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Patagonia 
Patagonia is an American clothing firm that sells and markets outdoor clothes and sportswear for surfing, climbing, snowboarding, and trail running. It was founded in 1973 by Yvon Chouinard. The Company has several stores and factories in more than ten countries. Yvon Chouinard started selling climbing gears in 1957 through Chouinard Equipment Company. In 1965, he collaborated with Tom Frost to improve the products and address the growing demand and supply. The Company opened its first store in Santa Clara in 1973 (Great Pacific Iron Works). In 1981, Chouinard Equipment and Patagonia were merged. In 1984, Great Pacific Iron Works was changed to Lost Arrow Corporation. Besides outdoor clothes and the Company sells products like athletic equipment, sleeping bags, backpacks, and camping food. In 2017, the Company announced that merchandise in good condition to be returned in merchandise credits. Notably, the merchandise was repaired, cleaned, and later sold through the worn-wear website. The Company strives to minimize its harm to the environment and encourages its consumers to do the same.
The Company promotes casual and outdoor clothing that is both stylish and functional. Although Patagonia is concerned with image and style, they distance themselves from any association of fashion designs. Some of the current identities the Company is trying to promote warm jackets, casual insulated jackets, down sweater jackets, Houdini jackets, and Topley jackets. Additionally, sell and promote other products like women's micro puff hoody, Terrebonne joggers, and Refugio backpack bags. All these products are designed for individuals who desire to participate in climbing snow, mountain biking, and trail running. 
The Company promotes these products using several methods. For example, the company logo appears to be like a rock ridge or mountain surface with series of inspired colors for casual viewers to communicate a lot beyond what Patagonia sells. The image of the mountain in the Company's logo demonstrates that it sells camping and outdoor clothing. Additionally, the Company uses specific colors in the logo. The sunset image makes the viewers think about long days outside, remote and strange places. According to Rue (2019), colors trigger different behaviors and emotions towards people. For instance, green usually stimulates appetite, blue is soothing, and yellow makes people happy. Therefore, while choosing colors in marketing materials, it is important to consider what kind of connotations you are developing to develop your brand.  
The company website has several navigational options. However, the easiest and most significant is to understand how to select options for men's and women's clothing. The website has clear imagery that lands pages of individuals wearing clothes ready to go for adventures. This shows the buyer that if they click one of the buttons, they are likely to be taken directly to outdoor clothing for both genders (Rue, 2019). The Company also uses unique advertising campaigns to promote its products. For example, "Don't Buy This Jacket," that the Company used to promote their jackets by telling consumers how carbon dioxide and water were used to design their jackets (Eich, 2021). The message encouraged people to consider the impacts of consumerism on the environment while purchasing jackets. The Company also applies nontraditional methods to market its products. They include pop-up events and the "Worn Wear" campaign (Drawbridge, 2018). For example, in this campaign, the Company include the mobile tour and short films. The short film tells stories of their loyal customers, including cyclists, long-distance hikers, surfers, organic farmers, climbers, wildlife photographers, and backcountry skiers. Besides encouraging consumers to purchase their products, the films reveal the significance of buying long-lasting clothes for a lifetime.
The Company successfully presents its desired identity and products by applying a wide range of methods. In their advertisement, the Company does not only urge consumers to buy their products but also promotes the preservation of the environment.  I believe that environmentalism is part of the Company's brand identity. For example, the Company's mission is to develop the best products, causing no unnecessary harm, and use its business practices to implement and inspire solutions in the current environmental crisis. Additionally, the Company has implemented several initiatives like Worn Wear that accentuate the ability to repair clothes as they focus on their durability. I believe the company website offers a comprehensive history of the earlier development, starting with the founder's passion for climbing. For example, the website explains Chouinard's journey from working in a falconry club to creating his own Company.
 I also believe some of the Company advertisements do not go in line with their desired identity. For example, the campaign on "The President Stole Your Land" was not meant to boost their sales. The primary purpose of this campaign was to discuss and explain the significance of land and warn viewers on land endangerment (Drawbridge, 2018). Another controversial advertisement was that on "Don't Buy This Jacket." The primary motive of business adverts is to encourage consumers to buy products.  At that time, most of the stores were busy slashing their pricing and promoting consumerism, while Patagonia was appealing to their customers not to purchase their products. I believe this advertisement did not represent their desired identity to promote their products.
The Company looks for employees who have a passion for environmental activism. They look for individuals who understand composting and recycling and preferably those who have worked in companies that protect the environment. The primary goal is to develop a Company of individuals working towards shared values. Additionally, the Company looks for people who love spending a lot of time in the wild or mountains since most of their products are outdoor services. The Company does not necessarily hire employees through job affairs or wall street journal websites, but they prefer informal networks through colleagues, friends, and business associates. The Company does not hire people to do the job, but they want the best person for the job. Therefore, the Company does not look for stars who seek special treatment but people who can adapt their culture and promote brand identity (Mautz, 2019). Patagonia looks for individuals who fit into their company culture and adhere to the mission statement. Moreover, the Company value diversity in all kinds and hire people who are willing to preserve the environment. 
The Company looks for people who are interested in helping others since environmental activism is part of its business model. They look for individuals who can align with the Company's mission and bring new ideas to the organization based on their previous careers. Patagonia employs activist employees who encourage peaceful environment protests. The Company usually looks for the bottom section where candidates highlight their activities, interests, hobbies, and passions (Lebowitz, 2019). They look for individuals who are likely to add value to company culture by embracing their outdoor activities.
The Company employees feel that the Company offers a positive workplace with a strong sense of organizational culture. Wages and benefits are top-notch, and employees are satisfied knowing that they are working for an environmentally mindful employer. According to Mautz (2019), the Company has a four percent employee turnover. This means that employees are satisfied with the treatment and services provided by the Company. Some of the notable practices include promoting women's leadership, hosting childcare rights services, and business trips that motivate their employees to be associated with the Company brand (Mautz, 2019). Authenticity is one of the core values employees feel about the Company. The firm wants employees to bring their whole self into their work. The Company promotes talents for green groups. For example, after working for one year, employees are allowed to apply for a two-month internship in which they are paid. Therefore, employees feel connected to the Company's goals and mission due to their high calling. 
The Company also boosts employee morale by encouraging celebrations (Heinemann, 2011). During these celebrations, instead of an employee selling merchandise, they purchase paddleboards and bocce balls to celebrate company traditions. The employees are also provided with several benefits like two months' leave which is paid to promote employee engagement. According to Bruce Livingstone, who currently works there, the Company is flexible and supports its employees (Henneman, 2011). Patagonia promotes employees to balance their work, family issues, and leisure activities while maintaining a high casual atmosphere. The Company wishes their employees to have similar personalities and attitudes while at their homes or around friends and family.
[bookmark: _GoBack]Patagonia is a company that is associated with diversity. One of the things that this Company does to promote diversity is by training employees on the issues regarding tolerance. Training is a way that this Company embraces to train all employees on aspects like implicit bias. This training enables employees to acknowledge differences in the workplace in terms of gender, race, and religion, among other variables (Patagonia, 2021). Therefore, diversity training has enabled this Company to instill a sense of inclusivity in the workplace. Patagonia also has a diverse workforce. This diversity can be ascertained through aspects such as gender and racial aspects. For instance, the workforce is comprised of both males and females; thus, all genders are included (Patagonia, 2021). One of the issues that the Company has accepted to improve on is the change in the hiring process. It is clear that most employees in this Company are whites. The Company has considered hiring employees from other minority groups to balance the equation (Patagonia, 2021). The Company handles workplace discrimination and instances of sexual harassment seriously. It takes all of these complaints seriously, ensures that a proper pre-investigation is done, informs both parties regarding the complaints, starts an actual investigation, comes to a conclusion, communicates results, and takes necessary measures. Also, the Company does a follow-up on the matter. In my opinion, the Company's diversity policies are effective. For instance, diversity training equips employees with skills that enable them to embrace other employees regardless of the prevailing differences.  
Summing up, Patagonia is an American-based company that deals with outdoor clothes and sportswear for surfing, climbing, snowboarding, and trail running. Some of the current identities the Company is trying to promote include warm jackets, casual insulated jackets, down sweater jackets. The image of the mountain in the Company's logo demonstrates that it sells camping and outdoor clothing. The company website has several navigational options but, the easiest and significant is to understand how to select options for men's and women's clothing. I believe the company website offers a comprehensive history of the earlier development, starting with the founder's passion for climbing by describing their starting journey. They look for individuals who are likely to add value to company culture by embracing their outdoor activities. Authenticity is one of the core values employees feel about the Company. 
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