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FIRST PRINCIPLES
Any conversation about business in the 21st century 
takes place within the history of capitalism, a global 
system that has been fantastically successful on its own 
terms, has materially improved the lives of billions of 
people, and has also entrenched various kinds of 
exploitation in ways great and small, old and new. 
 
Three views of business are held among communities 
who participate in and are affected by the market-based 
system. The first could be stated as “Business is a virtuous 
activity.” Versions of this can range from Deng Xiao 
Ping’s aphorism, “To get rich is glorious,” to Gordon 
Gekko’s fictional dictum, “Greed is good.” The second, 
“Business in itself is morally neutral and can be good or 
bad depending on individual choices,” is a common view 
among pragmatic Westerners. Finally, “Business is 
morally bankrupt because money and power are 
inherently corrupting” is the worldview of many protest 
movements and alternative social visions like socialism. 
Sadly, all of these views are far too simplistic, and we 
believe that none of them are the right starting point for 
the vision and practice of redemptive business. 
 
Our view is that capitalism, and the markets and 
business practices based upon it, are—like the best of all 
human institutions—both deeply good and eminently 
corruptible. Market-based capitalism has produced 
material prosperity and advanced many forms of human 
liberty by restraining and (for the most part) harnessing 
our natural human self-interest. No other economic 

system, at least none that actually exists in our imperfect 
world, can so readily confer on its participants the deep 
personal satisfaction of using our gifts, pursuing our 
interests, collaborating through self-organizing 
communities, and generating value—all in the service of 
our fellow humans. In business we find a world of 
complex and satisfying endeavor, worthy of our best 
efforts and teeming with opportunities to create, 
cultivate, serve, grow, and lead. 
 
And yet. Precisely because of its social and economic 
potency, and its invitation to individual power and 
wealth, business has also proven to be a vehicle for 
widespread harm and extraction of value. Though each 
generation eradicates some of the worst business 
practices of earlier eras, it manages to introduce new ones 
in their wake. We still live in an age of sweatshops, 
predatory sales practices, financial fraud, and 
environmental degradation. Workplaces remain the site 
of millions of small daily indignities, visited on fellow 
human beings in every area of business from contract 
negotiations to team dynamics. Some of today’s most 
profitable and highly capitalized businesses are predicated 
on leveraging their customers’ attention and privacy, or 
their workers’ vulnerability, with astonishing levels of 
sophistication and misdirection. 
 
How to manage this fundamental tension at the heart of 
business—its power for good entwined with its potential 
for harm—has long been the subject of spirited debate. 
In the 1970s, economist Milton Friedman codified the 
doctrine that the sole purpose of a business is to deliver 
shareholder value. In this view, any other positive effects 



3      THE REDEMPTIVE BUSINESS

on the rest of society would be virtuous byproducts of 
this unitary accountability to investors, who in 
enlightened self-interest would reward organizational 
actions that are beneficial for the world over the long run.  
 
Ever since this view was codified, reform movements have 
sprung up to moderate or even challenge it. Since the 
turn of the millennium, we’ve been introduced to 
“creative capitalism,” “shared value capitalism,” “conscious 
capitalism,” “compassionate capitalism,” “inclusive 
capitalism,” and “completing capitalism,” among others. 
Each of these paradigms seeks to account for two 
widespread convictions. First, it seems we want to live in 
a society in which an organization’s power to take 
meaningful action carries a sense of obligation not only to 
its present owners, but also to current and future 
generations of all its stakeholders. Second, these 
obligations cannot be adequately valued or incentivized 
through financial metrics alone, and therefore a more 
holistic or balanced accounting of the purpose and 
impact of a business is needed.  
 
In recent years, this more holistic narrative of stakeholder 
capitalism has moved into the mainstream, and is now 
espoused—at least publicly—by many of today’s most 
prominent investors and business leaders. This productive 
debate will continue to evolve, and over time, it will lead 
to downstream shifts in the actual expectations, 
incentives, structures, and practices of market-based 
capitalism. 
 
Meanwhile, redemptive business leaders aim not only to 
profit on the system’s current terms, but also to act as 

prophets of a better way. Whether running a fashion 
brand, offering cleaning services to homeowners, 
developing enterprise software, leading a healthcare 
startup, or launching a restaurant, we can build businesses 
with ambition, imagination, and care—zealous for the 
possibility of great impact, challenge, delight, and 
mission; yet wary of the myriad opportunities for doing 
harm to our society, our neighbors, and even ourselves.  
 
This kind of leadership will include making 
countercultural choices to dethrone certain widespread 
mindsets of our sector. Chief among these are two 
fundamental narratives so embedded in our present-day 
system of enterprise that they are almost never 
questioned: the inevitability of progress and the 
supremacy of money. Each of these contains a kernel of 
truth surrounded by a dangerous cloud of distortion. 
 
The myth of progress says that development is always, on 
the whole, improvement—especially when it is 
technological in nature. If we are able to accomplish 
general technological and productivity developments, we 
are led to believe, the good life is just over the horizon. 
Though we rarely admit it, we can now see how 
incomplete this view is. To be sure, capitalism has 
alleviated global poverty and turned a fortunate billion 
human beings or so into the wealthiest generation in the 
history of the world. But we are not just material beings. 
Though we carry supercomputers in our pockets, just 
12% of Americans enjoy their jobs; life expectancy, social 
capital, and attention spans are shrinking; and suicide and 
depression among our youth have reached levels never 
seen before.  
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As we build out mass automation, machine learning, 
genetic modification, and other historic breakthroughs, it 
is by no means clear that these developments will in fact 
produce more human flourishing—indeed, to believe so 
requires something approaching blind faith. As 
entrepreneurs we love to disrupt old paradigms and 
broken systems; but virtually all change creates winners 
and losers, and we commit malpractice when we ignore 
the second group, as pure market logic always seduces us 
to do. We cannot settle for merely accelerating cultural 
momentum, or for innovating without practicing 
contemplation, compassion, and wisdom.Indeed, even a 
noble social mission—say, “to give people the power to 
build community and bring the world closer together,” 
the corporate mission statement of Facebook—can 
coexist with (and even legitimize) notoriously extractive 
practices with customers and partners. Almost always, 
such moves are made in the service of money, prioritizing 
corporate profits or user growth over the “net flourishing” 
of those very users.  
 
This highlights a second reality, even less examined than 
the myth of progress: the supremacy of money in the 
collective imagination of the marketplace. Nearly every 
modern-day business decision is grounded in the firm’s 
view of money—namely, in the context of this business, 
is money a means or an end? Regardless of what we say 
about our mission and values, do we feel so beholden to 
“the money” (our investors) that financial considerations 
exert downward pressure on every element of the 
enterprise? Are financial returns the one non-negotiable 
factor that must always be maximized, or are they one 
vital outcome to be optimized among several? Does 

“doing the right thing” simply mean to forgo profit today 
with the expectation that this decision will be “good 
business” (more profitable) in the longer term? Or are we 
free to make certain decisions according to other 
convictions, knowing that they would likely make us less 
profitable over the long run?  
 
Our redemptive work through business will not only be 
occasionally contrarian; it will also be multidimensional. 
It is not enough to take redemptive action in only one 
dimension of business, because strategic, operational, and 
cultural realities are deeply connected. When a company 
with a beneficial mission has a toxic work environment, 
the mission is constantly vulnerable to purely economic 
forces, as the team and their ethos become corroded by 
cynicism. Similarly, if a company’s products, pricing 
structure, or supply chain practices are seen as destructive 
to society, it will be nearly impossible to sustain a healthy 
organizational culture, because the team is being asked to 
compartmentalize their integrity. No salary and benefits 
package is sufficient to soothe a justifiably troubled 
conscience. 
 
We celebrate a deeply encouraging vanguard of leaders 
working through their businesses in the ways we describe 
here. Many are considered “social entrepreneurs”; even 
more are running businesses that may not fit that 
definition but are nonetheless equally committed to 
pursue the common good and operate ethically across all 
aspects of their venture—mission, products and services, 
brand, team, business model, and use of capital. Through 
this playbook, we want to encourage and enable more 
leaders to follow in their paths. 
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We are particularly addressing enterprising leaders who 
are animated by their Christian faith, as we believe that 
Christian entrepreneurs who are spiritually serious, 
culturally astute, and embedded in community can make 
a uniquely beneficial contribution to the practice of 
business and the health of our society. The practices in 
this playbook can be implemented in organizations 
without a particular faith commitment, but they are 
rooted in a distinctly Christian view of human beings and 
our shared purpose in the world, which are summed up 
in the word “redemptive.”  
 
The Redemptive Frame 
 
The Christian account is that human beings are more frail 
and sinful than we would like to admit, but capable of 
more possibility and glory than we often are willing to 
imagine. Each of us is infinitely worthy, yet none of us 
can perfect ourselves. Likewise, nature and culture were 
created very good, have become distorted through abuse, 
and cry out to be restored, yet they cannot be put fully 
right through our human efforts. 
 
In fact, putting the world right—bringing about personal, 
spiritual, social, cultural, and environmental healing and 
restoration—is God’s great purpose in history, into which 
we believe we all are invited. 
 
The pattern of restoring good yet broken things to their 
rightful state, even at great cost, is best described using 
the word redemption. This economic term (to bear a cost 
or risk to restore something or someone to its proper 
condition) is used in Scripture to describe Jesus’ work of 

paying with his life so that human beings could be 
restored to a right relationship with God and his creation. 
 
We believe that we are to follow the core redemptive 
pattern of creative restoration through sacrifice in our life 
and work. 
 
In the Praxis community we are committed to a way of 
practice that we call redemptive entrepreneurship: 
sustained and ambitious improvisation on this redemptive 
pattern of creative restoration through sacrifice, in the 
realms of venture creation and funding, organizational 
leadership, product and service design, process 
innovation—or any endeavor in which we take risk to 
bring about true flourishing for people. 
 
Redemptive entrepreneurship is a form of praxis—faith in 
action—where we express our love of God and neighbor 
through the ventures we build and lead. 
 
We use The Redemptive Frame to connect our personal 
vocation and leadership behavior to our organization’s 
work in the world; and to explore opportunities for the 
greatest redemptive impact of that work. 
 
A Redemptive Imagination for the Business Sector 
 
As dominant as the myths of inevitable progress and the 
supremacy of money are today, they are recent and, we 
expect, temporary and unstable developments. For 
centuries Christians engaged in production and trade 
under very different terms (for example, for much of the 
history of Europe, usury, broadly defined as the charging 
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of interest, was forbidden). The medieval guilds often 
limited innovation— heresy in today’s business world, 
perhaps—but this was the source of extraordinary and 
durable cultural wealth in the form of perfected artisanal 
crafts, from stoneworks that still captivate visitors to 
cathedrals like Chartres to the leather of Florence and the 
violins of Cremona. 

We believe that much innovation genuinely does 
contribute to human flourishing, and that there are 
ways to benefit from money’s liquidity, exchange, and 
accounting value without granting it a supreme place. 
Indeed, we believe that redemptive entrepreneurship is 
an extraordinary way to bring the upside-down reality of 
the kingdom of God to communities around the world. 
Organizations led in this way can promote flourishing 
for people at scale through the unique power of modern 
markets, while working against the exploitation of all 
stakeholders—teams, investors, partners, customers, and 
even competitors.  
 
If this vision is consistently and creatively lived out, 
we will see transformation in every sector of business. 
Redemptive leaders will voluntarily bind themselves 
through commitments that keep them accountable to 
remain aligned with missional purposes. Our organizations 
will become pacesetters for rebuilding the squandered 
reserves of trust that are so essential to productive markets. 
We will partake of the cultural benefits of having more of 
the next generation’s most able minds focused on solutions 
to consequential problems. We will see in our neighbors’ 
lives the downstream effects of products, services, and 
brands that redefine the good life away from individual 

consumption and toward contentment and community. By 
fixing the eyes of our own imagination on what is eternal, 
our ventures will be among the greatest contributors to the 
common good here and now. 
 
Leaders of redemptive ventures will experience abundance 
and peace as we trust in God—not ourselves, not in 
markets, not in technological advances—as the supreme 
actor in our business. We will lead with a higher tolerance 
for healthy risk than our counterparts, knowing that our 
ultimate identity and provision does not ultimately depend 
on our “success.” With a settled posture of stewardship 
rather than ownership of our venture’s resources, we can 
enjoy healthy and interdependent relationships with our 
investors, and remain more motivated by the mission 
than the exit. We will experience pain, setbacks, and 
even failures not as amputations of our identity, but 
as opportunities to be formed into our true identity in 
Christ. 
 
The best news is that while this vocation is important, 
it is penultimate; indeed, all is grace. We are not made 
righteous by our virtuous product design, our spotlessly 
ethical supply chain, our generous cap table, or even our 
sacrificial leadership—any more than we would be made 
righteous by a nine-figure exit or an invitation to Davos. 
As eager as we may be to bring good to the world, we 
will invariably fall short of expectations, and unwittingly 
disappoint and even harm others. Much of our best work 
will fall short or be undone before our eyes. Knowing that 
in all of this we receive grace, we can freely offer it with 
love to others whose ambition or theology or vision may 
be different from ours. 
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Indeed, with love at the burning core of our business’s 
mission—the “why” that makes sense of the “what” 
and “how” and “who”—we will be able to experience 
any decision, any conversation, any design as a sacred 
opportunity. Whether our business grows or dies; 
whether we exit with millions or debt; whether we change 
our corner of the world profoundly or not at all—we 
will know that God is with us and for us, offering us the 
profound invitation to be co-creators with him in the 
world.  
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COMMITMENTS OF THE 
REDEMPTIVE BUSINESS
REDEMPTIVE STRATEGY

We develop  products , services, and experiences 
that genuinely benefit our customers and their 
communities, and thoughtfully minimize downside 
consequences. We avoid manipulative design or sales 
practices that profit the company but erode broader 
societal trust.  
 
We craft a  brand  of ingenuity and truth, advancing 
narratives of virtue and hope across the company. We 
resist the urge to play to our customers’ insecurity or 
ego through fear or status marketing.

REDEMPTIVE OPERATIONS

We advance a team  culture  that helps people 
experience work as neither ultimate nor merely 
necessary, but deeply purposeful and relational. 
We develop each person for and beyond their 
contribution to the business, instead of treating them 
solely as organizational resources. 

Our  business model  reflects a comprehensive, 
interconnected view of money and value, taking into 
account the human impacts as well as the financial 
optimization of all capital, revenue, and spending 
flows. Our cost structure, offerings, and pricing are 
designed together to serve customers and payers in the 
form of genuine value, and to serve owners and the 
business in the form of sustainable profits.

We operate and grow through  partnerships  of 
mutuality and radical integrity, avoiding a zero-
sum view that only values and considers our own 
organizational and leadership priorities. We treat 
our investors, suppliers, distributors, and all partners 
“as ourselves,” considering the needs, pressures, and 
health of their businesses and lives. 

REDEMPTIVE LEADERSHIP

We surrender our personal  ambition  to God and 
to the good of our neighbors. Instead of privately 
yielding our desires to an accumulation of wealth, 
power, and prestige, we cultivate gratitude, joy, and 
humility in the opportunity to lead and serve.

The full REDEMPTIVE BUSINESS PLAYBOOK will be released later this year on redemptive.is.
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P R O D U C T SP R O D U C T S

SUMMARY

We develop products, services, and experiences that 
genuinely benefit our customers and their communities, 
and thoughtfully minimize downside consequences. We 
avoid manipulative design or sales practices that profit 
the company but erode broader societal trust. 

 

PRACTICES

1. We pursue impact/market fit, not merely product/
market fit, in each category we serve. Seeking to  
embody our mission primarily through the offerings of 
the organization, we start with the intended impact on 
the individual, community, and society as our design 
objective. We articulate, affirm, and refine a thesis 
statement (at least internally) underlying our mission 
of restoration and theory of change. We then develop 
products, services, surrounding experiences, and unit 
economics that can reliably and profitably deliver that 
impact. 

2. As we scale our offerings, we continue to refine not 
only their strategic and operational design (to improve 
our competitive position and profitability) but also their 
human design (to improve the actual benefits to our 
customers and their communities).

3. We bring products, services, and experiences to  
market with the intention and commitment that they 
will routinely deliver customer value that exceeds the 
promise and the price.

4. One key component of our product is trust. We 
situate our offerings inside our sales, marketing, and 
delivery processes that help customers learn to trust us as 
individuals and as an organization—and when we break 
trust, we repair it. This commitment not only creates 
competitive benefit for us; it also helps to replenish the 
depleted reservoirs of trust necessary for our markets and 
societies to thrive.  
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5. We invest our time, energy and resources in the  
offerings that generate the greatest outcomes, both  
financial and otherwise. We prototype continuously, 
abandon unfruitful pilots, pivot less-productive services, 
and sunset projects and offerings that have served their 
purpose.

6. We design our products and services with our  
customers as protagonists and designers, not only as 
subjects or recipients, of the brand story. Though we 
attend most actively to the experiences of the customer 

segments with the greatest scale potential, we are  
counterculturally inclusive in who we invite into the 
conversation about our offerings. This sensitizes our 
imagination to the unseen systems, processes, and  
communities in which our products are embedded.
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B R A N DB R A N D

SUMMARY

We craft a brand of ingenuity and truth, advancing 
narratives of virtue and hope across the community of 
the company. We resist the urge to play to our customers’ 
insecurity or ego through fear or status marketing.

PRACTICES

1. Our brand promise—what we suggest our venture and 
offerings can reliably deliver to customers and partners 
over time—is a true reflection of what we are actually 
designing and operating the business to deliver. 

2. We base our brand narrative and expressions on a 
theologically informed definition of meaning and  
identity. We refuse to appeal to our culture’s idols of 
consumerism and self-sufficiency to establish false needs 
or deficits that our product can be claimed to address. 
Likewise, we do not suggest that our offerings can meet 

worthy needs—such as for community, meaning, and 
identity—in ways and to degrees that we know they 
cannot.

3. We refuse to allow ourselves to see, define, or address 
our customers through a primary identity or intent of 
being an individual consumer. Caring for our current 
and potential customers, and building products and 
services that contribute to their flourishing, means  
regarding them and speaking to them as people with 
great responsibilities, struggles, and capacities, who long 
for greater meaning and closer community. 
 
4. We cultivate the craft of expert storytelling—showing
as well as telling, inviting delight, and revealing rather 
than concealing deep truth. We ensure that our brand 
story runs on contentment, not materialism; trust, not 
suspicion; interdependence, not individualism; hope, not 
fantasy; wisdom, not fear; choice, not addiction.
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5. We are truthful and transparent with all  
constituencies—customers, board, investors, partners, 
team, and the public. Though we must vary emphases, 
modes of communication, sequence, and level of detail 
according to the audience and context, every version of 
our story aligns with the truth as we know it.

6. We root out hyperbole from our public  
communication, instead using modesty and balance—for 
example, reporting progress and setbacks in tandem with 
one another. We openly acknowledge failure, naming 
what we have learned without spreading blame.

7. We tell our organizational story with many heroes, 
including our partners, customers, and team, without 
overreliance on the unique genius or call of any person or 
group. We actively solicit and celebrate the successes and 
contributions of others and resist elevating our  
organization by speaking negatively of others.
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C U L T U R EC U L T U R E

SUMMARY

We advance a team culture that helps people experience 
work as neither ultimate nor merely necessary, but deeply 
purposeful and relational. We develop each person for 
and beyond their contribution to the business, instead of 
treating them solely as organizational resources.

PRACTICES

1. We design, model, and cultivate an ethos of grace, 
excellence, trust, and abundance in our actions,  
decisions, and organization design. Our culture  
reinforces a healthy perspective of work and mission, 
openly rejecting the twin errors of instrumentalism (the 
view that work is merely a means to an end) and  
workism (that work can and has become idolatrous). 

2. We steward people for and beyond the work of the 
organization. We communicate clear expectations about 

each team member’s role, contribution, and areas for  
development. We creatively adjust roles and assignments 
to build competence, broaden capability, and distribute 
our authority and influence—all in view of both the 
organization’s and the individual’s goals. Where people 
are not meeting expectations, we communicate and act 
quickly, first adjusting for better alignment within the 
organization, and if necessary, guiding and supporting 
them in leaving the organization.

3. We honor each team member through our human  
resources practices, including compensation, benefits, 
and tools that allow us to attract and retain the right  
talent—and that enable people to commit  
wholeheartedly to their work in light of all aspects of 
their vocations. 

4. We give redemptive feedback to individuals and 
teams: clear, specific, developmental, consistent,  
gracious, and honoring. We hold ourselves and others 
accountable by speaking the truth in love. 
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5. We practice healthy and sustainable work rhythms, 
including intentional patterns of daily, weekly, and  
seasonal rest. We encourage leave for fathers, mothers, 
and caregivers to devote themselves to intensive care for 
those dependent on them without jeopardizing their 
long-term prospects with the organization.

6. We build and nurture robust diversity—of age, gender, 
ethnicity, skill set, and experience—at every level of the 
organization, knowing that these differences lead to 
greater organizational impact as well as personal  
transformation. We create inclusive leadership pipelines, 
making way for women, people of color, and those who 
have lived experience in the issues we address.
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B U S I N E S S  M O D E LB U S I N E S S  M O D E L

SUMMARY

Our business model reflects a comprehensive, 
interconnected view of money and value, taking into 
account the human impacts as well as the financial 
optimization of all capital, revenue, and spending flows. 
Our cost structure, offerings, and pricing are designed 
together to serve customers and payers in the form of 
genuine value, and to serve owners and the business in 
the form of sustainable profits.

PRACTICES

1. We design and optimize our business model so that 
financial value can be shared generously across multiple 
contributors, rather than extracted or maximized solely 
for owners or senior executives. 

2. We operate with good-faith transparency in pricing 
and valuing our products and services, entrusting our 

customers with uncommon insight into how we seek to 
make a fair profit. 

3. We take extra care with the integrity and transparency 
of our supply chain. Our goal is to build and operate 
our supply chain not solely for financial optimization, or 
even merely to meet the optics for customer expectations 
in our sector, but to actively eradicate the exploitation of 
persons or natural resources in our product.

4. Though our management system of goals and metrics 
drives action and accountability at the team and  
individual level, we carefully constrain the use of direct 
performance-based incentives for individuals,  
recognizing the often perverse effects on workers, teams, 
customers, and even families.
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P A R T N E R S H I P SP A R T N E R S H I P S

SUMMARY

We operate and grow through partnerships of mutuality 
and radical integrity, avoiding a zero-sum view that 
only values and considers our own organizational and 
leadership priorities. We treat our investors, suppliers, 
distributors, and all partners “as ourselves,” considering 
the needs, pressures, and health of their businesses and 
lives.  

PRACTICES

1. We bring a committed orientation toward abundance 
and trust in our partnerships. We negotiate in good faith 
consideration of our partners’ needs, goals, and 
constraints, and are transparent about our own. We build 
mutual trust with partners gradually and intentionally, 
beginning with clear vetting standards and 
communicating our mutual expectations and experience 

along the way. We proactively recommend them to other 
potential partners in order to help them succeed. 
 
2. We devise countercultural ways to dethrone the 
power of money in general and our “exit” in particular. 
We invite accountability to commitments of significant 
and countercultural generosity in the ways we use our 
profits—in mission-aligned corporate philanthropy and 
reinvestment in the business. We build unusually  
generous and inclusive equity structures into the cap 
table.

3. To the greatest extent possible, we are majority funded 
by investors who are aligned on all three axes of the 
Redemptive Frame. They are aligned on our Strategic 
Vision (what we seek to accomplish in the world through 
our venture, product, and mission); on our Operating 
Model (our commitments and expectations regarding 
team culture, partnerships, and use of capital); and on 
our Leadership Intent (commitments to sustainable 
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rhythms and practices, personal goals and ambitions, and 
where appropriate, spiritual formation.)

4. We lead in bearing the risk of uncommon  
transparency and honesty with investors. We don’t only 
provide investors with the good news; instead, we 
appropriately share our successes, challenges, shifts in  
direction, and questions.

5. We engage investors as people with needs and interests 
that we can serve, not only as those with resources that 
can serve us. We listen to their passions and aspirations, 
care for them as friends, regularly thank and serve them, 
celebrate wins with them, and joyfully introduce them to 
other ventures that might be good investment
opportunities for them.
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A M B I T I O NA M B I T I O N

SUMMARY

We surrender our personal ambition to God and to the 
good of our neighbors. Instead of privately yielding 
our desires to an accumulation of wealth, power, and 
prestige, we cultivate gratitude, joy, and humility in the 
opportunity to lead and serve.

PRACTICES

1. We use our power wisely and courageously for the sake 
of our team and mission, and not for our own benefit. As 
we take calculated risks to deliver impact and returns, we 
willingly absorb the downside vulnerability of these risks, 
and generously share the upside credit with our team. 

2. As the venture grows and matures, we actively evolve 
our scope and focus of contribution so that “we are only 
doing what only we can do.” We create ways for our 
team members to glean opportunities for growth and 

satisfaction that might otherwise be ours—for example, 
delegating not merely the tasks and roles we don’t enjoy, 
but also those that we prefer to do ourselves. As leaders 
of culture-renewing ventures, we cultivate the habits of 
learning, discerning, and designing.

3. Understanding that our drive for growth and impact 
puts pressure on the organization, we seek redemptive 
ways to relieve the unhelpful aspects of that pressure. We 
acknowledge our role in failures and mistakes in order 
to build a culture of grace and truth. Before we set and 
commit the business to ambitious goals, we involve the 
people who must work to meet those goals. We bring 
our most consequential decisions before God and each 
other—not making decisions by committee, but  
informing them through community. 

4. We set patterns early in the life of our organization 
that acknowledge our limits and demonstrate that the 
mission can advance without us. We actively counteract 
the temptation to inflate our personal brand by  
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moderating our participation in the privileges of visibility, 
such as public speaking or writing engagements.  
Recognizing that we will be frequently treated as experts, 
we position ourselves as learners in and beyond the  
organization. 

5. As leaders, we refuse to allow the ends to justify the 
means. On one hand, we recognize that in a fallen world 
we are constantly choosing between imperfect options 
and working within imperfect systems, through which we 
can never achieve purity or righteousness. Yet because we 
are supremely responsible to love God and neighbor, we 
never wittingly choose to mislead or exploit 
another, even when we believe it would be in service of 
some greater benefit to our customers, our communities, 
or our venture.

6. We model parity and balance in work expectations 
across the levels of the team. As leaders we regularly make 
ourselves unavailable from work and our team; we 
regulate our travel commitments; and we direct resources 

to the teams and individuals where the need is greatest. 
We create space for all others to do the same, ensuring 
that we and the other leaders set a sustainable pace,  
neither overworking nor avoiding their share of the  
burden during peak periods. 

7. Recognizing that our identity, motives, and  
imagination are the lifeblood and limiting factor of our 
organization’s redemptive possibility, we attend faithfully 
to our spiritual and moral formation. We make ourselves 
accountable to our team, board, and (where appropriate) 
our investors, asking searching questions and attending 
carefully to feedback on our leadership. We cultivate 
thick relationships outside work where we can submit 
ourselves transparently to wise counsel, grace, and truth. 
We consider personally practicing Praxis’ A Rule of Life 
for Redemptive Entrepreneurs to reinforce our identity of 
surrender and stewardship.


