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Foreword



Corporations are social  
institutions - communities.  
They function best when  
committed human beings work  
in cooperative relationships,  
under conditions of respect  
and trust. Destroy this and the whole 
institution of business collapses.1



Executive 
Summary

The challenge is that 
our economy and 
businesses have 
both become 
unbalanced.



Executive 
Summary



   

1
Introduction  
to the report

At the core of the 
imbalance is the 
concept of business 
itself. Businesses 
have conceived 
of themselves as 
legal, productive, 
or financial 
entities.



  

Business may need 
to think about how 
a re-balancing 
can be achieved. 
And the missing 
or hidden 
component of 
value is social.
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Many businesses 
are already  
re-balancing. 
They have 
understood that 
real value is in 
the quality of 
the relationships 
they nurture: 
inside and out.
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2
The internal 
conversation

These states are 
the interaction of 
conscious and 
unconscious, 
reflexive and 
reflective, 
emotional and 
rational cognitive 
processes.

    



The way humans 
are and the way 
they make decisions 
is of fundamental 
importance –  
we are all 
uncertain drivers 
facing constantly 
new situations 
and can become 
overloaded very 
quickly.
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It’s a conversation 
between different 
aspects of the 
human brain.  
Get it wrong and 
people become 
confused and 
disoriented, 
indecisive or 
too decisive 
and make bad 
choices.
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Our customers don’t contact us 
unless something’s wrong,  
so we want that number to move 
down - and it has gone down every 
year for 12 years. That’s big time 
process management. We try to 
implement those kinds of processes 
in different places. They are most 
naturally applied in our fulfillment 
centers and in customer service.6



Amazon was fifth 
in the Which? 
customer service 
survey. Given that 
it is very rare 
to interact with 
an individual at 
Amazon this is 
remarkable.
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The foundation of 
good relationships 
is understanding 
the rational-
emotional 
cognitive 
conversation. 
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3
Catalysing 
creative value

The Marines have 
devised a method 
and organisation 
which is geared 
toward the 
structure of the 
human mind as 
an evolutionary 
pyramid.

    



Initiative is about 
solving a problem 
given the resources 
and knowledge that 
you have. In the 
business world, 
this is creativity.
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Companies at 
their most creative 
can enter ‘flow.’ 
This occurs in 
a high skill, 
high challenge 
environment. 
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To establish a place of work where 
engineers can feel the joy of 
technological innovation,  
be aware of their mission to society, 
and work to their heart’s content.14 



The twin elements 
of success in the 
best places to work: 
a balance of trust 
and creativity. 
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The best 
environments for 
that are supportive 
environments that 
balance divergent 
and convergent 
approaches. 
Supportive 
organisations 
nurture a sense 
of belonging, 
esteem and 
worth and they 
foster empathy.
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4
The value  
of empathy

Empathy is 
strongly tied to 
notions of status 
and justice.  
This has 
enormous 
consequences 
for any 
organisation 
looking to 
flourish.

   



Since empathy binds individuals 
together and gives each a stake 
in the welfare of others, it bridges 
the world of direct “what’s in it 
for me?” benefits and collective 
benefits, which take a bit more 
reflection to grasp. Empathy has 
the power to open our eyes to the 
latter by attaching emotional value  
to them.22 



Empathy 
encourages us 
to take risks that 
on face value do 
not seem rational. 
Once that initial 
leap of faith has 
been taken trust 
can quickly 
form.
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In creating deeper, 
relationship 
oriented networks, 
businesses are 
able to flexibly 
respond to their 
clients’ needs. 
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Your customers 
may value better 
human interaction 
with your brand 
and not just price 
and product. 
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5
Magnifying 
social 
influence

There has been 
a 24.6 per cent 
growth in turnover 
over the last three 
years and 17.8 per 
cent growth in 
membership of 
UK cooperatives.

   



Human beings 
have a social brain 
that is adapted to 
send and receive 
signals to others, 
to reciprocate 
gestures from 
others and 
mimic their 
behaviour.

5
   



Think of your users not as 
consumers. Embrace them as 
members, giving them all the 
traditional benefits of joining a ‘club’: 
status, identity and shared interests.20



Only 14% of people 
trust advertisers, 
yet 78% per cent 
of consumers 
trust peers.
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Once we 
reconsider 
business as a set  
of contingent social 
networks all sorts 
of creative and 
shifting solutions 
emerge.
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6
A social  
bottom line

Business is not 
distinct from the 
society in which 
it sits; it is both 
profoundly 
influenced by 
and, in turn, 
influences 
society.

      



Business must seek 
to facilitate social 
networks of parity 
and trust.  
There is 
commercial 
value in the 
creation of such 
networks.
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No matter how 
brilliant your people, 
they will not have 
a monopoly on 
wisdom and their 
assumptions, 
behaviours, and 
actions will be 
framed by their 
social context. 
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By thinking about 
the relationships  
in and around your 
firm differently 
there will be 
commercial 
and cost saving 
opportunities. 
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The ‘push’ 
mentality harms 
relationships.

6
       



Too often firms 
have seen 
consultation and 
democracy as 
threats to good 
decision-making 
rather than aiding it. 
That is a short-
termist view.
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It’s not just a 
numbers game.  
It’s far more 
interesting than 
that. It’s about 
rethinking 
business and 
understanding its 
social bottom line.  
And such 
thinking is 
creating new 
value and 
creating better 
business.
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