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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

NORTHERN
EUROPE EASTERN
EUROPE
NORTHERN
AMERICA
WESTERN CENTRAL
EUROPE ASIA
SOUTHERN i@ﬁf““
THE EUROPE
CARIBBEAN NORTHERN
AFRICA
ACSS;’:?(?\; MIDDLE WESTERN
WESTERN AFRICA ASIA SOUTHERN SOUTHEAST
AFRICA ASIA
ASIA
EASTERN
AFRICA
SOUTH
AMERICA
SOUTHERN SoEaNIA

AFRICA



Barriers o market entry are dlsqppeqrmg




Better informed consumers are more demanding




Established players are losing out




Disrupters are being disru




Growth without sitrategic 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




Alternative growth models are emerging
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Marketing gets blamed when growth is Iacking...
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... CMO average only a 25-month tenure
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Our approach is familiar
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Experts from 11 WPP Companies Bl Initiative

for Real
- Growth
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Program orchesiration and partners Bl Initiative

for Real
Growth
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Taking brands further



Advisory Board Initiative
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Growth
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Antonio Lucio Lindsay Pattison Lorraine Twohill 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., MIN 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’
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1,000+ on-line survey respondents
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586 vision interviews in 15 markets
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WIDE SAMPLE OF FUNCTIONS, LEVELS & INDUSTRIES

39% MARKETING

25% GENERAL MAN

8% SALES

5% INSIGHTS

2%DIGITAL

26% OTHER

& 12% ceo
23% CMO

7% CCO/CSO

9-» 1% CHRO
9-» 57% OTHER
”

6% TECH

9% FINANCE

43% CPG

2% MEDIA

8% HEALTHCARE

6% RETAIL

26% OTHER



Growth Leaders Like ...
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r,r;z%/;eetgr/ CMO MOVES

SCOTTI

CHIEF MARKETING OFFICER




Contrasting overperformers and underperformers
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Real Growth




The seven building blocks of real growth

WHAT
What the company brings to market _




The seven building blocks of real growth

HOW
How the company is organized

WHAT
What the company brings to market



The seven building 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




Take
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an abundant market view
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“"Growth is
about
winning
market share
from
competitors”




Overperformers focus on Nielsen, Amazon
and Kickstarter

27% 11% 3%
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Assess and
vunderstand
market
developments

Excelling atf spotting and choosing the right wave



71% ¢

Consistency m
with big bets e

S KEEP
CALM

AND

BE
CONSISTENT

Overpertformers make big bets and stay consistent...
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597% Focus on

category growth
42, and beyond

< Polaroid

RGB camera

IR camera

Advanced image sensor
with global shutter
IR lens

Dot projector

Structured light transmitter
Micro projection lens

' 2
Diffractive beam splitter w
£ h
S, A

... taking a wide-angle lens: category growth and beyond
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Markus Wiger

Adobe Photoshop CSG

Adobe recognized the need to expand beyond creative...



Broadening the lens: Omniture acquisition



Adding a full marketing delivery suite through partners



MARS

petcare
da
A- botter world for pét

Mars moved Ifs focus from pet food to pet care
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safisfaction”




Overperformers embrace being
‘Always Beautifully Dissatisfied’




Deliver ever-
evolving
experiences

Overperformers focus on eliminating friction to delight
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From hotel rooms to full-service business travel solu’rions



From lobby check-in to terminal arrival assistance



Seamless entry experience



Reinventing the business center in partnership with FedEx




Spotify’

NETFLIX
»

pandora

Connectivity and enfertainment 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

Q Filter Download ‘
TITLE ARTIST ALBUM 5]
+  Sweeterman Ramriddiz Sweeterman 3 days ago
+  my boo kerri my boo 3 days ago
+  Down Girl Roy Woods Waking at Dawn 3 days ago

Continuously improving the value delivered



L easePlan USA

INtroduces
OneScore

From car financing to mobillity data solutions
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Myth 3

"It It doesn’t

fit in our RO
model, the

spreadsheet

mafia will kill &8
it”




Overperformers play chess and checkers
simvultaneously
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Review

men One Business
Model Isn't Enough

LAN Alirlines flourishes by running three distinctly
different operations at the same time. by Ramon
Casadesus-Masanell and Jorge Tarzijan

Succeeding with mulfiple business models



Introducing :
OepEsi- HomeMade
Created by us.

Made by you.

From supermarket > high street & subscription models
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— MENU OURBLADES OURPRODUCTS  GIFT (52 HOW ITWORKS REVIEWS LOGIN JOIN BO

BLADES
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... different verticals...



method

GJohnson

A FAMILY COMPANY

... different cultural and consumer segments...
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Through acquisition, and also home-grown




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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llowers Total Impressions Total Comments Total Likes Total Clicks

504 17 16 2
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AB testing > human insights > creativity

A DEX
I 1M«
S

ashable | Safe | Nontoxic
- 6 oz Glitter Glues (each 177 ml)

- 5 oz Clear Glues (each 147 mL)
TOTAL 22 oz (650 ml.)
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Data and

Analytics at the 0 S
core of strategic o.ul LC R
37% decision making 115 24
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Putting data at the heart of decision making...
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73% | Building data-led
creative
experiences

32%

And buillding more innovative creative solutions
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And human insights & creative capacity




[ Y = 2240 MW <€/ H430 &

= -\ micoach : = .\ WORKOUT HISTORY ) 2\ TRAINING PLAN

HACKERHUERGO NOVEMBER 2014

ACTIVITY LEVEL MOVIN

ST 7 DAYS 4&'W 4 11/11/2014 '1
Slxengiiiand Elox ——
o

© 00:24:22 ©0 414xe
0 223 : . . .
shhcan provide the best training
m planfforyou. Simply start by choosing

an areayou would like to focus on...

A DISTANCE KM

11/11/2014
Finish Faster - 10 K

03:27:31 2195 7:10 637 =

@ TME Q) cas ) Pace  RUN SCORE ©00:28:38 @ 5.56um RUNNING
D 5.09minvm O 395

FITNESS
11/08/2014
Free Running
©01:10:31 & 13.15km SPORTS
5. 22uinkm - O 765 ’
MORE WORKOUTS
— . —

Adidas



vMY PLAN

Boston Marathon2
Level &4

© VIEW WORKOUT LIST

REMAINING

WORKOUTS WEEKS

21 19

© EDIT PLAN SCHEDULE

> CUSTOM WORKOUTS

12 Dec 2010 - 1 Jan 2011

Sunday

I
[~

Free Running
01:27:48

v

26

20 Boston Mara...

|- =9
.01 :40:00

7

Forum

Pick Date

Monday

~
~

14 Boston Mara... Free Running

=
00:45:41 00:52:17

©
20 )

Tuesday

Display  All Workouts
Wednesday Thursday Friday

15 4y 16 17 18
treadmill and bike bike and treadmi... 13 Boston Mara...

e =
00:50:00 50:00:00 01:15:09

o

22 23 24 25

dreadmill and bike 16 Baoston Mara.. 17 Boston Mara.. 18 Baoston Mara.. 19 Boston Marsa..

:- =
00:45:00 100:43:00 .00.20.00 01.1.2.00 IOU :25:00 |
\ N \ J
27 28 29 30 31
Boston Mara... 22 Boston Mara... 23 Boston Mara.. 24 Boston Mara..
i- HE EEEE _--_
UJO:!.‘?:OO 00:40:00 UI 10:00 ) 100:44:00 J
L \

Adidas

Saturday

01 JAN




Adidas



Interpreting journey data points for deep human insights ...



... that drive creative solution development






Global Regional Global Global
Innovation Brand Brand Brand

Planning Director Team =
(MR&D budget) irector

Project Portfolio
for the Global
Innovation Plan
(GIP)

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

Agree Events Plan | : @ : ,
(Major Projects) | f 5 f

“‘Ag”e’ iS Agree-R&-D : ; f ;
forcing us to . ? f W

re d e fi n e O U r Development @

Resources/Budgets

R C |S 1) for GIP :
7\ Agree HPC ;

MR&D Budget

Finance

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




Changing the perspective ...
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Effectively
removing

internal barriers
17%

Prioritizing the breaking down of internal barriers



67%

Internal
Connectivity

35%

(Workplace

by facebook

Prioritizing internal connections



7 1 % Mq rke.l.i n g ZARA ZARA Official ZARA Ofﬁculzl Instagram ::oclxla:nlnwwwzom.com
and Sales

collaboration
48%

Eftectively integrating marketing and sales for e-commerce



External
connectivity

Connecting more externally to build broader experiences
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Haier's growth story is impressive: led by a strong founder



Wi-Fi Connected for
Ultimate Control

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

Schedule Remote Control

Focusing on a ‘smart home’ vision



...to make it more nimble, innovative and responsive
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ORGANIZATION

Flatter internal organization with smaller internal competitive teams



LONDON SCHOOL Case
REVIEW

Micro-bafttle entrepreneurial teams
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lﬁnav&ttm is tﬁicoul of Haier culture
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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



Starting with a clear code of conduct



Promoting micro-entrepreneurship
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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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People, change,
entrepreneurship,
innovation & x
teamwork

) -
Building a culture of people and results orientationn
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62% A.bl|lfy. to bring
diversity to b
strategic decision

43% making

Diversity and inclusivity
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Brands
Entrepreneur

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

POSITIONS EXPERIENCES

FROM T0

=

g

Rewarding employee ownership behaviors



Welcoming outsiders and using them to change the company



The seven building blocks of real growth

HOW

6. Foster an open culture

5. Build a fluid organization

4. Apply whole-brain intelligence
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Humanize growth
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Myth 7

"Our
objective is to
DOOSt
porofitable
growth”




Top-line growth is
#1 ambition

Under and overperformers focus on top-line growth equally



Boitom-line
growth is
#1 growth
ambition
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Underperformers focus twice as much on the bottom line



People growth is
#1 ambition

.‘,

Overpertformers focus twice as much on the péople hey
serve: Clients, Colleagues and their Communities




Haidilao puts people first



Starting with meaningful employee-care
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Resulting in excellent customer care



Cisco made the franstformation from profit to people



Simple & shared ambition: the Cisco people deal



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
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... AND SHINY DIGITAL TOYS THAT DISTRACT ..







... BACK TO MARKETING BASICS

McDonald’s

®




.. AND BUSINESS GROWTH

THE DISCIPLINE
OF GROWTH

Francisco Crespo
Chief Growth Officer

V9,

THE COCA-COLA COMPANY
beverages for life




... A BUSINESS GROWTH ROLE
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il Buck

\ INCOMING
PRESIDENT & CEO
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... 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.”




But then again ... YOU KNOW THAT!
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