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The IRG purpose

We help CMOs and other growth leaders drive
more humanized growth by connecting them to
peers, experts, and thought leadership
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Overperformers
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From supermarket
shelves to cafes &

Cosla Coffee

Introducing

oepsi. HomeMade B

Created by us.
Made by you.
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Deliver
ever-evolving

Unlocked

Amazon Delivery

1 item delivered by Stewart with Amazon
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Overperformers
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#1 CULTURE DESCRIPTION
Innovation,

change,
entrepreneurship
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Competitive
agility




Prioritizing the
breakdown of

Effectively
removing internal

barriers
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Connecting horizontally nE A m

3.5x 5.5x

more connections more connections
with other functions g 1 with senior leaders

. - e




Integrating marketing
d sales for

Marketing
and sales
collaboration






Combining technology 1\% Ability to atfract
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#1 GROWTH AMBITION
Bottom-line

profit
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#1 GROWTH AMBITION
Impact

on people
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The 7
Building Blocks HUMANIZED GROWTH
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Humanized Growth

Colleagues Customers Community Capital Markets
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.\__Exercise

. Take 5 min to score your
organization

. Take 30 min to discuss
best and worst scores

. Choose biggest
recommendations

. Plenary discussion
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Humanized Growth

Colleagues Customers Community Capital Markets
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Pre-COVID

Customers Capital Markets



Post-COVID

Colleagues Community
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Humanized Growth

Colleagues Customers Community Capital Markets
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STATEMENT ON THE PURPOSE OF A CORPORATION

Americans deserve an ¢cconomy that allows cach person (o succeed through hard work and creativity and to lead a life of meaning and digrdty. We believe the free market fyvstem
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 eguipment 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
envirenment by embracing sustainable practices across our businesses.

GEMERATING LONG-TERM VALUE FOR SHAREHOLDERS, WHO PROVIDE THE CAPITAL THAT ALLOWS COMPAMNIES
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 E!D Business Roundtable
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Many have
documented
the CMO ‘crisis’

Spotlight on Thé

Trouble with CMOs

Why CMOs Never Last
by Kimberly A. Whitler ad Neil Morgan

The Power Partnership: CMO & CID
by Kimberly &. Whitler, 6. Eric Boyd, and Nell Morgan

Reflections of a Six-Time CMO
An Intarview with Jog Tripodl by Dantal MeGinn

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

The Evolution of the CMO
byt Caran Fleit
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da Vinci Growth CMO

Media & Decoding
 Performance | World

REAL CROWTH CMO ATTITUDES
Marketing | | Growth
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More humanized
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