
Whatever your 
political persua-
sion, the current 
political climate 
suggests continued 
devolutionary trends 
in the form of the 
reduction of social 
systems, inequitable 
concentrations of 
wealth and asym-
metrical changes to 
the tax code with 
significant implica-
tions for philanthro-
py and the nonprof-
its they support. 
These shifts and the 
policies that affect 
us all suggest that 
we need to take 
more responsibility 

for and leverage greater control over pro-
tecting the very social fabric upon which 
our civilization is based.

As baby boomers retire at the rate of 
10,000 per day, and millennials, compris-
ing the largest segment of the workforce, 
refuse the devil’s bargain of making mon-
ey in dot.com versus making a difference 
with dot.org, it is up to us to create a new 
framework and paradigm to recognize 
trends, respond to shifts and create the 
future of citizen motivation and engage-
ment while establishing entirely new 
metrics for value and impact.

The traditional silos of government, 
NGOs, for profit enterprise, and the 
nonprofit/social sector have created 
conditions ripe for disruption and 
transformation. It is up to us to define 
new areas of focus, establish new levels 
of cross-sector collaboration and create 
new definitions of collective impact, to 
address long-term, seemingly intractable 
social issues like many of the causes in 
which we passionately care.

Goodbye ego-systems, hello eco-sys-
tems. From me to we. 

Positive Organizational Scholarship 
(cited above), coupled with Design 
Thinking as well as whole-person, wrap-
around, data-driven, evidence-based and 
system-focused approaches can and will 
create conditions for feasible, scalable 
and sustainable systems change.

Nourishing Shared Purpose
Purpose-driven leaders come in all 

stripes and flavors. The “For Benefit” sec-
tor is no longer limited to nonprofits, and 
it clearly needs to become a movement 
and a value generating membership orga-
nization or tent large enough to nourish 
and sustain all the disparate groups that 
have a shared purpose.

So what’s the larger answer? This may 
depend on your own “locus of control.” 

Locus of control is a psychological 
term first coined by Julian B. Rotter in 
1954 and it refers to how much individ-
uals believe they can control events that 

affect them. Psychologists believe it’s an 
essential element of all of our personali-
ties. And since so much of an individual’s 
time is spent in the workplace, it’s essen-
tial for employees to have a clear purpose 
in their work day, a sense of passion 
that’s integrated in the business culture.

Activation and Motivation
We believe it’s time to reimagine San 

Diego not just as America’s Finest City, 
but as America’s Kindest and Most Pur-
poseful Region. A good place to start (or 
gain additional insight into purpose and 
passion in business), is the 19th annual 
Cause Conference (www.CauseSD.org), 
which is Sept. 8 at UC San Diego.

We all need purpose in our lives. It 
separates us from other animals. Purpose 
activates us and motivates us. It sustains 
us when times get tough and serves as a 
guiding star when we stray off course. 

While making money is essential for 
the vitality and sustainability of a busi-
ness, it is not the only or even the most 
important reason a business exists. A 
Conscious Culture fosters love and care 
and builds trust between a company’s 
team members and its other stakeholders. 
This is an energizing and unifying force 
that brings a Conscious Business to life.

Daniel Friedland is CEO of SuperS-
martHealth and co-chair of Conscious 
Capitalism, San Diego. Neville Billimoria 
is Marketing and Chief Advocacy Officer 
for Mission Federal Credit Union.

Recently, I 
returned from New 
York where, during 
my stay, I enjoyed a 
quiet evening out-
doors at the High 
Line Hotel Bar in 
Chelsea. As we 
were enjoying our 
cocktails I made an 
observation about 

the evening’s clientele.
“What do you notice about this crowd 

that’s different than what we’ve been see-
ing?” I asked. My host looked around 
while enjoying the relief that dusk 
brought to a warm and humid week. 

“I don’t know. What am I missing?”
“No one is on their phone!” I replied.
We looked around at the crowd, 

engrossed in conversation, comfortable 
in their surroundings and oblivious to 
any distraction.

It made me curious about the recent 
backlash over open-plan workplaces: Ar-
ticle after article about how Google and 
others have got it wrong and how the 
open office is the bane of our existence.

Yet here we were in a completely 
open setting, where the most intimate 
of conversations continued unabated. 
What was different about this environ-
ment that made it so successful, and 
honestly, so enjoyable?

Essentially, the High Line provided 
privacy in numerous ways: the canopy 
of the trees, the hedge between the bar 
and the busy street, and the variety of 
spaces and seating arrangements within 
a fairly basic, rectangular shape. We 
could see each other, so we knew we 
could hear each other. We all had the 

same visual access to our surroundings.  
And we knew, inherently, how to behave.

Many of us spend the majority of our 
waking moments at the office. If the ar-
chitecture doesn’t support how we work, 
that’s a lot of time experiencing frustra-
tion — which can lead to disengagement.

As leaders, if  we don’t provide our 
teams with the platform for success, we 
experience turnover, lack of produc-
tivity and in the worst cases, weaker 
connections with the people we lead.

Plan for Change
So what can we do to make the 

benefits of open office planning more 
successful?  Here are a few hints:

I can see you! Our clients more often 
than not mistakenly believe that pri-
vacy means enclosure. High panels in 
an open office environment give a false 
sense of privacy.  As a result, office 
occupants in these settings become 
less aware of those around them, and 
so the volume of their voices tends to 
increase.

Low panels actually increase acoustical 
privacy by simply making us more aware 
of those around us. The reality is low 
panels can create quieter environments.

The legacy of hierarchy. Environ-
ments that have transitioned to open 
office likely have done so over time 
from cultures of private office and 
hierarchical legacies. It takes for-
ward-thinking leadership to recognize 
that views and sunlight should be 
rewarded to the masses and not simply 
to someone who has been with the 
company the longest, or who generates 
the most revenue. 

Change is hard, stupid!  Most cases 

I have read about the pitfalls of open 
office seem to have come from people 
who did not experience any kind of 
change management process. When 
my firm was preparing for its move in 
2008, every time I was on the phone in 
my private office my instant messaging 
would explode with notes from my 
teams dripping with sarcasm. “It will 
be SO GREAT having you out in the 
open with us!” The message was clear, 
dial it down.  

Navigating Open Spaces
We expect to reap all the collabora-

tive benefits of an open plan without 
giving our people the skill sets to nav-
igate new, uncharted waters. With that 
in mind, how many clients are aware 
that a change management program 
can arm their teams to successfully nav-
igate the open office environment? 

My trip to New York was enjoyable 
on several levels, not the least of which 
was an infusion of new motivation on 
how I can be a more impactful architect 
for my clients and their organizations. I 
wonder how their patrons would behave 
sitting on the outdoor steps of the Met-
ropolitan Museum of Art, for example, 
or the amphitheater in Horton Plaza?

Perhaps they’d be buried in their 
phones – the universal “do not disturb” 
sign of a generation — creating the 
impression of privacy where there was 
none. Luckily, a thoughtfully crafted 
environment allowed us to experience 
privacy while enjoying being part of the 
larger whole.

Brian Koshley is global director of 
interior architecture for Carrier Johnson 
+ CULTURE.
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