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IRG 100 Roadmap
Why » What » How

1.1 Humanized Growth Study 2.1 Abundant Markets 3.1 Human-Centric Transformation

1.2 Leading Humanized Growth 2.2 Multiple Business Models 3.2 Open Culture

1.3 Decoding the World 2.3 Evolving Experiences 3.3 Anticipative Organisation

1.4 Humanized Growth 2.4 Da Vinci Growth CMO 3.4 Whole-Brained

1.5 Personal Passion & 2.5 Da Vinci CMO Attitudes & behaviours 3.5 Diversity for Growth
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Milestone 1: Growth Opportunities

i Key Learnings

‘is'l Key Learnings
|_. “ Stakeholder Interviews

Online Survey

« 20% below average on “Evalving
Experiences” low

+ 10% below average on “Open * Brazil: overdeliveringon
Culture” employes engagement

« On poar with overperformers on
pricie around brand purpose

Business Growth Opporfunities

I Leverage momentum around brand purpose to increase employee
angagermani

2. Leverage best practices on o giobal scale

11" Personal Growth Opportunities

| Bring more meaning to my work

FEH

» Globol employee engagement

Milestone 2: Growth Ambition

Business Growth Ambition
Colleagues:

Use brand purpose fo drive employee pride and engagement and
marcom efficiencies

Customen

Inmowvate against purpose to develop breakthrough new products that
improve consumer’s lives.

Community:

Activate brand purpose incommunities o make o posifive socletal impact

Capital Markets:

Shift to more emotional positioning territory to iIncrease consumer sallence

and grow market share.

" Personal Growth Ambition

1. Elevatethe relevance of my awrn role, through inspirdng storytelling
around the purpose

2. Dermonsirate the business divingrole of marketing amongst senior
monagement by belng impact obsessed.

F I

2 Milestone 3: Growth Plan

/|| Business Growth Plan

1, Regenerate own officesin 10 lead
rmexrkets by repainting them, using own
stofl

2. Innavateand/or roll out innavation
best proctices to maks the painfing
joumey o.mane easy and pleasant one

3, Single compaign operating in key
markets

4, Share best prachices from Brazil - roll
out community regeneration projects

/" Personal Growth Plan

1. Engage with country feams - Inspire
them around the purpose and help
bulld requiked skills and focliet

2. Push global brand teanm memibers to
fast forward roll out of Innovations to
demeonstrate butiness impact

FEH

Business Growth KPls

KP1: Tam proud fo waork for' up by 10%
in next yeor employees survey

na

. 10 crossregional innovation projects
by end 2021 jreduchon from 50 local
profects|

. Adverfising cost reduction of $10% by
end 2021
20 painters trained by end 2021
across lead markets

)

s

FINANCIAL RESULT:
+ Sales +a% globally for 2021

* Market share growth of minimam 3%
across |10 lead markets by end 2021

Personal Growth KPls

3460 review demonstrafing 1 full point
increase in scores on “inspiting
storyfeller” and “speed and impact
obsessed” [on & poinf scale|




Weekly Poll

bgram Comuwnly My leuming  Uewry  lomondng Grosdh Seiss 2 | B8 & Loaoos wliees §

Program Roadmap

¥ Key ¥ Why ¥ What ¥ How

. Colucon thew Sumbom
. iml Laor-ing SIsadome

wamunity Ay Leaming Hunsaniring Corenn S

Libwaary

Progrars and Busincs
Introas Hare:

[2men}
Hlecnes loke o les momans S comrpeebs s weecs pobl el e decasarn b et o (e ] ol e messheg.

. Pt
Abundan! Moarkets Poll
BumenlFed gageeers: 22

Giuaalin.

Inew skoregy plarning | pust bor o mare sesanded ceinbon of our meorked

@ Click here to compleie

Reflection

[ ECEacl
taminj

Al mad ot ke bes sesskar, sl gen Pl an s naarirify e ropnes prir mhaetone Clsk co the Tk ook b aen s

(L 2L NIEE

e —

i Reflechon

_l_l Iratiuhe
| Ve Rl
Growth




Today’s Agenda

* Intro & presentation
* Group discussion
* Humanized abundance

* Plenary discussion

* Next steps & close
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) “Growth is about
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Focus on increasing
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Overperformers
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Focus on category

growth and beyond ‘




" From creative
oftware to tota
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Remember this?

2 7% 11% 3%

nielsen amazon "'c"
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&) Discovery

From product ot Vitality
to service and : '




From functional,
to emotional

T~
=~ PROTECT
AdlllG ERe

- Buy a limited edition Whiskas” mh
Murure their nature pack and you will help protect

a tiger for a day Musture thair naturs




dyson

Extend based
onh core







G

P:W Q‘-’-J‘:’L

FARILS

But watch out!

plarra cardin

Plerre Cardin
harenboxer

Chiyarea keyrsn an deasrs
Pt & b L

299

3,52 incl.







Spotting and
riding the right " ;

Assess and understand

market developments G
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Journey maps

EXPLORE SHOP BUY

ONBOARD USE ENHANCE ARRIVAL SERVICE RENEW

V) O

APPRECIATE SUPPORT
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Adecco
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Be there for me
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One version
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[l 1 Tackle Your
'lbamlllta't Decisions
eeaph L. Bxdarzcca

WHAT DOES
YOUR CUSTOMER

REALLY WANT? CD50%0 Ability to link different data

HOW TO FIGURE IT OUT
PAGE 45

sources to distil insights
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DIAGEO

Embracing risk and
experimentation









Colleague Customer Community Capital Market
Value Value Value Value




Colleaques
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Customer

3@ T W, 89% N 10:03 AM

ake control of your
credit
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TransUnion

!pdated on Sap 24

Check your reports anytime,
and zero in on the factors that
help your scores grow.

Already have an account? Sign In

credit karma

wll ATET [TE 6:56 PM 0 A2 |

& creditkarma.com L4

A # B & =

Home Recormmendations Zards Loans

e
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818 |

Excellent
TRANSUMION
Updated har 1, 2019

() How is my scorme caloulated?
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Excellent
EQUIFAX

CREDIT ACCOUNTS ALITC & TAX
™ ;-:—
% &

) )

Suggested for your credit

Wi suggest offers based on your credit profile, Approval
Cidds, and monay we make fram our partnars. Advertisar
Digclosure
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PATEK PHILIPPE
GENEVE

H-:"_E N YOUr W r!'.'-'l‘l 1L WET

You never uctu;lllj.r own
a Pacck Philippe.

You merely look after it for

the next generation.

Calatrava Ref, 60060




Individually

Where are we leading and lagging
with Abundant Markets?

o
Why? What is blocking success? r

What can | do to enable success?

s



4 InGroups:

Introduce yourself

Schedule sparring call re
milestone 1

Discuss and prioritize
best practices for
enabling Abundant
Markets success
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Reflection

.|

Reflect on the Abundant Market
opportunities & challenges:

* What are key take-outs?
* What do you need to action?




Rory Sutherland
10 Rules of
Alchemy




SPOTLIGHT ON WHERE STRATEGY STUMELES




The
Turnaround —
Lego

Excerpt from
the Moment of
Clarity

USING THE HUMAN SCIENCES TO SOLVE
YOUR TOUGHEST BUSINESS PROBLEMS

HARVARD BUEINESS REVIEW PRESS

The

Case Study

The LEGO
Case Study
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Marketing perceived as
insufficientl




./ Overperformers
-
" — play chess and

.
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Willingness to accept new
business models



Business Model




> 3 million copies.

You're holding a handbook tor visionaries, game changers,

and LT.|'1—,-'J||E!':IH'[,"| § SUIVINE [0 |Z-:‘|'-:,.- outmoded business models

and design tomorrow's enterprises, It's a book for the..,

Business
KA~ 1 7
Eﬂ@ﬂﬁi

DESIGNED BY

Alam Smith, The Movement




DOLLAR SHAVE CLUB




Alex Wel

Evelyn D

Friday February 12

9AM EDT |2 PM BST | 10 PM CST

patagonia

Hosted by IRG Founder Frank van den Driest



Charlotte Petri Gor

Assistant Secretary General

Friday February 26

9AM EDT |2 PM BST | 10 PM CST

Hosted by IRG Founder Marc de Swaan Arons
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