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We Are Five

On anmiversaries and the passage of time

MAGINE, IF YOU WILL, that this Fifth

Anniversary issue of Business Ethics

is a medal of honor—a shiny silver

medal (a Auge medal), suitable for

pinning to the chest of each of you

who has helped make this day a
reality: each subscriber and advertiser and
investor and writer and illustrator and staff
member (and you too, Mom, my most loyal
paid subscriber). If I could, I would pin this
medal on each of you personally—and I
would send along with it great whoops ofjoy,
firecrackers, noisemakers, whistles, and
shouts. It’s time for a party. Business Ethics
is five years old.

I want to say “Thanks.” And “Whew.”
What a five years it’s been: harder than I
would have imagined, more interesting than
I would have guessed, and astonishing ev-
ery step of the way.

The journey began in January 1987 when
I quit my job and cleared out a spare bedroom
in my house—and by July, the first issue rolled
off the presses. Miriam Kniaz showed up to
put together my computer, and never left—
eventually becoming business parmer and co-
owner. Deborah Bihler came around in 1989
to be worked to death as an editorial intern,
and though she took another job after gradu-
ation, she soon returned—and today holds this
place together in many, many ways. The three
of us are what you might call the lead work
horses here. We nip at each other from time to
time and are known to stamp our hooves, but
we rely on each other like family.

And that family has grown. Our two
recent beloved are Craig Cox and Leila
Zima, who joined us in the last year yet al-
ready feel integral to the group. Craig’s mas-
ter hand you’ve seen everywhere in editorial
since January—particularly in the “Whither
Capitalism?” section this issue, which he
edited. Leila has leant her talents to the
management of customer service, cutting
turnaround time on new orders from six
weeks to two. And then, of course, holding
it all together on the page is Mark Simonson,
our world-class art director who has made
the magazine his own—especially since the
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The decision to create
Business Ethics
came from an inner
question:
What’s worth doing
with my life?

recent redesign. He is ably assisted by his
spouse Pat Thompson, the famous “Stabi-
lizing Influence” on our masthead.

These are the people who more than any
have made Business Ethics possible—who have
agreed, in fact, to become Business Ethics, who
have chosen to spend their life energies cre-
ating this magazine anew every two months.

It’s a pretty amazing crew, and we’ve
come a long way in five years, which is a mile-
stone of some significance in the publishing
industry. Socially responsible business itself
has come a long way, too—with concern
about the environment on the rise, interest in
social investing growing, ethics in the business
schools gaining attention, and new styles of
leadership on the ascent. We’ve made a good
deal of progress, I would say—Dbut of course
there is much yet to do, both in our company
and in the broader movement.

NY ANNIVERSARY is really a turning
point, a time to pause and
look back on where we’ve
been, and ahead to where
we’re going. It’s a time to re-
flect on the passage of time

itself. And it sets me thinking about how lim-
ited are our cultural ideas of time, how inad-
equate the metaphors at our disposal, and how
they lead me to equate the passage of time with
progress—as I talk about our magazine hav-
ing “come a long way,” and having “farther to
go.” These are linear metaphors, and they con-
ceptualize time as movement forward along a
line. This picture feels so self-evident that it
seems not a metaphor but a truth.

But it is only half the truth, and there
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is an entirely different and equally valid way
to look at time: not as movement forward,
but as movement inward—in a process of
centering. If one movement drives forward
ceaselessly, like the process of aging, the
other moves continually in and out, like the
process of breathing. If progress is our meta-
phor for the first movement, we might de-
scribe the second as a process of moving
closer to, or farther from, our inner wisdom.
Of having clarity about, or confusion around,
our deepest truths. Of being loyal to our true
being, or of creating a false self.

In a linear mindset, it’s easy to misun-
derstand centering—to think of it as “being
stuck, not going anywhere.” Or to picture it
as a kind of mindless circling around the same
stuck point. What we need, instead, is to get
away from the journey concept altogether, to
stop thinking of ime as moving forward down
a straight line.

A more apt metaphor might be renewal,
replenishment, or nourishment. In the linear
metaphor of time, for example, knowledge is
something we get once—like learning to
walk—and then we “get beyond” the point of
needing to learn it. We have “passed that point
on the road of life.” But in the nourishment
metaphor, wisdom isn’t something we get
once and possess forever—any more than
food is. We can’t ever say, well, now I’ve eaten
so completely I'm done with eating forever.
And just as we must attend to nourishment,
day after day, so also must we attend to the
getting of wisdom every day of our lives.

This way of thinking about time gives
me an entirely different way of assessing
where Business Ethics is today. In the years
of publishing this magazine, one of my pri-
mary tasks has been learning to trust—learn-
ing that I don’t have to do everything my-
self, that I can trust the team. I can even trust
the universe, or “The Great General Good,”
as a friend once called it. I can lean back and
rest, and I won’t fall. I’ll be held up. I’ve
learned this, but I can’t say I’m done learn-
ingit. “Getting” trust isn’t like “getting” how
to work a spreadsheet. It is, rather, a process
of nourishing the part of me that trusts. And
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I must nourish that part
every day. =

It’s less like learning
to walk than it is like fill-
ing a well: I can’t fill it
once and draw from it
forever, but must con-
tinually replenish it. The
well is a good metaphor,
I think, for our relation-
ship to the inner self, to
the wise one we come in
contact with when we
center. Psychoanalyst
Carl Jung, when his pa-
tients came to him with
troubling problems, used
to advise them to “go and
see the wise man.” And
by that he meant to con-
sult their inner wisdom,
that wisdom which
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speaks in dreams, or
meditations, or drawings, or through unex-
pected “coincidences” in life (which Jung
called “synchronicities”). Learning to heed
the inner self—to listen to its wisdom—isn’t
something we learn once and then know
forever. It asks of us a constant coming back
to the source.

That process of centering usually re-
quires solitude, and time for going no-
where—time in which “nothing is accom-
plished,” in which we make no progress for-
ward on the linear path. It’s hard to allow
ourselves that time, when we are caught up
in the metaphor of life as progress, but the
renewal it brings is vital to our striving.

HAT’SNOT TO SAY that making

progress isn’t important, for it

is. ’'m proud, for example, of

the progress Business Ethics has

made in five years—for today

the magazine has three times as
many pages as the first issue did, and we
cover a much broader range of topics. Our
sales growth, from $23,000 in revenue in
1988 to $189,000 in 1991, has been the
equivalent of doubling sales three years in a
row. And we have even more ambitious goals,
seeking in essence to put this magazine on
the map, to make it a significant presence on
the national business scene.

That’s one way of looking at “how far
we've come,” and “where we’re going.” It’s
the way most businesses look at what they
do most of the time—and it’s the way most
of us look at our lives, as well. It’s the basic
metaphor of our culture: Move forward,
make progress.

But there’s another way of looking at
Business Ethics on its fifth birthday: How
centered are we on our purpose? How close
&= we to the guiding vision that launched
s in the first place?

The decision to create this magazine
came from an inner question I asked myself,
which was simply this: What’s worth doing
with my life? It was a question that I spent
two years pondering. And I realized that for
me, what was worth doing was making a
difference in the world—and I wanted to
make the biggest difference that I, as one
person, possibly could. I figured the best way
to do that was to get my hands on the big-
gest lever I could. That lever was business.
Because business holds more worldly power
today than government, education, religion,
or any other institution. And it reacts faster,
it’s more sensitive to changes in the culture.

Ilooked around and saw that if business
wanted to end hunger in the world, it could
do it within five years; I was absolutely cer-
tain of that. And what if, I found myself ask-
ing, that enormous power in business were
harnessed for the broader social good? That
looked like something worth doing. And what
was best of all, I realized that I didn’t need to
go out and try to convince businesspeople to
care about that social good—the urge was
already there. I saw it everywhere around me:
professionals longing for meaningful work,
leaders looking to democratize power, a gen-
eration trying to bring social values from the
barricades into the halls of power, an older
generation wanting to leave something behind
besides a house in the suburbs. Then one day
in the library I stumbled upon the astonish-
ing work of Michael Novak, who said it suc-
cinctly: that the fundamental intention of
capitalism from the beginning has been the
wealth of all humanity.

And so in refocusing on social welfare,
business is in fact returning to its source, cen-
tering on its basic purpose. And I believe this
basic purpose rings true to most of us when
we hear it. We don’t need to be clubbed over
the head in order to change, as so many so-

cial movements seem to think. All we need is
to give voice to a collective longing that already
exists. Business Ethics does that by showing
that it’s possible to run a business in a socially
responsible manner, by pointing to the many
respectable companies already doing it, and
by sharing the tools and ideas needed.

How close have we stayed to our found-
ing vision? Quite close, I would say. And in
the future I hope to renew and deepen our
commitment to that vision, for I think that
is the best possible groundwork for our fi-
nancial success. How centered we are on our
mission is a more important issue, I’ve come
to realize, than how much progress we’ve
made in circulation or revenue—because
circulation and revenue flow from that mis-
sion. Refocusing on our mission is in fact the
only way to realize the enormous financial
potential that we have.

We state our mission simply: To pro-
mote ethical business practices, to serve that
growing community of professionals striving
to live and work in responsible ways, and to
create a financially healthy company in the
process.

We try to embody this concept of social
responsibility in our own company—to walk
our talk—but we’re certainly not flawless.
The pressures of running a young and grow-
ing business leave us pretty stressed out many
days. And if we rely on each other like fam-
ily, we also sometimes spat like family. But
none of us, I feel safe in saying, would trade
this work for anything in the world.

It’s customary, on the occasion of an
anniversary, to celebrate how much progress
we’ve made, how far we’ve come. But I
would like equally to celebrate how much
we’ve stayed in the same place: focused, cen-
tered, continually renewing our commitment
to who we are. Now that, I think, is really
something worth shouting about. <&

BUSINESS ETHICS « JULY/AUGUST 1992 « 7



