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1.0 [bookmark: _Toc174663970]Introduction 
Organizations in the 20th century were more flexible and adaptable than ever before, and work also changed as a result of businesses working in a traditional, top-down manner, which has faded in recent years. The dynamics of leadership have also changed, especially in reaction to the rapidly evolving business settings that are marked by globalization, rapid technical breakthroughs, and current global issues like the COVID-19 epidemic. 

Leadership styles are influenced by the new organizational design approach known as contemporary organization. American retailer Patagonia, founded in Ventura, California, is well-known for its outdoor apparel and equipment which generates yearly sales of approximately $540 million. It has 70 retail locations worldwide and 20 in the US. Not only does the company provide high-quality technical products to the global market, but it has also established a reputation for being environmentally sustainable. This standing could benefit nonprofit organizations and business sponsors with funds for environmental causes and community events. People can also discover more about the company's products, love of outdoor activities, advocacy, and activism initiatives at its physical location (Patagonia, 2024). 

This research will first identify which analytical theories are most applicable to several case studies involving leaders and organizations to address the topic of leadership in Patagonia as it exemplifies the essential component of contemporary leadership through its commitment to sustainability, employee empowerment, and ethical practices. Next, it will look into how different leadership philosophies relate to the Patagonia organization. According to KNAP-STEFANIUK & Karna (2018), this will help businesses navigate a more dynamic and complex environment in the future. 
[bookmark: _Toc174663971]2.0 Patagonia Leadership Styles 
Patagonia has three criteria for leadership styles which are:
[bookmark: _Toc174663972]2.1 Transformational Leadership 
The leadership of Patagonia demonstrates transformational traits by encouraging and motivating staff members to match their objectives with the company's environmental stewardship mission (Hood, 2003). The company's leaders prioritize ethical practices like diversity training and formal statements of ethics because they know how important it is to take into account the environment and setting in which they operate. This is evident in their efforts to minimise their ecological footprint and emphasise sustainability. An effort called "1% for the Planet," started by Patagonia's creator Chouinard, commits a portion of company profits to the protection and rehabilitation of the environment (Patagonia, 2024). Patagonia has become into more than just a brand under Chouinard's direction (Barenscheer, 2023).
A major component of Patagonia's changes has been its dedication to the environment, which has elevated the company to the forefront of both environmental advocacy and outdoor gear. According to Zhu, Avolio, and Walumbwa (2009), it has been linked to improved employee performance, creativity, and well-being in a variety of organisational contexts. This fosters an innovative and adaptable culture, which is essential for the business to successfully traverse challenging business situations. This demonstrates how transformational leadership can create a compelling vision and provide an example of behaviour that aligns with the values of the company.
[bookmark: _Toc174663973]2.2 Servant Leadership 
Serving the needs of both the environment and the workforce is at the core of Patagonia's leadership style, which is also based on servant leadership. By focusing on a culture of support and empowerment that encourages employee loyalty and engagement, the company's founder, Yvon Chouinard, prioritized the environment and the well-being of his workers, which in turn produced a passionate and committed staff (Johannes, 2024). In 2022, Patagonia said in its Corporate Social Responsibility (CSR) report that it was still paying Fair Trade premiums to its employees, benefiting over 90,000 workers and helping them to sustain their families, communities, and personal needs. Additionally, some industries work together to offer food baskets or cash as premiums, while others concentrate on investments to enhance family welfare or mitigate the dangers associated with climate change. This demonstrates how Patagonia uses servant leadership to concentrate on business growth, worker empowerment, and the overall well-being of the company and society. Positive organisational outcomes including higher employee commitment, work satisfaction, and organisational citizenship behaviors towards the company might be connected to these benefits (Badi, 2006).
[bookmark: _Toc174663974]2.3 Democratic leadership
The democratic leadership approach is also used by Patagonia, where a variety of leaders contribute to the success of the business. "Yvon Chouinard, the owner of Patagonia, surrounds himself with capable leaders to help the company achieve its objectives (Suazo, Baca & Sawayda, 2012). Patagonia democratically gathers data through teamwork. People who excel in various sports, like skiing or train running, provide information to Patagonia; these individuals are referred to as "brand ambassadors." This can help the organisation obtain more knowledge by leveraging cooperation and power sharing. 
As everything was going on, Casey Sheahan, the CEO of Patagonia, contributed to the company's environmental consciousness and helped it earn a spot among the top ten ethical leaders, which enhanced its standing. Given the size of Patagonia, the corporation distributes its influence among a wide range of leaders, all of whom contribute to its success. Under a democratic leadership style, the leaders cooperate and work together despite having their primary areas of attention. This aids in the company's expansion and helps it become an environmentally responsible enterprise.
[bookmark: _Toc174663975]3.0 Analysis
This analysis will refer to the theory that influences Patagonia's Leadership and their company activities towards the leadership actions.
[bookmark: _Toc174663976]3.1 Theory 
Various of theory can apply to the Patagonia Leadership Styles which are:
[bookmark: _Toc174663977]3.1.1 Transformational Leadership Theory
This philosophy is distinguished by its capacity to encourage and inspire workers to realise their greatest potential. Employees who prioritise sustainability and environmental responsibility find great inspiration in Chouinard's vision for Patagonia, which is based on social responsibility and environmental sustainability. According to Heimann (2024), the company aims to "save our home planet." This has given Patagonia a purpose for all of its decisions and deeds. In the meantime, Patagonia's revolutionary leadership has promoted a robust corporate culture focused on worker well-being, empowering, motivating, and creating chances for growth. This notion highlights how important it is for leaders to be able to explain a compelling vision and cultivate an innovative culture. Patagonia is a prime example of this, having committed to producing high-quality, sustainably sourced items.

[bookmark: _Toc174663978][bookmark: _Toc174663979]3.1.2 Servant Leadership Theory 
Patagonia is a prime example of servant leadership, in which the needs of the community and employees come first. This is exemplified by founder Yvon Chouinard, who created a culture prioritising environmental sustainability and employee well-being. Robert Greenleaf's ideas of servant leadership, which place a strong emphasis on empathy, listening, and a dedication to helping others, are consistent with this strategy. This leadership style is evident in Patagonia's actions, which include promoting employee involvement in environmental activism. This approach has attracted enthusiastic and committed workers who feel empowered to support the company's cause. With a strong corporate culture, a dedication to environmental sustainability, and an emphasis on work-life balance, Patagonia employees frequently describe a good and rewarding work experience on job sites like Indeed and Glassdoor (Perez, 2024).

3.1.3 Value-Based Theory
Patagonia's values-based leadership is in line with its unwavering adherence to its basic principles of environmental responsibility, quality, and moral corporate conduct. This approach involves evaluating decisions based on their alignment which has become a cornerstone of Patagonia’s corporate culture. The company implemented strategies such as hiring a social responsibility manager and conducting regular seminars to educate employees on sustainability and ethical practices (Austin,2021). Patagonia's leadership aims to create an authentic culture where social responsibility is embedded in its DNA, demonstrating that profitability and ethical consideration can coexist.

[bookmark: _Toc174663980]3.1.4 Stakeholder Theory 
Patagonia is a prime example of this principle in action, giving the needs of its suppliers, customers, workers, and the community top priority. Patagonia's actions demonstrate a dedication to generating value for everyone, which improves their standing and fosters trust. Patagonia, for instance, demonstrates its commitment to environmental and social responsibility through its efforts to use organic materials and support fair trade methods. This aligns with stakeholder interests and allows the company to adjust its business strategy accordingly (Gring-Pemble, Unruh, & Shaked, 2024). Patagonia exemplifies how stakeholder theory may inform strategic choices and generate a competitive edge in the market by striking a balance between the needs of stakeholders and other parties.

[bookmark: _Toc174663981]3.1.5 Ethical Leadership Theory
Patagonia's leadership exemplifies this philosophy through its dedication to moral behaviour, which includes promoting social and environmental responsibility, in addition to its open and honest management methods. This demonstrates that Patagonia not only sets the bar for moral behaviour in the business sector but also encourages other companies to follow suit. Their moral leadership contributes to both the resilience of their businesses and the good effects on society.

4.0 Strengths and weaknesses
Based on my research, given its distinct positioning in the industry, Patagonia has several advantages as well as disadvantages. Customers who are concerned about the environment are drawn to its excellent brand recognition for its dedication to sustainability and environmental advocacy. In addition, it employs innovative marketing strategies such as leveraging storytelling to engage consumers, especially about environmental issues. This approach increases brand visibility and engagement and encourages customers to purchase eco-friendly products. Their ability to engage the community, support local environmental efforts, and maintain strong community links has resulted in a foundation of devoted customers. From a market presence standpoint, Patagonia benefits from having many regional revenue streams due to the great demand for outdoor apparel it has worldwide.
In the meantime, Patagonia has a larger number of stores in their home country of the United States and a few elsewhere. But compared to rivals like Zara, who have a far wider worldwide presence, this has limited their commercial reach. Additionally, Patagonia charges exorbitant rates for their goods, which may turn off customers on a tight budget. Even while the cost reflects sustainability and quality, it can turn off more people. This is because Patagonia is mostly dependent on suppliers in Asia, which leaves it vulnerable to supply chain risks like possible disruptions and moral dilemmas concerning work practices. Furthermore, the company is extremely vulnerable to climate change because it produces goods using natural materials like wool and feathers. The protracted drought and flooding will make it more difficult to get raw materials.
[bookmark: _Toc174663982][bookmark: _Toc174663983]4.0 Criticism
4.1 Patagonia Leaderships Criticism
Even though Patagonia has seen tremendous development and success, the company's ability to drive sales has drawn praise and criticism. The company strives to make decisions as if they will be in business for 100 years, not merely focussing on short-term advantages. Chouinard leads by example, making difficult decisions that prioritize environmental conservation over profits (Harvard Business Review, 2017). Utilizing its dedication to environmental sustainability and activism, the company was able to connect with a growing number of customers who were becoming more conscious of these concerns. For instance, Patagonia's "Don't Buy This Jacket" campaign, which urged customers to think twice before making a purchase, paradoxically resulted in higher sales, indicating that its anti-consumerist stance appealed to environmentally conscious consumers (Demkes, 2020). Furthermore, others contend that because corporate branding blends social responsibility and financial goals, it may lessen the significance of the causes it supports. The genuineness of its activism may be compromised by its commercialization (Kahlow, 2017).
Apart from that, Patagonia's strong environmental stance can be considered greenwashing given the company's notable achievements in sustainability, regardless of whether its marketing strategies are intended to improve its reputation or reflect its environmental convictions. However, Wood (2022) claims that Patagonia is also able to use the carbon footprint device to frame its ecological obligations regarding individual customers, as though those obligations were equal and the company's only need was to lessen the problem rather than change its structural relationship to what was being lessened. These critiques draw attention to the difficulties in preserving impact and authenticity in a cutthroat, profit-driven setting.
[bookmark: _Toc174663984]4.2 Comparison with Other Contemporary Organizations
Patagonia's management approach differs from that of many modern businesses, especially those in the fast fashion sector. Patagonia has positioned itself as a pioneer in corporate responsibility by prioritizing ideals that are in line with activism and sustainability under Chouinard's direction (Kahlov, 2022). By contrast, quick fashion corporations like Zara and H&M prioritize profit maximization and speedy manufacturing over ethical practices and sustainability (Cuofano, 2024) and often disregard these values. These businesses usually follow a classic capitalist business strategy that prioritizes shareholder value, which can result in unethical labour practices and environmental damage. Subsequently, its leadership prioritizes cost-cutting and efficiency over long-term sustainability. 
Additionally, a competitive landscape exists within the outdoor apparel business due to the presence of competitors like North Face and Columbia (Chiffey, 2022). Patagonia's competitors are numerous and provide comparable items, but they frequently have different company structures, morals, and marketing approaches. The North Face has outperformed Patagonia in sales thanks to its aggressive marketing strategy, brand product line, and emphasis on technical innovation and functionality, which attracts serious outdoor enthusiasts. Columbia, on the other hand, innovates in fabric technology and has a strong emphasis on accessibility and price, making outdoor gear more affordable for a wider audience.
[bookmark: _Toc174663985]5.0 Conclusions 
In conclusion, effective leadership is essential for any company. These theories emphasise how Patagonia incorporates social responsibility and environmental stewardship into its leadership practices, resulting in a distinctive and powerful organisational culture. The leadership style used by Patagonia blends various leadership facets to produce a special and useful model for modern businesses. This places a high priority on making moral decisions, empowering employees, and protecting the environment. For this reason, Patagonia has amassed a devoted following of customers and a solid reputation. It consistently ranks as the brand with the best reputation, surpassing even well-known names like Apple and Amazon (Aten,2023). Although it has effectively established itself as a market leader in ethical outdoor clothing, Patagonia finds it difficult to hold a larger market share than its rivals. This sets it apart from rivals who could place more emphasis on accessibility, affordability, or performance. Companies may find that, as consumer awareness increases, they must more frequently review their leadership tactics to better reflect the ideals of a more conscientious customer base.
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