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Company Overview

Patagonia Overview

Introduction to Patagonia and its Founder

Rock climber and outdoor enthusiast Yvon Chouinard started his love for the
outdoors when he became a member of the Southern California Falconry Clubin 1953 at
the age of 14. Chouinard'’s first venture into entrepreneurship was selling handmade
chrome-molybdenum steel pitons in the back of his car while traveling the coast to surf
(Patagonia, n.d.) and enjoying other outdoor opportunities. In 1965, he partnered with
Tom Frost to establish Chouinard Equipment, aiming to improve various climbing tool
designs for greater user-friendliness. Unfortunately, by 1970, the partners decided to step
back due to the gear damaging the environment, which went against their values (Our
Company History - Patagonia, n.d.). As a result, an alternative (aluminum chocks) was
introduced and became popular. Later in the year, they started selling outdoor apparel and
other items to support the climbing tool business. In 1973, Chouinard Equipment was
renamed Patagonia, and its first store opened in Ventura, California (Highsnobiety, n.d.).
Currently, environmental responsibility is vital to this business, as it utilizes products
certified to the Responsible Down Standard and other recycled materials (Material

Traceability - Patagonia, n.d.), thereby staying true to its sustainable mission.



Core Values, Mission, and Culture

Patagonia’s Core Values

Patagonia’s core values are quality, integrity, environmentalism, justice, and not
being bound by convention (Our Core Values—Patagonia, n.d.). These values align with the
company's two essential causes: protecting the planet and creating equity for
marginalized communities. They achieve this by utilizing recyclable materials, ensuring
their actions align with their words, and continually developing new processes to drive

success (Our Core Values—Patagonia, n.d.).

Patagonia’s Mission to Save the Planet

“We're in the business to save our home planet” (Chouinard, 2022) is the mission
statement that Patagonia’s founders, leadership, and employees live by in their personal
and professional lives. They are committed to using environmentally friendly materials
and donating 1% of their sales yearly (Chouinard, 2022), while addressing the
environmental crisis through education and volunteerism, and aligning their core values
with their mission to save the planet. Additionally, Patagonia celebrates grassroots
activism worldwide by launching the Patagonia Action Works program, which connects
volunteers with like-minded organizations in their local community. The program helps
users find events in their area, petitions, volunteer opportunities, and donate money to

local causes (Patagonia, 2024).



Patagonia’s ‘Business Unusual’ Culture

According to Patagonia’s Business Unusual page, the company has created a
culture for people who feel more comfortable working at a base camp or on the beach
than in an office (Business Unusual—Patagonia, n.d., sec. Culture and Careers). They also
offer internship opportunities and allow employees to take up to two months away to
work with an environmental group while still receiving their paycheck and benefits. Lastly,
for those who work in the office, Patagonia offers on-site childcare and a subsidy for

remote workers. They believe in supporting employees where they are in their lives.
Patagonia Leadership

The Leaders of Patagonia

Patagonia’s CEO, Ryan Gellert, executive team, and board of directors include the
founder, Yvon Chouinard, his family members, and others who help to lead the company.
Mr. Gellert became CEO in September 2020 after working as a general manager for
Patagonia’s international division. The leadership team collaborates to ensure the
company aligns with its values, mission, and goals for employees, customers, and the
planet. The successful coordination between the leadership team and the board of
directors keeps the lines of communication open by being transparent with employees
and the public. They believe being transparent with open and honest communication will

help them continue their mission to save the planet and fight injustices.



Applying Systems Theory to Patagonia

Systems theory applies to Patagonia because the company leverages its influence
in the outdoor community to create products that give back to the planet and
communities worldwide. On September 14, 2022, the company announced the transfer of
ownership to Patagonia Purpose Trust and Holdfast Collective, enshrining its purpose and
values to ensure it remains true to its original goal of protecting nature, supporting
communities, and combating the environmental crisis (Patagonia, 2022). Ultimately,
Patagonia aims to ensure that even if not all the money is reinvested back into the
company, it will be distributed as dividends to support environmental protection
(Patagonia, 2022). They will also continue to give one percent of sales to the grassroots
activists. Patagonia relies on product sales to continue supporting its initiatives through
action and communication with internal and external stakeholders (Systems Theory of

Management | Think Insights, n.d.).

Communicating with Communities, Grassroots Activists, and Employees

Patagonia consistently communicates with internal and external stakeholders by
being transparent and honest, sharing both good and bad news. The founder believes that
his employees and customers should not only accept his words, but he would also openly
demonstrate his ideas through both words and actions (Dunkley, 2023). This belief has
continued to define how Patagonia’s founder and leadership have shaped the company. As
of September 14, 2022, Earth is now the sole shareholder, and Patagonia will continue to

communicate these changes to its customers through its website, social media, and email.



Patagonia Leadership Communication Analysis

Introduction to Patagonia’s Leadership

Patagonia, known initially as Chouinard Equipment (est. 1953), is an outdoor
apparel company founded in 1973 by Yvon Chouinard (Our Company History - Patagonia,
n.d.). The company leverages its brand to promote environmental awareness by donating
1% of its sales, emphasizing sustainable practices, and making other commitments to
improve the planet. Patagonia has implemented several leadership and structural changes
over the past few years, yet the company has remained transparent with its internal and

external stakeholders throughout this period (Patagonia, 2022).
Patagonia’s Internal and External Communications

Patagonia’s Bold Communication Strategy

Chouinard and the other Patagonia leaders announced on September 14, 2022,
that the company had a new stakeholder: the Earth (Patagonia, 2022). The announcement
included the new ownership, which will consist of two entities (Patagonia Purpose Trust
and the Holdfast Collective), as well as investment and stock information, and any
leadership changes. Patagonia’s communication of the mentioned changes was
transparent and authentic because, unlike other companies' communications, its

messaging aligned its actions with its words (Geller, 2022).

Patagonia’s internal and external communications strategy has four special
ingredients that are sometimes missing from other companies: Authenticity,

Transparency, Action-Oriented, and Engagement. When Chouinard announced the



ownership change first to their employees in a town hall event and then to the public, he

took the time to write a letter to their community, which he shared with their
shareholders and others. The letter had a personal touch that conveyed Chouinard’s
sincerity while being direct, which can be hard to convey through words. Then, they
dedicated a webpage that elaborated on Patagonia’s changes. Per Geller (2022),
Patagonia’s past and present messaging is “honest and direct, neither claiming to be
perfect nor hiding the harms of its business” (sec. ‘Be honest and transparent, para. 3),

making it more effective when shared with internal and external audiences.
Patagonia’s Communication Impact on Culture

No Meetings at Lunchtime

Patagonia’s culture of communication within the organization encourages
employees to feel open about speaking up and challenging the status quo, allowing

everyone to contribute to the company's operations (Razzetti, n.d.). This allows for a

10

networking situation rather than the ‘chain of communication’ that is the default for many

companies (Razzetti, n.d.). All employees are invited to collaborate, regardless of their

level of experience, including those working closely with the CEOQ.

The company has regular town hall meetings to share news and best practices.

Employees can participate in the town hall, which is not only intended for leadership but

also for employees to communicate their ideas or ask questions (Razzetti, n.d.). Patagonia

also has a rule that prohibits private offices, ensuring meetings are transparent and

honest. Its communications strategy reflects its culture's values by being transparent,
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confronting criticism, and aligning its words with actions (Geller, 2022), creating a safe

environment for employees to have a voice and weigh in on concerns and decisions.
Approach to Ethical Issues

Patagonia Sues the Trump Administration (2017)

Patagonia’s values include protecting the environment, and they do just that. They
joined a coalition of Native American and other grassroots groups (Salfen, 2020) to
challenge the legality of the president's plan to reduce the size of two Utah monuments to
allocate resources. Patagonia has a duty to ensure that the environment is protected not
only for tourists but also for the native tribes that have the right to their ancestral

homelands.

Interpersonal Issues and Organization Growth

Patagonia has created a thriving communication model that has helped the
company grow, while others have modeled their communications culture after it.
Chouinard understands that miscommunication and conflicts can hinder a company's
growth without transparency, honesty, and collaboration, which are integral to its values.
The outcome of communication issues can manifest as a decrease in productivity,
disengagement, lower morale, and difficulty inspiring innovation, which hampers the

company’s culture and growth.
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Leadership Communications Guidelines

Introduction to Leadership Communications Guidelines

The Leadership Communications Guidelines for optimal leadership communications
include recommendations for future use. The recommendations will be based on

reputable sources and examples of Patagonia’s best practices.

Internal & External Stakeholders

Effective communication with internal and external stakeholders is essential for a
company’s success. It strengthens relationships, increases brand recognition, and

produces other positive outcomes (Swift, 2025).

¢ Internal Stakeholders include employees, leadership, and managers of the

organization.

e Effective teamwork through communication assists in aligning projects and
efficient workflow (Team LumApps, 2025).

e Employees and managers should communicate consistently through updates and
reports (Swift, 2025).

e There should always be an open dialogue between company members to support
best business practices (Team LumApps, 2025).

e ltiscrucial that transparency is a value shared from the top to the bottom.
Employees should not feel that managers and other leadership are hiding secrets

about the company's inner workings (Razzetti, n.d.).
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e Patagonia has a‘no private offices’ rule for all employees, including leadership, so there
is transparency and openness among everyone (Razzetti, n.d.). There are also open
town hall meetings where employees are invited to voice their concerns and questions.

e External Stakeholders include customers, investors/partners, and community & media.

e  When communicating with customers, there should be clear communication so
that concerns can be addressed promptly, and helpful information is shared
(Mihindukulasuriya & Creately, 2024). This can assist in building loyalty.

e Itisessential thatinvestors and partners have updated company progress reports,
including financial updates, so there is continued trust and transparency between
the company and external stakeholders (Mihindukulasuriya & Creately, 2024).

e Companies should share clear communications on company activities, community

involvement, and sustainability efforts.

Communication Challenges & Improvements

Various communication challenges can hinder the company’s success and tarnish
its brand. However, where challenges arise, there are ways to improve or even avoid them

by knowing, understanding, and following the guidelines.

First, all communications should follow the three C’s (Clear, Concise, and
Consistent) to prevent ambiguous messaging (Anderson, 2024). This means using
simplified language without jargon, organizing the message so it is easy to read, and, if
applicable, using visual aids to break down complex information. Second, understand the

audience by knowing their preferred communication style and channel, such as email,
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which can leave a paper trail, or a quick, friendly phone call that can make a customer feel
valued. Third, encourage the receiver to ask questions to clarify the message or ask them
to paraphrase it in their own words. Also, be open to their perspective and concerns when
receiving feedback through two-way communication. Lastly, be aware of potential
barriers to communication, such as cultural and language differences, the receiver's
emotional state of mind (Are they having a bad day?), or overwhelming the receiver with

too many details, especially if unnecessary (Anderson, 2024).

The organization’s leadership team plays a crucial role in understanding the
challenges that can arise in communication, as it enables best practices to be followed in
everyday operations. The leadership team can ensure that the recommended
communication practices are successful by modeling them daily, ensuring that
improvements are followed by everyone, providing clear explanations of roles and
expectations when communicating, and soliciting feedback to confirm their effectiveness

(Anderson, 2024).

Social & Cultural Impact

The social and cultural impact can be immense if the communication guidelines are
followed as described. Internally, it can enhance employee engagement, foster
collaboration between teams from other departments, and create a sense of community
by helping employees identify with the organization and feel connected (Team LumApps,
2025). When dealing with external stakeholders, positive communication can enhance the

brand’s reputation, foster trust, cultivate community relationships, and promote social
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sustainability, ultimately helping an organization attract and retain customers while

maintaining strong relationships (Mihindukulasuriya & Creately, 2024).

Ethical Frameworks

Patagonia’s leadership has been successful so far in creating and cultivating a work
environment built around ethical standards that everyone, including leadership within the
company (Razzetti, n.d.). As a communications professional, my research found that
Patagonia has built an ethical framework that could be successful if tailored to any
company’s communication culture. Subordinates want leadership that will encourage
ethical behavior by modeling it consistently throughout the company, both internally and
externally, among all stakeholders. A few ways leadership can share the company’s code of
ethics include town hall meetings, the intranet, email, and other applicable communication
channels (Mandelbaum, 2024). Allowing subordinates to question or share concerns
about the company’s codes of ethics can help leadership ensure that everyone
understands the expectations. However, subordinates are also responsible for adhering to
the company’s ethics. This can be achieved through leadership holding them accountable
when they breach the code of ethics by communicating the proper way to handle the

issue, utilizing training, and engaging in face-to-face meetings (Mandelbaum, 2024).

Lastly, addressing any potential ethical dilemmas that could arise is critical, as
identifying issues through risk analysis and being proactive in evaluating industry-specific

unethical pitfalls (Mandelbaum, 2024) is crucial.
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Systems Theory and Best Practices

The communication guidelines outlined in this paper adhere to the key principles of
systems theory. First, they are based on the leaders' understanding of how all parts of the
company are interconnected and that any actions taken can have a ripple effect.
Therefore, they take the time to ensure that all messaging is transparent, aligned, and
relevant, using appropriate communication channels (Rachmad, 2024). Second, feedback
loops are essential for understanding how the audience receives the communication
(Rachmad, 2024) and for identifying what changes are needed to communicate
successfully. A feedback loop can only be helpful if leaders take the time to evaluate and
make improvements regularly (Rachmad, 2024), if applicable. Lastly, adaptability is crucial
to any communication plan. A static communication plan can exclude specific audiences or
keep the company stuck in the past, so a dynamic communication system can allow them
to adapt to an ever-evolving world while remaining resilient to any changes (Rachmad,

2024).

Leadership Communication Guidelines: Conclusion

A company’s leadership has many roles within the organization to ensure the
company's success and that of its subordinates, but the most important is having and
following a strong communication plan. As a leader, it is their responsibility to enhance
and improve communication among internal and external stakeholders. A leader should
set a positive tone for responsible communication and ethics by modeling the proper

behavior and consistently being transparent through open dialogue and empathy.
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