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Global CMO Growth Council:

Decreasing Marketing Influence?



IRG Partnership



IRG

Purpose

We help CMOs and other growth leaders 

drive more humanized growth by connecting them 

to peers, experts and best practices



Tested and Proven 

Methodology 



The Growth Study –

2018 - 2022

750+ QUAL 

5,000+ QUANT
(across markets and functions)

3,500+ AI analysis
(growth publications)

3M+ LinkedIn 
members behavioral analysis 



Analysis



take to win

What does it



Winning  
Businesses



HUMANIZED GROWTH

ABUNDANT 

MARKETS

EVOLVING

EXPERIENCES

MULTIPLE 

MODELS

OPEN 

CULTURE

ANTICIPATIVE

ORGANIZATION

WHOLE-

BRAINED

7 Building Blocks 

of Sustainable 

Growth 



Winning
Marketing Leaders



da Vinci Growth 

CMO



Sustainable Growth?





Dr. Victoria Hurth



Adam Smith

1723 - 1790



1776



Economics … 

examines the 

attainment 

of wellbeing.

1890

Alfred Marshall



1914



1912



Invisible Hand



Invisible Hand ?



Visible Hands



1870





1953



1960 - 1970



1974



Consumer 
Influencer



Citizen 
Influencer



Shareholder Primacy

Impact



“Individual 

Ambition serves 

the common 
good”



Myopic

Self-interest





The Absurdity of 

GDP as metric



The Absurdity of 

GDP



The Absurdity of 

GDP



’License to Grow’ 

being challenged



Push Back



1987



1992



2008



Creating Shared Value 

Michael Porter

2011



2012



2015



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

2018



Conscious Capitalism



CREATIVE

CONSCIOUS

COMPASSIONATE

INCLUSIVE

SUSTAINABLE



Body Shop



Patagonia









“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

2018



2019





2020



And then 

COVID-19 struck



Customers Capital Markets

Pre-COVID

Stakeholder Focus



Colleagues Community

COVID

Stakeholder Pivot



Acceleration of 

ongoing trends



Increase in 
Empathy





… to family reality



From
Individual 





Serving, not 
standing out



Purpose-led 



Colleagues Customers Community Capital Markets

Multi-Stakeholder 

Value Creation



Marketing driving 
Sustainable Growth



US Business 

Roundtable 



da Vinci Growth CMO



CMOs stepping Up 

as Internal Partner



Window on the World:

Stakeholder Insights



The CMO role:

Inspiring Purpose
Purpose Inspiration   



Community 

Activation   



Employee

Value 

Propositions



Total Stakeholder 

Message Alignment



Sustainable Growth?



THINK DOFEEL

Marketing driving 

Sustainable Growth



Raising

Awareness & 

Shifting Mindsets

Enabling 

Behavior Change

Building 

a Sense of 

Belonging & 

Passion

THINK DOFEEL

Marketing driving 

Sustainable Growth





Marketing driving 

Sustainable Growth

Raising

Awareness & 

Shifting Mindsets

Enabling 

Behavior Change

Building 

a Sense of 

Belonging & 

Passion

THINK DOFEEL







THINK



Marketing driving 

Sustainable Growth

Raising

Awareness & 

Shifting Mindsets

Enabling 

Behavior Change

Building 

a Sense of 

Belonging & 

Passion

THINK DOFEEL





FEEL



Marketing driving 

Sustainable Growth

Raising

Awareness & 

Shifting Mindsets

Enabling 

Behavior Change

Building 

a Sense of 

Belonging & 

Passion

THINK DOFEEL





Do





DO



Do



DO



DO



DO



DO



Raising

Awareness & 

Shifting Mindsets

Enabling 

Behavior Change

Building 

a Sense of 

Belonging & 

Passion

THINK DOFEEL

Marketing driving 

Sustainable Growth



Marketing

Ikigai



11%

65%

Increased CMO 
influence on 

growth

Update: 
CMO influence is up



If not now … 
WHEN? 

if not me …
WHO?



Thank you
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