




Abstract


This report explores the concept of harmony and its role in shaping business practices in today’s business.

It reflects how a business can promote good relationships internally and externally.

It investigates the business ‘Patagonia’ and critically analyses its local and global responsibility from a socio-cultural, environmental and economic view.

Key findings suggest that harmony not only underpins the business but is also used as a framework that ensures efficiency and ethical value in the circular economy.



















Introduction

This paper will investigate the relationship between harmony and business and how the principles of harmony underpin the businesses of today.

Research suggests that harmony in business can be defined as a way to find the right balance between profit, revenue and cash flow while ensuring stakeholder value. It reflects on the way a business must keep these elements working in unison to reach a desired goal. When a business is working in harmony it can operate efficiently and effectively, with each element supporting the other for sustainable long term growth (Guy, 2023).
A literature review will be conducted to examine other relevant research into the topic.

It will examine the business ‘Patagonia’ and identify how it reflects harmony in its workplace. It will critically analyse its local and global responsibilities with emphasis on its socio- cultural, economic and environmental values.

Finally it will examine whether having a harmonious business helps solve any social, economic or environmental problems in today’s business world.

Literature Review - Harmony and the business

The principles of harmony within a business revolve around creating an environment that is collaborative, innovative and promotes sustainable growth. Research states that harmony within a business stems from the balancing of profit, revenue and cash flow, however Wang, 2024, suggests that harmony is achieved by satisfying the needs of investors, employees and customers. 

McCance, 2024, champions the ‘Stakeholder theory’ which suggests that businesses are there to do more than gain profits and money for shareholders. They’re also there for all stakeholders including shareholders, employees, suppliers, customers, partners and the community too.

John Mackey, co-founder and former CEO of Whole Foods Market, grew his business from one store to 540 stores and 105 thousand employees, he agrees with the concept that businesses should not only balance the financial side of the business but should also include employees, stakeholders, customers and suppliers into the mix.

Mackey’s business journey began in 1970’s where he was living in a vegetarian housing co-operative. Unfortunately this line of business didn’t focus on profit and eventually there was no money left for expansion of the business. Mackey took note and in 1980 he merged a young natural food store he had started with his girlfriend with another local store and Whole Foods Market was established.
However in 1981. The business was hit by a devastating flood and nearly closed but with the help from a local banker who personally guaranteed an emergency loan to the business, even after it was turned down by the bank; meant the business had a chance of survival. The staff worked without pay for a month, and suppliers allowed goods to be delivered to restock the shelves.
This made Mackey realise that any business is involved in a network of relationships, and there is a need to keep these relationships strong to survive. This was the beginning of the ‘Stakeholder theory’

Milton Friedman, an American economist, disagrees and suggests that a business is there to make profits for the shareholders, and that this is their most important responsibility. His theory became known as the ‘Shareholder theory. He faces extensive criticism as it turns a ‘blind eye to any social responsibility.

In reality both perspectives are valid and are often balanced together to ensure a successful business who aim for both financial health and positive relationships with stakeholders (Haynie, 2024).







Case Study – Patagonia

Patagonia is a clothing business based in the United States of America (USA). Research suggests that this business is an excellent example of how the principle of harmony underpins circular economy business practices.
The business underpins circular economy business practices by integrating in its core mission, business model and supply chain operations that involve environmental stewardship, social equity and economic resilience.
Patagonia pioneered the use of recycled materials in its clothes. It boasts that from 2024, a fantastic 87% of its products are made from recycled materials such as recycled polyester, and organic cotton, this decreases the demands for conventional cotton farming (Hoang, 2017).


Patagonia developed a ‘Worn Wear’ program in 2013, which promotes repair, resale and recycling of garments. This reduces the need for more raw materials to manufacture new clothing , and ensures the product-life-extension economy, or the use of products over and over again. This program of extending the lifecycle of an item supports the circular economy approach of discouraging the disposable culture prevalent in the fashion industry (Hoang, 2017).


Harmony within this business also extends to its employees, the business hires individuals with the same ethos, and values as the company. This fosters a culture of integrity within the workplace. The business collaborates with grass-roots organisations to amplify its environmental principles.
Patagonia works to a business model that accepts higher costs for sustainable materials, and in turn have to charge the customer the higher prices for the items, this  shows that this business is not a ‘for profit only’ business. They care what materials they use and will not sacrifice its social and environmental impact for the sake of a better profit (Strategyzer, 2023).


The business is increasing its use of renewable energy and has installed solar panels in almost all of their facilities. Their target is to achieve carbon neutrality across its whole chain by 2025.
Patagonia work closely with its manufacturing partners to make their resources more efficient by supporting solar powered factories. They also ensure the traceability of their materials by using ‘The Materials Traceability’ program (Environmental Responsibility, 2022).


The business is conscious of the impact of packaging on the environment and therefore the packaging of its products should be 100% recyclable by 2025. This would be recyclable, reusable or compostable and they aim to incorporate QR codes to reduce paper waste on labels.
The business is pro-active in supporting environmental organisations through ‘Patagonia Action Works’ which connects customers with grassroots environmental organisations (Hoang, 2017).

This approach to business sets Patagonia apart and offers an inspiration for other businesses towards more responsible business. This they believe shows that harmony is not just an ideal within a business but a practical necessity in today’s business world. They have reduced their carbon, waste and water footprints by 20-30% each, this they believe demonstrates a replicable model for environmental responsibility in today’s business (Hoang, 2017).

Economic problem solving

· Patagonia have shown its economic problem solving by operating a circular economy  business model.
· In 2022, the founder of Patagonia transferred ownership to a trust which would have to transfer all future profits to fight climate change, this would equate to approximately $100 million per year (Patagonia, 2025).





Environmental problem solving

· Patagonia prioritizes its use of organic cotton, recycled polyester and regenerated wool  as its main material. It started to use organic cotton in 1996, this reduced the use of pesticides and soil degradation. It states that 2000 farmers have benefited by being part of the ‘Regenerative Organic Certified’ program.
· The business is striving to be carbon neutral by 2025, it aims to do this by using renewable energy sources
· Patagonia’s clothing range is designed for durability and for easy repair, the aim to keep clothing from landfill (Patagonia, 2025).


Social Problem Solving

· Part of the ‘Fair Labour Association’ Patagonia strives to ensure safe working conditions for its staff It also publishes factory conditions for complete transparency.
· The company supports and funds grassroots environmental groups, and allows them to use the business as a platform to support climate policy and the protection of biodiversity .
· Employees are supported by the offer of childcare on-site, paid activism leave, and strong maternity / paternity leave demonstrating internal harmony within the workforce (Patagonia, 2025).

Discussion

Patagonia’s social, economic and environmental responsibility, both locally and globally sets a strong benchmark for an ethical business.
It has developed a strong internal culture locally for all employees, this demonstrates a high level of social responsibility (VanderLinden, 2024).

Looking at the social responsibility where the global perspective is concerned, it practices fair labour by partnering with the ‘Fair labour Association’ and goes further by conducting audits of its global supply chain. 
Patagonia state that 90% of their products are made in a ‘Fair Trade Certified’ factory, and 85,000 migrant workers are employed under these fair conditions.
Critics argue that by outsourcing production it exposes the business to ethical complexities, something which Patagonia is willing to address head-on (Patagonia, 2025).

Economically Patagonia is proud to invest in its local economy. Its business model, which focuses on durable and repairable products challenges the norms of fast fashion which it suggests keeps skilled labour jobs such as repair technicians away from the linear job platforms.
Patagonia state that 63000 garments were repaired in Reno, Nevada repair centre in 2023 (Patagonia, 2025).
Globally Patagonia’s economic stance reflects a shift towards value retention rather than volume based growth. Its choices to sell high value products have brought criticism that it is not being fair to all socio-economic groups.

Patagonia’s local environmental practices has been at the forefront of using organic cotton and regenerative materials. The business uses its stores and headquarters as a platform to educate the public on climate change issues. Showing its support in both practice and sponsorship (Our Footprint, 2022).

The global environmental impact of the business shows its commitment to reduce ecological harm. It is committed to reach zero emissions by 2025 and is actively involved in environmental action.
Patagonia leads the industry in environmental responsibility, its business model however, is not totally perfect. It relies on global supply chains and so there are always ways in which any business can improve its efforts.

It blends value driven leadership with practical innovation and transparency. However this business model is not totally without limitations. Accessibility, the complex labour system and ecological contradictions remain. Patagonia is willing to confront these issues publicly and strive for improvement. This makes it an excellent example of a harmony based business in the circular economy (Patagonia, 2025).
Conclusion

This report has explored how the principles of harmony underpins business practices with the business ‘Patagonia’ serving as the case study.
Harmony, understood as the delicate balance between social, economic and environmental systems emerges as the foundational concept rather than a minor one.
Through its commitment to regenerative materials, fair employee treatment, an excellent product and its proactive involvement with climate action, Patagonia demonstrates that harmony can guide practical and profitable business strategies.

By including business operations with ecological cycles and stakeholder wellbeing, Patagonia not only addresses global challenges but also emphasises that success can be sought beyond the metrics of profit.
Th case of Patagonia’s business demonstrates that the circular economy models, grounded in harmony, offer a future path towards resilience, ethical operations and transformation.
Future research should continue to examine other businesses and encourage them to follow the template set by Patagonia.

In conclusion, this investigation has shown that the principles of harmony can underpin business in a way that will be beneficial to business owners and all stakeholders alike.


Words - 1819






References

CFI Team (2022). Friedman Doctrine. [online] Corporate Finance Institute. Available at: https://corporatefinanceinstitute.com/resources/equities/friedman-doctrine/.
Environmental Responsibility (2022). Material Traceability - Patagonia | Patagonia UK. [online] Patagonia.com. Available at: https://eu.patagonia.com/gb/en/our-footprint/material-traceability.html?srsltid=AfmBOoqhv_VMZI7B-8QTIUU80kFmxkD752RG65IPs00QF9pSCiWif4C8 [Accessed 5 May 2025].
Guy (2023). Harmony In Business: Prioritising The Orchestration Of Revenue, Profit Margins, And Cash Flow. - Business Fitness. [online] Business Fitness. Available at: https://businessfitness.biz/harmony-in-business-revenue-profit-cashflow/ [Accessed 5 May 2025].
Haynie, S. (2024). The State of Cross-Channel Marketing in Financial Services: 2025. [online] MoEngage. Available at: https://www.moengage.com/blog/state-of-financial-services-cross-channel-marketing/ [Accessed 5 May 2025].
Hoang, L. (2017). Patagonia’s Circular Economy Strategy. [online] The Business of Fashion. Available at: https://www.businessoffashion.com/articles/sustainability/how-patagonia-transformed-the-circular-economy/.
McCance, M. (2024). Stakeholder: How Ed Freeman’s Vision for Responsible Business Moved From Theory to Reality. [online] Darden Report Online. Available at: https://news.darden.virginia.edu/2024/05/16/stakeholder-how-ed-freemans-vision-for-responsible-business-moved-from-theory-to-reality/.
Our Footprint (2022). Social Responsibility | Patagonia DK. [online] Patagonia.com. Available at: https://eu.patagonia.com/dk/en/social-responsibility/ [Accessed 5 May 2025].
Patagonia (2025). Our Footprint. [online] Patagonia. Available at: https://www.patagonia.com/our-footprint/.
Strategyzer (2023). Patagonia Business Model. [online] www.strategyzer.com. Available at: https://www.strategyzer.com/library/patagonia-business-model.
VanderLinden, S. (2024). What are Patagonia’s Sustainability Practices: Key Initiatives and Impacts. [online] Medium. Available at: https://medium.com/@sabine_vdl/what-are-patagonias-sustainability-practices-key-initiatives-and-impacts-81e821fe6d68.
Wang, C. (2024). The Relationship between ESG Performance and Corporate Performance - Based on Stakeholder Theory. SHS web of conferences, 190, pp.03022–03022. doi:https://doi.org/10.1051/shsconf/202419003022.




1

