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The IRG purpose

We help CMOs and other growth leaders drive
more humanized growth by connecting them fo

peers, experts, and thought leadership through
ive-action programs.
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Participants IRG100

Sylvia Mulinge Andisa Ntsubane Brian Hui Will Rossetti Tina Beuchler

CCO CMO Head Of Customers And Director Of Analytics And  Global Head Of

Safaricom PLC Old Mutual Marketing Interactions Media & Agency
HSBC Lloyds Banking Group Operations

Nestlé Nutrition S.A.
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#1 CULTURE DESCRIPTION
Innovation,

change,
entrepreneurship
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Integrating marketing
d sales for
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collaboration
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More underperformers
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#1 GROWTH AMBITION
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The 7
Building Blocks

HUMANIZED GROWTH

EVOLVING

TR WHOLE-BRAINED

ANTICIPATIVE

MULTIPLE MODELS ORGANIZATION




HUMANIZED GROWTH

EVOLVING

EXPERIENCES WHOLE-BRAINED
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MULTIPLE MODELS




Humanized Growih

Colleagues Customers Community Capital Markets










- W g

EA(H mfv

SY sY o
TRUTHﬁmw




Pre-COVID

Customers Capital Markets



Post-COVID

Colleagues Community
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HAND
SANITIZER

Alcohol Antiseptic 80%
Topical Solution
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adidas (at ) ©

’ Nike @ @Nike - 1d
Let’s all be part of the change.

#UntilWeAIIWin

-
) -~ s’ »
’ -
R / )
. - ) - \ "3 5
v .
f ’ * v »
v/ \ : “
-4 P :," . .
- -
A ‘
l - . v -




Humanized Growih

Colleagues Customers Community Capital Markets







BLACKROCK

'if

-so<:|ety

LT

lun‘ _'-

»
Laurence D. F|nk
Chairman & Chief Executive ¢ fflcer quckRock e



o

2019: US Business BRI



STATEMENT ON THE PURPOSE OF A CORPORATION

Americans deserve an economy that allows each person to succeed through hard work and creativity and to lead a life of meaning and dignity. We believe the free market system
is the best means of generating good jobs, a strong and sustainable economy, innovation, a healthy environment and economic opportunity for all.

Businesses play a vital role in the economy by creating jobs, fostering innovation and providing essential goods and services, Businesses make and sell consumer products;
manufacture equipment and vehicles; support the national defense; grow and produce food; provide healthcare; generate and deliver energy; and offer financial, communications
and other services that underpin economic growth.

WHILE EACH OF OUR INDIVIDUAL COMPANIES SERVES ITS OWN CORPORATE PURPOSE, WE SHARE
A FUNDAMENTAL COMMITMENT TO ALL OF OUR STAKEHOLDERS. WE COMMIT TO:

DELIVERING VALUE TO OUR CUSTOMERS. We will further the tradition of American companies leading the way
in meeting or exceeding customer expectations.

INVESTING IN OUR EMPLOYEES. This starts with compensating them fairly and providing important benefits, It also
includes supporting them through training and education that help develop new skills for a rapidly changing world.
We foster diversity and inclusion, dignity and respect,

DEALING FAIRLY AND ETHICALLY WITH OUR SUPPLIERS. We are dedicated to serving as good partners to the other
companies, large and small, that help us meet our missions.

SUPPORTING THE COMMUNITIES IN WHICH WE WORK. We respect the people in our communities and protect the
environment by embracing sustainable practices across our businesses.

GENERATING LONG-TERM VALUE FOR SHAREHOLDERS, WHO PROVIDE THE CAPITAL THAT ALLOWS COMPANIES
TO INVEST, GROW AND INNOVATE. We are committed to transparency and effective engagement with shareholders.

EACH OF OUR STAKEHOLDERS IS ESSENTIAL. WE COMMIT TO DELIVER VALUE TO ALL OF THEM,
FOR THE FUTURE SUCCESS OF OUR COMPANIES, OUR COMMUNITIES AND OUR COUNTRY.

BRT.org/OurCommitment BID Business Roundtable






Many have
documented
the CMO ‘crisis’

Spotlight on The

Trouble with CMOs

Why CMOs Never Last
by Kimberly A. Whitier and Neil Morgan

The Power Partnership: CMO & CI0
by Kimberly A. Whitler, D, Eric Boyd, and Neil Morgan

Reflections of a Six-Time CMO
An Interview with Joe Tripodi by Daniel McGinn

Reducing CMO Turnover: A Recruiter’s Prescription
by Greg Welch

The Evolution of the CMO
by Caren Fleit
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da Vinci Growth CMO
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SpencerStuart

Media & ' Decoding
Performance | the World

REAL GROWTH CMO ATTITUDES

Marketing

Capability E‘n :Jrrm-:’:';?; Curious &

Storyteller

Agile Learner

Revenue &
Channel |
Leadership

Speed &
Speed & Connected &

Strategic
Brand

Development

Collaborative

Integrated
ﬂﬁhhﬂidﬂ Servant
Engagement Leader

Breakthrough
Content &
Engagement

Product &
Service
Innovation




More humanized
Growth Strategy
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