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INTRODUCTION

This book is about work, spirituality, and leadership.
Most people already have a strong sense of what these words mean, but they struggle with how precisely to find the right balance between them in their lives. Employees on the job have a sense that all three are important, but they don’t always find that they are able to actualize their pursuit of them in the course of a career—at least not equally. Employers, on the other hand, have the sense that all three are connected, but they struggle to find the right mix. Most assuredly, employers feel that open pursuit of spirituality in the workplace can take a business organization into dangerous territory.

This book has been written to address the disconnect between a corporation’s attempt to establish—typically unilaterally—its own sense of meaning and purpose and an employee’s need to find an overarching calling in their work . . . without feeling one has already been imposed by “Big Brother.” Research shows an organization will not get the most out of its workforce unless it respects and facilitates each individual’s framework for a pursuit of meaning. Often, this is done in the context of spirituality. “Service Leadership” is the title of this book, and it’s a reference to serving employees’ quests for purpose under the corporate umbrella.

Organizations that do not address existing core belief systems of employees will be disadvantaged in the marketplace. Organizations that do, on the other hand, stand to be richly rewarded for it with increased efficiency, productivity, and employee satisfaction. We recognize that significant energy is required to begin changing an organization—but, as this book will show, the resulting advantages will justify the effort.

WHO IS IT FOR?

This book is for business leaders (or future business leaders) at any level who run organizations and want to do so more effectively. This book outlines a new way to think about leading as service; and it will be a useful tool to anyone or any company that seeks to go down this path. This book is also for business people who have the sense that an element of spirituality and calling has been lost in the contemporary workplace and who also have the feeling that tremendous business advantages could be realized if this element were to be reintroduced in a workplace-appropriate way.

FAMILIARITY, BUT NOT UNDERSTANDING

Religious terminology has often been absorbed into general usage and contemporary corporate-speak, without any concomitant understanding. We use the words, but we don’t know where they came from or what thy used to mean. To begin with an extreme example, there is the notion of “cult brands” and “cult following.” Cults are typically understood as deviations from the norm, often with charismatic leaders who inspire extreme devotion among their followers. A leader may, in turn, be described as having a “messianic complex.” Mark Zuckerberg, the cofounder and CEO of Facebook, has been described by a former employee as “Keeper of a messianic vision that, though mercurial and stinting on specifics, presents an overwhelming and all-consuming picture of a new and different world . . . . By imprinting this vision on his disciples, Zuckerberg founded the church of a new religion” (Bokhari, 2016). There are often business lists of top “cult brands” such as Google and Lululemon, both of which are discussed later in this book. In terms of company leaders, one common term in high-tech circles is “evangelist.” This describes a person who is an advocate for the brand or the product and is particularly zealous. Some companies use such a formalized title while others refer to marketers using this mantle.

In corporate circles, there is often talk about the “soul” of the business or firm—in other words, what the company is about deep down. Experienced business consultants and authors John Izzo and Eric Klein (1997, p. 7) have described the “corporate soul” as “the experience of coming fully alive at work . . . foremost, an experience of touching a deeper level of vitality, inspiration, meaning, and creativity.” They define soul as a term that “signifies the basic vital energy that underlies and animates all human activity” (p. 7). There is also the notion of guarding the soul. In a corporate context, the notion of “selling your soul” sometimes comes up. This is the well-known notion of a “Faustian bargain,” which is an agreement with Evil, in the form of the Devil, often (as in the classical story of Faust) with the paradoxical intention of achieving a higher Good that is otherwise corrupted. What has the person making the agreement traded to the Devil? Can the person avoid being trapped? A pact with the Devil is dangerous, for the only thing the Devil is said to want is, in fact, the person’s soul. Business leaders are warned!

Last but not least, the notion of “calling” is a once-religious concept that has definitely gone mainstream. Calling is all the rage because employees are looking for inner direction and satisfaction in their work lives, and they can relate to a focus or force that might compel them in their work. Business leaders are comfortable with calling because while it invokes a powerful motivation, this motivation is no longer necessarily religious.

Despite this superficial familiarity with religious concepts, any discussion of concepts that relate to religion and spirituality in a corporate context can be easily misunderstood and misinterpreted. And while there may be references to religious terminology, there remains a lack of accord when it comes to how best to treat religion or spirituality.

Religion often makes contemporary corporations nervous. Rather than viewing religion as something providing people with a sense of meaning, guidelines for good ethical behavior, a desire to serve, and a positive force in society, corporations can see it as dangerous, regressive, proselytizing, intolerant, and dogmatic—even something to be kept out of a corporate context. Company leaders will need to have a balanced view of religion and particular faiths—and people who hold none—in order to practice service leadership effectively. If your impressions of religion fall into the latter categories, don’t worry! You’re in the majority. This book will be a guide to taking the best parts of spirituality and calling and using them in the workplace, while still respecting your employees’ spiritual privacy.

THE FOUNDATION OF THE RESEARCH IN THIS BOOK

To provide a quick overview at the outset, here is a quick guide to the methodology and practice that went into this project:


• The findings in this book are based—in large part—on exhaustive firsthand interview research. Senior company leaders have been interviewed over the past decade to provide the content in this book. Many of these interviews were secured through personal relationships and would not be readily available to most researchers.

• This research includes companies from all over the world and thus has a cross-cultural perspective. In the context of our discussion, like many others, what is reasonable in one context may not be within another. In the course of a discussion of service leadership, this book draws on insights from companies in Europe, North America, Africa, the Middle East, Asia, and Australia.

• Our knowledge of companies practicing service leadership is enhanced by firsthand experience working with companies throughout the world. The authors are actively engaged and working with companies’ senior leaders in terms of strategic and board leadership.

• This book discloses company names when appropriate. In other cases, this book provides only summaries that describe the business and then its relevance to our discussion of service leadership.

• In some cases, this book simply offers a “composite sketch” of a company to illustrate how a company could reflect various aspects of service leadership. There may be a composite of companies to represent a field, (e.g., a professional services firm).

• A number of companies have relevant insights related to difference aspects of our overall model and will be referred to more than once.



AUTHOR CAVEATS: RELIGION AND WORKPLACE SPIRITUALITY

Before we embark on our detailed analysis in the following chapters, We’d like to state two caveats. This is done to ensure that there is clarity around our argument—and to point out what we are not talking about.

First, to be clear, this book is not promoting any particular religion or ideology. It is, however, arguing that there should be an appreciation of the role of religion or spirituality in the lives of employees. These things are a fundamental part of the general human condition.

A second caveat concerns “workplace spirituality.” Workplace spirituality involves advocating for the role of spirituality in the workplace, the importance of individuals’ spiritual dimension and the role of a supportive community. This could include various multifaith initiatives such as providing a prayer room or employing a multifaith chaplain. However, this book is not connected to this notion of “workplace spirituality.” It is not advocating for more or less spirituality in the workplace. Instead, it is advocating for an environment that respects and understands frameworks for meaning, recognizes that they are deeply held, recognizes that this is the context in which individuals approach meaning at work, and recognizes that they should not be impinged upon. This liberal and market-based approach is actually positive for people with a clear framework of meaning, wherever it is derived from, religious or not.

Now, with these caveats out of the way, let’s begin by looking at service, sensemaking, and calling in the workplace.


CHAPTER 1

SERVICE, SENSEMAKING, AND CALLING

Meaning in life and meaning at work

The importance of meaning at work

Sensemaking, calling, and meaning within organizations

The outline of the argument



MEANING IN LIFE AND MEANING AT WORK

Most discussions of finding meaningfulness in work are held in a vacuum. That is to say, meaning is discussed as though it can only happen between 8 a.m. and 5 p.m. But there are many things outside of work that give our lives meaning. Omitting these elements from discussions of what makes work meaningful is a big problem.

Work is a critically important part of life—and, true, for some it may indeed be the most significant part of a life—but it still must be discussed in conjunction with meaning that can be found in other times and places.

People generally enter the full-time workforce between their late teens and late 20s, depending upon their amount of training and formal education. And people generally exit full-time employment between their late 50s and their early 70s. There’s also an average of 20 years of living at either end when people aren’t working. But in that middle, people spend 40–60 hours at work each week. That comes to about 35 percent of their total time, at least in the Western world. That’s a lot, but it isn’t everything.

People develop mental frameworks for making sense of the world and their place in it, including the place of the work that they do. This is seemingly the core nature of people or personhood. Jose Ortega y Gasset, a Spanish philosopher, once noted in his book Man and Crisis, “How can anyone live if we silence these ultimate dramatic questions? Where does the world come from, and where is it going? What is the supreme power of the cosmos? What is the essential meaning of life?”

There are many ways of attempting to answer these questions articulated by Ortega y Gasset. In most countries and societies, religion and a religious framework has played a crucial role in finding those answers. Alistair McGrath, Professor of Science and Religion at the University of Oxford, in his book Mere Apologetics, suggests that

Religion comes naturally to us—sometimes in the form of a fascination with the “transcendent”, sometimes through a sense of presence or agency, sometimes through a sense of something ultimate beyond the realm of reason and experience, and sometimes through an awareness of our place within a deeper order of things. That is why we cannot stop talking about ultimate questions—such as God and the meaning of life. We seem to be meant to ask such questions (McGrath, 2015, p. 184).

So when we talk about work having meaning—indeed, when we are talking about meaning at all—we’re talking about a sphere that necessarily has to do with religion. We have to accept this. Many contemporary workplaces find it distasteful or troubling to talk about work and religion together. However, every employee is ultimately a meaning-seeking individual who is wrestling with what the role of work is in his or her lives.

Viktor E. Frankl, author of the massively influential Man’s Search for Meaning (1959), has skillfully summarized the importance of this search. Frankl survived the horrors of Nazi concentration camps of World War II. In doing so, he learned that the survivors were not the most physically strong camp inmates, but rather those who had found some purpose to live for beyond their present circumstances. When the war ended, Frankl developed this idea into the concept of “logos therapy.” Believing that people who had a “why” could endure any “how,” Frankl concluded that

Man’s search for meaning is the primary motivation in his life and not a “secondary rationalization” of instinctual drives. This meaning is unique and specific in that it must and can be fulfilled by him alone; only then does it achieve a significance which will satisfy his own will to meaning (Frankl, 1959, p. 121).

Frankl also made the case that meaning—including deep, existential meaning—could be pursued and considered apart from what we would today call established religion. In other words, Frankl would say that we are able to embrace the value of the pursuit of meaning without needing to employ or identify with a particular religious framework.

Another perspective on meaning is provided by Stephen Green, in the UK. Lord Green is former chairman and CEO of the Hong Kong and Shanghai Banking Corporation (HSBC), a global financial services institution with $80 billion USD in annual revenue. During his time at the helm, HSBC had 300,000 employees and generated $20 billion in annual profits. Lord Green is also an ordained minister in the Church of England, and the author of books on subjects ranging from German history to modern-day financial markets. In a chapter titled “In My End is My Beginning,” in one of his books entitled Good Value (2009), he states, “The goal [in life] is a completeness we will never achieve; but the journey is all-important. The end is clear, and it defines how we must begin.” As Green further notes in the same work, “Neither money nor ambition nor serendipity is good enough as a work/life principle. We have to find a better answer to the question: Why do I do what I do? . . . The answer matters. We have only one life.” Here again we see the connection. Work, life, and a deep quest for meaning—all are linked. All are inextricable.

Any organization is composed of people—employees, volunteers, and so forth. And virtually all of these people are seeking meaning in their lives. Since work is where people spend many of their waking hours and much of their intellectual energy—and is often where and how they derive their identities—a truly effective organization must understand how to address this omnipresent need for meaning. The most successful companies are the ones that actively engage with how their approach works on an existential level.

There are many in the business world who operate on the idea that money is the only (or at least primary) motivator of an employee. This is not an altogether safe assumption. People are not simply economic maximizers. Identity matters. Culture matters. How they spend their time matters. People want more out of life than only a paycheck, and this is, time and again, reflected in their decision making. Further, these motivations vary with each generational cohort, as we discuss throughout the book. Put plainly, people make decisions that do not make economic sense, and they do this all the time.

Why not automatically move if a job in another city will pay a higher salary? Why not do something that you know you don’t like—in order to make more money? Why not travel incessantly and never see your family—in order to make more money?

We all know the answers to these questions already. There is more to life. There is meaning.

Workers are increasingly connecting their decision making with their meaning-making priorities.

So, if this is the case, we are forced to arrive at the following question: how is the pursuit of meaning achieved in a relationship between employees and the companies they work for?

THE IMPORTANCE OF MEANING AT WORK

Meaning at work cannot be separated from the consideration of meaning in life. The two are connected, and employers should embrace this fact with open arms. For, if the two are in sync, employees will be far more motivated.

Most people accept the following as common sense: “The more meaning, purpose, and significance you can ascribe to your work, the more likely it is you’ll work harder, be more productive and successful, and enjoy it along the way” (Yoon, 2014). But if this is so obvious, why isn’t it being practiced by more organizations? It’s a question we need to answer. There are some fundamental gaps in how organizations work with employees, which have costly consequences for engagement, productivity, and enthusiasm.

Over the past few years, a few authors have tried to engage with this search for meaning under different names. As Amabile and Kramer (2012) note in a McKinsey Quarterly article,

As a senior executive, you may think you know what Job Number 1 is: developing a killer strategy. In fact, this is only Job 1a. You have a second, equally important task. Call it Job 1b: enabling the ongoing engagement and everyday progress of the people in the trenches of your organization who strive to execute that strategy. A multiyear research project whose results we described in our recent book, The Progress Principle, found that of all the events that can deeply engage people in their jobs, the single most important is making progress in meaningful work.

The pursuit and satisfaction of meaning is not one of many things to cover—instead, it is the primary one. As Amabile and Kramer also point out,

People are more creative, productive, committed, and collegial in their jobs when they have positive inner work lives. But it’s not just any sort of progress in work that matters. The first, and fundamental, requirement is that the work be meaningful to the people.

While we like this article by Amabile and Kramer, it also—like so many other piece that attempt to engage with this topic—falls short in a disappointing way. At the end of the article, although the problem has been satisfactorily identified, no worthwhile solution is offered. We read only that

As an executive, you are in a better position than anyone to identify and articulate the higher purpose of what people do within your organization. Make that purpose real, support its achievement through consistent everyday actions, and you will create the meaning that motivates people toward greatness. Along the way, you may find greater meaning in your own work as a leader (Amabile and Kramer, 2012).

The real answer is far more complex and nuanced than this, and there are many more steps to implement a successful change in a company.

Another recent article that caught our eye in this connection was by Jessica Amortegui in Fast Company (2014), where she notes,


Increasing a sense of meaningfulness at work is one of the most potent—and underutilized—ways to increase productivity, engagement, and performance.

. . .

Consider the latest survey findings from the Energy Project, an engagement and performance firm that focuses on workplace fulfillment, as well as the recent New York Times story on why many hate their jobs. The survey, which reached more than 12,000 employees across a broad range of companies and industries, found that 50% lack a level of meaning and significance at work.



That is half the work force.

And the benefits of employees finding meaning at work are well known. As Amortegui (2014) also notes,

employees who derive meaning from their work are more than three times as likely to stay with their organizations—the highest single impact of any other survey variable they tested. By this account, meaning trumps items related to learning and growth, connection to a company’s mission, and even work-life balance. And the employees who have meaning don’t just stick around longer. They also report 1.7 times higher job satisfaction, and are 1.4 times more engaged at work.

Amortegui goes on to say that: “Increasing a sense of meaningfulness at work is one of the most potent—and underutilized—ways to increase productivity, engagement, and performance.”

The benefits of an engaged workforce seem to be clear both from research and from practice.

This raises the question, of course, that if the benefits of increasing a sense of meaning are so clear, then why is it not being more successfully pursued? If half of workers lack this thing that would improve their performance on so many levels, then why aren’t we trying to give it to them?

This book will demonstrate that one answer is because there have been some fundamental flaws in the ways analysts and organizations have approached this issue. Many of the challenges relate to the fact that organizations reflect the biases of their cultural context. Yet we can learn from these mistakes and challenges. The rest of this book will demonstrate the value and wisdom of a recalibrated approach to establishing a meaningful workplace through the adoption and practice of service leadership in the best interests of both employees and the organizations that employ them.

SENSEMAKING, CALLING, AND MEANING WITHIN ORGANIZATIONS

Our approach to attaining meaning at work is rooted in the concept of “service leadership.” Great companies focus on “serving”—both inside and outside their organizations. Literally, to serve means to perform duties to another. That other can be a person or an organization. In a workplace, a “service mindset” is typically understood to be driven by a strong underlying sense of purpose. In other words, there is purpose behind the corporation’s vision and mission.

At the same time it establishes purpose, an organization must, in turn, serve its own employees. How does it do that? Succinctly, organizations need to serve their employees by providing them with the opportunity to pursue “whole and integrated meaning” within a corporate context. By serving its workers in this way, the organization will be more effective in serving both itself and its clients. Service leadership is a corporation’s desire both to serve its employees by facilitating their individual pursuit of whole and integrated meaning, and to have employees correspondingly serve outsiders more effectively through this pursuit of meaning.

It should be noted that this approach is distinct from the commonly used term “servant leadership.” The concept of servant leadership has existed in many times and places, but the name was originally coined by Robert K. Greenleaf in “The Servant as Leader,” an essay first published in 1970. In that essay, Greenleaf explained that the servant-leader is servant first and leads through example. The servant-leader shares power, puts the needs of others first, and helps people develop and perform as effectively as they possibly can.

Service leadership is distinct from servant leadership. Where “servant” puts the onus on the person, “service” focuses on the process and the interaction within the organization. We use the term service leadership to encapsulate the overall ethos of the organization, which addresses sensemaking, calling, and meaning for individuals.

At its core, service leadership addresses a primary challenge of the workplace: what will motivate an organization’s employees to be fully engaged in the corporate purpose?

We know that individuals will attempt to make sense of their work environment in relation to their own framework of meaning and purpose. At times, their own personal frameworks may be different from the organization’s framework. This lack of alignment presents a significant challenge. The organization, ideally driven by a clear purpose, attempts to fully engage and mobilize its workers in that same mission in order to get individuals pulling toward the same goal. You’re up against a lot! Workers have already spent years—in some cases, decades—thinking about their identity, the meaning of their lives, and what they find meaningful. The lone worker has a significant challenge! How does an individual definition of meaning, calling, and happiness (which may already be developed and honed in particular directions) come to exist successfully within an organizational context?

One way to begin to formulate an answer to this question is to examine the meaning of the term sensemaking. In its simplest form, sensemaking is the process by which people give meaning to experience. Sensemaking has been defined as “an elegant, subtle, and richly descriptive body of thinking about human perception, cognition, and action, as well as social interaction, institutional reproduction and change, and human agency” (McNamara, 2015). Another definition: “Sensemaking is the process through which people work to understand issues or events that are novel, ambiguous, confusing, or in some other way violate expectations” (Maitlis and Christianson, 2014).

However you define it, sensemaking has implications for how to approach organizational leadership. Extensive empirical research shows that that many view sensemaking through the lens of a personal quest for calling. Individuals want to feel that their lives matter, that there is some greater purpose to their life. This leads them to try to identify their calling and meaning.

These ideas are strongly connected to a word we haven’t used yet—happiness. It can be hard to engage with the concept of happiness because it can seem so general, all-encompassing, and overreaching. John F. Schumaker, a clinical psychologist, has noted that “The quest for happiness has become nothing short of a cultural obsession . . . Personal happiness as an end in itself that transcends all other values is quite a recent development” (Schumaker, 2007).

But when it comes to happiness, those who research it consistently find that the single most effective step people can take to increase it is to turn their attention outward and focus on serving and helping other people. Happily, in attempting to increase the happiness of others, subjects will end up increasing their own.

As Schumaker notes, “One of the best means of finding happiness is to become absorbed into a cause greater than oneself” (ibid., p. 286). In other words, happiness comes through finding meaning by serving others.

Organizations that understand this work to create a particular culture for employees that accepts and engages with the ways employees pursue happiness, calling, and meaning. Most employees want their work to be in sync with their inner selves, and in sync with their pursuit of meaning and happiness. This is particularly so with “millennials.”1 While the findings of this book work across generations, they seem particularly relevant to those entering the workforce today. The organizations with the most committed individuals are those that can help their employees live out their own inner callings. Service leadership within an organization works most effectively when the purpose of an organization aligns with the individual calling of its employees. That way, both are fulfilled simultaneously.

This book reviews in detail the nature of calling and relates it to sensemaking and purpose within an organizational context. It explores how companies can facilitate the callings of their employees. To date, there has been a gap between the ardent desire for calling by individuals and the ability or interest of companies to understand and deal with this desire.

The objective of this book is to help businesses identify a concept of service leadership that will engage workers with their sense of calling, and then give a practical framework to let them act on it.

A challenge for many workers is that they feel unable to pursue their sense of calling within their current work environment. As a result, they often experience an underlying sense that something is missing. We call this disconnect between the individual’s interest in the pursuit of meaning and the company’s failure to address this concern the “meaning gap.” This gap affects the quality of work and the productivity and energy of employees and, ultimately, of companies, too.

Companies and their leaders are typically not adequately attuned to the desires and core motivations of their employees. This can have far-reaching negative consequences. But fortunately, the situation can be corrected if the company is willing to engage with a program of service leadership.

Service leadership creates a culture of service within their organizations. It is a means for company leaders to empower their employees and ultimately build a more effective organization. Service leadership embraces the notion of calling and sensemaking that leaders typically have for themselves and applies it to people throughout the organization.

The approach to service leadership recommended in this book is based on both extensive research and practice. This includes interviews and work with over three hundred companies and their founders or chief executives over the past decade. The companies come from five continents, different religious traditions, and various industries and are led by both women and men. Some are private and others are publicly listed companies. But the crucial common thread is the benefit that service leadership can have for all of these organizations.

THE OUTLINE OF THE ARGUMENT

The objective of this book is to introduce you to service leadership in a clear, easy-to-understand way, and as expeditiously as possible. With that approach in mind, what follows is an outline of the core ideas and precepts of service leadership. You can read them over now and expect that they will be explored in greater detail later on in the book.


• Managing employees is managing people. The majority of people are spiritual, whether in a formal (religious) or informal manner. Spirituality matters to employees.

• Companies desire to have happy, motivated, content employees. We know this is true because companies demonstrably attempt to accommodate their needs (i.e., job satisfaction, interest in community, desire for relationship).

• Companies can reach these goals for employees by focusing on meaning in the workplace.

• The likelihood or ability of individuals to achieve meaning depends upon the prevalence of “meaning determinants” in the workplace, which can include elements such as purpose, mastery of work, and autonomy.

• These meaning determinants vary according to the organizational context, which can include: type of industry, nature of organization (professional firms of lawyers, accountants, etc.), organizational structure (bureaucratic/governmental versus entrepreneurial), and leadership role (senior or junior).

• In order to understand how companies can cross the line by delving into meaning in the wrong way, we can distinguish three levels of meaning for individuals that we together refer to as the “meaning hierarchy”: ultimate meaning, meaning at work, and meaningful activity.

• Companies can address meaning determinants in various ways such as the advancement of the corporate culture, the promotion of “values,” or through training in specific value-systems.

• Companies often promote their corporate culture without pausing to consider how it may—or may not—connect with an employee’s deeply held values and worldview (which may be different from the company’s). We call this “meaning creep.”

• Meaning creep is often facilitated by the fact that company leaders doubt the presence of religion as an important motivating factor in the lives of employees, having accepted the societal notion that the removal of religion from the public square is equated with removal from the minds and hearts of employees (“religion doubt”).

• Too often, companies employ a one-dimensional, uniform approach to advancing a particular view of meaning. They assume that there is a “meaning vacuum”—in other words, a misguided notion that employees have not independently constructed their own forms of meaning, whether or not through organized religion.

• Companies do not recognize or promote the concept of “meaning diversity,” which is a recognition and acceptance of different approaches—religious, spiritual, or otherwise—regarding meaning at work. These companies fail to understand what we call the “meaning spectrum.”

• An individual’s pursuit of meaning is often couched in terms of personal purpose or “calling,” a concept that has deep roots in Western thought. (The conventional concept of calling involves a “caller,” such as an external or divine source.)

• While the concept of calling arose in a particular religious context, it is now commonly used and essentially devoid of religious connotations. (The contemporary concept of calling can be based on an internal sense of direction.)

• Companies need a better awareness of how individuals make sense of life and pursue calling, and this awareness needs to be reflected in their methods of dealing with employees.

• If they fail to understand calling, companies will likely work counter to their own purposes by trying to establish uniformity among employees in the realms of sensemaking and meaning.

• Companies may mistakenly believe that adopting language or concepts that have arisen from areas like religion will make a religious statement about their organization, or give it a religious identity. This is not the case.

• Companies generally make four faulty assumptions about workers and meaning:


• First, they assume everyone just wants to be happy—but defines happiness primarily in terms of monetary rewards. In fact, there are many people who want to live lives of rich meaning and significance free from self-directed indulgence.

• Second, if they discuss meaning at all, they assume they can do so without reference to any of the related spiritual wisdom accumulated over thousands of years.2

• Third, they do not make the basic connection that a discussion about meaning at work needs to be related to a discussion about meaning of life.

• Fourth, they do not distinguish levels of meaning. As a result, lesser forms of meaning—such as the value of relationships in the workplace—are equated as leading to meaning at work.
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