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Today’s Agenda

* Preparing for the Finale

Breakout discussions

* Coming up in the program

* A nice surprise!
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1. Finalize your
Humanized
Growth Ambition
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Milestone 2: Growth Ambition

Business Growth Ambition
Colleagues:

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

Customer:

Innovate against purpose to develop breakthrough new products that
improve consumer's lives.

Community:

Activate brand purpose in communities fo make a positive societal impact

CapitalMarkets:

Shift to more emotional positioning ferritory 1o increase consumer salience
and grow market share.

Fersonal Growth Ambition

1. Hewvatethe relevance of my own role. through inspiring storytelling
around the purpose

2. Demonstraie the business drnving role of marketing amongst senior
management by being impact obsessed.
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New value propositions

2. Start thinking about
the Humanized
Growth Plan for your
Organization

Corporate initiatives
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To get some advice

Sanda Ojiambo Javier Meza Conny Braams

CEO CMO Sparkling Chief Digital &
United Nations Global Coca Cola Marketing Officer
Compact Unilever

Mark Read . Carol Chen . Hans Ploos
CEO , Global Marketing VP van Amstel
WPP Shell

CFO .
The Partners Group .}]‘
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And become the




IRG 100 Roadmap
Why » What » How

0.1 Personal Introductions

0.2 Program and Business Introductions

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 Organization

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

2.5 Da Vinci CMO Attitudes & Behaviors

3.5 Diversity for Growth

1.5 Personal Passion &

1.6 Network & Sparring 2.6 Network & Sparring 3.6 Network & Sparring

Growth Plan

Growth Opportunities Growth Ambition

Growth Ambition Feedback Growth Plan Feedback

4.1 The Shared Growth Opportunity

4.2 Cannes Preparation

. Set-up & Finale Sparrin 4.3 Cannes: Community & Impact
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Take 5 Minutes

Prepare a key challenge —
Personal or Corporate that you
are facing for discussion in
your break-out team:

« Human-centric
Transformation

« Open Culture
« Anticipative Organization

e Whole-brained m—
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In groups of 4:

* Pitch your ‘HOW’ challenge
(personal or corporate) in max 60
seconds

Select most interesting/relevant i
challenges o

“Hack” the challenge
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Exercis
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Plenary

Share #1 most
important/actionable learning







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
Egj Egzj Growth Plan
i
= =] Growth Plan Feedback
Key
. Set-up & Finale Sparring

. Core cirriculum Milestone
. Leadership @ Feedback

| = L
:_L_'; ﬁﬁh?w
—_[7 ottt




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|




IRG Community
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) Breakout Rooms - Not Started
marla skiko
Tarie Hassan
Frank van den Driest Room 5
lean Paul Laurent

Steven Tristan Young

HEN
Sue Allchurch 4 .
Tamara Rogers - .

wsouthe

Jean Paul Laurent

Room &

Raguelle Zuzane
Room 7
AkshatPipersen

Andrew Monu

Lex Braclshay

Fatnic

Options

Ereran




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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4.1 The Shared Growth Opportunity

Key
- Set-up & Finale Sparring

.Corecirriculum Milestone

. Leadership @ Feedback
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Program Outline

Deliver concrete humanized business and
personal growth plans

Build cross-functional team capability to deliver
more humanized growth

Connect with world-class content, experts, and
practitioners

LUM 4
o -
) -
3 modules — covering the Why, What and How

of humanized growth

Qual and quant external benchmarking to
provide fact-base for growth plans

Alignment and integration with existing
strategy planning processes

Teams of 20 marketing and cross-functional b
colleagues >10 yrs. experience

4 month, blended & interactive program
requiring 2-3 hrs/week time commitment

Launching September 2021
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The Program Curriculum

WEEK 4 ] WEEK 6 WEEK 7

A

Leading Humanized Leadership: Stakeholder
Change Growth Self Interviews

Milestone 1
Delivery week

Personal Growth
Introduction Study

2 hours 2 hours 2 hours 2 hours 3 hours

2 hours 2 hours

=i . -
H a WEEK 8 X WEEK 9 - WEEK 10

| Abundant ' Multiple Evolving Leadership: Milestone 2
Markets Models Experiences Team Delivery week

2 hours 2 hours 2 hours 2 hours 2 hours

WEEK 15 WEEK 16

Open Aticipative Whole-Brained Leadership: Milestone 3 OpCo
Culture Organization Ecosystem Delivery week Presentation

2 hours 2 hours 2 hours 2 hours 3 hours 1 hour
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The Learning Journey

MODULE 1: WHY MODULE 2: WHAT MODULE 3: HOW

T I il | - |
Core team discussions O 6 ¢ o o ® 0 o ©o ® 6 6 ©
Milestone . . .

S

OpCo Presentation @



Democratizing Content:

Winning by
Humanizing
Experience:

Best practices
from China and
the West

3-Hour Interactive IRG Masterclass

Tuesday, May 254t 8:30am EDT

TICKET SALES ARE CLOSED
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Marc Pritchard

Chief Brand Officer

Friday June 11

?AMEDT | 2PMBST | 10 PM CAT

Register here

Hosted by IRG Founde Frank van den Driest

Maarten Wetse

Integrated Gas, Renew
Energy Solutions Director

Friday June 25

PAMEDT | 2PMBST |  PM CST

Register here

Hosted by IRG founder Frank van den Driest

Ramon Laguar

Chairman & CEO

Friday June 18

? AM EDT | 2 PM BST | 10 PM C5T

@PEPSIGO

Register here

Hrosted by IRG Foundar Frank van den Driest
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