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• 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

Please Note – January 4 version of this deck



The Growth Challenge



Tradit ional business growth formulas are fai l ing



Geographic expansion is running out of steam



Barriers to market entry are disappearing

Vs.



Better informed consumers are more demanding



Established players are losing out



Disrupters are being disrupted



Growth without strategic focus presents danger



Corporate values are becoming more transparent



Employees are increasingly mobile



Consumers are conscious of societal impact



The ‘License to operate’ is being challenged



Alternative growth models are emerging





CMOs are the f i rst  to go when growth is lacking…



. . .  and average only a 25-month tenure



There is a need for a new growth model





Our approach is famil iar



Objectives

1

2

3

Scope:

Focus:

Output:

Sustained business growth

The what, why, and how of real growth

Simple growth framework, storytelling & benchmarking

Thought Leadership Peer Engagement Solutions & Support



Experts from 11 WPP Companies



Program orchestration and partners



Advisory Board



AI Meta analysis of al l  things ‘Growth’ 



854 on-l ine survey respondents



586 vision interviews in 15 markets



IRG Object ives



Growth Leaders Like …















What keeps growth leaders 
awake at night?



Negative economic outlook



Industry reputation & recruitment challenges



Private labels – retailers acting as brands



The Chief Growth Off icer



Amazon…



… Amazon…



… and Amazon



Overall :  Declining inf luence on growth strategy



What gets growth leaders up 
in the morning?



New Retail  – Commerce



Broader solutions through strategic partnerships



Direct to Consumer Models



Overall :  Personal and team capabil i ty growth



Contrasting overperformers and underperformers



Validating reported performance



Real Growth
Building Blocks



WHAT

What the company brings to market

The seven building blocks of real growth



HOW

How the company is organized
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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
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6. Foster an open culture

5. Build a fluid organization
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WHY

7. Humanize growth

HOW

6. Foster an open culture
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WHAT
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The seven building blocks of real growth



1. 
Take an abundant market view
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Myth 1

“Growth is 

about 

winning 

market share 

from 

competitors”



27% 11% 3%
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Overperformers focus on Nielsen, Amazon 
and Kickstarter



Assess and 

understand 

market 

developments 45%

82%
1

5

2

64

3

7

Excelling at spotting and choosing the right wave
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Consistency 

with big bets
39%

71%

Overperformers make big bets and stay consistent...
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Focus on 

Increasing 

market share55%

40%

Underperformers focus mostly on growing market share…
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Focus on 

category growth 

and beyond42%

59%

… taking a wide-angle lens: category growth and beyond
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Adobe recognized the need to expand beyond creative...
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Broadening the lens: Omniture acquisition
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… into marketing solutions
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Partnering to offer…



1

5

2

64

3

7

Adding a full marketing delivery suite through acquisition
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Mars moved its focus from pet food to pet care
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2. 
Deliver ever-evolving experiences
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Myth 2

“Growth is all 

about 

increasing 

customer 

satisfaction”



Overperformers embrace being
‘Always Beautifully Dissatisfied’
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Deliver ever-

evolving 

experiences21%

64%

Overperformers focus on eliminating friction to delight
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From hotel rooms to full-service business travel solutions
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From lobby check-in to terminal arrival assistance
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Seamless entry experience
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Reinventing the business center in partnership with FedEx
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Connectivity and entertainment personalization
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Continuously improving the value delivered
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From car financing to mobility data solutions



3. 
Succeed with multiple business models
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Myth 3

“If it doesn’t 

fit in our ROI 

model, the 

spreadsheet 

mafia will kill 

it”
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Overperformers play chess and checkers 
simultaneously
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Willingness to 

accept new 

business models43%

67%

Succeeding with multiple business models
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From supermarket to high street and subscription models



Across different industries …
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… different verticals…
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… different cultural and consumer segments…
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Through acquisition, and also home-grown



4. 
Apply whole-brain intelligence
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Myth 4

“If only we 

had stronger 

data and 

analytics”
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Overperformers unlock the value of data 
with deep human insights and creativity



Communicat ion > market ing > business planning
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AB test ing > human ins ights  > creat iv i ty
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Ability to attract 

whole-brain 
27%

69%

Whole-brain talent



UITPAKKEN LUXURY 

PERFUME OF XO
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Data and 

Analytics at the 

core of strategic 

decision making37%

67%

Putting data at the heart of decision making…
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UITPAKKEN LUXURY 

PERFUME OF XO

Building data-led 

creative 

experiences 32%

73%

And building more innovative creative solutions



Need to boost  f inancial  l i teracy & analyt ical  sk i l l s  
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Need to boost  human ins ights  & creat ive capacity
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Adidas 1
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Adidas 2
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Adidas 3
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Adidas 4
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Adidas 5
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Data-led creative solution development
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Interpreting journey data points for deep human insights …



1

5

2

64

3

7

… that drive creative solution development
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Customer-centric data infrastructure



5. 
Build a fluid organization
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Myth 5

“‘Agile’ is 

forcing us to 

redefine our 

RACIS”
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Overperformers organize to win the war in 
micro-battles



3 GOLDEN RULES
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Changing the perspective …
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Competitive 

agility
27%

64%

… on organizational change
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Effectively 

removing 

internal barriers17%

48%

Prioritizing the breaking down of internal barriers
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Effectively 

removing 

internal barriers35%

67%

Prioritizing internal connections
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Marketing 

and Sales 

collaboration48%

71%

Effectively integrating marketing and sales for e-commerce
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UITPAKKEN LUXURY 

PERFUME OF XO

External 

connectivity
46%

71%

Connecting more externally to build broader experiences
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Haier’s growth story is impressive: led by a strong founder
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Focusing on a ‘smart  home’ vision
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Flatter internal organization with smaller internal competitive teams
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Micro-battle entrepreneurial teams
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An incubation platform that challenges the status quo
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Partnerships and acquisitions to complete the mix
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Go-Jek’s explosive growth
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Starting with a clear code of conduct
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Promoting micro-entrepreneurship
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Consumer micro-battle teams
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6. 
Foster an open culture
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Myth 6

“Our culture 

cannot be 

changed –

it’s in our 

DNA”



Overperformers rewr i te the cul ture scr ipt
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People, change, 

entrepreneurship, 

innovation & 

teamwork29%

48%

Building a culture of people and results orientationn
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Ability to bring 

diversity to 

strategic decision 

making43%

62%

Diversity and inclusivity
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Fostering a spirit of entrepreneurship
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Rewarding employee ownership behaviors
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Overperformers boost entrepreneurial spirit
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Welcoming outsiders and using them to change the company
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Establish meaningful connections internally
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7. 
Humanize growth
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Myth 7

“Our 

objective is to 

boost 

profitable 

growth”
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Top-line growth is 

#1 ambition

Under and overperformers focus on top-line growth equally 
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Bottom-line 

growth is

#1 growth 

ambition

Underperformers focus twice as much on the bottom line
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People growth is 

#1 ambition

Overperformers focus twice as much on the people they 

serve: Clients, Colleagues and their Communities 
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Haidilao puts people first
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Starting with meaningful employee-care
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Resulting in excellent customer care
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Cisco made the transformation from profit to people



1

5

2

64

3

7

Simple & shared ambition: the Cisco people deal



Leading
Real Growth



BEYOND COMMUNICATION …



… AND SHINY DIGITAL TOYS THAT DISTRACT …



… BACK TO MARKETING BASICS



… REFOCUSING ON GROWTH



… CLAIMING A BUSINESS LEADERSHIP ROLE 



… 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 

partnership, collaboration and trust.”



Real Growth 
Foundation

Real   
Growth 
Foundation
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