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Introduction  
  
In this report, Patagonia, an American company known for its outdoor gear apparel, will be discussed in terms of how it uses the harmony principles and in which ways. They focus on environmental sustainability and activism, which use the harmony principles.
  
Harmony in business refers to a state of productive and balanced relationships within a company. This is characterised by collaboration, effective communication, and mutual respect (Nicholas, 2024). By doing this, it leads towards increased productivity, enhanced employee morale, and a positive work environment (Nancholas, 2024). Business harmony is essential for improving the well-being of people in any tension-filled business (Harmony, 2024).   
  
 
Principles of Harmony in Responsible Business  
 
The principles of harmony in an organisational setting are rooted in the idea that an organisation should operate in a way that creates balance between people, environment and economy. These principles are inspired by natural systems and traditional wisdom, where everything is interconnected and sustainable over time (Equality Commission,  2024). There are seven core principles of harmony.
 
  
Interdependence and Connection  
 
Interdependence and Connection is recognising that all parts of a system, including the people, planet, and profit, are all connected. Businesses are not isolated entities; they exist within wider social, environmental, and economic ecosystems (Jones, 2023). Patagonia follows this by creating products that are durable, ethically produced, and sustainable (Unfolding Designs, 2021).   They also focus on building a strong relationship with their customers by engaging them with their environmental activism and even encouraging them to be responsible consumers (Unfolding Designs, 2021). This also shows the use of Wholeness and Holism within Patagonia, as they view their organisation as part of a larger whole rather than as a set of isolated parts (Idneed, 2024).  
  
 
 
 
 
 
 
 

Cyclical Thinking 
  
Cyclical Thinking, or circularity, is when organisations move away from linear, wasteful processes to circular models where resources are reused, regenerated and sustained. This also encourages long-term thinking over short-term profit (Jones, 2023). Patagonia does this by aiming for a circular economy model and minimizing waste but maximising resource utilization (Ram, 2021). They also focus on minimizing their environmental impact throughout the product's lifecycle, from its design to disposal (Circular Glasgow, no date).  
 
  
Balance and Equity  
 
Maintaining a balance between competing priorities is highly emphasised within, for example, profit versus purpose, and growth and sustainability. This ensures fairness and justice in dealings with employees, customers, and communities (Circular Glasgow, no data). For Patagonia to balance profit and purpose, they have restructured to donate all profits to environmental and conservation efforts after reinvesting in the company and paying employees (Gelles and Vogel, 2024). Balancing sustainability and growth is essential to Patagonia, as it focuses on sustainability by reducing energy use, using recycled materials, and supporting environmental initiatives but also growing its customer base (Alonso, 2023).  
  
 
Right Relationships  
 
The principle refers to building respectful, honest, and ethical relationships both internally, with staff, and externally, with customers, suppliers and communities. Patagonia does this by focusing on environmental protection, fair labour practices, and transparent communication with its customers and suppliers ( Patagonia, 2023). Patagonia chooses collaboration over competition, and empathy and care over exploitation (Patagonia, 2023).  
  
 
Place-Based Awareness  
 
Organisations being aware of and responsive to the local environment and culture where they operate, follow Harmony in business. This can be done by aligning with local needs and using local resources responsibly. Patagonia does this by actively supporting third parties that work towards protecting the environment (Patagonia, 2023). They also fund grassroots movements, educate consumers about environmental concerns, and advocate for policy changes (Patagonia, 2023). Patagonia doing so, also shows that they focus on purpose and meaning, which is another Harmony principle (Barwik-Copeland, 2021). This ensures that they operate with a sense of purpose beyond profit, which is often linked to serving a community or the environment (Barwik-Copeland, 2021).  
  
  
  
Patagonia’s core values   
 
Patagonia’s core values are Quality, Environmentalism, and Justice (Hansen, 2023).   
  
Quality focuses on creating the best products providing the best service, and constantly striving for improvement (Patagonia, 2025). Patagonia’s products are created to be durable and high-performance, to reduce environmental impact, and to promote sustainability (Harris, 2023). An example of this is their first sleeping bag that was launched in 2017, which was 45 years in the making (Patagonia, 2020). The quality of the products also depends on responsible sourcing and materials (Patagonia, 2025). Patagonia encourages its customers to make thoughtful purchasing decisions, and offers free repairs of their clothing items to extend their lifespan and reduce waste (Digital Enterprise, 2023).  
  
Environmentalism allows Patagonia to protect the planet, sharing solutions, reducing impact, and embracing regenerative practices (Patagonia, 2025). Patagonia prioritises organic and recycled materials, which also reduces its environmental footprint (Weavable, 2023).  They use materials such as Infinna Fiber, Regenerative Organic Certified Cotto, and Netplus Recycled Fishing Nets, which highlight their commitment to innovative and sustainable materials (Weavable, 2023).  
  
  
Justice for Patagonia means being just, and antiracist, recording economic priorities, creating equity for marginalised people, and being equitable (Patagonia, 2025). Patagonia has demonstrated their commitment to environmental and social justice through various initiatives, including resource allocation to protect the planet, environmental activism, and Fair Trade certification (Patagonia, 2024). Fair Trade and Worker Rights are prioritised by Patagonia to ensure fair compensation and working conditions for factory workers (Patagonia, 2025).   
  
 
Mission  
 
Patagonia once stated “We’re in a business to save our home planet” (Hansen, 2023). Therefore, this mission reflects their dedication to environmental conservation and activism and is aiming to inspire other businesses to address social and environmental challenges (Hansen, 2023). This means that they are committed to social responsibility, and environmentalism, and using their business to address environmental destruction and the climate crisis (Patagonia, 2025). This shows clearly the relationship between harmony and business, as its principles have helped shape Patagonia to become a responsible business.    
  
 
Critical Analysis of Local and Global Responsibility  
 
Patagonia demonstrates a strong sense of responsibility on both local and global scales, aligning with the principles of harmony by promoting balance between social, environmental, and economic priorities (Patagonia, 2023).   
  
 
Socio-Cultural Perspective  
 
Strengths  
 
Patagonia is widely recognised for its inclusive company culture (VanderLinden, 2024). This is done by offering progressive employee benefits such as paid parental leave, on-site childcare, and flexible working conditions (VanderLinden, 2024).  The company also encourages employee activism, allowing staff to take time off to participate in environmental or social causes  (VanderLinden, 2024). Its marketing campaigns promote cultural sensitivity and environmental consciousness, often highlighting Indigenous knowledge and community-led conservation efforts (Jairick, 2024).  
  
 
Areas for Improvement  
 
While Patagonia performs well in North America, global inclusivity could be more transparent; particularly in terms of representation and cultural engagement in countries where its products are manufactured (Mittal, 2025).   
  
 
Environmental Perspective  
 
Strengths  
 
Patagonia’s environmental credentials are central to its identity. The organisation uses sustainable materials, such as organic cotton and recycled polyester. It is committed to reducing its carbon footprint to be carbon neutral by 2025 (Patagonia, 2023).  Initiatives like Worn Wear extend the life of garments, promoting a circular economy model (Patagonia, 2023). Patagonia actively supports biodiversity through its environmental grants, partnerships with conservation organisations, and public education campaigns (Patagonia, 2023). An example of this is when they joined Canopy’s Pack4Gppd Initiative in 2024 but began working together in 2013 to address the damage made to the environment by the production of viscose textiles (MarketLine, 2024).   
  
  
  
Areas for Improvement  
 
Despite significant efforts, the supply chain still generates emissions. Full transparency and measurable progress on indirect emissions would strengthen Patagonia’s environmental accountability (DGB Group, 2023).  Despite Patagonia working on improving their renewable energy, materials, supply chain, waste chain, and waste reduction (DGB Group, 2023), a lot more could still be achieved if they continue to focus on the harmony principles.   
  
 
Economic perspective  
 
Strengths  
 
Patagonia pays fair wages and is Fair Trade Certified for many of its products, ensuring that workers in its supply chain benefit from safer conditions and additional income (Environmental Responsibility, 2022). As a privately held company, it reinvests profits into sustainable initiatives rather than maximising returns for shareholders (Environmental Responsibility, 2022). Patagonia decided to ‘donate the earth, by transferring ownership to a trust that will reinvest profits in climate and nature protection, Holdfast Collective, in 2022 (Chouinard, 2022). This sets a new benchmark in ethical business ownership.  
  
Areas for Improvement  
 
Patagonia’s high prices may limit accessibility, raising questions about economic inclusivity, especially for communities who could benefit from durable, sustainable, sustainable clothing but cannot afford it  (Alonso, 2023).    
 
 
Primary Research 
 
Primary data was collected by conducting quantitative research (Streekumar, 2023).  A questionnaire was created, asking 15 participants questions in regard to sustainability within an organisation that they may purchase from. The questionnaire was based on the harmony principles that are used within more sustainable and ethical organisations such as Patagonia.  
 
After analysing the data collected from the quantitative research, it has been made clear that 80% would spend more money on a product knowing it is sustainable and ethical. This highlights the positive effect of Harmony principles not only on organisations but also on customers.  
[image: ]


Despite this result, 47% of participants said that they would not go out of their way to find items from a sustainable and ethical organisation, 40% answered yes, 13% said not sure. This suggests that whilst customers want to buy from more sustainable and ethical organisations, they are only likely to do so if it is convenient for them.

[image: ]
Alongside this, 53% of participants said that they do not research a new organisation's sourcing and carbon footprint, 33% said yes, and 13% said not sure.[image: ]

In contradiction to this, participants were asked, ‘Do you think more organisations need to focus on sustainability and ethical sourcing,’ 80% answered yes, and 20% answered not sure. 

[image: ]

This suggests that the participants had not thought about sustainability or ethical sourcing within an organisation before completing this questionnaire. This is due to the answers for the first questions seeming to be siding with less focus on the harmony principles, but the final questions show that the harmony principles within an organisation also affect customers. This could be due to customers not being aware of how much progress has been made regarding sustainability and ethical sourcing within the organisation over the past couple of years. Organisations could help build awareness by focusing on the harmony principles when creating and progressing their organisation, as customers are more likely to notice its effect if their favourite brands and organisations emphasise how they are playing their part.
 
Whilst customers are, in principle at least, favourable towards organisations that promote and encourage sustainability and care for the environment, they are less likely to go out of their way to buy these products unless it is easy for them to do so. So in practice, companies need to find a way of making it more convenient for customers to align themselves with these principles in their purchasing power.



Conclusion

Patagonia serves as a progressive example of how harmony principles can be successfully embedded into a business model. By prioritising environmental sustainability, ethical relationships, and social equity, Patagonia demonstrates that profit and purpose can coexist. The organisation’s commitment to cyclical thinking, place-based awareness, and fair practices shows how organisations can be both locally grounded and globally responsible. 
 
Despite some challenges, such as improving supply chain transparency and economic inclusivity, Patagonia continues to lead by example in the realm of responsible business. Its values-driven approach, rooted in the principles of harmony, not only shapes its operations but also inspires other organisations to rethink the role of business in creating a more sustainable and equitable future. 
 
After analysing the results from the primary research, it is clear that there is a gap between customers and their support for sustainable products. The reality is that this support diminishes if it is not easy for them to buy sustainable products. It also shows that organisations need to encourage customers to be more environmentally aware in their purchasing, so ways in which they could do this need to be explored.











                                                                           References
Alonso, T. (2023, February 9). Strategy Study: How Patagonia Became The Benchmark In Sustainable Clothing. Cascade. https://www.cascade.app/studies/patagonia-strategy-study
Barwick-Copeland, P. (2021, June 4). Creating a harmonious organisation – the role of teamwork and shared purpose. TheHRDIRECTOR. https://www.thehrdirector.com/features/business-growth/creating-harmonious-organisation-role-teamwork-shared-purpose-4032019/
Chouinard, Y. (2022). Yvon Chouinard Donates Patagonia to Fight Climate Crisis. Patagonia. https://eu.patagonia.com/gb/en/ownership/
Circular Glasgow. (n.d.). Patagonia – Circular Glasgow. Retrieved April 15, 2025, from https://www.circularglasgow.com/story/patagonia/
DGB Group. (2023). Patagonia: investing in a sustainable future. Www.green.earth. https://www.green.earth/net-zero/case-studies/patagonia-investing-in-a-sustainable-future
Digital Enterprise. (2023, July 14). Patagonia Business Model: Key Insights and Analysis. Digitalenterprise.org. https://digitalenterprise.org/models/patagonia/
Environmental Responsibility. (2022). Fair Trade CertifiedTM - Patagonia | Patagonia UK. Patagonia.com. https://eu.patagonia.com/gb/en/our-footprint/fair-trade.html?srsltid=AfmBOorq-7L6_fNXnPcPZbxn2RGAHeJv9JPcpDY6W2bF1cuSXPiI2Tai
Equality Commission. (2024). ECNI - Harmonious workplaces and good relations - Large Businesses and Employers, Equality Commission NI. Equalityni.org. https://www.equalityni.org/HarmoniousWorkplaces
Gelles, D., & Vogel, K. (2024, January 30). Patagonia’s Profits Are Funding Conservation — and Politics. The New York Times. https://www.nytimes.com/2024/01/30/climate/patagonia-holdfast-philanthropy.html
Hansen, T. (2023, April 20). Patagonia shows how turning a profit doesn’t have to cost the Earth. McKinsey & Company. https://www.mckinsey.com/industries/agriculture/our-insights/patagonia-shows-how-turning-a-profit-doesnt-have-to-cost-the-earth
Harmony: (2024, June 28). The Leadership & Happiness Laboratory. The Leadership & Happiness Laboratory. https://www.happiness.hks.harvard.edu/june-2024-issue/organizational-harmony-a-fresh-framework-to-navigate-tensions-fk7nf
Harris, P. (2023, October 8). Why Patagonia Is One of the Most Trusted Brands of All Time. Www.enzuzo.com. https://www.enzuzo.com/blog/why-patagonia-is-one-of-the-most-trusted-brands-of-all-time
Ineed. (2024). What is the holistic approach in business? (With benefits). Indeed Career Guide. https://uk.indeed.com/career-advice/career-development/holistic-approach-in-business
Jairick, H. (2024, January 29). Patagonia Leadership : The Secrets Behind Responsible Business Practices – Humans Of Globe. Humans of Globe. https://humansofglobe.com/patagonia-leadership-in-environmental-and-social-responsibility/
Jones, K. (2023). Patagonia: Using Emotional Design to Connect with Socially Conscious Consumers. Www.linkedin.com. https://www.linkedin.com/pulse/patagonia-using-emotional-design-connect-socially-conscious-jones/
MarketLine. (2024). Patagonia partners with Canopy for forest-saving packaging.
Mittal, S. (2025, March 26). Patagonia on how businesses can navigate the ESG and DEI backlash. Edie. https://www.edie.net/patagonia-on-how-businesses-can-navigate-the-esg-and-dei-backlash/
Nancholas, B. (2024, March 19). Promoting industrial harmony through human resources - North Wales Management School - Wrexham University. North Wales Management School - Wrexham University. https://online.wrexham.ac.uk/promoting-industrial-harmony-through-human-resources/
Patagonia. (2020, November 9). Quality Is an Environmental Issue - Patagonia. Eu.patagonia.com. https://eu.patagonia.com/gb/en/stories/quality-is-an-environmental-issue/story-93237.html
Patagonia. (2023a). Climate Goals - Patagonia. Eu.patagonia.com. https://eu.patagonia.com/gb/en/climate-goals/
Patagonia. (2023b). How We Fund - Patagonia. Eu.patagonia.com. https://eu.patagonia.com/gb/en/how-we-fund/
Patagonia. (2023c). Working With Mills - Patagonia. Www.patagonia.com. https://www.patagonia.com/our-footprint/working-with-mills.html
Patagonia. (2024). Start Small, Go Big, Give Back. Patagonia. https://www.patagonia.com/activism/
Patagonia. (2025). Core values. Patagonia. https://www.patagonia.com/core-values/
Ram, A. (2021, March 11). Our Quest for Circularity - Patagonia. Eu.patagonia.com. https://eu.patagonia.com/gb/en/stories/our-quest-for-circularity/story-96496.html
Sreekumar, D. (2023, March 23). What Is Quantitative Research? Definition, Methods, Types, and Examples | Researcher.Life. Researcher.life. https://researcher.life/blog/article/what-is-quantitative-research-types-and-examples/
Unfolding Designs. (2021, January 1). How Patagonia Uses Organizational Design to Catalyze Systems Transformation. Unfolding Designs. https://www.unfoldingdesigns.com/blogoverview/patagonia-organizational-design
VanderLinden, S. (2024, October 31). What are Patagonia’s Sustainability Practices: Key Initiatives and Impacts. Medium. https://medium.com/@sabine_vdl/what-are-patagonias-sustainability-practices-key-initiatives-and-impacts-81e821fe6d68
Weavabel. (2023, January 30). Is Patagonia a “Good” Brand? The Fight for Feel-Good Consumerism. Www.weavabel.com. https://www.weavabel.com/blog/is-patagonia-a-good-brand

image6.png
5. Would you go out of your way to find items from a su

N . L More details
stainable and ethical organisation? TR

® Yes 6
® No 7
® Not sure 2
13%

’

40%

47%




image8.png
7. Do you think more organisations need to focus on su

N . . . More details
stainability and ethical sourcing? TR

® Yes 12

® No 0

® Not Sure 3
20%

80%




image5.png
3. Would you spend more money on a product knowing

L . . More details
it is sustainable and ethically made? -

® Yes 12

® No 2

® Not sure 1
7%

13% \ o

80%




image7.png
6. When finding a new organisation, do you do research

. . . More details
on their sourcing and carbon footprint? TR

® Yes 5
® No 8
® Not sure 2
13%

N

53%




