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SECTION 1
1. Organisational Context and Overview
Patagonia, Inc. is an American outdoor clothing and outdoor gear company that was founded by Yvon Chouinard in 1973 in Ventura, California. The company can be traced back to the Chouinard Equipment, which was a small company that used to manufacture climbing pitons in the late 1950s (Reinhardt, Casadesus-Masanell and Kim, 2010). After realizing the harm caused to the environment by the use of the steel pitons that were hammered on the walls of the rocks, Chouinard turned to the use of aluminium chocks and made it a part of the company DNA since its establishment. Chouinard then ventured into the apparel sector and started Patagonia in the early 1970s as a brand specializing in high-quality and practical outdoor clothes.
In 2018, Patagonia made a well-known amendment to its mission statement which goes as follows: "We are in business to save our home planet" (Patagonia, 2023). The mission was a replacement of the previous one, which was to Build the best product, cause no unnecessary harm, use business to inspire and implement solutions to the environmental crisis, becoming a marker of an even more radical commitment to environmental activism. The vision of the company focuses on proving the fact that profitable business and environmental stewardship are not mutually exclusive (Chouinard, 2016).
The business model of the Patagonia company incorporates the combination of high pricing with high-quality products, environmental care and direct sales channels. The firm has more than 70 retail outlets worldwide and strong e-commerce platform. In 2022, it was estimated that revenue amounted to about 1.5 billion (Forbes, 2023). In September 2022, Chouinard took the unusual step of selling the company to the Patagonia Purpose Trust and the Holdfast Collective, a non-profit organisation focused on combating climate change, so that all profits not directly invested in the company were to be used to support environmental causes (Gelles, 2022).
The Patagonia company is in the outdoor apparel and equipment business that is estimated to be about 60 billion in 2023 and is estimated to increase by a factor of 5.5 per cent annually until 2030 (Grand View Research, 2023). The major competitors are The North Face (VF Corporation), Columbia Sportswear, Arc'teryx (Amer Sports), and the in-house brands of the REI. Although Patagonia is much smaller than such conglomerates as VF Corporation, the company still holds a unique market niche as a luxurious purpose-based brand which enjoys extraordinary brand loyalty (Hwang and Kandampully, 2012). It has positioned itself in a competitive manner not solely on the performance of its products but in a genuine sense of sustainability that makes the difference between it and its competitors who have approached the issue of sustainability as an instrumental concept.
	Company
	Parent Company
	Core Positioning
	Sustainability Reputation
	Approx. Scale/Revenue*
	Relative Market Position

	Patagonia
	Private/Trust-owned
	Premium outdoor apparel with strong environmental mission
	Very strong; sustainability integrated into mission and governance
	Approx. $1.5bn
	Niche premium leader

	The North Face
	VF Corporation
	Technical outdoor and lifestyle apparel
	Strong but more mainstream and corporate-led
	VF Outdoor segment significantly larger than Patagonia
	Large global competitor

	Columbia Sportswear
	Columbia Sportswear Company
	Functional outdoor apparel at broader price points
	Moderate to strong sustainability progress
	Multi-billion dollar group revenue
	Broad-market competitor

	Arc'teryx
	Amer Sports
	Premium technical performance brand
	Strong in product quality; growing sustainability presence
	High-growth premium segment
	Premium technical rival

	REI Co-op
	Cooperative retailer
	Outdoor retail plus private-label products
	Strong ethical/community orientation
	Major US outdoor retailer
	Retail and private-label competitor


Table 1: Competitive Comparison of Patagonia and Key Competitors

2. External and Internal Environment Analysis
2.1 External Environment: PESTEL Analysis.
Table 2: UK-Focused PESTEL Summary for Patagonia
	Factor
	UK-Specific Issue
	Strategic Implication for Patagonia

	Political
	Post-Brexit trade arrangements and import procedures continue to affect sourcing and retail operations
	May increase cost and complexity of importing products into the UK market

	Economic
	UK inflation and pressure on household disposable income affect discretionary premium purchases
	Premium positioning may face short-term demand constraints

	Social
	UK consumers show rising interest in ethical consumption, second-hand fashion and sustainable lifestyles
	Supports Patagonia’s value proposition and Worn Wear expansion

	Technological
	Growth of UK e-commerce, digital personalisation and traceability tools
	Improves direct-to-consumer engagement and transparency

	Environmental
	UK net-zero agenda and rising climate awareness increase attention to sustainable brands
	Enhances relevance of Patagonia’s mission-led positioning

	Legal
	UK green claims regulation and consumer protection scrutiny are increasing
	Requires strong evidence for sustainability claims and transparent communication



In order to know the strategic environment in which Patagonia is operating, a thorough study of the macro-environment is necessary. PESTEL model offers a systematic approach to the analysis of political, economic, social, technological, ecological, and legal environments (Aguilar, 1967; Johnson, Whittington and Scholes, 2017).
Political Factors: Geopolitical tension and trade policies have a huge impact on the operations of Patagonia. An example of this is the US-China trade war that started in 2018 where tariffs were introduced on imported textiles and this has a direct impact on production costs because some parts of the Patagonia supply chain are located in Asia (Gereffi and Frederick, 2010; World Trade Organization, 2024). Moreover, the changing policies of the government regarding environmental regulation, including the Inflation Reduction Act of the United States and the European Green Deal, also open opportunities and compliance challenges to the sustainability-oriented companies (European Commission, 2020; European Commission, 2024; UK Government, 2024). Patagonia has been politically active in the past, promoting political candidates and countering policies that may harm environmental conservation, a practice that has reputation-related risks in the context of partisan politics (Chouinard, 2016; Patagonia, 2024).
Economic Factors: Macroeconomic conditions such as inflation, consumer spending habits and currency variations have a direct impact on the demand of premium outdoor apparel. The inflationary economy after COVID-19 has squeezed the amount of discretionary expenditure of middle-income buyers, which may constrain the size of the market that Patagonia can target (IMF, 2023; Office for National Statistics, 2024; Bank of England, 2024). Still, the outdoor recreation economy has witnessed a continuous growth, and the number of people involved into outdoor activity grew by 6.9% in the period between 2019 and 2022 in the United States alone (Outdoor Industry Association, 2023; Statista, 2024). The premium status of Patagonia offers some protection against the economic recessions because its target market is more affluent and less sensitive to money (Kapferer and Bastien, 2012).
Social Factors: Changing the customer values to sustainability and ethical consumption has strengthened Patagonia as a brand in the market. According to Nielsen (2021), 73 percent of consumers in the world are ready to switch to consumption patterns that would minimally harm the environment (PwC, 2024; Deloitte, 2024). The emergence of conscious consumerism is directly proportional to the brand proposition of Patagonia (Carrington, Neville and Whitwell, 2014). Also, increasing popularity of outdoor recreation, especially among millennials and Generation Z, widens the range of potential customers (McKinsey and Company, 2024; Statista, 2024). Nevertheless, consumerism, as a paradox, in which selling durable products to people at any cost works against productivity of revenues is also a strategic paradox to Patagonia, exemplified by the well-known campaign Don't Buy This Jacket (Patagonia, 2011; Markham, 2020).
Technology: The technological factors include improvements in material science and recycling fabrics, bio-based synthetics, and water-proofing technologies that avoid the use of perfluorinated compounds, which can be used to innovate the products (Fletcher, 2014; McKinsey and Company, 2024). Patagonia has put a lot of effort in the production of Yulex natural rubber wetsuits and NetPlus recycled fishing nets. Retail has also been transformed digitally because more personalised customer interaction is a possible contact through e-commerce and data analytics. In addition, blockchain technology presents an opportunity to improve the transparency of the supply chain, in which Patagonia is already doing so through its Footprint Chronicles initiative (Patagonia, 2023; Patagonia, 2024; KPMG, 2024).
Environmental Factors: Climate change is an existential issue that will be core to the mission and a business risk. Any damage to cotton production areas, lack of water to dye, and the rise in extreme weather frequencies disrupt the stability of the supply chains (IPCC, 2022; IPCC, 2023). At the same time, the current environmental degradation is causing the demand of the same activism that Patagonia promotes, which strengthens the brand relevancy (Deloitte, 2024). The trend of a circular economy, with its focus on repair, reuse, and recycling, fits the Worn Wear programme of Patagonia which turned out to be a competitive advantage (Ellen MacArthur Foundation, 2017; Ellen MacArthur Foundation, 2023; ThredUp, 2024).
Legal Reasons: Stricter environmental laws such as the Corporate Sustainability Reporting Directive (CSRD) of the EU and upcoming laws on greenwashing will place compliance pressure on the company but will also legitimize Patagonia long-standing transparency (European Parliament, 2022; Competition and Markets Authority, 2023; European Commission, 2024). The manufacture jurisdictions dictate that labour regulations mandate attentive supply chain management, and the intellectual property protection will not be out of place because of proprietary technologies and brand capital that Patagonia has.
Critical Success Factors and Strategic Challenges: Based on the external analysis, there are a number of critical success factors: brand authenticity in sustainability claims, sustainability supply chain resilience, sustainable materials innovation, and navigating regulatory complexity across global markets. The main strategic dilemma is how to expand the business without undermining the environmental principles it is based on, in other words, the so-called paradox of sustainable growth (Hahn et al., 2018). Moreover, as more companies are shifting to sustainability communications, Patagonia has no other option but to constantly differentiate or it risks becoming the victim of competitive convergence as defined by Porter (1996).
2.2 internal environment Analysis.	
To analyse the internal environment of Patagonia, it is necessary to analyse its resources, capabilities, and core competencies. The resource-based perspective (RBV) introduced by Barney (1991) assumes that the enduring competitive advantage is based on the resources that are valuable, rare, inimitable and supported by the organisation (Wernerfelt, 1984; Grant, 1991; Peteraf, 1993; Amit and Schoemaker, 1993).
Strategic Resources: Patagonia has a number of resources, which are strategic. Its brand equity which has always been ranked as one of the most reliable and respected brands in the outdoor market is an intangible asset worth billions of dollars (Aaker, 1996; Forbes, 2024). The company proprietary expertise on the development of sustainable materials, its system of Fair trade Certified plants and its dedicated staff are also other vital resources (Patagonia, 2024; Fair Trade USA, 2024). Its unusual ownership, where profits are channeled into environmental causes is in itself a resource that can not be duplicated by a publicly represented competitor (Gelles, 2022; Patagonia, 2024).
Skills: Patagonia has unique skills in a number of domains. It has the capacity to practice its supply chain management, which includes strict social and environmental auditing of about 75 factories worldwide to practice quality control and ethical sourcing (Patagonia, 2023; Patagonia, 2024). The marketing strength of the company is also quite unique, as it does not use the traditional advertising methods, but instead, Patagonia uses the environmental activism, narrative, and community participation, to craft the brand affinity (Chouinard, 2016; Patagonia, 2024). Its product development strength incorporates the performance demands as well as the minimisation of the environmental impact, which can be described as a core competency across several product lines (Prahalad and Hamel, 1990).
2.3 VRIO Analysis
	Resource/Capability
	Valuable
	Rare
	Inimitable
	Organised
	Competitive Implication

	Brand authenticity in sustainability
	Yes
	Yes
	Yes
	Yes
	Sustained competitive advantage

	Ownership structure (Holdfast Collective)
	Yes
	Yes
	Yes
	Yes
	Sustained competitive advantage

	Sustainable materials R&D
	Yes
	Yes
	Partially
	Yes
	Temporary to sustained advantage

	Worn Wear / circular economy programme
	Yes
	Partially
	Partially
	Yes
	Temporary competitive advantage

	Supply chain transparency
	Yes
	Partially
	Partially
	Yes
	Temporary competitive advantage

	Employee culture and activism
	Yes
	Yes
	Yes
	Yes
	Sustained competitive advantage



The brand genuineness of Patagonia is worthwhile since it draws high prices and customer loyalty levels; uncommon as it was developed over a 50-year period of continuous action and not rhetoric; inimitable since it remains deeply entrenched in the organisational history, culture and the personal history of the founders themselves, i.e., what Barney (1991) refers to as socially complex resources and a sense of causal ambiguity; and maintained by the organisational governance, incentive systems and strategic focus.
Of special interest, in terms of a VRIO perspective, is the ownership transfer to the Holdfast Collective. The competitors can hardly imitate this structural decision because it demands the sacrifice of shareholders or owners to part with personal financial gain that does not make much sense in the basic logic of shareholder capitalism (Friedman, 1970). Since capability to adapt resources in response to changes in the environment is not just a matter of resources as Teece, Pisano and Shuen (1997) claim in their dynamic capabilities framework, but the capacity of organisations to reconfigure their resources, it is the capacity to maintain advantage. This type of dynamic capability is precisely what we can see in Patagonia, the readiness of the company to engage in a radical reorganization of ownership.
Nevertheless, critical evaluation contains weaknesses. The sustainable materials R&D developed by Patagonia is currently at the top, but it runs a risk of being copied by other companies that invest in the technology. The renewed programme of the North Face and the initiatives of the recycled materials undertaken by the Columbia company indicates that the benefits of the technology might fade over the time (Teece, 2007; VF Corporation, 2024; Columbia Sportswear Company, 2024). In addition, the Worn Wear programme, though novel, is being imitated by other competitors such as REI and The North Face, which reduces its exclusivity. This confirms the observation by Grant (2021) that the advantages that are based on resources need to be renewed to be strategically relevant (Peteraf and Barney, 2003).
The reinforcing system of activities of the company provides competitive advantage based on its internal strengths. Porter (1996) points out the fact that sustainable competitive advantage does not come about because of what each of these activities does but as a result of the fitness between the activities. The environmental mission influences product design at Patagonia, which propels supply chain management, which creates content to be used in marketing, which fosters brand loyalty, which allows high prices, which support environmental programs. This integrational system produces what Siggelkow (2002) refers to as thick interconnections - highly inaccessible to competitors since behaving like one without others produces no benefit.
3. CSR and Sustainability Objectives	
The corporate social responsibility strategy of Patagonia is not a fringe of its business model but it is a part of it. The CSR pyramid offered by Carroll (1991) that includes the following components: economic, legal, ethical, and philanthropic responsibility is a helpful framework but it is possible to argue that all the mentioned levels are reversed at Patagonia where the environmental and social responsibility are considered before the profit maximisation.
Since 1985, the company has been donating 1% of overall sales to environmentally-related organisations as a co-founder of the 1% for the Planet movement (Chouinard and Stanley, 2012). This has seen more than 140 million dollars in donations to grassroots environmental groups by 2022 (Patagonia, 2023; Patagonia, 2024). This commitment was dramatically increased in the 2022 ownership restructuring, which intended around 100 million dollars per year toward climate action via the Holdfast Collective (Gelles, 2022; Patagonia, 2024).
Sustainability goals of Patagonia include carbon neutrality of its whole supply chain by 2025, 100 percent renewable or recycled materials by 2025, and Fair Trade Certified production (Patagonia, 2024). The compatibility of the company to the science-based targets and the transparency of the company as reflected in the annual reports of the environmental and social responsibility make Elkington (1997) refer to it as the true triple bottom line accounting.
Much more crucially, there are concerns about the blatant paradox of a company that produces consumer goods as a way of saving the planet (Banerjee, 2008; Markham, 2020). Although the campaign of Don't Buy This Jacket by Patagonia recognized this conflict, the revenues of the company have been only rising, which indicates that anti-consumerism messages have the counterproductive effect of increasing the appeal of the brand and making people buy the products (Markham, 2020; Patagonia, 2024; Forbes, 2024). This criticism aside, the CSR strategy of Patagonia is more substantial and comprehensive than that of most of its competitors, and is no longer considered to be symbolic CSR, but rather substantive as Groza, Pronschinske and Walker (2011) state. Its consistency with business values i.e. product longevity means less returns and warranty expenses, supply chain transparency lessens image risk, green activism earns a media coverage, etc. demonstrates the idea of creating shared value as developed by Porter and Kramer (2011).
4.0 Broad based and comprehensive perspective: Balanced Scorecard Analysis.
Balanced Scorecard (BSC), was created by Kaplan and Norton (1992) and allows multi-dimensional evaluation of organisational performance, which is not based on financial metrics solely (Kaplan and Norton, 1996; Figge et al., 2002; Mooraj, Oyon and Hostettler, 1999). This framework is especially applicable to a purpose-driven organisation such as Patagonia since it encompasses non-financial aspects that are important to strategic performance (Figge et al., 2002; Niven, 2008).
Financial Perspective: The financial goal of Patagonia involves acquiring enough financial resources to finance environmental programs, as well as being operationally sustainable. The key performance indicators will be the rate of growth of the revenue (8-10 percent/year), the gross profit margin (about 50 percent) and the percentage of profits to be allocated to the environment. The fact that purpose and profit are not mutually exclusive is confirmed by the company estimated revenue of 1.5 billion (Forbes, 2023; Patagonia, 2024) and its ability to remain profitable, which confirms what Freeman (1984) stated in stakeholder theory, that meeting the demands of the wider stakeholders can help a company to achieve greater rather than lower financial performance. Examples are the increase of the direct-to-consumer channels to enhance the margin and the expansion of the Worn Wear resale platform to serve as a second stream of revenues.
Customer Perspective: Customer goals of Patagonia are centered around enhancing brand loyalty, lifelong customer value, and customer response to environmental activism. Among the KPIs, one can single out Net Promoter Score (which is reported to be one of the highest in the apparel industry), customer retention rates, frequency of repeat purchases, and engagement in Patagonia Action Works, the platform that the company offers to its customers to connect with local environmental organisations. The objectives are to rise to participation in Worn Wear by 25% every year and to have half of all customers take some sort of environmental action via the platform. Customer view is consistent with the research conducted by Reichheld (2003) that proves the relationship between customer advocacy and long-term revenue growth (Deloitte, 2024; PwC, 2024).
Internal Business Processes Perspective: Supply chain sustainability, product innovation and operational efficiency are some of the key internal objectives. KPIs include the proportion of products manufactured using recycled materials (87 percent of product line now) and the number of Fair Trade Certified factories, carbon footprint per unit made and product return rates as an indicator of quality. By 2025, Patagonia is aiming at 100% recycled or renewable materials, which is a metric that leads to continuous process innovation (Patagonia, 2024). The Ironclad Guarantee, which promises lifetime fixes, requires the company to produce high-quality manufacturing, which results in the creation of the virtuous cycle of durability and less waste, as well as brand loyalty. Such processes are indicative of what Kaplan and Norton (1996) refer to as the value creating processes which directly connect internal processes with customer and financial results.
Learning and Growth Perspective: Patagonia puts much investment on employee development, environmental training, and organisational culture. KPIs encompass the rate of employees retention (which is quite high, and voluntary turnover is far lower than the industry rates), employee satisfaction rates, number of hours of the environmental training per employee, and such innovation measures as the number of new sustainable materials developed within a year. On-site childcare provided by the company, flexible work time, as well as the policy of Let My People Go Surfing, which allows the employees to engage in outdoor activities during the working hours, are indicative of the idea that employee wellbeing should be the driver of creativity and commitment postulated by Chouinard (2016). This view helps substantiate the notion of the learning organisation introduced by Senge (1990) according to which ongoing growth in the individual level leads to the growth in the scope of organisational ability (Garvin, Edmondson and Gino, 2008).
5.0. Strategic Choices and implementation.
5.1 Business-Level Strategy	
The generic strategies framework by Porter (1985) at the business level presents three major decisions, namely cost leadership, differentiation, and focus. Patagonia uses a differentiation strategy based on product quality, environmental responsibility and brand purpose. Its products are priced at a premium, a Patagonia down jacket will cost a typical of 250-400 dollars to the typical North Face products cost 150-250 yet they are priced higher due to high durability, ethical sourcing and brand name (Porter, 1985; VF Corporation, 2024).
Nevertheless, Patagonia also experiences the features of focused differentiation strategy as it does not appeal to mass market but to a particular group of consumers who are environmentally conscious and rely on outdoor activities (Bowman and Faulkner, 1997). This concentration allows them to have a better appeal to its target audience but restricts the scope of the market.
I would suggest that Patagonia continues with its differentiation approach but only with a moderate wideness to attract the expanding sustainability mainstream market. With the mainstreaming of conscious consumerism (Nielsen, 2021; PwC, 2024; Deloitte, 2024), Patagonia has an opportunity to grow the size of its addressable market without losing brand positioning as long as the company is able to preserve integrity of its products and values.
5.2 Corporate-Level Strategy
At the corporate level, Patagonia has sought the associated diversification - beyond climbing clothing into surfing, skiing, trail running, fly fishing, and food (Patagonia Provisions) (Patagonia, 2024). This diversification takes advantage of common brand equity, sustainable supply chain capabilities, and design expertise across categories, which is an application of the principle as developed by Rumelt (1974) that diversifications which are related are more effective than those that are not related, where the synergies are real.
In terms of international expansion, it has been found out that Patagonia is in more than 30 countries but has a rather modest internationalisation strategy than its competitors. With increasing environmental awareness among the European and Asian markets, I would advise gradual internationalisation especially in the markets such as Germany, Scandinavia and Japan where the consumer values meet the proposition of Patagonia (Ghemawat, 2007; McKinsey and Company, 2024; Statista, 2024).
I would also suggest the additional investment into the circular economy model of business by developing further Worn Wear. This initiative turns the potential revenue cannibalization into a complementary business unit that brings new customers, solidifies brand ideals and provides a margin through resale as it is the insight of Christensen (1997) that disruptive models should be pursued within the organization prior to the competitors leveraging it (ThredUp, 2024; Ellen MacArthur Foundation, 2023).
5.3 Change Management
Patagonia has been shown to be a firm with a lot of skill in handling strategic change. The ownership transfer of 2022, which was arguably the most important structural change in the history of the company was introduced with a remarkable level of smoothness, which created an overwhelmingly positive media coverage and support among the employees (Gelles, 2022; Patagonia, 2024). What Kotter (1996) refers to as essential components of change management, such as creating a sense of urgency (climate crisis), a guiding coalition (Chouinard family leadership), a vision (communication of the vision), and culture anchoring (alignment with existing values) can be seen as part of the recipe behind this success.
6. Strategic Evaluation and Recommendations
6.1 SWOT Analysis
	Strengths	
	Weaknesses

	Unrivalled brand authenticity in sustainability
	Premium pricing limits market accessibility

	Unique ownership structure eliminating shareholder pressure
	Relatively small scale compared to major competitors

	Exceptional employee loyalty and organisational culture
	Dependence on discretionary consumer spending

	Industry-leading supply chain transparency
	Limited international presence relative to potential



	Opportunities
	Threats

	Growing mainstream demand for sustainable products
	Competitor imitation of sustainability initiatives

	Circular economy expansion (Worn Wear)
	Supply chain disruption from climate change

	International market expansion
	Greenwashing accusations diluting differentiation

	Digital innovation in customer engagement
	Economic recession reducing premium discretionary spending



6.2 Ansoff's Matrix Application
With the help of the growth matrix of Ansoff (1957), the strategic options of Patagonia can be charted:
Market Penetration: Increasing the interest with the current customers with the help of Worn Wear, loyalty programmes, and community activism - least risk, and consistent with current capabilities.
Market Development: Tap into underpenetrated geographies (Southeast Asia, South America) as well as demographics (urban casual wear consumers).
Product Development: The related products such as outdoor furniture, home insulation or sustainable packaging - Understanding of materials science.
Diversification: Patagonia Provisions (food) is already diversified; additional environmental services or carbon offset market may build on brand trust.
6.3 BCG Matrix Application
Using the BCG Matrix (Henderson, 1970) to the portfolio of Patagonia:
Stars: Core outdoor technical apparel - high growth, high market share in high end sustainable market segment.
Cash Cows: Product lines (fleece, baselayers) - these are long-term product lines that can generate consistent cash flows.
Question Marks: Patagonia Provisions and Worn Wear -- low contribution to revenue now, but high potential in the future.
Dogs: Categories of niche products that have limited demand can be rationalised.
6.4 Recommendations
To start with, Patagonia would need to increase the pace of the expansion of the Worn Wear into a separate platform that would compete directly with resale marketplaces including ThredUp and Depop. According to the projections, the global second-hand apparel industry will hit 350 billion dollars by 2027 (ThredUp, 2023; ThredUp, 2024), and the brand authenticity of Patagonia makes it particular to seize the value in this market. This is in line with the argument by Prahalad and Hamel (1990) that organisations must use core competencies to develop new markets.
Second, it ought to conduct strategic internationalisation, focusing on those markets that have the highest levels of environmental awareness and lower regulation systems that encourage sustainable businesses. The Uppsala internationalisation model (Johanson and Vahlne, 1977) proposes gradual expansion that follows the experiential knowledge that Patagonia has been cautious with throughout the history of its business (Statista, 2024; Deloitte, 2024).
Third, Patagonia ought to invest in new industry-standard sustainability certification or open-source sustainable materials, and prove itself an ecosystem leader instead of a force to be reckoned with. This would be a coopetition strategy (Brandenburger and Nalebuff, 1996) that would lift the whole industry to a new level, besides underpinning the leadership of Patagonia. Through innovation sharing, Patagonia constructs switching cost in the opposite direction: other companies follow the standards created by Patagonia are expressing their interests in the benefit of its dominance (World Economic Forum, 2024; Ellen MacArthur Foundation, 2023).
Both theoretical framework and empirical evidence support such recommendations. The Blue Ocean Strategy by Kim and Mauborgne (2005) lends credence to the premise that Patagonia ought to persist in establishing uncontested market space by value innovation as opposed to engaging in direct competition with bigger competitors on conventional aspects. This history of the company indicates that the strategic decisions taken in line with genuine values will result in high returns over the long-term- a conclusion that is supported by Collins and Porras (1994) study that indicated that the visionary company dominates the comparison companies by a twelvefold effect over a span of decades.
SECTION 2: Reflective Account
Reflective Practice Gibbs Reflective Cycle.
Description
This reflexive narrative of the strategic management report on Patagonia explores my approach of researching, analysing, and preparing the strategic management report. The task demanded I choose a suitable organisation, carry out a thorough external and internal environmental scan, and strategic options assessment, and recommendation delivery. The procedure took weeks and implicated a lot of reading scholarly literature, industry reports, and company publications and then the implementation of the various strategy management frameworks to bring together findings into a logical analytical story.
Feelings
I was excited and apprehensive at the beginning. The autonomy of selection of organisation was empowering yet overwhelming, I had to have an organisation with enough information of interest available publicly, strategic complexity, as well as relevance to the current strategic management discourses. The choice of Patagonia created true excitement since the unconventional business model in capitalism did not conform to most of the hypotheses propagated in the conventional theory of strategic management. Nevertheless, I felt anxious due to the scale of the assignment as well; it was intimidating to consider integrating PESTEL, VRIO, the Balanced Scorecard, Porters generic strategies, Ansoff Matrix, the BCG Matrix, and CSR analysis into a coherent report at times. After the work, I am no longer anxious but am becoming more confident because the links between the theoretical frameworks and the practices at Patagonia were becoming more evident.
Evaluation
Nevertheless, there were some problems. That there was a lot to read on Patagonia meant it was hard to remain analytical and I ended up being distracted by interesting but peripheral subjects like the company engage in removing dams. It was also difficult to keep the critical gaze necessary to the brief since the story of Patagonia is captivating and it was easy to write a one-sided and not objective analysis. By adding the explanation of the weaknesses of corporate environmentalism as criticized by Banerjee (2008) and the paradox of the sales-based anti-consumption marketing as a way of achieving a more balanced analytical perspective (Markham, 2020), I managed to gain analytical balance.
Analysis
Considering the reasons why some points were difficult, I realise that the inability to be critical is connected with the problem that Brookfield (1995) refers to as assumption hunting: searching and revealing the assumptions we make as the basis of our reasoning. My starting point assumption was that Patagonia was an unquestionably good strategic model. In further examination I realised that this presumption failed to capture the key tensions - between growth and sustainability, between premium exclusivity and accessibility through democracy and between corporate activism and commercial interest. This understanding not only improved the quality of my analysis, but also improved my knowledge of strategic management as a complex and paradoxical field in and of itself (Hahn et al., 2018).
It also opened our eyes to the shortcomings of the single strategic frameworks when we use them by themselves. PESTEL analysis, in particular, found the appropriate external factors but failed to comprehend why Patagonia is responding to them in a different way compared to the competitors. The VRIO model described the benefits of resources but failed to reflect the dynamic interrelation of resources and market positioning. Only the synthesis of various frameworks could result in a complete picture and support the argument by Johnson, Whittington and Scholes (2017) that strategic analysis must be viewed through multi-lenses lenses (Grant, 2021).
Conclusion
This has provided me with a number of valuable lessons. First, the strategic analysis relies on disciplined attention to the complexity of the situation: the skill to distinguish between the strategically important and a desire to discuss all those interesting observations. Second, critical analysis involves deliberate attempts to question individual assumptions and to work with other points of view that do not conform to the first impressions. Third, theoretical frameworks have the greatest power when employed jointly and not singly since they disclose diverse aspects of strategic reality.
I also came to the conclusion that the choice of the organisation is highly influential in analytical experience. The unique strategic thinking combined with the approach of Patagonia made me challenge the conventional beliefs regarding profit maximisation, shareholder primacy, and competitive strategy and, as a result, deepened my knowledge of the broadening scope of strategic management today.
Action Plan
In the future, I will focus on building a number of capabilities determined in this reflective experience. I will also develop a more methodological method of literature review in which mind-mappings will be used to group sources together based on their themes before commencing an analysis. I will also apply the methods of critical reading suggested by Wallace and Wray (2021) to become more critical of the sources and not listen to the statement so naively. I will also strive to use strategic management frameworks in contexts that are applied to other forms of organisations like public sector or social enterprises, technology startups, etc. in order to build more multi faceted analytical skills. Lastly, I will also actively participate in discussions during seminars and peer reviews in order to test my cognition and highlight areas where blindness might be present in my individual study work.
The cycle based on Gibbs (1988) has helped me realize that learning is not simply the process of knowledge acquisition but the ongoing questioning of the process of how we know, interpret, and use the knowledge, a concept applicable to strategic management practice as much as it is to the study of academic fields.
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