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Patagonia Inc. has long been an industry leader, supplying outdoor clothing that is both durable and sustainably sourced. However, due to an increased need for corporations to improve their Environmental, Social & Governance, Patagonia is at risk of losing its competitive edge to organisations bringing out their own sustainable product lines. Furthermore, Patagonia’s anti-consumerism stance makes it difficult for them to grow whilst also maintaining their ethical values.
The key findings outline Patagonia’s invaluable experience in the creation of sustainable products, through ethical sourcing and manufacturing, as well as their consistent brand message dating back to their inception in the 1950’s. Opportunities for growth have been found through engagement with younger generations who are more concerned with ethics and sustainability in their favoured brands, although Patagonia’s social media presence and engagement has found to be weak. Therefore, the recommended solutions are a marketing campaign focused on the Gen Z consumer group, through live workshops and ‘make, do and mend’ type videos, as well as a review of Patagonia’s social media usage as a means of attracting this digital savvy generation.  
This report will provide a forward-thinking solution to Patagonia’s issue of growth, whilst also maintaining their sustainable brand image. Furthermore, it provides a means for them to maintain their industry-leading status as a company that will shape a new sustainable-conscious generation, thereby reducing unnecessary consumerism.
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Patagonia Inc. is a global outdoor-clothing retailer based in California, with hundreds of stores across the world. Its founder established the company in 1957 [known previously as Chouinard Equipment] to address a gap in the market regarding a lack of sustainable and hardy climbing gear (Patagonia Inc., 2022[c]). Chouinard set the company aside from the competition, producing hardware that would cause least impact on the environment – at that time, a “way to climb that left the least damage to the rock face” (Hepburn, 2015). Patagonia has since branched out into different product lines, from a range of outdoor activities including hiking, fishing, swimming and surfing.
From a marketing perspective, Patagonia has consistently preached a message of quality and sustainability – the idea that consumers make a one-time purchase on products that are durable and can survive the harsh conditions of the outdoors. Even if a product does become worn or broken, the company encourages repair or recycle over purchase of cheaper, low-quality alternatives (Misseldine, 2022). 
Although their mission seems noble, Patagonia exists in a paradox; a for-profit company that rejects the concepts of capitalism and fashion (Demkes, 2020). Former executive Kristine McDivott stated “some of us in the company have actual distain for this ever-increasing segment of the customer base” in response to the increase in casual consumer purchases over their core ‘extreme outdoors’ customer (Russo, 2010). 
Conducting an audit of the external factors found that Patagonia is going to struggle to grow as a company, whilst also maintaining their message of sustainability. It appears that their opposition to consumerism means that growth is not at the forefront of their agenda and yet, how do they hope to spread their sustainability message to as many as possible (Hepburn, 2015)? It was also found that Patagonia have a loyal customer base (Business Strategy Hub, 2020); one suggestion is that they shift their focus towards the emerging Gen Z market, whom Petro (2021) referred to as the “sustainability generation.” As an “emerging consumer segment” (Thangavel, et al., 2019) more research needs to be undertaken to understand the shopping behaviours of this generation, which has been found to be largely influenced by social media platforms or “opinions of trusted bloggers” (Accenture, 2017). For this reason, Patagonia will also need to review their e-marketing strategy, or risk being left behind by their competitors (Cameron-Kitchen, 2022).
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According to Jobber and Ellis-Chadwick (2020), “marketing drives successful organisations” by “attracting and keeping customers.” More than showcasing products, successful marketers also seek value creation in the form of brand loyalty and customer satisfaction. Psychological factors such as attitudes and values can mean customers may commit toward rebuying from a company that shares their beliefs and indeed, it has been found that “attitudinal loyalty” is positively correlated with higher brand value (Taylor, et al., 2004). 
In order to succeed, organisations should analyse the internal and external factors that may affect them to create a competitive edge. Strategic marketing refers to the methods in which an organisation manages its resources to create these advantages (Jobber & Ellis-Chadwick, 2020). Using the services marketing mix – or the 7 p’s – we can ascertain Patagonia’s current marketing effectiveness before making recommendations for improvement, with consideration of relevant macro environmental factors that will also impact their success (Fahy & Jobber, 2019). These factors will be referenced throughout the findings, but the full findings of the PESTEL, Porter’s Five Forces and Marketing Audit can be found in the appendices.	
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The organisation’s focus on sustainable and quality products sets them aside from their competition (Jobber & Ellis-Chadwick, 2020), however, much of what Patagonia stands for could be considered intangible as its activism may go unnoticed by the casual consumer – the very consumer staff were described as having “disdain” for (Russo, 2010). The Patagonia logo [see figure 1] makes links with nature and their roots from when they started as Chouinard Equipment, supplier of sustainable climbing gear. But how recognisable is their brand? Amongst the Gen Z segment, Patagonia was found to rank highly in what is considered ‘cool’, due to their messages of sustainability and anti-consumerism, but their visibility amongst this generation was very poor (Google, 2016). Furthermore, with more companies focusing on Environmental Social Governance, the threat of new entrants increases – in this case, with the release of quality, sustainable outdoor clothing from their greatest [image: Patagonia Clothing: Made Where? How? Why? - Patagonia]competitors, such as The North Face (The North Face, 2022). 





                                       Fig. 1
Source: (Patagonia Inc., 2015)
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Pricing
Patagonia’s focus on high-quality items and sustainable practices led to a high cost on their products. Previous advertisements emphasised quality and longevity over fashion [using strong-wearing rugby shirts for climbing, 1978] and encouraged individuals not to buy what they don’t need [Don’t Buy This Jacket, 2012] (Labrague, 2017) (Hepburn, 2015). As previously stated, Patagonia is successful in maintaining a consistent message of sustainability that is integrated into its product line, for example, through sustainable sourcing, paying their workers a living wage and producing products as close to home in the US as possible (Misseldine, 2022). As a result, Patagonia’s direct and overhead costs for labour and materials will increase. Implementation of the North American Free Trade Agreement in 1994 also decreased the import duty on textiles from Mexico (Platzer, 2017), however, Patagonia tries to source its labour from American factories that pass their ethics audit, rather than resort to cheaper options that won’t meet their ethical standards (Patagonia Inc., 2015). 
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The success of Patagonia’s advertising campaigns is debated. Whilst “Don’t Buy this Jacket” was effective in communicating their mission values, the actual effectiveness of ‘de-marketing’ ads [ads that seek to reduce consumption to protect the environment] has been argued to be less effective than green advertising, which encourage consumers to improve their habits (Reich & Armstrong-Soule, 2016). Arguably, Patagonia would find better success in pushing campaigns such as “repair, outgrow, hand it down.” Furthermore, video blogger Tim Cameron-Kitchen analysed the success of Patagonia’s social media accounts and found their presence to be note-worthy, but engagement in terms of likes, shares, re-tweets etc. was poor (Cameron-Kitchen, 2022). It is engagement that informs social media algorithms i.e., what people see, and so Patagonia is missing out on consumer segments who may be interested in their message through poor use of their social media (O'Brien, 2022). Cameron-Kitchen also noted that their Instagram and TikTok failed to showcase any benefits related to their products. He did note that this was consistent with their anti-consumerism message, although questioned whether low visibility of their products was the correct approach to maintaining this message (Cameron-Kitchen, 2022). 
Patagonia reduced the number of their suppliers from 108 to 45, so that they could better monitor working standards following the human trafficking scandal (Patagonia Inc., 2012). They don’t own any factories, instead working with manufacturers that meet their ethical standards, preferably within the US – this was recently brought into question by the ECCHR although this investigation is ongoing (ECCHR, 2021). 
The company operates in around 70 stores and out of trusted retailers worldwide. To reduce emissions, they are increasing the use of ‘drop-shipping’, which moves products directly from manufacturer to distribution (Patagonia Inc., 2018a) – this implies that Patagonia holds little in physical stock and doesn’t rely on air-shipping. Again, in line with their sustainability branding, but this could be a potential risk if their competitors were to achieve greater economies of scale i.e., bulk-buying more materials at a cheaper price, particularly for expensive materials such as GORE-TEX (Jobber & Ellis-Chadwick, 2020). 
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A company’s staff can influence perceptions of product quality; therefore, organisations must seek to train and motivate staff to provide a quality service in line with their brand. Research has found that two-thirds of dissatisfied customers stopped buying into a brand due to indifferent or unhelpful staff (Heskett & Schlesinger, 1991). Patagonia are known to treat their staff well and encourage existing staff to refer their own family and friends to recruitment, also preferring to hire internally where possible (Watson, 2019). They emphasise the importance of potential recruits aligning with their mission statement (Patagonia Inc., Unknown[c]). They have, however, been the subject of recent controversy, as the ECCHR investigate their alleged complacency in the poor working conditions of one of their Chinese suppliers (ECCHR, 2021).
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When purchasing a product, customers may peruse in-store or may visit the company website. During his social media analysis, Cameron-Kitchen noted that Patagonia’s website brings more attention to its ethical and sustainable initiatives than its products. Again, in-line with its branding but may be considered difficult to navigate for potential customers. He likened it to a Charity webpage that wasn’t asking for donations (Cameron-Kitchen, 2022). However, this bold strategy may be exactly what attracts their core customer base. Furthermore, Patagonia Action Works is a website that allows individuals to find local events and initiatives concerned with sustainability, effectively bringing opportunities for activism to interested parties (Patagonia Action Works, Unknown).
Aside from their commitment to drop-shipping, other processes of note are the “Worn Wear Recycling” strategy whereby consumers are encouraged to send in worn garments for repair or reuse, rather than buying new. Second-hand garments are labelled as such and protected under Patagonia’s “Ironclad Guarantee” of quality and if garments are considered “non-functional” then the company will recycle them (Patagonia Inc., 2018b). This is one of many strategies in which Patagonia hopes to meet its carbon net zero target, in line with UN guidelines (Bustamante, 2022) (United Nations, 2022).
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When Chouinard Equipment was first established, the namesake and owner of the company justified his reasoning to supply himself and his group – affectionately known as ‘dirtbags’ – with climbing equipment that would limit the damage to the rock face (Labrague, 2017). Chouinard asked people to consider their actions; “remember the rock, the other climber – climb clean” (Frost & Chouinard, 2022). They have maintained their message of the conscientious individual, ‘outdoorsy’ type and consumer concerned with sustainability issues, albeit in a more commercial way as they have inevitably grown. Patagonia segments its market psychographically, choosing to target consumers based upon their values and lifestyle. To a degree, they also segment based upon benefits sought through buying their sustainable and high-quality products (Fahy & Jobber, 2019). 
Patagonia have attempted to target these segments by creating campaigns to entice the conscientious individual and the outdoorsy type – these could be considered separate segments based upon the following advertisements; one a more homely advert about a family committed to repair and hand-me-downs (Patagonia Inc., 2018[c]) and the other targeted at the outdoor sportsman, showcasing the product through field testing (Patagonia Inc., 2018[d]). Interestingly, some of the most popular videos on their YouTube are actually documentaries concerned with issues of sustainability and nothing to do with their products. As mentioned previously, their targeting on social media leaves something to be desired, as they preach their message but negate to mention any product benefits or link to their sustainable products (Cameron-Kitchen, 2022). 
Through use of a perceptual map [figure 2], we can see where Patagonia positions itself in relation to some of its competitors. Patagonia try to distance themselves from the ‘fashion’ label (Hepburn, 2015), however, according to a recent survey, 61% of their customers consider themselves “well-dressed” and 41% “keep up to date with current fashion trends” (Hiebert, 2017). Correspondent writer Emy Demkes argues that ironically, the more Patagonia rejects consumerism, the more fashionable they become (Demkes, 2020). For this reason, the author has positioned them as between functional 
[image: ]and fashionable on the perceptual map – 	 	Low Cost
High Cost
Fashionable
Functional


The pricing position on the map is based upon the price of a basic men’s insulated jacket, as shown in the table below – 
	Label
	Price

	Land’s End
	£72

	Columbia
	£55 - 110

	The North Face
	£156 - 169

	Patagonia
	£244 

	Canada Goose
	£750



The fashionable vs. functional factor is based on the author’s perceptions from research conducted so far and the brands’ positioning within news and online media. Canada Goose may be functional, but is largely perceived as a status symbol, due to their incredibly high prices (Nittle, 2019). Columbia and Land’s End are positioned as generally fashionable and functional, low-budget purchases for the outdoors, but neither have had note-worthy attention in the fashion world of late. The North Face’s signature jacket originating from the 90’s continues to be a popular choice and reported in mainstream media (Cochrane, 2021) (Maoul, 2022). Patagonia is increasingly seen as fashionable but suffers from low visibility in terms of its product line (Google, 2016). 
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Patagonia is incredibly consistent in its current marketing strategy, going as far back as its inception in the 50’s. Although currently the subject of speculation regarding poor working conditions in Xinjiang, previous incidences have shown that the company not only owns up to its failures but puts strategies in place to eliminate re-occurrence (Patagonia Inc., 2012). Their consistent branding is rewarded with loyal consumers also concerned with sustainability and ethical issues and this is reflected in their success as a multi-million-dollar company (Au-Yeung, 2020). Where the company falls short is missed opportunity to market to consumer segments via their social media. This doesn’t have to mean that Patagonia digresses from its anti-consumerism message – they could use it as a means of strengthening this aspect of their image, whilst also engaging with the sustainability-discerning consumer.
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Ironically, Patagonia and its founders have slowly shed their image of ‘dirtbags’ wearing functional and unfashionable clothing, to become an industry-leading outdoors fashion brand – whether they like it or not! Critics would comment on their ugly clothing, made from lawn furniture canvas and heavy corduroy and they were perceived as a company “uniquely appreciated by only a small group of individuals” (Hepburn, 2015), yet now they are praised for their consistent and industry-leading message, back when sustainability was not a key focus of organisations (Morin, 2020). The author argues that being perceived as fashionable for a good cause should not be negative and continuing to distance from this label serves no purpose given the size and scale of the company. Instead, this image should be used to help shape a new sustainability-conscious generation. With this in mind, the recommendations are as follows – 
· Improve engagement with and awareness of younger consumer needs
· Increase social media presence and engagement
· Continue a sustainable marketing approach
· Consider non-green consumers as well as green consumers
The first two are the most important in terms of informing the new marketing strategy and so these will be the focus, explained through implementation of the SOSTAC model [figure 3] (Smith, 2022).Fig 3. Created using SmartArt
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According to Smith (2022), this initial stage requires a lot of research and preparation and should at least consider your: customers, competitors, partners (and intermediaries), competencies (i.e., strengths and weaknesses), company performance and market trends. Further market research would need to be undertaken before implementing our new strategies, but a summary of current findings is as follows – 
	Customers
	Loyal customer base, concerned with sustainability issues. Recommended younger Gen Z demographic considered ‘sustainability generation’ and au fait with e-commerce. The global outdoor clothing market values at approximately $12.7 billion, forecasted “to reach a value of $19.6 by 2026” (Statista, 2022)


	Competitors
	Referring to Figure 2, Patagonia’s main competitors are The North Face, Canada Goose, Columbia Sportswear and Land’s End. Patagonia has competitive advantage in its product quality and sustainable sourcing, although competitors are starting to bring their own alternatives into their product lines and adopt many strategies that Patagonia itself has adopted such as collaboration with bluesign® technologies (Patagonia Inc., 2022[d]) (Canada Goose, 2022). The North Face is a strong competitor, having passed $1 billion last quarter (Loeb, 2022).


	Partners
	Founding member of the Fair Labour Association (Fair Labor Association, 2022), collaboration with bluesign® technologies, Fair Trade USA help to monitor working standards at factories Patagonia use for manufacturing and provide Fair Trade Certified™ label in clothing (Fair Trade Certified, 2013)


	Competencies
	Strong customer loyalty and sustainable practices normalised after 50+ years of experience. Likely to meet net carbon zero before 2050 if projections are correct (Bustamante, 2022). Have a presence on social media and large following, allow engagement is poor and posts have nothing to do with product benefits – described more as a ‘vibe’ than a marketing approach (Cameron-Kitchen, 2022). However, strong links with grassroots charities and activism communities which could improve engagement with target consumer groups (Patagonia Action Works, Unknown)


	Performance
	Privately owned, so don’t need to answer to shareholders. Annual report is vague and doesn’t comment on revenue specifically, although estimated to be $800 million as of 2019 (Au-Yeung, 2020)


	Market trends
	Corporate social responsibility and Environmental, Social & Governance continue to be hot trends that more and more companies align with, although this has been prevalent within Patagonia since inception (Henisz, et al., 2019). Increase in use of digital marketing has created a two-way communication process between brands and consumers – organisations should seek to understand needs of ‘digital natives’ [born when technology was prevalent] and ‘digital immigrants’ [born or brought up prior to digital revolution] (Fahy & Jobber, 2019). Patagonia’s use of digital marketing is arguably poor.
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To align with Patagonia’s business goals, it’s appropriate for the author to clarify that this doesn’t simply mean marketing products to Gen Z consumers. To instil greener practices in this consumer group it’s worth looking at how this can be achieved through live events and social media. A consistently popular trend on YouTube, Instagram and TikTok are ‘life hack’ videos that help viewers solve everyday issues effectively, but more importantly, cheaply. Gen Z are the first true ‘digital natives’ and rely much more on photos and media to find information (Mabuni, 2017). Patagonia’s marketing team could create life hack videos teaching younger people how to repair or recycle clothing, rather than throw them away, for example. They could also look to organise workshops for younger people to attend to learn these practical skills, much like Worn Wear Wagon Tour in 2015 (Simpson, 2015). The materials and delivery of these sessions could be covered by a small fee, but the purpose is to convey the message of repair, reuse, recycle in consumers early. As stated previously, green marketing campaigns are much more successful when they support people to improve their consuming habits, rather than deter them altogether such as with green ‘de-marketing’ ads (Reich & Armstrong-Soule, 2016).
The proposed objectives of this marketing strategy are – 
· Conduct thorough market research into positioning and brand perceptions of Patagonia amongst Gen Z consumer group within first two months of project start
· Then, within the next year, engage with and sponsor trustworthy bloggers that share Patagonia’s ethical and sustainable values to take part in the Instagram and TikTok campaigns
· Also, within the next year, organise and market practical workshop sessions across the US aimed at young consumers to instil values of wear, repair, reuse and recycle
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Feedback could be sought following the live workshops through a short evaluation completed at the end. This should remain anonymous and be completed independently of the facilitator running the workshop to prevent interviewer bias (Fahy & Jobber, 2019). As more social media content goes out, engagement through likes, shares and comments would be easy to collate as a measurement of success. The marketing team will require some training in the use of media analytical tools and social media metrics, such as input and response metrics, to gauge whether this new emphasis on social media has indeed been successful (Fahy & Jobber, 2019).
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[bookmark: _Toc107328909]Appendix 1 – PESTEL Analysis

	PESTEL Analysis – Patagonia, Inc.             Weighted based on impact    1 – low	10 - high

	
	Factor
	Weight

	Political
	Aftermath of COVID-19: ‘drastic decline’ in global trade of most economies until December 2020, meaning companies will need to recover (Vidya & Prabheesh, 2020).

Post-Brexit: UK has left EU single market and customs union as of January 2021 and pursues trading negotiations with US. In 2020, US Foreign direct investment stock in the UK was $890 billion and in 2021 exports to UK reached $61 billion, an increase from 2020 (Congressional Research Service, 2022). Biden administration aims to strengthen relationship between US and UK, including enablement of “open and fair trade” (Prime Minister's Office, 10 Downing Street, 2021).

More emphasis on organisations to be accountable for their practices. In the clothing industry, many companies have a history of exploited labour, including Patagonia (White, 2015). Findings were followed by a remediation policy in 2012 that set out a process of investigation, corrective action and monitoring (Patagonia Inc., 2015). 

Patagonia is an accredited member of the Fair Labor Association. As of April 2022, they were identified in FLA’s “Fair Compensation Strategy” report (Fair Labor Association, 2022). 

Since the implementation of the ‘North American Free Trade Agreement’ in 1994, production of textiles in the US has fallen considerably due to cheaper options of importing goods from countries such as Mexico (Platzer, 2017), meaning Patagonia will struggle to source from ‘ethical’ factories (Patagonia Inc., 2015).

Many individuals in the US claimed financial support through unemployment insurance during COVID pandemic (Institute for Government, 2021)
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4





10



10



10


1

	Economic
	Value of the global fashion industry is approximately 2% of world GDP i.e., $3,000 billion (Fashion United, 2021). Global outdoor clothing market value at approximately $12.7 billion, forecasted “to reach a value of $19.6 by 2026” (Statista, 2022).

Cost of living crisis has seen a ‘fall in ‘real’ disposable income, meaning less money spent on luxury goods (Institute for Government, 2022). Similarly in US, inflation of 7% has led to increase in consumer prices of approximately leading some to say a ‘cost of living crisis’ is present on ‘both sides of the Atlantic’ (Wearden, 2022).

Fiscal coronavirus relief in the US of approximately $1844 billion by Biden administration (International Monetary Fund, 2022)
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2



	Social
	As a result of lockdown, it was found ‘many people filled their free time with exercise.’ When restrictions were lifted in the Summer of 2020, increased numbers of people relied on the outdoors for leisure and holidays. Data shows more use of parks and public green spaces and visits to coastal areas. Increased numbers of people stated natural spaces as positively contributing to their well-being since the pandemic (Office for National Statistics, 2021).

“Slow” fashion practices more favourable in a world where ethics and CSR more closely scrutinised. Activities such as the knitting, repair, re-use and repurposing of older garments into new ones have re-emerged as green practices – actively encouraged by Patagonia through ‘Worn Wear Wagon’ campaign (Morin, 2020).
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	Technological
	“With Facebook passing 2.23 billion active monthly users and Twitter having 335 million active monthly members, companies are fighting to gain a dominant presence in the social media space.” (Jobber & Ellis-Chadwick, 2020)

Economic turbulence due to pandemic could mean advertisement expenditure was reduced, however, digital marketing was found to increase in 2021 as more people turned to social media and online sources to keep themselves occupied in lockdown (Perrin, 2021)

Despite this, Patagonia chose to cease online trading until April 2020 due to concern for employee welfare during pandemic (Au-Yeung, 2020)

H₂No is Patagonia’s own waterproof fabric. It undergoes rigorous simulated testing including ‘light rain, then prolonged rain’ and by forcing ‘water through the face of a fabric’ at Patagonia’s lab facilities (Patagonia Inc., Unknown[b]). Its competitor, Goretex, is also extensively used in outdoor clothing, including some of Patagonia’s own items. Although more expensive, it is seen as the best in the industry by many (Readman, 2021).

H₂No is manufactured in house, reducing costs and potentially mitigating risks associated with disruptions to the international supply chain because of COVID-19 (OECD, 2021).

Patagonia clothing manufacturing takes place in factories across 16 countries. They reduced their suppliers from 108 to 45 to be able to monitor working standards more effectively, following trafficking scandal (Patagonia Inc., 2015).
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	Legal
	
Patagonia provides informative articles on its websites, promoting national legislation and policy that are in line with its mission statement (Patagonia Inc., 2009) (Patagonia Inc., Unknown[a]).

The organisation needs to be aware of how to protect its intellectual property and trademark. Terms of service available on their website (Patagonia Inc., 2016). 

Organisations around the world are expected to be carbon neutral by 2050, as per Paris Agreement in the United Nations (United Nations, 2022). Patagonia aims to be carbon neutral by 2025 (Bustamante, 2022).
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	Environmental
	Patagonia carries out many projects across the globe in the hopes of making a positive impact on the environment (Patagonia Inc., 2022[a]). They have imposed a tax on themselves, donating 1% of all profits to environmental projects and charities (Patagonia Inc., 2022[b]). 

It is estimated that the fashion industry is responsible for “3.3 billion tonnes or 10 per-cent of global CO2 emissions and 20 per-cent of global waste streams” (Berg & Granskog, 2020). 

Organisations must commit to net zero by 2050, as per UN Paris Agreement. Organisations must take steps to source renewable energy, investment in sustainable infrastructure and energy-efficient equipment (International Energy Agency, 2021). Based in the States, Patagonia must also account for the federal sustainability plan, specific to the US (Office of the Federal Chief Sustainability Officer, 2021).
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The following is a snapshot of the Porter’s Five Forces from Assignment 1. 
This was conducted by another team member – S. Campion
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Below are the findings following an audit of marketing resources from Assignment 1.
This was conducted by the author and team member S. Campion equally
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45 suppliers across 16
countries (GT Nexus,
2015)

Aim to work with
suppliers in the USA
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Factory size varies from
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(Patagonia, Inc., 2020)
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Lower pricing of
competitors products.
may be more
appropriate in the cost-
ofliving crisis.

High threat of new
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Difficulties improving
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Strategy Hub, 2020)
Lifetime warranty and
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service (Misseldine,
2022)
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Industry is saturated
with outdoor related
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Variety in relation to
price, availability and
quantity (Stat Social,
2019)

Patagonia differs as
they are committed to
being responsible
(Product Mint, no date)
1% of total annual
sales given to defend
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environment

Industry grown since
the pandemic
Company is focused on
quality and not product
(Morin,2020)
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values and quality of
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Physical resources
Own and operate offices in
the US and oversees
70 Patagonia stores
Temperature stability
technology
Mills across Asia and South
America (Patagonia, Inc.,
2022)

Financial Resources

+ Unclear but estimated at
$800 million as of
2019 (AuYeung, 2020)
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2300 employees - 2020
Known to treat employees
well

Paid employees during
pandemic (Yakowicz, 2020)
Hire from within as much as
possible (Watson, 2019)
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20 patents (JUSTIA
Patents, no date)
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(Patagonia, Inc., 2016)
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