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IRG 100 Roadmap
Why

0.1 Personal Introductiol
0.2 Program and Business Introducti
1.1 Humanized Growth Study

1.2 Leading Humanized Growth

1.3 Decoding the World

1.5 Personal Passion & Purpose

1.6 Network & Sparring

Growth Opportunities

Key

. Set-up & Finale Sparing
. Core curiculom [ Milestone
. Leadership [ Feedback

What

2.1 Abundant Markets
2.2 Multiple Business Models
2.3 Evolving Experiences

2.4 Da Vinci Growth CMO

How

3.1 Human-Centric Transformation
3.2 Open Culture
3.3 Anticipative Organization

3.4 Whole-Brained

4.1 The Shared Growth Opportunity
4.2 Cannes Preparation

4.3 Cannes: Community & Impact
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Today’s Agenda

10’ Infroduction

20’ Personal connect
15’ Humanized Growth
40’ Break out & Plenary

05’ Nextsteps & Close

3
«e®
Poll Results «®
e e®
4 & e
*6\50 o ‘6‘\50 94 C)‘
S o £ (] (\9\
s“o‘\ 0.\50 ) ?‘g‘e s“o
| consider myself competent in assessing
and understanding market trends and 02% 07% ] 2%
developments
Marketing plays a leading role in 007 077 51 7
helping our organization understand the ° ° °
world around us
Our organization ahs an equal
understanding of the needs of all major
stakeholders - colleagues, consumers, 00% 26% 02%
communities and capital markets
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The 7

HUMANIZED GROWTH

Everyone focuses on

ALl newenl| {IH..I. <L

#1 GROWTH AMBITION
Top-line revenue
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More underperformers

Ly = L

#1 GROWTH AMBITION
Bottom-line profit

#1 GROWTH AMBITION
Impact on people
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The 7
Building Blocks
of Humanized

HUMANIZED GROWTH

EVOLVING WHOLE-
EXPERIENCES BRAINED

MULTIPLE ANTICIPATIVE
MODELS ORGANIZATION
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HUMANIZED GROWTH

EVOLVING WHOLE-
EXPERIENCES BRAINED

MULTIPLE ANTICIPATIVE
MODELS ORGANIZATION
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Humanized Growth

Colleague Customer Community Capital Market
Value Value Value Value

Being human is

’o
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Colleague

Your Partner Experlence

HANDCRAFTED Jus
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Customer

STARBUCKS FARMER SUPPORT CENTERS

We,
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Inveslopedia published on TradingView.coin, Jenuary 13, 2020 D8:34:19 MST
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Take 5 minutes each to
infroduce yourself & share
how involved you are in
value creation for each of
the 4 C stakeholders?

15 min

let’'s colour
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From: Selling cans of paint To: Selling tins of optimism

12



1/29/2021

13



1/29/2021

14



BRASIL
adding colour to the favelas

SOUTH-AFRICA
adding colour to the townships

UK & MOROCCO
adding colour to the schools

NETHERLANDS
adding colour to sport cantines

lla
“ Adding colour to nursing homes
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A true North Star

Clear and compelling benefits } Consistent total experience across touch points

Functional

Emotional

Societal

30
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Market share

Year 0

31

l"_ Pl —

Exercise

Indivually write down:

« Does your company have a
clear strategy for value
creation for all stakeholders?

* Are the strategies coherent? |
+ Are they long- term?

05 min
o

32
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Exercise &

In your breakout:

+ Share your review f ?

+  Write down the single . AN
most important A

learning to share in the B
plenary ({
h)_' . ._
e 25 Min

~ .
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Exercise

Plenary

Share most important
learning

>

"
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The “business plan
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SUSTAINAGLE
DEVELOPMENT
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signficnent
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SDG'’s

In practice

3 q MBS

50+ Real World Examples of Private Sector
SDG Leadership

BY DAVE KLAR
March 25,2019

Announcing the winners of the inaugural Global SDG Awards

The UN's Sustainable Development Sioals (SDGs) have quickly become a common language ss
sustatnability leadership in the private sector has evolved from sustainability reporting to trgeted
responsible action. The Global SDG Awards - a not-for-profit organization developed to increase
private sector SDG engagement ~ rewards the businesses that are inspiring and influencing real,

38
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G000 HEALTH
AND WELL BEING

Whemc- sis hits:

“mobiliging kmdness'
In our communltles

B Aviva
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1 CLIMATE
ACTION

Reflection

Reflect on the Growth Tensions:

What are key take-outs?

What do you need to action?

1/29/2021
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Hamdi Ulukaya | TED2019

The anti-CEO playbook

| : —

ENACTING PURPOSE
WITHIN THE
MODERN CORPORATION

A Framework for Boards of Directors

44
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SDG Progress - The Global

Picture
UN Globa TVJ‘ h

Preparation

Prepare a key
‘purpose’ challenge -
Personal or Corporate
that you are facing for
discussion in your
break-out team
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Lucas Perrau
Head of AR / VR Sales

Friday January 29

9 AMEDT | 2PM BST | 10 PM CST

FACEBOOK

Hosted by IRG Founder Frank van den Driest
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Alex Weller‘

Evelyn Doyl

Friday February 12

9 AMEDT | 2PMBST | 10 PM CST
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Charlotte Petri Go

Assistant Secretary General

Friday February 26

? AMEDT | 2PMBST | 10 PM CST

unicef¢s®

Hosted by IRG Founder Marc de Swaan Arons
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Institute
for Real
Growth

See you next week!
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