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2. Introduction 
Responsible business grounded in harmony calls for ethical conduct that nurtures relationships both within and beyond the organisation, while respecting environmental concerns and core values. Instead of viewing profit as the goal, it focuses on aligning business objectives with the wider wellbeing of society and the planet, encouraging a shared sense of purpose and community (Ye & Yu, 2022) (Cahyaningtyas & Salleh, 2024) (Cui, 2022).
Harmony matters for global responsibility as it gives a moral foundation for working together, supporting one another, caring for the environment, growing as individuals, and engaging respectfully across cultures. All of these are important for solving global problems and building a shared commitiment to the common good (Chrobak & Lewicki, 2024) (Subhasmita & Behura, 2024) (Wang, 2025) (Tahir, 2024).
Patagonia, Inc was selected as the case study organisation due to their widely recognised commitment to responsible business practice and their alignment with the principles of harmony. Founded in 1973 by Yvon Chouinard, Patagonia is an American outdoor clothing and equipment company that has consistently placed environmental and social responsibility at the centre of their operations (Elevate Green, 2026). Patagonia’s commitment to harmony is evident in the way their supply chain practices, organisational values, and stakeholder relationships are woven together into a coherent whole. Rather than treating sustainability as a standalone policy, the company integrates their environmental and social principles across every level of their operations. This alignment goes beyond day-to-day business decisions. It reflects a deeper consistency between what Patagonia stands for and how it behaves, creating a shared sense of purpose that extends outward to its partners, suppliers, and customers (Shourkaei et al, 2024) (Patagonia Works, 2026) (Buchanan et al, 2025).
This report investigates how far Patagonia Inc embodies the principles of harmony in responsible business. Using publicly available secondary sources, it evaluates the company’s social, environmental, and economic performance. The report is structured it begins by outlining a framework for harmony, then introduces the organisation, presents evidence across key areas, and concludes with a critical analysis and reflective discussion.

3. Principles of Harmony in Responsible Business 

The term “harmony” derives from the Greek harmonia, meaning a fitting together of parts into a balanced whole. Rather than having a single, fixed meaning, the idea has developed across different languages, philosophies, and cultures. From Daoist views of universal unity to mordern ideas of balance, connection, and mutual respect, showing that it is dynamic and multifaceted nature (Traktati, n.d.) (Rogacz, 2022).
Harmony in responsible business can be seen both as a guiding idea and as something that results from ethical behaviour, it forms part of a wider set of values that shape how businesses interact with employees, stakeholders, and sociaty, alongside principles like honesty, respect, and accountability. This connects closely with corporate social responsibility (CSR), which aims to balance profit with social and environmental impact. A relationship focused approach to sustainability strengthens this further by highlighting the importance of trust, collaboration, and community in creating lasting value. Overall, these perspectives present harmony not as a fixed end point, but as an ongoing commitment to fair, balanced, and ethical business practices (Ye & Yu, 2022) (Becchetti et al, 2022) (Licandro et al, 2023).

Harmony is closely connected to sustainable development as it brings together environmental, social, economic, and cultural aspects to support the wellbeing of the planet. It highlights the interdependence between humans and nature, encouraging balance, community wellbeing, respect for diversity, and responsibility towards future generations (Van Norren & Seehawer, 2025). Different perspectives reinforce the idea. Hindu traditions emphasise moral duties, non-violence, and the belief that the world is one interconnected family, promoting care for all living things. In business, harmony is reflected in models that treat organisations like living systems, aligning their practices with natural cycles. Broader approaches, such as societal bio-harmonism, stress the need to balance ecosystems, economies, and social systems to create resilience and long-term sustainability (Subhasmita & Behura, 2024) (Coll, 2022) (Gruia et al, 2025).
4. Case Study Organisation Overview 

Patagonia is a privately held premium outdoor clothing brand that creates technical gear for outdoor pursuits. The company embeds environmental and social responsibility into both their business strategy and day to day operations and uses an unconventional ownership model designed to advance their ecological and ethical goals. These details come from a range of case studies and reports examining how the company is run (Guerreio et al, 2023) (Lu, 2024) (Fowler & Hope, 2007) (Binns, 2023).
Environmental and social responsibility sit at the heart of Patagonia’s mission and values, shaping everything from their everyday business decisions to how it is governed. The company consistently places their principles above financial gain, a stance it maintained even during difficult periods such as the COVID-19 pandemic. This reflects a steady and genuine commitment to ecological and ethical goals within the outdoor clothing industry (Maximilian et al,). 
Patagonia deeply embeds sustainability into their business modle through benefit corporation status, legally prioritising environmental and social goals alongside profit. Their marketing, including campaigns like “Buy Less, Demand More”, champions genuine environmental advocacy over consumerism. The company has consistently upheld their values even though challenges like the Covid-19 pandemic. Widlely regarded as a model od sustainable capitalism. Patagonia demonstrates how balancing people, planet, and profit can drive meaningful, long-term business change (Maximilian et al, 2022) (Pham, 2024) (Vasiuta & Krat, 2025) (Hayes, 2023) (John et al, 2023).
Patagonia illustrates harmony through their deep connection between human communities, biodiversity, and conservation. Its intact ecosystems, indigenous heritage, and biocultural diversity offer insight into balancing ecological, social, and cultural dimensions. Local initiatives promoting sustainable development and environmental justice further demonstrate that harmony extends beyond ecology to encompass spiritual, ethical, and relational dimensions (Gale-Detrich et al, 2023) (Castilla et al, 2023) (Gale-Detrich et al, 2023) (Novaro & Walker, 2021) (McAllister, 2024).
5. Evidence of Harmony Principles in the Organisation 
5.1 Circularity & Resource Management

Patagonia demonstrates a strong commitment to circularity the Worn Wear programme functions as a tool for sustainability by promoting repair, reuse, and recycling of Patagonia products, there by extending product life cycles and reducing waste within the apparel industry (Henkel, 2024) (Patagonia, Inc. 2026). The company uses recycled materials extensively, including recycled polyester and organic cotton, across their product lines (Patagonia Progress Report, 2025). Patagonia has held B Corporation certificate since 2011, reflecting independently verified standards across social and environmental performance, accountability, and transparency (B corporation, 2025). Additionally, since 1985, Patagonia has committed to donating one percent of their annual sales toward protecting and restoring the natural environment. To date the company has provided more than $89 million in financial and non-financial support to grassroots environmental organisations operating at a local level across both th United States and internationally (Patagonia, 2026).
5.2 Internal Relationships & Wellbeing

Patagonia is widely recognised for their progressive workplace culture, as reflected in its inclusion on Great Place to Work and ranking high employee satisfaction levels, with 91% of employees describing it as a great place to work (Best Place To Work, 2019). The company offers on-site childcare a benefit that has been in place since 1983 and is considered rare among large businesses (Patagonia, 2026). Patagonia supports flexable working arrangements and actively encourages employee involvement in enviromental activism, even providing paid time off for staff to participate in protests and direct action (Patagonia Works, 2016). The company also demonstrates a commitment to diversity and inclusion, publicly acknowledging gaps in representation and working to improve equitable practices across their operations (Patagonia, 2018).
5.3 External Relationships & Stakeholders

Patagonia places significant emphasis on supply chain transparency, sharing a detailed public map of its suppliers and carrying out regular audits to ensure fair labour practices (Rodriguze, 2024) (Taylor, 2020) (Nishimura, 2022). The company is a member of the Fair Labor Association and applies its own Code of Conduct to suppliers, which includes standards on wages, working hours, and safe working conditions. (Sethi & Rovenpor, 2016) (Shourkaei et al, 2024) (Vandenbroucke et al, 2024) (Harrison et al, 2024).  Patagonia also supports communities through their environmental grant programme, funding hundreds of grassroots organisations around the world (Patagonia, 2026). They co-founded the Outdoor Industry Association’s sustainability working group and collaborates with organisations such as the Plastic Soup Foundation on ocean pollution campaigns (Patagonia, 2026). Beyond this, the company is active in advocacy, including legal and political efforts, such as publicly opposing reductions in protected land in the United States (Henkel, 2024).
5.4 Contribution to Social, Environmental or Economic Issues
In 2022, founder Yvon Chouinard transferred ownership of Patagonia to a specially created trust the Patagonia Purpose Trust and nonprofit organisation the Holdfast Collective, ensuring that all future profits are directed toward combating climate change and protecting undeveloped land. (Clark, 2022) (Patagonia makes Earth its sole shareholder, 2022) (Williams, 2023). The landmark decision reinforced the company’s position as a model of purpose-driven business. Patagonia has committed to reaching net zero emissions across their entire supply chain by 2040 and is a signatory of the Science Based Targets initiative (Shourkaei et al, 2024) (Chen et al, 2026) (Awan et al, 2026) (Guntuka et al, 2024). Socially, the company actively campaigns on issues including voting rights, indigenous land protection, and environmental justice. (Henkel, 2025) (Patagonia Billionair Who Gave Up Company Skirts $700M Tax Hit, 2022) (Blair et al, 2023) (Segall, 2021) (Loos et al, 2023). Economically, Patagonia prioritises fair wages along its supply chain and supports local economies through community-based conservation and tourism partnerships (Nishimura, 2024) (Mao et al, 2025) (Picasso et al, 2023). 
6. Critical Analysis: Local & Global Responsibility 
6.1 Socio‑Cultural Responsibility

Patagonia shows strong commitment to local communities through their environmental grants programme, having provided more than $89 million in funding to grassroots organisations globally since 1985 (Patagonia, 2026). The company’s advocacy on indigenous land protection and environmental justice further signals a commitment that extends beyond commercial interests into cultural and social dimensions (Henkel, 2025) (Blair et al, 2023). Patagonia’s workplace culture also promotes internal social inclusion, with 91% of employees reporting high satisfaction and the company openly recognising and working to address gaps in representation (Best Place to Work, 2019).

However, critical scrutiny is warranted, despite supply chain auditing through the Fair Labour Association (FLA), research shows that NGO’s including organisations like the FLA often struggle to enforce compliance. Although they monitor workplaces and handle complaints, their effectiveness is limited by corporate influence and the risk of prioritising business interests over independent worker protection (Sethi & Rovenpor, 2016) (Harrison et al, 2024).
6.2 Environmental Responsibility

Patagonia is widely regarded as one of the most environmentally responsible companies in the apparel industry. Initiatives such as Worn Wear programme, use of recycled materials, B Corporation certification since 2011, and their 2022 ownership shift channelling profits into climate action through Holdfast Collective demonstrate a depth of environmental commitment that few competitors approach (Clark, 2022) (B Corporation, 2025). Patagonia's net zero target for 2040 and Science Based Targets initiative membership further demonstrate accountability in environmental reporting (Giesekam et al, 2021).

However, academic research has highlighted that synthetic clothing, including items made from recycled polyester, can release tiny plastic fibres during washing, contributing to microplastic pollution. The amount shed depends on factors like how the fabric is made, treated, and recycled, this fibre release is a known source of microplastics in aquatic ecosystems (Choi et al, 2021) (Vassilenko et al, 2021) (Gliaudelyte et al, 2025) (Outdoor Industry Compass Editorial Team, 2025).
6.3 Economic Responsibility
Patagonia's 2022 restructuring represents their boldest economic statement, removing traditional shareholder profit extraction and channeling excess funds into environmental initiatives (Clark, 2022) (Williams, 2023). The company promotes fair wages throughout their supply chain, is a member of the Fair Labor Association, and supports community-based convservation and tourism initiatives that help drive local economic development (Nishimura, 2024) (Picasso et al, 2023). These practices closely reflect the harmony-based model of responsible business described in section 2, where profit is prioritised less and greater emphasis is placed on social and environmental wellbeing (Ye & Yu, 2022).
However, research suggests that while premium pricing can strengthen perceptions of authenticity and brand value, it often limits access for lower-income consumers, raising concerns about fairness and inclusivity in sustainable consumption. This tension can be seen across different industries and cultural context (Zaborek & Nowakowska, 2024) (Alberto de Morais Watanabe et al, 2023) (Laradi et al, 2024) (Fransisca & Christian, 2025) (Toukabri & Chaouachi, 2025). Patagonia’s environmental marketing has attracted criticism for potentially being greenwashing where sustainability is used as a selling point rather than reflecting genuine change. While the company tells a compelling story about their environmental values, critics argue there is a gap between its messaging and its actual impact. The core tension is that Patagonia is still a commercial business that profits from selling clothing, and no matter how ethical their campaigns are, producing more products carries an environmental cost. Storytelling alone cannot fully resolve this contradiction (Pham, 2024).
7. Conclusion 
Overall, Patagonia demonstrates a high level of alignment with the principles of harmony in responsible business, by weaving together environmental, social, and economic values into how the company is genuinely run. Their commitment to circularity, stakeholder engagement, and the redirection of profits towards environmental causes reflects a genuine effort to prioritise long-term wellbeing over short-term financial gain. These practices position Patagonia as a leading example of how business can integrate ethical values into core operations rather than treating them as separate initiatives.
However, the analysis also uncovers real tensions that cannot be ignored. Their supply chain monitoring has limitations, their synthetic products contribute to microplastic pollution, and their high prices mean sustainable consumption is not accessible to everyone, this indecates that achieving full harmony remains complex. There is also a fine line between genuinely advocating for the environment and simply using that message to sell more products, and Patagonia does not always clearly sit on the right side of it.
In short, while Patagonia comes closer than most businesses to putting harmony principles into practice, its case also shows that this kind of responsible business is never fully finished. It requires constant reflection, honest reporting, and a willingness to keep improving rather than resting on a strong reputation.
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