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the elements of loyalty

Will you make my life safer?

Will you make my life easier?

Will you make my life better?

For thousands of years, these questions have quietly guided human interactions, often operating beneath 

the surface of conscious thought. It began with our ancestors, who sought to build social connections 

beyond their close-knit circles of kin. Initially, trust was instinctive in small tribal communities, but as humanity 

spread across the globe, loyalty became a concept outside of bloodlines, with relationships becoming 

more complex.

Our brains adapted to this change, developing the ability to determine who can be trusted and who can’t. 

As we faced this dilemma of who to trust, the definition of family broadened beyond traditional boundaries. 

This was more than just a social evolution - it was a cognitive revolution that made us strategic thinkers, 

seeking relationships to help us live safer, easier, and better lives.

Our quest for meaningful connections is more than a social impulse; it’s an evolutionary tapestry, intricately 

woven into our being. Survival hinged on our ancestral brains’ ability to discern whether others would 



protect us, support us, and enhance our existence. This isn’t just social behavior; it’s a legacy etched deep in 

our evolutionary story, a testament to how we, as a species, have thrived by understanding the very essence 

of connection.

we didn’t come into this world. we came out of it.

At the dawn of time, physics staged a grand cosmic performance, setting off an explosion that birthed 

our universe. In about 300,000 years, a dance of matter and energy ensued, coalescing to form the atom. 

These atoms, looking for stability, teamed up to create molecules, adhering to the intricate choreography 

of chemistry.

The universe was not done yet. Nine billion years later, physics and chemistry came together in a harmonious 

collaboration to ignite the spark of life. This new chapter, biology, brought forth a diverse array of life, 

including Homo sapiens. Each species played its role in a vast biological drama that enabled them to not 

just exist, but to thrive.

Behind the scenes of our everyday existence operate these cosmic laws – physics, chemistry, and biology. Yet, 

another critical element shapes our narrative: connection, the universe’s masterstroke, which transformed 

a chaotic cosmos into a nurturing haven for life.

Imagine a game that reflects the cosmic laws. The rules are straightforward: survive by existing and 

persevering, optimize by being efficient and conserving energy, and flourish by growing and multiplying. 

Successfully applying these principles - survival, optimization, and flourishing - is the key to winning the 

game.

In mastering this cosmic game, entities quickly grasp a crucial strategy: uniting with others. By aligning with 

entities that provide protection, enhance energy efficiency, or aid in growth and flourishing, their likelihood 

of staying in the game improves markedly. Thus, the universe’s most effective tactic has been the creation 

of enduring partnerships. When entities collaborate, their joint resilience greatly boosts their survival 

prospects. Conversely, those unable or unwilling to form such alliances tend to fade away.

Humans have mastered this strategy, evolving intricate social structures that not only guarantee survival but 

also enrich our existence. Our advanced social fabric has catapulted us to a dominant role on Earth.

Survival, optimization, and flourishing drive all life. These forces, ingrained in the human brain, have evolved 

to harmonize with our social inclinations. Nature’s selection of traits for these purposes is evident in human 

behaviors that are adapted to our complex social and cultural milieus. For us, survival is more than physical 

safety – it involves finding security within a supportive community. We are innately driven to establish 

enduring relationships that fulfill these basic needs.



Our brain’s evolution has attuned us to seek connections that align with the uniquely human experience 

of surviving, optimizing, and flourishing. This search for relationships that make our lives safer, easier, 

and better is our human interpretation of these universal goals. It’s not just instinct; it’s a reflection of our 

deep-seated mental constructs, echoing the universe’s strategy of connection in a distinctively human way.

Will you make my life safer?

Will you make my life easier?

Will you make my life better?
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Will you make my life safer?



In the realm of human relationships, trust is a concept that we often misconstrue as a monolithic, un-

changing trait, much like a mountain—immovable, reliable, constant. Yet, trust is more akin to a living 

organism, evolving and adapting in response to its environment. It’s not simply a matter of integrity or 

moral uprightness, though these are undoubtedly components. Trust is a multifaceted entity, composed of 

various elements that interact in complex and often surprising ways.

At its core, trust is about predictability and reliability in different dimensions: competency, character, con-

sistency, and capacity. Consider the way we trust a heart surgeon. This trust doesn’t stem solely from their 

moral fiber but from a complex amalgamation of their surgical skills (competency), their track record of 

successful operations (consistency), and their ability to handle the unexpected (capacity).

Now, let’s dive into the more counterintuitive aspects of trust. The dark underbelly, if you will. Trust, in cer-

tain contexts, can align with behaviors and expectations that society might deem unethical or even crimi-

nal. For example, in the shadowy world of crime, trust is built on a shared willingness to flout the law and 

deceive others. This form of trust is still about meeting expectations, albeit in a morally inverted universe.

This complexity of trust extends into how we perceive competence. Our trust in someone’s abilities is often 

shaped more by our personal biases and experiences than by universally accepted standards. A seasoned 

lawyer in their fifties may be trusted more than a younger counterpart, not because of inherent ability, but 

because of our own constructed criteria of what competence looks like.

The evolution of language and the condensation of our lexicon have led to a situation where ‘trust’ carries 

an oversized burden of meanings. This linguistic oversimplification masks the rich tapestry of trust’s true 

nature. It’s not merely a virtue but a dynamic, context-dependent phenomenon.

To understand trust more intuitively, imagine it as a chair. We might admire a chair’s design, but we ultimately 

trust it based on its ability to hold our weight. Similarly, trust in people or organizations hinges on their 

ability to support our needs and expectations. It’s a practical, not personal, matter.

In sum, trust is an ecological system within our social interactions, teeming with life and complexity. It’s a 

delicate balance of various elements that can thrive or deteriorate based on how well these elements align 

with our expectations and experiences. Understanding this intricate ecosystem is key to navigating the 

nuanced landscape of human relationships.



CAN YOU DO WHAT YOU SAY YOU CAN DO AND WHAT YOUR 
RELATIONSHIPS EXPECT YOU TO DO?

Humans evolved living in social communi-

ties, where cooperation and shared respon-

sibility were integral for survival. In these 

early societal constructs, each individual’s 

role was vital, and those unable to contrib-

ute were seen as ‘free riders’, exploiting the 

group’s collective efforts. This early dynamic 

established foundational views on the val-

ue of contributions within a group. 

As our species progressed, our social and emo-

tional landscapes developed more complexity, 

characterized by a heightened sense of empa-

thy and compassion. This evolution influenced 

our approach to trust, but the core emphasis on 
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competency as a measure of trustworthiness re-

mained. Our brains understand that intentions 

need to be supported by the capability to act 

effectively and contribute meaningfully. 

In the nuanced interplay of social interac-

tions, trust extends beyond simple good in-

tentions. It involves a clear demonstration 

of competency, encompassing knowledge, 

experience, expertise, and skills. This mix of 

intention and capability is crucial in estab-

lishing an individual as a trustworthy and 

valued member of the community. 



How organizations demonstrate their COMPETENCY:

• To showcase the exceptional durability of its safety glass, 3M created a se-

ries of unique kiosks using this material and strategically positioned them on 

city sidewalks across the United States. Inside these kiosks, they prominent-

ly displayed $1 million, openly challenging passersby to break the glass and 

claim the cash. This bold move was a testament to 3M’s confidence in their 

engineering and manufacturing expertise, demonstrating their willingness to 

stake millions of dollars on the reliability of their product.

• Google stands as the top employer for Ivy League graduates, highlighting its 

focused approach in recruiting from these prestigious institutions. This strat-

egy underscores Google’s appreciation for the high-quality education and di-

verse experiences that Ivy League schools provide. The company sees great 

value in the rigorous academic training, strong analytical skills, and innovative 

thinking that these graduates bring. By prioritizing Ivy League talent, Google 

not only ensures a workforce with excellent educational backgrounds but also 

fosters an environment ripe for groundbreaking solutions, reinforcing its posi-

tion as a leader in the technology and innovation sector.

Experience

Expertise

Knowledge

Skills

Talent

Productivity

Creativity

Innovation

Credentials

Reputation

• In the energy sector, experience is the most highly prized qualification, especially within top companies 

like ConocoPhillips, Chevron, and Duke Energy. These firms, known for their lengthy average employee 

tenures, prioritize experience due to the hazardous nature of their work in exploring, producing, and trans-

porting energy resources. Experienced professionals are essential for maintaining safety and operational 

efficiency in this high-risk industry.

• KathArt Interactive, an acclaimed digital design agency located in Copenhagen, showcases its expertise in 

cutting-edge creativity directly on its homepage. Instead of requiring potential clients to navigate through 

their website for evidence of their innovative capabilities, these skills are immediately apparent upon 

visiting their site. The initial impression confirms KathArt Interactive’s proficiency and their position at the 

forefront of digital experiences. To see for yourself, visit: http://tour.kathart.dk.

• Not to be outdone, Impossible Bureau, based in Sydney, can give KathArt Interactive a run for their mon-

ey in the realm of digital creativity and design. Their website serves as a testament to their exceptional 

creative and technical abilities, making it almost redundant to peruse their resumes or portfolio. The user 

experience on their website itself clearly demonstrates their prowess in digital design and technology. This 

direct approach to showcasing their skills ensures that visitors immediately grasp the depth and breadth 

of their capabilities in the digital design field. To witness firsthand the level of expertise that Impossible 

Bureau offers, visit their website at https://www.impossible-bureau.com. 



ARE YOUR VALUES AND PRINCIPLES IN ALIGNMENT WITH 
THOSE OF THE PEOPLE WHOSE TRUST YOU SEEK TO GAIN?

Trust is often viewed through the lens of integ-

rity, a vital but singular aspect in the broader 

landscape of trust-building. Adhering to mor-

al principles is an important starting point, 

yet trust encompasses much more. Most in-

dividuals perceive themselves as having good 

character, living lives marked by honesty, 

fairness, and respect. This self-perception is 

often reinforced by societal acceptance, as 

evidenced by the absence of criminal records 

or social exclusion.

However, the presence of societal accep-

tance doesn’t necessarily equate to trust-

worthiness. Trust truly forms when we see 

our own values and beliefs reflected in 

others’ actions. It involves asking ourselves 

if others share our levels of honesty, eth-

ical views, and respect. These questions 

are crucial in evaluating whether we can 

trust someone, and they mirror the con-

siderations others have about us. This mu-

tual assessment of character and values is 

a subtle but essential part of building and 

maintaining trust.
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How organizations demonstrate their CHARACTER:

• Chick-fil-A is known for its strong commitment to living its values, which is 

evident in various aspects of its business operations. The company places a 

significant emphasis on customer service, aiming to provide a welcoming and 

respectful atmosphere in its restaurants. This approach is rooted in its corpo-

rate culture, which promotes kindness, hospitality, and community engage-

ment. Additionally, Chick-fil-A is closed on Sundays, a decision that reflects 

its founder’s Christian beliefs and provides employees with a guaranteed day 

of rest. These practices demonstrate how Chick-fil-A integrates its core values 

into its daily operations, shaping its brand identity and customer experience.

• Patagonia’s commitment to its values is a cornerstone of its identity and op-

erations. The company is renowned for its environmental activism, dedicating 

significant resources to conservation efforts and sustainable practices. This 

includes using recycled materials in their products and advocating for envi-

ronmental causes. Patagonia also champions fair labor practices and transpar-

ency in its supply chain, ensuring ethical manufacturing processes. Their com-

mitment to “cause no unnecessary harm” and to use business to inspire and 

implement solutions to the environmental crisis is deeply ingrained in every 

aspect of their business, from product design to corporate decision-making, 

solidifying their reputation as a socially responsible company.

Values

Honesty

Respectfulness

Empathy

Transparency

Fairness

Passion

Courage

Humility

Gratitude

• Life is Good embodies its mission to spread the power of optimism in various impactful ways. Central 

to their philosophy is the Life is Good Playmaker Project, which focuses on helping children facing 

life-threatening adversity. This initiative involves training early childhood professionals to aid in the 

healing process of these children. Demonstrating their commitment to this cause, Life is Good donates 

10% of its annual net profits to The Playmaker Project, significantly aiding over one million children in 

need each year    . This approach reflects the company’s dedication to making a positive impact on soci-

ety, particularly on the well-being of children.

• Bad Robot Production Company demonstrates a strong commitment to social justice through its sub-

stantial financial pledge. They have committed $10 million over five years to organizations pursuing 

anti-racist agendas. This significant investment indicates a deep-seated dedication to combating sys-

temic racism and promoting equality. By focusing on organizations with specific anti-racist objectives, 

Bad Robot is directly contributing to initiatives that aim to close societal gaps, uplift marginalized 

communities, and build a more just and equitable society. Their approach exemplifies how a company 

can leverage its resources to make a meaningful impact in the fight against racial injustice.



ARE YOUR ACTIONS CONSISTENT AND RELIABLE, ENSURING 
OTHERS CAN DEPEND ON YOUR PREDICTABLE BEHAVIOR?

Inconsistency is a critical factor that significant-

ly undermines trust. One of the defining traits of 

humanity, setting us apart from other species, 

is our remarkable ability to recognize patterns 

with exceptional efficiency. This skill has been 

pivotal in our evolutionary journey, allowing us 

to navigate complex life situations and make 

calculated decisions. Our innate ability to dis-

cern and trust in patterns has emboldened us 

to take greater risks, underpinning many of our 

successes and advancements. 

Consistency is the cornerstone of this pattern 

recognition. It allows us to observe and under-

stand systems and methodologies, compare 

them with our expectations, and then act 

based on what we’ve learned from past expe-

riences. This process of comparing and con-

trasting, of aligning what we see with what 

we’ve come to expect, is foundational in our 

decision-making processes. 

inconsistency doesn’t just challenge our 

expectations; it shakes the very trust we 

place in our understanding of the world 

and the people around us. This shift from 

certainty to skepticism is a profound change, 

fundamentally altering how we interact with 

and perceive our environment...and others.
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How organizations demonstrate their CONSISTENCY:

• IKEA’s unwavering adherence to consistency across products, stores, training, 

and customer experience is a cornerstone of its business model. This con-

sistency not only builds trust and loyalty among customers but also cements 

IKEA’s position as a leader in the global retail industry. In recent years, IKEA has 

embraced technology to ensure consistency in the digital space. From its us-

er-friendly website to the AR-powered IKEA Place app, the company has main-

tained its brand ethos in the digital experience, offering customers the same 

simplicity and efficiency they expect in physical stores.

• Acroturn, a metals machining company, delivers premium quality products at 

competitive rates. Their aerospace grade manufacturing, combined with their 

machining expertise and specialized manufacturing processes allow them to of-

fer their customers a Zero Defects Promise. 

• With an unparalleled 77.12% winning rate in 612 Tests from 1903 to 2021, New 

Zealand’s All Blacks stand as the most successful men’s international rugby team 

in history. Beginning their journey with the first Test match in 1903, the All Blacks 

have amassed a legacy filled with remarkable achievements, solidifying their sta-

tus as not only a dominant force in rugby but also one of the most consistently 

outstanding sports franchises globally.

Reliability

Predictability

Uniformity

Discipline

Standards

Continuity

Punctuality

Methodology

Stability

Rigor

• In 1985, Danny Meyer opened the first of his 10 critically-acclaimed restaurants - Union Square Cafe, 

which went on to claim Zagat’s Most Popular Restaurant in New York City title an unprecedented nine 

times. The casual fine dining restaurant is credited with sparking a dramatic resurgence of New York 

City’s Union Square neighborhood, and it remains one of the city’s most popular spots. On the first 

Monday of every month, Meyer and his team would meet to ask one question: “How can we improve 

and become an even better place to work?” They have done this consistently for the past 38 years, 

canceling only one of these meetings during that time span...the week of September 11, 2001.

• Vince Lombardi’s tenure as the coach of Washington’s football team in 1969 exemplified the impor-

tance of punctuality and discipline in achieving success. Known for his strict attention to detail and 

demanding excellence, Lombardi instilled a culture of commitment and turned the team into winners. 

He emphasized being on time and taking care of oneself, leading to a transformation in the team’s 

performance. Prior to his arrival, the team had 14 losing seasons in a row. He would eventually move 

on to coach the Green bay Packers with the same philosophy and win five NFL championships and the 

first two Super Bowls. He is considered the greatest football coach of all time.

• Caroline Lindner is a hair stylist who devotes one day of her week to serving the homeless through the 

nonprofit she founded, Nashville Street Barbers. On Mondays, she and other barbers head out to pro-

vide free haircuts to people in the homeless community. Every Monday. Every week. Every year. Found-

ing the organization is an example of Character. Creating a regular schedule and following through is 

Commitment.



DO YOU HAVE ENOUGH RESOURCES TO MEET THE NEEDS 
OF YOUR RELATIONSHIPS?

Humans naturally gravitate towards rela-

tionships that make their lives safer, easier, 

and better. Those who can deliver on these 

aspects tend to garner the most loyalty. Ini-

tially, we assess a person’s capacity to meet 

these needs, but once in a relationship, our 

expectations evolve significantly.

In trusted relationships, our brains become 

less critical, often switching to autopilot. We 

grow to depend on our partners, leading 

us to overlook their limitations and overes-

timate their capabilities. This dependence 

fosters a belief that they can achieve more 

than they might actually be capable of.

The challenge with capacity as an ele-

ment of trust lies in the expectations it 

sets. A trusting relationship requires the 

ability to provide services and resourc-

es that enhance safety, ease, and quality 

of life. However, this isn’t always feasible. 

Limited resources constrain capacity, and 

when capacity is limited, so too is trust. 

This interplay between capacity and trust 

is a delicate balance, often requiring care-

ful navigation to maintain healthy, realistic 

expectations in relationships.

CapacityCpT
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How organizations demonstrate their CAPACITY:

• In cities worldwide, finding a Subway restaurant is now easier than locating a 

McDonald’s. Subway, boasting around 40,000 outlets in 98 countries, equates to 

one store per 200,000 people globally. This ubiquity underscores Subway’s tri-

umph in convenience, a crucial factor for fast food success, positioning Subway 

as the leading brand in accessibility.

• In 2020, Dunkin’ Donuts shifted its customer demographic younger through 

a partnership with Charli D’Amelio, a teenage TikTok sensation known for her 

dance videos. D’Amelio, frequently posting videos with Dunkin’s “The Charli” 

signature drink and donuts, sparked a significant brand engagement. This col-

laboration led to a 57% surge in Dunkin’ app downloads and dramatically boost-

ed sales of the drink, helping the franchise appeal to a younger, digitally-savvy 

audience. Dunkin expanded its reach by partnering with someone who had an 

audience they didn’t.

• The National Park Service (NPS) stands out for its capacity to offer inclusive ex-

periences, accommodating visitors regardless of disability, physical limitation, or 

age. This inclusivity is a key factor in making NPS sites appealing travel destina-

tions. By integrating accessible features like paved paths and auditory aids, the 

NPS ensures that visitors with diverse needs can equally enjoy the parks’ natural 

Resources
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Power

Influence

Potential
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beauty. The availability of the Interagency Access Pass, providing free admission to those with permanent dis-

abilities, further emphasizes this commitment. The NPS’s dedication to accessibility makes its parks universally 

welcoming, enhancing their appeal as travel destinations.

• The New England Patriots’ decision to draft Tom Brady was not based on his immediate skills but on his po-

tential to grow into a leading quarterback. Unlike other teams deterred by his lackluster physical attributes 

and average performance at the NFL Combine, the Patriots, led by Belichick and their front office, recognized 

Brady’s exceptional mental makeup and leadership abilities. They saw beyond the conventional metrics, fo-

cusing instead on his capacity for growth and victory-driven mindset. This vision led to drafting Brady as the 

199th pick, a move that turned out to be one of the greatest steals in NFL Draft history and catapulted Brady 

to become arguably the greatest quarterback ever.

• Building contractors and construction managers have historically excelled in managing capacity by mastering 

the art of coordinating extensive networks. In the complex arena of constructing a building, where countless 

systems, components, and specialties are involved, it’s impractical for a single organization to have all these 

capabilities. Instead, these professionals adeptly manage a mosaic of specialty contractors, each focusing on a 

specific part of the project. This approach not only expands their capacity beyond their internal resources but 

also enables them to undertake significantly larger projects than one might expect. This strategic orchestration 

and network management underscore their mastery in handling large-scale, complex construction projects.
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Will you make my life easier?    



In 2008, a comprehensive 7-year study by psychologists and sociologists confirmed a well-known fact: 

humans have a deep-seated need for connection. Despite our individual capabilities, we are hardwired 

to live in cooperative societies, relying on social groups for survival. This need for acceptance is rooted in 

survival instincts – to be protected, cared for, and to share knowledge. Consequently, isolation, neglect, 

and rejection are profoundly painful experiences, signaling our brain’s warning against the dangers of 

solitude.

While the necessity of relationships might be obvious, recent research has highlighted their extensive 

benefits. Renowned psychologists and social scientists like Dan Gilbert, James Fowler, Barbara 

Fredrickson, Martin Seligman, and Christopher Peterman have found that our sense of belonging is 

not just crucial for safety and survival but is also a key source of happiness and fulfillment. Acceptance, 

recognition, and understanding elevate our well-being, whereas neglect and abandonment can lead to 

despair and a loss of purpose.

Humanity’s remarkable progress is largely attributed to our ability to form close, cooperative relationships. 

Our ancestors, freed from constant survival worries due to supportive communities, had the liberty to 

explore, think, and learn, which significantly contributed to our evolution.

This sense of belonging shapes our identity, helping us understand our place in the world. However, 

cultivating this in organizations is challenging, as their focus often lies more on trust-related aspects like 

goals, products, and operations. The fundamental human need for belonging is frequently overlooked, 

perceived as too sentimental, time-consuming, or irrelevant in a professional context. But this view is 

short-sighted. Organizations that successfully foster a deep sense of belonging with their stakeholders 

build almost unbreakable relationships.



Do you view your relationships as unique individuals or 
merely as numbers, job titles, or demographic groups?

In the pursuit of efficiency and cost-effective-

ness, organizations and individuals often find 

themselves primarily focused on their own 

operations and goals, at the expense of ful-

ly addressing the needs of those they serve. 

This inward focus is an understandable but 

easy trap to fall into, as catering to the unique 

needs of each relationship can be daunting 

and resource-intensive.

Yet, the foundation of loyalty lies in recog-

nition and personal understanding. Before 

anyone commits their loyalty, they need as-

surance that they are seen and understood 

for who they are, not just as a part of a col-

lective. Each person views themselves as an 

individual with distinct needs and perspec-

tives, and they seek to be recognized and 

treated as such.

True recognition goes beyond superficial 

knowledge of what someone does or their 

background. It’s about making individuals 

feel welcomed and valued, acknowledging 

their uniqueness, and appreciating their 

contributions in a personalized manner. 
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How organizations demonstrate RECOGNITION:

• When interviewing a new employee, consider asking how they would spend a 

free day. This question reveals their personal interests, whether it’s fishing, the 

arts, sports, or reading. By noting these preferences, you can tailor recognition 

and rewards to align with what they enjoy. For instance, a fishing enthusiast might 

appreciate a half-day off, while an art lover might value symphony tickets. This 

approach not only generates ideas for meaningful recognition but also demon-

strates your genuine interest in them as individuals. 

• During the hiring process, it’s insightful to ask candidates about a moment when 

they were recognized for exceptional work. Inquire about the specific actions 

that led to the recognition, the reward they received, and the impact it had on 

them. This approach not only highlights the candidate’s strengths but also pro-

vides valuable insights into the types of rewards they might find meaningful in 

the future.

• When you spot an employee enjoying a hobby or talking about personal in-

terests, such as reading during lunch breaks, consider using these insights for 

meaningful recognition. For instance, if they’re avid readers, a new book from 

their favorite genre or author is a thoughtful reward for their hard work. Similarly, 

if another team member is passionate about gardening, a set of quality garden-

ing tools or a plant could be a delightful surprise. Tailoring rewards to individual 

interests not only acknowledges their achievements but also shows a genuine 

appreciation for who they are outside of work.
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• Sending a brief email to your team to celebrate successes or offer encouragement during busy periods can 

make a significant impact, even when time is scarce. Around holidays, take a moment to express appreciation 

for each team member. This doesn’t require an elaborate message; a few sincere sentences highlighting their 

valued contributions can suffice. If you find yourself struggling to identify positive attributes in an employee, 

it’s worth viewing this as a potential concern.

• While recognizing an employee for their hard work is impactful, extending that recognition to their families 

creates a lasting, memorable impression. When an employee is required to work late consistently, sending 

flowers and a note of thanks to their spouse or partner is a meaningful gesture. This acknowledgment of the 

family’s or partner’s sacrifice is often greatly appreciated, showing that their support does not go unnoticed.

• To understand what truly interests someone, delve into their social media activities. Don’t just read their posts; 

observe who they follow. Looking past their professional interests and popular figures, you’ll notice patterns 

revealing their personal likes - be it sports teams, movies, TV shows, comedians, fashion, or hobbies. This ex-

ploration can offer insights, perhaps even inspiring ideas for holiday gifts. By noticing these nuances, you gain 

a deeper understanding of their personal preferences.

• Fender, a legendary name in the music industry, revered by iconic musicians like Jimi Hendrix and Eric Clapton, 

takes guitar personalization to a new level. They allow you to design your own guitar, offering extensive control 

over various aspects of the instrument. This unique opportunity means you’re not just acquiring a profession-

al-grade guitar; you’re creating a one-of-a-kind dream guitar, showcasing Fender’s recognition of their buyers.



DO YOU KNOW WHAT YOUR RELATIONSHIPS REALLY WANT, 
NEED, AND CARE ABOUT WITHOUT BEING TOLD?

Reflect on the most meaningful relation-

ships in your life - be it with family members, 

a best friend, or a romantic partner. Imagine 

if your struggles and uncertainties always 

went unnoticed, making you question the 

depth of your connection. This highlights 

why insight is crucial for loyalty.

Insight involves perceiving and under-

standing what is unspoken - the thoughts 

and emotions that a person might not ex-

press or that are not immediately apparent. 

Our lives are often shrouded in layers of 

fear, anxiety, embarrassment, or confusion, 

leading us to conceal our true feelings and 

thoughts.

However, some individuals possess a re-

markable ability to see beyond these veils. 

They are the ones who truly understand us - 

who grasp our worries, aspirations, and the 

thoughts that keep us awake at night. They 

comprehend both our dreams and doubts, 

our ambitions and insecurities. These indi-

viduals, with their profound insight, form 

the most significant and cherished rela-

tionships in our lives. Their understanding 

and perception reinforce the strength and 

loyalty of these bonds.

InsightIn
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How organizations demonstrate INSIGHT:

• At Zappos, managers and team leads are encouraged to spend 20% of their 

time hanging out and socializing with their team. “If you take the time to get 

to know your employees, I mean really get to know them, you will be able to 

become a mentor,” says Marcela Gutierrez, Manager of Zappos Insights and 

New Hire Training. “The difference between a mentor and a manager is that 

you will know how to coach them and help them achieve not only professional 

but personal goals. They will also work harder for you because they will trust you 

100%. There’s nothing better than to have someone you can trust and come to 

for anything.” 

• At Nokia, informal mentoring is integral from day one of a new job. The em-

ployee’s manager promptly identifies key individuals across the organization for 

the new hire to meet, a practice rooted in Nokia’s early days. This tradition in-

volves the manager advising the newcomer on discussion topics and the signif-

icance of each relationship. The new employee is then expected to proactively 

arrange these meetings, often traveling to different locations. This commitment 

to investing time in coaching and network building is fundamental to fostering 

Nokia’s collaborative culture.

Empathy

Acumen

Savvy

Perception

Astuteness

Discernment

Wisdom

Understanding

Judiciousness

Erudition

• As CEO of Procter & Gamble, A.G. Lafley emphasized a culture of direct consumer engagement across all 

levels, from the chairman to entry-level employees. This approach led to valuable insights, such as during his 

work on Tide. Despite positive feedback on Tide’s packaging, Lafley observed a consumer using tools like 

screwdrivers to open it, to avoid nail damage. This revealed a gap between reported satisfaction and actual 

user experience, highlighting the need for design improvements despite the lack of consumer awareness of 

better alternatives.

• When Campbell’s asked consumers about their preferences for soup, they typically highlighted its comforting 

and nourishing qualities. However, a different perspective emerged when they were encouraged to voice 

complaints about soup. Common grievances included undersized meat pieces, insufficient vegetables, and 

an overall lack of satiety. These critical insights sparked a significant innovation in the soup industry, leading to 

the creation of Chunky soup. This new product directly addressed these specific consumer needs, offering a 

more satisfying and fulfilling soup experience, perfectly aligned with what customers truly desired.

• At times, the most effective insight is the most obvious. Tasked with reinvigorating the Snickers bar, BBDO, 

an ad agency, saw a clear path. Snickers, despite its humorous name, had never leveraged comedy in its mar-

keting. Recognizing this missed opportunity, BBDO crafted a series of hilarious commercials. The result was 

transformative: Snickers, which had been experiencing stagnant sales and lagging behind Hershey’s offerings, 

reclaimed its position as America’s top-selling candy in just two years.



DO YOU ANTICIPATE THE NEEDS OF YOUR RELATIONSHIPS, 
EVEN BEFORE THEY REALIZE OR ARTICULATE THEM?

Humans are inherently cooperative, often as-

sisting others with the underlying hope that 

this kindness will be reciprocated in our own 

times of need. This practice of mutual aid 

forms a foundational social contract that has 

been a cornerstone of our species’ existence.

Yet, building true loyalty goes beyond this 

basic principle and hinges on foresight - the 

ability to preemptively recognize and address 

someone’s needs before they make a request. 

This level of foresight not only demonstrates 

an understanding of others’ challenges but 

also a proactive commitment to finding solu-

tions that cater to their immediate and fu-

ture needs.

To cultivate loyal relationships, both orga-

nizations and individuals need to nurture 

this foresight. It involves more than solv-

ing current issues; it’s about anticipating 

future challenges and preparing to meet 

them head-on. When one can consistent-

ly demonstrate such foresight, they be-

come an indispensable part of others’ lives, 

strengthening relationships to the point 

where they become unbreakable.
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How organizations demonstrate FORESIGHT:

• Armstrong Lambert Associates prioritizes mentorship for their young associates, 

offering them interactions with business leaders. They provide detailed, tailored 

training, including real-world field experience. Recognizing that most graduates 

lack experience in making “cold calls,” ALA partners lead by example, making 

initial calls and offering immediate feedback. They also accompany associates 

on their first in-person cold calls, ensuring hands-on guidance and support.

• The Special Libraries Association (SLA), a nonprofit serving over 7,000 informa-

tion professionals globally, recognizes that many members might be introvert-

ed. To facilitate easier participation, the Rocky Mountain Chapter has imple-

mented a “buddy” system for chapter events. This approach pairs seasoned 

members with those hesitant to attend alone, ensuring a comfortable and less 

intimidating experience. These buddies not only accompany them to events 

but also help in making new connections and forming relationships within the 

professional community.

• The Grand Del Mar resort in San Diego, CA trains its staff to anticipate guest 

needs, not just respond to requests. Mention that you are heading to the beach 

the next day with your kids, expect them to have a package of sand toys deliv-

ered to your room or placed in your car - because who packs a pail and shovel 

when going on vacation? 
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• Safelite Auto Glass offers the convenience of repairing cracked windshields at customer locations. Under-

standing customer concerns about strangers working on their vehicles, Safelite enhances trust by sending an 

email confirmation of the appointment, along with a photo, brief biography, and credentials of the assigned 

technician. This proactive approach addresses potential anxieties and builds customer confidence.

• Homestead Kitchens in Littleton, MA recognizes the disruption caused by kitchen renovations. To ease this 

stress, they provide customers with gift certificates to local restaurants, acknowledging the need for dining 

alternatives during construction. Additionally, Homestead addresses another challenge: an empty fridge after 

weeks without a kitchen. They stock the new kitchen with favorite foods and beverages, demonstrating a deep 

understanding of their customers’ needs. While the quality of their work establishes trust, it’s this proactive 

approach to customer care that truly fosters loyalty.

• A simple yet effective way for organizations to be proactive is through a well-designed FAQ page on their 

website. Take Airbnb as an example: they feature a detailed FAQ center that addresses the complexities of 

booking experiences. Organized by user type—guest, host, or admin— it allows for easy navigation and in-

cludes a search bar for specific queries. The content is structured as in-depth articles with further exploration 

options, aligning with the modern customer’s preference for proactive self-service solutions.



DO YOU INCLUDE YOUR RELATIONSHIPS IN DECISION-
MAKING AND STRATEGIC CHOICES, MAKING THEM FEEL 
APPRECIATED, ESSENTIAL, AND RESPECTED?

Transactional relationships are often defined by 

divisions: your interests versus theirs, with dif-

fering goals and perspectives. In contrast, loyal 

relationships are characterized by inclusivity, 

where both parties engage, contribute, and val-

ue the relationship beyond mere outcomes like 

financial gain or services rendered. Inclusivity 

involves more than just inviting participation; 

it means actively encouraging input, imple-

menting suggestions, and truly valuing each 

person’s involvement. By fostering an inclusive 

environment, loyalty in relationships is naturally 

strengthened.

Inclusion also entails being accessible and 

present for those in your relationships. This 

availability can manifest in various ways – phys-

ically, emotionally, virtually, or through com-

munication – and it significantly influences our 

sense of belonging, assuring us that we are not 

alone. Responsiveness to emails, comments on 

blogs, phone calls, text messages, and social 

media interactions are all facets of inclusion. 

Conversely, neglecting these interactions can 

be as detrimental as missing a meeting or re-

maining isolated behind a closed door, leading 

to feelings of exclusion, disrespect, and under-

appreciation.
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How organizations demonstrate INCLUSION:

• Trader Joe’s stands out in the supermarket industry for its exceptional treat-

ment of employees, from clerks to vice presidents. The company fosters a cul-

ture where everyone’s ideas are valued and often implemented. While there 

are specific spending and behavioral guidelines, employees have considerable 

autonomy in execution, with the corporate office dictating ‘what’ but not ‘how.’ 

This approach is based on the belief that, when given the chance, employees 

make sound decisions regarding store aspects like signage and merchandising.

• JetBlue promotes a system of “desired behaviors” that foster a collaborative 

work environment to improve customer service. For example, the airline encour-

ages pilots, flight attendants and gate agents to work together to help clean the 

main cabin, which reconciles potential conflict between cabin cleanliness and 

speed of turnaround between flights, as the aircraft crew is responsible for both.

• Zingerman’s Deli’s success isn’t just about great food; it’s deeply rooted in their 

commitment to employee engagement. The company believes that well-in-

formed and dedicated employees are key to its progress. Their strategy for 

an enriching employee experience includes a distinct vision, openness in de-

cision-making, and in-depth training. Maggie Bayless, a founding partner of 

ZingTrain, underscores the importance of meaningful work, advocating for a 

workplace where employees feel appreciated and intellectually engaged, thus 

refuting the idea that work cannot be gratifying.
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• Progressive is committed to continuous improvement and diversity, equity, and inclusion (DEI). The company 

actively recruits diverse talent and ensures equitable pay across gender and race. It supports career develop-

ment through multicultural leadership programs and acknowledges diversity in areas like sexual orientation 

and socioeconomic status. The “Chosen Name” initiative allows employees to use their preferred names in 

the HR system. 

• Glow Recipe excels in the cosmetics industry by not only offering all-natural skincare products but also by 

nurturing a strong brand community. Their website is a hub for tutorials, reviews, and quizzes, further enriched 

with their Glowipedia. Emphasizing empowerment, Glow Recipe’s Boss Babes interview series spotlights fe-

male entrepreneurs, aligning with their customers’ values of motivation and confidence. Their commitment 

extends to the Glow Miles VIP program, rewarding customers with exclusive perks. This approach of celebrat-

ing female empowerment and providing a rewarding customer experience enhances their brand’s appeal, 

making it about more than just their beauty products.

• Parenting, while emotionally rewarding, often brings confusion, fostering strong parenting communities for 

support and guidance. Itzy Ritzy, a brand popular among parents, stands out with its value-add marketing 

strategy. Offering a range of content from diaper bags to teething tools, Itzy Ritzy has become a trusted re-

source. The brand’s commitment is highlighted in its blog’s parent profiles, featuring customer experiences 

and the founders’ own parenting journeys. This authentic, user-generated content not only resonates with 

existing members but also attracts new ones, strengthening the Itzy Ritzy community by providing the support 

parents seek.



WHO WE ARE. WHO WE ASPIRE TO BE.

It’s hardly a surprise that to earn loyalty, 

whether for oneself or an organization, 

people need to enjoy interacting with you, 

being part of your activities, and spending 

time in your presence. They should feel a 

sense of shared and aligned interests, or see 

in you a representation of what they aspire 

to become.

This tendency is deeply rooted in our evolu-

tionary history. Initially, our primary sense of 

safety and identification came from our kin 

– those who shared our genes and resem-

bled us. Our cautious brains found comfort 

in familiarity: if someone looked, spoke, 

and behaved like us, they were likely kin, 

making it easier to trust and connect with 

them. Identity thus fulfills our brain’s quest 

for familiarity, serving as a basis for trust.

Among the various elements that cultivate 

loyalty, Identity stands out as the most 

potent. It has the unique capacity to com-

pensate for shortcomings in other areas. 

Ultimately, what we seek most is to be part 

of a community that feels familiar and safe, 

surrounded by trustworthy individuals 

who share our interests and values – peo-

ple who are, in essence, just like us.
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How organizations demonstrate IDENTITY:

• Every day at about 5:30 p.m. the Fundable team turns off computers, ends client 

phone calls, and gathers together for a happy hour featuring a giant NBA Jam 

tournament. It’s a great reward at the end of a productive day, and it is one of 

the best ways to allow co-workers from different departments to catch up or get 

to know each other.

• Howard Stern has been on the airwaves for over 40 years.. But how did a shy, 

nerdy teenager become the self-acclaimed King of All Media? Stern realized 

early on that he should be honest rather than just being entertaining. He has 

an innate sense of what his audience wants and will tolerate and isn’t afraid to 

broach any subject with his guests. His audience identifies with Howard because 

he is their subconscious, asking all the questions they would like to and doing all 

the things they want to, but would never have the courage. 

• Apple Inc.’s introduction of ‘Celebrity Playlists’ on iTunes brilliantly leveraged 

the concept of Identity, catering to our innate desire to connect with or emulate 

those we resemble or admire. This innovative feature allowed users to down-

load playlists curated by famous personalities, aligning their music choices with 

celebrities they resonated with or aspired to be like. This strategy went beyond 

conventional music sales, tapping into users’ aspirations and identities. By offer-
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ing a musical journey shaped by admired figures, Apple not only showcased its technological innovation but 

also its deep understanding of the influence of celebrity culture on personal identity, thereby enhancing user 

engagement in a unique and personalized way.

• Motel 6, a hospitality giant valued at over $2 billion with more than 1,400 locations, has masterfully crafted an 

identity that resonates with warmth and simplicity, despite its corporate magnitude. Owned by The Blackstone 

Group, this brand has cultivated a homey, mom-and-pop image, particularly through its iconic advertising 

campaign featuring NPR personality Tom Bodett. Bodett’s folksy, inviting vocal style and the memorable slo-

gan, “We’ll Leave the Light On For You,” have become emblematic of Motel 6’s identity. This approach not 

only distinguishes Motel 6 in the competitive hospitality industry but also imbues the brand with a personal, 

welcoming touch, appealing to travelers seeking affordability and a sense of familiarity. Motel 6 isn’t for every-

one. But for those who prefer it, identity plays a significant role.

• Sam Zavada isn’t just any salesman; he’s a master of connection, adept at blending identity with strategy to 

engage his varied clientele. In the trunk of his car, he carries an array of clothing, each set meticulously chosen 

to match the setting of his clients—rugged jeans and a t-shirt for visits to the scrap yard, a crisp suit for meet-

ings at law firms, and a casual yet smart polo for the country club crowd. Far from being just a tactical move, 

Sam’s choice of attire is a cornerstone of trust-building, ensuring his customers feel at ease, almost as if they’re 

dealing with a familiar face. It’s in this harmonious mix of flexibility and understanding, aligning himself with his 

clients’ worlds, that Sam has carved his path to success, proving the potency of resonating with the identities 

of those he serves.
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The human brain, much like Swiss cheese with its myriad of holes, has an innate aversion to gaps in 

information. Driven by a deep-seated need for understanding, our minds are constantly seeking to fill 

these voids. When lacking concrete, empirical data, our brains resourcefully construct narratives, myths, or 

superstitions, acting as cognitive patchwork to bridge these gaps in knowledge. This instinctive tendency, 

deeply embedded in human behavior for over 20,000 years, has led us to a diverse array of beliefs and 

systems to answer life’s most profound questions, including the origins of the universe and the purpose of 

our existence.

Throughout history, cultures and eras have offered different frameworks of understanding. Ancient civiliza-

tions like the Egyptians, Greeks, and Romans turned to multiple gods to explain the unknown, while the 

Enlightenment era ushered in a paradigm shift towards scientific explanations. Despite these changing 

explanations, the core questions remained constant across time and cultures, reflecting our unchanging 

quest for meaning.

This quest goes beyond intellectual curiosity; it profoundly influences our social and emotional connec-

tions. We are drawn to individuals and organizations that offer a sense of purpose, aligning with our need 

for understanding and explanation. This is evident in how certain leaders and organizations garner loyalty 

by embodying a purpose that transcends their functional role. They provide answers to our deepest, most 

questions. Do we matter? Are we making a difference? What legacy will we leave behind?

Our attraction to entities that provide a sense of purpose satisfies our cognitive and emotional fulfillment. It 

explains why brands or personalities that stand for something more than their practical role tend to cultivate 

deep, enduring loyalty. They don’t just offer services or products; they provide a narrative that resonates 

with our innate desire to understand our place in the world and find purpose in our actions.

In this context, purpose is akin to spice in a recipe, adding flavor and depth beyond basic needs. Activities 

and pursuits that go beyond survival – such as cultural experiences or personal achievements – feed our 

need for meaning and purpose. Our brains are attracted to those who demonstrate clear intent, fellowship, 

and commitment, forming strong, loyal bonds with those who help us make sense of the world and find our 

role in it. This drive for purpose and understanding is a key aspect of the human condition, connecting us 

on a profound level and shaping our individual and collective identities.



DO YOUR RELATIONSHIPS SEE YOU AS PART OF A GREATER 
CAUSE WITH A SHARED VISION FOR THE FUTURE?

Intention, at its core, is about the clarity 

and sincerity of purpose behind actions. It 

transcends the mere act of doing, delving 

into how and why things are done. This 

concept is pivotal in how others perceive 

and connect with an individual or an 

organization. For purpose to be perceived 

as genuine and to resonate with others, 

it must be expressed and embodied 

consistently and transparently.

The importance of clear intention lies in 

its ability to convey sincerity and truth. It  

fosters deeper connections and loyalty. 

When individuals or organizations exhibit 

a purpose that is not only evident in their 

words but also in their actions, it creates 

a powerful alignment with those who 

share or admire those values and goals. In 

essence, clear intention is the thread that 

weaves together the fabric of genuine 

purpose, making it tangible and believable 

to others. It’s this authenticity that attracts 

and retains loyalty, forming bonds based 

on shared beliefs and mutual trust.
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How organizations demonstrate INTENTION:

• Yvon Chouinard’s decision to sell Patagonia was a reflection of his clear and pur-

poseful intention to preserve the company’s commitment to environmental sus-

tainability and ethical practices. This strategic move went beyond a simple busi-

ness transaction; it was a manifestation of his deep-seated values and vision. By 

aligning the company’s future with these principles, Chouinard not only ensured 

the continuation of Patagonia’s ethos but also strengthened trust and loyalty 

among consumers and the broader community. His decision exemplified how a 

commitment to core values can significantly influence a company’s legacy and 

future direction.

• W.L. Gore & Associates, creators of Gore-Tex, distinctively embrace a flat, “lat-

tice” organizational structure, eschewing traditional hierarchies in favor of a de-

centralized, team-oriented approach. This model fosters direct communication, 

innovation, and employee initiative, reflecting the company’s commitment to a 

collaborative and innovative work environment. Gore’s unique system aligns with 

its purpose of not only producing high-quality products but also nurturing an 

adaptable, employee-centric culture. This approach is crystal clear and has been 

crucial in shaping Gore’s identity as an innovative and progressive company.
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• Before Bill McGowan emerged on the scene in 1974, American Telephone and Telegraph (AT&T) held an un-

challenged monopoly over the United States’ telephony sector. AT&T was responsible for everything from the 

phone lines in homes and offices to the design and manufacturing of phones and switchboards at Bell Labs 

and Western Electric. It also dominated long-distance communication, charging steep rates of around $4 per 

minute. However, McGowan, as the CEO of MCI, became a pioneering figure, embodying the classic narrative 

of David challenging Goliath in the corporate arena. He instilled profound lessons about challenging corpo-

rate giants. Under his leadership, MCI cultivated a culture of fierce loyalty among its employees, who deeply 

believed in the cause they were championing. McGowan fostered a belief among employees, investors, and 

even some regulators and legislators that they were advocates for “the little guy,” fighting a righteous battle 

against a perceived corporate evil.

• Pat Brown, the founder of Impossible Foods, has distinctly defined his company’s purpose and intention: to 

drastically reduce the environmental impact of the food industry by developing plant-based meat substitutes. 

Driven by concerns over sustainability and animal welfare, Brown’s vision is clear and focused – to provide a 

viable, environmentally friendly alternative to traditional meat products. This commitment is not just a busi-

ness strategy but a mission to address pressing global issues like climate change and resource conservation, 

making Impossible Foods a leader in the burgeoning field of sustainable food technology.



DO YOUR RELATIONSHIPS FEEL ACTIVELY ENGAGED AND 
INVESTED IN YOUR SHARED PURPOSE AND IDEALS?

Having and actively demonstrating a clear 
purpose is crucial in any endeavor, but it’s 
the act of sharing that purpose with oth-
ers that truly fosters loyalty. This concept, 
while seemingly complex, is straightfor-
ward: your purpose becomes significantly 
more impactful in your relationships when 
it is shared and embraced by those around 
you. Whether your goal is to instigate glob-
al change, revolutionize a specific industry, 
or simply bring joy and positivity to those 
around you, it’s vital to make your relation-
ships feel like they are essential contribu-
tors to this mission.

The universal human desire for purpose 
and meaning becomes fulfilled when we 
are part of something larger than ourselves. 
Our connections, be they professional or 
personal, take on a deeper significance 
when they allow us to engage with and 
contribute to a shared purpose. When indi-
viduals feel that they are actively participat-
ing in a meaningful journey, it strengthens 
the bonds and creates enduring, meaning-
ful connections, making the shared pursuit 
of purpose a powerful catalyst for loyalty 
and lasting engagement.
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How organizations demonstrate FELLOWSHIP:

• The Grateful Dead’s ethos was deeply rooted in anti-authoritarian values and 

a benevolent view of humanity, which was evident not just in their music but 

also in their business practices and fan interactions. Unlike most musical art-

ists who rigorously protected their copyrights and trademarks, the Dead took a 

unique approach by allowing fans to tape record their concerts and share these 

bootleg copies freely. This strategy defied the music industry’s conventional wis-

dom, which believed that free access to live recordings would diminish the de-

mand for commercial albums and harm the band’s financial success. Contrary to 

these expectations, the Dead’s open approach and fellowship with fans actually 

contributed to their greater success. By sharing tapes, fans helped expand the 

Grateful Dead’s community, attracting even more followers. Living the values 

they championed in their music, the Dead not only built a loyal fan base but also 

created a legacy that continues to thrive, even nearly half a century later..

• Nike’s purpose is to make people healthy and help them perform at their athlet-

ic best. Creating athletic gear is one way to make that happen. But Nike creates 

a fellowship with their customers. By creating technology, including apps and 

online tools, that allows amateur athletes to track and compare their perfor-

mance to the professional athletes they aspire to be, motivates them to reach 

their goals. 
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• Although Yvon Chouinard owns Patagonia, he surrounds himself with talented leaders to help advance the 

company’s goals. Patagonia utilizes individuals who are just as passionate about the outdoors by collecting 

insights from what it calls their Ambassadors from different outdoor sports areas, such as fly fishing, alpine 

climbing, skiing, and trail running. Patagonia ambassadors are athletes and adventurers who work closely with 

the design department to test, refine and validate products in the harshest and most remote locations on the 

planet.

• Harley-Davidson’s fellowship is epitomized by its Harley Owners Group (H.O.G.), a central pillar in creating 

a sense of community among its riders. H.O.G. is more than just a customer club; it’s a global network that 

brings Harley enthusiasts together, fostering a shared identity and passion for the open road. Through 

organized rides, events, and rallies, H.O.G. offers a platform for members to connect, share experiences, and 

celebrate the unique lifestyle that comes with being a Harley-Davidson rider. This sense of belonging and 

camaraderie cultivated by H.O.G. is integral to Harley-Davidson’s ethos, transforming customers into a loyal, 

tight-knit community bonded by a love for the brand and the freedom of riding.

• Maker’s Mark cultivates a distinctive fellowship through its Ambassador Program by offering personalized 

experiences, like having members’ names on bourbon barrels, and fostering community engagement 

through exclusive events and updates. This approach not only deepens the individual’s connection to the 

bourbon-making process but also builds a strong community among bourbon enthusiasts, enhancing their 

overall experience with the brand.



DO YOUR RELATIONSHIPS BELIEVE YOU ARE DEEPLY 
COMMITTED TO A PURPOSE? IS YOUR PURPOSE EVIDENT IN 
EVERYTHING YOU DO? 

Identifying with the purpose of an organi-
zation or individual is very different than 
trusting what they do, such as manufacture 
a product or deliver a service.

It is far more personal and intimate and 
more closely aligned with an ideology or 
belief. It is a way for your relationships to 
see themselves as they are or what they 
aspire to be. When a client, a customer, 
an employee, or a member identifies with 
your purpose, it is comparable to “giving 
one’s heart” in a romantic relationship. It 
is an emotional attachment that goes be-
yond mere economics.

This is why committing to a purpose is so 
important. It provides your relationships 
with safety, with an assurance that the pur-
pose you express and the one they iden-
tify with is not temporary, artificial, or ma-
nipulative, but genuine to your core. They 
need to feel like you wont betray them or 
let them down and that the meaning they 
found in the relationship with you will en-
dure any challenges and pressures that 
may arise or threaten your purpose.
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How organizations demonstrate COMMITMENT:

• Founded in 2005 and employee-owned since 2011, Namasté Solar demon-

strates a strong commitment to its workforce by offering co-ownership to em-

ployees after a brief candidacy period. With open access to company meetings, 

books, and salary information, and a policy ensuring a fair salary ratio, Namasté 

Solar fosters a culture of transparency and inclusivity. This approach has facili-

tated growth and profitability, with expansions into new states and a focus on 

the commercial business sector. The co-founders attribute their success to this 

model, which amplifies entrepreneurial spirit by empowering every employee to 

think and act as an owner, underscoring the company’s commitment to collec-

tive success and shared values.

• Arthur T. Demoulas, former CEO of the supermarket chain Market Basket, is 

widely recognized for his exceptional commitment to his employees. His lead-

ership style was heavily focused on employee welfare, offering above-average 

wages, benefits, and profit-sharing plans. This dedication to his workforce fos-

tered deep loyalty among Market Basket employees. In 2014, this loyalty was 

dramatically displayed when Demoulas was ousted by the company’s board, 

leading to widespread employee protests and customer boycotts demanding 

his reinstatement. The incident highlighted the strong bond between Demoulas 

and his employees, underlining how his commitment to treating employees well 

had cultivated a dedicated and supportive workforce. Ultimately, Demoulas was 

reinstated, because Market Basket employees demanded it.
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• Kuma, a company known for its eco-friendly and stylish sunglasses, exemplifies a commitment to sustainability 

inspired by nature. The design of their Olive sunglasses, with flat, mirrored lenses, draws inspiration from the 

expansive branches of an olive tree, symbolizing the brand’s connection to the natural world. In line with this 

ethos, Kuma has a unique initiative: for every pair of Kuma sunglasses sold, including the Olive model, they 

plant a tree through their partnership with Trees for the Future. This initiative not only reflects Kuma’s dedica-

tion to environmental responsibility but also allows customers to directly contribute to reforestation and sus-

tainability efforts with each purchase. This commitment to the environment is a core aspect of Kuma’s brand 

identity, showcasing a business model that harmoniously blends style, commerce, and ecological stewardship.

• 3M, a global innovator with over 88,000 employees, showcases a strong commitment to its values, which en-

compass honesty, customer satisfaction, sustainable growth, environmental respect, employee development, 

and earning worldwide admiration. These values are reinforced through their investment in educational pro-

grams like WorldSkills and the Young Scientist Challenge, aiming to inspire future generations. Despite chal-

lenges in uniting a diverse workforce, including a traveling sales team and a mix of unionized and non-union-

ized workers of varying ages, 3M successfully implemented an all-in-one recognition solution in 2009. This 

solution increased employee engagement by seven percent, with a remarkable 99 percent active participa-

tion, particularly among offline employees. This initiative highlights 3M’s dedication to maintaining its values 

and fostering a unified, engaged workforce.




