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What is understood by the humanistic paradigm? The questions of human 

nature, shared vulnerability, and the necessity of protecting human dignity are central 

to the humanistic explorations that gave rise to economics and marketing in the first 

place. As noted by M. Pirson and R. Varey, humanism as a philosophical tradition 

shares roots with utilitarian economism [2]. Humanistic philosophy also takes the 

individual as its starting point, emphasizing human capacity for reasoning. It opposes 

forms of collectivism, including socialism and communism. However, unlike 

economism, humanism assumes that human nature is not fully predetermined and can 

be improved through education and training. Additionally, ethics remain a 

cornerstone. Humanism attributes inalienable rights to everyone, regardless of 

ethnicity, nationality, social status, or gender. 

Humanistic theories of business focus on human development (flourishing) 

rather than merely wealth accumulation or profit-making, as characterized by Homo 

economicus in the traditional sense. 

Humanistic leaders recognize the importance of adapting their behavior to 

achieve optimal results. Some may lean toward autocratic leadership styles, while 

others prefer more democratic and collaborative approaches. The spectrum also 

includes task-oriented and structured managers as well as those inclined toward 

service-oriented leadership styles. Leaders may align their actions with personal 

values or pursue political strategies prioritizing personal interests. In practice, 

experience shows that collaborative and democratic leadership yields the most 

favorable workplace outcomes. Such an approach fosters a sense of shared 
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responsibility and participation, aligning well with humanistic principles of equality 

and cooperation. Ultimately, the core purpose of humanistic leadership is to empower 

followers to govern themselves. A true humanistic leader enables team members to 

develop self-leadership skills, creating an environment where individuals take 

initiative, collaborate, and significantly contribute to achieving the organization's 

collective goals. 

D. Borgerson’s review of the book Humanistic Management provides insights 

into the content, key themes, and perspectives presented, which challenge 

conventional marketing practices and advocate for a people-centered approach. The 

review also includes perspectives on rethinking ethical issues, emphasizing a focus 

on people. It introduces concepts such as «pro-life marketing», which values dignity 

as the most important human quality, rooted in our«ability to decide what we want in 

life», expressed through collective societal work [1]. At its core, it critiques 

marketing practices, highlighting «dehumanizing marketing practices» that impact 

individuals, communities, societies, and resources. One major concern is «over-

marketing», particularly in the competition-driven quest for economic growth. 

Humanizing marketing is a challenging task, as it demands innovative projects in a 

competitive business environment. 

A significant focus in the humanistic philosophy of business is the interaction 

between businesses and consumers. A review of Philip Kotler’s book Marketing 4.0: 

Moving from Traditional to Digital emphasizes deepening and expanding the 

understanding of humanistic marketing, which influences every aspect of the 

customer journey [3]. Kotler describes how understanding digital client interactions 

can enhance marketing effectiveness. His book aligns with successful multichannel 

strategies, introducing new metrics and a unique marketing approach. By presenting 

the concept of Marketing 4.0 as an evolution from humanistic marketing, Kotler 

highlights the challenge of humanizing brands through the development of «human» 

characteristics, creating an identity with attributes relatable to people, and fostering 

the perception of the brand as an interactive individual. This approach focuses on 

building connections between customers and products, a critical aspect. However, 



28 

 

Kotler stresses that consistently showcasing the human side of a brand is not 

mandatory for connecting with clients. The author delves into understanding human 

value systems by examining social leaders without formal authority, identifying 

qualities that make them attractive, including physical presence, social behavior, 

emotions, reliability, and morality. Brands aiming to be perceived as friends should 

embody these human-centered characteristics [4]. Thus, in the «humanistic era», 

brands will increasingly adopt human traits to engage customers. This process 

requires attentive listening, precise measurement, and empathetic research to uncover 

customers' hidden needs. To effectively meet these needs, marketing must enhance 

the human aspect of brands, making them physically appealing, intellectually 

stimulating, socially and emotionally engaging, while maintaining exceptional 

trustworthiness and a strong moral compass to strengthen relationships and drive 

product and solution sales. 

The humanistic philosophy of business involves respecting everyone, caring 

for their well-being, and ensuring the freedom to do what is right as long as it does 

not harm others. Rational thinking, «fair play», and human rights are central tenets: 

individuals must have a voice in decisions affecting their workplace. The balance 

between freedom and responsibility in humanistic business philosophy lies in 

granting people the freedom to perform their work while ensuring they consider how 

their work affects others. It is akin to saying: «You are free, but remember, we are in 

this together». According to the Amsterdam Declaration of the International 

Humanist and Ethical Union, approved in 2002, adhering to the criteria of modern 

humanism is a positive practice for contemporary businesses. 
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