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Corporate Social Responsibility (CSR) reflects a new the-
ory of business today, in which businesses work for more 
than just profit; they strive to improve people and planet as 
well. Christian business leaders have the strongest reason 
for treating people and the planet well. They run their busi-
nesses to praise God, who clearly loves treating people well 
and preserving his planet. This article explores how Christian 
business leaders can lead their companies differently than 
other well-meaning companies engaged in CSR. It offers a 
practical framework through which Christian business lead-
ers can improve how they offer their businesses as praise to 
God. The article explores three questions: what is the shift in 
business theory underlying the Triple Bottom Line (TBL); in 
what ways can a Christian business leader praise God as a 
matter of business objective; and in what ways could praise 
be measured as a separate bottom line? It concludes with 
some practical suggestions on the implementation of this 
new dimension of corporate responsibility. 
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 INTRODUCTION
rofit has long been business’ defi-
nition of success. In 1962, Mil-
ton Friedman reflected a common 
view: “there is one and only one 

social responsibility of business: to use its 
resources and engage in activities designed 
to increase its profits.”1 With Shareholder or 
Agency Theory, the leader is considered an 
agent of company shareholders with the pri-
mary responsibility of increasing shareholder 
wealth.2 Then, in 1994 John Elkington coined 
the phrase “Triple Bottom Line” (TBL), propos-
ing that companies pursuing Corporate Social 
Responsibility (CSR) need to manage Profit, 
People and Planet, together.3 Now, over 92% 
of the world’s 250 largest companies pub-
lish an annual CSR report.4 They find that the 
three “Ps” interact. Profit provides the eco-
nomic sustainability necessary to maintain 
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people and planet.5 People do the work of the company, buy 
its product and provide for the general community supporting 
the business. In turn businesses assure quality of life: respect 
for human rights and equality, cultural identity/diversity, race 
and religion. People as well as the business itself depend on 
the planet. In the long run maintaining the quality of the en-
vironment is necessary for healthy people and profit from 
economic activities. 

This paper begins with a review of TBL. Next, it introduces 
“Praise” as a fourth bottom line. An examination of current 
approaches to measuring “People” and “Plant” as business 
objectives is then followed by an explanation of how and why 
“Praise” could be measured as a bottom line, supported by a 
few examples of Quadruple Bottom Line businesses. It ends 
with a challenge to further research on implementing “Praise” 
as a measurable business objective for Christian leaders. 

EVOLVING THEORIES OF 
BUSINESS

Garriga and Domènec classified the main business theories 
underlying CSR into four groups: (1) instrumental theo-

ries, in which the corporation is seen as only an instrument 
for wealth creation, and its social activities are only a means 
to achieve economic results; (2) political theories, which con-
sider the power of corporations in society and a responsible 
use of this power in the political arena; (3) integrative theo-
ries, in which the corporation is focused on the satisfaction 
of social demands; and (4) ethical theories, based on ethical 
responsibilities of corporations to society.6 

Pride suggests four typical arguments for increased so-
cial responsibility: (1) business is part of society and it cannot 
ignore social issues; (2) business has the technical, financial, 
and managerial resources needed to tackle today’s complex 
social issues; (3) business can create a more stable environ-
ment by helping resolve social issues; and (4) business can 
reduce government intervention by using socially responsible 
decision making.7

Three primary theories seem to be at the root of the 
change: Human Resource, Stakeholder and Common Goods.8 
Human Resource Theory is a departure from the 19th centu-
ry Scientific Management theory of how businesses manage 
people. From Adam Smith through Frederick W. Taylor,9 Sci-
entific Management held that the role of the business leader 
was to manage worker performance to increase profit. Sci-

entific Management studied the profit impact of changes to 
pay structures, organizations and work design. Then, a new 
crop of business writers changed the discussion during the 
middle of the 20th century. Human Resource Theory reflects 
that people are not merely resources for profit-making. It 
is built on the organizational behavior perspective, where 
Maslow theorized that individuals each have different types 
of needs.10 McGregor added that individuals need good direc-
tion to help them serve the company.11 Ouchi observed from 
Japanese management styles that make employees feel they 
are part of a supportive environment.12 Boyatzis found that 
business leadership achieves the best result by helping em-
ployees align personal self-image with the company mis-
sion.13 The ascendance of Human Resource Theory has led 
to the second dimension of business success: “People,” in 
addition to “Profit.” 

Stakeholder Theory also helps explain CSR, which is 
grounded in the notion that business leaders owe a broader 
allegiance to the community beyond its employees.14 Brown 
links CSR to Adam Smith’s 18th Century writings and con-
cludes that companies have both a duty and an opportunity 
to help the broader community.15 Charles Handy described 
businesses as living communities of individuals, so that “the 
essential task of leadership is to combine the aspirations and 
needs of the individuals with the purposes of the larger com-
munity to which they all belong.”16 Under Stakeholder Theory, 
businesses should create jobs to benefit those who other-
wise would be left behind. Stakeholder responsibility means 
businesses have “neighbors” much like the Good Samaritan. 

The concern for the “Planet” is built upon the Common 
Goods Theory (Theory of Externalities or Theory of the Com-
mons).17 It recognizes that some activities generate short 
term profit for one business at the expense of other busi-
nesses and people (present and future generations).18 Rachel 
Carson’s book, Silent Spring, the first Earth Day in 1968, the 
Environmental Protection Act of 1970 and numerous court 
cases and legislative actions all reflect changing attitudes 
about responsibility for the planet we share. For many, en-
vironmentalism is largely pragmatic in nature. It holds that 
the acts of one company should not be allowed to adverse-
ly affect others, not, at least, without paying a price. It also 
holds that businesses’ responsibility extends not merely to 
our neighbors today, but also to future generations. Pata-
gonia is famously passionate about selling products which 
promote a better planet. Founder Yvon Chouinard built his 
company to protect the planet. Oliver Falck suggests that, 
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“by strategically practicing corporate social responsibility, a 
company can do well by doing good.”19 

 PRAISE AS A BUSINESS 
RESPONSIBILITY

God does not want to be a shareholder or stakeholder in 
any business. He is not interested in a Balanced Score-

card. God wants our praise to be the primal, organizing goal 
of every business, enveloping all bottom-line endeavors. He 
wants Christian business leaders to thank and praise him as 
the provider of all the resources including employees, cus-
tomers, investment 
capital, patent 
ideas, …everything. 
The psalmist de-
clares, “The earth 
is the Lord’s, and 
everything in it, the 
world, and all who 
live in it” (Ps. 24:1, 
NIV). The Christian 
business leader 
honors God’s plan-
et as a matter of 
celebrating and 
honoring the Giver. 
Paul describes in Ephesians 3 a process of revelation, grace, 
power of the Holy Spirit, becoming a servant, grasping the 
love of Christ, being filled with God’s fullness, then giving 
glory to Him. Again, in 2 Cor. 5 Paul explains the Christian 
[business leader] has been reconciled to God, and in the pro-
cess re-created into God’s ambassadors and co-workers. 
James explains that the new creation exhibits a “wisdom that 
comes from heaven [and] is first of all pure; then peace-lov-
ing, considerate, submissive, full of mercy and good fruit, 
impartial and sincere” (James 3:17). The Christian business 
leader treats other people well, not out of duty, but out of 
his/her regenerated nature. The Christian manager conducts 
business not as a matter of profit or law, or to receive a re-
ward, rather because it is in the nature of God’s new creation. 
The Christian business leader has an opportunity to pursue a 
fourth bottom line: “Praise.” 

Three questions help unpack praise as a business objec-
tive: what is praise; is it meaningful to measure, and how 

could it be measured? The Psalms are often turned to as a 
source for understanding praise. The psalmist exclaims, “You 
are my God, and I will Praise You” (Ps. 118:28). The Hebrew 
word for “praise” here is yadah, which means give thanks or 
confess.20 Words used in the Bible as synonyms or in parallel 
with praise include: bless, exalt, extol, glorify, magnify, thank 
and confess. To praise God is to call attention to his glory, 
and “Praising God is a God-appointed calling. Indeed, God 
has formed for himself a people ‘that they may proclaim my 
[God’s] praise.’”21 C.S. Lewis confesses that he initially mis-
read the many expressions of praise in the Psalms to read 
that “God has the ‘right’ to be praised.”22 Eventually, Lewis 
came to realize instead that, praise and “admiration is the 
correct, adequate, appropriate, response to” a wonderful 

God. Reflecting his 
regenerated nature, 
the Christian busi-
ness leader instinc-
tively wants to praise 
God for being God. He 
wants to acknowl-
edge God’s generous 
gifts of a business, 
people working in it 
and wonderful envi-
ronmental resourc-
es being used. In the 
words of the West-

minster Shorter Catechism, the Christian business leader’s 
chief purpose in managing is “to glorify God and enjoy Him 
forever.”23 More than thanking God quietly in the closet, 
Lewis suggests that the Christian business leader wants to 
share God’s praise. This is much in the same sense as one 
would spontaneously praise anything of high value, and al-
so instinctively urge others to join in the praise. In praise we 
are rhetorically asking, “Isn’t she lovely? Wasn’t it glorious? 
Don’t you think that is magnificent?”24 

WHAT IS PRAISE?

God is honored through the Christian business leaders’ public 
praise: “I will Praise you, Lord, among the nations” (Psalm 
57:9). Theologians would argue that “While privately spo-
ken praise to God is fitting and right, it is virtually intrinsic 
to the notion of praise that it be publicly expressed.”25 Noth-
ing in the Bible suggests praise should be limited to songs 
or a worship service. R. C. Sproul suggests that praise and 

The Christian business leader 
instinctively wants to praise God for 
being God. He wants to acknowledge 

God’s generous gifts of a business, 
people working in it and wonderful 

environmental resources being used. 
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thanksgiving should permeate the Christian business lead-
er’s life.26 The psalmist declares: “Let everything that has 
breath praise the Lord” (Ps. 150:6). Jesus says too if [Chris-
tian business leaders] “keep quiet, the stones will cry out [in 
praise]” (Lk. 19:40). We can praise God through the spoken 
word, published books, newspaper articles, Facebook posts, 
or blogs. Today more than ever, we have many opportunities 
to express God’s greatness.

IS IT MEANINGFUL TO MEASURE 
PRAISE? 

Although Christian business leaders need to be “beware of 
practicing your righteousness before other people in order 
to be seen by them” (Mt. 6:1), the impact of a praiseful busi-
ness is a way of keeping it focused on pointing others to God. 
The Billy Graham ministry reports praiseworthy metrics: 2.2 
billion people heard him preach, 215 million attended his live 
events, 2.2 million responded to the invitation to become a 
Christian while at one of his crusades, and so on.27These are 
reported so that they can thank and praise God for allowing 
them to be part of advancing His Kingdom. A Google search 
on “Marion E. Wade” (ServiceMaster founder), produces 9.6 
million hits.28 Leafing through first five pages of the hits re-
veals that nearly all were references to ways he glorified God 
through and as a result of his successful company. Publishing 
these metrics brings praise to God. Marion E. Wade wrote, 

The head of any corporation big or small has the re-
sponsibility of conducting his business along lines 
that will keep his employees working and keep his 
stockholders happy. But this is not his first respon-
sibility. His first responsibility is to conduct his busi-
ness along lines that will be pleasing to the Lord. And 
he must do so not because of any rewards he hopes 
to receive but because, for a Christian, there is no 
other way.29

The Christian business which earns a profit, builds peo-
ple up and helps to sustain the planet is doing a praiseful 
thing. Yet, “Praise” is more than just achieving a great TBL. 
Non-Christians achieve those as well. For example, Patago-
nia’s mission is to “use business to protect nature.”30  Ben & 
Jerry’s has a mission of giving back to the community, and so 
on. The worldly CSR company does good for the world’s sake. 
The Christian business leader credits God as the source, in-
spiration and power behind the business results. 

MEASURING THE QUADRUPLE BOTTOM 
LINE 

Accountants have always faced the challenge of balancing 
the need for relevant information against the requirement 
for accurate numbers.31 That challenge increases with TBL 
companies. Academic researchers such as Slapper have pon-
dered how, and even if people or planet performance can be 
reduced to numbers. Slapper acknowledges, “There is no 
universal standard method for calculating TBL.”32 In spite of 
such challenge, useful metrics have and can be developed to 
offer meaningful measurement of the TBL. Some of these 
examples are discussed in the side box: Measuring TBL.

Given the challenge for measuring TBL, is there a practical 
way for the Christian leader to measure “Praise” as a fourth 
bottom line? Two important considerations in measuring 
praise include observing behaviors that honor God, and ob-
serving the level at which that behavior is attributable to the 
working of the Spirit. When we are reborn as a new person 
in Christ, we naturally exhibit the fruits of the Spirit. Erisman 
and Daniels showed how love, joy, peace, patience, kindness, 
generosity, faithfulness, gentleness and self-control may be 
exhibited in employees’ behavior.40 They used a closed coding 
approach to identify terms representing fruits of the Spirit in 
the performance appraisal forms employed by sixteen secu-
lar organizations. They found terms representing the fruits 
in each of the companies’ performance evaluation tools. 
The results suggest the possibility of measuring behavior at 
the corporate level – looking for fruits of the Spirit in many 
company documents. Outside the scope of that study was 
whether a company (individual) that acknowledges God per-
forms differently. Hopefully, a company led by a Christian 
business leader would evidence more instances of fruits of 
the Spirit (a form of praise to God), and would acknowledge 
God’s hand in its business.

Potential performance measures can be formative or re-
flective. We are most familiar with formative measures: sales 
produces profits, low wages induce employee turnover, toxic 
waste discharge causes fish to die. Table 1 summarizes some 
representative ways companies report formative measures 
of Profit, People and Planet. Formative measures report 
things businesses do to promote TBL. Christian business 
leaders can also measure the things they do to praise God. 
Table 1 proposes some things companies can do to deliber-
ately praise God. Dave Kahle proposes, “If we want to impact 
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generations of people, we need to make a commitment to a 
cause larger than ourselves (serving the Lord) and publicly 
declare that commitment…like a stone thrown into a pool of 
water, the ripples of impact can spread beyond our ability to 
discern. It may even be the tipping point to transform a com-
munity.”41

Chick-fil-A could count the ways they make public state-
ments for God. For example, when they stay closed on Sun-
days, host a flash dance with a church group, play Christian 
music in their stores, they offer acts intended to praise God 
in and through their business. H-E-B groceries was founded 
by Howard E. Butts, a Christian businessman, and 115 years 
later still gives 5% of its profits to charity.42 Hobby Lobby’s 
founder David Green openly and unapologetically leads his 
company based on his Christian commitment. The Hobby 
Lobby mission statement talks about its Christian principles, 
and clearly intends to align all stakeholders with biblical prin-
ciples.43 Through these acts, businesses offer praise to God. 
These do not “add up” in the way sales or expenses do, but 

can be tallied and reported—as acts of praise. The purpose is 
not some expression of sum, but the act of being deliberate 
about praise.

Measures of “Praise” can also be reflective. When Chris-
tian business leaders acknowledge God publicly, the world 
responds—sometimes positively, sometimes negatively. 
Either way, the resulting recognition is “reflective” of the 
impact the business’ acts of praise is having. Table 1 spec-
ulates as to the types of reflective “Praise” measures Chris-
tian business leaders could monitor. When journalists write 
about the faith of Marion E. Wade or S. Truett Cathy, they 
reflect those Christian business leaders’ lives of praise. Tally-
ing that reflective measure of “Praise” can help the business 
stay focused on achieving “Praise” as a bottom line.

Two examples of measurement of a company’s “Praise” 
effort are tracking public mentions and monitoring traffic 
patterns on the company’s web site. Public mentions happen 
whenever someone name-drops a company, its employees, 
business decisions, products or brands names. Mentions 
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B-Lab, which envisions a “global movement of people using business as a force for good,”33 employs a measure-
ment method (B Corp Certification) which is a bold and increasingly accepted tool for measuring the TBL. It divides 
social responsibility into Governance, Workers, Community and Environment. Companies report measures such as 
compensation level relative to the market, number of vacation days, tuition reimbursement, employee stock owner-
ship percent, employee satisfaction rating and whether the company has a worker health and safety committee. B-Lab 
does not tie any of these measures directly to profit. Instead, the notion is that measures of building up employees as 
human beings are a benefit unto themselves. B-Lab asks companies about their community performance: social and 
environmental performance of suppliers, percent of management from underrepresented populations, paid time off 
for community service, and targeting of products for underserved populations.34 

Walmart prepares a large annual CSR report, including goals and metrics.35 Walmart has thoughtfully broken down 
its Environment, Social and Governance (ESG) metrics into goals, metrics and results. For example, Walmart has a goal 
of achieving an 18% emissions reduction in Walmart’s own operations by 2025 (over 2015 baseline). That is broken into 
five metrics, with associated performance measures.

Another form of measuring CSR performance is through awards offering formal external recognitions by others, 
e.g., when Chick-fil-A and Hobby Lobby were cited as having among the best brands in the US by Harris Poll.36 Likewise 
many sustainability awards recognize companies that perform well on the Planet bottom line. For example, Boost lists 
dozens of international awards, including SEAL, which honors the 50 most sustainable companies globally.37 Another 
example of a Planet award is the CDP Climate A List, which scores over 8,000 companies (including more than 2,400 in 
North America) from A to D- (only the top 2% made the A List).38 Another CSR award is the “Best Place to Work,” whose 
award promotes a vision “for all people to be working at a Great Place to Work.”39These awards recognize companies 
that perform well on CSR. Companies led by Christian business leaders can bring attention (Praise) to God by winning 
awards such as these.
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can be in any instance in the media (press, social media, job 
posting sites, etc.) Using social listening tools such as Goo-
gle Alerts, a Christian business leader could employ social 
listening to identify which praise messages are being no-
ticed, when, how frequently and by whom. Measures could 
track the positive or negative nature of each mention. Even 
a negative opinion about praise activity acknowledges God. 
Awareness of how the world responds to praise messages 
helps the Christian business leader know if its message is 
“getting through”—the extent to which God is being praised 
through the company’s activities. It can also help refine the 
company’s praise messages for best effect. 

Monitoring traffic on the company’s own website (and 
Facebook, Twitter, etc.) is another approach. Major web sites 
commonly monitor users’ web footprint employing web 
tracking tools such as Google Analytics. They use cookies to 
track who visits which pages and what they do on the site 
afterward. AI-based tools watch shoppers’ web footprints, 
compare them to the activity of others with similar footprints, 
and make judgment about potential future interests. Using 
such tools, Christian business leaders could track the effect 
praise messages have on user activity. How many views do 
statements of praise get? If viewers see a page suggesting 
that the company is not open on Sunday in honor of God, 

do the praise message influence users’ behavior? Christian 
businesses glorify God when they tell others about how they 
live for God’s glory.

 EXAMPLES OF QUADRUPLE 
BOTTOM LINE COMPANIES

Christian business leaders have an opportunity to build 
businesses based on a different way of thinking about 

the role of business in the world. They have the responsibili-
ty to deliver profit and good for people and planet, as part of 
offering praises to God.

Eventide Investments manages mutual funds dedicat-
ed to “investing that makes the world rejoice.” Their tagline 
comes from Proverbs 11:10, “When the righteous prospers, 
the city rejoices.” Biblically, when righteous individuals (and 
by extension, their businesses) prosper, the neighbors and 
city of the righteous are supposed to rejoice. Eventide eval-
uates how a business is adding value to various stakehold-
ers: customers, employees, vendors, host communities, the 
environment, and the broader society. Eventide’s goal is to 
invest in businesses that add value to its neighbors, rather 
than degrading them.44 

TABLE 1
MEASURING QUADRUPLE BOTTOM LINE

Bottom Line Measures Formative Measures Reflective Measures

Profit Revenue, Revenue growth, Expenses, Net 
Income

Brand awareness
Inc100, Deloitte Fast500

People Walmart’s ESG metrics Best Place to Work
Employee ratings on Glassdoor

Planet B Corp certification Sustainability awards, such as SEAL or 
CDP Climate A List

Praise Praiseful acts: mission statement, 
policies…public statements that recognize 
God and espouse Christian ethics

“Mentions” of company in conjunction 
with God;
Web traffic analytics following visits to 
“Praise” pages
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Dedicated to investing for profit and God’s glory, IBEC 
Ventures publicly asserts its mission is to build sustainable 
businesses that change lives and transform communities. 
With business viewed as a mission, the goal is to reconcile 
and integrate three bottom lines all at the same time. In 
making business judgments, it asks: what is good for profit; 
what is good for all stakeholders including employees; and 
what is good for God’s kingdom? This requires deliberate 
management choices. IBEC suggests a fourfold purpose: (1) 
creating sustainable profit and wealth in the communities 
where they operate, (2) providing jobs that give employees 
both income and dignity, (3) pursuing spiritual capital and 
making followers of Christ, and (4) promoting stewardship of 
God’s creation.45

The Impact Foundation’s mission is to seek “better ways 
to accomplish good in the world.” Over the past several years, 
they have placed more than $54 million in over 100 what they 
call Impact Companies. This fund’s view is that “God doesn’t 
need our money, but in His kindness, He allows us to partici-
pate in His work in the world.”46 Impact Foundation invests in 
companies so the Kingdom of God may advance, the lost are 
found, the hungry are fed, the orphan housed, and justice is 
carried out. Christians are called to invest in business in order 
to accomplish good in the world, for His glory. 

Partners Worldwide sees business as a holy calling. They 
work to put work and worship back together. One example 
of Partners Worldwide’s Kingdom business is Pueblos en 
Accion Comunitario (PAC), which works to end food insecu-
rity and poverty in rural areas of Nicaragua. PAC empowers 
rural farmers by advocating for them, equipping them with 
training and loans, and providing access to larger markets. It 
has allowed 750 local coffee farms to achieve better profit, 
stronger focus on people, more sustainable farming practic-
es…and glory to God. Partners Worldwide tracks its global 
impact, which in 2017-18 included over 200,000 jobs in 32 
countries through 147,000 business/farms and $16.7 mil-
lion in loans, all these to sustain a vision “to end poverty so 
that all may have life and have it abundantly.”47 
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 CONCLUSION

Profit, People, Planet and Praise: four crucially important 
outcomes God wants all Christian businesses to achieve. 

Christian business leaders can serve as “a nation of priests” in 
the world. They would work diligently to praise Him through 
the profit they earn and from doing good for people and plan-
et. Delivering bottom line profit, people, planet and praise re-
quires new forms of management. These include new kinds 
of mission, new ways of looking at customers, new types of 
investment, and new ways of planning, managing and mea-
suring the way businesses praise God. TBL measures are 
being actively pursued by academics and business leaders, 
but the Christian business leader has the unique opportuni-
ty to explore and experiment with a new way of measuring 
the fourth bottom line, “Praise.” The concept of a Quadruple 
Bottom Line will offer Christians a powerful opportunity to 
use business to drive a Jesus Revolution across the global 
marketplace.
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