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A Letter to

For decades, we have worked with leaders who believe business must be a force for good. We have guided
organizations through globalization, corporate responsibility, and the rise of stakeholder capitalism. Each era
demanded evolution. None has moved as quickly—or as profoundly—as artificial intelligence. Al is not a
future trend. It is infrastructure. It is already embedded in how products are designed, decisions are made, risks
are assessed, stories are told, and value is created. The question is no longer whether your organization will
integrate Al. It is whether you will integrate it with intention.

Two worlds. One word. Spend time in Al circles and you will hear "purpose” used often—but differently than
we use it. In machine learning, purpose is about alignment: training models to optimize toward defined
objectives. Engineers speak of loss functions, reward shaping, and fine-tuning—the careful work of pointing a
system toward a goal and ensuring it stays on course. Al teams debate model stacking, curating the right
combination of capabilities to achieve stronger outputs. They obsess over “taste"—the judgment embedded in
the choices that shape what a model produces and how it behaves.

These are not trivial concerns. They represent some of the most serious thinking in any field today. We respect
this deeply. And we see something important in it. Because at Carol Cone ON PURPOSE, we define purpose
the same way—just at the level of the organization. Purpose is an organization's alignment function. It is the
objective it is trained toward: not quarterly returns, but the reason the organization exists beyond profit. It is
who you serve. It is the impact you seek to create. It is the taste embedded in every decision—what you build,
what you decline to build, and what you measure to know you're succeeding. In Al, engineers work to ensure a
model's behavior reflects its intended values. In business, purpose does exactly that. It is the human alignment
layer.

Intelligence at scale demands intention at scale. Here is what makes this moment so significant: Al does not
introduce new values into an organization. It amplifies the values already there. And for organizations with a
clear, authentically lived purpose, that is an extraordinary opportunity. When models are fine-tuned on your
data, stacked with your workflows, and deployed across customer touchpoints, employee experiences, and
strategic decisions, they become an expression of your culture at scale.

Purpose-driven organizations have always faced one persistent constraint: time and reach. Al helps to remove
that constraint. The ability to listen more deeply to stakeholders, to translate values into consistent
experiences across every channel, to measure social impact with real precision, to make purpose visible not
just in annual reports but in daily interactions—all of this becomes achievable in ways it simply wasn't before.
The organizations that have spent years building authentic purpose are now holding an accelerant. Thatis a
genuinely different relationship with technology than most companies are imagining.

PURPOSE X AI

02



The possibilities extend further still. Al is accelerating medical discovery, advancing climate modeling,
expanding accessibility for people with disabilities, and helping purpose-driven organizations identify and tell
their impact stories with nuance and reach that no team could achieve alone. These are transformational gains
that are even more powerful in the hands of organizations that know exactly what they stand for.

Of course, power without direction is not a strategy. Organizations without clear purpose will find that Al
amplifies their confusion just as readily as their strengths. The leaders who will define this era are building
organizations where purpose functions as the governance layer—shaping what gets built, what gets scaled, and
what gets measured—so that capability always serves something worth scaling.

What this guide is for. This is not a guide about Al ethics as a compliance exercise. You will find frameworks
and principles in the pages ahead, but they are tools for leaders, not checklists for legal teams. Rather, thisis a
guide for organizations that want to move fast and move well. For those that want to harness the full capability
of Al while ensuring that capability serves something worth scaling. We will explore how to operationalize Al in
ways that actually change how work gets done, not just how it gets talked about. We will look at how design
thinking, infused with Al, can transform the way organizations develop Purpose programs, philanthropic
strategy, and employee engagement. And we will offer a view of what leadership looks like when technology
and humanity are genuinely in partnership.

We believe the convergence of purpose and Al is one of the most significant leadership opportunities of our
time. The values, commitments, and human ambitions that purpose-driven organizations have spent years

building now have a tool powerful enough to match them. That is worth being excited about.

Al may change how we work. Purpose will determine what that work ultimately serves—and how far it reaches.

In this guide, we'll explore:

PURPOSE X AI 03



Contents

003

Can Purpose and Al Work Together?

005

Purpose and Al at a Crossroads

009

Purpose First, Technology Second

012

Combatting Purpose Drift

015

Making the Business Case for
Purpose-Driven Al

018

Ethical and Responsible Al Use

022

Employee-Centered Al Transformation

025

Stakeholder Engagement

029

Building Al Into Purpose Work

034

Designing What's Next

042

What's on the Horizon: 10 Predictions

044

PURPOSE X AI

A Call to Lead

04



Our POV: Can Purpose and
Al Really Work Together?

Artificial intelligence is
reshaping business at
remarkable speed.

New tools promise levels of
efficiency, insight, and innovation
that were unimaginable just a
few years ago. Yet as Al becomes

woven into daily operations for

many companies—from

customer service to product
development to reporting—
leaders face a deeper question:
How do we use these
technologies in ways that
reinforce who we are, what we
value, and the impact we aim
to make in the world?

And further: How can purpose- and sustainability-driven businesses grapple with the very real environmental
and human impacts of generative Al? This moment presents both opportunity and risk. Al can accelerate
strategy, scale impact programs, deepen insights, and engage stakeholders in new ways. But without a clear
organizational purpose to guide adoption, companies can drift into choices that feel inauthentic,
depersonalized, or ethically questionable. The result: weakened trust, confused culture, and programs that “look
smart” on paper but land flat in the hearts and minds of people who matter.

As organizations expand their use of machine learning, generative Al, and automated workflows, they face rising

expectations from employees, consumers, investors, supply chain, and communities. People want transparency.
They want to know how decisions are made, how data are used, and whether the companies they support are
acting responsibly. They want technology that reflects—not undermines—their values.

Let’s return to purpose. We define purpose as an organization’s aspirational reason for being beyond profits,
grounded in humanity. It explains why your organization exists and why you matter. Done well, it serves as a
north star—providing clarity in periods of complexity or change, guiding decisions large and small, and helping
employees remain grounded in your mission even as tools like Al reshape the way they work.

PURPOSE X AI
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The explosive growth of generative Al makes purpose even more important. Because organizations can't risk
losing their sense of humanity, nor can they ignore the needs of the people who run them.

At Carol Cone ON PURPOSE, we believe the most successful organizations will be those that combine
the power of Al with the power of humanity. That means using purpose—not technology—as the starting
point for transformation efforts. It means engaging employees early, communicating openly, and designing
experiences that strengthen relationships rather than automate them. And it means remembering that Al is a
tool, but purpose is a strategy. Ultimately, Al may change how we work, but purpose will determine why we

work.

A few purpose statements we love:

Defining purpose Patagonia

We are in business to save our home planet.
. : Mars

An aSpIra tIOnaI The world we want tomorrow is how we do
business today.

reason for

eing, beyond oo

b ) Belong anywhere.

P ro f’ tS; The Campbell's Company

g roun d e d I n /C(?)c\)/g.necting people through the food they

h Umanlty' Caterpillar

Helping our customers build a better more
sustainable world.

PURPOSE X AI
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Purpose and Al at a
Crossroads

Artificial intelligence is accelerating change across

every industry: New tools reshape workflows Purpo.se Ifeeps

overnight, competitors move faster, and Organlzatlons grOU nded
stakeholder expectations evolve quickly. When the ground keeps

shifting.

Within this environment, leaders face decisions
that are no longer purely operational—they are
deeply ethical, cultural, strategic, and more human.

These are exactly the decisions that purpose was
designed for: navigating uncertainty and change.
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Purpose is a long-term business strategy
rooted in an organization’s humanity: its
values, commitments, and the impact it seeks
to make in the world.

Done well, purpose serves as a north star that
brings consistency to moments of uncertainty
and complexity.

As Al pushes the pace of change, leaders need
this anchor more than ever. Generative Al
introduces new capabilities, but also new
tradeoffs. Efficiency versus empathy.
Automation versus connection. Innovation
versus risk.

Without a clear sense of why the organization
exists (and who it aims to serve) these choices
can feel reactive or ad hoc.

Purpose provides the lens through which to
navigate these choices, asking:

¢ Does this application of Al reflect our values?

¢ Willit strengthen trust and engagement with
employees, consumers, and communities?

¢ Does it create both business and societal
benefit?

¢ Isthisinnovation true to who we aspire to
be?

Al heightens the need for trust and
transparency.

As Al tools become embedded in products,
communications, hiring, sustainability
measurement, and daily operations, stakeholders
want to understand how these systems work and
what they mean for them.

PURPOSE X AI

Employees want to know how Al will affect their
roles. Customers want assurance that Al-driven
experiences are fair and responsible.
Communities and investors want to know that
data is treated ethically and that technology isn't
exacerbating inequities.

Embracing purpose helps organizations respond
with authenticity and transparency. It provides
the “"deep keel” that stabilizes the organization
amid cultural and technological shifts.

Al makes culture (not tech) the
differentiator.

While Al can increase efficiency for your
workforce, it cannot replicate culture. It cannot
create a sense of belonging, spark creativity, or
inspire people around a shared mission. It cannot
replace the human judgment required to steer
an organization through complexity.

Companies that thrive in an Al era will be those
that use technology to amplify their culture, not
overshadow it. That means embedding purpose
deeply—from strategy to the “shop floor"—so
that every employee understands the values
guiding Al adoption and their role in the change.

When people see purpose alive in the way Al is
chosen, deployed, and communicated, they feel
more confident engaging with it.

Markets will see waves of Al tools come and go.
But a well-defined purpose, authentically lived,
becomes a differentiator that competitors
cannot copy. It shapes decisions, inspires teams,
and builds trust that sustains organizations
through shifts in technology and society.
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Purpose First, Technology

Second

In a moment when new Al tools emerge by the day,
it's tempting for leaders to start with the
technology itself: What can this tool automate?
What can it analyze? How quickly can we
implement it? But this approach puts organizations
at risk of building busy, fragmented Al portfolios
that move faster than strategy, culture, or
stakeholder expectations. It also increases the
likelihood of missteps—adopting tools that
contradict values, confuse employees, or fail to
deliver meaningful business or social impact. The
alternative is to start with purpose.

Purpose gives Al direction. It

makes innovation intentional, not
reactive. And when embedded
deeply enough, it becomes the
filter through which Al decisions
are made consistently and
confidently.
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When purpose guides Al adoption, technology
amplifies what an organization stands for, rather
than distracting from it.

Starting with purpose helps leaders:

¢ Clarify the outcomes that matter most—for
business, for stakeholders, and for society.

e Avoid the trap of “tech for tech’s sake” where
novelty overrides intention.

¢ Align innovation with long-term strategic
direction, not short-term fads.

e Ensure Al works for people, not the other way
around.

« Communicate clearly with employees,
reducing fear and increasing engagement.

Purpose is a filter for evaluating
opportunities.

Organizations often face dozens of potential Al
use cases across the enterprise. Without a clear
filter, prioritization becomes difficult—and
stakeholders may not understand why certain
choices were made. Purpose offers a simple,
powerful set of questions. Use them to guide
your own decision-making:

Does this Al use case reinforce who we are? If
a tool contradicts a core value—such as fairness,
transparency, sustainability, or community
benefit—then it may undermine stakeholder
trust, even if it delivers efficiency.

PURPOSE X AI

Does it strengthen relationships with the
people who matter most? Al should deepen
understanding, responsiveness, and connection
with employees, customers, partners, and
communities—not create distance or confusion.

Does it create value for both business and
society? Purpose-driven organizations seek
shared value. This lens ensures Al supports
growth andresponsible impact.

Is it culturally feasible? An Al tool should align
with the organization’s culture, not disrupt it.
Purpose helps leaders assess whether teams will
understand, embrace, and benefit from the tool.

Is the technology being adopted for a clear,
strategic reason? Purpose ensures Al adoption
is not reactionary. It keeps the organization
focused on its North Star, even as capabilities
evolve.

Purpose clarifies your narrative,
inside and out.

For employees: Purpose offers reassurance that
Al supports—not replaces—their ability to
contribute meaningfully. It shows how the
technology connects to the company’s mission,
values, and long-term goals.

For customers and communities: Purpose
communicates that Al use is ethical, aligned with
commitments, and designed for benefit—not
exploitation.

For investors and regulators: Purpose signals
that Al adoption is tied to strategy, risk
management, and future readiness—not
opportunistic experimentation.
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Purpose can help protect the
organization from misalignment.

Without purpose, organizations may:

¢ Adopt Al tools that undermine culture.

¢ Deploy automation that erodes customer
experience.

¢ Produce Al-generated content that sounds
off-brand or inauthentic.

¢ Create sustainability claims that lack
credibility.

¢ Introduce tools that inadvertently
disadvantage certain groups.

Because purpose is long-term, deeply
embedded, and linked to stakeholders, it helps
organizations avoid decisions that may seem
expedient but carry hidden costs.

When purpose leads, Al becomes a strategic
amplifier. It supports the mission. It accelerates
the vision. It strengthens the values that shape
culture and stakeholder relationships. And it
positions the organization to innovate not just
quickly—but wisely.

PURPOSE X AI

Case study
Microsoft

Microsoft's Al for Good Lab is a
flagship initiative that applies Al to
address societal and environmental
challenges. It partners with nonprofits,
researchers, and governments to
deploy Al solutions that benefit
marginalized communities and
address global issues like climate
change, public health, education, and
accessibility.

Al for Accessibility is a Microsoft
grant program and technology suite
that supports developers and
organizations building Al tools for
people with disabilities. This includes
capabilities like real-time captioning in
Microsoft Teams and the Seeing Al
app, which uses computer vision to
describe the physical world for users
with visual impairment, helping them
navigate tasks independently.

These initiatives reflect how a major
global company anchors Al

and intentional impact, connecting
technology with human needs and
inclusion.

1


https://www.microsoft.com/en-us/research/group/ai-for-good-research-lab/
https://www.youtube.com/watch?v=1Lkfb8MZDBo
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https://blogs.microsoft.com/on-the-issues/2026/01/13/community-first-ai-infrastructure/
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Combatting Purpose Drift
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Al holds tremendous promise, but without
guidance, it can also pull organizations away from
who they are and what they stand for.

This is not because Al is inherently “good” or “bad,”

but because it can accelerate whatever direction
an organization is already facing.

If purpose is unclear or inconsistently lived, Al can
magnify misalignment at speed and scale.

Purpose drift happens
when technological
decisions move faster
than cultural clarity,
ethical guardrails, or
stakeholder
expectations.
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Purpose drift is a real risk today. Here are five
reasons why:

1. Efficiency can overshadow empathy

Al is exceptionally good at optimizing processes,
predicting behavior, and automating routine
tasks. But if the focus leans too heavily on
efficiency alone, organizations can
unintentionally remove the human nuance that
builds trust and connection. Examples of drift
include:

e Customer interactions that feel robotic
rather than relationship-driven.

o Case in point: Businesses are reversing
their decision to employ Al receptionists
after the tools drove customers away for
being too rigid.

¢ Automated hiring tools that unintentionally
filter out qualified, diverse candidates.

o Case in point: A company employing Al-
driven screening technology might
unintentionally be breaking employment
laws.

e Sustainability communications written by Al
that sound polished—but lack credibility
because they bypass internal subject matter
expertise or stakeholder voices.

o Case in point: Excluding real, human
stories and imagery from reporting
misses a massive opportunity to bring
impact to life and help stakeholders see
themselves in your work.

None of these outcomes are intentional. But
without purpose guiding the design, the
organization may deliver experiences that
contradict its values.

PURPOSE X AI

2. Automation without intention erodes
authenticity

Authenticity requires consistency: between what

an organization says and what it does; between
how it treats employees and how it presents to
the outside world; between its promises and its
products. Al introduces new risks to that
consistency:

¢ Chatbots that communicate in ways that
don't reflect the brand's tone or values.

¢ Personalization tools that feel invasive rather
than supportive.

¢ Al-generated content that departs from the
organization's purpose, mission, or
commitments. Or “workslop” that doesn't
even make sense.

When these systems operate without clarity of
purpose, even minor missteps can feel jarring,

and can undermine years of careful reputation
management.

3. Culture can get confused or overwhelmed

Employees are often the first to feel purpose
drift. As Al tools appear across the organization,
people may wonder:

¢ Why are we implementing this?

e How does it support our mission?

¢ What does this mean for my role, my growth,
my value?

¢ [s this aligned with our commitments to
responsibility, equity, or transparency?
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Trust will fray if leaders cannot answer these
questions through a purpose-driven lens.
Employees may disengage or resist adoption—
not because they oppose technology, but
because they cannot see its role in the larger
journey.

Purpose, when deeply embedded, helps avoid
this. It provides the “"deep keel” that keeps the
organization stable during transitions and signals
to employees that Al is not replacing their
humanity, but supporting their ability to create
impact.

4. Al can unintentionally widen societal gaps

Purpose-driven organizations consider not just
their business outcomes but their societal
footprint. Al systems (particularly those built on
incomplete or biased data) can produce
inequitable outcomes if not carefully designed
and monitored.

This creates reputational risk:

¢ Biased Al decisions can contradict
commitments to diversity, equity, justice, and
inclusion.

¢ Environmental impacts of large-scale
computing can conflict with sustainability
goals.

e Community trust can erode if Al is adopted
without transparency, consent, or
safeguards.

Without a strong tether to purpose,

organizations may inadvertently contribute to
the very issues they aim to address.

PURPOSE X AI

5. “Tech-first thinking” can eclipse long-term
strategy

Perhaps the most common form of purpose drift
is subtle: adopting Al simply because
competitors are doing it. This “tech-first”
mindset can lead organizations to:

¢ Chase trends rather than advance strategy.

¢ Investin tools without clear connection to
mission or stakeholder needs.

¢ Over-index on short-term gains, missing
long-term opportunities for purpose-driven
innovation.

Leaders who anchor decisions in purpose avoid
this trap. They resist the pressure to adopt
technology for technology’s sake and instead
commit to solutions that reinforce their identity,
deliver value, and contribute to meaningful
impact over time. Purpose drift is avoidable—but
only when purpose is intentional, alive, and used
as a decision-making compass.

A Few of the Warning Signs of Purpose Drift:

* Employees can't explain how Al supports the
mission/purpose

¢ Employees feel that Al makes their work less
meaningful

e Leaders can't explain how Al supports
purpose

¢ Customers describe interactions as “robotic”
or “impersonal”

¢ Al adopted because competitors are, not
because it fits our strategy

¢ “Move fast” overriding “do it right”

¢ Content/communications feel generic or
inauthentic

¢ No governance connecting Al decisions to
values

14



Making the Business Case
for Purpose-Driven Al

As organizations navigate Al's rapid evolution, one

truth is becoming clear: the businesses that win will
be those that harness Al not just for efficiencies,
but for meaningful, purpose-aligned impact. When
purpose and Al reinforce each other, the resultis a
powerful engine for growth, innovation, reputation,
and resilience.

Al alone can make a company “faster.” Purpose
alone can make a company “trusted.” Together,
they make a company future-ready (when done
right).

Purpose keeps
organizations grounded
when the ground keeps
shifting.
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Below are the core value drivers that emerge
when purpose guides Al adoption.

1. Strengthened stakeholder trust and
reduced reputational risk

Trust has always been foundational to strong
brands and healthy cultures. And increasingly, it's
a business metric tied directly to customer
loyalty, brand equity, risk mitigation, and long-
term valuation.

Al raises the stakes. Stakeholders expect
companies to use emerging technologies
responsibly, transparently, and in ways that
respect their rights and reflect stated values.
Purpose clarifies the principles that guide Al
decisions. Notably: what we will do, what we
won't do, and why it matters.

By grounding Al in purpose, organizations
demonstrate leadership, reduce
misunderstanding, and build confidence among
employees, customers, investors, regulators, and
communities.

2. A more engaged, resilient workforce

Al adoption is as much a cultural journey as a
technological one. Employees want to feel
informed, valued, and supported as they learn to
work alongside new tools. They also want to have
a voice in why and how Al tools are integrated
into workflows and processes. Purpose provides
the narrative that connects the dots:

¢ Why we're adopting Al

e How it supports our mission
¢ How it empowers—not replaces—our people

PURPOSE X AI

This inside-out alignment is essential. Purpose

embedded in culture improves belonging, clarity,

and connection, all of which elevate
engagement. And research consistently shows
that purposeful employees are more productive,
loyal, and innovative.

3. Accelerated innovation that is value-
aligned, not ad hoc

Without purpose, innovation efforts can become
scattershot—chasing trends rather than
advancing strategy. With purpose, Al becomes a
powerful accelerator of the organization’s long-
term vision. Purpose helps teams:

¢ |dentify Al use cases that reinforce strategic
priorities.

e Avoid “shiny object syndrome.”

¢ Innovate in service of stakeholders, not at
their expense.

¢ Build meaningful differentiators competitors
cannot easily imitate.

Purpose defines the type of innovation that
matters. Al enables it at scale.

4. Deeper stakeholder insights and more
responsive strategies

Al's capacity to analyze patterns, predict
behavior, and synthesize complex data can
transform how organizations listen to and learn
from the people who matter most: employees,

customers, investors, partners, and communities.

But insights only become meaningful when
interpreted through a purpose-led lens—shaping
strategies that honor commitments, anticipate
needs, and strengthen relationships.
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In our own work with clients, audiences are
central to purpose development. Al can enhance
this step by elevating more nuanced, timely, and
inclusive insights about such audiences,
ultimately strengthening the impact of purpose
initiatives.

5. Tangible business performance gains

Purpose-driven organizations outperform their
peers for many reasons: stronger culture,
sharper differentiation, deeper stakeholder
loyalty. Al can amplify these advantages by
improving:

e Operational efficiency

¢ Product quality and development speed
e Customer retention

¢ Market agility

e Capital allocation

e Scenario planning and risk management

Crucially, these outcomes are not in conflict with
purpose. They are the result of integrating
purpose into long-term strategy—where profit
becomes an outcome, not the goal

In other words: Purpose ensures Al drives progress
that is both profitable and principled. Al accelerates
what an organization prioritizes, but purpose
determines what's worth accelerating.

When alignhed, purpose and Al create more than
efficiency—they create momentum, meaning, and
measurable impact. They strengthen culture,
deepen relationships, and position organizations to
lead with confidence in a rapidly evolving world.

PURPOSE X AI

Case study
Google

Google offers a high-profile example
of how advanced Al capabilities can
be aligned with broader societal
purpose.

Beyond consumer products, Google
has invested heavily in using Al to
address complex global challenges—
particularly in science, health, and
environmental sustainability. One of
the most notable examples is
AlphaFold, an Al system developed by
Google DeepMind that predicts protein
structures, dramatically accelerating
biological research and opening new
pathways for drug discovery and
disease treatment.

Google has also applied Al to climate
modeling, disaster response, and
environmental monitoring, making
data and insights accessible to
researchers and communities
worldwide. These efforts reflect a
purpose-driven view of Al: using scale
and expertise not only to innovate, but
to contribute meaningfully to human
progress.
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Ethical and Responsible

Al Use

Al is powerful, but without responsible design, clear
guardrails, and human oversight, it can create risks
that outweigh its benefits. Purpose can be the
anchor that keeps Al grounded in an organization'’s
values. It guides the intentions behind deployment,
shapes the behaviors expected from teams, and
provides a shared language for communicating
with stakeholders about how Al is being used.

Ethical Al isn't a separate initiative. It's an
expression of organizational purpose.

s

When purpose is infused
into Al governance,
companies make
decisions that are not
only compliant, but
equitable and trusted.
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Purpose helps turn abstract ethics
into actionable principles.

Responsible Al is often framed in technical or
legal terms: bias mitigation, data governance,
model explainability, risk controls. These matter
enormously, but they don't answer a leader’s
most important question: “What is the right
thing to do?”

Purpose can help provide that clarity. A company
with a purpose centered on wellbeing will
evaluate Al differently than a company focused
on empowerment, equity, creativity, health, or
sustainability. Purpose shapes the organization's

ethical stance and becomes the moral compass

for every Al decision.

The following principles can help guide your
organization in ethically and responsibly
implementing Al:

1. Transparency: Be clear about how Al is used
and why

Transparency is foundational to trust.
Organizations should explain:

¢ When and where Al is operating

¢ \What data it uses

¢ How decisions are made

¢ How human oversight is applied

e What rights users or employees have

Purpose strengthens this by articulating why Al is

used, linking decisions back to the organization'’s
mission and values.

PURPOSE X AI

2. Human oversight: Ensure people remain in
the loop

Al can generate insights and efficiencies, but
humans must shape the decisions that affect
people’s lives, livelihoods, and opportunities.
Purpose-driven oversight means:

¢ Humans make final determinations on
sensitive decisions (hiring, promotion,
customer eligibility, safety).

¢ Teams understand not just how tools work,
but what values should guide their use.

e Leaders reinforce that Al augments—not
replaces—the organization’'s humanity.

3. Fairness and equity: Design intentionally to
reduce bias, not replicate it

Al systems learn from patterns in data, and that
data often reflects social inequities. Purpose-
driven organizations proactively evaluate
whether technologies:

¢ Exclude or disadvantage certain groups

¢ Reinforce harmful stereotypes

¢ Create unequal experiences or outcomes

¢ Conflict with commitments to diversity,
equity, justice, or inclusion

Responsible organizations test for bias not once,
but continuously. They bring diverse employees,
partners, and experts into the development
process. And they design systems that promote
fairness as a core expression of purpose, not as a
compliance requirement.
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4. Safety and accountability: Own the impact,
not just the tool

Purpose-driven organizations take responsibility
for the outcomes their technologies create—
positive and negative. Accountability includes:

e Clear ownership for Al oversight

¢ Impact assessments before deployment

¢ Monitoring for unintended consequences

e Mechanisms for raising concerns or
reporting issues

¢ Timely corrections when problems arise

Accountability demonstrates maturity, and
purpose ensures that accountability extends
beyond operational performance to societal
impact.

5. Privacy and respect: Honor the people
behind the data

Data is not abstract. It is human. It represents
lives, habits, identities, aspirations, and
vulnerabilities. A purpose lens requires
organizations to ask:

¢ Are we collecting only the data we truly
need?
e Are we protecting it with rigor and care?

¢ Are we using it in ways consistent with our
values and stakeholder trust?

¢ Would employees and customers feel
respected if they understood precisely how
their data is used?

This level of scrutiny is not only ethical, but it's
strategic. Privacy breaches and misuse of data
are among the fastest pathways to reputational
harm.
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6. Environmental responsibility: Consider Al's
resource footprint

Al can support sustainability efforts, but it also
comes with environmental costs, namely
computing power, water usage, and energy
consumption. Purpose-driven organizations
evaluate:

¢ How Al aligns with sustainability
commitments
« Ways to reduce environmental impacts

through efficiency or vendor choice

¢ Opportunities to offset or mitigate Al-related
resource use

¢ How to communicate transparently about
the environmental tradeoffs

This ensures Al strengthens, not contradicts, the
organization’s ESG priorities.

Purpose makes ethical Al
understandable, human, and
actionable

When purpose guides Al governance,
organizations can say why they use Al and how it
supports their mission with clarity, consistency,
and credibility. This is how organizations build
trust even as the technological landscape
evolves. Don't forget that as Al capabilities grow
more sophisticated, new questions will emerge.
Purpose ensures the organization can navigate
those questions with confidence and
consistency.


https://www.ibm.com/reports/data-breach
https://www.ibm.com/reports/data-breach
https://www.ceres.org/events/ai-and-water-striking-a-balance-between-challenge-and-opportunity-ceres-and-ecolab?utm_source=google-ad-grant&utm_medium=paid&utm_campaign=ceres_dsa&utm_term=google&gad_source=1&gad_campaignid=6449122973&gbraid=0AAAAADlebsI5ckLi4t3mejzDMQXVUqJo0&gclid=Cj0KCQiAy6vMBhDCARIsAK8rOgngfCQKkOnEOfVJ0gpfGvcZaIAX5beSUu0QsvzGdv_Vt3CYaiDcj5kaApReEALw_wcB
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Ethical AI Assessment

This rubric helps organizations evaluate their Al systems and practices across six core principles of ethical
and responsible Al. Use it to assess individual Al applications, conduct audits of your Al portfolio, or measure
progress over time.

5. Privacy & Respect

Assign each item on the checklist
below one of the following:

[] Collects only data necessary for stated purpose
[ Individuals have meaningful consent and control
[] Data is properly secured and protected

Red flags: Excessive data collection, forced
consent, weak security

1. Transparency 6. Environmental Responsibility

[[] Stakeholders knowwhen they're interacting with Al ] Environmental impact assessed and minimized
[JWe can explain how this Al makes decisions [ Alis necessary (simpler alternatives considered)
[J Data collection / usage is disclosed to affected [ Transparent about energy/resource consumption
parties

Red flags: Unnecessary Al use, unknown
Red flags: Hidden Al use, "black box" decisions, secret environmental cost, no efﬁciency measures

data practices

Purpose Alignment Check:
2. Human Oversight

] This Al advances our organizational purpose

[J Humans review high-stakes decisions before ] Design and deployment reflect our values
implementation [] Creates shared value for business and society
] Overseers have appropriate Al training and

expertise If any purpose item is unchecked, reconsider

[] Clear protocols exist for when humans should deployment even if other criteria pass.

intervene

Red flags: Fully automated critical decisions,
untrained overseers, no intervention ability ,
Scoring

3. Fairness & Equity

] Al has been tested for bias across different groups
[] Diverse stakeholders were involved in
design/development

[[] Outcomes are monitored for equity across
populations

Red flags: No bias testing, homogenous design team,
unequal outcomes ignored

4. Safety & Accountability

] Potential harms identified with mitigation strategies
L] Clear ownership: someone is accountable for this Al
] Incident response plan exists if Al causes harm

Remember: This is a starting point. High-
risk Al requires deeper assessment with
stakeholder input, third-party audits, and
continuous monitoring.

Red flags: No risk assessment, diffuse responsibility,
no remediation plan
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Employee-Centered Al

Transformation

Al adoption is often framed as a technology

upgrade. But in reality, it is a people journey.

Employees determine whether Al accelerates the
organization’s purpose or derails it. Their comfort,
understanding, and trust shape the impact far more
than any algorithm.

This is why purpose must guide not only what Al an
organization adopts, but how that transformation is
experienced internally.

Purpose ensures Al
supports employees’
growth, creativity, and
connection. And it turns
Al transformation into an
opportunity to
strengthen culture rather
than strainit.
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Employees are the heartbeat of
purpose and the key to Al success

For decades, CCOP has seen that enduring
purpose is built from the inside out, lived daily by

employees across every level of an organization.

Al doesn’t change that. If anything, it intensifies
it. While Al can automate tasks and sift through
massive amounts of data in seconds, only people
can:

¢ Bring creativity and judgment
¢ Build relationships

¢ Interpret nuance

¢ Hold ethical boundaries

¢ Reinforce values

¢ Solve problems with empathy

When Al is introduced without clarity or care,
employees can feel uncertain or undervalued.
But when it is implemented through a purpose-
driven lens, Al becomes a tool for empowerment,
helping people contribute more meaningfully to
the mission.

Follow these principles to build a workforce that
empowers employees to integrate Al so that
they have more time to bring humanity and
ingenuity to their work.

1. Anchor Al transformation in a clear, values-
led narrative

The first question employees ask about Al is
rarely technical. It's human: “What does this

mean for me?”

A purpose-led organization answers that directly
and compassionately.
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It communicates:

* Why the organization is embracing Al

¢ How Al supports the purpose, mission, and
long-term strategy

* How it willimprove the employee experience

¢ What employees can expect—now and in the
future

Clarity reduces fear. Purpose creates alignment.
And together, they build trust—an essential
foundation for any change initiative.

2. Engage employees early as co-creators,
not observers

Engagement boosts adoption: Employees tend
to be more supportive of solutions they helped
shape. Purpose-driven organizations:

¢ Invite employees to help identify high-
potential Al use cases

¢ Gather insights about pain points,
opportunities, and needs

¢ Conduct listening sessions, surveys, and
workshops

¢ Involve employees in pilot programs and
iterative design

e Create cross-functional (top-down and
bottom-up) working groups to explore
responsible Al use

3. Reinforce that Al augments employees, it
doesn’t replace them

The fear of being replaced can undermine even
the most well-designed Al initiative. Leaders play
a crucial role in directly addressing this fear.
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Purpose clarifies the message that Al can help
employees focus on the work that requires their
humanity. This includes:

¢ Reducing repetitive tasks

e Freeing up time for strategy, creativity, and
connection

¢ Enhancing decision-making with better data

¢ Improving safety and accuracy in complex
environments

e Supporting well-being by reducing cognitive
overload

When employees see Al enhancing their ability to
perform meaningful work, skepticism can quickly
turn into momentum.

4. Equip managers to lead with empathy and
clarity

Managers carry the greatest responsibility
during Al transformation. They interpret change,
answer questions, and support employees
through uncertainty. Purpose ensures they do so
with consistency and integrity. Organizations
should help managers:

¢ Understand the role of Al in the strategy

e Communicate transparently about change

¢ Reinforce values in day-to-day decisions

¢ Navigate difficult conversations

¢ Model curiosity and continuous learning

¢ Foster environments where employees feel
safe experimenting

Strong manager support can make Al feel like a

shared opportunity rather than a top-down
mandate.
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5. Connect personal purpose to
organizational purpose, especially during
change

Periods of change are moments when
employees naturally reflect on their own sense of
meaning. Purpose-driven organizations use this
moment thoughtfully. By helping_employees

reconnect with their personal purpose,

organizations:

¢ Strengthen resilience

¢ Deepen loyalty

¢ Enable employees to see Al as an enabler of
their goals

¢ Enhance fulfillment and engagement

This connection—from personal purpose to

organizational purpose—is one of the most

powerful cultural stabilizers during
transformation.

Technology alone cannot transform
an organization. People do.

A purpose-driven, employee-centered approach
ensures Al adoption strengthens culture, builds
trust, and unlocks the full potential of the
workforce. When employees feel valued,
equipped, and inspired, Al becomes more than a
tool—it becomes a shared lever for meaningful
progress.

Plus, when employees help shape how Al
integrates in your organization, they ensure it's
truly helpful in their day-to-day work rather than
tacked on.
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Leveraging Al for
Stakeholder Engagement

Al is transforming how organizations interact with
the people who matter most. From personalized

recommendations to real-time service support and
predictive insights, Al promises more responsive
and efficient engagement. But efficiency alone is
not the goal, nor is it what builds trust.

Authenticity is.

Customers, investors, partners, and communities
want to know that organizations are using Al
responsibly, transparently, and in ways that reflect
their values and commitments.

Purpose is what keeps Al-
powered engagement
human.
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People don't want to be marketed at.
They want meaning.

CCOP’'s long-held philosophy is simple: people
gravitate to organizations and brands that

communicate with clarity, empathy, and
authenticity—not those that speak in slogans or
rely on hollow messaging..

Purpose-driven engagement resonates because
it reflects what the organization truly stands for.
In the Al era, this philosophy becomes even more
critical. Automated content, algorithmic
personalization, and digital interfaces can easily
feel generic or transactional if not anchored in
meaning. Purpose ensures every interaction—
whether human or Al-mediated—reflects the
organization’s heart.

Follow these principles to integrate purpose and
Alin your stakeholder engagement efforts:

1. Design Al-powered experiences that feel
human, not mechanical

Customers and other stakeholders should never
feel like they are navigating a maze of machine
outputs without care or context. Al can support
meaningful engagement by:

¢ Tailoring experiences to individual needs
¢ Anticipating questions or concerns

¢ Providing useful information quickly

¢ Enhancing accessibility

¢ Reducing friction across processes

But these benefits are only realized when Al
systems are built with the brand’s purpose and
values in mind—communicating with warmth,
clarity, and respect. Al should feel like the best
version of the organization, not a disconnected
voice.

PURPOSE X AI

2. Use Al to listen more deeply, then respond
with humanity

One of Al's greatest strengths is its ability to
analyze large amounts of data. This creates new
opportunities to understand stakeholder
sentiment, detect emerging needs, and identify
patterns across customer behavior, social
conversations, community priorities, investor
concerns, employee feedback, and more.

But analysis alone is not engagement. Leaders
must bring human insight, empathy, and action
to the findings. Purpose shapes the response:
What we hear informs how we serve, how we
communicate, and how we improve.

3. Maintain transparency to build and protect
trust

Customers and other stakeholders are
increasingly aware that Al is shaping their
experiences. They expect companies to be open
about:

¢ When Al is being used

¢ How decisions or recommendations are
generated

¢ What data informs these interactions

+ How the organization protects privacy and
fairness

Transparency builds credibility and purpose
strengthens transparency by tying these
disclosures to the organization’s values and
ethical commitments. When organizations
communicate openly, stakeholders feel
respected. When they communicate
purposefully, stakeholders feel connected.
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4. Align Al engagement with commitments to
justice, equity, diversity, and inclusion (JEDI)

Stakeholders, especially younger audiences,
hold strong expectations that organizations will
act with equity and fairness. Al systems that
inadvertently reinforce bias or exclude certain
groups can quickly undermine reputation and
erode trust. Purpose clarifies the organization's
responsibility to:

¢ Audit tools for patterns of exclusion

e Ensure accessibility across all customer and
community segments

¢ Communicate commitments to fairness and
inclusion

¢ Address unintended outcomes quickly and
transparently

Organizations that center JEDI principles in their
Al strategies demonstrate leadership that
resonates across stakeholder groups.

5. Ensure Al supports (not replaces) the
human relationships that matter most

Some interactions simply require human
presence: difficult conversations, nuanced
problem-solving, community engagement,
sensitive service situations, and relationship-
building with partners or investors.

Al should free humans to spend more time where
their insight and empathy matter most—not less.

Purpose provides clarity about which

engagements should remain human-first,
including:
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e Customer care that requires emotional
intelligence

e Community partnerships and nonprofit
relationships

¢ Investor discussions about long-term
strategy or ESG commitments

e Complex problem-solving that requires
multiple perspective

6. Use Al to elevate storytelling, not
manufacture it

Authentic storytelling is one of the most
powerful tools for strengthening relationships. Al
can support the process—helping teams uncover
insights, identify themes, or draft early concepts.
But purpose ensures the story remains human,
grounded in lived experience and real impact.
Organizations should:

¢ Use Al to enhance creativity, not shortcut
truth

e Ensure all claims are evidence-based and
verifiable

« Validate narratives with internal and external
experts

+ Keep the final voice, tone, and nuance
human-led

e Share impact stories that reflect genuine
contributions—not marketing polish

7. Engage investors and regulators with
clarity and confidence

Investors increasingly evaluate companies on
their responsible use of emerging technologies,
including Al.
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Regulators, too, want assurance that Al practices
are safe, transparent, and fair. Purpose-led
organizations are better positioned to:

e Explain how Al supports long-term vision and
business priorities

e Report accurately on sustainability and ESG
progress

¢ Demonstrate risk management and
responsible governance

¢ Qutline ethical principles and guardrails

¢ Show alignment between Al investments and
stakeholder benefit

In fast-changing environments, clarity is a
competitive advantage.

Authentic engagement in an Al world
requires more humanity, not less

Al can accelerate responsiveness, provide richer
insights, and personalize experiences at scale.
But purpose ensures these capabilities
strengthen relationships—not automate them
into something impersonal. In a world
increasingly shaped by algorithms, authenticity
becomes the differentiator.
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Case study
Telus

Operating in a sector where trust,
privacy, and accessibility are
paramount, Canadian
telecommunications firm TELUS
recognized early that the question was
not whether to adopt Al, but how to do
so in a way that aligned with its
purpose and commitment to
“customers first.”

Al tools to support customer service
and digital engagement, leadership
took a deliberate, values-led approach.
Rather than rushing to automate for
efficiency alone, the company focused
on what it calls “responsible
acceleration”—using Al to improve
experiences while maintaining_human
oversight, ethical guardrails, and
transparency.

TELUS’s approach demonstrates how
purpose can act as a stabilizing force
as Al reshapes customer engagement.
By grounding Al deployment in values
—fairness, transparency,
accountability, and human dignity—the
company strengthened trust with
customers while maintaining
alignment with regulatory
expectations and societal norms.
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That question has always been the hardest one
in purpose work. It is the distance between a
beautifully crafted purpose statement and a
culture that actually lives it. Between a
commitment and a program. Between an insight
and an impact. Al is changing that distance by
dramatically compressing the path from insight
to action, and by making it possible to sustain
and scale purpose in ways that were simply out
of reach before. This is only possible if the work is
designed correctly. Doing so requires
understanding something that most business
conversations about Al skip over: the
architecture matters as much as the intention.

The architecture problem

Most organizations approaching Al adoption
think about it as a tooling decision. Which
platforms, vendors, or use cases to prioritize.
These are real decisions that matter. But they
are downstream of a more fundamental
question: What are you actually building toward,
and how do you ensure the systems you deploy
reflect that?

In Al engineering, this challenge is called
alignment: the work of ensuring that a system's
behavior actually reflects the values and
objectives it was designed to serve. It is one of
the central preoccupations of the most serious
researchers in the field, precisely because Al at
scale will amplify whatever direction it is pointed
in. A misaligned system does not just
underperform. It actively works against its
intended purpose.

The same dynamic applies at the organizational
level. When purpose-driven organizations deploy
Al without a clear governing layer, they are not
deploying purpose-driven Al.
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They are deploying generic Al and hoping it lands
well. It rarely does.

The organizations getting this right are building
what we call a purpose stack: a structured
architecture in which purpose functions as the
governing layer that shapes decisions about how
Al is designed, deployed, and evaluated. Think of
it less like installing software and more like
writing a constitution: a set of principles and
structures that everything else operates within.

What the purpose stack looks like in
practice

The purpose stack has five interconnected
layers. Each requires deliberate design before Al
is deployed, not after.

Layer 1: Data

Every Al system begins with data. That data
reflects human behavior, institutional patterns,
and historical realities, including bias, gaps, and
structural inequities. When organizations deploy
Al without interrogating their data, they risk
scaling distortion rather than insight. For
purpose-driven organizations, data governance
is not a technical footnote. It is a values question.
If your purpose includes equity, your data must
be audited to ensure the communities you serve
are actually represented in it—not filtered out by
historical patterns.

If transparency is a core commitment, your data
collection practices must be ones you would
stand behind publicly. One technique worth
understanding here is retrieval-augmented
generation—a method that allows Al systems to
draw from a curated, current knowledge base
that you control, rather than relying solely on
general internet patterns from the model's
original training.



In practical terms, this means your Al can be
grounded in your actual programs, your verified
impact data, your real stakeholder insights. The
difference in output quality (and authenticity) is
significant. What you put in shapes what comes
out, which is why building and maintaining that
knowledge base is one of the most
consequential investments a purpose-driven
organization can make.

Layer 2: Model and vendor selection

Not every Al model is appropriate for every use
case. The choice between different types of
systems—whether to use a large, general-
purpose model or a more focused tool built for a
specific domain—carries real implications for
control, transparency, and risk.

The social impact vendor landscape is maturing
rapidly. Platforms like Goodera have built
infrastructure that allows enterprise Al systems
to query real-time volunteering and impact data
across global networks. Benevity, which
appointed the first Chief Al Officer in the CSR
industry in 2025, is rebuilding how corporate
purpose programs are designed and measured—
moving from systems that store records to
systems that drive action. United Way has
piloted Al-enhanced tools in its 211 network—the
national helpline connecting people to social
services—to improve how frontline specialists
triage and respond to community needs.

These are not peripheral experiments. They are
signals that the infrastructure of purpose work is
being rebuilt around Al, and that choosing the
right partners is now a strategic decision with
long-term consequences.
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Layer 3: Prompt architecture and voice
Generative Al systems—the kind that write,
summarize, draft, and communicate—respond to
instructions. Without clear guidance built into
how those systems are set up, they will produce
outputs that feel generic, off-brand, or
inconsistent with what your organization actually
stands for. At scale, this is not just an aesthetic
problem. It is a trust problem.

Prompt architecture is the practice of designing
those instructions carefully: encoding your
values, your voice, and your commitments into
the systems themselves rather than leaving
them to default settings. Think of it as the
difference between handing someone a blank
document and handing them a brief, a style
guide, and a set of principles.

This is where taste becomes a genuine
competitive asset. In Al circles, taste refers to
the editorial judgment embedded in how a
system is set up—the accumulated decisions
about what the organization sounds like, what it
will and will not say, what nuance and timing
require. Taste cannot be fully automated. It is
built by experienced practitioners who
understand the organization deeply and encode
that understanding into the systems they design.
But once built, it scales. A well-designed prompt
architecture means that every piece of Al-
assisted content reflects the organization's voice
consistently—across channels, teams, and time
Zones.

Layer 4: Human oversight

Al systems are increasingly capable of taking
sequences of actions on their own—researching,
drafting, sending, updating—without a human
reviewing each step.



This capability, called agentic Al, is moving
rapidly from research labs into everyday
enterprise use. For purpose-driven
organizations, this shift demands particular
clarity about where human judgment must
remain in the loop.

The principle is straightforward: Al can support
analysis, synthesis, drafting, and
recommendation. It should not make final
determinations in decisions that materially affect
people's lives, livelihoods, or dignity. This
includes hiring, community investment
prioritization, eligibility decisions, and any
communication that represents a formal
commitment on behalf of the organization.
Building human review into automated workflows
is not a constraint on efficiency. It is a signal of
organizational maturity. And increasingly, it is
precisely what employees, stakeholders, and
regulators expect from organizations that claim
to lead with values.

Layer 5: Monitoring and evaluation

Al systems do not stay aligned on their own. An
organization's purpose commitments,
embedded carefully at launch, can drift slowly
out of alignment with what systems are actually
producing if no one is tracking it. Continuous
evaluation—not one-time setup and deployment
—is what keeps purpose-driven Al on course.
This means monitoring not just whether the
system is working technically, but whether it is
producing outcomes consistent with your values:
equitable results across different stakeholder
groups, a voice that remains authentically yours,
an environmental footprint you can account for,
and experiences that the people you serve would
describe as respectful and human.
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The most instructive examples of purpose-led Al
operationalization are not abstract frameworks.
They are tools built to solve specific, urgent
problems. REFRAME is one such tool, developed
by Purposeful Strategies and CCOP in response
to one of the most pressing communication
challenges facing purpose-driven organizations
today. As the geopolitical environment around
ESG, sustainability, and corporate social
commitments has shifted, many organizations
have found themselves in a difficult position.
Their values have not changed. Their programs
have not changed. But the language they have
used for years to describe that work has become
contested.

The data tell a clear story: 76% of executives
report plans to increase their corporate
responsibility investment. Eighty-seven percent

of S&P 500 companies disclosed climate-related

climate commitments held or strengthened their
goals. The commitment is there. The language
just needs to catch up.

REFRAME addresses this through a process built
on six principles. These are not communication
tactics, but a translation layer—one that ensures
an organization's Al-assisted communications,
reports, and stakeholder materials reflect both
strategic intent and contextual intelligence. The
principles were developed by experienced
practitioners. The Al operationalizes them
consistently, at a speed and scale no purely
human team could sustain. The result is content
that sounds like the organization at its best—not
a generic Al output.
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Five steps to get you started

Rather than a checklist of considerations, here is
a sequence of concrete actions that purpose-
driven organizations can take to begin building
their own purpose stack:

1. Define your Al intent in writing

Before deploying any system, document what
you are trying to accomplish—in terms of
purpose outcomes, not just operational
efficiency. This document becomes the
governing reference for every Al decision that
follows.

2. Audit your data before you scale it

Identify the primary data sources that will feed
your Al systems and evaluate them honestly.
This is not a one-time exercise. Build it into your
annual review cycle.

3. Build your voice library

Develop a structured prompt architecture that
encodes your organization's voice and values
into the systems that produce content on your
behalf. This is the equivalent of a style guide for
the Al era, and it is one of the highest-leverage
investments a communications or purpose team
can make.

4. Map your human-in-the-loop decisions
Identify which decisions require human review
before action and assign clear ownership. The
map should be specific enough that any team
member can apply it without ambiguity.

5. Set a review cadence and stick to it
Establish a regular rhythm to evaluate whether
your Al systems are producing outcomes aligned
with your values. Bring in diverse voices for that
evaluation, including people from the
communities your programs serve.
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The differentiator that can't be
copied

Any competitor can license the same Al
platforms. Any competitor can hire the same
engineers. Any competitor can deploy the same
automation tools. What they cannot replicate is a
purpose genuinely embedded in data choices,
voice standards, governance structures, and
organizational culture. When those things are
aligned, the outputs feel different.

In an environment where Al-generated content is
everywhere and increasingly indistinguishable in
quality, authenticity becomes the scarcest
resource. Purpose, operationalized with
discipline, is what makes authenticity scalable.

The organizations that will lead are not the ones
that deploy Al fastest. They are the ones that
deploy it most intentionally, with a clear
governing layer, rigorous evaluation, and a
genuine commitment to ensuring that what their
systems produce reflects what they actually
stand for. That is not a constraint on innovation. It
is the architecture that makes innovation worth
building.
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For leaders in corporate social impact,
philanthropy, communications, and employee
engagement, the possibilities are not
incremental. They are, in several cases,
transformational—changing not just how
programs are delivered but what programs are
even conceivable. The organizations beginning
to explore this territory are discovering that Al,
guided by purpose, can deepen empathy with
communities, accelerate the design of programs
that actually work, and scale human connection
in ways that feel more personal, not less.

Starting with the human, not the
technology

The most common mistake in Al-driven
innovation is beginning with the tool. What can
this model do? What can we automate? What
can we generate? These are the wrong starting
questions. They produce Al initiatives that are
technically functional but lacking humanity.

The right starting point is the person on the other
end: the employee who wants their work to mean
something, the community member who needs
services but cannot navigate the system to
reach them, or the customer who wants to know
that the brand they spend money with is actually
doing something positive.

At CCOP, our P3 methodology has always begun
with deep listening: stakeholder interviews,
landscape research, and the disciplined work of
understanding what people actually need before
proposing what an organization might offer. Al
does not replace that discipline—it deepens it. It
allows organizations to listen at a scale and with a
nuance that was simply not achievable through
traditional research methods alone, and then to
act on what they hear with speed and precision.
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When you combine that depth of understanding
with the creative ambition to redesign
experiences from scratch, the results can be
remarkable. The examples that follow are drawn
from what is already happening—or what is now
within reach—for organizations willing to lead.

Social impact programming: From
annual cycles to living strategy

For decades, corporate social impact programs
have operated on annual rhythms. The result is
strategy that is perpetually looking backward:
built on what happened last year rather than
what communities need right now. Al changes
this rhythm fundamentally.

What's now possible: A foundation managing a
portfolio of community health grants can deploy
Al to continuously synthesize data from grantee
reports, public health indicators, social media
signals from affected communities, and
emerging research—not annually, but in real
time. Instead of waiting for year-end reporting to
identify what is working, program officers have a
living view of where impact is concentrating and
where it is falling short.

They can shift resources, surface promising
innovations from smaller organizations that
would otherwise be overlooked, and have more
informed conversations with grantees about
what they actually need to succeed. The Al does
not make the decisions. It equips the humans
who do with information that makes those
decisions far better.

What's now possible: A consumer brand with a
commitment to food access can move beyond
writing an annual check to a food bank.



Instead, it can use Al to build a dynamic program
in which the model synthesizes neighborhood-
level food insecurity data, maps it against the
brand's retail and distribution footprint, and
identifies specific communities where the
brand's assets could have disproportionate
impact. The social investment becomes strategic
rather than symbolic. It connects directly to the
places and people the brand already serves.

What's now possible: A company that has
historically spread its philanthropic giving across
dozens of unrelated causes—the accumulated
result of employee passion projects and
executive relationships—can use Al to map its
entire giving portfolio against its stated purpose
and identify the signal in the noise. That analysis,
which once required months of consultant time,
can now be produced in days, and used to
design a focused strategy that the organization
can credibly own.

This is what it looks like when P3's Analyze phase
is augmented by Al: insight that used to take
weeks arrives in days, and it arrives with a
richness—cross-referenced, verified, mapped
against multiple data sources—that no team
working manually could match.

Employee engagement: From
programs people tolerate to
experiences people seek

Employee engagement with social impact has
always faced the same challenge: generic
programs designed for the average employee,
which means they are designed for no employee
in particular. The result is participation that looks
reasonable in aggregate but feels meaningless at
the individual level.
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Al makes genuine personalization possible—not
just recommending a volunteer opportunity
based on your zip code, but understanding the
intersection of an employee's professional skills,
personal values, available time, and the specific
needs of communities the organization is
committed to serving, and connecting those
things in ways that create real impact for both
the person and the cause.

What's now possible: A global technology
company with 80,000 employees can build a
skills-based volunteering platform in which Al
continuously matches individual employees to
specific nonprofit needs—not generic "we need
help with our website" requests, but precise
project briefs. The match is made based on skills,
interests, and availability. The impact is
measurable. The employee experience is one of
contribution rather than compliance.

What's now possible: A company navigating a
significant workforce transformation can use Al
to help employees connect their personal sense
of purpose to the organization's mission during a
period of change. Rather than generic "we value
you" messaging, the organization creates
individualized narratives. That level of
personalization at scale is not possible without Al.
With it, it's not only possible, it's one of the most
powerful tools available for sustaining
engagement and loyalty through disruption.

What's now possible: An organization that has
invested in employee resource groups can use Al
to synthesize ERG activity, feedback, and
outcomes across the organization—identifying
what is working, what communities most need
from the programs, and where resources are
being underutilized.
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Instead of ERG leaders feeling like they are
operating in silos, they have access to shared
intelligence that helps them learn from each
other and build programs that are more
responsive to what members actually need.

Customer engagement: From cause
marketing to genuine co-creation

Customers have grown sophisticated about
corporate social commitments. They can
distinguish between a brand that writes a check
to a cause and takes a photograph, and one that
has built something genuine and lasting. Al
creates possibilities for customer engagement
with social issues that go far beyond traditional
cause marketing—moving from one-way
communication toward genuine co-creation.

What's now possible: A retail brand committed
to environmental sustainability can create a
customer-facing tool that shows the specific
environmental impact of individual purchase
decisions—not category-level statistics, but
personalized data tied to the products they
actually buy, the supply chains behind them, and
the initiatives their purchases are helping to
fund. The customer moves from passive
recipient of sustainability messaging to active
participant in a shared effort.

What's now possible: A financial services
company with a community investment mandate
can use Al to let customers direct a portion of
the company's community investment to causes
they care about—not from a pre-approved list,
but from a curated set of organizations matched
to the customer's values, geography, and issues
they have expressed interest in. The company's
social impact becomes a conversation rather
than a broadcast.
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What's now possible: A global consumer brand
can use Al-powered listening to continuously
monitor what social issues its most engaged
customers care about—not through surveys that
ask what people think they care about, but
through the signals they actually send. That
intelligence feeds into how the brand designs
and communicates its purpose commitments,
creating a feedback loop in which the brand's
social strategy evolves in genuine dialogue with
the people it serves.

This is the shift from purpose as positioning to
purpose as participation. Al makes it scalable.
Design thinking—the discipline of starting with
deep human empathy and building toward
experiences that genuinely serve people—makes
it meaningful.

The P3 design sprint, reimagined

CCOP's P3 process has always used design
sprints to move from insight to concept at speed
—bringing leadership teams into focused,
collaborative sessions that turn research findings
into program directions. Al fundamentally
upgrades what is possible in that sprint
environment.

In a traditional design sprint, a team brings what
they know into a room and thinks together. In an
Al-augmented sprint, that same team has access
to a synthesized body of intelligence—
community research, competitive analysis, issue
landscape mapping, stakeholder sentiment—that
has been prepared and organized in advance,
allowing the session itself to spend less time
establishing shared context and more time doing
the creative and strategic work that only humans
can do.
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Concepts can be stress-tested in real time. A
proposed program direction can be instantly
checked against current issue landscape data. A
potential partner organization can be researched
on the spot. The sprint still requires human
creativity, judgment, and the kind of
organizational wisdom that only comes from
people who have spent years in this work. But it
produces better outcomes, faster, with more
confidence that the direction chosen reflects
both genuine insight and genuine possibility.

What becomes possible when you
lead with empathy and scale with Al

The thread connecting all of these possibilities is
the same: they begin with a genuine
understanding of what people need, and they
use Al to serve those needs at a scale and with a
precision that was not previously achievable.
This is the combination that purpose-driven
organizations are uniquely positioned to execute.
The technical capability to deploy Al is
increasingly accessible to any organization with
resources. The genuine empathy for
communities, employees, and customers—the
deep understanding of what people actually
need and what an organization can authentically
offer—is not something that can be purchased. It
is built over time, through the kind of careful
listening and co-creation that has always been at
the center of CCOP's work.

Organizations that have invested in that
understanding are now holding something more
valuable than they may realize: a foundation on
which Al can build something genuinely
extraordinary. The organizations that combine
authentic purpose with the imaginative use of Al
will not just do more good.
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They will do it in ways that build loyalty, deepen
relationships, and create the kind of enduring
impact that defines great organizations across
generations. The tools are ready. The question is
the ambition.

The bigger picture: What happens to
work itself

There is a conversation worth having directly—
one that is present in almost every room where
Al is discussed but not always spoken aloud. For
many people, Al raises a question that sits
beneath all the excitement about possibility:
What does this mean for me? For my team? For
the kind of work | have built my career around?
The tools described in these pages are capable
of doing work that previously required years of
education and experience. That is worth taking
seriously. But here is what the evidence—and the
longer arc of history—actually suggests.

The displacement of certain tasks is real. But the
history of technological transformation suggests
that what looks like the end of work is almost
always, on a longer view, a redistribution of it—
toward work that is more human, more creative,
more meaningful, and previously out of reach for
most people.

What Al is making possible right now, in practical
terms, is something remarkabile: it is
democratizing capability. A first-generation
entrepreneur with a powerful idea but no
marketing budget can now build a brand
presence that would have required an agency. A
nonprofit leader with deep community
relationships but limited analytical capacity can
now produce research-grade insights.
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A teacher in an under-resourced school can now
create personalized learning materials for every
student. A social innovator anywhere in the world
can now access the kind of strategic thinking
that was previously available only to the well-
resourced. This is not a small thing. For decades,
one of the most persistent inequities in the
economy has been the gap between those who
could afford expert help and those who could
not. Al is compressing that gap in ways that
should matter deeply to anyone who cares about
equity and opportunity.

And the work that remains—the work that Al
cannot do—turns out to be the work that has
always mattered most. Building genuine trust.
Making ethical judgments in complex situations.
Inspiring people around a shared mission.
Understanding what a community actually needs
versus what an algorithm predicts it needs.
Creating art that moves people. Teachingin a
way that changes how someone sees the world.
Leading with empathy through uncertainty.

These are not niche capabilities. They are the
core of what makes organizations worth
following and causes worth joining. We are also, it
is worth noting, at an early moment in what will
be a long transformation. The emergence of
quantum computing—which will multiply Al's
capability by orders of magnitude—is a matter of
when, not if. The conversation about artificial
general intelligence, the point at which Al
systems may match and then exceed human
cognitive capability across most domains, is no
longer science fiction.

These are real horizons that serious
technologists are actively working toward. We
raise them not to alarm, but to reframe. If that
future is coming, the question is not how to avoid
it.

PURPOSE X AI

The question is what values, what purposes, what
human commitments we are encoding into the
systems being built right now, so that when
capability accelerates, it accelerates toward
something worth having.

This is precisely why purpose matters so
urgently at this moment. The organizations,
leaders, and practitioners who establish what
responsible, human-centered, purpose-aligned
Al looks like are not just building better
programs.

They are demonstrating a model for what Al-
enabled institutions can be at their best. The
question is not whether this transformation is
coming. It is who shapes it, and toward what
ends.

For purpose-driven leaders, that is not a burden.
It is the most significant opportunity of a
generation. That is the invitation in front of you.
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Five possibilities worth exploring now

For leaders ready to move from inspiration to
action, here are five areas where the
combination of design thinking and Al is already
producing results worth studying:

1. Real-time community listening

Replace periodic stakeholder surveys with
always-on intelligence that synthesizes
community feedback, local data, and emerging
needs—giving program teams a living view of
where impact is concentrating and where gaps
remain.

2. Personalized employee purpose journeys
Move beyond generic volunteer programs to Al-
matched experiences that connect individual
employees to specific opportunities where their
skills and passions intersect with genuine
community need.

3. Purpose portfolio analysis

Use Al to map your entire giving and program
portfolio against your stated purpose, identify
the signal in the noise, and design a focused
strategy that the organization can credibly lead.

4. Customer co-investment platforms

Give customers a genuine role in directing your
social investment—not from a pre-approved
shortlist, but from a dynamically curated set of
causes and organizations matched to their
expressed values.
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5. Al-augmented design sprints

Bring Al-synthesized intelligence into your next
purpose strategy session, freeing the human
conversation for the creative and strategic work
that only people can do.

None of these require starting over. They require
the willingness to design with both discipline and
imagination, and the conviction that what your
organization stands for is worth building
something extraordinary around.
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What's on the Horizon?

As Al continues to evolve, organizations will
face new opportunities and new
responsibilities.

The next decade will not simply be defined by
technological capability, but by how clearly
and courageously organizations lead with
purpose.

Those that do will shape markets, define
cultural expectations, and build trust that
endures.

10 predictions for
purpose-driven
businesses in an Al-
centric world.
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We asked our team to share their predictions,
grounded in research and hands-on applications
of Al, about the future of purpose and Al. Here
are the trends we expect to define the future.

Purpose will become the
foundation of Al governance and strategy

In the coming years, organizations will formalize
purpose-led Al charters that clearly articulate
the principles guiding Al decisions, the values
defining ethical use, and the commitments to
transparency and accountability. These charters
will also establish clear boundaries for where and
how Al is deployed. Much like sustainability
policies or codes of conduct, purpose-led Al
frameworks will become essential tools—shaping
investment decisions, risk management, and
stakeholder trust.

: The role of leadership will
expand to include moral and technological
stewardship

Leaders will increasingly be expected to
understand not only the strategic potential of Al,
but also its ethical and societal implications. This
shift will give rise to hybrid leadership roles—
such as Chief Purpose & Al Officer or Chief
Impact & Innovation Officer—that sit at the
intersection of technology, culture, ESG, and
strategy. Their mandate will be clear: ensure Al
strengthens organizational purpose and
stakeholder trust rather than eroding it.

Culture will become a defining
competitive advantage in Al adoption

As Al reshapes workflows, organizations with

strong, purpose-aligned cultures will adapt faster
and more effectively.
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These organizations will foster continuous
learning, encourage experimentation,
communicate transparently, and create
psychological safety that empowers employees
to co-create Al solutions. In a world where Al
tools are widely accessible, culture—deeply
rooted in purpose—will become the differentiator
no competitor can replicate.

Human creativity will become
more valuable, not less

While Al will automate tasks and streamline
operations, the capabilities that remain uniquely
human—creativity, empathy, problem-solving,
ethical judgment—will grow in importance.
Purpose-driven organizations will intentionally
cultivate creative confidence, cross-functional
collaboration, emotional intelligence, and
storytelling. Al may be the engine, but human
creativity will be the spark that drives meaningful
differentiation and innovation.

Stakeholders will demand
unprecedented transparency into Al
practices

Transparency will shift from a “nice-to-have” to a
baseline expectation. Employees, customers,
regulators, and investors will want clarity on how
Al decisions are made, what data is used, how
bias is addressed, and where human oversight
exists. Organizations that communicate openly
and honestly will build trust; those that don't will
face skepticism, regulatory pressure, and brand
risk. Purpose will guide the tone, language, and
integrity of these disclosures.



Al will become central to
sustainability—and sustainability central to Al

Al will play an increasingly critical role in
modeling climate risk, reducing resource use,
optimizing supply chains, measuring social
impact, and strengthening ESG reporting. At the
same time, stakeholders will scrutinize Al itself
through a sustainability lens—expecting lower
environmental impact, ethical sourcing, and
attention to equity. Purpose will help
organizations balance this dual accountability,
ensuring progress without compromising
transparency or integrity.

Personal purpose will play a
major role in the future of work

As Al reshapes roles and workflows, employees
will seek stronger alignment between their
personal sense of meaning and their
organization’s mission. Purpose-driven
organizations will respond by supporting
personal purpose exploration, offering growth
pathways aligned with individual strengths, and
empowering employees to use Al in ways that
elevate their talents. The most resilient
organizations will treat Al not as a replacement
for people, but as a tool for human development.

Purpose-driven innovation will
become the primary engine of differentiation

Organizations that innovate with purpose—not
just speed—will emerge as true industry leaders.
They will identify opportunities that solve real
social or environmental challenges, create
shared value, deepen stakeholder relationships,
and advance business strategy with authenticity.
Al will accelerate these innovations, but purpose
will determine their direction, credibility, and
lasting impact.
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Companies that fail to align
Al with purpose will face reputational risk

Stakeholders will quickly spot disconnects
between what organizations say they value and
how Al is actually used. When Al introduces bias,
lacks transparency, or is poorly communicated,
the consequences can be swift—employee
disengagement, customer backlash, investor
skepticism, regulatory scrutiny, and long-term
brand erosion. Purpose-led organizations will
avoid these risks by making principled decisions
early and reinforcing them consistently.

The organizations that thrive
will be those that lead with humanity

The future is not Al-powered—it is human-
powered, supported by Al. Purpose-driven
organizations will stand out for their clarity,
courage, empathy, ethical discipline, and
commitment to long-term value. In an era of
accelerating complexity, the ability to integrate
advanced technology without losing one's soul
will be the ultimate differentiator.
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A Call to Leadership

Organizations today stand at a powerful
intersection—the meeting point between
advanced technology, rising stakeholder
expectations, and an enduring human desire
for meaning. Artificial intelligence is
accelerating what is possible at extraordinary
speed. But it is purpose that determines what
is valuable, what is responsible, and what is
right.

The future will belong to

organizations that can bring
these forces together with
clarity, courage, and
humanity.
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For decades, Carol Cone ON
PURPOSE has held that purpose is the
connective tissue between strategy,
culture, and impact.

Al does not weaken that belief. As technological
capability grows, purpose becomes the
distinguishing factor that shapes how innovation
is conceived, deployed, and experienced.
Purpose is what makes innovation meaningful.
The organizations that will lead in the next era are
not those that see Al as a replacement for human
ingenuity, but those that treat it as a partner—
one that expands human creativity, insight, and
impact.

As artificial intelligence reshapes industries and
redefines possibility, organizations face a pivotal
choice: adopt Al reactively, driven by speed and
novelty, or lead with intention, guided by
purpose and grounded in humanity.

Purpose endures through technological cycles,
cultural shifts, and market pressures. It sets the
direction, clarifies the values, and unifies the
people who animate an organization every day.
Al, when aligned with that purpose, becomes an
accelerant of everything that makes the
organization strong—its strategy, its impact, its
culture, and its relationships.

But without purpose, Al can drift. It can confuse.
It can create distance where closeness is
needed. It can amplify risks more quickly than
leaders can respond.
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The organizations that thrive in the years ahead
will be those that choose clearly and boldly:

¢ Touse Al to elevate human potential, not
diminish it.

¢ To build trust through transparency and
responsible governance.

¢ Toinnovate with integrity, guided by values—
not swayed by competitors.

¢ To strengthen culture from the inside out,
empowering employees at every level.

¢ Toengage customers, partners, and
communities with authenticity, empathy, and
clarity.

e To measure progress not only in profits, but
in the positive impact they create.

Purpose is the leadership imperative of our time,
and Al may be the tool that helps scale its
impact.

At Carol Cone ON PURPOSE, we have always
believed that people want meaning. That belief is
even more powerful in an Al-driven world.
Meaning is what keeps organizations anchored. It
is what keeps stakeholders engaged. It is what
transforms innovation into impact.
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This is your moment to shape the
future of purpose.
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About Carol Cone
ON PURPOSE

PURPOSE X AI

Carol Cone ON PURPOSE is a pioneering
consultancy helping companies, brands, and
organizations harness the power of purpose to
advance their business and social impact.

CCOP's proven approach meets clients at any
point on their purpose journey to unlock
opportunities to build reputation, inspire
employees, exceed financial targets, and support
the greater good.

The consultancyis led by Carol Cone, regarded as
one of the founders of the purpose movementin
the early 1980s and has been internationally
recognized for herwork.

Carol Cone, CEO
ccone@purposecollaborative.com

Kristian Merenda, Partner
kmerenda@purposecollaborative.com
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How are you
shaping the future
of purpose x AI?

TAKE THE ASSESSMENT ONLINE

CarolConeONPURPOSE.com

Purposeful Connections Newsletter

Purpose 360 Podcast
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	Purpose x AI
	FINDING HUMANITY IN THE AI REVOLUTION

	A Letter to Leaders
	PURPOSE X AI

	In this guide, we’ll explore:
	PURPOSE X AI

	Contents
	003
	Can Purpose and AI Work Together?
	005

	Purpose and AI at a Crossroads
	009

	Purpose First, Technology Second
	012

	Combatting Purpose Drift
	015

	Making the Business Case for  Purpose-Driven AI
	018

	Ethical and Responsible AI Use
	022

	Employee-Centered AI Transformation
	025

	Stakeholder Engagement
	029

	Playbook: Building AI Into Purpose Work
	034

	Playbook: Designing What’s Next
	042

	What’s on the Horizon: 10 Predictions
	044

	A Call to Lead

	Our POV: Can Purpose and AI Really Work Together?
	Artificial intelligence is reshaping business at remarkable speed.
	PURPOSE X AI
	Defining purpose
	Purpose keeps organizations grounded when the ground keeps shifting.
	Purpose is a long-term business strategy rooted in an organization’s humanity: its values, commitments, and the impact it seeks to make in the world.
	AI heightens the need for trust and transparency.

	PURPOSE X AI

	AI makes culture (not tech) the differentiator.
	Purpose First, Technology Second
	Purpose gives AI direction. It makes innovation intentional, not reactive. And when embedded deeply enough, it becomes the filter through which AI decisions are made consistently and confidently.
	Does this AI use case reinforce who we are? If a tool contradicts a core value—such as fairness, transparency, sustainability, or community benefit—then it may undermine stakeholder trust, even if it delivers efficiency.
	Does it strengthen relationships with the people who matter most? AI should deepen understanding, responsiveness, and connection with employees, customers, partners, and communities—not create distance or confusion.
	Does it create value for both business and society? Purpose-driven organizations seek shared value. This lens ensures AI supports growth and responsible impact.
	Is it culturally feasible? An AI tool should align with the organization’s culture, not disrupt it. Purpose helps leaders assess whether teams will understand, embrace, and benefit from the tool.
	Is the technology being adopted for a clear, strategic reason? Purpose ensures AI adoption is not reactionary. It keeps the organization focused on its North Star, even as capabilities evolve.

	Purpose clarifies your narrative, inside and out.
	For employees: Purpose offers reassurance that AI supports—not replaces—their ability to contribute meaningfully. It shows how the technology connects to the company’s mission, values, and long-term goals.
	For customers and communities: Purpose communicates that AI use is ethical, aligned with commitments, and designed for benefit—not exploitation.
	For investors and regulators: Purpose signals that AI adoption is tied to strategy, risk management, and future readiness—not opportunistic experimentation.

	Case study
	Purpose drift happens when technological decisions move faster than cultural clarity, ethical guardrails, or stakeholder expectations.
	1. Efficiency can overshadow empathy
	2. Automation without intention erodes authenticity
	3. Culture can get confused or overwhelmed
	4. AI can unintentionally widen societal gaps
	5. “Tech-first thinking” can eclipse long-term strategy
	Purpose keeps organizations grounded when the ground keeps shifting.
	1. Strengthened stakeholder trust and reduced reputational risk
	2. A more engaged, resilient workforce
	3. Accelerated innovation that is value-aligned, not ad hoc
	4. Deeper stakeholder insights and more responsive strategies
	5. Tangible business performance gains
	Case study
	When purpose is infused into AI governance, companies make decisions that are not only compliant, but equitable and trusted.
	1. Transparency: Be clear about how AI is used and why
	2. Human oversight: Ensure people remain in the loop
	3. Fairness and equity: Design intentionally to reduce bias, not replicate it
	4. Safety and accountability: Own the impact, not just the tool
	5. Privacy and respect: Honor the people behind the data
	6. Environmental responsibility: Consider AI’s resource footprint

	Purpose makes ethical AI understandable, human, and actionable
	5. Privacy & Respect
	6. Environmental Responsibility
	Purpose Alignment Check:
	Purpose ensures AI supports employees’ growth, creativity, and connection. And it turns AI transformation into an opportunity to strengthen culture rather than strain it.
	Employees are the heartbeat of purpose and the key to AI success
	1. Anchor AI transformation in a clear, values-led narrative
	It communicates:
	2. Engage employees early as co-creators, not observers
	3. Reinforce that AI augments employees, it doesn’t replace them
	Purpose clarifies the message that AI can help employees focus on the work that requires their humanity. This includes:
	4. Equip managers to lead with empathy and clarity
	Purpose is what keeps AI-powered engagement human.
	People don’t want to be marketed at. They want meaning.
	1. Design AI-powered experiences that feel human, not mechanical
	3. Maintain transparency to build and protect trust
	4. Align AI engagement with commitments to justice, equity, diversity, and inclusion (JEDI)
	5. Ensure AI supports (not replaces) the human relationships that matter most
	6. Use AI to elevate storytelling, not manufacture it
	7. Engage investors and regulators with clarity and confidence
	Regulators, too, want assurance that AI practices are safe, transparent, and fair. Purpose-led organizations are better positioned to:
	Authentic engagement in an AI world requires more humanity, not less
	Case study
	AI is dramatically compressing the path from insight to action, and making it possible to sustain and scale purpose in ways that were simply out of reach before.
	That question has always been the hardest one in purpose work. It is the distance between a beautifully crafted purpose statement and a culture that actually lives it. Between a commitment and a program. Between an insight and an impact. AI is changing that distance by dramatically compressing the path from insight to action, and by making it possible to sustain and scale purpose in ways that were simply out of reach before. This is only possible if the work is designed correctly. Doing so requires understanding something that most business conversations about AI skip over: the architecture matters as much as the intention.

	PURPOSE X AI
	PURPOSE X AI

	An example: REFRAME
	Five steps to get you started
	PURPOSE X AI

	The differentiator that can’t be copied
	AI does not make the decisions. It equips the humans who do with information that makes those decisions far better.

	Starting with the human, not the technology
	PURPOSE X AI

	Social impact programming: From annual cycles to living strategy
	Employee engagement: From programs people tolerate to experiences people seek
	PURPOSE X AI

	Customer engagement: From cause marketing to genuine co-creation
	PURPOSE X AI

	The P3 design sprint, reimagined
	What becomes possible when you lead with empathy and scale with AI
	PURPOSE X AI

	The bigger picture: What happens to work itself
	PURPOSE X AI
	Five possibilities worth exploring now
	PURPOSE X AI
	10 predictions for purpose-driven businesses in an AI-centric world.
	Talya Bosch: Purpose will become the foundation of AI governance and strategy
	Audrey Sylvia: Culture will become a defining competitive advantage in AI adoption

	PURPOSE X AI
	Kristin Kenney: Human creativity will become more valuable, not less
	Anne Hundertmark: Stakeholders will demand unprecedented transparency into AI practices
	Carol Cone: AI will become central to sustainability—and sustainability central to AI
	Risa Sherman: Personal purpose will play a major role in the future of work
	Juliana Dines: Purpose-driven innovation will become the primary engine of differentiation

	PURPOSE X AI
	Noam Freshman: Companies that fail to align AI with purpose will face reputational risk
	Caitlin Carroll: The organizations that thrive will be those that lead with humanity

	A Call to Leadership
	The future will belong to organizations that can bring these forces together with clarity, courage, and humanity.

	For decades, Carol Cone ON PURPOSE has held that purpose is the connective tissue between strategy, culture, and impact.
	PURPOSE X AI

	The future will belong to organizations that embrace this convergence of meaning, innovation, and humanity. Those that lead with purpose—and use AI to bring that purpose to life—will create value that is measurable, enduring, and deeply felt.
	This is your moment to shape the future of purpose.
	A future where technology accelerates progress, but purpose defines it.
	A future where employees feel inspired, stakeholders feel included, and communities feel the benefits of responsible innovation.
	A future where your organization leads not because of what AI can do, but because of what you choose to do with it.

	About Carol Cone ON PURPOSE
	Carol Cone ON PURPOSE is a pioneering consultancy helping companies, brands, and organizations harness the power of purpose to advance their business and social impact.
	CCOP's proven approach meets clients at any point on their purpose journey to unlock opportunities to build reputation, inspire employees, exceed financial targets, and support the greater good.
	The consultancy is led by Carol Cone, regarded as one of the founders of the purpose movement in the early 1980s and has been internationally recognized for her work.
	For more information about anything you’ve read in this guide, please reach out to:
	Carol Cone, CEO ccone@purposecollaborative.com
	Kristian Merenda, Partner kmerenda@purposecollaborative.com



	How are you shaping the future of purpose x AI?
	TAKE THE ASSESSMENT ONLINE
	CarolConeONPURPOSE.com
	Purposeful Connections Newsletter
	Purpose 360 Podcast


