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[bookmark: _Toc216268479]1. Introduction
[bookmark: _Hlk216607171]Patagonia is a United States (US)-based outdoor apparel organisation founded in 1973 (Patagonia, 2025a). The organisation is operating in more than 40 countries, including Australia, Japan, South Korea, the Netherlands and many more, with an employee base of 3700 employees globally (Biasotti, 2025). Patagonia entered the emerging economies mostly for manufacturing purpose. Vietnam is one of the most important operating regions for Patagonia with manufacturing hub (Tran, 2024). Hence, this report is developed to analyse international business highlighting their benefits and challenges, discussing the OLI factors. The investment decision for Vietnam being an emerging economy is assessed highlighting the cultural influence-led entry issues. Based on the identified issues recommendations are provided for Patagonia to overcome the challenges and ensure global growth. 
[bookmark: _Toc216268480]2. Benefits and challenges of international operations
[bookmark: _Toc216268481]2.1 Designation of Patagonia
Multinational Corporation (MNC) or Transnational Corporation (TNC) refers to an organisation with a headquarters in one country and producing, sourcing and selling or investing in multiple countries in the world (Mayrhofer and Prange, 2015). This kind of corporation leverages the global supply chain, production and manufacturing to ensure sales. 
In the case of Patagonia, the headquarters is situated in Ventura, California, in the US. The organisation has been operating since 1973 and currently operates mainly in South Korea, the Netherlands, Australia, Chile, Japan and Argentina with established offices, and in terms of key supplying partner Patagonia, it operates in Vietnam, which is an emerging economy to consider (Patagonia, 2025a). The manufacturing is outsourced; the design R&D, brand management and marketing with distribution are strategically managed with a centralised approach. Hence, this shows that Patagonia is significantly meeting the criteria of being designated as an MNC with its global presence. 
[bookmark: _Toc216268482]2.2 Nature of Patagonia’s global operations
In order to analyse the nature of global operation, the use of value chain analysis is effective to consider. The “value chain analysis” creates the opportunity to analyse primary activities, including “inbound logistics or R&D management, production, outbound logistics management, marketing and sales, and customer service” offerings (Eisenreich et al., 2022). The “human resource, material management, technology and company infrastructure management” within the value chain shows the supportive activities used by an organisation to run global operations successfully. Considering the value chain analysis, the major areas of operation are assessed below for Patagonia’s global operation. 
R&D: The R&D remained centralised following the product pattern and innovation at the Ventura, California, headquarters. Patagonia develops the technical outdoor gear, tests durability and designs the sustainable material innovation in the US (Patagonia, 2025a). The organisation heavily invests on recycled polyester, organic cotton, reclaimed wool and regenerative agriculture fibres to reduce environmental impact throughout the product lifecycles
Sourcing: Patagonia possesses nearly 170 “Responsible Wool Standard (RWS)-certified” entities, including farms and brands operating in 23 countries globally (Patagonia, 2025b). Moreover, considering third-party standards including the “Recycled Claim Standard (RCS)”, Patagonia is sourcing its raw material globally (Patagonia, 2025c). One of the major sourcing and manufacturing countries for Patagonia is Vietnam. 
Production: Patagonia has been producing “Fair Trade Certified” products since 2014 (Patagonia, 2025d). Patagonia strategically collaborates with suppliers from 15–18 countries, specifically in Asia and Latin America. This allows the organisation to have flexible, scalable and low capital investment to produce offerings with foreign facilities. Using audits and the suppliers' code of conduct, the production is monitored to avoid issues within global operation. 
Sales and distribution: In a combination of e-commerce, wholesale, retail partnerships and company-owned stores in the operating locations, Patagonia plans its sales and distribution (Patagonia, 2025a). The Direct-to-Consumer (D2C) digital channels drive sales growth for Patagonia. Patagonia also runs the “Worn Wear resale programme” to promote repair and reuse to extend the product life within their global operation (McMillan, 2025). 
Financing and governance: The financing and governance of the organisation remained centralised in the US. Since 2022, the ownership structure of Patagonia has been divided into the “Patagonia Purpose Trust” (controlling voting shares) and the “Holdfast Collective non-profit” (receiving profits for environmental causes) (Ørberg, 2024) (Refer to Figure 1). This clear structure helps the capital allocation to be smooth and stay aligned with the mission of the company to reinvest in sustainability and maximise growth. Hence, the global organisational governance supporting internal competitiveness and environmental responsibilities effectively. 
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Figure 1: Dual-class structure in Patagonia
(Source: Ørberg, 2024)
[bookmark: _Toc216268483]2.3 Entry Modes of Patagonia into international markets
Contract manufacturing: This is a trending entry mode that leads a firm to hire other firms from different countries to produce or manufacture products based on contracts (Taichman, 2021). Patagonia primarily uses contract manufacturing as a key entry mode in the global platform. It has been found that till 2012, using the contract manufacturing mode, Patagonia entered 16 countries (Patagonia, 2012). Later, using more controlled contract manufacturing is applied to strategically expand on a global platform while entering new markets, specifically in the emerging economies. Due to the low labour cost, high manufacturing quality and productivity, Patagonia, using this mode of entry, entered Vietnam as well (Tran, 2024). 
Exporting: Patagonia relies on exporting from overseas factories to regional warehouses and retail destinations across Europe, North America and Asia (Patagonia, 2025a). This exporting strategy of entry mode leads Patagonia to allow global sales with limited risks, having centralised control of R&D, branding and quality standards. 
Wholly-owned subsidiaries: Patagonia also used wholly-owned subsidiaries as entry modes in Japan, Europe and Australia (Patagonia, 2025e). For instance, Patagonia established “Patagonia International Inc.” in Japan as a wholly-owned subsidiary and operates with strong brand consistency, a premium in-store experience and sustainability messaging aligned with its mission. However, this is not highly viable for Patagonia while operating in emerging countries with high cultural differences. 
Hence, among all the entry modes, Patagonia tends to rely on long-term relational contracting along with exporting initiatives. Hence, for entering most of the countries, Patagonia used contract manufacturing in terms of the most dominant international market entry structure to reduce risk and ensure sustainability. 
[bookmark: _Toc216268484]2.4 Key benefits of Patagonia
Cost efficiency: The most notable benefit of the international operation of Patagonia is cost-efficiency development. It has been found that Vietnam’s hourly labour cost is only US$3, which is even lower than China, which is US$6.5 in 2020 (Tran, 2024). This shows that Vietnam is more affordable than all the countries considering labour cost. Hence, Patagonia strategically utilised this benefit (Tran, 2024). This cost-efficiency created scope for Patagonia to increase scalability. Hence, this is a key benefit gained by Patagonia due to its contract manufacturing entry and operation in emerging countries. 
Market diversification: Selling more than 40 countries Patagonia reduced dependency on the US market for revenue generation. In between 2019 and 2022 Patagonia ensured annual sales of $1 billion so that ensured the giving away of 98% of their profit accordingly (Statista, 2022) (Referred to Figure 2). Apart from that, the international operation created an opportunity for Patagonia to distribute risks and exploit new customer segments with significant purchase power to achieve success even in the uncertain market dynamics with changing consumer behaviour. 
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Figure 2: Global revenue of Patagonia
(Source: Statista, 2022)
Innovation in supply chain: Operation in the global platform created an opportunity for Patagonia to opt for partnership with leading emerging innovators in recycling materials and regenerative agricultural and circular economy solutions. For instance, Patagonia partnered with Carbios for developing solutions to enhance the circularity of their products (Carbios, 2022). This way the global operation led Patagonia to gain benefit from staying aligned with their goal to offer sustainable fashion. 
Strategic resilience: Global operation led Patagonia to disperse sourcing and production to mitigate overreliance on a specific country or suppliers. This factor reduces the regional disruption and allows flexible allocation of orders across factories (Shourkaei, Taylor and Dyck, 2024). This enables the firms to opt for running environmental campaigns internationally. This way Patagonia achieved success in establishing a sustainable brand image globally. 
[bookmark: _Toc216268485]2.5 Key challenges for Patagonia
Ethical challenges: While working globally and opting for contract manufacturing within the supply chain, Patagonia is exposed to major ethical challenges. For instance, in 2015 Patagonia is alleged to have labour exploitation within its supply chain in Taiwan (Kent, 2025). This led the organisation to face massive backlash. Apart from that, Patagonia is criticised for masking the continued environmental harm from large-scale production and consumerism using the “donating the profit to save the planet” pledge (Woodhouse, 2022). Shourkaei, Taylor and Dyck (2024) highlighted that Patagonia is struggling to make all the materials completely harmless for the planet. This shows the increasing scope of facing ethical challenges with chances of reputational loss. 
Carbon footprint growth in logistics: Due to increased global logistics and supply chain networks from the transportation activities and global manufacturing, the carbon footprint within the process increased in Patagonia (Shourkaei, Taylor and Dyck, 2024). Thus, this is a critical challenge for Patagonia to ensure sustainability with strategic planning. 
Global supply chain disruption: Due to the massive dependence on manufacturing outsourcing, Patagonia faces trouble from global supply chain disruptions (Patagonia, 2025f). During the pandemic and due to geopolitical changes, Patagonia also faced issues in meeting their commitment to offer products in time. However, Patagonia stayed aligned with the environmental commitments and avoided using other ways that can harm the environment. 
[bookmark: _Toc216268486]3. Impact of OLI Factors on Patagonia’s Internationalisation 
The eclectic paradigm by JH Dunning, globally renowned as the OLI framework, remains one of the most widely applied theoretical models for analysing the ways, in which firms expand internationally, choose specific host locations and entry strategies (Ren, 2024). The model demonstrates that international investment is generally driven by three interdependent advantages, which are ownership-specific advantages, location-specific advantages and internalisation advantages (Batschauer da Cruz et al., 2020). In case of Patagonia’s global expansion trajectory and its long-term engagement with Vietnam as a manufacturing base, a coherent yet critically debatable explanation for the firm’s strategic choices can be identified using OLI’s paradigm. Based on Patagonia’s global operations, value chain structure and contract manufacturing approach, both the explanatory utility and the conceptual limits of the OLI model in the context of sustainability-driven multinational enterprises have been illustrated in the following sections.
[bookmark: _Toc216268487]3.1 Ownership Advantages
Patagonia’s internationalisation strategy is fundamentally underpinned by strong ownership assets, including its globally recognisable brand, innovation capability in sustainable materials and highly centralised governance structure. As evidenced in the previous sections, research and development (R&D) activities are entirely centralised at the Ventura, California headquarters, where the company develops technical outdoor gear, tests durability and manufactures low-impact materials such as recycled polyester and regenerative agriculture fibres (Kent, 2025). These capabilities contribute to classic ownership advantages in Dunning’s terms, which refer to firm-specific resources that rival firms cannot easily imitate, USP of the firm.
Critically, the advantage of Patagonia’s ownership is not merely limited to technological aspects. Its reputation for environmental practices and ethical supply chain standards has evolved into a form of trusted reputational capital that provides a competitive edge in the global apparel market. This symbolic capital functions as a strategic resource that helps Patagonia attract values-driven consumer groups while enhancing bargaining power with suppliers. However, ownership advantages also expose the firm to certain reputational risks when sustainability claims clash with operational realities, which refers to incidents involving labour exploitation allegations in Taiwan (Kent, 2025). It has generated reputational backlash and challenged Patagonia’s capability to fully control labour practices across its outsourced manufacturing networks.
This tension reveals a critical limitation of the OLI framework. While Dunning conceptualised ownership advantages primarily as factors promoting internationalisation, in practice they can also constrain it. A concrete level of monitoring and supply chain control is required in Patagonia’s sustainability-driven brand, which contradicts with its heavy reliance on contract manufacturing, an operational mode that inherently diffuses control. Thus, Patagonia’s ownership advantages both justify international expansion as well as complicate it, making the OLI model only partly adequate in explaining real-world complexities.
[bookmark: _Toc216268488]3.2 Location Advantages
The rationale for Patagonia’s strong manufacturing footprint in Vietnam aligns directly with the Location dimension of the OLI model. As per Tran (2024), Vietnam offers significantly lower labour costs (approximately US$3 per hour compared with China’s US$6.5), favourable manufacturing quality and scalable production capacity, which are often considered as favourable conditions that make it highly attractive to labour-intensive industries such as apparel production. Dunning’s identification of cost-related factors, which are labour costs, resource availability, infrastructure and production networks serve as key motivators for foreign direct investment or contract-based outsourcing for Pantagonia.
The company’s sustainability commitments have imposed additional criteria beyond the conventional cost favouring factors. Vietnam’s growing compliance with international labour and environmental standards, added with its increasing adoption of certified material supply chains and its exposure to global inspection regimes align with Patagonia’s stringent supplier requirements. The presence of factory clusters capable of meeting third-party certifications such as Fair Trade and the Responsible Wool Standard reflect institutional conditions that complement Patagonia’s ethical positioning.
The OLI framework assumes that firms select locations primarily to exploit economic advantages, but Patagonia’s motives extend beyond pure cost optimisation. Sustainability-driven firms prioritise social and environmental governance contexts, national regulatory trajectories and alignment with ethical sourcing objectives. All these factors contribute to the traditional “location advantage” category. Patagonia’s preference towards suppliers that support circular economy innovations, such as its partnership with Carbios for textile recycling solutions, clearly illustrates that location choice incorporates technological ecosystems and environmental innovation potential, which is not properly explicated in the OLI paradigm.
There are certain vulnerabilities related to Vietnam’s geopolitical position within global supply chains (Hang, 2025). While diversification from China reduces overreliance risks, Vietnam remains susceptible to global logistics disruptions, which Patagonia experienced during the pandemic. Dunning’s model does not directly explain systemic risk or supply-chain resilience factors, which are now pivotal considerations for sustainability-driven multinational corporations.
[bookmark: _Toc216268489]3.3 Internalisation Advantages
Internalisation advantages, the Dunning’s third pillar, explain why firms choose to internalise activities rather than rely on external markets (Ren, 2024). Patagonia’s global expansion reveals un uncommon pattern. Rather than merely internalising manufacturing, it prioritises expansion through long-term contract manufacturing agreements. The contract manufacturing remains Patagonia’s preferred international entry mode, which enables the firm to scale production while retaining centralised control over its design, R&D and brand management. 
Patagonia’s approach appears to be contradicting with Dunning’s prediction that firms internalise operations when external market transactions are costly or risky. Instead, Patagonia appears to accept the risks of outsourcing while investing heavily in codes of conduct, audits and long-term partnerships to balance out the reduced direct control. The fact that Patagonia derives internalisation advantages not from ownership of production, but from the capacity to impose governance mechanisms on external suppliers, is a clear illustration that the firm substitutes direct ownership with relational contracting. This mode of expansion can provide elasticity, cost efficiency and low capital intensity without requiring full internalisation.
Critically, internalisation disadvantages also emerge. Outsourcing can complicate Patagonia’s ability to enforce labour standards consistently, as evidenced by ethical controversies in the supply chain. Dunning’s internalisation theory does not explicitly consider the challenges of enforcing social-performance standards in transnational networks. For sustainability-oriented firms, the internalisation approach extends beyond transaction costs to include reputational risk exposure, supplier compliance variability and the cost of auditing systems. Thus, the OLI framework provides only a partial explanation of Patagonia’s decisions, illustrating the need for a more contemporary understanding and modern-day paradigm that integrates global value chain (GVC) theory and institutional perspectives.
Patagonia’s governance structure of dividing ownership between the Patagonia Purpose Trust and Holdfast Collective supports internalisation that enables long-term capital allocation aligned with environmental commitments, which ultimately fortifies the company’s ability to maintain consistent global standards even while outsourcing manufacturing (Pantagonia, 2022). While the OLI paradigm explains the structural underpinnings of Patagonia’s international strategy, it cannot fully explain the socio-environmental elements that shape decision-making in sustainability-led multinational enterprises.
[bookmark: _Toc216268490]4. Cultural differences evaluation 
[bookmark: _Toc216268491]4.1 Cultural differences between US and Vietnam
Hofstede’s cultural dimension framework includes six specific cultural dimensions to assess cultural differences. These dimensions include “power distance, individualism versus collectivism, masculinity versus femininity, uncertainty avoidance, long-term orientation and indulgence” (Truong, Pham and Doan, 2021). Based on these dimensions, the cultural difference between the US (home country of Patagonia) and Vietnam (host country of Patagonia) is assessed in this section. 
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Figure 3: Hofstede dimension-based country comparison
(Source: The Culture Factor, 2025)
Power distance: The power distance score of the US is 40, and of Vietnam is 70 (The Culture Factor, 2025). This shows the presence of a major cultural difference which leads the people in Vietnam to follow a hierarchical structure and prefer centralised decision-making. On the contrary, US-based employees expect egalitarian relations with flatter organisational structures. 
Individualism: In the US, a high level of individualism is evident with a score of 60. On the contrary, the individualism score for Vietnam is 30, which indicates the presence of high collectivism (The Culture Factor, 2025). This means in Vietnam the in-group obligations matter more than the individual initiative, following US culture. This contrast influences the negotiation style, incentives and HR practices massively (Truong, Pham and Doan, 2021). 
Masculinity: Masculinity score in the case of the US is 62, and for Vietnam, this is 42. This shows that US culture is more masculine or success-orientated (The Culture Factor, 2025). This shows that a less overtly competitive orientation is present in the culture of Vietnam that shapes the motivational levers.  
Uncertainty avoidance: The scores of uncertainty avoidance for the US and Vietnam are 48 and 30, respectively. This shows Vietnamese tend to tolerate ambiguity while having clear authority to resolve uncertainty (Truong, Pham and Doan, 2021). On the contrary, US-based firms tend to plan formally and rely on documented rules.   
Long-term orientation: The scores in this dimension for the US and Vietnam are close enough, which shows that both prefer to plan for future gains and invest in sustained relationships (The Culture Factor, 2025). 
Indulgence: Indulgence score for the US and Vietnam is 68 and 35, which shows a distinct cultural distance. Hence, US-based employees tend to opt for enjoying leisure, whereas Vietnam is more restrained (The Culture Factor, 2025). 
These cultural differences from different dimensions influence the success or failure of a business while entering into a new market. Cultural influence increases the chances of developing misunderstandings about valuing customers and developing trust and relationships in the new market (Ordorica, 2023). Thus, based on these cultural differences or similarities, the ways they impacted Patagonia’s market entry and success in Vietnam are explained below. 
[bookmark: _Toc216268492]4.2 Impact of cultural difference on market entry of Patagonia in Vietnam
High power distance led to a tendency of Vietnamese to accept top-down directives (Escandon-Barbosa and Salas-Paramo, 2022), which facilitated Patagonia's decision to opt for the contract manufacturing entry mode. This is because in this process, considering the top-down directives of product manufacturing, the companies in Vietnam need to produce the required products only while meeting the company standards (Truong, Pham and Doan, 2021). This shows that the power distance associated with cultural differences positively impacted the planned market entry with the contract manufacturing mode (Patagonia, 2012). Apart from that, the high level of collectivism showcased that local partners and suppliers value long-term relationships, which is again favourable for contract manufacturing. Hence, this shows that utilising the cultural differences strategically, Patagonia chose the best suitable entry mode for Vietnam. 
Cultural differences associated low masculinity and uncertainty avoidance compared to the US significantly created threat in negotiating and managing the process effectively (Truong, Pham and Doan, 2021). Apart from that, language barrier had high chance to create threat in managing HR activities (Ordorica, 2023). Hence. Patagonia used the contract manufacturing technique as in this case only centralised instructions will be given and Vietnam-based firms will use the local employees to accomplish the product manufacturing. This would reduce the chances of conflicts. This again shows that cultural difference between the US and Vietnam significantly influenced the market entry of Patagonia. 
On the other hand, the high indulgence of US-based employees with high labour costs motivated Patagonia to opt for Vietnam for entering with contract manufacturing. This is because in Vietnam, with low labour costs, Patagonia had the opportunity to get a restrained workforce to increase productivity with high cost-efficiency (Tran, 2024). This shows that the cultural differences mostly impacted positively to ensure entry with the aim of increasing quality manufacturing and productivity to meet global consumer needs of Patagonia. 
[bookmark: _Toc216268493]4.3 Impact of cultural difference on potential success of Patagonia in Vietnam 
Supplier relation compliance: Vietnam’s collectivist, hierarchical culture increased stability and loyal supplier relationships once trust was established (Lee and Ande, 2023). Therefore, Patagonia’s focus on long-term partnerships and suppliers’ development produced high compliance and low turnover. However, without culturally sensitive auditing and local management, exploitation of the workforce can be evident. Cultural distance increases the risk of misreported compliance unless the local relational governance is used. Hence, Patagonia’s success highly depends on culturally informed supplier relations, dedicated local liaison teams, and joint efforts in developing operational capacity. 
Operational performance: With centralised process planning, Patagonia tends to implicate the individualistic approach within the contract manufacturing process. This has a high chance to elevate underperformance of the workforce with collectivist values. Hence, Patagonia requires group-orientated incentives and team recognition with strategic hierarchical communication so that operational performance can be improved and success can be achieved effectively.  
Consumer acceptance: Vietnam’s cultural trait of restraint indulgence suggests local consumers value durability, social responsibility and collective benefits (Lee and Ande, 2023). Thus, the repair-and-reuse narrative with “Worn Wear” and sustainability credentials (McMillan, 2025). Hence, in the future, if Patagonia plans to expand their retail business in Vietnam, Patagonia’s current marketing approach and sustainability preference with the promotion of collective growth values will attract local consumers, and success can be achieved effectively. However, Vietnamese tend to value local culture (Truong, Pham and Doan, 2021). Thus, to ensure success in Vietnam, Patagonia would be required to include local fashion within the product line; otherwise, problems could develop. 
[bookmark: _Toc216268494]5. Discussion and Recommendation Considering their Standard Operating Procedures (SOPs)
The long-term engagement of Patagonia with Vietnam being a manufacturing hub, which has been highlighted via contract-based internationalization instead of wholly owned production facilities, further demands operational realignment for ascertaining that the ethical commitments and sustainability-driven ownership advantage of the organisation can be maintained continuously in an institutionally intricate and culturally distant emerging economy. Although the OLI framework has elucidated the strategic motivations of Patagonia, however, it has also exposed the structural tensions that have practical impacts on the operational governance. Because of the symbolic brand capital of Patagonia, the company is dependent on the outsources manufacturing and thereby the high sensitivity associated with the global fashion supply chains of the labour rights controversies. As a result, the organisation is needed to revise its SOPs for institutionalising transparency, environmental responsibilities and cultural compatibility, across its operations in Vietnam. The major SOP adjustments that are needed to be made by Patagonia for efficiently navigating the inconsistencies that have been identified via OLI discussions, have been presented below, so that the organisation is able to operate in a more responsible and sustainable manner in Vietnam. 
[bookmark: _Toc216268495]5.1 Strengthening the SOPs on supplier accountability, labour governance and transparency
The first major SOP adjustment is associated with the establishment of stricter labour compliance governance system which would decrease the structural contradictions between the sustainability-driven ownership advantage of Patagonia and the weakened control which is inherent in the contract-manufacturing-led internationalisation model of the firm. The OLI framework evaluation has presented that the most valuable ownership advantage of Patagonia comprise of its brand integrity, sustainability leadership and ethical reputation. Nevertheless, these same advantages have increased the reputational vulnerabilities, especially when the external suppliers violate the labour standards, as have been observed in the case of Taiwan labour exploitation controversy detailed earlier (Kent, 2025). It has been determined that  sustainability-oriented organisations that operate via extensive outsourcing often encounter increased risks of moral decoupling, as the stated values generally fail to be in alignment with the on-ground practices because of limited direct oversight. Even though the regulatory environment of Vietnam is improving, there still remains the features of uneven enforcement of the labour legislations, risks of incomplete visibility into the suppliers of lower-tiers, as well as substantial reliance on the subcontracting. 
The mentioned adjustment necessitates integration of digital traceability system within the SOP frameworks and supplier contracts for capturing real-time metrices on the wage compliance, environmental data, working hours and safety standards. it has been determined that digital transparency in the emerging-economy supply chains can be enhanced with the help of machine-readable audit trails, automated compliance of dashboards and blockchain-enabled reporting, which substantially decreases the information asymmetry between third-party manufacturers and lead companies. Most significantly, these technological improvements directly address one of the important weaknesses that have been identified in the OLI evaluation, that is, the diffusion of the control that are inherent in the internationalisation decisions of Patagonia. 
[bookmark: _Toc216268496]5.2 Inclusion of cross-cultural mechanisms and cultural intelligence into SOPs
The second vital SOP adjustment is associated with the cultural distance between the US headquarters of Patagonia and the manufacturing partners of Vietnam. The OLI evaluation has presented that even though Vietnam has offered strong location advantages such as regulatory alignment with the certified materials, manufacturing quality and fiscal efficacy, the operational model of Patagonia is further intricated due to the substantial cultural deviations which affects quality, coordination and communication management. It has been determined that the cultural distance is one of the major predictors of performance challenges within the global apparel supply chains, especially when the Western sustainability expectations meet the Southeast Asian hierarchical work cultures.  
[bookmark: _Toc216268497]5.3 Institutionalisation of low-carbon supply chain, sustainability and circularity SOPs
The third major SOP adjustment that is needed to be made is associated with the further deepening of the circularity and sustainability practices amongst the Vietnam-based supply chain operations. The OLI evaluation has presented that the location advantage analysis of Patagonia comprised conventional fiscal considerations as well as the rising alignment of Vietnam with the internal environmental standards as well as the availability of the third-party certifications. Nevertheless, this alignment remains incomplete as it is characterised by infrastructure gaps, emissions-intensive logistics networks as well as the limited penetration of renewable energy options. It has been determined that with respect to the global supply chain, the sustainability-oriented multinational organisations are needed to adopt expanded frameworks of SOPs which would institutionalise environmental governance across all the manufacturing tiers, particularly when the suppliers are located within the merging economies that are experiencing environmental regimes.    
[bookmark: _Toc216268498]6. Conclusion
Expansion of Patagonia into Vietnam has reflected an intricate relationship between ownership strengths, internalisation choices and location advantages and these present the constraints as well as opportunities within the organisation’s internationalisation procedures. Although Vietnam offers favourable cost structures, manufacturing expertise and growing regulatory alignment, the sustainability-driven ownership advantage of Patagonia necessitates transparency and level of control that the outsourced production generally challenges. The cultural distances additionally complicate the aspects of partnership coordination, enforcement of compliance and transfer of knowledge, which underscores the requirements for operational designs. The three SOP adjustments that have been proposed earlier would respond directly to the determined challenges and maintain alignment with the OLI-derived strategic impacts. By strengthening the transparency and labour regulations, the contradiction between the risks associated with outsources supply chains and ethical reputations of Patagonia can be addressed. Moreover, integration of communication protocols and cultural intelligence would create operational cohesion between Vietnamese suppliers and US-based management, thereby decreasing misunderstandings and improving relational trusts. Institutionalisation of circularity and sustainability SOPs would ascertain that the environmental commitments of Patagonia continue to be credible, irrespective of the logistical and infrastructural limitations of the host economy. Through alignment of the internal processes with the strategic realities that have been determined in the OLI evaluation, Patagonia would be able to strengthen its capacity of achieving responsible growth, upholding ethical leadership and maintaining global competitiveness across the international operations. 
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