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Erasmus Happiness Economics

Research Organization
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To contribute to a greater happiness
for a greater number of people.
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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

00
* Executive programs \JHERO
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1. What is happiness?

2. What is the power of purpose & values?

3. Bringing it together
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What is happiness?




Happiness comes in many shapes
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Happiness comes in many shapes
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Happiness comes in many shapes

temporary

sustainable
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Happiness comes in many shapes

temporary

sustainable

parts of life

life-as-a-whole
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Happiness comes in many shapes

temporary

sustainable

parts of life

pleasure

life-as-a-whole
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Happiness comes in many shapes

temporary sustainable

parts of life pleasure

life-as-a-whole  peak experience
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Happiness comes in many shapes

temporary sustainable

parts of life pleasure domain satisfaction

life-as-a-whole  peak experience
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Happiness comes in many shapes

temporary sustainable

parts of life pleasure domain satisfaction

life-as-a-whole  peak experience life satisfaction
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Can you measure happiness

(life satisfaction)?




Question to measure life satisfaction

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

1 2 8 9
Dissatisfied Satisfied
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Happiness around the world (150+ nations)
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20 Happiest Countries in the World (2013-2015)
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Explained by & DF per capita

B Ewplained by healthy Life expeciancy
0 Explained by feeedoen to make life chodoes

B Explained by genenosity

= Explained by perceptions of cormuption

B Dystopla [2-33) + residual
= 5% confidence interval

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

137. Botswana (3.974)
138. Comaros (3.956)
135. lvary Coast (3.g16)
140. Cambadia (3.go7)
14t. Angola (3.866)
142 Niger (3.856)

143. South Sudan {3.831)
144. Chad [3.763)

145. Burkina Faso {3.739)
146. Uganda {3.739)
147. Yermen (3.724)

148, Madagascar {3.695)
149. Tanzania [3.666)
150. Liberia [3-622)

151, Guinea (3.6.07)
152, Rwanda (3.515)

153. Benin {3.484)

154. Afghanistan (31.360)
155 Togo (3.303)

156, Syria [3.064)

157. Burundi {2.gog)

Explained by: G DP per capita W Explained by: generasity
= Explained by socal support = Explained by perceptions of cormuption
B Explained by- healthy hife expectancy W Dystopla [2-33) + residual
0 Explained by feeedoen to make life chodoes = 5% confidence interval

urce: WHR 2016
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Variations in happiness between countries explained

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
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Variations in happiness within a country

Country: Netherlands

How satisfied with life as a whole
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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)




Happiness via purpose....
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What drives us?

Daniel H. Pink

author of The New York Times bestseller

A Whole New Mind

RiV

The Surprising Truth
About What Motivates Us
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Drivers

AUTONOMY

MASTERY




Drivers

AUTONOMY
MASTERY

PURPOSE




What is the Power
of Purpose and Values?




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...




“We cannot be successful
nor can we call ourselves
successful in a society
that fails”

DSM

BRIGHT SCIENCE, BRIGHTER LIVING.

S
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MEETING SOCIETAL NEEDS
DELIVERS REAL BUSINESS VALUE




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 = 5% P (Phil Kotler)
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The Marketing Society

Purpose is the fifth P of Marketing - Dr Philip Kotler
Astha A | 15 March 2013 | Taags: Dr Philip Kotler, authors

GROUP OF
Institutions

Philip Kotler addressing students at JRE Group of Institutes

"I have added a new P to the 4 P's of Marketing," marketing Guru Dr Philip Kotler
announced to a rapturous audience at JRE Group of Institutions on Friday in Greater
Noida. 'Purpose’ is the fifth 'P', which is as important, if not more than the earlier four
which include Product, Price, Place and Promotion, he said.

Explaining further, Dr Kotler said that the purpose of most businesses is to earn money. He
feels that this is not enough, especially in a country like India. Every marketeer here has to
have the regular purpose (to make money) and a higher purpose, which is to make a
difference to other people.

Guy van Liemt
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Simon Sinek — Start with WHY

@ ABOUT - LEARN

The more pebple you inspire, the more people will inspire you

Sanie A

3 Tweet 395

llllllll\\\\ |

The Marketing Society

~ READ  SHOP ~ BLOG

nofze]
inspire

+ Login | Cart (0)

Guy van Liemt
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HOW GREAT LEADERS INSPIRE
EVERYONE TO TAKE ACTION

WITh

SIMON SINEK ULl
BESTSELLER
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How Great Leaders Inspire to Action
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Simon Sinek

People don’t buy
- what you do.

People buy
why you do It.

Simon Sinek




Why do you get

out of bed in the
morning...

Simon Sinek




...and why should

anyone care....?

Simon Sinek
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-~ | have a dream.

<
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Martin Luther King
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q AL XS Not: | have a plan.
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Organisational/corporate identity

VISION

PURPOSE

CORPORATE
OBJECTIVES




What is your view on...

1)

2)

...the world / society?

...human beings / people?

3)

...markets, products, technologies,
competition?



Organisational/corporate identity

VISION PURPOSE

CORE VALUES
& PRINCIPLES

CORPORATE
OBJECTIVES




Business values
VS.

Personal values
2




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

WHEN
CORE VALUES
ARE
STRASEGIC

How 1HE BAsic VALUES OF
PrROCTER & GAMBLE
TRANSFORMED LEADERSHIP AT
FORTUNE 500 COMPANIES
b adkd

RICK TOCQUIGNY wirt ANDY BUTCHER
anp e PeG Alumni
| NETWORK]
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Law & Regulation

VS.
Ethics & Morality




Canldoit?

VS.
Should 1 do it?




Canldoit?

VS.

Do | want to do it?




Consumers will praise...and punish

Company that does NOT + Company that actively

actively support a good cause supports a good cause

.7 44% %

REFUSE TO BUY PRODUCTS/SERVICES BUY ITS PRODUCTS/SERVICES
.7 +9
CRITICIZE IT TO OTHERS RECOMMEMD ITS PRODUCTS/SERVICES
SHARE NEGAE DP[NIDNS SHARE POSITIVE OPINIONS AND EXPERIENCES
AT XPER
o ca
NOT WANT TO WORK FORIT WANT TO WORK FOR IT
+7
NOT INVEST IN IT INVESTINIT

PAY A PREMIUM FOR ITS PRODUCTS/SERVICES
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Punishment Goes Public
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“If you want to test
a man’s character,

give him power.”

Abraham Lincoln
16th President USA (1809-1865)
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Prof. Paul de Blot

There is a large gap
between the primary
language and the

secondary language of
organizations... &,




Identity by Paul Verhaeghe

Dl e bk The essence of today’s
Identiteit problems in one word:
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14% of Dutch people claim they feel lonely

Ik voel me vaok eenzaam.
N (hetemaci) mee cens

Among young people 16-24

this is even 25%... _\/__/

SELPLLPLIP PP LS ELLELLELELELL,S LR

- Totau
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More than 100,000 young people up till 35
are at home due to stress and burn-out....

....................

Burn-out groetend probleem
onder jonge werknemers

Feedback?

NIEUWSUUR

Het is voor de meeste jonge starters niet te geloven: ze zijn jong, hebben een
goede opleiding, een stapel stages, een bruisend sociaal leven, een flinke dosis
motivatie en toch gaat het van de een op de andere dag helemaal mis.

Het overkwam meer dan honderdduizend jonge werknemers tot 35 jaar het
afgelopen jaar. Zij zaten langdurig thuis vanwege stress-gerelateerde klachten,
waaronder een burn-out. Dit blijkt uit recent onderzoek van ArboNed.

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

but because there is not
enough connection.




Sam Walton’'s final 3 words...

“I blew it”

Sam Walton
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Regrets of the Dying

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

. I wish | didn’t work so hard.
. I wish I'd had the courage to express my feelings.
. | wish | had stayed in touch with my friends.

. | wish that | 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?

PLEASE WELCOME ALAN WATTS

-~ WHAT DO YOU DESIRE?

- WHAT MNAKES YOU ITCH? (Q
4

- WHAT SORT OF A SITUATION
WOULD YOU LIKE?
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What if money were no object?
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“When | am dead,

no one will ever say:

He increased the market share
of Dove.”

Paul Polman
CEO Unilever

The Marketing Society Guy van Liemt Source: NRC Handelsblad, 28 decembeD2®1iB - 9 March 2017



Crucial aspect of leaderschip
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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...”

The Marketing Society

Paul Polman
CEO Unilever
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Unilever's purpose pays off

Unilever's purpose pays off
6 May 2015 £1¥]in] IS

LONDON: FMCG giant Unilever intends to bring more of its brands into its
"sustainable living" portfolio as it says the brands already there are growing
twice as fast as the rest and are contributing to half of overall business

growth.
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Why bring a child into this world?
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People all have a deep desire
to be part of something larger

than themselves...




The essence of

happiness in 2 words?




OTHER PEOPLE
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Ubuntu
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Ubuntu

| am because we are.




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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Examples of purpose driven companies

‘Older’ companies ‘Younger’ companies
Nike Google
Starbucks Zappos
Chipotle TOMS
LEGO Blendle
IBM Patagonia
Maersk Tony’s Chocolonely
IKEA Method cleaners

Unilever Tesla / SpaceX
DSM

Triodos
DELA

Retailers (Whole Foods, John Lewis, Colruyt)

The Marketing Society Dublin - 9 March 2017



Nike's purpose

OUR MISSION:

10 BRING INSPIRATION AND
INNOVATION 10 EVERY ATHLETE™
IN THE WORLD

*If you have a Body, you are an Athlete [the Audience]




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.

ke Ctaly Company
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Purpose

To organise the world’s information and make it
universally accessible and useful.

(oo g le
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Purpose

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.
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United States [ change]

Home Solutions - services - Productis - Support & downloads - My IBM ~

Welcome [ IBM Sign in Register

What does it take
to change the way the
world works?
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Solutions Services Products Support & downloads My IBM

The journey to smarter
products and services

Staying on the innovation track requires
advanced systems and software engineering

See where they’ll take us next =

@IBM: RT @ebarbini: How "ninja particles” can fight drug-resistant superbugs - Forbes http://t.co/9BzVf7Zb #innovation

** Let’s build a

i Innovation
smarter planet

explanations

One click. One site.
Unlimited resources.

AS1ZEe DUSInNes 20TIC S

Connect with us Key topics Information for Shop & buy About IBM Popular links




Solutions Services Products Support & downloads My IBM

smater @ Smarter Planet

What 'smarter’' means

And why it's vital to our future

- See how we're looking ahead

Smarter products and services Social sentiment index

ourne Trip talk
Inventions on track with ad*/aéed = Ancient wisdom, modern medicine. Do more tweets about travel
systems and software engineering > Watch the video. mean more people on the move? >

Smarter cities Smarter transportation

B unications 'gmtlveComputmg
NanotechnologyUVPhotoresnsts
BlueGeneSocialComputingWatson
CloudComnutinaRelationalData

4




organizations that focus on purpose -
not just on profit”

’ “Millennials want to work for
I

Source: Deloitte 2015 BRIGHT SCIENCE. BRIGHTER LIVING,
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What is the purpose of marketing?

“To lift marketing and

brand-building to be a
more life-improving,
world-improving force.”

Jim Stengel




Cause vs. Effect/ Result

Doing Well
by

Doing Good
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Bringing it all together
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The Power of Purpose

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

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

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

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

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

. 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

Love/belongin Maslow’s Hierarchy of
ging Needs (original, 1954)




Connecting the dots: marketing vs. happiness

Both are about ne_ed satisfaction

Maslow’s Hierarchy of

Needs (advanced
[0 5
2z
v

version, 1971)




Critical success factors

1. LEADERSHIP (servant leadership, level 5
leadership)

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

The Marketing Society uy van Lie Dublin - 9 March 2017



“We cannot be successful
nor can we call ourselves
successful in a society
that fails”

DSM

BRIGHT SCIENCE, BRIGHTER LIVING.

S
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Critical success factors

. LEADERSHIP (servant leadership, level 5
leadership)

. An inclusive vision on the world/society and
people
. A higher purpose that goes beyond money

. Integrated approach (direction, decision making,
execution)

. 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




One of the most selfish
things you can do is...

help others.




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 T Gephen Covey

1932-2012
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Chipotle (2015)

S 4,5 billion sales
(2010: $ 1,8 billion)
+ 10% vs. YA

S 770 million net profit BT
(2010: S 287 million)
+ 8% vs. YA

# restaurants: 2.010 (+227 vs. YA)




Back to the start
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http://www.youtube.com/watch?v=aMfSGt6rHos

Back to the start
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The Marketing Society

BRIEFING

How Chipotle Changed Fast Food Forever

DANIELLE SCHLANGER, KIM BHASIN  JUN 272012 738 AM o o A

It is safe to say that Chipotle founder Steve Ells has rewritten the rules of fast food. It turns out
that you really can serve sustainably sourced ingredients en masse.Since 2006, Chipotle’s
revenues have tripled to $2.2 billion. Today, there are more than 1,200 restaurants in the U.S.,
U.K,, and Canada, with plans to open 165 additional outposts this year.

But long before there were billions in sales, or even organic beans, there was a guy from Boulder
banking on the success of a small burrito shop.

Ells was an unlikely candidate to start a fast food empire. He was £l /453
trained in classical French cooking at the Culinary Institute of

America, and he had aspirations of opening his own fine dining

establishment.

Post-culinary school, Ells moved to San Francisco to work under the tutelage of celebrity chef

Jeremiah Tower. While living in the city, Ells was inspired by watching an assembly line of

workers at a local taqueria, efficiently feeding hungry masses of patrons.

Guy van Liemt
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PUSH HUMANITY FORWARD




The Future is Ours

Dublin - 9 March 2017



The Marketing Society Guy van Liemt Dublin - 9 March 2017






