


Conscious Business
Course work
Poster presentation 
instructions



Prepare and present a poster in a poster 
session

• Topic: A comparison of a conscious business with a classic business – and what both can learn from each 
others

• Each of you is a “godmother/godfather” of a company.

• You work in pairs with a conscious company and a classic company each.

• You create the content for one (!) poster presentation (together) “on the fly” during the semester.

• Apply what you learned in the Conscious Business class.

• Find your company and partner at and poster presentation date on the overview sheet uploaded to 
Microsoft Teams.



How to create a poster

• Free form, no templates provided – feel free to surprise with your creativity

• Posters: min. size DIN A1 --- max. size DIN A0

• Work and develop the poster synchronously together.
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Example posters by students
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How to create a poster

• Free form, no templates provided – feel free to surprise with your creativity

• Posters: min. size DIN A1 --- max. size DIN A0

You can make use of the following tips, however they should not limit your creativity! 

• Ten Simple Rules for a Good Poster Presentation (rule 4 not applicable)

https://www.ncbi.nlm.nih.gov/pmc/articles/PMC1876493/

• Tips for creating a research poster (strict rules not applicable)

http://guides.nyu.edu/posters
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Introducing the “Conscious Business Score 
Card”
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Poster presentation and due date for 
score card

• Posters must be put up in the classroom before the start of the class.

 A photo of the poster must be uploaded to Microsoft Teams before the beginning of the class.

• Max. time to present the poster: 10 minutes

• Poster presentation dates: XYZ
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Rubric for poster presentation
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Criteria Rating Points

Content 60 pts
Exemplary

All objectives were identified, evaluated, and 
completed. A sophisticated synthesis and 
application of the course content incl. The 
application of methodologies was 
demonstrated. All critical points were covered 
with the appropriate depth. 

50 pts
Proficient / Meets Standards

The presentation exhibits a solid response to 
the assigned task, but one or more objectives 
are not identified, evaluated and/or 
completed. Some points made lack depth.

35 pts
Approaching Standards/Developing

The presentation lacked application of class 
content and/or depth in the analysis and 
synthesis. Most ponts were superficially 
presented and proofed a lack of understanding 
of the assigned task.

25 pts
Below standard

The content of the presentation was 
inaccurate and/or incomplete. Course content 
was not applied. Details in the poster have 
little or nothing to do with the main topic.

60

Design 20 pts
Exemplary

The design supported the understanding of the 
topics and make it easier to understand them. 
The presenter demonstrated a high degree of 
creativity. Parts of the poster were interactive. 
The desing is clear and clean. No spelling 
mistakes.

16 pts
Proficient / Meets Standards

The design of the poster supports the 
presentation. It doesn't show any exceptional 
creativity but demonstrates a solid 
understanding of visualizing the content of the 
presentation. No spelling mistakes.

12 pts
Approaching Standards/Developing

The design suggested that the poster was 
designed with little time and effort. The 
structure doesn't support the presentation 
content. Might even include some spelling 
mistakes.

8 pts
Below standard

The poster was apparently created in a rush 
with little to no effort. The presenter didn't put 
any reasonable effort in thinking about the 
structure of the poster. The poster doesn't 
support what is presented. Might include 
spelling mistakes.

20

Presentation 20 pts
Exemplary

The narration was engaging, not hurried or too 
slow and the presenter established eye contact 
with the audience. The presenter was overall 
confident and professional.

16 pts
Proficient / Meets Standards

The naration was not particularly engaging and 
slightly too fast or too slow. Presentation and 
demonstration of understanding was 
acceptable. Some weaknesses in capability to 
express oneself.

12 pts
Approaching Standards/Developing

The narration was too fast or too slow and/or 
not engaging. Oral communication skills son't 
allow to fully transport the content of the 
presentation. 

8 pts
Below standard

The presenter was poorly prepared and not 
able to communicate the relevant topics of the 
presentation. The presentation was clearly too 
long or too short. The presenter wasn't able to 
keep eye contact with the audience.

20

Q&A 10 pts
Exemplary

The presenter was able to give concrete 
answers to the questions asked and was able 
to add significantly to the content that was 
presented. The answers were not too long and 
not too short.

8 pts
Proficient / Meets Standards

The presenter was able to answer the 
questions asked but the answers were too long 
or too short and/or lacked some substance. 
Overall, the presenter was able to add 
additional value to the presentation.

6 pts
Approaching Standards/Developing

The presenter was able to answer questions 
but the answers to the questions revealed that 
there is only limited additional knowledge that 
the presenter could add. Answers were 
significantly too short or long and/or without 
only very little substance.

4 pts
Below standard

The presenter was not able to answer 
questions and add to the presented content. 
The answers completely lacked substance 
and/or were unrelated to the questions asked 
and/or the presented content.
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Total Points: 100



• John Mackey, Rajendra Sisodia

• Paperback : 368 pages

• ISBN-10 : 1625271751

• ISBN-13 : 978-1625271754

• Publisher: Harvard Business Review Press; 1st 
Edition (January 7, 2014)
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• Nicolas Stahlhofer, Christian Schmidkonz, Patricia Kraft

• Publisher: Springer; 1st ed. 2018 edition (November 25, 2017) 

• Series: CSR, Sustainability, Ethics & Governance

• Hardcover: 122 pages 

• Language: English 

• ISBN-10: 3319697382 

• ISBN-13: 978-3319697383 
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• Paul Polman, Andrew Winston

• Publisher: Harvard Business Review Press (5 Oct. 
2021)

• Hardcover : 352 pages

• ISBN-10 : 1647821304

• ISBN-13 : 978-1647821302 

12



Books:

• Barrett, Richard (2014): The Value-Driven Organization – Unleashing Human Potential for Performance and Profit, Oxon

• Birkinshaw, J., Foss, N.J. and Lindenberg, S.: Combining Purpose with Profits, MIT Sloan Management Review, Spring 2014, p. 49-56

• Chouinard, Yvon (2006): Let My People Go Surfing: The Education of a Reluctant Businessman, New York

• Frankl, Viktor F. (2021): Man’s Search for Meaning, London

• Hurst, Aaron (2014): The Purpose Economy – How Your Desire for Impact, Personal Growth and Community Is Changing the World, Boise

• Kahneman, Daniel (2011): Thinking, fast and slow, New York

• Kofman, Fred (2006): Conscious Business – How to Build Value Through Values, Boulder

• Mackey, John and Raj Sisodia (2014): Conscious Capitalism – Liberating the Heroic Spirit of Business, Boston

• Polman, Paul and Andrew Winston (2021): Net Positive – How Courageous Companies Thrive By Giving More Than They Take, Boston

• Reiman, Joey (2013): The Story of Purpose – The Path to Creating a Brighter Brand, a Greater Company, and a Lasting Legacy, New Jersey

• Sinek, Simon (2009): Start With Why – How Great Leaders Inspire Everyone to Take Action, London

• Sisodia, Raj, David Wolfe and Jag Sheth (2014): Firms of Endearment – How World-Class Companies Profit from Passion and Purpose, Upper Saddle River

• Tate, Carolyn (2015): Conscious Marketing – How to create an awesome business with a new approach to marketing, Milton

• Stahlhofer, Nicolas, Christian Schmidkonz and Patricia Kraft (2018): Conscious Business in Germany, Cham

• Tindell, Kip (2014): Uncontainable – How Passion, Commitment, and Conscious Capitalism Built a Business Where Everyone Thrives, New York
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Corporate Social Responsibility
(CSR)



The (limiting) dimensions or Corporate
Social Responsibility (CSR)

EconomicSocial

Corporation

Ecological



Requirement to include non-financial
statements in annual reports since 2018 (Directive 
2014/95/EU)
• Large public-interest companies with more than 500 employees including

• listed companies

• banks

• insurance companies

• other companies designated by national authorities as public-interest entities

• Information to be disclosed:

• environmental protection

• social responsibility and treatment of employees

• respect for human rights

• anti-corruption and bribery

• diversity on company boards (in terms of age, gender, educational and professional background)

• Companies may use international, European or national guidelines such as the UN Global Compact, the OECD guidelines for 
multinational enterprises and ISO 26000.

https://www.unglobalcompact.org/
http://www.oecd.org/corporate/mne/
http://www.oecd.org/corporate/mne/
http://www.iso.org/iso/home/standards/iso26000.htm


17 Sustainable Development 
Goals (SDGs) 



Main characteristics of the UN Sustainable
Development Goals

• Set of 17 goals and 169 targets

• Adopted by the United Nations General Assembly in September 2015 as part of the 2030 Agenda for Sustainable 
Development

• Built on the previous Millennium Development Goals (MDGs)

• Aim to end poverty, protect the planet, and ensure prosperity for all.

• Designed to be interdependent and indivisible, recognizing that progress in one goal can help achieve progress in others.

Some critical aspects often mentioned:

• Lack of clarity and focus

• Lack of accountability

• Lack of resources

• Lack of addressing root causes

• Inadequate focus on human rights



The 17 United Nations Sustainable
Development Goals (UNSDGs)



ESG (Environmental, Social, 
Governance)



Origins of the ESG idea

• ESG (Environmental, Social, and Governance) is a concept that 

originated in the financial sector to describe a set of non-financial 

criteria that investors use to evaluate companies' performance.

• The concept was first introduced by the United Nations in 2004 in 

a report titled "Who Cares Wins" which emphasized the need for 

investors to consider sustainability issues in their decision-making 

processes.

• Since then, the concept has gained popularity and has been 

incorporated into investment strategies and corporate reporting 

frameworks.



Main promises and criticisms of ESG

Promises

• Improved long-term performance

• Better risk management

• Enhanced reputation

• Increased transparency

Criticism

• Lack of standardization

• Potential for greenwashing

• Potential for bias

• Limited scope



Cradle-to-cradle (C2C)
Circular Economy



Nature doesn’t know trash.

In nature any natural growth leads to utility for the whole system.



“Cradle-to-Cradle”

The Cradle-to-Cradle concept promotes a shift 

away from the traditional linear model of 

production and consumption, which relies on the 

extraction of finite resources and the generation 

of waste, towards a regenerative circular model 

that mimics the natural world (architect William 

McDonough and chemist Michael Braungart, 

2002).  It promotes the creation of products and 

systems that are regenerative and restorative 

through...

… rethinking

… reinventing

… redesigning



Main ideas of the C2C approach

• Waste equals food:
The concept proposes that all materials used in products should be viewed as nutrients and kept in a continuous cycle of 
use and reuse. This means that waste from one process becomes food for another process, creating a closed-loop system 
that mimics nature's circular economy.

• Renewable energy:
The Cradle-to-Cradle concept emphasizes the use of renewable energy sources, such as solar and wind power, to power 
production processes and reduce the carbon footprint of products and services.

• Material health:
The concept advocates for the use of materials that are safe and healthy for people and the environment. This includes 
eliminating toxic materials and chemicals from products and using materials that can be safely reused or recycled.

• Design for disassembly:
Products should be designed for easy disassembly and reuse or recycling. This means that products should be made with 
modular components that can be easily taken apart and reassembled.

• Celebration of diversity:
The Cradle-to-Cradle concept recognizes the value of diversity in ecosystems and applies this principle to design. It 
encourages the use of a variety of materials and processes to create diverse, resilient products and systems.

• Continuous improvement:
The concept advocates for continuous improvement of products and systems, using feedback loops and data to identify 
areas for improvement and optimize resource use and environmental impact over time.
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https://www.pbl.nl/en/publications/circular-economy-measuring-innovation-in-product-chains


Activity: Miniwiz material database

“The earth is like a fish-bowl. Nothing goes away. There is no (throwing 
things) away.” (Arthur Huang, structural engineer and architect)

• Explore the work of Miniwiz which melds sustainability, recycling and 
eco-consciousness at https://www.miniwiz.com/work.php

• Explore some new materials developed by Miniwiz
https://www.miniwiz.com/solution_list.php?id=7

• Make yourself familiar with the “Miniwiz Material Database” at  
https://materialdb.miniwiz.com/

https://www.miniwiz.com/work.php
https://www.miniwiz.com/solution_list.php?id=7
https://materialdb.miniwiz.com/


Eco-efficiency vs.
Eco-effectiveness



Eco-efficiency vs. Eco-effectiveness

Eco-effectivenessEco-efficiency

• Achieving more with less, or using resources 
more efficiently to reduce environmental impacts

• Minimizing waste and pollution and maximizing 
resource productivity and value creation

• Focusing on improving the efficiency of 
production processes and reducing the 
environmental impacts of products and services 
throughout their lifecycle

• Aiming to achieve a sustainable balance between 
economic growth, environmental protection, and 
social development

• Developed by the World Business Council for 
Sustainable Development (WBCSD) in the 1990s

• Creating products, services, and systems that have 
a positive impact on the environment and society

• Designing products and systems that are 
regenerative and create value and regenerate 
natural resources rather than deplete them

• Focusing on the design of products and systems 
that are environmentally beneficial throughout 
their lifecycle, from the extraction of raw 
materials to the disposal or reuse of waste

• Aiming to create closed-loop systems that 
generate value from waste and promote the 
regeneration of natural resources

• Introduced by William McDonough and Michael 
Braungart in their book "Cradle to Cradle" in 2002



Main Differences between Eco-Efficiency and 
Eco-Effectiveness
• Eco-efficiency focuses on reducing 

negative environmental impacts, 
while eco-effectiveness focuses on 
creating positive environmental and 
social impacts

• Eco-efficiency aims to reduce the 
amount of waste and pollution 
generated by economic activity, 
while eco-effectiveness aims to 
create closed-loop systems that 
generate value from waste and 
promote the regeneration of 
natural resources

• Eco-efficiency is often seen as a 
stepping stone towards eco-
effectiveness, as it helps to reduce 
negative impacts while transitioning 
towards a more regenerative 
economy



Biomimicry



Defining Biomimicry

• Biomimicry is innovation inspired by nature. The practice of anytime you 
are designing anything – what in the natural world has already solved what 
I am trying to solve. (Janine Benyus)

• “Biomimicry is a practice that learns from and mimics the strategies 
found in nature to solve human design challenges—and find hope.” (The 
Biomimicry Institute)

• Biomimicry is about valuing nature for what we can learn, not what we can 
extract, harvest, or domesticate. In the process, we learn about ourselves, 
our purpose, and our connection to each other and our home on earth.

Source: https://biomimicry.org/what-is-biomimicry/

https://biomimicry.org/what-is-biomimicry/


“How Kingfisher Inspired Bullet Trains”

Source: https://www.youtube.com/watch?v=poNUiJ7x2CE

https://www.youtube.com/watch?v=poNUiJ7x2CE


Activity: “Biomimicry scavenger hunt”

Source: https://asknature.org/resource/asknature-scavenger-hunt/

https://asknature.org/resource/asknature-scavenger-hunt/


Asknature – learning from nature –
Biomimicry database

• Learn reading the Biomimicry Taxonomy at
https://asknature.org/resource/biomimicry-taxonomy/

• Find examples at the Biomimicry Database at 
https://asknature.org/?s=&page=0&hFR%5Bpost_type_la
bel%5D%5B0%5D=Biological%20Strategies&is_v=1

https://asknature.org/resource/biomimicry-taxonomy/
https://asknature.org/?s=&page=0&hFR%5Bpost_type_label%5D%5B0%5D=Biological%20Strategies&is_v=1
https://asknature.org/?s=&page=0&hFR%5Bpost_type_label%5D%5B0%5D=Biological%20Strategies&is_v=1


Nature Based Systems (NBS)



“Nature-based solutions” (NBS) 

Definition by the European Union (2000)

“Solutions that are inspired and supported by 
nature, which are cost-effective, simultaneously 
provide environmental, social and economic 
benefits and help build resilience.

Such solutions bring more, and more diverse, 
nature and natural features and processes into 
cities, landscapes and seascapes, through 
locally adapted, resource-efficient and systemic 
interventions.

Nature-based solutions must therefore benefit 
biodiversity and support the delivery of a range 
of ecosystem services.”

Source: https://rea.ec.europa.eu/funding-and-grants/horizon-europe-cluster-6-food-bioeconomy-natural-resources-agriculture-and-environment/nature-based-solutions_en

https://rea.ec.europa.eu/funding-and-grants/horizon-europe-cluster-6-food-bioeconomy-natural-resources-agriculture-and-environment/nature-based-solutions_en


Main challenges and benefits of NBS

Important Challenges

• Funding

NBS projects often require long-term investment and have 

limited profitability in the short term.

• Implementation

Implementing NBS requires collaboration between multiple 

stakeholders, including governments, private sector, and 

local communities. Coordination and communication 

between these parties can be difficult, particularly in areas 

with conflicting interests.

• Monitoring and Evaluation:

Measuring the effectiveness of NBS projects can be 

challenging, as they often have long-term outcomes and 

indirect impacts. Accurately tracking progress and 

evaluating success requires specialized skills and resources.

Important Benefits

• Environmental Benefits:

NBS can have significant environmental benefits, 

including reducing greenhouse gas emissions, 

enhancing biodiversity, and improving water quality.

• Social Benefits:

NBS can provide social benefits, including creating 

“green jobs”, improving community health, and 

increasing access to green spaces.

• Economic Benefits:

NBS can provide economic benefits, including creating 

new markets and opportunities for small businesses, 

improving property values, and reducing healthcare 

costs.



Best practice for NBS application in
material development for consumer products

Source: https://www.allbirds.eu/pages/moonshot-zero-carbon-shoes

https://www.allbirds.eu/pages/moonshot-zero-carbon-shoes


Product-as-a-Service



“Product-as-a-Service”2: Swapfiets and 
“Vittoria2Go” bike tires 

• PaaS according to Swapfiets: “A type of 
circular business model where the 
company retains ownership of the product, 
and the customer leases the product from 
them.”

Source: Swapfiets Sustainability Report 2021



Books:

• Barrett, Richard (2014): The Value-Driven Organization – Unleashing Human Potential for Performance and Profit, Oxon

• Birkinshaw, J., Foss, N.J. and Lindenberg, S.: Combining Purpose with Profits, MIT Sloan Management Review, Spring 2014, p. 49-56

• Chouinard, Yvon (2006): Let My People Go Surfing: The Education of a Reluctant Businessman, New York

• Hurst, Aaron (2014): The Purpose Economy – How Your Desire for Impact, Personal Growth and Community Is Changing the World, Boise

• Kahneman, Daniel (2011): Thinking, fast and slow, New York

• Kofman, Fred (2006): Conscious Business – How to Build Value Through Values, Boulder

• Mackey, John and Raj Sisodia (2014): Conscious Capitalism – Liberating the Heroic Spirit of Business, Boston

• Polman, Paul and Andrew Winston (2021): Net Positive – How Courageous Companies Thrive By Giving More Than They Take, Boston

• Reiman, Joey (2013): The Story of Purpose – The Path to Creating a Brighter Brand, a Greater Company, and a Lasting Legacy, New Jersey

• Scharmer, Otto and Katrin Kaufer (2013): Leading from the Emerging Future – From Ego-System to Eco-System Economies, San Francisco

• Sinek, Simon (2009): Start With Why – How Great Leaders Inspire Everyone to Take Action, London

• Sisodia, Raj, David Wolfe and Jag Sheth (2014): Firms of Endearment – How World-Class Companies Profit from Passion and Purpose, Upper Saddle River

• Tate, Carolyn (2015): Conscious Marketing – How to create an awesome business with a new approach to marketing, Milton

• Stahlhofer, Nicolas, Christian Schmidkonz and Patricia Kraft (2018): Conscious Business in Germany, Cham

• Tindell, Kip (2014): Uncontainable – How Passion, Commitment, and Conscious Capitalism Built a Business Where Everyone Thrives, New York
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Conscious Business

Introduction



This is a

Digital Detox

Analogue

Zone
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Watch “Overview” at https://vimeo.com/55073825

https://vimeo.com/55073825


“Turning the camera around”

“Humans might be the first species to knowingly choose self-extinction.” (Matthew Fox)
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Instructions

• You will see 15 words each in different colours for 1 second each.

• Call out the colour that you see.
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RED
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BLUEGREENPURPLEORANGEBLUEGREENBLACKGREENBLUEORANGEGREENBLUEREDBLACK



The (John Ridley) Stroop effect (1935)

• Based on a series of incongruent stimuli

• Two main areas in the brain that are 
involved in the processing of the Stroop 
task:

dorsolateral prefrontal cortex assists in 
memory (here: color perception)

anterior cingulate cortex is used to select 
an appropriate response (here: decision 
which answer to give)

• Explanation theories: Automaticity, 
processing speed, selective attention –
recognition of words faster than of colors

52



Mindfulness (      )

53

Higher Purpose
Impact



• “What’s really needed is a deeper shift in consciousness so that we begin to care and act, not just for ourselves and other 
stakeholders but in the interests of the entire ecosystem in which economic activities take place.” (Otto Scharmer)

• “Systems thinking” asks us to re-evaluate problems more holistically, abandon myopic focus on individual components of 
ecosystems in isolation, and realize that these components must be thought of as part of a larger, often complex system.

Ego-systems vs. eco-systems thinking

54

Source: http://neighborhoodeconomics.org/ecosystem-vs-egosystem/
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Chart, bar chart

Description automatically generated

“Earth Overshoot Day marks the date when humanity’s demand for ecological resources and services in 
a given year exceeds what Earth can regenerate in that year. We maintain this deficit by liquidating 
stocks of ecological resources and accumulating waste, primarily carbon dioxide in the atmosphere.” 57

Source: https://www.overshootday.org/

https://www.overshootday.org/


Source: https://www.overshootday.org/newsroom/country-overshoot-days/ 58

https://www.overshootday.org/


Planetary Boundaries (Stockholm Resilience 
Centre / Potsdam Institute for Climate Impact 
Research)

Source: Designed by Azote for Stockholm Resilience Centre, based on analysis in Persson et al 2022 and Steffen et al 2015 59



Hans Carl von Carlowitz (*1645 †1714)
Kameralist; Sylvicultura Oeconomica
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Sylvicultura Oeconomica, Oder Haußwirthliche
Nachricht und Naturmäßige Anweisung Zur Wilden 
Baum-Zucht

• „Wird derhalben die gröste Kunst / Wissenschafft / Fleiß / und 
Einrichtung hiesiger Lande darinnen beruhen / wie eine sothane
Conservation und Anbau des Holtzes anzustellen / daß es eine 
continuirliche beständige und nachhaltende Nutzung gebe / weiln es 
eine unentberliche Sache ist / ohne welche das Land in seinem Esse 
nicht bleiben mag.“ 

– Sylvicultura Oeconomica (1713), S. 105–106

62



Brundtland Report 1987 (World Commission 
on Environment and Development (WCED))

Definition sustainable development:

• Sustainable development is 
development that meets the needs 
of the present without 
compromising the ability of future 
generations to meet their own 
needs.

63



Patagonia purpose statement:
“We’re in business to save our home planet.”

Source: https://www.patagonia.com/company-info.html

SUSTAINABILITY

64



65

https://www.linkedin.com/feed/update/urn:li:activity:6959778830601351168/


Beyond Sustainability: Designing Regenerative 
Cultures

Source: https://medium.com/activate-the-future/can-regenerative-economics-mainstream-business-mix-ef2f8aafa8d4 66

https://medium.com/activate-the-future/can-regenerative-economics-mainstream-business-mix-ef2f8aafa8d4


Wood (eucalyptus), sugar and merino wool
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Allbirds – Tim Brown and Joey Zwillinger

68

https://www.inc.com/magazine/201808/lindsay-blakely/tim-brown-joey-zwillinger-allbirds-sneakers.html?cid=hmhero

Watch: Interview with Joey Zwillinger at https://www.youtube.com/watch?v=-FvgLExCOpc

https://www.youtube.com/watch?v=-FvgLExCOpc
https://www.youtube.com/watch?v=-FvgLExCOpc


Dr. Hans-Dietrich Reckhaus

Source: https://kulturundoekonomie.ch/de/hans-dietrich-reckhaus/ 69



Interface (NASDAQ: TILE)

• Mission Zero: “To eventually take nothing from the Earth that is not naturally and rapidly renewable". 

70Source: https://www.interface.com/US/en-US/more-from-interface/about.html



Biomimicry database: https://asknature.org/

71



Key concepts of today’s class

• Overview effect

• Stroop test

• Ego-system vs. eco-system

• Earth Overshoot Day

• Planetary Boundaries

• Sustainability

• Regenerative business

• Biomimicry

72





CSR vs. Conscious Business
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The (limiting) dimensions or Corporate 
Social Responsibility (CSR)

75

EconomicSocial

Corporation

Ecological



Concepts differ in terms of covered dimensions, 
reporting standards and certification

76

Initiative

Dimension

CSR B Corporations

Economy for 

the Common 

Good

Conscious 

Business

Humanistic Orientation x x x

Internal

Purpose x x x

Leadership x

Culture x x

Employees x x x x

Profit x x x x

External

Society x x x x

Environment x x x x

Investors x x x

Customers x x x

Suppliers x x x

Competitors x x

Number of Covered Dimensions 4 9 11 12

Reporting  Standards x x x

Certification x x



The four tenets (Grundsätze) of Conscious 
Capitalism

77

• Interconnected and mutually 
reinforcing

• Foundational, not tactics or strategies

• Represent the essential elements of 
an integrated business philosophy 
that must be understood holistically 
to be effectively manifested

Conscious

culture and

management

Conscious

leadership

Higher purpose

Stakeholder 

integration

Source: Mackey, Sisodia (2013)



Shareholders vs. stakeholders in the
context of conscious business

• Stakeholder: “Any group or individual who can be or is affected by the achievement of a firm’s 
objectives.”

• Distinguishing core value of conscious businesses is service to all stakeholders without favouring 
one over another.

• Best way to create value for shareholders in the long run is by consciously creating value for all 
stakeholders. → Shareholders can gain more when their interests are aligned with the interests of 
all other stakeholder groups.

78

Source: Raj Sisodia (2014)



Examples of conscious businesses

79



Examples of types of wealth created by 
business
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WEALTH

Financial

Natural

Physical

Cultural

Social

Emotional

Intellectual

Spiritual



Why Conscious Capitalism is different from 
Corporate Social Responsibility (CSR)

81
Source: Mackey, Sisodia (2013)

Corporate Social Responsibility Conscious Capitalism

Shareholders must sacrifice for society Integrates the interest of all stakeholders

Independent of corporate purpose or culture Incorporates higher purpose and caring culture

Adds an ethical burden to business goals Reconciles caring and profitability through higher 
synergies

Reflects a mechanistic view of business Views business as a complex, adaptive system

as a separate department or part of public relations
Often grafted onto traditional business model,usually Social responsibility is at the core of the business 

through the higher purpose and viewing the 
community and environment as key stakeholders

Sees limited overlap between business and society, 
and between business and the planet

Recognizes that business is a subsetof society and that 
society is a subset of the planet

Easy to meet as a charitable gesture; often seen as 
“green-washing”

Requires genuine transformation through commitment 
to the four tenets

Compatible with traditional leadership Requires conscious leadership

Requires that good deeds also advance the company’s 
core purpose and create value for the whole system

Assumes all/any kind of good deeds are desirable



“Building value through values”
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Values

• In sociology values are the ideals and customs of a society toward which the 
people have an effective regard.

Values are a shorthand method of describing what is important to us individually 
or collectively (as an organization, community or nation) at any given moment in 
time.

• Since values represent what is important to us at any given moment in time (incl. 
age) they are not fixed. However, there are some unchanging core values.

• Values are therefore also a collective representations of what constitutes good 
life and a good society.

83

Source: Barrett 2014



Relationship between needs, values, thoughts 
and behaviours

• Your values are always a reflection of what you
consider to be your needs.

84

behaviors and 
actions

thoughts, feelings 
and emotions

values and beliefs

needs

drive

drive

determine

Source: Barrett 2014; twitter



Key concepts of today’s class
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• Corporate Social Responsibility 

(CSR)

• 4 tenets of Conscious Business

• Stakeholders vs. shareholders

• Values & needs

• Koan



Literature and contact
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• John Mackey, Rajendra Sisodia

• Paperback : 368 pages

• ISBN-10 : 1625271751

• ISBN-13 : 978-1625271754

• Publisher: Harvard Business Review 
Press; 1st Edition (January 7, 2014)
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• Nicolas Stahlhofer, Christian Schmidkonz, Patricia 
Kraft

• Publisher: Springer; 1st ed. 2018 edition (November 
25, 2017) 

• Series: CSR, Sustainability, Ethics & Governance

• Hardcover: 122 pages 

• Language: English 

• ISBN-10: 3319697382 

• ISBN-13: 978-3319697383 
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• Paul Polman, Andrew Winston

• Publisher: Harvard Business Review 
Press (5 Oct. 2021)

• Hardcover : 352 pages

• ISBN-10 : 1647821304

• ISBN-13 : 978-1647821302 
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Books:

• Barrett, Richard (2014): The Value-Driven Organization – Unleashing Human Potential for Performance and Profit, Oxon

• Chouinard, Yvon (2006): Let My People Go Surfing: The Education of a Reluctant Businessman, New York

• Hurst, Aaron (2014): The Purpose Economy – How Your Desire for Impact, Personal Growth and Community Is Changing 
the World, Boise

• Kofman, Fred (2006): Conscious Business – How to Build Value Through Values, Boulder

• Mackey, John and Raj Sisodia (2014): Conscious Capitalism – Liberating the Heroic Spirit of Business, Boston

• Sisodia, Raj, David Wolfe and Jag Sheth (2014): Firms of Endearment – How World-Class Companies Profit from Passion 
and Purpose, Upper Saddle River

• Tate, Carolyn (2015): Conscious Marketing – How to create an awesome business with a new approach to marketing, 
Milton

• Stahlhofer, Nicolas, Christian Schmidkonz and Patricia Kraft (2018): Conscious Business in Germany, Cham

• Tindell, Kip (2014): Uncontainable – How Passion, Commitment, and Conscious Capitalism Built a Business Where 
Everyone Thrives, New York
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Source: https://www.azquotes.com/quote/500242

https://www.azquotes.com/quote/500242


• Be in business to express yourself and 
serve others. Not to serve yourself 
and use others. (Raj Sisodia)
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Conscious Companies and consumers

• 96% have a more positive image of a conscious company than one without 

socially responsible practices

• 94% will be more likely to trust that company

• 93% will be more loyal to the company (i.e., continue buying products or services)

• 91% of global consumers are likely to switch brands to one that supports a good 

cause, given similar price and quality

• 92% would buy a product with a social and/or environmental benefit if given the 

opportunity, and 67% have done so in the past 12 months

97Source: https://minutehack.com/opinions/the-benefits-of-conscious-capitalism, https://www.conecomm.com/

https://minutehack.com/opinions/the-benefits-of-conscious-capitalism
https://www.conecomm.com/
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The foundations of conscious businesses

• “A conscious business promotes mindfulness for all of its stakeholders. Employees are 

encouraged to investigate the world with rigorous scientific reasoning, and to reflect on their role 

in it with equally rigorous moral reasoning. They are invited to contemplate their own selves, 

finding what it means to live with virtue, meaning, and happiness. They are also asked to think 

of their colleagues as human beings, rather than as “human resources.” Finally, they are 

required to understand their customers, offering them products and services that support their 

growth and well-being. A conscious business fosters peace and happiness in individuals, respect 

and solidarity in the community, and mission accomplishment in the organization.” 

99Source: Kofman 2006



The four tenets (Grundsätze) of Conscious 
Capitalism

• Interconnected and mutually reinforcing

• Foundational, not tactics or strategies

• Represent the essential elements of an 
integrated business philosophy that must be 
understood holistically to be effectively 
manifested

100Source: Mackey, Sisodia (2013)

Conscious

culture and

management

Conscious

leadership

Higher purpose

Stakeholder 

integration



Listen to
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Liste at https://www.theconsciouscapitalists.com/podcast/episode/49e16fa6/episode-1-introducing-the-conscious-capitalists-podcast

https://www.theconsciouscapitalists.com/podcast/episode/49e16fa6/episode-1-introducing-the-conscious-capitalists-podcast
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A Key question:

• What are the two most important days in your life? (here: Richard Leider; 
most likely not Mark Twain)

103

1. The day you were born.

2. The day you realize why you were born.



Three types of purpose

104
Source: Aaron Hurst

“We have done something that we believe matters – to 
others, to society, and to ourselves.”

“Relationships matter more than anything else – they 
reinforce our sense of value, require us to engage, and 
ultimately help us grow.”

“Doing things we love, attempt new challenges, and 
express our voice to the world.”Personal Purpose

Social Purpose

Societal Purpose

“At its foundation the Purpose Economy creates purpose for people. It serves the critical 
need for people to develop themselves, be part of a community, and affect something 
greater than themselves.”



Fundamental questions addressed by a 
conscious business with a  higher purpose

A firm’s purpose is the glue that holds the organization together.

• Why do we exist?

• Why do we need to exist?

• What is the contribution we want to make?

• Why is the world better because we are here?

• Would we be missed if we disappeared?

105Source: Mackey, Sisodia (2013)



Example for multiple higher purposes: 
Wholefoods 2011
Wholefoods executive leadership 2011:

• “We want to help evolve the world’s agricultural system to be both efficient and sustainable. This 
includes a much higher level of livestock animal welfare, seafood sustainability, and upgraded 
efficiency and productivity of organic agriculture.”

• “We want to raise the public’s collective awareness about the principles of healthy eating: a diet 
that is centered on whole foods, is primarily plant based, is nutrient dense, and includes mainly 
healthy fats (minimal animal fats and vegetable oils). We believe this diet will radically improve 
the health of millions of people by helping prevent and reverse the lifestyle diseases that are 
killing so many of us— heart disease, stroke, cancer, diabetes, and obesity.”

• “Through the Whole Planet Foundation, we want to help end poverty around the world by 
making microcredit working-capital loans to millions of impoverished people to help them create 
and improve their businesses.”

• “We want to help make Conscious Capitalism the dominant economic and business paradigm in 
the world to spread human flourishing.”

106Source: Mackey, Sisodia (2013)



107Source: https://www.nytimes.com%2F2017%2F06%2F16%2Fbusiness%2Fdealbook%2Famazon-whole-foods.html&usg=AOvVaw32v2V77aD36nHvjRPeiAal and https://www.wsj.com%2Farticles%2Famazon-to-buy-whole-foods-for-13-7-billion-1497618446&usg=AOvVaw2kjfVzcfRG9KMV3ZxTFq4O



Benefits of defining higher purpose

• Motivation: People want to be recognized, to grow and to have made a difference. They want to maximize 
purpose – not profit.
Purpose driven motivation is intrinsic – and therefor much more effective than extrinsic financial incentives.

• Happiness: Happiness cannot be pursued; it ensues as the result of living a life of meaning and purpose. 
(Viktor Frankl – Man’s Search for Meaning)

Pursuing happiness directly may result in short-term hedonistic pleasure, but it doesn’t lead to authentic, 
soul-satisfying happiness; that only comes from living a life of meaning and purpose. (Mackey, Sisodia)

• Impact

• Sustainable business performance – by not directly aiming for profits but making purpose the primary goal 
of the business.

108



Homework

109
Source: https://www.theconsciouscapitalists.com/podcast/episode/1d846094/episode-55-employee-owners-create-wealth-and-drive-value

https://www.theconsciouscapitalists.com/podcast/episode/1d846094/episode-55-employee-owners-create-wealth-and-drive-value


Purpose in business practice!
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Purpose statement:

“We’re in business to save 
our home planet.”
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Patagonia purpose statement:
“We’re in business to save our home planet.”

112

Source: https://www.patagonia.com/company-info.html

https://www.patagonia.com/company-info.html
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Yvon Chouinard, founder of Patagonia

Source: https://en.wikipedia.org/wiki/Yvon_Chouinard and https://www.lifegate.com/yvon-chouinard-2

https://en.wikipedia.org/wiki/Yvon_Chouinard
https://www.lifegate.com/yvon-chouinard-2


New York Times on Black Friday
November, 25, 2011 

114
Source: https://eu.patagonia.com/de/de/stories/dont-buy-this-jacket-black-friday-and-the-new-york-times/story-18615.html

https://eu.patagonia.com/de/de/stories/dont-buy-this-jacket-black-friday-and-the-new-york-times/story-18615.html
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Source: https://www.patagonia.com/home/

https://www.patagonia.com/home/
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Source: https://www.nytimes.com%2F2019%2F08%2F12%2Fclimate%2Fendangered-species-act-changes.html&usg=AOvVaw2pUtBfybljdARxtGHmyinF and https://www.linkedin.com/company/patagonia_2/
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Source: https://www.forbes.com%2Fsites%2Fdanielasirtori%2F2017%2F03%2F20%2Ffrom-climber-to-billionaire-how-yvon-chouinard-built-patagonia-into-a-powerhouse-his-own-way%2F&usg=AOvVaw1LcdmrwQlvZjRZdC7_tfdh



Instead of “going public,” you could say 
we’re “going purpose.” (14.09.2022)

118Source: https://www.patagonia.com/ownership/

https://www.patagonia.com/ownership/
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Source: https://www.patagoniaworks.com/press/2016/9/6/let-my-people-go-surfing

https://www.patagoniaworks.com/press/2016/9/6/let-my-people-go-surfing


120Source: https://www.youtube.com/@patagonia

https://www.youtube.com/@patagonia


Listen to
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Part 1 https://www.theconsciouscapitalists.com/podcast/episode/4d47c29f/episode-2-purpose-at-work

Part 2 https://www.theconsciouscapitalists.com/podcast/episode/4b665b5c/episode-3-purpose-at-work-part-2

https://www.theconsciouscapitalists.com/podcast/episode/4d47c29f/episode-2-purpose-at-work
https://www.theconsciouscapitalists.com/podcast/episode/4b665b5c/episode-3-purpose-at-work-part-2


Purpose in business practice?
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Source: https://www.amusingplanet.com/2013/08/the-greenhouses-of-almeria.html



Green washing 2.0 = Purpose washing?

• Purpose washing is the practice 
of making a claim about the 
benefits of a product, service, 
technology or company practice 
based on an unsubstantiated or 
misleading purpose. 

• Purpose washing can make a 
company appear to be more 
conscious than it really is.

125

Based on https://searchcrm.techtarget.com/definition/greenwashing



Beware of fake purpose!
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=
Source: https://www.aboalarm.de
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VIDEO - DISCUSSION: Simon Sinek on 
Millennials in the Workplace
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• There are leaders and there are those who lead.

• Leaders hold a position of power or influence.

• Those who lead inspire us.

• Whether individuals or organizations, we follow those
who lead not because we have to, but because we want to.
We follow those who lead not for them, but for ourselves.

(Simon Sinek – “Start with why”)
129



Conscious leaders are SELFLESS (Raj Sisodia)

130

Energy and

enthusiasm

Flexibility

Strength

Long-term

orientation

Love and

care

Emotional

intelligence

System

intelligence

Spiritual

intelligence



VIDEO: How Southwest Airlines built its 
culture | Herb Kelleher

131

• Hire for attitude,
• train for skills,
• look for leadership capabilities in every potential employee.

Seeking for employees with a
• warrior spirit
• servant’s heart
• fun loving attitude

Source: https://www.youtube.com/watch?v=8_CeFiUkV7s&t=2s 



Listen to
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Part 1 https://www.theconsciouscapitalists.com/podcast/episode/4a43ad8e/episode-8-conscious-leadership-part-1

Part 2 https://www.theconsciouscapitalists.com/podcast/episode/4c75a950/episode-9-conscious-leadership-part-2

https://www.theconsciouscapitalists.com/podcast/episode/4a43ad8e/episode-8-conscious-leadership-part-1
https://www.theconsciouscapitalists.com/podcast/episode/4c75a950/episode-9-conscious-leadership-part-2
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Differences of stakeholder integration 
between traditional and conscious businesses

134

Conscious businessTraditional business

• Making trade-offs among
stakeholders

• Managers who make trade-offs 
advantageous to the investors are 
seen as good managers

→ Zero-sum thinking

• Goal: Making all stakeholders
better off

• Business is the ultimate positive-
sum game – even among 
competitors

→ Positive-sum thinking

Conscious business: “If we look for trade-offs, we always will find them. If we look for 
synergies across stakeholders, we can usually find those, too.”

Source: Mackey, Sisodia (2013)



The Whole Foods Market Stakeholder 
Interdependence Model

135The “Wholefoods Declaration of Independence” can be found at http://www.wholefoodsmarket.com/mission-values/core-values/declaration-interdependence

http://www.wholefoodsmarket.com/mission-values/core-values/declaration-interdependence


Stakeholder relations and dimensions of 
stakeholder integration

136

• All major stakeholders must be aligned 
with the purpose of the organization
and with each other – and function as 
organs of a single body (corporate = 
corpus = body).

• Patagonia: “We try to make all our 
stakeholders feel like they’re part of the 
tribe.”

→ team members are passionately 
engaged, customers are loyal, suppliers 
are treated as part of the family, 
investors are happy – so that they 
reinvest into the company

Source: Mackey, Sisodia (2013)

Loyal, trusting customers

Passionate, inspired team members

Patient, purposeful investors

Collaborative, innovative suppliers

Flourishing, welcoming communities

Healthy, vibrant environment



Loyal, trusting customers
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Developing close customer relationships
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CustomerCompany

PURPOSE PASSIONTrust

In 
alignment 

with

values

• Customers develop closer relationship with company.
• Customers invest emotionally into company.
• Customers tell the business when they believe it has to change, evolve, learn, …
• Easier for company to form authentic customer relationships.
• Truly delighted customers market the business for the company.

Source: Mackey, Sisodia (2013)



REI – turning customers into members

139Source: https://www.rei.com/membership



Passionate, inspired team 
members
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141

12%

15% / 61% / 24%

450-550 billion US$



The differences between a job, career and a 
calling

142

• “What can I 
do?”

vs.

• “What would I 
like to do?”

Source: Amy Wrzesniewski, 2001



Example: Great Place to Work® rankings 
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Source: https://www.greatplacetowork.com/best-workplaces

https://www.greatplacetowork.com/best-workplaces


Patient, purposeful investors
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Which bank to choose as a conscious 
business?

145
Source: https://www.ran.org/bankingonclimatechange2019/



Excursus: Impact investing - definition

146

• “Investments made into companies, organizations, and funds with the intention to 
generate social and environmental impact alongside a financial return” (Global Impact 
Investing Network (GIIN))

Source: “A short guide to impact investing” – The Case Foundation, 2015



Investors’ financial return in the case of FoEs
vs. S&P 500

147

Notes:
– Company returns are total returns with dividends reinvested and compounded.
– a: Companies from Firms of Endearment, updated by authors.
– b: Standard & Poor’s index of five hundred U.S. companies

Source: Sisodia, Raj, David Wolfe and Jag Sheth (2014): Firms of Endearment – How World-
Class Companies Profit from Passion and Purpose



Collaborative, innovative 
suppliers

148



Opportunities to create win-win outcomes 
with suppliers
• Finding opportunities to create value

e.g. The Container Store placing orders during suppliers’ slow seasons

• Paying on time
e.g. Korean steelmaker’s POSCO policy to pay within 3 days

• Treating suppliers fairly
e.g. saving reputation by fairly treating any supplier

• Helping suppliers survive and flourish
e.g. REI prepaying small suppliers during economic difficulties

• Sharing the wealth
e.g. POSCO’s benefit-sharing program for tier one suppliers generating hundreds of innovation

149



Flourishing, welcoming 
communities

150



Businesses exist within local, national, global as 
well as virtual communities of common interests.

• Corporate Citizenship programs offer a triple benefit:
1. to communities by solving problems on the ground
2. to the individual by providing them with an exemplary form of leadership training and 

development
3. to the company by developing a new generation of global leaders.

• Example for local citizenship:
Whole Foods: “5 percent day” – 5 percent of gross sales at one store is donated to local 
non profit organizations – the local team decides about the recipient.

• Example for global citizenship:
Planterra Foundation by G Adventures – “To improve people’s lives by creating and 
supporting social enterprises that bring underserved communities into the tourism value 
chain.”.
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Conscious companies creating
win-win-win in communities

152

Support of community
Company

providing money, operational 
expertise, and intellectual capital

Nonprofit organization

providing projects, highly motivated 
workers and relationship networks



Healthy, vibrant environment
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The environment – the silent and ultimate 
stakeholder

154

Source: World Press Photo 2017, Francis Pérez, category: nature

Source: Christian Schmidkonz, CC BY-NC
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Part 2 https://www.theconsciouscapitalists.com/podcast/episode/47e40d44/episode-5-stakeholders-part-2

https://www.theconsciouscapitalists.com/podcast/episode/49cab8be/episode-4-stakeholders-part-1
https://www.theconsciouscapitalists.com/podcast/episode/47e40d44/episode-5-stakeholders-part-2
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Corporate Culture – according to Patty McCord, 
former Netflix Chief Talent Officer (CTO)

157

A cultural anthropologist’s perspective:

• The stories people tell

• The way people operate when no one’s 
looking

• The values that you hold dear, that you 
know your colleagues do as well

• The expectations of how people are going 
to behave

• The expectations of what gets punished 
and what gets rewarded

→ Every company has a somewhat unique 
culture

Source: http://knowledge.wharton.upenn.edu/article/how-netflix-built-its-company-culture/

http://knowledge.wharton.upenn.edu/article/how-netflix-built-its-company-culture/


Qualities of conscious cultures

158Source: Mackey, Sisodia (2013)

Caring

Accountability

Trust

Egalitarianism

Loyalty

Integrity Transparency

Conscious
culture

TACTILE



Qualities of conscious cultures: TACTILE (I)
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High levels of internal and external trust

High levels of vertical trust (leadership – team 
member)

High level of horizontal trust (within teams and across 
teams on same levels)

High levels of trust between customers, suppliers, 
other business partners, communities, investors, and 
governments.

Elements of trust in a conscious business:

• Being truly purpose-motivated (instead of narrow 
individual and institutional self-interests)

• Recognizing that trust is reciprocal

• Embracing transparency (reduces fear)

• Fostering conscious leadership (see next slide)

Trust

Source: Mackey, Sisodia (2013)



Seven qualities that distinguish conscious from 
unconscious employees: easy to understand, hard 
to implement

160

Source: Fred Kofman, 2006

Character 
attributes

• unconditional responsibility

• essential integrity

• ontological humility

• unconditional blame

• essential selfishness

• ontological arrogance

Interpersonal 
skills

• authentic communication

• constructive negotiation

• impeccable coordination

• manipulative com.

• narcissistic negotiation

• negligent coordination

Enabling 
condition

• emotional mastery
• emotional 

incompetence



Qualities of conscious cultures: TACTILE (II)
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Team members are accountable to each others and to 
customers.

People stick to their commitments.

E.g. suppliers are accountable to the company, and vice 
versa.

Hand-in-hand with high levels of decentralization and 
empowerment.

Accountability

Source: Mackey, Sisodia (2013)



Qualities of conscious cultures: TACTILE (III)
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Conscious cultures are marked by genuine care for all 
stakeholders.

Caring results in caring.

Thoughtful, authentic, considerate and compassionate 
behavior.

Elements of caring in a conscious business:

• Banishing fear

• Creating more care (by hiring people with a high degree 
of emotional competence)

• Using appreciations (by e.g. starting a meeting with a 
round of appreciations)

• Making tough decisions with care.

Caring

Source: Mackey, Sisodia (2013)



Qualities of conscious cultures: TACTILE (IV)
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Strict adherence to truth telling and honesty.

Conscious companies forgive lapses in judgment, but 
do not tolerate lapses in integrity.

Set global standards that exceed local governmentally 
set requirements.

Guided by what is ethically right, not merely by what is 
legally required or socially acceptable.

The (business) world is already transparent.

Hiding information is nearly impossible.

Conscious culture includes open financial books, salary 
information, and strategic plans.

Transparency

Integrity

Source: Mackey, Sisodia (2013)



Qualities of conscious cultures: TACTILE (V)

164

No class system – everybody treated with respect and 
dignity.

Salary differential between top and front line is smaller.

Senior executives generally do not enjoy special 
privileges and perks.

Open door policy enabling informal ways of 
communication with leadership team.

All stakeholders are loyal to each other and the 
company.

Patient and mutual understanding in unusual 
situations.

Loyalty

Egalitarianism

Source: Mackey, Sisodia (2013)
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Part 1 https://www.theconsciouscapitalists.com/podcast/episode/4b736c33/episode-6-conscious-culture-part-1

Part 2 https://www.theconsciouscapitalists.com/podcast/episode/4aab0a34/episode-7-conscious-culture-part-2

https://www.theconsciouscapitalists.com/podcast/episode/4b736c33/episode-6-conscious-culture-part-1
https://www.theconsciouscapitalists.com/podcast/episode/4aab0a34/episode-7-conscious-culture-part-2
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Traditional capitalism to conscious capitalism

167

… toFrom …

Profit focus

Only shareholders win

Short-term

Zero sum

Self-centered

Conflict of interest

Parasitic

Exploitative

Trade-offs

Disliked

Not trusted

Purpose focus

All stakeholders win

Long-term

Win-win-win-win

Holistic

Harmony of Interests

Mutualistic

Creating value

Synergies

Valued / Loved

Trusted

Source: Mackey, Sisodia (2013)



The four tenets of Conscious Capitalism

168
Source: https://www.consciouscapitalism.org/

https://www.consciouscapitalism.org/


1. Transition / Introduction

2. The four tenets of conscious capitalism

3. 1st tenet: Higher Purpose

4. 2nd tenet: Conscious Leadership

5. 3rd tenet: Stakeholder integration

6. 4th tenet: Conscious culture and management

7. Summary: Key questions

8. Reading recommendations and contact
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Conscious Business
“The U in You” –
Leading from the 
future



What is the “within” in leadership?
“The blind spot in leadership”

Bill O’Brian, former CEO of Hanover Insurance, in an interview with Otto Scharmer
(MIT):

• “The success of an intervention [corporate change] depends on the interior 
condition of the intervenor.”

• In other words: “The success of our actions as change-makers does not depend 
on What we do or How we do it, but on the Inner Place from which we operate.”

• → It’s about letting go of the past in order to connect with and learn from 
emerging future possibilities

Source: https://www.u-school.org/ 



Three perspectives on the leader’s work

• The source dimension of leadership is often invisible and functions as a “blind spot” in the 
process of social reality formation and transformational change.

Source: https://www.u-school.org/ 

RESULTS What

PROCESS How

SOURCE Who Blind spot: Inner place from which we operate



Source: https://www.u-school.org/theory-u



“Presencing”: planning from the future 
not based on the past

• Presencing: To sense, tune in, and act from one’s highest future 

potential—the future that depends on us to bring it into being. 

Presencing blends the words “presence” and “sensing” and works 

through “seeing from our deepest source.”

Source: https://www.u-school.org/



MITx edX MOOC 
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https://www.edx.org/course/ulab-leading-from-the-emerging-future

https://www.edx.org/course/ulab-leading-from-the-emerging-future


Guided journaling session

All questions are available at https://www.u-school.org/journaling (formerly https://www.presencing.com/tools/guided-journaling)
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Guided journaling questions

1.

• Challenges: Look at yourself from outside as if you were another 
person: What are the 3 or 4 most important challenges or tasks that 
your life (work and non-work) currently presents?

• Herausforderungen: Betrachten Sie sich selbst von Außen wie eine 
andere Person: Was sind die 3 bis 4 wichtigsten Herausforderungen 
oder Aufgaben, die sich Ihnen aktuell im Leben (Arbeitsleben oder 
privat) stellen?
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Guided journaling questions

2.

• Self: Write down 3 or 4 important facts about yourself. What are the 
important accomplishments you have achieved or competencies you have 
developed in your life (examples: raising children; finishing your education; 
being a good listener)?

• Selbst: Schreiben Sie die 3 oder 4 wichtigsten Fakten über sich selbst auf. 
Was sind die wichtigsten Dinge, die Sie in Ihrem Leben erreicht haben oder 
Kompetenzen, die Sie entwickelt haben? (Beispiele: Kinder großziehen, 
Ausbildung abschließen, ein guter Zuhörer sein)
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Guided journaling questions

3.

• Emerging Self: What 3 or 4 important aspirations, areas of interest, or 
undeveloped talents would you like to place more focus on in your future 
journey (examples: writing a novel or poems; starting a social movement; 
taking your current work to a new level)?

• Erwachendes/ auftauchendes Selbst: Was sind die 3 oder 4 wichtigsten 
Ziele/Sehnsüchte, Interessensgebiete oder unentwickelten Talente, auf die 
Sie mehr Aufmerksamkeit auf Ihrem zukünftigen Lebensweg richten 
wollen? (Beispiele: Eine Kurzgeschichte oder ein Gedicht schreiben, eine 
soziale Bewegung initiieren, in Ihrer Arbeit einen Entwicklungssprung 
machen)?
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Guided journaling questions

4.

• Frustration: What about your current work and/or personal life 
frustrates you the most?

• Frustration: Was frustriert Sie am meisten an Ihrer aktuellen Arbeit 
und/oder in Ihrem persönlichen Leben?
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Guided journaling questions

5.

• Energy: What are your most vital sources of energy? What do you 
love?

• Energie: Was sind Ihre größten Energiequellen? Was lieben Sie?
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Guided journaling questions

6.

• Inner resistance: What is holding you back? Describe 2 or 3 recent 
situations (in your work or personal life) when you noticed one of the 
following three voices kicking in, preventing you from exploring the 
situation you were in more deeply:
a. Voice of Judgment: shutting down your open mind (downloading 

instead of inquiring)
b. Voice of Cynicism: shutting down your open heart (disconnecting 

instead of relating)
c. Voice of Fear: shutting down your open will (holding on to the past or 

the present instead of letting go)
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Guided journaling questions

6.

• Innerer Widerstand: Was hält Sie zurück? Beschreiben Sie 2 oder 3 
Situationen der jüngeren Vergangenheit, (aus Ihrer Arbeit oder Ihrem 
privaten Leben) wo Sie eine der folgenden drei Stimmen so aktiv in sich 
wahrnehmen konnten, dass diese Sie dann davon abhielt, die Situation, in 
der Sie sich befanden, gründlicher zu untersuchen:
• Die Stimme der Bewertung: Die Offenheit im Verstand beenden 

(Downloaden und Bewerten, statt Fragen / Erkunden)
• Die Stimme des Zynismus: Das offene Herz schließen (Abtrennen, statt in 

Verbindung zu gehen)
• Die Stimme der Angst: Den offenen Willen schließen (festhalten an 

Vergangenheit oder Status quo statt loszulassen)
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Guided journaling questions

7.

• The crack: Over the past couple of days and weeks, what new aspects 
of your Self have you noticed? What new questions and themes are 
occurring to you now?

• Der Riss: Welche neuen Aspekte in und von sich selbst haben Sie in 
den letzten Tagen und Wochen wahrgenommen? Welche neuen 
Fragen und Themen sind Ihnen begegnet bzw. aufgetaucht?
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Guided journaling questions

8.

• Your community: Who makes up your community, and what are their highest 
hopes in regard to your future journey? Choose three people with different 
perspectives on your life and explore their hopes for your future (examples: your 
family; your friends; a parentless child on the street with no access to food, 
shelter, safety, or education). What might you hope for if you were in their shoes 
and looking at your life through their eyes?

• Ihre Gemeinschaft: Welche Menschen bilden Ihre Gemeinschaft und was sind ihre 
größten Hoffnungen in Bezug auf Ihren zukünftigen Lebensweg? Wählen Sie drei 
Menschen mit verschiedenen Perspektiven auf Ihr Leben und untersuchen Sie ihre 
Hoffnungen/Wünsche für Ihre Zukunft (Beispiele: Ihre Familie, Ihre Freunde, ein 
elternloses Kind auf der Straße ohne Essen, Schutz oder Bildung). Was könnte ihre 
Hoffnung sein, wenn Sie auf Ihre Zukunft durch ihre Augen schauen?
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Guided journaling questions

9.

• Helicopter: Watch yourself from above (as if in a helicopter). What 
are you doing? What are you trying to do in this stage of your 
professional and personal journey?

• Hubschrauber: Betrachten Sie sich selbst wie von einem Hubschrauber 
aus: Was machen Sie? Was versuchen Sie zu tun zu diesem Zeitpunkt 
Ihrer professionellen und persönlichen Reise?
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Guided journaling questions

10.

• Imagine you could fast-forward to the very last moments of your life, when it is 
time for you to pass on. Now look back on your life’s journey as a whole. What 
would you want to see at that moment? What footprint do you want to leave 
behind on the planet? What would you want to be remembered for by the 
people who live on after you?

• Fußstapfen: Stellen Sie sich vor, Sie könnten vorspulen zu den letzten Momenten 
Ihres Lebens, wenn es für Sie Zeit ist zu gehen. Schauen Sie nun zurück auf Ihren 
Lebensweg als Ganzes. Was würden Sie gerne in diesem Moment sehen? Welche 
Fußabdrücke würde Sie gerne auf dem Planeten zurücklassen? Womit/wofür 
wollen Sie bei den Menschen, die weiterleben, in Erinnerung bleiben ?
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Guided journaling questions

11.

• From that (future) place, look back at your current situation as if you were 
looking at a different person. Now try to help that other person from the 
viewpoint of your highest future Self. What advice would you give? Feel 
and sense what the advice is and then write it down.

• Hilfe: Schauen Sie von diesem zukünftigen Ort zurück auf Ihre 
gegenwärtige Situation, als würden Sie auf eine andere Person schauen. 
Nun versuchen Sie, mit dieser Person mitzufühlen und ihr zu helfen aus der 
Perspektive ihres höchsten, zukünftigen Selbst (Potentials). Welchen Rat 
würden Sie geben? Fühlen Sie sich ein und spüren Sie, was der Hinweis/Rat 
ist – und schreiben Sie ihn dann auf.
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Guided journaling questions

12.

• Now return again to the present and crystallize what it is that you want to create: 
your vision and intention for the next 3-5 years. What vision and intention do 
you have for yourself and your work? What are some essential core elements of 
the future that you want to create in your personal, professional, and social life? 
Describe as concretely as possible the images and elements that occur to you.

• Intention: Nun kehren Sie zurück zur Gegenwart und kristallisieren (verfeinern) 
Sie, was es ist, was Sie kreieren wollen: Ihre Vision und Absicht für die nächsten 3-
5 Jahre. Welche Vision und Intention haben Sie für sich selbst und Ihre Arbeit? 
Was sind die essentiellen Kernelemente der Zukunft, die Sie in ihrem persönlichen, 
professionellen und sozialen Leben verwirklichen wollen? Beschreiben Sie so 
konkret wie möglich die Bilder und Elemente, die Sie damit verbinden.
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Guided journaling questions

13.

• Letting-go: What would you have to let go of in order to bring your 
vision into reality? What is the old stuff that must die? What is the old 
skin (behaviors, thought processes, etc.) that you need to shed?

• Loslassen: Was würden Sie loslassen müssen, um Ihre Vision 
umzusetzen und ins Leben zu bringen? Was ist das alte Zeug, was 
gehen muss? Aus welcher alten Haut (Gewohnheiten, Gedanken, 
Abläufe, etc.) müssen Sie sich pellen?
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Guided journaling questions

14.

• Seeds: What in your current life or context provides the seeds for the 
future that you want to create? Where do you see your future 
beginning?

• Samen: Was in Ihrem aktuellen Leben oder Ihrer Umgebung enthält 
die Samen für die Zukunft, die Sie erschaffen wollen? Wo, an welchem 
Ort sehen Sie den Beginn ihrer Zukunft?
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Guided journaling questions

15.

• Prototyping: Over the next three months, if you were to prototype a 
microcosm of the future in which you could discover “the new” by 
doing something, what would that prototype look like?

• Einen Prototypen bilden: Wenn Sie in den nächsten drei Monaten 
einen Prototyp für die Zukunft, die Sie entdecken wollen, entwickeln –
als Mikrokosmos - und darin das Neue dadurch entdecken, dass Sie 
etwas tun – wie würde dieser Prototyp aussehen?
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Guided journaling questions

16.

• People: Who can help you make your highest future possibilities a 
reality? Who might be your core helpers and partners?

• Menschen: Wer kann Ihnen dabei helfen, dass Ihre höchst mögliche 
Zukunft Realität wird? Wer könnten die wesentlichen Helfer und 
Partner dabei sein?
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Guided journaling questions

17.

• Action: If you were to take on the project of bringing your intention 
into reality, what practical first steps would you take over the next 3 
to 4 days?

• Aktionen: Welche ersten praktischen Schritte könnten Sie in den 
nächsten 3 bis 4 Tagen unternehmen, um Ihre Absicht in die Realität 
umzusetzen?
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199 Source: https://www.u-school.org/theory-u



Dyad

• 9 minutes for a 1:1 conversation.

• Each person talks for 3 minutes. The aim is to share without self-critique. The other 
listens mindfully and without commenting.

• Don’t plan, edit or overthink—stream of consciousness works best here.

• End with 3 minutes of normal conversation to reflect on what emotions arose, 
what you said and how you said it.

200 Source: https://siyli.org/
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