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Book Title: Humanistic Management in Practice

Subtitle: How Responsible Businesses Create SuStesss

Editors - The Humanistic Management Network

The Humanistic Management Netwofleww.humanetwork.orp tries to impact the way

businesses operate by integrating humanistic thougb strategy in the quest for a more ‘life-
conducive’ economy.The Humanistic Management Netwohas already come forward with,
‘Humanism in Business’, a book that looks at hownhnism can contribute to management theory
and practice on a system, organizational and pafskavel. (To be published by Cambridge
University Press in late 2008.) In our second beak are aiming to provide examples of how
humanistic principles can be integrated into manabpractice in order to demonstrate that succgssf
businesses can emancipate themselves from a girffigales on short-term profit maximization whilst

being highly competitive players in a market enwireent.

Case Examples

Aiming to create actionable knowledgbe Humanistic Management Netwaskintending to
draw up positive examples of how businesses caresdcin generating social value whilst running a
profitable organization. A prerequisite for manapen business in tune with humanistic principles is
the emancipation from a singular focus on maxingzjrofits. This can be observed in large
businesses that have changed the way in which dpeyate to become more responsible. Or in
traditional family businesses that, sometimes uimwgly, put humanistic management into practice.
Or they can be start-up companies founded wittcag@n social value creation as well as established
SMEs. Also, we are looking for global coverage #helcases we want to publish fall into the top two
quadrants in the matrix below. The common grouhthake businesses share is that they are managed

as an integrated and responsive part of society by:
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a) Seeing their organizational raison d'étre als The Emancipated Business
|n the pr0m0t|0n Of SOCIa| beneflt fOI’ WhICf Hu.n.lanistii-I\‘Ianagemi-mPrac-‘titioners
“Traditional
jr el businesses thathave “New generation™ of
the use of business methods and mar| selfsustaining infegrated social social benefit oriented
revemmes benefit generation businesses
. . itto core strategies
mechanisms is a tool — a means to support
end rather than an end in itself. SRRt e
P I Inter—,no;i
erating L } governmendal or
s . do organizations;
b) Submitting themselves to the necessity e Lobbying. governmental
Cra. .
earning at least a sufficient income to be
Change towards Founded primarily
- ini i i i embracing social for social benefit
self-sustaining organization but withou biin s Sl

submitting themselves to a normative heighteningrofit maximization.
¢) Maintaining the liberty to opt out of the applieati of market rationality in situations where

this would create a conflict with, or decreasedbeial benefit the organization aims to create.

Selection Process and Key Dates
Phase one - Submission of case abstr@sadline July 1% 2008. Initially we are looking for
abstracts of no more than 500 words covering thewing questions:
a) Why is this case a good example for a responsibknbss, a business that is managed
respecting the three criteria mentioned above (ucage examples)
b) What is the company’'s name, headquarter locatiord size (Start-up, SME, large
corporation...)?
¢) What goods or services does the business offer?

Please submit your abstract to Ernst von Kimakaoweikimakowitz/atlhumanetwork.org

Phase two — Selection of casBsadline August 1%2008. In a second phase the editors will
act as the selection panel to determine the milisigtexamples and to achieve a balanced selecfion

cases. The authors of the chosen case abstraktlesilbe invited to submit a full case example.

Phase three — Full case example submisfleadline December 1st 2008. In the third phase

the editors will receive the chosen case exampieseiiew.
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BACKGROUND INFORMATION

Our Understanding of an Emancipated Business

What makes an emancipated business different tesadss locked into strict adherence to
market rationality is that they have gotten theiogities right. They act responsibly by following
humanistic principles and this is not possible watlone-dimensional goal set geared only towards
maximizing the financial returns to investors. Thmmfieve that market mechanisms are an incredibly
efficient and powerful tool to allocate goods amdvices. But they do not intend to create demand
without creating social benefit. They want thewastors to get more money back then the money that
has been initially invested and a growing busiredps to do so (whilst providing strong evidence fo
the attractiveness of their market offer). But tldeynot see a need to maximize (short-term) firs@nci
returns at the expense of social or environmerdaterns. They look at their investors as a crucial
stakeholder group. But not as the only stakehaideup that is actively heard and enabled to voice
concerns. Humanistic management is based on thpodupf genuine human needs and the
development of human virtue.

Emancipated businesses, in the context of this Humke therefore freed themselves from the
restraints of a one dimensional goal-set. Theiragars have liberated themselves from voluntarily
submitting their human rationality to market raadity. And their employees have been liberated from
working in a company whose values they often doshate.

The rationale behind this book, therefore, is tovshhat market mechanisms and business
tools can be employed as a (very efficient) mears tiumanistic end without having to fully submit
the organization to market rationality, withoutigagng a normative character to the pursue of profi
maximization.

Will humanistic business conduct one day substiidiay’s dominant business practices? We
hope so. We acknowledge the strength of status aumserving mechanisms but we can also
increasingly observe big business actively lookiogplay a greater role in society. And we can
observe a thriving social business sector wherggacompanies aim to create social value firsin C

emancipated businesses win the competitive gamesigdrictly profit maximizing businesses? We
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strongly believe so as consumers increasingly fookhe ‘ethical content’ of their purchases. More
and more employees want to work in places that feyeirpose beyond maximizing shareholder
value. And sound business models can gain accesmpt@l even when explicitly refusing a singular

focus on maximizing financial returns.

Context and Rationale of this Book

It seems odd. When one looks at the role the mrisattor is assigned to playing in society
one will find definitions like: supply goods andrgees that people want and/or need. Or generate
employment opportunities and thereby sustainatdditioods within an economy. Or to be a source of
innovation and a centre of providing creative soha to existing challenges.

This list could go on for much longer but the impaot thing is to realize that nowhere will
one find an argument that defines the role of lessnin society as an instrument to maximize the
monetary return on investment for the businesswméiiers — be it shareholders or other forms of
ownership. When one looks at the reality of mangifesses, though, it seems that this is exactly wha
businesses are doing - they try to ‘make moneyiemathan ‘make goods and services' turning the
underlying rationality about the role of businassaciety on its head.

It is not the case that a business serves theesitef society and to do so those people who
chip in their money must get a decent return toarevthem for the risks they have entered. Instead
most businesses strive to maximize the returrstéinanciers and to do so it needs to offer goods a
services for which they can generate demand.

All the same one might think as the two are intpesielent. The difficulty with this reversed
rationality though is that different ends lead tifedent means.

A business that tries to maximize the return farsthwho invested in it will not be overly
bothered whether the needs it serves are genuitengsas they find a way to generate profitable
demand. Neither will the profit maximizing orgartioa be able to exercise self restraint when, for
example, pursuing a growth opportunity dependsuoninig a blind eye to ethical or environmental
concerns. Nor can a purely profit maximizing busiéafford’ to accept and act upon legitimate

claims from weaker stakeholders if the result mighteduced earnings.
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So, clearly, itdoesmake a difference whether the role of a busire$s maximize the return
on investment for its financiers or maximize thedfé provided to society.

We do not, however, want to further conflict betwemrporate conduct and social interest.
Rather than pointing out moral shortcomings ofstaus quo, we want to prove that there are viable
alternatives. To prove this we showcase examplesravbusinesses have emancipated themselves
from the one dimensional goal-set of short-termfipnmaximization so that they can integrate

humanistic principles into managerial practice.

Case example Structure (for phase three)

In order to make the cases comparable and to @apttionable knowledge we are looking to
gather some common information within all casess Thinot a static outline that needs to be syrictl
followed but an indication of issues we would liteesee covered within the case examples which

might help in giving the case authors some guidance

1. Overview:Some basic knowledge about the actor described:
e Big business, established SME, or start-up?
* What industry, sector, or public domain is the aptesent in?
* What is the mission and vision statement if therene?
« Where is the actor (geographically) present?
* Whatis the legal / organizational / ownership cne?

* How many employees, how much turnover, when founded

2. Journey towards embracing social responsibilitye(tase example)What is the actor doing
that makes this organization an outstanding exafopleumanistic management and how was
it achieved?

* What was the issue triggering an entrepreneurigdvanto a social need (predominantly
for start-ups)?
* What were the decisions that had to be taken?

* Who were the key people taking those decisionsaaard there any time constraints?
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* What was at stake and for whom?

* Where were the challenges and how were they adui@ess

« Was there any external pressure and if so wherdtwaming from?

e Could the business draw on external help and ffam whom? (Labor Unions, NGO's,
Churches, Non-Governmental or Governmental orgénizs, etc)

« What choices were there and why was the chosenglath?

¢ Which new organizational structures emerged?

Results achievedescribing the outcome of this particular case:

« How is the case described changing the lives o€lwkiakeholders?
e What is the commercial, environmental, and sooglact?

* Are there any unexpected “side effects” — positiv@egative?

« Is there any pioneering element in the case ttmbban replicated elsewhere?

General learningsLessons learned that go beyond this specific casgxt.
* What worked well, what could have gone better?
* Which issues were thought to be problematic andetdiout to have an easy solution
and vice versa?

« What were the critical success factors?
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Book Structure

Foreword: Leadership through humanistic management

Part 1: Overview and Grounding (Author: Editors)
Part 1 will provide some background knowledgeTdre Humanistic Management Network’s
approach to the role of business in society as age#inswering four questions:

a) What is the rationality behind- and what are thexdamentals of humanistic
management?

b) What are the economic ‘mega-trends’ that will sdom responsible (humanistic)
management into a competitive advantage or evereritak question of corporate /
entrepreneurial survival?

c) Why should big business embrace more responsibleagesnent practices and why
should start-ups make responsible management patheir cultural fabric, an
integrated part of their business model?

d) What do we want to show through the cases and wihyvd choose the cases we

chose?

Part 2: Case examples (Authors: Thesewill result from the call for case abstracts)

a) Businesses that have changed towards embracing social benefit generation

b) Businesses that have been founded primarily for social benefit generation

Part 3: Learnings (Author: Editors)

Part three is a reflection of part one using theecaxamples of part two. While part one is
describing rationalities based on normative argumeuart three demonstrates that the arguments
initially presented can produce viable businessetsdrhe three main questions of this concluding
part therefore are:

a) What can management, academics, and the geneta lgalbn from these examples?
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b) What can big business learn from start-ups witlo@as benefit generation mission
and what can those start-ups learn from big busthes

¢) What can businesses that want to address the queadtitheir role in society learn
from businesses that are already proactively dea®y

This part will highlighting some of the most intetiag aspects and details of the different
cases showing that it is possible — regardlesgpaf bf business or geography — to manage a company
humanistically whilst still being commercially s@ssful in a competitive environment.

This part will also analyze the cases to see wisstees and / or solutions reappear in different
environments and how different actors can learmfexperiences made elsewhere. How can social
entrepreneurs for example learn from big corponatiand vice versa? What solutions were found in
poor countries that are more innovative than thesom wealthy societies? Or has a regulatory
intervention on the system level produced reshhs @are generally desirable?

This part therefore aims to lay out a common grotived is shared by all cases in order to

derive success factors of humanistic businesses.
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