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an interview with Bloomberg, Patagonia’s director of 
environmental strategy, Jill Dunman said, “If you’re not 
talking about what’s wrong, you’re not telling the whole 
story.” She continued, “If we put it out there, it turns a 
confrontation into a conversation.”

Their methodology is working. In 2016, 550 Patagonia 
employees were surveyed by Great Places to Work; they 
scored 92 percent as a great work environment, and 97 
percent said they feel good about the ways Patagonia 
contributes to the community.10 The company is also 
profitable — very profitable. They’ve seen an exponential 
increase in growth since social responsibility-minded Rose 
Marcario became CFO in 2008 then CEO in 2014.

MAKING SUSTAINABILITY WORK
Paul Hendricks, Patagonia’s brand responsibility metrics 
analyst, told Transworld Business, “The greenest thing 
you can do is to buy quality goods and keep them in use 
for a long time.”8

Hendricks was referring to Patagonia’s products and 
repair programs, but the statement holds true for 
designing, building, decorating and maintaining facilities 
as well. Choosing the appropriate substrate or product for 
a facility can influence the long-term impact on budget, 
aesthetics, productivity and the environment. Although 
most facility managers don’t have the luxury of choosing 
what makes up their facility (typically inheriting the 
plumbing, HVAC system and other components in their 
spaces), they work wonders preserving investments, 
increasing real estate-related cost-savings, reducing 
energy costs, and extending the life of assets by 
maintaining them and keeping them out of landfills.

VENDOR-PARTNER ROLES
It’s a vendor-partner service provider’s responsibility 
to meet the needs of their customer’s CSR mission. A 
vendor can stay true to what their own corporate culture 
demands while still recognizing what’s important to the 
customer and tailoring a client-specific plan to meet those 
needs. Taking an adaptive approach, from language and 
nomenclature to preferred business attire, reflects your 
willingness to work together and achieve results.

The reality is ethics build trust. Companies must choose how 
to provide services and conduct themselves. When vendors 
and suppliers compete for business, it’s an opportunity to 
highlight the value an ethical company brings to the table: 
legally, philanthropically and economically.

When companies look the same on paper, facility 
managers should be diligent and ask questions to find 
out what separates them. You’ll never find a definition 
of ethics or social responsibility in a price. Whether 
decisions are being made by the facility manager or a 
third-party firm, it is important to take a closer look to 
partner with companies that align with your businesses 
ethics, values and culture.

Relationships are driven by expectations. A good service 
provider will always ask what is important to you, then 
offer value and resources. From pricing to performance, 
track record, attention to detail, and compliance to 
the work environment, vendor-partners can help a 
company’s CSR goal by building value specifically around 
what the client needs.

THE FUTURE OF CSR
CSR is becoming more mainstream as forward-thinking 
companies embed sustainability into the core of their 
business operations to create shared value for business 
and society.11 The Reputation Institute, a status-
management consulting firm, annually gauges the way 
people feel about large companies, brands, countries 
and institutions. Its latest survey, based on 240,000 
respondents in 15 countries, sheds light on which 
companies are seen by consumers as the most socially 
responsible — and Managing Partner Fernando Prado 
says that CSR ranking is largely about perception.12

Some companies may find it more difficult to 
communicate their CSR activity than to tout their 
products; building a strong reputation for social 
responsibility can be challenging. However, long-term 
relationships are forged when partners or consumers see 
the world in the same way, and in a competitive market, a 
CSR track record can make all the difference. FMJ
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