.  
Analysis: Enables clear 
communication of sustainability 
messages and promotes 
environmental values of the brand. 

 
Table (2) clearly shows how both brands use their visual 
elements to reflect and promote their environmental 
values. By using natural colors, sustainable packaging 

materials, and simple and transparent designs, they 
demonstrate their commitment to the environment and 
sustainability. 

 

Table 3: Alignment of Verbal and Visual Identity in 

Communicating Environmental Values of Patagonia 

Brand, Source: Author 

Elements Patagonia: Description 

Verbal 
Identity 

Patagonia emphasizes environmental 
responsibility and the protection of 
natural resources in its marketing and 
communication content. The brand 
delivers messages regarding nature 
conservation and reducing 
environmental impacts. 

Visual 
Identity 

Patagonia’s logo and colors, such as 
green and blue frequently seen in 

products and packaging represent a 
deep connection with nature. The 
images used mostly depict natural 
environments and outdoor activities. 

 

Table 5: Representation of Environmental Values in 

the Visual Identity of Sustainable Fashion Brands, 

Source: Author 

Brand Patagonia: Description 

Patagonia 

Patagonia emphasizes environmental 
responsibility and the protection of 
natural resources in its marketing and 
communication content. The brand 
delivers messages regarding nature 
conservation and reducing 
environmental impacts.  
 

Patagonia’s logo and colors, such as 
green and blue frequently seen in 
products and packaging represent a deep 
connection with nature. The images 
used mostly depict natural environments 
and outdoor activities. 

 

CONCLUSION: 

This research examined the impact of environmental 
values on the visual identity design of sustainable 
fashion brands and selected the leading brand Patagonia 
as a case study. Patagonia, through a smart and precise 

approach, expresses its environmental values through 
visual identity design. By using natural colors such as 
green and blue in its logo and packaging, Patagonia 
delivers a strong message of deep connection with 
nature and the importance of its preservation. These 
colors evoke earth and natural water resources, which 
are fully aligned with the brand’s sustainable strategy. 
The simple yet meaningful Patagonia logo effectively 
reflects the brand’s commitment to environmental 

protection and outdoor activities. 
Packaging plays a central role in communicating 
environmental values. Patagonia uses recycled and 
biodegradable materials in its packaging, clearly 
conveying its commitment to waste reduction to 
consumers. These packaging choices also communicate 
that purchasing Patagonia products supports a 
sustainable and environmentally friendly lifestyle. 
Patagonia uses simple and readable typography in its 
visual communication, which facilitates the 
transmission of environmental messages to audiences. 

This simplicity in design is directly aligned with 
sustainability concepts and a simple, non-luxurious 
lifestyle. Patagonia’s advertising imagery focuses on 
outdoor activities and nature-based experiences. These 
visuals are carefully selected to evoke a direct sense of 
connection with nature in the audience’s mind. 
Patagonia, by presenting activities such as 
mountaineering and camping, conveys to its audience 
the idea that choosing the brand’s products means 
participating in the preservation and experience of 
nature. By emphasizing environmental responsibility 

and the protection of natural resources, Patagonia 
consistently reminds its audience in its communications 
that the brand is concerned with something beyond 
commerce. Overall, Patagonia has successfully 
managed to represent environmental values effectively 
through its visual identity. By employing simple, 
sustainable, and transparent visual elements, it has not 
only contributed to creating a positive brand image in 
consumers’ minds but has also increased customer 
loyalty. These brands have been able to position 
themselves as successful models in the sustainable 

fashion industry, demonstrating that beauty, simplicity, 
and sustainability can coexist within a single brand. 
Among the components that play an influential role in 
the visual identity of the mentioned brands, the logo is 
of particular importance. Patagonia’s logo, with natural 
colors such as green and blue, effectively conveys the 
message of close connection with nature and emphasis 
on environmental protection. This logo symbolizes the 
brand’s commitment to sustainability and harmony with 
the natural environment. Patagonia uses earthy and 
natural colors such as green, blue, and brown, which are 
consistent with environmental concepts and create a 

sense of closeness to nature in the audience’s mind. 
These colors are widely used not only in the logo but 
also in packaging and advertising. 
Patagonia emphasizes waste reduction and the 
protection of natural resources by using recycled and 
biodegradable materials in its packaging. The brand’s 
packaging reminds consumers that purchasing 
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Patagonia products means supporting the environment 
and making a responsible choice. The images used in 
advertising and visual communications also play an 
effective role in conveying environmental messages. By 
showcasing outdoor activities such as mountaineering 
and nature exploration, Patagonia directly encourages 
audiences to connect with nature. These images reflect 
the brand’s philosophy, which asserts that living in 
harmony with nature is possible. 

Patagonia, through its emphasis on the preservation of 
natural resources, has consistently conveyed its 
messages in a way that is fully aligned with its visual 
identity. This consistency has enabled the brand to gain 
trust and loyalty from consumers. The logo, colors, 
packaging, and typography together demonstrate the 
brand’s commitment to sustainability. By emphasizing 
simplicity and sustainability in its designs, Patagonia 
has successfully embedded environmental concepts in 
consumers’ minds. 
Patagonia places greater emphasis on outdoor activities 

and direct interaction with nature. Visual content and 
marketing materials also play a fundamental role in 
conveying environmental messages. Through its focus 
on outdoor activities and the use of sustainable 
packaging, Patagonia clearly communicates its message 
regarding environmental protection. Nature-related 
imagery in Patagonia reflects different yet aligned 
approaches in conveying environmental values. 
The verbal and visual identity of Patagonia are so well 
aligned that environmental messages are conveyed to 
audiences in a unified and non-contradictory manner. In 

its verbal identity, Patagonia emphasizes nature 
conservation, reduced consumption, and support for 
natural resources. These messages are effectively 
reflected in its visual identity through the use of natural 
colors and designs associated with outdoor activities. 
The logo, packaging, and visual advertisements are 
fully consistent with the brand’s verbal messages, 
enabling audiences to easily understand the brand’s 
environmental commitment through both visual and 
verbal dimensions. Patagonia uses simple and direct 
language in all its communications, from advertising to 

packaging, which is consistent with its clean and 
minimalist visual design. The brand’s verbal messages 
encourage consumers to reduce consumption and 
support sustainable products. In this regard, recycled 
packaging and outdoor activity imagery in visual 
communications reinforce the brand’s commitment to 
waste reduction and nature conservation. This 
alignment of messages has strengthened customer trust 
and established a deep connection between the brand 
and its audience. 
Patagonia focuses on environmental activities. These 
messages are not only present in slogans and 

advertising but are also fully reflected in the visual 
experience of the brand. This consistency has helped the 
brand establish a stable and coherent relationship with 
customers and become recognized as a successful 
model in the sustainable fashion industry. The verbal 
identity of both brands emphasizes social responsibility 
and environmental awareness among consumers. These 

messages are also reflected in the visual design of the 
brands. In Patagonia, images of nature and outdoor 
environments show audiences that the brand’s products 
are part of a sustainable lifestyle. 
Patagonia, by using a language that emphasizes 
commitment to outdoor activities and reduced 
consumption, delivers a message consistent with its 
visual identity. Its visual design, through the use of 
nature and outdoor imagery, reinforces its verbal 

messages. One of the key points in the alignment of 
verbal and visual identity in these brands is the use of 
sustainable packaging and biodegradable materials. 
These packages not only align with verbal messages but 
also demonstrate to audiences that the brands are 
practically committed to their environmental 
responsibilities. This alignment between words and 
actions has had a profound impact on customer trust. 
The coherence between verbal and visual components 
in both brands has also enabled them to establish deeper 
relationships with consumers. This consistency is 

evident not only in visual design and marketing 
messages but also in user experience and everyday 
interactions. These brands, through clear and consistent 
messaging, have succeeded in creating a positive and 
trustworthy image in the minds of their audiences. 
Sustainable fashion brands, including Patagonia, are 
designed in such a way that environmental values are 
reflected across all aspects of their visual identity. 
Patagonia uses imagery depicting outdoor spaces and 
natural activities. These images not only express the 
brand’s philosophy of closeness to nature but also 

encourage customers to engage in outdoor activities and 
environmental protection. 
Patagonia uses earthy and natural colors such as green, 
brown, and blue, which strengthen the sense of 
connection with the environment. By showcasing 
nature-based activities and the use of products in 
outdoor settings, Patagonia conveys to customers a 
sense of closeness to nature and the importance of its 
preservation. Sustainable fashion brands also 
communicate messages of social and environmental 
responsibility in both verbal and visual forms. These 

messages are reflected not only in their advertising and 
marketing campaigns but also in product design and 
packaging. For example, the use of recycled materials 
in products and packaging demonstrates the brand’s 
commitment to waste reduction and responsible 
consumption. Another way these brands represent 
environmental values in their visual identity is through 
modular and multifunctional product design. These 
designs allow consumers to use products in different 
contexts with minimal environmental impact. This 
design flexibility is part of the brands’ strategy to 
promote mindful and sustainable consumption. 

Patagonia, by emphasizing nature conservation, 
simplicity, and reduced consumption, highlights the 
necessity of changing lifestyles and consumption 
patterns. The visual communications of these brands are 
designed not only to convey environmental messages 
but also to inspire consumers to recognize that a 
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sustainable and responsible lifestyle is both possible 
and valuable. 
Ultimately, the visual identity of sustainable fashion 
brands such as Patagonia goes beyond a mere 
advertising tool. These brands, through sustainable and 
responsible design, not only aim to sell products but 
also strive to create positive changes in the fashion 
industry and consumer lifestyles. By creatively 
combining visual elements with environmental 

concepts, they demonstrate that sustainability can be 
both beautiful and inspiring. They have successfully 
translated complex environmental ideas into simple and 
understandable forms while inspiring positive change in 
society and the environment. 
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