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he world is experiencing hyper-VUCA (volatile, uncertain, complex, and ambiguous) times                          Tpost-COVID-19, and business is no exception. It is estimated that around “half a million firms are at risk of 
collapse” (Cook & Barrett, 2020). This has led to severe economic hardship and will probably have long-

term effects on the world economy (Amankwah-Amoah et al., 2021). Numerous hazards are presented in the 
World Economic Forum's yearly Global Risk Report. The Global Risks Report 2023 warned of a future that will 
not bounce back fast from repeated shocks. The world faces two grave challenges in 2024: violence and climate 
change (Zahidi, 2024). Geopolitics issues impact more industries than ever, sustainability considerations need to 
drive strategy, and digital transformation has disrupted traditional business models, the three global strategic 
challenges facing strategy today (Monteiro, 2023). 

A company's operating environment bears similarities to the scientific concept of entropy. The environment is 
becoming more and more random, which makes being in top management thrilling and difficult. This increases 
the pressure on businesses to strive to meet the obstacles and take advantage of the opportunities in order to survive 
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and grow. Approximately 90% of methods fail, meaning that the strategy has a significant failure rate (Bradley et 
al., 2018). In these situations, businesses need to constantly look for new and improved ways to take advantage of 
opportunities and manage risks. A happy-based perspective of the company could be a useful tool to help it meet 
obstacles and take advantage of possibilities, as well as a way to address the aforementioned problem and advance 
the management field and strategy. The firm's happiness-based perspective is defended in this conceptual paper.

Impact of Happiness on Firm Performance Across the Firm and on 

Competitive Advantage

There is ample proof of happiness's beneficial effects on the entire company. Happiness affects how well the 
business performs overall and in different functional areas. A company's strategy, operations, marketing, finance, 
human resource management, and other functional areas can all benefit from using happiness as a positive input.

An organization's performance can be improved by considering happiness. Numerous studies demonstrate 
how pleasure improves performance (Bellet et al., 2020; Cropanzano & Wright, 2001; Thompson & Bruk-Lee, 
2021; Hosie et al., 2012; McKee, 2014; Oswald et al., 2015; Weimann et al., 2016). Hersey (1932) was the first to  
demonstrate a clear correlation between emotional state and workplace productivity (Pillania, 2021a; Weiss & 
Cropanzano, 1996). The happy-productive worker thesis has its historical roots in the well-known Hawthorne 
investigations (Hosie et al., 2012).

Impact of Happiness Across a Firm

Happiness and Marketing Management

Contentment is a vital component of the marketing field. Businesses ought to aim to create customer pleasure 
through their goods, not just ensure that customers are satisfied. Numerous factors, including consumer 
satisfaction, brand loyalty, mass prestige, commerce, and so forth, can contribute to pleasure and enhance the 
effectiveness of the marketing function (Li & Atkinson, 2020; Mansoor & Paul, 2022; Pillania, 2021b; Robertson 
et al., 2020). 

Happiness and Operations Management

In various aspects of operations, including productivity, creative performance, sustainable production, and others, 
happiness can be a valuable input (Bellet et al., 2024; Khan & Abbas, 2022; Ravina-Ripoll et al., 2021a).

Happiness and Human Resources Management

Happiness has emerged as an important part of human resource management, and happiness contributes in several 
ways, such as benefits, high performance, and leadership (Alameeri et al., 2021; Guerci et al., 2022; Pillania, 
2001c; Ravina-Ripoll et al., 2021b; Salas‐Vallina et al., 2021; Thompson & Bruk-Lee, 2021).

Happiness and Financial Management

According to Gilbert (2012), Layard (2011), and Pillania (2021a), happiness can be quantified. The measurement 
of happiness has advanced significantly (Pillania, 2021a). Aspects of financial management that are influenced by 
happiness include investor feelings toward the cryptocurrency market, investor relationships for financial 
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connectivity, investor happiness in volatility management, and so forth (Bouri et al., 2021; Bouri et al., 2022; 
Naeem et al., 2021).

Happiness and Corporate Social Responsibility Management

According to Espasandín-Bustelo et al. (2021), Hernández et al. (2020), and Kıymalıoğlu & Özbük (2024), 
happiness can be a result of corporate social responsibility. Good corporate citizenship for the company can be 
cultivated through happiness.

Happiness and Strategy

A fresh perspective on strategy is the happiness strategy. Happiness strategy takes a strategic approach to the 
concept of happiness. Happiness encompasses all aspects of the company's operations, including vision 
statements, strategy documents, business plans, and functional plans that improve the performance of the 
company. The happiness strategy is examined not just within the firm but also in relation to external partners and 
stakeholders, including suppliers, customers, the environment, and society at large (Pillania, 2024, 2020). It 
should not be mistaken for the restricted application of happiness in human resource management. Happiness, as it 
relates to human resource management, is but one little component of the happiness strategy, which is a much 
larger and more all-encompassing idea.

Happiness Creates a Sustainable Competitive Advantage

Happiness affects the firm functional areas and at the strategy level, as demonstrated by the above discussion and 
Figure 1. This kind of advantage is distributed throughout the organization and is challenging to replicate, 
meaning that happiness gives a company a sustainable competitive edge.

Numerous studies conducted in a variety of fields demonstrate how important happiness has become for 
people, businesses, and society as a whole. As was previously mentioned, contentment affects strategy, functional 
areas, and business performance, resulting in a long-term competitive advantage.

Philosophical Support and Potential Synergies for the Happiness-based View 

of a Firm

There is an inherent contradiction between individual goals and firm goals. The ultimate goal of the individual is to 

Figure 1. Happiness-Based View's Impact on a Firm
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find happiness in life, but it does not find a place in the traditional goals of a firm. Consequently, there is a built-in 
contradiction. This could be one of the primary causes of businesses' and strategies' failure. The individual's 
objective of happiness and the firm's goal would become philosophically and practically aligned if happiness were 
included in the goal of the organization. Society as a whole would gain from this since it would create synergies 
and improve individual and company performance and satisfaction.

Achieving Environmental Sustainability with a Happiness-based View 

A happiness-based perspective of a company might help organizations solve one urgent need: integrating 
sustainability into their larger picture. Numerous studies back up the notion that investing in happiness promotes 
sustainability and that happiness itself is a prerequisite for sustainability.

According to research, sustainability can result from happiness (Bartolini, 2014; Barrington-Leigh, 2016; 
Brooks, 2013; Cloutier & Pfeiffer, 2015; O'Brien, 2008). There is a lot of unrealized potential for positive 
psychology and happiness studies to support sustainability (O'Brien, 2008). The happiest societies foster dignity 
for all through robust investment in public goods and a holistic approach to education. This converging body of 
research indicates that well-being and ecological sustainability, goals sometimes viewed as contradictory, are 
complementary (Barrington-Leigh, 2016). The goal of ecological sustainability and human well-being may be 
beneficial to one another because pro-social conduct and thought are inherently linked to a greater emphasis on 
well-being, which makes it easier to address problems facing the whole community. This dynamic facilitates the 
avoidance and mitigation of environmental issues. The best environmental regulations are typically found in 
nations with the highest levels of social trust. This is valid even when it comes to safeguarding resources outside of 
their boundaries, as people who have faith in their neighbors also typically have a greater capacity for empathy 
(Barrington-Leigh, 2016). 

Happiness is the path to community growth, which is a component of sustainability. An alternate goal for long-
term community development is happiness. The main advantage of a happiness-centric strategy is that all of its 
elements concentrate on achieving a single objective—improving happiness at the community level—while 
working toward a sustainable future. This goal may be easier to achieve than social equity, environmental 
protection, economic development or cultural competency, as it may be easier for a wider population segment to 
understand and engage with the goal (Cloutier & Pfeiffer, 2015).

Happiness-based View of a Firm : For Comprehensive Happiness, 

Sustainability, and Prosperity Approach 

The previous sections of this paper have discussed and shown that a happiness-based view of a firm positively 
impacts performance and sustainability. Thus, a happiness-based view of a firm can address its three major goals: 
performance, sustainability, and happiness. According to research, happiness is also supported by sustainability 
(Florida, 2009; Papachristou & Rosas-Casals, 2019). Performance and profits—let's call them prosperity—are 
necessary for the operation of a company and can also be utilized to fund a firm's sustainability initiatives and 
employee satisfaction.

Thus, performance and profits, i.e., prosperity, happiness, and sustainability, are mutually reinforcing goals, as 
shown in Figure 2, that lead to better results for the individual, firm, and environment, creating a win-win position 
for all parties. The time has come for firms to start working on these three together with a happiness-based view of 
the firm, i.e., creating a new tripod for the firm that consists of prosperity, sustainability, and happiness.
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Conclusion, Implications, Drawbacks, and Directions for Future Research

The business environment is full of risks and problems in the rapidly evolving VUCA times following COVID-19, 
which makes it necessary and urgent for businesses to search for fresh ways to conduct business. An effective 
strategy for businesses to handle new risks and difficulties and take advantage of chances to forge a long-term 
competitive edge is to adopt a happiness-based perspective of the company. A happiness strategy generates a   
long-term competitive advantage and has a favorable impact on the overall performance of the company as well as 
several functional areas. This view also brings together individual and firm goals. Happiness also leads to 
sustainability. A happiness-based view of the firm creates mutually reinforcing goals of prosperity, sustainability, 
and happiness, leading to a win-win for the individual, the firm, and the environment. It is now necessary for 
businesses to begin addressing these three jointly with an emphasis on employee happiness.

This work has implications for governments, civil society, practitioners, and academicians. For governments, 
it creates a new way to look at government policy to encourage a happiness-based view and create a win-win for 
individuals, firms, the environment, and society overall. For civil society and environmental activists, it opens a 
new way to campaign for protecting the environment and the earth. It provides a fresh perspective on the company 
for professionals and business owners, enabling them to address issues with strategy and business failure. This 
study offers a new angle on company environmental protection and the opportunity to build on it to develop a new 
theory, which will be of interest to academics and researchers. This conceptual paper needs more proof and 
effective case studies to back up the happiness-based view of the company that it presents. The future path of 
research may involve gathering additional evidence and case studies that support this perspective.

Author’s Contribution

Dr. Rajesh K. Pillania has undertaken this unique and pioneering work, suggesting a new way to view a firm, a 
happiness-based view. A happiness-based perspective of the company appears to be a useful strategy for helping 
businesses take advantage of chances to forge a long-term competitive advantage while addressing new risks and 
obstacles. A happiness strategy generates a long-term competitive advantage and has a favorable impact on the 
overall performance of the company as well as several functional areas. This perspective also integrates company 
and individual objectives. Sustainability is likewise a result of happiness. A firm with a happiness-based 
perspective fosters profitability, sustainability, and happiness as mutually reinforcing objectives that benefit the 
environment, the company, and the individual. The moment has come for businesses to begin addressing these 

Figure 2. Happiness-Based View of the Firm for Creating a 
Comprehensive Happiness–Prosperity–Sustainability Approach
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three jointly while maintaining a happiness-based perspective on the business. Governments, civil society, 
environmentalists, company owners, professionals, and academics should all take note of this study.

Conflict of Interest 

The author certifies that he has no affiliations with or involvement in any organization or entity with any financial 
interest or non-financial interest in the subject matter or materials discussed in this manuscript. 

Funding Acknowledgment

The author received no financial support for the research, authorship, and/or for the publication of this article.

References 

Alameeri, K., Alshurideh, M., Al Kurdi, B., & Salloum, S. A. (2021). The effect of work environment happiness on 
employee leadership. In A. E. Hassanien, A. Slowik, V. Snášel, H. El-Deeb & F. M. Tolba (eds.), 
Proceedings of the International Conference on Advanced Intelligent Systems and Informatics 2020. 
Advances in intelligent systems and computing (Vol. 1261, pp. 668–680). Springer. 
https://doi.org/10.1007/978-3-030-58669-0_60

Amankwah-Amoah, J., Khan, Z., & Wood, G. (2021). COVID-19 and business failures: The paradoxes of experience, 
scale, and scope for theory and practice. European Management Journal, 39(2), 179–184. 
https://doi.org/10.1016/j.emj.2020.09.002

Barrington-Leigh, C. (2016). Sustainability and well-being: A happy synergy. Development, 59, 292–298. 
https://doi.org/10.1057/s41301-017-0113-x

Bartolini, S. (2014). Building sustainability through greater happiness. The Economic and Labour Relations Review, 
25(4), 587–602. https://doi.org/10.1177/1035304614559436

Bellet, C. S., De Neve, J.-E., & Ward, G. (2020). Does employee happiness have an impact on productivity? (CEP 
D i s c u s s i o n  P a p e r s  N o .  1 6 5 5 ) .  C e n t r e  f o r  E c o n o m i c  P e r f o r m a n c e . 
http://eprints.lse.ac.uk/id/eprint/103428

Bellet, C. S., De Neve, J.-E., & Ward, G. (2024). Does employee happiness have an impact on productivity? 
Management Science, 70(3), 1656–1679. https://doi.org/10.1287/mnsc.2023.4766

Bouri, E., Demirer, R., Gabauer, D., & Gupta, R. (2022). Financial market connectedness: The role of investors' 
happiness. Finance Research Letters, 44, 102075. https://doi.org/10.1016/j.frl.2021.102075

Bouri, E., Gabauer, D., Gupta, R., & Tiwari, A. K. (2021). Volatility connectedness of major cryptocurrencies: The role 
of investor happiness. Journal of Behavioral and Experimental Finance, 30, 100463. 
https://doi.org/10.1016/j.jbef.2021.100463

Bradley, C., Hirt, M., & Smit, S. (2018). Strategy beyond the hockey stick: People, probabilities, and big moves to beat 
the odds. John Wiley & Sons.

Brooks, J. S. (2013). Avoiding the limits to growth: Gross national happiness in Bhutan as a model for sustainable 
development. Sustainability, 5(9), 3640–3664. https://doi.org/10.3390/su5093640



Indian Journal of Marketing • August 2024    57

Cloutier, S., & Pfeiffer, D. (2015). Sustainability through happiness: A framework for sustainable development. 
Sustainable Development, 23(5), 317–327. https://doi.org/10.1002/sd.1593

Cook, L., & Barrett, C. (2020, May 1). How Covid-19 is escalating problem debt. Financial Times. 
https://www.ft.com/content/4062105a-afaf-4b28-bde6-ba71d5767ec0 

Cropanzano, R., & Wright, T. A. (2001). When a “happy” worker is really a “productive” worker: A review and further 
refinement of the happy-productive worker thesis. Consulting Psychology Journal: Practice and 
Research, 53(3), 182–199. https://doi.org/10.1037/1061-4087.53.3.182

Espasandín-Bustelo, F., Ganaza-Vargas, J., & Diaz-Carrion, R. (2021). Employee happiness and corporate social 
responsibility: The role of organizational culture. Employee Relations, 43(3), 609–629. 
https://doi.org/10.1108/ER-07-2020-0343

Florida, R. (2009). Who's your city?: How the creative economy is making where to live the most important decision of 
your  l i fe .  Vintage Canada.  h t tps : / /www.amazon.com/Whos-Your-Ci ty-Creat ive-
Important/dp/0307356973

Gilbert, D. (2012). The science behind the smile. Interview by Gardiner Morse. Harvard Business Review, 90(1–2), 
84–152.

Guerci, M., Hauff, S., & Gilardi, S. (2022). High performance work practices and their associations with health, 
happiness and relational well-being: Are there any tradeoffs? The International Journal of Human 
Resource Management, 33(2), 329–359. https://doi.org/10.1080/09585192.2019.1695647

Hernández, A. C., de Velazco, J. J., Ripoll, R. R., & Hernández, I. V. (2020). University social responsibility in the 
organizational happiness management. Utopia and Latin American Praxis, 25(1), 427–440. 
https://produccioncientificaluz.org/index.php/utopia/article/view/32141

Hosie, P., Willemyns, M., & Sevastos, P. (2012). The impact of happiness on managers' contextual and task 
p e r f o r m a n c e .  A s i a  P a c i f i c  J o u r n a l  o f  H u m a n  R e s o u rc e s ,  5 0 ( 3 ) ,  2 6 8 – 2 8 7 . 
https://doi.org/10.1111/j.1744-7941.2012.00029.x

Khan, S. M., & Abbas, J. (2022). Mindfulness and happiness and their impact on employee creative performance: 
Mediating role of creative process engagement. Thinking Skills and Creativity, 44, 101027. 
https://doi.org/10.1016/j.tsc.2022.101027

Kıymalıoğlu, A., & Özbük, R. M. (2024). Coalescence of CSR and happiness for corporate sustainability: A 
systematic review of literature. Management Decision, 62(2), 614–642. https://doi.org/10.1108/MD-
11-2022-1566

Layard, R. (2011). Happiness: Lessons from a new science (p. 31). Penguin.

Li, D., & Atkinson, L. (2020). The role of psychological ownership in consumer happiness. Journal of Consumer 
Marketing, 37(6), 629–638. https://doi.org/10.1108/JCM-09-2019-3420

Mansoor, M., & Paul, J. (2022). Mass prestige, brand happiness and brand evangelism among consumers. Journal of 
Business Research, 144, 484–496. https://doi.org/10.1016/j.jbusres.2022.02.015

McKee, A. (2014). Being happy at work matters. Harvard Business Review, 14. http://hbr.org/2014/11//being-
happyat-work-matters



58     Indian Journal of Marketing • August 2024

Monteiro, L. F. (2023, January 16). Three key global strategy challenges companies face. Knowledge INSEAD. 
https://knowledge.insead.edu/strategy/three-key-global-strategy-challenges-companies-face 

Naeem, M. A., Mbarki, I., & Shahzad, S. J. (2021). Predictive role of online investor sentiment for cryptocurrency 
market: Evidence from happiness and fears. , ,  International Review of Economics & Finance 73
496–514. https://doi.org/10.1016/j.iref.2021.01.008

O'Brien, C. (2008). Sustainable happiness: How happiness studies can contribute to a more sustainable future. 
Canadian Psychology, 49(4), 289–295. https://doi.org/10.1037/a0013235

Oswald, A. J., Proto, E., & Sgroi, D. (2015). Happiness and productivity. (4), Journal of Labor Economics, 33
789–822. https://doi.org/10.1086/681096

Papachristou, I. A., & Rosas-Casals, M. (2019). Cities and quality of life. Quantitative modeling of the emergence of 
the happiness field in urban studies  88, 191–208. https://doi.org/10.1016/j.cities.2018.10.012. Cities,

Pillania, R. K. (2020).  (p. 8). Invincible Publishers.Happiness strategy: Happiness and strategy for everyone

Pillania, R. K. (2021a). Married, older, richer, and better-educated people are happier in India. Prabandhan: Indian 
Journal of Management 14, (3), 24 – 31. https://doi.org/10.17010/pijom/2021/v14i3/158153

Pillania, R. K. (2021b). Happiness accounting: It's time to add happiness to what we measure. Indian Journal of 
Finance 15, (3), 42– 49. https://doi.org/10.17010/ijf/2021/v15i3/158128

Pillania, R. K. (2021c). The state of spirituality in India and insights for marketing. , (Indian Journal of Marketing 51 3), 
21–31. https://doi.org/10.17010/ijom/2021/v51/i3/158061

Pillania, R. K. (2024). Happiness strategy for competitiveness: A new perspective to compete. International Journal 
of Globalisation and Competitiveness, 20(2). Forthcoming issue.

Ravina-Ripoll, R., Foncubierta-Rodríguez, M.-J., & López-Sánchez, J. A. (2021a). Certification happiness 
management: An integral instrument for human resources management in post-COVID-19 era. 
I n t e r n a t i o n a l  J o u r n a l  o f  B u s i n e s s  E n v i r o n m e n t 1 2  ,  ( 3 ) ,  2 8 7 – 2 9 9 .
https://doi.org/10.1504/IJBE.2021.116606

Ravina-Ripoll, R., Nunez-Barriopedro, E., Almorza-Gomar, D., & Tobar-Pesantez, L.-B. (2021b). Happiness 
management: A culture to explore from brand orientation as a sign of responsible and sustainable 
production. , , 727845. https://doi.org/10.3389/fpsyg.2021.727845Frontiers in Psychology 12

Robertson, T. S., Hamilton, R., & Jap, S. D. (2020). Many (un)happy returns? The changing nature of retail product 
re turns  and  fu ture  research  d i rec t ions .  ,  (2) ,  172–177. Journal  o f  Reta i l ing 96
https://doi.org/10.1016/j.jretai.2020.04.001

Salas‐Vallina, A., Alegre, J., & López‐Cabrales, Á. (2021). The challenge of increasing employees' well‐being and 
performance: How human resource management practices and engaging leadership work together 
t o w a r d  r e a c h i n g  t h i s  g o a l .  ,  ( 3 ) ,  3 3 3 – 3 4 7 . H u m a n  R e s o u rc e  M a n a g e m e n t 6 0
https://doi.org/10.1002/hrm.22021

Thompson, A., & Bruk-Lee, V. (2021). Employee happiness: Why we should care. , Applied Research in Quality of Life
16(4), 1419–1437. https://doi.org/10.1007/s11482-019-09807-z

Weimann, J., Knabe, A., & Schöb, R. (2016). . The MIT Press. Measuring happiness: The economics of well-being



Indian Journal of Marketing • August 2024    59

Weiss, H. M., & Cropanzano, R. (1996). Affective events theory: A theoretical discussion of the structure, causes and 
consequences of affective experiences at work. In B. M. Staw & L. L. Cummings (eds.), Research in 
organizational behavior: An annual series of analytical essays and critical reviews (Vol. 18, pp. 1–74). 
JAI Press Inc.

Zahidi, S. (2024, January 10). .  World Economic Forum. t hGlobal Risk Report 2024 (19  ed.)
https://www3.weforum.org/docs/WEF_The_Global_Risks_Report_2024.pdf

About the Author

Rajesh K. Pillania is ranked jointly number one in average research productivity among Indian 

management faculty. He is working on a novel theory that combines strategy and happiness. He has 

published and presented over 100 articles, written 12 books, and served on the advisory boards of 

numerous prestigious academic publications. He teaches at the Gurgaon Management Development 

Institute (MDI). 


	Page 49
	Page 50
	Page 51
	Page 52
	Page 53
	Page 54
	Page 55
	Page 56
	Page 57

