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Can we derive meaning and

pirpose from everyday work

beyond the usual personal and

organizationai goals typicalin

the business workd? .
Many managemens practi-

* tioners and scholars are asking

Work

this guestion in light of recent
TepOrts on worker engagement,

The Conference Board (con-
ference-board.org) reports the
job satisfaction rate — which
currently stands at 45 per-
cent, meaning more than half
the workforce isnot engaged at
has dedlined steadily for
more than 20 vears.

Obwicusly, the current busi-
ness environment and prac-
tices are not metivating most
workers.

One likely reason: These
practices do not encourage em-
ployees to derive deep meaning
from their work,

The notion of meaningful
waork raises questions about the
goals of business management.,

The primary goal of all for-
profit businesses is to make
maoney. However, the intense .
focus on profit-making has not

. worked well; the recent reces-
! sion is & testiimony vo that.

ifﬁ'al}}”” nractices‘, and even
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business education such as
MBA programs, have come un-
der harsh criticism because
they have led to a lot of finan-
cial ruin. . :

{roes this mean we need to
rethink traditional business
practices? Can business organi-
zations transcend their goal of
making money?

Canthey not look at profit ag
a by-product of other meaning-
ful and purpose-driven goals?

This is what management gu-
ru Peter Drucker reminded us

not long ago: “Profit should be -

a result and not a cause of do-
ing business.”

Apparently, not many have
paid attention to Drucker’s vi-
sion. Is Drucker’s vision real-
istic?

It is tempting to think that
taking a job at a charitable or
nonprofit organization would
give your work more meariing,
but this is not practical. If ev-
ervone is involved in charity,
who would fun the engines of
our economy?

I argue it is possible to find
meaning and purpose in every-
day work.

Rather than shying away
from your current work and its
roles and respansibilities, you

. have to change the way you

i view your work to make it more

meaningfl.

You must ask youl self, “How
does my current work provide
value that transcends individ-
ual and organizational goals
and contributes to something
meaningful or of greater pur-
pose?”

My attempt to understand
the meaning and purpose of my
own work was a personal jour-
ney of introspection and dis-
covery.

Although rec}mology mar-
agement has been my liveli-
hood for many years, [ have

| found greater satisfaction in

knowing that my work — al-
though miniscule relative to in-
dustrywide efforts — is crucial
to helping people connect with
each other, gain access to all

* kinds of information, and en-

hance overall life experience.
This understanding gives
meaning and purpose 10 my
work.
Technology has helped us to
understand ourselves and our

| surroundings.

Take Amazon.com for exam-

' ple; it can predict customers’ |
buying beliavior better than the |

Customers can.

Think of modern day meteo-
rology; imagine our daily lives
without the ability to get weath-
er forecasts.

Consider communications
services, from wireless devic-
es to Infernet services such as
Facebook and Twitter, With
the proliferation of broadband
wireless technology and ubig-
ultous computing, our ability to
communicate and get the latest

i news and information will mul-
i tiply several times in the com-

ing years.

Technology, in many ways, is
bringing us closer to each other
and helping us realize that each
one of us is a part of the greater
fabric of life.

One of the biggest challeng-
s to finding meaning and pur-
pose in everyday work is the
constricted view of business
management.

The traditional busmess ob-

‘jectives — such as fuifilling cus-

tomer needs and wants, pro-
viding certain services, maxi-
mizing shareholders’ wealth,
and maximizing profit — cannot
take us to the next level of busi-

| ness evolution.

We, as business manag-
ers, must come up with cre-
ative ways to inspire and guide
our employees, customers atd
shareholders to see what is not
so obvious and to establish a vi-

-sion that transcends such ob-

jectives.
Google’s founding philos-

© ophy is one example of how

deep meaning and purpose
can create valae that goes be-
yond financial goals. One of its
10 commandments reads, “You
can make money without do-
mg evil.”

-~ Can other businesses create

‘meaningful and purpose-driv-

en visions such as these compa-

i nies? Absolutely. It simply re-

i quires thinking beyond profits
1 and losses, and asking, “What
: fundamental human problems

are we trying to solve with our
business goals?” ,
The answers to these prob~

| lems will unearth meaning and
i purpose that are missing in
i workplaces today.



