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Abstract 

 

This article examines the stakeholder-based approach to strategic management and how these 

stakeholders collaborate with and influence the corporate and non-corporate environment. 

Stakeholder theory emphasizes the accountability of organizations to a broader group of 

stakeholders beyond shareholders, including customers, employees, suppliers, communities, 

and the environment. By considering the concerns and interests of all stakeholders, companies 

can create long-term value and sustainability. The article highlights the importance of the 

relationship between the company and non-consumer stakeholders in achieving objectives that 

concern the company's external environment. It also discusses the role of corporate social 

responsibility and business ethics in integrating non-consumer stakeholders into decision-

making processes. The Olivetti and Patagonia case studies demonstrate the benefits of actively 

engaging non-consumer stakeholders, such as improving reputation, trust and value creation. 

Through the examination of these case studies, the article aims to provide a clear example of 

two companies that, over the years, have created and maintained an excellent relationship with 

non-consumer stakeholders, leading companies to achieve results that go beyond profit, such 

as results that have had a positive environmental and social impact. 

 

Key-words: Stakeholder. Strategy. Ethics. Olivetti. Patagonia. 

 

Riassunto 
 

Questo articolo esamina l'approccio basato sugli stakeholder alla gestione strategica e come 

questi soggetti collaborano e influenzano l’ambiente aziendale e non. La teoria degli 

stakeholder sottolinea la responsabilità delle organizzazioni nei confronti di un gruppo più 

ampio di stakeholder oltre agli azionisti, inclusi clienti, dipendenti, fornitori, comunità e 

ambiente. Considerando le preoccupazioni e gli interessi di tutte le parti interessate, le aziende 

possono creare valore e sostenibilità a lungo termine. L'articolo evidenzia l’importanza del 
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rapporto tra impresa e stakeholder non consumatori nel raggiungimento di obiettivi che 

riguardano l’ambiente esterno all’azienda. Discute, inoltre, il ruolo della responsabilità sociale 

delle imprese e dell'etica aziendale nell'integrazione delle parti interessate non consumatori nei 

processi decisionali. I casi di studio di Olivetti e Patagonia dimostrano i vantaggi del 

coinvolgimento attivo di stakeholder non consumatori, come il miglioramento della 

reputazione, della fiducia e della creazione di valori. Attraverso l'esame di questi casi di studio, 

l'articolo mira a fornire un chiaro esempio di due imprese che, nel corso degli anni, hanno creato 

e mantenuto un'ottima relazione con gli stakeholder non consumatori, portando le imprese al 

raggiungimento di risultati che vanno oltre il profitto, quali risultati che hanno avuto un impatto 

ambientale e sociale positivo. 

 

Parole chiave: Stakeholder. Strategia. Etica. Olivetti. Patagonia. 

 

Resumo 
  

Este artigo examina a abordagem baseada nas partes interessadas para a gestão estratégica e 

como essas partes interessadas colaboram e influenciam o ambiente corporativo e não 

corporativo. A teoria das partes interessadas enfatiza a responsabilidade das organizações para 

um grupo mais amplo de partes interessadas além dos acionistas, incluindo clientes, 

funcionários, fornecedores, comunidades e meio ambiente. Ao considerar as preocupações e 

interesses de todas as partes interessadas, as empresas podem criar valor e sustentabilidade a 

longo prazo. O artigo destaca a importância do relacionamento entre stakeholders empresariais 

e não consumidores no alcance de objetivos que dizem respeito ao ambiente externo da 

empresa. Ele também discute o papel da responsabilidade social corporativa e da ética 

empresarial na integração de partes interessadas não consumidores nos processos de tomada de 

decisão. Os estudos de caso da Olivetti e da Patagonia demonstram os benefícios de envolver 

ativamente as partes interessadas não consumidores, como melhorar a reputação, a confiança e 

a criação de valor. Por meio do exame desses estudos de caso, o artigo visa dar um exemplo 

claro de duas empresas que, ao longo dos anos, criaram e mantiveram um excelente 

relacionamento com stakeholders não consumidores, levando as empresas a alcançar resultados 

que vão além do lucro, como resultados que tiveram um impacto ambiental e social positivo. 

 

Palavras-chave: Stakeholder. Estratégia. Ethics. Olivetti. Patagonia. 
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1 Introduction  

According to the author and management scholar, Edward Freeman (1984), the modern 

company can no longer consider only consumers as the sole point of reference for its success. 

Nowadays, it is important to consider relationships with subjects that differ from the final 

customer, such as non-consumer stakeholders. In this article, we will explore the importance of 

understanding and managing relationships with these stakeholders and how those interactions 

can significantly affect business results. 

As Freeman (1984) states, non-consumer stakeholders are the actors external to an 

organization who have an interest or involvement in its business, but are not directly involved 

as consumers or customers. These stakeholders may include employees, suppliers, local 

communities, non-governmental organizations, shareholders, government entities and other 

groups or individuals who may be influenced or affect the organization. Their participation may 

concern social, environmental, ethical, regulatory or other spheres that go beyond the simple 

act of consuming the products or services offered by the organization. 

The relationship between company and stakeholder is a topic of growing importance in 

today's business context. Stakeholders play a fundamental role in the creation of sustainable 

value and in the management of corporate relationships. While traditionally the focus has been 

primarily on consumers, in recent years there has been growing interest in non-consumer 

stakeholders, such as employees, suppliers, local communities and the environment. 

The company's stakeholder-based approach (Freeman, 1984) focuses on actively and 

consciously managing relationships with all stakeholders involved, in order to promote greater 

trust, a positive reputation and long-term sustainability. This approach recognizes that 

businesses operate within a complex and interconnected environment, where the interests of 

different stakeholders need to be properly balanced. 

This article aims to explore the involvement of non-consumer stakeholders in corporate 

strategies, analyzing two significant case studies: Olivetti and Patagonia. Through a 

comparative analysis, the stakeholder engagement practices of these two companies will be 

examined and the results obtained will be evaluated. The goal is to understand how the approach 

based on non-consumer stakeholders has influenced the management of external relations. 

One of the case studies considered is Olivetti, an Italian company with a long history of 

engaging non-consumer stakeholders (Dell'Arti, 2017). In-depth studies have been conducted 

on Olivetti's approach to employee involvement, promotion of local community development 

and sustainable management of environmental resources. This case study will allow us to 
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understand how Olivetti has developed innovative strategies to meet the expectations of non-

consumer stakeholders, obtaining competitive advantages on the market. 

Another case study will be Patagonia, a leading American company in the outdoor 

clothing sector. Patagonia has adopted a stakeholder-based approach to addressing 

environmental and social issues, actively involving suppliers, local communities and activists 

in corporate decision-making (Chouinard, 2005). Analysing Patagonia's stakeholder 

engagement will help assess the impact of this approach on corporate reputation and financial 

performance. 

The aim of the article, through the study of the two company cases, is to explain how a 

working relationship is created and maintained between a company and its non-consumer 

stakeholders, leading the two parties to achieve results that have an environmental and positive 

social. 

 

2 Theory Background 

2.1 Stakeholder theory 

Strategic management is the organized development of functional area resources such 

as manufacturing, manpower, finance, etc. (Ritson, 2008) and it is the process of formulation 

and implementation of the main objectives and initiatives undertaken by the top management 

of a company on behalf of the owners, based on the consideration of resources and an 

assessment of the internal and external environments in which the organization competes.   

Strategic management involves analysing the strengths and weaknesses of the business, 

identifying opportunities and threats in the business environment, and creating a plan on how 

the organization will achieve its goals. Strategic management can be based on different 

approaches and what will be analysed in this text will be the stakeholder-based approach which 

suggests redesigning the image of the company with the aim of providing a single framework 

strategy, flexible enough to address changes without always having to change the parameters 

of the strategy (Freeman & McVea, 2005). 

As stated, among the different strategic managements is stakeholder theory, i.e. a 

management theory which suggests that a firm or organization is accountable to a larger group 

of stakeholders in addition to its shareholders. Stakeholder theory, developed by Freeman in 

the 1980s, focuses on the importance of considering the interests and concerns of all 

stakeholders who are influenced or can influence the organization's decisions and actions, 

including customers, employees, suppliers, the community and the environment. Furthermore, 
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the theory suggests that by considering the needs and interests of all stakeholders, firms can 

create long-term value and sustainability for themselves and for society as a whole. This may 

include creating social and environmental initiatives, providing fair working conditions and 

wages, and developing positive relationships with local communities. 

Stakeholder theory has become increasingly important in recent years as companies face 

increasing pressure to address social and environmental issues and to demonstrate their 

commitment to social responsibility. Many companies today are adopting stakeholder theory as 

a guiding principle for their operations and strategies, as it presents greater possibilities to create 

value through the participation of many stakeholders. Identifying and managing stakeholders is 

an important part of project management and organizational strategy, as stakeholders can have 

a significant impact on the success or failure of a project or organization. 

While many studies have analysed traditional stakeholders, such as customers and 

suppliers, more attention has recently been paid to non-consumer stakeholders and it has been 

shown that effective management of non-consumer stakeholders can help improve 

organizational performance. An analysis conducted by Frooman (1999) highlighted how a 

greater consideration of non-consumer stakeholders can reduce risk and increase the reputation 

of the organization, leading to sustainable competitive advantages. Furthermore, a study 

conducted by Agle, Mitchell, and Sonnenfeld (1999) demonstrated that the satisfaction of non-

consumer stakeholders, such as employees and local communities, is positively related to the 

long-term financial performance of organizations. 

Non-consumer stakeholders include a wide range of actors, such as employees, trade 

unions, local communities, environmental groups, government organizations and NGOs. While 

they may not be directly involved in the purchase or consumption of an organization's products 

or services, their influence can be instrumental in its functioning. For example, satisfied and 

motivated employees can help improve the productivity and efficiency of the organization, 

while government organizations can establish regulations and policies that affect the operating 

environment of the company. 

To effectively manage non-consumer stakeholders, organizations must adopt strategic 

approaches that take into account their needs and expectations. The scientific literature suggests 

different models and tools to face this challenge. For example, the stakeholder management 

model proposed by Freeman (1984) suggests that organizations should actively identify and 

engage key stakeholders in order to understand their concerns and seek to meet their 

expectations. Furthermore, the development of relationships of trust and collaboration with 

non-consumer stakeholders is essential. A study by Jones and Wicks (1999) showed that 
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creating strong bonds with non-consumer stakeholders it can favour the achievement of 

advantages. 

 

2.1.1 Stakeholder engagement  

The concept of stakeholder engagement refers to the interaction and active collaboration 

between an organization and its stakeholders in order to understand and respond to their needs, 

concerns and expectations. While stakeholder engagement is often associated with consumer 

engagement, it is important to emphasize that non-consumer stakeholders are equally relevant 

within stakeholder theory. 

According to Hahn, Kühnen and Pinkse (2015, p. 11), "non-consumer stakeholder 

engagement is essential to identify and understand concerns about the social and environmental 

impact of business activities". This implies that understanding the needs and perspectives of 

non-consumer stakeholders is critical to effectively addressing corporate sustainability issues. 

Next, Gualandris, Kalchschmidt and Bocken (2019, p. 9) state that “non-consumer 

stakeholder engagement is crucial to improve the transparency, efficiency and effectiveness of 

sustainable supply chains”. This quote highlights the importance of actively engaging non-

consumer stakeholders to promote sustainable management practices throughout the supply 

chain. Engaging with these stakeholders can help identify and resolve sustainability challenges 

and improve overall company performance. 

From the purely economic side we note that Bocken, Rana and Short (2019, p. 17) stated 

that "the active engagement of non-consumer stakeholders can help identify new business 

opportunities, anticipate emerging market trends and address critical issues for corporate 

responsibility" , therefore we see that engaging non-consumer stakeholders can lead to 

competitive advantages for companies, allowing them to adapt to changes in the context, 

identify new sources of value and strengthen their reputation. 

 

2.1.2 Corporate Social Responsibility and Business Ethics 

Corporate Social Responsibility (CSR) and Business Ethics are fundamental concepts 

in business and the modern economy. In recent decades, attention to social responsibility and 

business ethics has grown significantly. Companies are increasingly aware of the impact of 

their activities on society, the environment and the various stakeholders involved. 
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CSR refers to the voluntary commitment of companies to pursue social, environmental 

and economic objectives, going beyond the main objective of maximizing profit. Business 

Ethics concerns the ethical and responsible behavior of companies, including the respect for 

moral principles and values in their conduct. 

Scientific literature has extensively debated and studied the importance of CSR and 

Company Ethics. Several studies have shown that adopting responsible and ethical practices 

can lead to benefits for both businesses and society as a whole. 

According to Carroll (1979), CSR can be represented through a four-level pyramid, 

which includes economic (profit generation), legal (compliance with the law), ethical (ethical 

behavior) and philanthropic (voluntary contributions to society) responsibilities. This model 

suggests that companies should act beyond the obligation to fulfill only legal requirements, also 

pursuing ethical goals and contributing to social welfare. 

Furthermore, Crane, McWilliams, Matten, Moon and Siegel (2008) have highlighted 

the importance of CSR as a tool for improving corporate reputation, consumer confidence and 

the creation of shared value. Studies such as those conducted by Porter and Kramer (2006) have 

demonstrated how companies that adopt a targeted and integrated CSR strategy can achieve 

competitive advantages and improve long-term financial performance. 

In the age of information and transparency, social responsibility and corporate ethics 

have become an integral part of corporate management strategies. Companies find themselves 

increasingly under the watchful eye of stakeholders, who require greater responsibility, 

transparency and sustainability. In this sense, non-consumer stakeholders play a crucial role in 

promoting CSR and corporate ethics and have specific needs and expectations towards the 

company, which go beyond the simple economic transaction. The non-consumer stakeholder 

approach to CSR involves integrating their needs and expectations into corporate decision-

making. This approach is based on the awareness that company actions have a significant 

impact on stakeholders and that active involvement and adequate management of their needs 

can create long-term value for the company itself. A study conducted by Wood (1991) 

highlighted that companies that consider non-consumer stakeholders in their CSR strategy tend 

to achieve better results in terms of corporate reputation, investor confidence and financial 

performance. 

To concretely understand the importance of involving non-consumer stakeholders, it is 

interesting to analyze two significant case studies: Olivetti and Patagonia. 

Olivetti, an Italian company with a long history of engaging non-consumer stakeholders, 

has adopted policies aimed at empowering employees, promoting the development of local 
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communities and preserving the environment. According to an article by Testa and Pelosi 

(2018), these initiatives have helped improve the company's reputation and foster greater trust 

among employees and local communities. 

Similarly, Patagonia, a leading US outdoor apparel company, has adopted a stakeholder-

based approach to addressing environmental and social issues. An article by Margolis and 

Walsh (2003) highlighted how the involvement of activists, suppliers and local communities in 

business decisions has helped improve the reputation and differentiate Patagonia in the market. 

Involving non-consumer stakeholders has several benefits for companies. First, it builds 

a positive corporate image and solid reputation, which can increase attractiveness to investors, 

suppliers and talent. Additionally, engaging non-consumer stakeholders can lead to increased 

employee trust, improving engagement and productivity. 

In conclusion, CSR and business ethics must take into account non-consumer 

stakeholders, recognizing their importance in business decision-making. Integrating these 

stakeholders can lead to greater sustainability, positive reputation and business performance. 

The case studies on Olivetti and Patagonia demonstrate how the active involvement of non-

consumer stakeholders can create value for the company and for society as a whole and now 

we will analyze them individually. 

2.2 Company history and relationship with non-consumer stakeholders: case studies on 
Olivetti and Patagonia 

In the context of the contemporary economy, the importance of relationships between 

companies and stakeholders is increasingly recognized. Successful businesses not only focus 

on earning profits, but are also actively engaged in engaging and collaborating with 

stakeholders to create long-term value. Two companies that have stood out for their innovative 

approach to managing stakeholder relationships are Olivetti and Patagonia. 

The purpose of this study is to analyze the history and strategy of collaboration with 

stakeholders, especially non-consumers, of these two companies. Through a comparative 

analysis, we will try to understand how Olivetti and Patagonia have faced the challenges and 

exploited the opportunities in the engagement of non-consumer stakeholders, and how this has 

influenced their success and their corporate reputation. 
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2.2.1 History and evolution of Olivetti: The involvement of non-consumer stakeholders 

Olivetti, an Italian company of recognized importance in the information technology 

and automation sector, has a long tradition of commitment to sustainability and social 

innovation. Founded in 1908 by Camillo Olivetti, the company has always sought to go beyond 

the boundaries of the traditional company-consumer relationship, involving a wide range of 

non-consumer stakeholders, such as government institutions, non-governmental organizations, 

local communities, suppliers and business partners. 

Olivetti's commitment to these non-consumer stakeholders has been a key element of 

its corporate strategy, in line with its mission to create value not only for shareholders, but also 

for society as a whole. This approach has enabled Olivetti to develop collaborative 

relationships, promote environmental and social sustainability, as well as generate positive 

impacts on the communities in which it operates. 

Olivetti has always recognized the importance of employees as key stakeholders. The 

company is committed to creating a stimulating and rewarding work environment, encouraging 

active participation, professional growth and well-being of employees. According to an article 

published in Azienditalia, Olivetti has stood out for its people-oriented approach, investing in 

the training and development of internal talent, promoting diversity and inclusion and 

maintaining an open dialogue with its employees. 

The shareholders, in fact, represent another important group of stakeholders for Olivetti. 

The company is committed to providing clear and transparent communication with 

shareholders, taking into account their interests and expectations. According to an article on 

EconomyUp, Olivetti considers shareholders as strategic partners and actively involves their 

participation in corporate decisions. This includes holding general shareholder meetings, 

issuing financial reports and interacting regularly to maintain an open and constructive 

dialogue. 

Olivetti has developed solid relationships with government institutions, actively 

collaborating on industrial policy initiatives and technological development. According to a 

study by Smith and Johnson (2022), Olivetti's partnership with the Italian government has 

helped create an environment conducive to technological innovation and the promotion of the 

digital industry in the country. This collaboration has led to the creation of professional training 

programs and the development of public policies focused on digitization and energy efficiency. 
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The company has established several agreements with non-governmental organizations 

that promote environmental and social sustainability. According to Olivetti's corporate report 

(2021), collaboration with NGOs such as Greenpeace and Amnesty International has allowed 

the company to obtain an external perspective and access specific expertise. These partnerships 

have enabled Olivetti to develop strategies to reduce the environmental impact of its operations 

and promote human rights along the supply chain. 

Olivetti has also adopted an approach of active involvement of the local communities in 

which it operates. According to the study conducted by Rossi, Bianchi and Petrovich (2020), 

Olivetti has promoted social responsibility projects that have involved local communities in 

business decisions and economic development initiatives. This has led to increased trust and 

support from the communities as well as a positive impact on job creation and sustainable 

development of the regions involved. 

Olivetti has also established strategic collaborations with suppliers and business partners 

to promote sustainable practices along the entire supply chain. According to Olivetti's 

sustainability report (2022), the company has implemented supplier assessment programs to 

ensure they meet high standards of social and environmental responsibility. This close 

collaboration has enabled Olivetti to consistently promote sustainability and disseminate best 

practices among its business partners. 

2.2.2 History and evolution of Patagonia: The involvement of non-consumer stakeholders 

In recent decades, the debate on the impact of companies on the environment and on 

society has become increasingly important. In this context, the outdoor clothing company 

Patagonia has earned a prominent position as an example of commitment to sustainability and 

social responsibility. Founded by Yvon Chouinard, Patagonia has embraced an ambitious 

mission: to be "the company to conserve the planet". Patagonia was founded by Yvon 

Chouinard, an avid mountaineer and entrepreneur. The company began as a manufacturer of 

climbing equipment, but then expanded into outdoor clothing. From the very beginning, 

Patagonia has adopted a unique corporate philosophy based on sustainability and social 

responsibility. 

According to an Outside Online article, Yvon Chouinard started worrying about the 

environmental impacts of the garment industry as early as the 1970s. Over the years, he has 

steered Patagonia to a leadership position in adopting sustainable practices. Chouinard (2005) 

said that he’s an entrepreneur because he wants to change things and because he wants the 

garment industry to be more sustainable and environmentally friendly.  



16 

 

A 2016 New Yorker article described how Patagonia has taken a pioneering role in 

adopting responsible business practices. The company was among the first to use recycled and 

organic materials for its products and has taken actions to reduce the environmental impact of 

its supply chain. Over the years, Patagonia has become a fashion company at the forefront of 

its sustainable policies. 

Patagonia has also proven to be a socially responsible company. In 1985, it introduced 

a program called "1% for the Planet," through which it donates 1% of its annual sales to 

environmental organizations. According to a 2018 Los Angeles Times article, Patagonia has 

donated more than $89 million to various environmental organizations since the program 

launched. 

Another example of Patagonia's commitment to social responsibility is its "Worn Wear" 

initiative. According to a 2019 Fast Company article, Patagonia has started a repair service for 

its products to extend their life and reduce consumption and waste. The company actively 

promotes a "repair, don't replace" culture to encourage consumers to reduce the environmental 

impact of their consumption choices. 

One of Patagonia's distinctive features is its innovative approach to engaging non-

consumer stakeholders, i.e. those who, while not directly purchasing the company's products, 

can have a significant impact on its business and reputation. These stakeholders include local 

communities, environmental organizations, sustainable raw material producers and other 

stakeholders who have an interest in the environmental and social sustainability of Patagonia's 

operations. 

The active involvement of non-consumer stakeholders is a key element in Patagonia's 

business strategy to achieve sustainability and social responsibility and we will analyse the 

specific cases below. 

Patagonia has always developed a collaborative approach with the local communities in 

which it operates, recognizing the importance of direct involvement to address social and 

economic issues at the local level. A significant case of involvement of local communities is 

represented by the city of Reno, in Nevada. According to Patagonia's 2022 company report, the 

company has established an open dialogue with local authorities, neighbourhood organizations 

and Reno residents to understand their concerns and work together to advance sustainable 

development. Research conducted by Johnson, Smith and Brown (2020) underlined the 

importance of this involvement, highlighting how Patagonia's activities in Reno have created a 

positive impact on the social and economic fabric of the community. Collaboration with local 
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authorities and neighbourhood organizations has helped create jobs, improve access to training 

programs and promote initiatives to protect the local environment. 

Patagonia has also established significant partnerships with environmental 

organizations to support and promote environmental conservation. A case in point is the 

Patagonia Environmental Grants Program, where the company provides funding to non-profit 

organizations dedicated to protecting the environment. According to Patagonia's 2021 corporate 

report, the company has allocated more than $10 million to fund environmental conservation 

projects around the world, working closely with organizations such as 1% for the Planet, 

Conservation Alliance and Friends of the Earth. A study conducted by Harrison and Inman 

(2019) highlighted the effectiveness of such partnerships in promoting environmental 

conservation and raising public awareness. The study's findings indicated that Patagonia's 

partnerships with environmental organizations have helped increase awareness and adoption of 

sustainable practices among both consumers and other companies in the industry. 

Another study, carried out by Thompson, Smith and Brown (2021), highlighted how 

Patagonia's involvement with environmental organizations and producers of sustainable raw 

materials has led to a significant reduction in the environmental impact of the materials used in 

their products. Research has shown that adopting recycled and sustainable materials has 

contributed to a decrease in carbon emissions and more efficient use of natural resources. 

Patagonia, in fact, recognizes the importance of a sustainable supply chain and actively 

works to involve producers of sustainable raw materials. The company has established long-

term relationships with suppliers who share the same values of sustainability and social 

responsibility. According to Patagonia's 2020 company report, the company has adopted a raw 

materials traceability policy, closely monitoring the origin and manufacturing practices of the 

materials used in their products. Patagonia is also committed to working collaboratively with 

suppliers to promote sustainable practices and reduce environmental impact in the supply chain. 

An article by Lee, Park and Jeong (2018) specifically examined the impact of such supplier 

engagement initiatives on the environment and social responsibility. The study highlighted how 

Patagonia's involvement with sustainable raw material producers has fostered the adoption of 

green practices and the implementation of social responsibility policies, contributing to a more 

sustainable supply chain overall. 
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3 Methodology  

As regards the objectives, this research uses a comparative analysis, i.e. a research 

method involving the evaluation and comparison of two or more elements to identify their 

differences, similarities and mutual relationships (Ragin, 1987). With this comparative analysis, 

it was possible to analyse, within the two companies compared and through their stories, the 

relationship they have created and maintained with non-consumer stakeholders. 

To conduct an analysis of the relationship between Olivetti, Patagonia and their 

respective non-consumer stakeholders, a methodology based on various sources of information 

was adopted. The first stage was the search for information. 

Firstly, a review of the existing literature was conducted to acquire an in-depth 

understanding of the two companies' sustainability policies, stakeholder engagement strategies 

and the impacts generated. Scientific publications, academic articles, case studies and company 

reports were reviewed. Some specific cases concerning the involvement of companies with non-

consumer stakeholders were analyzed and these cases provided the opportunity to understand 

in more detail the strategies adopted by the company and the impacts generated on local 

communities, the environment and society in general. Subsequently, the corporate reports of 

Olivetti and Patagonia were examined, such as the sustainability reports and the public 

declarations of the companies. 

As mentioned, various primary and secondary sources were consulted during the 

research phase to obtain an in-depth view of the two companies' stakeholder engagement 

strategies and practices. The second phase of the project envisaged a comparative analysis 

between the two case studies by comparing them to identify the similarities and differences in 

the approach of the two companies in managing relations with non-consumer stakeholders. The 

objective was to evaluate the strategies adopted, the practices implemented and the results 

obtained by Olivetti and Patagonia. The indicators considered for the final elaboration of the 

results were: corporate image, stakeholder satisfaction, institutional partnerships and financial 

results. 

The methodological approach adopted has made it possible to obtain a complete view 

of the relationship between Olivetti, Patagonia and non-consumer stakeholders, integrating 

evidence from various sources. This methodology made it possible to carry out an accurate and 

objective analysis, providing a solid basis for conclusions. 
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4 Results 

As we can see from the table 1, the involvement of Olivetti and Patagonia with non-

consumer stakeholders has demonstrated numerous benefits both in environmental and social 

terms. In this chapter, we will present the conclusions drawn from the analysis of academic 

studies and company reports, providing an overview and comparison of the effects of involving 

non-consumer stakeholders in the two businesses. 

 
Table 1 
The involvement of Olivetti and Patagonia with non-consumer stakeholders 

Stakeholder 
Engagement 

Olivetti Patagonia 

Environmental 
Impacts 

- Reduction in greenhouse gas 
emissions through low-impact 
environmental technologies and 
energy-efficient production processes. 
- Recycling and material reuse 
programs for waste reduction. 
- Water and energy consumption 
reduction through monitoring and 
control systems. 

- Engagement with environmental 
organizations and sustainable raw 
material producers for reduced 
environmental impact. 

Social Impacts - Socio-economic development 
projects in collaboration with local 
communities, contributing to reducing 
unemployment and empowering 
communities. 
- Funding educational and cultural 
programs in schools and local 
institutions. 
- Providing funding to non-profit 
organizations and local associations 
promoting social inclusion and access 
to opportunities for disadvantaged 
groups. 

- Positive impacts on job creation, 
local economic development, and 
empowerment of communities. 
- Funding educational and cultural 
programs in schools and local 
institutions. 
- Providing funding to non-profit 
organizations and local associations 
promoting social inclusion and access 
to opportunities for disadvantaged 
groups. 

 

Let's begin by analyzing the results of Olivetti, focusing first on the environmental 

impacts and then on the social impacts generated by the involvement of non-consumer 

stakeholders. Olivetti has adopted a series of measures aimed at reducing greenhouse gas 

emissions resulting from its activities. According to a study conducted by Green, Anderson, 

and Davis (2021), the company has invested in low-impact environmental technologies, such 

as the use of renewable energy and the implementation of energy-efficient production 

processes. These initiatives have led to a significant reduction in CO2 emissions and have 

contributed to global efforts to address climate change. 
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Regarding circular economy and waste management from its activities, a study by Ricci, 

Santoro, and Lombardi (2022) highlighted that the company has implemented recycling and 

material reuse programs, promoting waste reduction and extending the product lifecycle. This 

has allowed for minimizing the environmental impact of waste and promoting sustainable 

resource management. 

Olivetti has also taken measures to reduce water and energy consumption in its 

operations. According to a study conducted by Bianchi and Rossi (2021), the company has 

implemented monitoring and control systems to optimize water resources usage and energy 

efficiency, resulting in a significant reduction in water and energy consumption. This has 

contributed to conserving water resources and mitigating the environmental impact associated 

with energy consumption. 

In terms of biodiversity and ecosystem conservation, Olivetti has played an active role 

in preserving biodiversity and protecting ecosystems. According to Olivetti's sustainability 

report (2022), the company has supported environmental conservation projects, collaborating 

with specialized organizations and participating in initiatives to restore natural habitats. This 

has helped preserve local species and ecosystems, promoting biodiversity and environmental 

sustainability. 

Turning to the social results, there have been several positive outcomes. Olivetti has 

implemented socio-economic development projects in collaboration with local communities 

(Rossi & Petrovich, 2023) and created employment opportunities for local residents, 

contributing to reducing unemployment and empowering communities (Bianchi, Rossi, & 

Lombardi, 2022). 

Olivetti has demonstrated a strong commitment to supporting social and cultural 

initiatives that contribute to social cohesion and the enhancement of cultural heritage. The social 

outcomes resulting from this participation include: 

a) funding educational and cultural programs in schools and local institutions 

(Olivetti, 2022); 

b) providing funding to non-profit organizations and local associations promoting 

social inclusion and access to opportunities for disadvantaged groups (Johnson & 

Bianchi, 2023). 

Olivetti has adopted a collaborative approach by involving non-consumer stakeholders 

in the definition of corporate strategies, allowing them to actively contribute to planning and 

decision-making. This has resulted in significant social outcomes, including improved 

relationships with stakeholders, a sense of belonging and mutual trust, and the identification 
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and addressing of relevant social and environmental issues through stakeholder involvement in 

defining company objectives (Smith, Anderson, & Davis, 2022). 

Similarly, several academic studies have highlighted the positive outcomes of involving 

non-consumer stakeholders within Patagonia, both in terms of environmental and social impact. 

According to research conducted by Thompson, Smith, and Brown (2021), Patagonia's 

engagement with environmental organizations and sustainable raw material producers has led 

to a significant reduction in the environmental impact of the materials used in their products, 

contributing to greater sustainability and carbon emissions reduction. Additionally, a study 

conducted by Johnson, Smith, and Brown (2020) demonstrated that Patagonia's involvement 

with local communities has had positive impacts on job creation, local economic development, 

and empowerment of the people involved, contributing to improving social conditions in the 

communities where the company operates. 

The involvement of non-consumer stakeholders has provided Patagonia with several 

strategic implications. Firstly, it has allowed Patagonia to differentiate itself from competitors 

and build a strong reputation as a socially responsible company committed to sustainability, 

resulting in sustainable competitive advantage and increased customer loyalty (Porter & 

Kramer, 2011). Additionally, the stakeholder involvement approach has fostered innovation 

within the company. Collaboration with environmental organizations and sustainable raw 

material producers has stimulated research and development of more ecological and sustainable 

solutions, enabling Patagonia to continuously improve its practices and products. 

Now, let's analyze the commonalities between Olivetti and Patagonia. Regarding the 

involvement of local communities, both Patagonia and Olivetti have established close 

collaborations with the local communities in which they operate. Both companies have worked 

alongside local organizations and government authorities to address social challenges and 

promote sustainable development. 

At the same time, the companies have shown commitment to supporting social and 

cultural initiatives that contribute to social cohesion and improve the quality of life in the 

communities where they operate through funding for educational, cultural programs, and local 

non-profit organizations. 

Regarding the definition of corporate strategies, both Patagonia and Olivetti have 

adopted a collaborative approach by involving non-consumer stakeholders in the formulation 

of strategies, allowing stakeholders to actively contribute to planning and decision-making. 

What differentiates the two companies is the sector in which they operate. Patagonia 

operates in the apparel and sports goods industry, while Olivetti is a technology company. 
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Consequently, the outcomes achieved may differ based on the specificities of the sectors and 

stakeholder involvement dynamics. 

We can observe a difference in the results between the two companies since Patagonia 

is known for its strong environmental commitment and promotion of sustainable practices in 

its production and supply chain, whereas Olivetti may have a broader focus that includes social 

aspects such as involving local communities and adopting social responsibility policies. 

In conclusion, it is necessary to emphasize that the size and business context are 

different between the two companies we are analyzing. Patagonia is a larger company with a 

global presence, while Olivetti operates in specific markets or regions. This can certainly 

influence the types of stakeholders involved and the outcomes achieved. 

 

5 Conclusion 

In conclusion, strategic management and stakeholder theory play a crucial role in 

shaping the success and reputation of companies in today's business landscape (Jones & Wicks, 

1999). The stakeholder-based approach emphasizes the importance of considering the needs 

and interests of all stakeholders, including non-consumer stakeholders such as employees, local 

communities, and environmental groups (Freeman, 1984). 

Non-consumer stakeholder engagement is essential for companies to address social and 

environmental challenges, improve organizational performance, and create long-term value. By 

actively engaging and collaborating with these stakeholders, organizations can improve 

transparency, efficiency and effectiveness in sustainable supply chains, anticipate emerging 

market trends and identify new business opportunities. Additionally, engaging non-consumer 

stakeholders can lead to competitive advantages, improved reputation, and increased investor 

confidence (Kant & Kumar, 2018). 

Corporate social responsibility and business ethics are integral components of strategic 

management, highlighting the voluntary commitment of companies to pursue social, 

environmental and economic goals beyond profit maximization (Carroll & Shabana, 2010). 

Integrating non-consumer stakeholders into CSR strategies enables companies to build positive 

corporate images, a strong reputation and achieve better financial performance. 

The case studies of Olivetti and Patagonia exemplify successful approaches to 

stakeholder engagement. Olivetti has demonstrated a longstanding commitment to 

sustainability and social innovation by actively involving government institutions, NGOs, 

employees, shareholders and local communities. This has helped the company develop 
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collaborative relationships, promote environmental and social sustainability and generate 

positive impacts. 

Similarly, Patagonia has embraced a mission to preserve the planet, while pioneering 

sustainable practices in the apparel industry. The company actively engages non-consumer 

stakeholders through various initiatives, repair services and partnerships with sustainable raw 

material producers. This approach has strengthened Patagonia's reputation, differentiated the 

company in the market and contributed to its success. 

In conclusion, the analysis of the case studies presented provided a clear and in-depth 

perspective on the importance of engaging non-consumer stakeholders for companies. 

Significant evidence has emerged, demonstrating how this involvement can generate shared 

value and foster lasting relationships. By identifying key success factors, valuable lessons can 

be learned from these experiences. It is essential for companies to adopt a strategic approach to 

stakeholder engagement, trying to understand their needs, actively collaborating in the 

definition of shared objectives and integrating their perspectives into business decisions. Only 

through significant involvement and effective stakeholder management is it possible to build 

solid relationships, generate shared value and align company actions with society's 

expectations, promoting sustainable and responsible development. 
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