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Today’s Agenda

* |Infroduction
 Breakouts: attifudes & behaviors
« Self assesment & GROW

« Coaching

« Debrief & Close




Poll Results o

To what extent do you agree with the OO% 07% 07%

following statement: There is clarity in the
company around the role of marketing

To what extent do you agree with the
following statement: My executive board 00% 1 3% 1 3%
and | are aligned on my role

To what extent do you agree with the
following statement: | partner with other OO% 00% 33%

functions to create value for all stakeholders
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¢  Average Tenure of CMOs Falls Again
o But ranks of top marketers became more diverse in 2019, Spencer Stuart study finds
%
CONTENT FROM OUR SPONSOR

Deloitte

CMO Insights and Analysis from Deloitte

2020 Global Human Capital
Trends Part 1: Social Enterprises
Pursue Purpose

Deloitte’s 2020 Global Human Capital Trends
report explores the evolution of the social
enterprise and how business leaders can
foster a more engaged, empowered workforce,
This article. the first in a two-part series.
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Real Growth CMO Experiences
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Courageous &
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leader

Creative
Customer
Experience
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World
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Why we're thinking

Attitudes

Qutcomes - Behaviour




|
Exercise

|

4‘ In pairs

| Focus on your allocated Attitude

" What does a CMO with this |

! attitude:

1.

Believe about the world around
them?

2. Believe about themselves?

3. What behaviours do they display?

25 min
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Exercise

Individually

Step 1. Draw your own
performance on the spider
diagram.

Step 2. With a different colour,
draw what your key stakeholders
require from you.




GROW - a model

Goals

* Ask the person what
they are trying to
achieve

Realiﬁes/
Roadblocks
* Ask what getsin the * Have the person * Ask if they are
waye generate options willing to pursue a
. Ask how redlistic the they see for por’ripulor option,
goal is? overcoming the and if so when,
roadblocks in order where, how, etc.e
to achieve their
godal



|
Exercise

In new pairs

R k“

Take it in turns to coach
each other through the
shift that you want to

make, using GROW




Reflection

.

Session reflections &
next steps
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How To Stari

New Habits
That Actually THE 3 R's OF HABIT FORMATION

Stick

REMINDER ROUTINE

The cue or trigger that starts the habit. The action you take. The habit itself.
(Example: Traffic light turns green.) (Example: You drive through the intersection.)

If the reward is positive, then you'll R E w A R D

have a desire to repeat the action
the next time a reminder pops up.

Eventually, this repeitition will form The benefit you gain from doing the habit.

a new habis: (Example: You get closer to your destination.)




SPOTLIGHT ON LEADING THE FOCUSED ORGANIZATION
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Supercell CEO thrives on trusting the
instincts of game developers

Dean Takahashi @deanta k March 29, 2018 5:15 PM f Yy in
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