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IRG Purpose

We help CMOs and other growth leaders drive more 
humanized growth by connecting them to peers, 
experts, and thought leadership



IRG Partners



IRG100

The IRG100 Leadership program consists of 26 blended learning sessions both online and in person. The program builds on the 7 Building Blocks 

for Humanized Growth and also includes Da Vinci Growth Leadership, Business Model Canvas, Humanized Commerce, Visual Thinking Strategies, 

and Human-Centric Transformation
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IRG Masterclass



Traditional 

business growth 

formulas are 

lacking 



Traditional 

business growth 

formulas are 

lacking 



Cannes CMO Council:

Influence Challenge





The Humanized 

Growth Study 2020 

750+ QUAL 

5,000+ QUANT
(across markets and functions)

3,500+ AI analysis
(growth publications)

3M+ LinkedIn 
members behavioral analysis 



Updated since 

COVID struck 



Analysis



take to win 

What does it 
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The 7 

Building Blocks 

of Humanized 

Growth 



Markets

1. 

Abundant 



Spotting and choosing 

the right wave 

36%

86%

Assess and understand market 

developments



11%30% 3%

Overperformers

think about Nielsen, 

Amazon and Kickstarter 



Mars: from Pet Food 

to Pet Care 



Models 

2. 

Multiple 



Overperformers 

play chess and 

checkers

simultaneously 

Willingness to accept new 

business models 

39%
71%



From supermarket 

shelves to cafes & 

subscription models 



Experiences

3.

Evolving 



Overperformers 

embrace the ‘Always 

Beautifully 

Dissatisfied’



Focusing on 

eliminating 

friction 

Deliver 

ever-evolving experiences

32%
81%



Culture

4.

Open



Overperformers 

rewrite the culture 

script



Building an ecosystem 

with complementary 

partners 

External 

connectivity

39%
67%



More diverse strategic 

decision-making 

Diversity in strategic  

decision making 

45%
70%



133
OP index 

#1 CULTURE DESCRIPTION

Innovation, 
change, 

entrepreneurship

Culture to deliver 

evolving experiences



Organization

5.

Anticipative



Switching 

perspective…



…on organizational

change 

Competitive

agility

16%
68%



Prioritizing the breakdown 

of internal barriers 

Effectively removing

 internal barriers 

24%
50%



Connecting horizontally 

And vertically 

with senior leaders

more connections

5.5x
more connections

with other functions

3.5x



Integrating marketing 

and sales for  

E-commerce 

Marketing 

and sales collaboration

37%
68%



6.

Whole brained 



Overperformers unlock 

data with human insights 



Combining technology 

and human creativity 

Ability to attract 

whole-brain

25%
65%



Starting with the data 

Data and analytics at the core 

of startegic decision making 

36%
66%



Growth

7.

Humanized 



13085

#1 GROWTH AMBITION

Bottom-line 
 

More underperformers 

focus on the bottom line 



More underperformers 

focus on the bottom line 

12076

#1 GROWTH AMBITION

Impact on people
 



Cisco: from product 

focus to the 

‘People Deal’



HUMANIZED GROWTH

ABUNDANT 

MARKETS

EVOLVING 

EXPERIENCES

MULTIPLE 

MODELS

OPEN 

CULTURE

ANTICIPATIVE 

ORGANIZATION

WHOLE-

BRAINED 

The 7 

Building Blocks 

of Humanized 

Growth 



ABUNDANT 

MARKETS

EVOLVING 

EXPERIENCES

MULTIPLE 

MODELS

OPEN 

CULTURE

ANTICIPATIVE 

ORGANIZATION

WHOLE-

BRAINED 

Emerging 

Future HUMANIZED GROWTH



Facing a 

New Reality



Customers Capital Markets

Pre-COVID 



Colleagues Community

At COVID Outbreak



Colleagues Customers Community Capital Markets

Humanized Growth 



Humanized Growth 

equation 

Colleague 

Value
Customer 

Value
Community 

Value
Capital Market 

Value

X X X

Short Termism



2008



2018

“To prosper over time, every company must not 
only deliver financial performance, but also show 
how it makes a positive contribution to society” 

Laurence D. Fink 
Chairman & Chief Executive Officer, BlackRock



2019: US Business 

Roundtable 





But… the future is 

uncertain



Systems are being 
questioned



2021 Update: 

Significant shift to 

Humanized Growth 

IRG 2020 CMO Survey

More Humanized 

Growth

4%
78%



CMO influence on growth 

11%
65%

2021 Update: 

The CMO is playing a 

more important role 



Integrated

Stakeholder

Engagement

 
Marketing 

Capability

Revenue and 

Channel 

Leadership

Creative

Customer 

Experience

Growth 

Strategy

 
Media & 

Performance
Decoding the 

World

Strategic

Brand 

Development

 

Product & 

Service 

Innovation

Breakthrough

Content and 

Engagement

Speed & 

Impact 

Obsessed

 
Servant

leader

Connected & 

Collaborative

Curious & 

Agile Learner

Courageous &

Inspiring 

Storyteller

The Da Vinci 

growth leader 



• Translating Trends
• Total Stakeholder Understanding
• Deep Human Insights
• Market Segmentation

1. Decoding the 

World 



• Business Growth Visioning
• Balancing short- and long-term
• Market Assessment (Where to Play)
• Integrated Business Planning
• Financial and Data Literacy
• Commercial Leadership
• Aligning Business and Marketing KPIs

2. Growth 

Strategy



Attitudes



Curious & Agile 

Learner 



Connected & 

Collaborative 



Servant 

Leader 



Speed & impact 

obsessed 



Courageous and 

inspiring storyteller 





Thank you

marc@instituteforrealgrowth.com
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