COMPANY OVERVIEW
Founded in 1973 by Yvon Chouinard
Headquarters Ventura, CA, US [1]

0. American slow fashion company that
@ focusses on sustainable outdoor clothing [2]
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Focuses primarly on the end use (B2C) but
also in B2B with wholesellers

B-Label certified company [4]
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Profit vs Non-profit

\

Patagonia is

considered to be a
social enterprise, yet
they still have a aim
in having profits. [9]
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Patagonia does not share the financial performance, which makes
difficult to determine the position of the department among one

of the four phases. /
This does not imply that it is INACTIVE.
LEGITIMACY CONSIDERATIONS BECOME OVERLY DEFENSIVE

In 2011, started a campaign Defox My Fashion that aims in identifying the companies in the fashion
industry that are using rivers and oceans for dumping of hazardous chemicals. This issue has terrible consequences for
the ecosystems but also for the communities living close the manufacturing facilities of these companies.

accused Patagonia, among many other apparel companies, that their products contain
perfluorooctanoic acid (PFOA). [16]

Along this route, the barrier of ‘Legitimacy considerations become overly defensive’ can be identified.

Van Tulder argues that legitimacy theories explain that the action of companies are strongly biased towards
defending one’s position. This barrier also known as institutional motives influence the reactive route. In fact,
Patagonia must regain its legitimacy due to the changing environment and the negative externalities and pressures
that are definitively not related to their strategy. [15]

ROUTE B ROUTE C

Patagonia’s management biggest worry in this scandal was the potential loss of trust and reputation to their brand
image. The reason why Patagonia did not stop the manufacturing of products containinng PFOA, is the large
investement of $1.5 million to the start-up that Beyond Surfaces Tecnhologies (BST) which was a strategy to
outsource the problem. Despite arguing that the company is trying to find alternatives to and postponing the issue by
assuring they will aim to be reduce by 90% PFOA by 2022, they have started a program against microfiber pollution in
the oceans. [17] While many other companies have already taken action, Patagonia is reacting to the problem without
actively looking for solutions which makes them one of the last companies to commit to produce PFOA free clothing.
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The Canvas model shows the basic activities of Patagonia around its value proposition
through resources, activities and key partners. [14]

RECOMMENDATIONS

*  Supply Chai ansparency: The advice will be to make a more detailed
~analysis on the supplier to avoid more scandals. (hnumerous scandals have
omote of knowing where and how

Y1 —

collaboraf
route, wh \.a’

* *%,_Radical Product innovation : Patagonis
of doing business, yet their products ha
innovation an this what would be advice t@

active, thus
creating gap.

HALO EFFECT
Forbes states that Patagonia is one of the most admired companies, not only for their finalfCre
benefits but more importantly because of all their engagement towards preserving ecosystems ant
biodiversity, their engagement socially and the transparency they seek continuously within their supg
chain. [18]

Along this route, the barrier “Benchmarking matters when dealing with Halo effect” is identified. [15]
Patagonia is seen by consumers and competitors as a frontrunner, because of the core values they
promote and the innovative way of doing business. More precisely Patagonia has introduced circularity in
their operations through the platform Wear and Worn or the Repair Process where the staff can perform
minor fixes in the company’s items. [19] Additionally they have addressed the issue on consumerism
through the remarkable “Don’t buy this jacket” marketing campaign in 2011 for the Black Friday edition of
the New York Times. The campaign aimed to raised awareness about circularity and responsible
consumption of clothing (SDG12). The Halo effect plays an important role and was translated by a
considerable increase of +30% in the sales after the campaign. [20] This proves that consumers associated
the positive intentions of Patagonia by doing the opposite of what the brand was promoting in the
campaign. On the other side, the scandals mentioned under the rubric of the 2.TRIGGER EVENTS, can lead
to reduce all credibility and affect considerably the brand image and goes against their value of having
transparency in their supply chain. Additionally consumers tend to be more critical with companies during
scandals when they go against their core values. This mainly occurs as Patagonia’s loyal consumers tend
to be more responsible and feel disappointed by these scandals. Here is where the negative aspects of
Halo effect can also impact Patagonia.
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