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EXPLORING THE C -SUITE FOR SUSTAINABLE, SOCIALLY RESPONSIBLE 

BUSINESS MODELS  

 

ABSTRACT 

 

In keeping with this yearôs theme, the group researches support of the hypotheses that an 

optimized leadership team, Chief Officer Suite (C-Suite), can take an organization from good to 

great and then onto an authentically sustainable, socially responsible organization that delivers 

on its promise of profitability while placing equal attention on responsibility and desirability.  

Attendees will gain insights as to the existing practices and theories, opportunities and challenges 

related to sustainable and desirable social responsibility their C-Suite clients are facing in todayôs 

challenging and competitive market place.  This panel session provides the scholar attendees 

with tools to use in their continued research and critical information for practitioner attendees 

assisting their clients or organizations in defining and attaining aspirations to execute business in 

a socially responsible, desirable and sustainable manner.  This information is coming directly 

from practitioner / scholars, whom are uniquely positioned to provide research in both theoretical 

and practical contexts.  Attendees will also discuss their ideas and questions with colleagues in a 

collaborative and supportive forum, building a social network in which to continue to share 

research after the conference.  The attendees will leave with valuable useful tools for executive 

level collaboration on sustainable and desirable social responsibility. 
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EXPLORING PERSPECTIVES ON ETHICAL LEADERS AND ALIGNMENT TO 

COMPANY VALUES  

 

Introduction  

The objective of this session is to explore the roles of the C-Suite and the influence of 

organizational development and change on sustainable performance of the organization 

This interactive panel will discuss opportunities for not only the Chief Executive Officer (CEO), 

but the rest of the C-Suite roles in effectively driving ñauthenticò socially responsible sustainable 

strategies to the stakeholders of the organization and which result in measurements of 

performance and perception that can stand equally alongside profitability as measures of success. 

The panel leverages organization development and management research and theories in support 

of hypotheses of alternative configurations of the C-Suite which position them to serve both 

society and their organization.  The unique environments, cultures, strategies and values of each 

panelist will provide a perspective of the roleôs potential to impact the strategies, structures and 

systems of an organization to be socially responsible beyond its base services or products.  The 

panel will explore questions such as the following: 

 What are the C-Suite trends and challenges ï past, present and future, addressing social 

responsibility?  How can the practitioner / scholars collaborate with academia and 

scholars to facilitate the organization to invest in the power of change from what lead into 

the recent economic crisis and deliberate configuration of organizational economics 

established to reward the C-Suite regardless of óauthenticô social responsibility? 

 How do we measure the effectiveness of C-Suite in delivering on socially responsible 

promises?   

 How has the practice and ethics of the OD practitioner changed relative to the 

acceleration of change and the effectiveness of OD and impact on senior leadership?  Is a 

socially responsible C-Suite also an ethical C-Suite? 

 Do CXOs perceive themselves as in the organizationôs hub role?  This is a key 

assumption and has organization design ramifications. 

 Do CXOs perceive themselves as capable of playing the Chief Change Officer role 

within organizations? 

 Do CXOs have the desire to take on the burden of Chief Change Officers as part of their 

job expectations? 

 What is the role of the Chief Change Officer? 

 Do CXOs have the traits necessary to be successful Chief Change Officers?  What are 

these traits? 

Relevance of Topic 

 

The panel will highlight the various perspectives and examine intentions for the future of OD 

practitioner / scholars.   The OD practitioner/scholar will be uniquely positioned to accelerate 

socially responsible behavior in consulting to the C-Suite.   The environment is also fertile with 

opportunities to research and validate hypotheses, as well develop new perspectives in this time 

of punctuated equilibrium relative to impact of various approaches to organizing around the C-

Suite.  
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Research and Analysis Framework 

 

The session format is designed to create discussion around perspectives on the relevance of the 

role of the members of the C-Suite to the future of organizations in terms of transformation and 

execution of socially responsible strategies.  The format of the session will follow a structured 

Midwest Academy of Management time frame. The first 10 minutes will include an overview 

and introduction of participations by the session chair. Then there will be ten-minute 

presentations from participants who will present their perspective of current C-suite roles.  The 

participants will describe how the addition of a Chief Change Officer would potentially provide 

value in driving sustainability in responsible and desirable traits in the organizational DNA.  

Each panelist will provoke discussion with the session attendees as they raise provocative 

questions regarding the future C-suite, where sustainable, responsible, and desirable change are 

not mutually exclusive of profitability, and where both change and profitability are intertwined 

within an organizationôs DNA.   The panel will then conduct a survey of the audience to explore 

questions surrounding the coupling of the Chief Change Officer and the rest of the C-Suite, as 

the change quotient is likely to go higher than what has been experienced in recent years.  These 

provocative questions will lead into an engaging open discussion between the chair, participants 

and audience participation.   

The steps within the simple framework for conducting a high-level conceptual analysis of the C-

Suite is as follows:  

1. Sustainability ï Defined ï Joan Finley 

2. Discuss the Various Roles in the C-Suite 

a. Chief Executive Officer (CEO) ï Joan Finley 

b. Chief People Officer (CPO) ï Bob OôNeal 

c. C-Suite Talent Management ï James Cooper 

d. Chief Information Officer (CIO) ï Elise Barho 

e. Chief Financial Officer (CFO) ï Kevin Lynch 

3. Wrap-Up ï Kevin Lynch 

 

Exploration  

 

Organizations and their chief officer suite (C-Suite) officers are facing constant pressure 

from many constituencies to perform at levels far exceeding past performance in areas beyond 

traditional means of measurement. This increased pressure is coming from both external and 

internal sources for the organizational entities to respect aspects of society and the environment, 

at the same time sustaining a profitable and successful business model. External sources such as; 

overall society, competitors, financial markets, stockholders, communities in which the business 

resides, governance groups, and environmental agencies are pressuring organizations to be more 

profitable, more responsible and more desirable.  McDonald and Khanna (2008) found that 

CEOs have tendencies to seek out advice, increasingly from external entities that are likely to 

offer perspectives on strategic issues that differ from their own; these advice-seeking ultimately 

enhance firm performance.   Fanelli and Misangyi (2006) hit the nail on the head with their 

research and theory on bringing out CEO charisma and the panel explores how it is relevant to 

leading an organization in ógreenô matters, or overall social responsibility.  

Similarly internal pressures are presenting themselves in the form of; employees, various 

stakeholder groups, unions, and boards are seeking a response from the organization to their 
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increased demands for the same areas, as well as, sustainability. The C-Suite leadership, 

individuals and groups that are stakeholders, want the organization to thrive and to survive in 

these tumultuous times.   Survival will require increasingly more participation from strong 

leaders in the C-Suite to drive the changes in the organization to result in sustainable and 

authentic socially responsible actions. 

As Collins (2001) described in his seminal book Good to Great, it is visionary leadership that 

takes a company from being good at a moment in time to great for an extended period of time.  

The leadership of any organization rests with a small group of influence leaders in the C-Suite: 

the Chief Executive Officer (CEO), the Chief Operating Officer (COO), the Chief Financial 

Officer (CFO), the Chief Information Officer (CIO) and the Chief Learning Officer (CLO).  

Each of these roles has duties and responsibilities and has traditionally focused on the outmoded 

measurement of profitability while paying little attention to the proposed measurements of 

responsibility and desirability. It is within this small cadre of leadership that the Chief Change 

Officer (CCO) emerges and becomes critical in transforming the organization from bricks and 

mortar to the 21st Century Quantum Organization; with it the organization gains sustainable 

responsibility and desirability traits in its DNA. 

The panel believes that the 2008 economic crisis, which we are still in the midst of, represents a 

global punctuated equilibrium ((Eldredge and Gould, 1971), (Gersick, 1991), (Romanelli and 

Tushman, 1994)) and that there is now a unique opportunity for organizations to leverage the 

leadership in their C-Suite to drive sustainable change focused equally on profitability, 

responsibility, and desirability . The panel uses both experiential and qualitative research to 

reflect on the traditional membership of the C-Suite and their roles in leadership of ñgreatò 

companies and questions the appropriateness of introducing a CCO to complement the C-Suite 

team in this period of transformational change.  Kaplan (2008) found CEO cognition, 

organizational capabilities, and organizational interacts to shape firm strategy, where CEO 

cognition can compensate when organization-level factors are lacking.  How does CEO 

cognition show up in ógreatô companies executing in a sustainable socially responsible manner? 

This panel session provides the scholar attendees with tools to use in their continued research 

and critical information for practitioner attendees assisting their clients or organizations in 

defining and attaining aspirations to execute business in a socially responsible, desirable and 

sustainable manner.  This information is coming directly from practitioner / scholars, whom are 

uniquely positioned to provide research in both theoretical and practical contexts.  Attendees will 

also discuss their ideas and questions with colleagues in a collaborative and supportive forum, 

building a social network in which to continue to share research after the conference.  The 

attendees will leave with valuable useful tools for executive level collaboration on sustainable 

and desirable social responsibility. 

The panel also entertains questions on related executive concerns; e.g., is it time to enlist a CCO, 

or is one of the CXOs wearing that hat?  What are the strengths required in each of the roles?   

What experience is necessary?  Is there óreallyô an emerging C-Suite role as CCO, is it a passing 

fad, or is it up OD to define the value proposition and the impact it will have in driving 

progressive sustainability?     Historically, outside consultants have been looked to for 

facilitation of this embedimentation of change.  It is posited that change is generally not 

sustainable using the outside consultation approach without the allocation of dedicated resources 

from within the organization.  Following along these lines, implies that CXO roles are tagged 

with the executive change agent hat or hats.  If we assume these change agents ideally will be 
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trained not only within their respective technical roles within the organization, but also in the 

field of OD, then the hypotheses is that the C-Suite are the executive practitioner-scholars.   

Will the valuation of corporate board members and C-Suite executives continue to result in 

millions of dollars?  Does one member of the C-Suite set the strategy and the rest execute the 

strategy in terms of ógreenô actions in a socially responsible organization?   How does 

ñauthenticò socially responsible action show up on the C-Suite agenda?  Ling and Zhao (2007) 

found CEO personal values have an impact on organizations, making this an area of research.   

When does charisma, passion, spirituality, values, etc. play into the valuation of social 

responsibility for the C-Suite?   When do greed, jealousy, selfishness, ignorance, and pride show 

up in anti-social responsibility on the part of the C-Suite?   What role does the CLO have in 

driving changes in behavior?  With the lines blurred across technology and operations, does the 

CIO have an increasing role in driving sustainable ógreenô innovations and solutions for 

organizations?    

 

Sustainability quote - What Wall Street Can Learn From Distance Runners Research, ó Anyone 

who has ever run a 10K or 10 mile race (or longer) knows that you canôt start by going all out.  

You have to work up to cruising speed.  And you need to leave something in the tank for the last 

part of the run.  This is seemingly common sense, but for many ñrunningò on Wall Street and 

within the business community generally, it is a lesson that bears repeating.  Long runs require a 

sustainable pace.  And if a business or an investment is to enjoy long-term success, it must create 

sustainable value.  (A new report prepared by the Aspen Institute Business & Society Program   

ï Overcoming Short-termism: A Call for a More Responsible Approach to Investment and 

Business Management.) 

 

Figure 1: Sustainability Defined 

Sustainability Defined

Cooperative intersection of the 

social, environmental and economic 

pillars of sustainability[2]

2) Adams, W.M. (2006). "The Future of Sustainability: Re-thinking Environment and Development in the Twenty-first Century."

Report of the IUCN Renowned Thinkers Meeting, 29ï31 January, 2006. Retrieved on: 2009-02-16. 

1 United Nations General Assembly (1987) Report of the World Commission on Environment and Development: Our Common Future. 

Transmitted to the General Assembly as an Annex to document A/42/427 - Development and International Co-operation: Environment. 
Retrieved on: 2009-02-15. 

Integration of economic, social and environmental spheres to: ñmeet the needs 

of the present without compromising the ability of future generations to meet 

their own needs.ò[1]

 
 

 

http://www.aspeninstitute.org/policy-work/business-society
http://www.aspeninstitute.org/policy-work/business-society
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Analysis Results & Findings - Chief Executive Officer CEO Role Perspectives 

 

Question: Are CEOs driving a Passion for Socially Responsible Sustainable Outcomes Through 

Values, Strengths, and Meaning?  

 

Å Examples of Recognized CEOs in Sustainability 

Å Role of Organization Development and Change Practices with CEOs 

Å Tools / Best Practices 

Recognition: Responsible CEO of the Year Awards (CRO AWARDS) 

Å Corporate Responsibility Officer (CRO) magazine has released the winners of its third 

annual contest. 

Å The awards came in eight categories ð large-cap, mid-cap, small-cap, and private 

companies; NGO/non-profits, social entrepreneur, corporate foundation and government 

Å Organizations represented include Hess Oil, Green Mountain Coffee Roasters, Climate 

Change PLC, Silver Spring Networks, Carbon Disclosure Project, American Council on 

Renewable Energy, IBM Foundation and the City of Pittsburgh. 

Å Recognizes individual CEO expertise in articulating the common good and then 

convincing thousands of others to make a good business out of it.  

Å Itôs a trophy for leadership in progress, because perfection in Corporate Responsibility is 
a goal thatôs always moving just beyond our grasp.  

 

CEO Profile: Ray Anderson 

 

 
 

http://www.euroinvestor.co.uk/news/story.aspx?id=10657719&bw=20091006005386
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Â Ray Anderson is founder and chairman of Interface Inc., the world's largest 

manufacturer of modular carpet for commercial and residential applications and a leading 

producer of commercial broadloom and commercial fabrics. He is "known in 

environmental circles for his advanced and progressive stance on industrial ecology and 

sustainability."
1
 Since 1995, he has reduced Interface's waste by a third, and plans to 

make the company sustainable by 2020. 

Â He defines sustainability as "taking nothing from the earth that is not rapidly and 

naturally renewable, and doing no harm to the biosphere."
2
  

Â He had his epiphany in 1994 when he read The Ecology of Commerce, by Paul Hawken, 

who argues that [the] industrial system is destroying the planet and only industry leaders 

are powerful enough to stop it. 

Sources 

1. CBC News - The Hour with George Stroumboulopoulos, 2/26/2009  

2. Inc. 11/1/2006 Interview 

CEO Profile: Ray Anderson

9

1.I10/9/2009, Interview with the most sustainable CEO on earth, ecoconcept, 
http://ecoconcept.posterous.com/interview-with-the-most-sustainable-
ceo-on-ea

óWe began with a company full of skeptics. 

Nobody knew what this meant in 1994. I didn't 

know what it meant really when I challenged 

that little group to lead our company to 

sustainability, but in time with a lot of reading, a 

lot of study, and a lot of conversation and 

collaboration, a clear view of what sustainability 

meant for Interface emerged, and one mind at a 

timeour people came aboard.ô1

Learning Organization + Communication + Co-Creating + AI / 

Vision + Self-Leadership

 
 

http://en.wikipedia.org/wiki/Interface_Inc.
http://en.wikipedia.org/wiki/Manufacturing
http://en.wikipedia.org/wiki/Environmental_movement
http://en.wikipedia.org/wiki/Progressivism
http://en.wikipedia.org/wiki/Epiphany_(feeling)
http://en.wikipedia.org/wiki/Paul_Hawken
http://en.wikipedia.org/wiki/Paul_Hawken
http://en.wikipedia.org/wiki/Industrialisation
http://www.cbc.ca/thehour/videos.html?id=922404269
http://www.cbc.ca/thehour/videos.html?id=922404269
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CEO Profile: John Hess

Â Explores and produces crude oil and natural gas, refines and 

markets petroleum products, natural gas and electricity

Â óIn 2008 we successfully executed our strategy to build a 

company that will sustain long term profitable growth while 

making a positive impact on the communities where we do 

business.  Our company is committed to help meet the 

worldôs demand for energy in a way that protects the health 

and safety of our stakeholders and respects the 

environment.ô

ï Conservation, scholarships, coastal management 

programs, training impoverished, inner city education, 

water wells and sanitation, orphanage housing, and 

hospitals

10

1. 2008 Hess Corporation Annual Sustainability Report

Large-cap companies: Hess Oil, $41-billion independent 

energy company, 12,432 employees.  

#15 - 2009 100 Best Corporate Citizens List

#1 - Human rights criteria ïCRO

#2 - Climate change - CRO.

 
 

 

1. 2008 Hess Corporation Annual Sustainability Report  

 

 

Recognition: CRO - Responsible CEO of the Year Awards 

 

Â Mid-cap companies: Lawrence Blanford, CEO, Green Mountain Coffee Roasters, leading 

the company since 2007, extraordinary track record of environmental, citizenship and fair 

trade practices, said CRO. 

Â Small-cap-companies: Neil Eckert, CEO, Climate Change PLC, parent of Chicago 

Climate Exchange, together with chairman Richard Sandor, have been instrumental in 

popularizing the Chicago and European Climate Exchanges models for greenhouse gas 

(GHG) cap-and-trade among corporations and government policy-makers worldwide, 

reports CRO. Complex carbon contracts on the Chicago Climate Futures Exchange 

climbed 1,889 percent in the first half of 2009, including five consecutive monthly 

volume records for the multi-state Regional Greenhouse Gas Initiative (RGGI) in the first 

half of 2009, according to the publication. 

Â Private companies: Scott Lang, CEO, Silver Spring Networks, has raised $175 million in 

venture capital to date and has Al Gore and VC John Doerr on its board, reports CRO. 

Silver Springôs smart metering technology gives utilities the data to better manage peak 

energy costs and CO2 emissions, said CRO. 

Â NGO/non-profits: Paul Dickinson, CEO, Carbon Disclosure Project, has signed on 475 

institutional investors with $55 trillion under management to encourage the worldôs 3,700 

largest companies to disclose their carbon emissions since founding the company in 

2000, according to CRO. 

http://www.cbc.ca/thehour/videos.html?id=922404269
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Â Social entrepreneur: Michael Eckhart, CEO, American Council on Renewable Energy 

(ACORE), has been a pioneer in making renewable energy a good investment, said CRO. 

Eckhart is a 3-time Clinton Global Initiative participant, and has driven ACORE 

membership to over 600 corporations, including most major U.S. utilities and energy 

companies. 

Â Corporate foundation: Stanley Litow, president, IBM Foundation, is spearheading 

initiatives for education, and Alzheimerôs and AIDS research. Litowôs largest initiative is 

the 80,000-teacher Reinventing Education program, which involves 8,000,000 children 

worldwide and offers innovative technologies to spur reading. 

Â Government: Luke Ravenstahl, Mayor, City of Pittsburgh, is striving to keep Pittsburgh 

as ñAmericaôs Most Liveable Cityò as well as one of its safest and most sustainable 

cities. Under his direction, Pittsburgh has become a national leader in green building, 

clean energy businesses, and environmental education programs. 

12

Values

Strength / 

Positivity

Purpose / 

Meaning

Open & Authentic 

Communications 

(Nance,Presad)

Self-Leadership

Transformational 
Leadership

Learning Organizations 

(Senge, Garratt, Marsick

and Watkins)

Leveraging company 

strengths (Seligman, 
Peterson), Positive 

Approaches (Cameron, 

Fredrickson, Dutton)

Co-Creating (Cooperrider)  ïindividuals with roles in the collective óon purposeô

Employees involved in sustainability projects ïthey have purpose and meaning  

(Frankl, Nietzsche) impacting positive world impacts

We find Organization Development and Change Theories 
demonstrated within the CEO leadership objectives, 
practices and outcomes: Learning Organization  + 
Communication + Co-Creating + Vision + Self-Leadership

 
 

Takeaways - Tools  
Å Theories Shedding Light ï Agency Theory, Transformational Leadership 

Å Annual Ethical CEO / Company Reports 

Å Consortiums created with principals for socially responsible sustainable principles 

(Aspen)  

Å GRI Reporting Index ï see web site for reporting standards in detail 

Å Websites: 

Å http://www.thecro.com/content/cro-responsible-ceo-year-award-nominees-2009 

Å Books 

Å Ray Anderson, Mid-Course Correction: Toward a Sustainable Enterprise: The 

Interface Model.  

Å Daniel Quinn, Ishmael  

Å Book: Paul Hawken, The Ecology of Commerce  

http://en.wikipedia.org/wiki/Ishmael_(novel)
http://en.wikipedia.org/wiki/Paul_Hawken
http://en.wikipedia.org/wiki/Paul_Hawken
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Leadership Values

Organization Values

Workforce

Sustainability

Passion

Individual 

Values
Individual  

Strengths

Individual 

Purpose

Passion 

CEO Driving Sustainable Value 
Further Research in CEOs achieving sustainable value Is it through  Collective Passion / 

Passion for Performance, as a function of: Values  + Strengths + Purpose

 
 

Suppliers

Leadership (Yukl)

Organization (Block)

Workforce

Finley, J. , 2009

Values
(Brown, Yukl, 

Cameron)

Strengths 

(Positivity)
(VIA �±Seligman, 

Fredrickson, 

StrengthFinder �±Rath & 

Clifton )Purpose & 

Meaning 
(Steiger,Jung, 

Myers-Briggs)

Passion & 

Energy
(in process)

Sustainable: continuous 

reusable energy available

Stakeholders

�6�W�D�N�H�K�R�O�G�H�U�V�«

Government

Customers

Stakeholders

Customers

Macrosocial Systems
Further Research Required to Confirm What Existing Theories and Research 
Explain Why Some Organizations Sustain Change, Thrive on Change and others 
do noté

 
 

Further Research 

Â Recognition of CEOs leads to increase in social responsibility, leads to sustainability (a 

type of intervention) 

Â Organizational change at the C-Suite level 

Â Segmentation by demographics, industryépotentially research the CEOs names in 2009 
as best in class for trends in how they use OD&C to drive sustainable social 

responsibility; communications, leadership development, culture assessments 

Â Role of the Board 

Â Success of the CEO 


