Institute
for Real
Growth




Institute
for Real
Growth




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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Full Masterclass Series

Humanized Abundant Multiple
Growth Markets Models
January 13, 2-12pm ET January 25, 9-12pm ET February 10, ?-12pm ET

T

Humanizing Da Vinci Growth Evolving
Commerce CMO Experiences
February 22, 9-12pm tarch 10, ¥-12pm ET tarch 2%, 9-12pm ET
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The 7
Building Blocks

WHAT

WHAT

WHAT




The 7
Building Blocks

HUMANIZED GROWTH

EVOLVING WHOLE-
EXPERIENCES BRAINED

MULTIPLE
MODELS

ABUNDANT OPEN
MARKETS CULTURE

ANTICIPATIVE
ORGANIZATION




Abundant Markets

2 7% 11% 3%

nielsen amazon STARTER
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Multiple models
from shelves
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HomeMade
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Created by us.
Made by you.
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Evolving Experiences

How it works
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You listen and - 0

save songs
Spotify develops —
your “tasta profila” i:_J“_; o

Spotify finds songs that fit
your profile, but that you
haven'tlistened to

Spotify users create
billions of playlists

=

Spotify identifies similar
\ songs that appears on

those playlists
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Open Culture
from “Procedures,

Company Sales Process
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Anticipative Organization
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To flock of birds
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Connecting horizontall

more connections ‘ more connections
with other functions with senior leaders




Whole Brained
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Technology







HUMANIZED GROWTH

WHOLE-
BRAINED

EVOLVING
EXPERIENCES

MULTIPLE
MODELS

ABUNDANT OPEN

MARKETS CULTURE

ANTICIPATIVE
ORGANIZATION




Customers Capital Markets




At COVID Outbreak

Colleagues Community




Multi-stakeholder

Colleagues Customers Community Capital Markets
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Give your ergonization a score out of 10 per building block ond explain

why you gave vary high or very low scores

1. HUMANIZED GROWTH

2. EVOLVING EXPERIENCES

Table Discussion 1

4. MULTIPLE MODELS

&. ABUNDANT MARKETS




New

Leadership




‘License to operate’










™ |ncrease in










IT'SIN ALL
5| OURHANDS
t::f:f:':i:‘ TO MAKE

Wewing and thot fogother we cen do moee o sl

o communifies when i motiers most. Algsde ot
woinckr fomily, we are providing hand deans ¥
Aleohol Antiseptic 80%

iyt friends end neighbors ocross the coumiry
Jout aeighbors st ANHEUSER-BUSCH
Topical Sohution

Mon-Sterile Salufion B fl. 0L {23? ml.}

HAND
SANITIZER

s = W - T

" s
B o
[ Shceent




~“DONTDOIT







Multi-stakeholder

Colleagues Customers Community Capital Markets
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Business
BR Roundtable

2019: US Business

STAT

e

WHILE EACH OF OUR INDIVIDUAL COMPANIES SERVES ITS OWN CORPORATE PURPOSE, WE SHARE
A FUNDAMENTAL COMMITMENT TO ALL OF OUR STAKEHOLDERS. V OMMIT TO

DELIVERNG VALUE TO OUR CUS

DEALING FAIRLY AMD ETHICALLY WITH OUR FUPPLIERS. ¥

SUPPORTING THE COMMUNITEES IN WHICH WE WOH|
EeviRe

CEMERATING LOMG-TERM VALUE FOR SHAREHOLDERS, WHO PROVIDE THE CAPITAL THAT ALLOWS COMPANIES
TO IHVEST, GROW AND FINNOVATE. We i

&
BRT.org/OurCommitment BR ) Business Roundiable
!
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SpencerStuart

Revenue &
Channel
Leadership

Integrated
Stakeholder
Engagement

Attitudes

Courageous Curious
& Inspiring & Aglle

| Storyteller Learner

Strategic
Brand
 Development

Connected & |
Collaborative

Product &
Service
Innovation

Creative Breakthrough
Customer Content 3
Experience Engagement




Curious & Agile
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" Speed & impact




Courageous and
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DA VINCI GROWTH LEADER

Atfitudes

_ lTable Discussion 2
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Weekend
L Bxorcise

That which
you are
good at

That which you
can be paid for
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