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Abstract

This case study investigates Patagonia, Inc. as a model of sustainable business practice,
showing how the outdoor apparel company aligns environmental responsibility with

profitability through its mission “We’re in business to save our home planet” and three
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strategic innovations that transform sustainability into competitive advantage. First,
structural reduction of environmental impact through supply chain innovation; second,
resource efficiency through the circular business model; and third, social value creation
through stakeholder and community-based value co-creation, and the groundbreaking
2022 ownership transfer ($3 billion valuation) that dedicates all profits to environmental
trusts. Empirical analysis reveals these strategies enable Patagonia to prove that being
ethical, transparent, and sustainable need not come at the expense of profit, validating the
“Patagonia Paradox” where environmental commitment drives competitive advantage.
Additionally, Patagonia’s sustainable marketing approach authentically communicates
environmental values through transparent messaging, anti-consumption campaigns like
“Don’t Buy This Jacket,” and storytelling that educates consumers about environmental
issues rather than merely promoting products. The study contributes to sustainable
business theory by demonstrating ecological responsibility’s viability in the fashion
industry, illustrating sustainable marketing’s role in building brand loyalty, and showing
how purpose-driven businesses can achieve market differentiation. Findings offer
actionable insights for businesses seeking to reconcile environmental responsibility with

business success in today’s increasingly eco-conscious marketplace.
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(lifetime customer value) D[ % 4725 L CTWw 5%, Circular Economy Insights
W2EpE, RNy T=THOEFEDI0%H [Worn Wear] 717 7 AIZHLTH
D, XDFEERTRABERBOAEICHI L TWEZEMRFEWY IR T
%% X512, CSRTrends Review (24X % &, 35%DRI%KIE, BEICHBL T
%77 Y FaHFy 2N <, FRBE RN O Y #A L BE T A VIV T 4
EOMIZHRWEE D ERDH LI EZRLTVDEY,

INEDOGHHERIE, Porter & Kramer (2011) o A7 fillifii &l 7% # 55 %> Hart & Milstein
(2003) DFEFEAREZRAMME 7 L — 2T — 7 LG TH Y, BREHME & %55l il o [7] R Al
WS CTH LI L ZRL TV 5,

6.2 HEIMT77O0—FDERE
Xy T TAOIAN T 7 u—F 1k, P BEE L AliER R O E LB R & R %
REDOT Ty M7+ — LB TEIEDBWLNIT R 7, HE, NGO, 771 ¥ —,
BN Vo SR AT — 7 RNV — L O, UTOMEEZL 5L TV :
1. EFERBROBE | IR ENOHEBLMY AL, AT —2 KV — L OFHM
BREEICH G LT b, FRICEBE NGO L o RN 2@, [0 -7+
Uy AL, BEEaIy b A Y FOFBEEN EICEBRL TVv b,
2. BENBERRERNOEL  SMLBENEORIIE, EREAT—7FNV Y
— DR E BRDOERHIPATTRKTH B, Ny T=THORANNYT7 Tu—F1%, 2
I L7t B e 2 RO R EFio T b,
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3. A/ N=2a>OMR : FHERY T T4 Y- Lol RS/ X—=Yar0
HEEERELZBOLMEN DD, 74—V FF A5 —L LTOBESMIE, #

ain B ) b & BREPERE O T ICHBK L TV 5,
BT D55 M H &, Prahalad & Ramaswamy (2004) O ffifisi Fe &8I H 56 128 72 e Ak %
MAZBSDTHY, FIHHTREEOCIRICBIT 2 A 7o ZOEEREZ/RLTWb,

6.3 FTEIEBELEDN—NIDEE
Ny T =T AEOFT ARG ERE, RSEOTERAY H Y & BIEHEE B 2 IRAR 2 v
ERELTW5, TOWRER, FMRREE EFICHOME T, UToR%Eb7:567 !

1. BEEAXTRORFREARBETIVORREM | HREMMERALEZHE—DOHWE T S
MEROMZEBUI T Sk & LT, B8 - bR B2 B ERICES T 2 8 72 Z 4i
FEETNVOWREEZRL TV 5,

2. REBIERREBIEA 1 E8ICAA SN EENORE D SOz wReIic L, it
Rl 2 7 RIABLE T ORI - AR FEAN DY A 2 il EER I RGES 2 Af
AELTHELTWS,

3. N=NZEXEREBOHIENER : 5 I = 7H OFA M & O fE#x, Mayer
(2021) HMRMET B [22/8—/8 2 (corporate purpose) ] DFEEFIE L THIE
Do, RERBOD Y HICHT Sk H o AR L TWwb, RED
HAEER ON—SR) YR LHER AT VTR, Bl - HIEMICHEE
TR2HEPNT 7a—F & LT E 5,

i iy

ARBFZEDHRERIE, 735 T=THOFB 28 T, O] REEkmg & i kA i
Tt 2P EMEN RIS 5 2 WOk o7z BREERAZ ARBEO P
WRIZET AR - BTV, H 2 RWEEORTZEA, REORMABFEMMEIC
HALTWSEZ EDNBH SN o7 (Porter & Kramer, 2011; Hart & Milstein, 2003) . 4§
WCHEHTREME LT, Worn Wear 710 777 A1) 4 7 )V FM OHRBEIYIE I, B
TATHA 7 VEROEHFHT 70 —F & LTEHETE, ZTh b0 MlAD % & offi
fE3LA]l (Prahalad & Ramaswamy, 2004) %29 2808 %250 2 L MR S L7z ARBFSE
B CTHLRIC 5722 LIEDTOMY TH 5 ¢

1. RFIREMEEREDNT + — v P AOHEX HZZ L 8y T = 7HITBRIER
ENOFREEMET, 772 FEHILE T YV T A BEREZEBIL, TLIT A
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ik % E 2 W EEIC LT 5B (Eccles et al,, 2014) o Z FLIZASZE O F5458 0] Be MEE B)
AREFEN) & — v 2 EANT AN AL ER LTV b,

2. YIWFRT=7RIVE—ICKBHBNMERS - ¥y T=THOBE, T4
¥ —, NPO 7% &L O BRI, #H5 - BREEFIEIC 3 2 10 i i 2 e g
SEREN) & B8, EOAMMER]EFPH % I K LT % (Tate & Bals, 2018)

3. BEID - YXTLANDBERHRE : 87 T=7HOSHMG LAY FAE, R
REMEOERF LG & BIF, €VAR - EFVINEILEZRAET 28T v ~ 7
F— L&A L TWA (Nidumolu et al., 2009) .

4. ANF 2 ABEOBBE : 20228 HAGRETE L, REBAREROWHM A 2
ZCESREE REHMOPBIIE R 7 [/S— XA FER A NS 2R - ET)V ]
ZHESL L, EARRR O AR B IR ORI /N T 5 4 L %2 R#ES 2 Y]
W76 & 7% 5 72 (Mayer, 2021)o & @ E 7 )V Cl&, JE& F 1K [Holdfast
Collective| &1E3t [Patagonia Purpose Trust] 2"k Z AT S 2 & T, %
Fl 225 A BY Y | BB PG B 1T S M A AL S Tw 5,

PR 2B B, AR IR T Re ks A3 A SEMAE A 12 G- 2 2 B B3 % STk
(Eccles et al., 2014; Hart & Milstein, 2003) ZERS 5 & & 12, LAIPLEG (Ramaswamy
& Ozcan, 2018) D RFEEEICHBT 2 BARMEH 2R L7z, 72, BREHNME I A X -
ETFNVOMEERERET O AHT LB EZROL LT, FATTE) T AEED
PRI 72 R MR TV 5o

FEHW LB, S, REREMRMEYE, BRNY T 74 F = — Uik, A7—7FN
¥ — L OMBYBRIER, €L T/8— XA EERME L2 F L0 0FEAMN L7 7 —
FERERL TV 5,

DR L LT, H—r—2Z - 2% 74 O—BALTREMEIZ D W T EE 2 s L%
Thh, SHRIIEECEM - WIRCBT 2B 28 U CEALT 2L 8¥ D5, £z, 4
BNy T=ZTHANOEEA Y a2 —%E/MTHI LT, IDRERVILELEL L5
DETH B, EHIZ, NI T=THIRRHARETH 2720, —HOMET—7~O7
7 AN S N7z723, Fefe ] e tE g O W B R & RO 3 2 LD Y, %
T — 5 THBMREBEEIRDHN S,

TROMFERE L LT, (DREENME D AR - 7V O REMBEHRENE, (24885
BT &AM E LRI DA BAE X 5 = X A OFEMHT, BRI E - 727N F v ATRRE O
KPEETH S,

DLEZBT AT, YRR E E YRR - TFVOMEI X > TREEWEIT L FEOH
WM REE A M. S LT EDRHONE oz N T THOHHL, IR RDOERE
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