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• Why today’s most humane companies are blowing away the 
S&P 500 averages

• Increasing “share of heart”: delivering the emotional, 
experiential, and social value your stakeholders are demanding

• 30 powerful case studies, including CarMax®, Timberland™, 
Jordan’s Furniture, Trader Joe’s, Wegmans, and Toyota™

Today’s best companies get it. From Costco® to Commerce Bank, Wegmans 
to Whole Foods®: they’re becoming the ultimate value creators. They’re 
generating every form of value that matters: emotional, experiential, social, 
and financial. And they’re doing it for all their stakeholders. Not because 
it’s “politically correct”: because it’s the only path to long-term competitive 
advantage. 

These are the Firms of Endearment. Companies people love doing business 
with. Love partnering with. Love working for. Love investing in. Companies for 
whom “loyalty” isn’t just real: it’s palpable, and driving unbeatable advantages 
in everything from marketing to recruitment. 

You need to become one of those companies. This book will show you how. 
You’ll find specific, practical guidance on transforming every relationship you 
have: with customers, associates, partners, investors, and society. If you want 
to be great—truly great—this is your blueprint. 

www.firmsofendearment.com

Love, Joy, Authenticity, and Soul:
Building Winning Businesses in the

New Age of Transcendence 

We’re entering an Age of Transcendence, as 
people increasingly search for higher meaning 
in their lives, not just more possessions. This 

is transforming the marketplace, the workplace, the very 
soul of capitalism. Increasingly, today’s most successful 
companies are bringing love, joy, authenticity, empathy, 
and soulfulness into their businesses: they are delivering 
emotional, experiential, and social value—not just profits. 

Firms of Endearment illuminates this, the most 
fundamental transformation in capitalism since Adam Smith. 
It’s not about “corporate social responsibility”: it’s about 
building companies that can sustain success in a radically 
new era. It’s about great companies like IDEO and IKEA®, 
Commerce Bank and Costco®, Wegmans and Whole Foods®: 
how they earn the powerful loyalty and affection that enables 
truly breathtaking performance. 

This book is about gaining “share of heart,” not just 
share of wallet. It’s about aligning stakeholders’ interests, 
not just juggling them. It’s about building companies that 
leave the world a better place. Most of all, it’s about why you 
must do all this, or risk being left in the dust... and how to get 
there from wherever you are now. 

Why “endearing” companies endure–
and win

Real evidence, with dozens of case studies across industries

Forget “share of wallet”: maximize 
“share of heart”

The search for meaning: how demographic shifts and the 
Internet are rewriting the rules of capitalism

The decline and fall of “Human 
Resources”

Productivity of employees objectified as “resources” is less 
than those regarded by management as “people” 

Customers: the power of love 
Soulful companies generate passionate customer 
relationships

Leading the “firm of endearment”
Emotionally intelligent leadership is the foundation of firms 
of endearment 
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“This book not only challenges capitalism’s traditional marketing paradigm but the very “genes” of capitalism. If any 
book is going to launch a New Capitalism of Caring, it is this book that redefines great companies as stakeholder 
value builders, not just shareholder agents.”

–Philip Kotler, S. C. Johnson & Son Distinguished Professor of International Marketing at Northwestern University



Praise for Firms of Endearment

“Firms of Endearment is one of the most important business
books in years, if not decades. Its introduction of the concept of
ironic management alone marks it as a breakthrough book for
business in the 21st century. Chock full of new thinking, Firms of

Endearment seems destined to influence business management
theory as no book has in a long, long time.”

—Peter Derby, former Managing Executive for Operations 

and Management, U.S. Securities and Exchange Commission,

Former Chairman & CEO, DialogBank and Troika Dialog

Investment Banking Group

“This book not only challenges capitalism’s traditional marketing
paradigm but the very “genes” of capitalism. If any book is going
to launch a New Capitalism of Caring, it is this book that rede-
fines great companies as stakeholder value builders, not just
shareholder agents.”

—Philip Kotler, S. C. Johnson & Son Distinguished Professor 

of International Marketing at Northwestern University 

(named by the Financial Times as the #4 management guru 

of all time behind Jack Welch, Bill Gates, and Peter Drucker)

“Aligning the interests of multiple stakeholders is becoming a
“table stakes” issue. Although achieving such alignment requires
extra work, this book shows why it’s well worth the effort. More
loyal customers, more engaged employees, more trust between
labor and management, more community support and ultimately
more value produced for shareholders. If you don’t feel inspired
to adopt a stakeholder relationship operating model after read-
ing this book, you never will.

—Andrew C. Kerin, President Domestic Food, Hospitality and

Facilities, Aramark Corporation
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“Most people think of convergence in terms of technologies com-
ing together, but Firms of Endearment proves that there’s
another form of convergence going on. Companies no longer can
defend putting profits ahead of winning share of heart because
customers and investors increasingly believe one doesn’t come
without the other. As this book points out so well, companies 
succeed in building value when they focus on being socially
responsible on behalf of all their constituents.

—Ivan Seidenberg, Chairman and Chief Executive Officer, 

Verizon Communications

“A powerful blow to selfishly greedy market fundamentalism of
the Darwinistic sort, Firms of Endearment is also a thoroughly
documented invitation to responsible capitalism.”

—Prabhu Guptara, Executive Director, Organization 

Development (a subsidiary of UBS AG.)

“This wonderful book shows the way to what the authors call 
“The Self Actualization of Capitalism.” It celebrates the conflu-
ence of humanistic values and business success in an inspiring
and engaging fashion. I recommend it wholeheartedly!” 

—Michael J. Gelb, author, How to Think Like Leonardo DaVinci

and Innovate Like Edison, www.michaelgelb.com
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