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The Inspirational Power      
of Happiness and Purpose
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EHERO

Erasmus Happiness Economics

Research Organization
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Why 

To contribute to a greater happiness

for a greater number of people. 
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How

By enabling people and organisations 
to make more conscious and better 

informed choices.
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We create knowledge

• Research among people and organizations (Happiness 
Analyzer)

• World Database of Happiness                                                 
(10.000 books/articles, 15.000 findings) 

We share knowledge

• Quality of Life and Happiness Economics (minor)

• Conferences

• Workshops at organizations

• Executive programs

What
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Agenda

1. What is happiness?

2. What is the power of purpose & values?

3. Bringing it together
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What is happiness?
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Happiness comes in many shapes
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Happiness comes in many shapes
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temporary sustainable

Happiness comes in many shapes
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temporary sustainable

parts of life
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Happiness comes in many shapes
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temporary sustainable

parts of life pleasure

life-as-a-whole

Happiness comes in many shapes

peak experience

domain satisfaction

life satisfaction



Dublin - 9 March 2017The Marketing Society Guy van Liemt

Can you measure happiness 
(life satisfaction)?



Dublin - 9 March 2017The Marketing Society Guy van Liemt

Question to measure life satisfaction

All things considered, how satisfied are you with 
your life as a whole these days?

1      2       3       4       5       6       7       8       9       10

Dissatisfied Satisfied
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Happiness around the world (150+ nations)
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20 Happiest Countries in the World (2013-2015)

Source: WHR 2016
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Bottom 20 Countries in the World (2013-2015) 

Source: WHR 2016
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Quality of the government +.66

Prosperity (GDP per capita) +.63

Freedom to make life choices +.60

Mental health support +.60

Male/female equality +.58

Income inequality - .07

Variance explained 75%

135 countries 2000-2009, MHS only prosperous countries

Variations in happiness between countries explained
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Variations in happiness within a country
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The 3 levels of a happy life

1. the pleasant life
(hedonia)

2. the good / engaged life
(eudaimonia)

3. the meaningful life
(being part of something bigger than 
oneself, to belong and contribute to an 
institution with a purpose)
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Happiness via purpose….
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What drives us?

http://www.google.nl/url?sa=i&rct=j&q=daniel+pink+drive&source=images&cd=&cad=rja&docid=SJdBTOKezasn7M&tbnid=wGLUS-G-hJhwDM:&ved=0CAUQjRw&url=http://innovativeperformanceandpedagogy.wordpress.com/2011/05/12/dan-pinks-three-laws-of-mastery/&ei=qbZiUcGVJOWX1AWa_IHwBQ&bvm=bv.44770516,d.d2k&psig=AFQjCNGIs3fkvlJGgKJPYFNWnTnhSwyQNw&ust=1365510171125081
http://www.google.nl/url?sa=i&rct=j&q=daniel+pink+drive&source=images&cd=&cad=rja&docid=SJdBTOKezasn7M&tbnid=wGLUS-G-hJhwDM:&ved=0CAUQjRw&url=http://www.vromansbookstore.com/daniel-pink&ei=4bZiUem1BcbE0QWhoID4Bg&bvm=bv.44770516,d.d2k&psig=AFQjCNGIs3fkvlJGgKJPYFNWnTnhSwyQNw&ust=1365510171125081
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Drivers
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Drivers
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What is the Power                              
of Purpose and Values?
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More and more organizations are 
beginning to understand that they 

should not only be relevant for 
their customers,

but that at the same time they 
should also be relevant for 

society…
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Much attention for purpose (syn.)

• WHY from The Golden Circle (Simon Sinek)

• Purpose-Inspired Benefit-Driven (P&G)

• Social mission (Unilever’s  Crafting Brands for Life strategy)

• Meaningful Brands (Havas Media)

• High ideals (Jim Stengel )

• Social benefit / societal benefit

• The ultimate objective, the highest objective

• Purpose = 5th P (Phil Kotler)
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Simon Sinek – Start with WHY
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How Great Leaders Inspire to Action 
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Simon Sinek

Simon Sinek

People don’t buy 

what you do.

People buy 

why you do it.
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Why do you get 
out of bed in the 

morning…

Simon Sinek

Test 1
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…and why should 
anyone care….?

Simon Sinek

Test 2
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I have a dream.

Not: I have a plan.

Martin Luther King
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Organisational/corporate identity

VISION PURPOSE

BHAG

CORPORATE
OBJECTIVES
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Vision

What is your view on...

1) ...the world / society?

2) ...human beings / people?

3) ...markets, products, technologies, 
competition?
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Organisational/corporate identity

VISION PURPOSE

BHAG

CORPORATE
OBJECTIVES

CORE VALUES 
& PRINCIPLES
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Business values

vs.

Personal values

?



Dublin - 9 March 2017The Marketing Society Guy van Liemt

Values as the critical success factor 
according to former P&G executives
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Law & Regulation

vs.

Ethics & Morality
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Can I do it?

vs. 

Should I do it?
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Can I do it?

vs. 

Do I want to do it?
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“If you want to test 
a man’s character,

give him power.” 

Abraham Lincoln
16th  President USA (1809-1865)



Dublin - 9 March 2017The Marketing Society Guy van Liemt

Prof. Paul de Blot

There is a large gap 
between the primary 

language and the 
secondary language of 

organizations...
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Identity by Paul Verhaeghe

The essence of today’s 
problems in one word:

loneliness
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14% of Dutch people claim they often feel lonely

Source: Trendbox

Among young people 16-24       
this is even 25%...
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More than 100,000 young people up till 35 
are at home due to stress and burn-out….

Nieuwsuur, 25 april 2015
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Loneliness is not because 
there are not enough people,

but because there is not 
enough connection.
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Sam Walton’s final 3 words…

“I blew it”

Sam Walton
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Regrets of the Dying

1. I wish I'd had the courage to live a life true to 
myself, not the life others expected of me.

2. I wish I didn’t work so hard.

3. I wish I'd had the courage to express my feelings.

4. I wish I had stayed in touch with my friends.

5. I wish that I had let myself be happier.

Source: Hospice Patients Alliance, Regrets of the Dying by Bonnie Ware
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What if money were no object?
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What if money were no object?
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“When I am dead, 

no one will ever say: 

He increased the market share 
of Dove.”

Paul Polman
CEO Unilever

Source: NRC Handelsblad, 28 december 2013
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Crucial  aspect of leaderschip

LEGACY
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Unilever finds “purpose”

“The idea of value has transformed.

Today the concept of value is 
increasingly associated with products 

that demonstrate social 
responsibility…

Every brand must have a social 
mission…” 

Paul Polman
CEO Unilever
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Unilever’s purpose pays off
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Why bring a child into this world?
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Driver

People all have a deep desire     
to be part of something larger 

than themselves…
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The essence of  
happiness in 2 words?
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OTHER PEOPLE
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I am

Ubuntu
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I am because we are.

Ubuntu
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Johnny The Bagger

19 year old kid who works as a bagger 
at a super market.
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Johnny The Bagger
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Numerous studies on the value of purpose

• Firms of Endearment (2007, 2014)

• Jim Stengel met Millward Brown, Top-50 (2012)

• Edelman (2008-2015)

• Nielsen (2014)

• TNS, Google & Ogilvy (2014)

• Havas Media (2014)

• Deloitte (2014)

• Harvard Business Review (2014, 2015)
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‘Older’ companies
- Nike
- Starbucks
- Chipotle
- LEGO
- IBM
- Maersk
- IKEA
- Unilever
- DSM
- Triodos
- DELA
- Retailers (Whole Foods, John Lewis, Colruyt)

‘Younger’ companies
- Google
- Zappos
- TOMS
- Blendle
- Patagonia
- Tony’s Chocolonely
- Method cleaners
- Tesla / SpaceX

Examples of purpose driven companies
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Nike’s purpose
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Nike – Find Your Greatness
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Corporate purpose

We strive to refresh the world, inspire moments of 
optimism and happiness, create value and make a 

difference. 
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Purpose

To organise the world’s information and make it 
universally accessible and useful.
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Inspire and develop the builders of tomorrow.
Our ultimate purpose is to inspire and develop 

children to think creatively, reason systematically 
and release their potential to shape their own future 

- experiencing the endless human possibility.

Purpose
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AMJ 2013 = beste kwartaal in historie…
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“To lift marketing and 
brand-building to be a 
more life-improving, 

world-improving force.”

Jim Stengel

What is the purpose of marketing?
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Cause vs. Effect/ Result

Doing Well

by

Doing Good
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Bringing it all together



Dublin - 9 March 2017The Marketing Society Guy van Liemt

The Power of Purpose

1. Purpose guides you – your activities, your 
decisions and your behaviour / actions. 
It is the strategic structure that gives direction 
and pulls organizations together.

2. Purpose brings energy, vitality and engagement
It motivates, stimulates and inspires people. 

3. It is the foundation for the brand identity.
For internal branding and for external brand 
communications.
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Purpose requirements

1. It is about relevance and value for society, not 
only for customers

2. It should not be formulated as a belief or value 
but as a goal: the highest goal

3. It has to be authentic. Sometimes about the 
roots / origin, always about the reason for being 
– it is so much more than only the 
communication outer layer
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Connecting the dots: marketing vs. happiness

Both are about need satisfaction

Maslow’s Hierarchy of 

Needs (original, 1954)
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Connecting the dots: marketing vs. happiness

Both are about need satisfaction

Maslow’s Hierarchy of 

Needs (advanced 

version, 1971)
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Critical success factors

1. LEADERSHIP (servant leadership, level 5 
leadership)

2. An inclusive vision on the world/society and 
people
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Critical success factors

1. LEADERSHIP (servant leadership, level 5 
leadership)

2. An inclusive vision on the world/society and 
people

3. A higher purpose that goes beyond money

4. Integrated approach (direction, decision making, 
execution)

5. Values & principles that reflect ‘the primary and 
secondary language’ (integrated into HR systems)
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“We make a living 
by what we get.

We make a life by 
what we give.”

Winston Churchill
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One of the most selfish 
things you can do is…

help others.
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First they ignore you. 

Then they laugh at you.

Then they fight you.

Then you win. 

Mahatma Gandhi
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To live,

to love,

to learn 

and

to leave a legacy Stephen Covey
1932-2012
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Chipotle (2015)

$ 4,5 billion sales
(2010: $ 1,8 billion)

+ 10% vs. YA

$ 770 million net profit BT
(2010: $ 287 million)

+ 8% vs. YA

# restaurants: 2.010 (+227 vs. YA)
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Back to the start

http://www.youtube.com/watch?v=aMfSGt6rHos
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Back to the start
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PUSH HUMANITY FORWARD
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The Future is Ours
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