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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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IRG1000

Home Program Community My Learning Library Humanizing Growth Series & A |canneRathore

Program Roadmap

V¥ Key ¥ Why ¥ What ¥ How

. Collective Live Sessions
. Self Learning Sessions

Program Overview

FAQ

Abundant Markets Open Culture
Opens Mar 01 Opens Apr 05

Personal Infroductlions

|1 - s
Mulfiple Business Models Anticipative Organization
Opens Mar 08 Opens Apr 12

Humanized Growth Study
Opens Feb 02

|
Personal Passion and Purpose
Opens Feb 05

Da Vinci Attitudes and Behaviors Whole-Brained
Opens Mar 12 Cpens Apr 19
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Humanized

Angela Ahrendis'

Formaer |
Form r-r‘

Hakan Bulgurlu
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Friday January 14
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Bankof America

[ o by IRG: Founder Mane de Swoan Arens







'License to Grow’ is
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ARE YOU OUR NEW CHIEF
MARKETING OFFICERT

THE CMO TITLE
| IS OBSOLETE.
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GROWTH
OFFICER.

CUSTOMER
OFFICERT

|
/

OR CHIEF OR ... CHIEE

EXPERIENCE COMMERCIAL
OFFICER™ OFFICER?

.

[ HOW ARE YOU GOING TO LEAD

OUR BRAND IE YOU CAN'T KEEP
YOUR OWN TITLE STRAIGHT ?

{ THAT'S T - CHIEF
| BRAND OFFJCER

@ marketoonist.com
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The Humanized
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The 7
Building Blocks
of Humanized







Overperformers

think about Nielsen,

27% 11 3%
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Mars: from Pet Food to
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From supermarket
shelves to cafes &

Cosla Coffee

Introducing

oepsi. HomeMade B

Created by us.
Made by you.

sodastream
caps










Deliver
ever-evolving

Unlocked

Amazon Delivery

1 item delivered by Stewart with Amazon




Focusing on

§
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You listen and ' 0
save songs
Spotify develops

—

f._, .'

your “taste profile”

@ o

Spotify finds songs that fit
your profile, but that you
haven't listened to

Spotify users create
billions of playlists

=

Spotify identifies similar
songs that appears on
those playlists
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Overperformers

—m Microsoft




.......

w'rto9
s . External
| connectivity

677 I

397

Building an
ecosystem with

J/ IIP I.‘-
" 'rll
a— £48



-‘“\.‘-

° ° D. .t i
More diverse strategic s alecic.
teiann._mr : ', decision making
-

1
.

70%

45%




#1 CULTURE DESCRIPTION
Innovation,

change,
entrepreneurship
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Competitive
agility




Prioritizing the
breakdown of

Effectively
removing internal

barriers
S —
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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
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Integrating marketing
d sales for

Marketing
and sales
collaboration






Combining technology 1\% Ability to atfract

whole-brain
14




Data and
analytics at the
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Everyone focuses on R o

revenue
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#1 GROWTH AMBITION
Bottom-line

profit
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#1 GROWTH AMBITION
Impact

on people
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from product focus
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The 7
Building Blocks HUMANIZED GROWTH

EVOLVING

EXPERIENCES WHOLE-BRAINED

ANTICIPATIVE

MULTIPLE MODELS ORGANIZATION




HUMANIZED GROWTH

EVOLVING

EXPERIENCES WHOLE-BRAINED

ANTICIPATIVE
ORGANIZATION

MULTIPLE MODELS




Humanized Growth

Colleagues Customers Community Capital Markets




Institute
for Real
Growth



Institute
for Real
Growth



The 7
Building Blocks HUMANIZED GROWTH

EVOLVING

EXPERIENCES WHOLE-BRAINED

ANTICIPATIVE

MULTIPLE MODELS ORGANIZATION
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.\__Exercise

. Take 5 min to score your
organization

. Take 20 min to discuss
best and worst scores

. Choose biggest
recommendations

. Plenary discussion
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Humanized Growth

Colleagues Customers Community Capital Markets




KARAKOY

levantenkarakoy(@)







Pre-COVID

Customers Capital Markets



Post-COVID

Colleagues Community




™ Increase in
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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 The

Trouble with CMOs

Why CMOs Never Last
by Kimberly A. Whitler ard Nell Morgan

The Power Partnership: CMO & Ci0
byt Rimberly A, Whitler, B Erlc Boyd, and Neil Morgarn

Reflections of a Six-Time CMO
An intetview with Joe Tripodl by Danial MoGinn

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

The Evolution of the CMO
by Caren Flgit
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The CMO is typically
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da Vinci Growth CMO

Institute
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Growth

SpencerStuart

Revenue &
Channel
Leadernhip

Integrated
Stakeholder
Engogement

Craative
Customer
Experience

Aftitudes

Breakthrough
Content &
Engogement
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Da Vinci Growth Profile

» The da Vinci Growth CMO

FXSST@MPANY

The da Vinci Growth CMO profile

The business world needs more
Leonardo da Vincis

fust like

FEATURED VIDED

Leadership lessons {so far)

BY EVWA LINDEREORG FRAME VAN DEN DRIEST AND MARC DE SWAAN ARDONS 4
MIMUTE READ
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More humanized
Growth Strategy




Increased CMO
influence on
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