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Please Note - January 4 version of this deck

« Many thanks for reviewing and providing your feedback to us
« This draft deck is absolutely not for distribution — internally or externally
* Please review and feel free to give flow, contents, and case study comments

 We will have one 3-page main case and several 1-slide case per building block
« This is the 45 minute version — many slides are 30 second slides to make a point
 This is not the final design but does give a sense of the new look and feel

* In January we will finalize case study & solution connections as well as design

* Many thanks for your feedback and builds



The Growth Challenge



Traditional business growth formulas are failing
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Geographic expansion is running out of steam

THE NUMBER OF BROADBAND MOBILE CONNECTIONS COMPARED TO POPULATION
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Better informed consumers are more demanding
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Established players are losing out




Disrupters are being disrupted




Growth without strategic focus presents danger




Corporate values are becoming more transparent
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Employees are increasingly mobile
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Consumers are conscious of societal impact




The ‘License to operate’ is being challenged
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Alternative growth models are emerging
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We’re All In On
Driving Growth

for you, your brand, our marketing industry
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CMOs are the first fo go when growth is lacking...
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. and average only a 25-month tenure

22%0

YEARS



There is a need for a new growth model
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Our approach is familiar
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Objec:iives Bl |nitiative

— for Real
Growth
1 Scope: Sustained business growth
2 Focus: The what, why, and how of real growth
3 Output: Simple growth framework, storytelling & benchmarking

Thought Leadership Peer Engagement Solutions & Support




Experts from 11 WPP Companies Bl Initiative

for Redal
Growth
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Program orchestration and partners Bl Initiative

for Real
Growth

KANTAR CONSULTING W PP
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Adformatie Forbes internationalist

Taking brands further



Advisory Board Bl Initiative

» ©

Growth

Antonio Lucio Lindsay Patfison Lorraine Twohil Bob Liodice Carolyn Everson Meredith Shiv Shivakumar
Global CMO, Chief Client CMO, Google CEO, ANA VP, Global Verdone GE President for
Facebook Officer, WPP Marketing Solutions, CMO, Bank of Strategy & Bus.
Facebook America Dev., Aditya Birla
Group

Enzo Scarcella Peter Ter Kulve Penry Price Di-Ann Eisnor Yoram Wind Cindy Wang Frank Cooper
COO, MTN CGO, Unilever VP Marketing Director of Emeritus CMO, UXIN CMO, BlackRock
Solutions, Growth, Waze Professor Group

LinkedIn Wharton
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Al Meta analysis of all things ‘Growth’




854 on-line survey respondents




586 vision interviews in 15 markets




WIDE SAMPLE OF FUNCTIONS, LEVELS & INDUSTRIES

39% MARKETING 6% TECH
25% GENERAL MAN €Y 12% ceo 9% FINANCE
23% CMO
8% SALES 43% CPG
7% CCO/CSO
2% MEDIA
5% INSIGHTS & 1% CHRO %
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o e
6% RETAIL
26% OTHER

26% OTHER




Growth Leaders Like ...
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What keeps growth leaders
awake at night?



Negative economic outlook
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Indusiry reputation & recruitment challenges

#BadReviews




Private labels - retailers acting as brands

Pa
L \
| & || L )
@ YOUR YOUR |
BRAND BRAND
YOUR HERE HERE |
BRAND
HERE \ &5
YOUR BRAND
HERE




The Chief Growth Officer

Coca-Cola ditches global CMO
role in leadership shake-up

The shake-up will see Coca-Cola’s chief marketing officer Marcos de

Quinto retire, as the soft drinks giant moves the marketing function under
the remit of the newly-created chief growth officer role.

By Leonie Roderick 23 Mar 2017 1:26 pm
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Amazon...




... Amazon...

b 1 AmazonBasics offers quality and value on everyday products delivered straight to your door.
amazonbasiCs
\ e

Shop other
Amazon brands
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Overall: Declining influence on growth strategy
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New Retail - Commerce
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Broader solutions through sirategic partnerships
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Direct to Consumer Models
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Overall: Personal and team capability growth




Contrasting overperformers and underperformers




Validating reported performance

40%
35
305
25%
20%
15% —2 :
10%

NYU

0%

Actual growth

-10%

self-reported growth



Real Growth
Building Blocks
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The seven building blocks of real growth

WHAT
What the company brings to market _




The seven bvuilding blocks of real growth

HOW
How the company is organized

WHAT
What the company brings to market



The seven bvuilding blocks of real growth

WHY
Why the company ‘does what it does

HOW
How the company is organized

WHAT
What the company brings to market




The seven building blocks of real growth

WHAT

3. Succeed with multiple business models - -
2. Deliver ever-evolving experiences _
1. Take an abundant market view




The seven bvuilding blocks of real growth

HOW

6. Foster an open culture

5. Build a fluid organization

4. Apply whole-brain intelligence




The seven building blocks of real growth

WHY
/. Humanize growth

HOW

6. Foster an open culture

5. Build a fluid organization

4. Apply whole-brain intelligence

WHAT

3. Succeed with multiple business models
2. Deliver ever-evolving experiences

1. Take an abundant market view




The seven bvuilding blocks of real growth

WHY
/. Humanize growth

HOW

6. Foster an open culture

5. Build a fluid organization

4. Apply whole-brain intelligence

-

WHAT

3. Succeed with multiple business models
2. Deliver ever-evolving experiences

1. Take an abundant market view
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Take an abundant market view




“Growth is
about
Wilalaligle
market share
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competitors” T




Overperformers focus on Nielsen, Amazon

and Kickstarter
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Assess and
understand
market
developments

Excelling at spotffing and choosing the right wave
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KEEP
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AND

BE
CONSISTENT

39%

Overperformers make big bets and stay consistent...
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Kodak Film

Focus on
Increasing
market share
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59% Focus on
category growth
429 and beyond

... taking a wide-angle lens: category growth and beyond
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Adobe Photoshop CS6

Schritt fiir Schritt zum perfelten Bild

Adobe recognized the need to expand beyond creative...



Broadening the lens: Omniture acquisifion



NS
N

H
HH

... Info marketing solutions
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Partnering to offer...



Adding a full marketing delivery suite through acquisition



petcare
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Mars moved Ifs focus from pet food to pet care
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Overperformers embrace being
‘Always Beautifully Dissatisfied’




Deliver ever-
evolving
21% eXxperiences

Overperformers focus on eliminating friction to delight
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From hotel rooms to full-service business fravel solutions



From lobby check-in to terminal arrival assistance



Seamless entry experience



Reinventing the business center in partnhership with FedEx



4 5
3

Spotify’

pandora

Connectivity and entertainment personalization



MADE FOR ABBY

Discover Weekly

Your weekly mixtape of fresh music. Enjoy new discoveries and deep cuts

chosen just for you. Updated every Monday, so save your favourites!

Made for Abby Ch by Spotify - 30 songs, 1 hr 50 min

G OO

3 Filte Download .
TTELE ARTIST ALBUM E
-~  Sweeterman Ramriddlz Sweeterman 3 days ago
<+  my boo kerri my boo 3 days ago
+  Down Girl Roy Woods Woaking at Dawn 3 days ago

Continuously improving the value delivered



| easePlan USA

iNtroduces
OneScore

From car financing to mobility data solutions
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Overperformers play chess and checkers
simultaneously
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677 Willingness to

HER.D MUARY-FERRUARY 2012

43% SE:i:Zssn:;dels Harvard
BIIS!I‘IeSS LANS
Review

When One Business
Model Isn’'t Enough

mmmmummummm
at the same time. by Ramon
Mnﬂ-mﬂandﬂmmmﬁd

Succeeding with mulfiple business models



Introducing '

PEePSI. HomeMade By
Created by us. ‘
Made by you.

From supermarket to high street and subscripfion models
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Across different industries ...
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... different verticals...



GJohnson

A FAMILY COMPANY

... different cultural and consumer segments...
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Through acquisition, and also home-grown
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Communication > marketing > business planning

Development
Goal | .

Process | Solution =3  Markg i
' A—O

o bMSW\QSﬁj Pl
ﬂﬁ___‘ﬁ o ( : L
avi\ y

Partner Oc—“""'%o P Plan

o O e T
S Communication Vision Finance 15#’-*’

M W Peﬂ;{ : Tnvestment %E%
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AB testing > human insights > creativity

Washable | Safe | Nontoxic
2 - b oz Glitter Glues {sach 177 mL)

2 - 5 0z Clear Glues (each 147 mL)
TOTAL 22 oz (650 mi)
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69%

Ability to attract E.r :

whole-brain
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core of strategic HH 8 u

377%  decision making [
g 112 E I1

Putting data at the heart of decision making...



d

73% | Building data-led
creative -
329, experiences

And building more innovative creative solutions
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Need to boost human insights & creative capacity
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o iICeach can provide the best training
LU foryou. Simply start by choosing

an ar,_ef_.‘;_you would like to focus on...

‘ HACKERHUERGO NOVEMBER 2014

& DISTANCE kM 11/11/2014
Finish Faster - 10 K
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Free Running
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Adidas 1
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14  Boston Mara,.. Free Running treadmill and bike bike and treadmi, .. 13 Boston Mara...
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91 19 19 20 O 22 23 24
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Free Running
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Range In Average Episode Lengths Of Original TV Series By Platform

30% 24 149,

S/ instant video

Data-led creative solution development



Adecco

Interpreting journey data points for deep human insights ...



... that drive creative solution development



Scan yourself with your phone
to determine your exact skin tone.
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Customer-centric data infrastructure






Global Regional Global Global
. Catego
Innovation Brand Brand Brand Finaﬁce

Planning Director Team Direct :
(MR&D budget) irector VP Director

Project Portfolio
for the Global
Innovation Plan
(GIP)

..............................................................................................

Agree Events Plan 3_ f @ . .
(Major Projects) | f ? f

“‘Ag”e’ iS Agree'ﬁ&b _ } ; ;
forcing us 1o EEI. - é e . ©

r e d e -ﬁ n e O U r Development @

Resources/Budgets

R ﬁ ClS” for GIP :
Agree HPC :

MR&D Budget

Key: A = Authority to decide = To be consulted LW = Leads the work = Do

For further details on the key see page 27. For full matrix see page 28.




Overperformers organize to win the war in
micro-battles
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Changing the perspective
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Effectively
removing
17% internal barriers

Prioritizing the breaking down of internal barriers



67% Effectively
removing
35% internal barriers

@orkplacef

by facebook

Prioritizing internal connections



Zara e | rolow

71 o M k t. ZARA ZARA Official ZARA Official Instagram account Www.Zara.com
7 arketing

1136 posts 13.4m followers 41 following

and Sales
48%, collaboration

Effectively integrating marketing and sales for e-commerce



External

connectivity
46%

T = A=A AAl
.

B, E NR =
¥

fm&

Connecting more externally to build broader experiences




led by a strong founder

impressive

N

Haier’'s growth story



Wi-Fi Connected for
Ultimate Control

Use the yomey App
to control, schedule,
and clean your
home no matter
where you are

10 2
®| | U

Schedule Remote Control

Focusing on a ‘smart home’ vision



...lo make it more nimble, innovative and responsive

[ =]

i

1 T

“Wm Hiararchy-driven
Top-down
. Innovation procass
.a'! listancad from

ﬁ 2 CONSUMmer

L ) | b ]

% \"f ))4 -

L7 ggeeay| | i
E |

N A

ORGANIZATION

Flatter internal organization with smaller internal competitive tfeams



BUSIESS SCHOOL

SMALL, SELF-MANAGED TEAMS - THE HAIER HOW

Micro-battle enfrepreneurial teams
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Iiﬁnnvlﬂ#n is ﬂ'l‘l; soul of Haier mﬁur&
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An Incubation platform that challenges the status quo



Partnerships and acquisitions to complete the mix
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Go-Jek’s explosive growth



Starfing with a clear code of conduct



Promoting micro-entrepreneurship



Consumer micro-battle teams






Myth 6

“Qur culture
cannot be
changed —
IT's In our
DNA"




Overperformers rewrite the culture script
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48% People, change,
entrepreneurship,

innovation &
teamwork

N
Building a culture of people and results orientationn
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2% Ability to bring
diversity to Al
strategic decision &

Diversity and inclusivity
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Fostering a spirit of entrepreneurship



m
A

UPWARD ADVANCEMENT EMPLOYABILITY
PROMOTIONS CAREER GROWTH
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DESIGNED CORPORATE PATHS  EMPLOYEE OWNERSHIP
INTERNAL OPPORTUNITIES  EXTERNAL ASSIGNMENTS
ONE-SIZE-FITS-ALL  UNIQUE TO PERNOD RICARD

POSITIONS EXPERIENCES

Rewarding employee ownership behaviors
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Overperformers boost entrepreneurial spirit
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Booking.com



Welcoming outsiders and using them to change the company
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Establish meaningful connections internally
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Humanize growth
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Myth 7

"Our
objective Is to
LOOSst
profitable
growth”




Top-line growth is
#1 ambition

Under and overperformers focus on top-line growth equally



Bottom-line
growth is
#1 growth
ambition

‘““ i 1= g7 s ...,._,._‘I._ﬂ ﬁ“
: : ‘ \ - I. e L T =iy E
: - | A

-..;'

j -:_.i .!u,lh h‘q. .'q..!!.-‘l.

'_ - . i i 1 l l l ’ i - }
IT"‘"irL'-‘.,r"'-:-? '—-"...;L ! - L "-"-':'E-'--r_-.--h_ i i | [ e :

JEEpe———— L

Underperformers focus twice as much on the bottom line



People growth is
#1 ambition

Overperformers focus twice as much on ’rhe péople they
serve: Clients, Colleagues and their Communities






Starfing with meaningful employee-care



Resulting in excellent customer care



Cisco made the transtormation from profit fo people
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BEYOND COMMUNICATION ..
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... AND SHINY DIGITAL TOYS THAT DISTRACT ...




... BACK TO MARKETING BASICS

McDonaid’s

®




.. REFOCUSING ON GROWTH

THE DISCIPLINE
OF GROWTH

Francisco Crespo
Chief Growth Officer

V7,

THE COCA-COLA COMPANY
beverages for life

7\




.. CLAIMING A BUSINESS LEADERSHIP ROLE

Michele Buck

INCOMING
PRESIDENT & CEO




... AND EVEN A SOCIETAL LEADERSHIP ROLE

“We are at a turning point. Only businesses that help people and
planet thrive will succeed. We have to scale our impact through “m
partnership, collaboration and trust.” :

S,




Bl Redl
I Growth
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