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Kimberly-Clark Names Alison Lewis As Chief
S Growth Officer

PR Newswire - Tue Jul 9, 2:00PM CDT

DALLAS, July 9, 2019 /PRNewswire/ -- Kimberly-Clark (NYSE: KMB) today announced the appointment of
Alison Lewis to the newly created position of Chief Growth Officer. Lewis joins Kimberly-Clark from Johnson
& Johnson, where she served as Chief Marketing Officer of the Global Consumer business since 2013. She
will join Kimberly-Clark at the end of July.

With her appointment, Lewis will have responsibility for leading the global marketing team, building
marketing capabilities, and leading the corporate research and engineering team on creating consumer-
iInspired innovation. She will play a key role in the company's initiatives to improve commercial capabilities

" that drive growth. Lewis will report to Mike Hsu , Chief Executive Officer, and become a member of
Kimberly-Clark's global executive leadership team.

= "This appointment demonstrates our commitment to drive growth and excellence in the way we invent,
market and sell our products across the world," said Hsu. "Alison brings a wealth of brand experience to

LCES this new position on our senior team. I'm confident she will help us put the full power of our enterprise
scale behind our biggest product, promise and channel innovation ideas."
Prior to her role at lohnson & Ighnson, Lewis served as Chief Marketing Officer. Senig jen
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MARKETING OFFICERT
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the rules

Hello dear,

\ 1- - = we're Capsule,
l the pharmacy

Eric Jackson

that comes to you.

Skip the trip to the pharmacy. CAPSULECARES.COM -' CAPSULE

Get the medication you need Lipitor A o
orvastatin

10 MG ONCE DAILY / 90 TABS

delivered to your door.

SIGN UP FOR CAPSULE
333 Park Ave South, Apt 5C

New York, NY 10010

+ CANCEL THIS ORDER
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‘License to operate’
being challenged




And then
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typically the
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And that's
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created IRG
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Tested and
proven

methodology

HER.ORG

Iy SEPTEMBER 2016
Why Your Company
b Needs a Foreign Policy
B“SI “ess =

HBR.ORG ? JULY-AUGUST 2034
36 Strategy
Four Paths to Business

Model Innovation
Karan Glrotra and Sorguel Netessine

104 The HAR Interview

Lenovo CEO
Yang Yuanqging on
the PC’s Future

42 The Big \dea

The Crisis in
Retirement Planning
Robert C. Merton

B2 Business Modals
Turning Services

into Products
Mohanblr Sawhnay

104 Managing Yourself
How to Tackle Your

Toughest Decisions
Joseph L. Badaraceo

S
i

The New Basicé of

MARKETING

WHAT DOES
YOUR CUSTOMER
REALLY WANT?

HOW TO FIGURE IT OUT
PAGE 45
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Global partners
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500+ vision
interviews
explored
contrasting
business
cultures

Chieft Marketing Officer, US

Morgan Flatley

Noma Halimana
Country Manager, Zimbabwe

.
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More than
4,500 survey
respondents
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data from over 800m+
connections across
3m+ employees
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The 7
Building
Blocks of
Real Growth:
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Overperformers think
about Nielsen, Amazon,

and Kickstarter

27% 11 3
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Mars: from
pet food to
pet care
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petcare
90
A better world. for pets:
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Overperformers play

chess and checkers
simultaneously
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0epsi
HomeMade

From supermarket
shelves to cafes

& subscription
models

Introducing :
oepsi. HomeMade s
Created by us. g
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Marketers need to
boost financial
literacy
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Evolving
experiences
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Focus on
eliminating
friction

Unlocked

- . Deliver ever-evolving
- e e experiences
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Spotify: constantly improving pam
your experience

&

You listen and
save songs

L‘pth\/ Qeve 'O;) >
your

Spotify usch create Spotify finds songs that fit

your profile, but that you
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The 7
Building
Blocks of
Real Growth:

WHAI

EVOLVING
EXPERIENCES

MULTIPLE
MODELS
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Overperformers
rewrite the
culture script

for Real

’ 3 Institute
Growth



Underperformers
more often defined
by “procedures,

Company Sales Process

S 77
s fr U C t U re & q U a I I ty Define Market Company Account Account Account Contact/Engage Foundation
Sales Training Strategy Investigation Sales/Strategies Customer Presentation
Go to Market bales Process, Contact Levels, Target Market - Himow!P;st Fi_les & " Cor:téct Levels t rofr:g;?ré ::e:ers Chmpany ',""° -
Product Knowledge/Market Define Relationships urrent Environmen Sarvices &
Strategy Knowledge, Faciitation Skills “{deal Customer” Onyx Database Qutsourcing Phiosophy rrange Foundation Capabilties
Presentation Skils, Proposa Annual/10k Report Opportunities, Presentation
Writing, Account M anagement, Articles, WebSlte | Target Focus
Capabilities Tours, Conceptual P&B, Contacis Influential
Strategic Selling Method Hoovers, Edgar's
* i

Implementation
Plan and Creatio
Agreed Upon wit
Client

Findings and
ecommendation
Presentation

Needs
Analysis

Resource
Engagement

Identify

Opportunities Written Proposal

Customer Data Gathering Define Scope Engage Business
ICustomer Business Plan Create Work Sheet Development
Organization Charts Undersiand Resource Questionnaires
Relationship/Credibiity Requirements Process
Buildng Send Resource Format, Pricing
Identify Business Issues Requirements to ROM
dentify Opportunity Type

#1 CULTURE DESCRIPTION

h 4

I ro C e d U re s ' Contract Service Billin n-Going Accou Business Account Review
Finalization Implementation K M anagement Plan Meeting
o
s rU C U re U q I AE Obtains £ dProlect Internal Business Pian
’ Signed AE SendFroje Kick -Off Account Review Process
Contract Form to RDM M eeting Proje ct Status Reporting
Internall External

Project Review
Client Sat Surveys
Status Reporting
Escalation Process
Project Turnover
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Overperformers
marked by
innovation,
change &
enfreprene

#1 CULTURE DESCRIPTION
Innovation, change,

enfrepreneurship

28 821%
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External connectivity

& 727 € 38~

Building an
ecosystem with
complementary
partners
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Unilever:
welcoming
outsiders to
promote
change within




Anticipative
organizarion




Overperformers
organize o win
wars through
micro-battles
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Effectively removing
internal barriers

475 € 257

Prioritizing the
breakdown of
internal barriers...




Connecting
both
horizontally

and vertically

9.9X ’

more connections

3.5x

more connections
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Marketing and sales
collaboration

667 €38

Effectively
integrating
marketing and
sales for
e-commerce
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Overperformers
unlock data
with human
insights




Ability to attract
whole-brain

Bringing
technology
and creativity
together
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Starting with
the data

Data and
analytics at the
core of strategic
decision making

47, @ 35%
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The 7
Building
Blocks of

Real Growth:

WHOLE-
BRAINED

ANTICIPATIVE
ORGANIZATION
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Humanized
growih
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“Our
objective
Is o boost
profitable
growth”
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Everyone
focuses on
top-line

y

-

200 NOE "ﬁ
#1 GROWTH AMBITION "
Top-line revenue )
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#1 GROWTH AMBITION
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More
underperformers
focus on the
bottom line
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#1 GROWTH AMBITION
Impact on people

More

overperformers
focus on the

people they
serve
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Cisco:from pum
product

focus to the
‘people deal’




The 7

Building
Blocks of HUMANIZED GROWTH
Real Growth:

EVOLVING WHOLE-
EXPERIENCES BRAINED

MULTIPLE
MODELS

ABUNDANT OPEN
MARKETS CULTURE

% & & b o netiste
for Real
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ANTICIPATIVE
ORGANIZATION
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Current
contribution
levels

EVOLVING

EXPERIENCES:

14%

ABUNDANT
MARKETS:

26%

HUMANIZED GROWTH:
67

WHOLE-
BRAINED:

17%

MULTIPLE
MODELS: ANTICIPATIVE

4% ORGANIZATION: 21%

OPEN
CULTURE:

12%
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The
emerging
future

HUMANIZED GROWTH

EVOLVING WHOLE-
EXPERIENCES BRAINED

MULTIPLE
MODELS

ABUNDANT OPEN
MARKETS CULTURE

ANTICIPATIVE
ORGANIZATION
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Real Growth
= Multiplier

effect

Colleagues Customers Community Capital Markets

Short Term Focus
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Detractors '
... and

responses
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Companies
spending money
on this typically

underperform




Response

Companies that added
Total Societal Impact (TSI) to
Total Shareholder Refurns
(TSR) outperformed thelr
peers on:

- Margins
- Valuation
- Net Income.

ﬂﬂﬂﬂﬂﬂ
for



Response

Share value of companies
that connect effectively with
all stakeholders outpertorm
thelr competitors by more

than 2% a year on average McKinsey
& Company

ﬂﬂﬂﬂﬂﬂ
for R



Response

‘There Is no financial frade-
off In the returns of
sustainable funds and
traditional funds’

‘Sustainable funds may offer

lower markef risks’ Morgan Stanley
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Considerations

Companies Expected to Take a Public Stand
on Social Issues

Issues companies have an urgent obligation to take a public stand on to
ensure the global business environment remains healthy and robust

Most selected Education reform/training
Environmental issues

Free trade

Automation of workforce
Income inequality
Gender issues
Workplace diversity
Immigration

Globalization

you should address one or more of these issues

Least selected Outsourcing

Response

Edelman
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Growth '
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CREATIVE

CONSCIOUS

COMPASSIONATE

INCLUSIVE

SUSTAINING

IIIIIII
0

CAPITALISM
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BLACKROCK
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Business
Roundtable

\n

“ch of our sfakeholders IS essenhal We commli
o deliver value to all of them, for the future success

of our companies, our communities and our
_.country.”

Business Round Table
Statement of Purpose
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WORLD
ECONOMIC
FORUM

'The purpose of a company Is
to engage all its stakeholders
INn shared and sustained value
creation.’

Founder and Executive Chairman,
World Economic Forum
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Real '
Growth

Leadership
A
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Business

Roundtabl
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Lack of
alignment with

the CEO
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...and shiny,
distracting
digital toys
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Making better
marketing
decisions...
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Driving
Real Growth

UNILEVER
SUSTAINABLE
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Driving
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da Vinci
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« Translafing Trends
« Total Stakeholder Understanding

1. Decodin . A . .

. g & Deep Human Insights
— ‘ = <% ' .«.;:.f- - ' : .\ “"Gi’ .

= the World . B - Market Segmentation
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Business Growth Visioning

Balancing short- and long-term
Market Assessment (Where to Play)
Integrated Business Planning
Financial and Data Literacy
Commercial Leadership

Aligning Business and Marketing KPIs

2. Growth
Strategy
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3. Strategic
= Brand -
Development




Product & Service Development

4. Produc'l' & Experience innovation

Innovation Process Leadership

SerVK:e Confinuous Experimentation
IanVQﬁOn Technology Incubation & Partnering
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5. Breakthrough
Content and
Engagement

S

.‘

» Inspiring Creative Excellence
« 360 Infegrated Communicati
» Activation and Engagement
« Social and Influencer Market

10N
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/Q\ airbnb

AT

. -
Recommend Enjoy your trip

— IndiGo, Spicejet & AirAsio
27 " Sole s LIVE!

. « Own the Experience Journey

6. Creqhve « Understand Key Experience Drivers
« Creative Experience Design

Cuslllomer » Personalization and Engagement

Experience » Evolving Frictionless Experiences
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8. Revenvue &
Channel

Leadershi *
p -.

Revenue Optimization
Channel Management
E-Commerce & Social Commerce
CRM & Loyalty Leadership

Sales & Field Enablement




« Fostering a Human Cenftric Culture
« Promoting Marketing Understanding

- e . « Building Marketing Excellence
9' Mque g - « Marketing Structure and Operations
Cq ole biliiy ey / +  Agency Management

» Partner Ecosystem (In-housing)
« Talent Management




10. Media &
Performance
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urious &
Agile Learner
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Connected &
~ Collaborative
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Speed &
Impact Obsessed

_



Courageous
& Inspiring
Storyteller




da Vinci
Real Growtih

CMO profile

Institute
for Real
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SpencerStuart
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a\ Growth CMO ExperiencES

Re

Media & . . . Decoding the

Performance World

Marketing Growth
Capability Strategy

Curious &
Agile Learner

Courageous &
Inspiring
Storyteller

Revenue and Strategic
Channel Brand
Leadership Development

Speed &
Impact
Obsessed

Connected &
Collaborative

Integrated
Stakeholder
Engagement

Product &
Servant Service
leader Innovation

Creative Breakthrough
Customer Content and

Experience . . Engagement
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