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IRG role &

We help CMOs and other growth leaders
drive more humanized growth by connecting them
to peers, experts and best practices
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In-Company Growth Programs
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Milton Friedman: "there is one
and only one social responsibility
of business - to use it resources
and engage in activities designed

to increase its profits




Shareholder Primacy
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Disparity

FIGURE 1
Wages have soared for those at the top but barely moved for those

at the bottom
Cumulative percent change in real annual wages of the top 1% and the bottom 90%, 1979-2017

150%
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120%

90%

60%
Bottom 90%
30%
___FD

0%
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Source: Appendix Figure A in Elise Gould, "State of Working America Wages 2018" (Washington: Economic Policy Institute, 2019), available at m
https://www.epi.org/publication/state-of-american-wages-2018/.
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The net zero economy is arriving

Larry
Fink’s
annual

letter to
CEOs

BlackRock.
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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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Serving, not

DON'T SPREAD PANIC.
SPREAD GOOD HABITS.

The World Health Organization (W.H.0.) says
frequent handwashing with soap can help
prevent the spread of coronavirus.

Use the soap that’s nearest to you,
be it Lifebuoy, Dettol, Lux,
Protex or Sunlight.










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




BOITON
@ BEER DOMAL WY

@m GOLLHRRK. WY
P! mprs YT m KraftHeinz

. Skuiicandy, #ﬁ Y -
K =

IHG i \I h ‘ g
- PETSMART EQUINDX @ ™ omen
Tyson Pampddi ™=~ S
DIAGED H Hertz

J#’-'
t 3 3
%}w C&& petcoxs K@ a
ME ramsge by — i FEMPUR ™
ST_ |r||| @ Kfl:i.f "’ = AL 1_',-?
CORVEREE 55 H#rh#r!'r'm N

qum
' '\H'\l'r-'u|
AREMDITE AT TE
@ RETAIL M 2SN g SUosieam

® LT
= Gl

le Iﬂﬂ:lm Am lebees

B Zillow gy  etinder
hulu . “'GeDaddy

UBER il o N
@3 tripadvisor : onage
\ airbrib FI- _ {5}‘;} “ H . |
F Usaa: - < Omnicell @ e
(1) Alistate E¥ TRADE vt ‘
a e, m 2 ...=.=-... _ i

Cu:-.per o -
ﬂnl_::_nﬁ oy
O compass IS guaraﬂleedm cl1sco
DOLBY

lyf
) theTradeDesk  STITGH Fix . accenture
, Quicken 0 0 Q AR
1800 contacts BNY MELLON Loans - UENTIRES ualco

thevitamin  ywalmart

When Growth is

SpencerStuart




Exco Peers

e
_~; 4

=
\'.:\‘“ela_we -I

Tex Gunning T

Leaseplan CEO ﬁ
Institute ‘ |
5 for Rea": | —an ‘ Michelle Buck -
Growt -' |

Hershey CEO

1






L

{
. |

e =R S N -

i




Almond Milk NFTs?
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Multi-Stakeholder

Colleagues Customers Community Capital Markets
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Marketing driving
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@NEWS VIDEO LIVE SHOWS CORONAVIRUS JAN. 6 RIOT it 0 EX

Dad Asks Dove to Get 'More Real' in Ad Toib Stories
Campaigll 'Big lie' takes new twists for

GOP: The Note
"Our hope is that if Dove leads others will follow.” 2 hours ago

By GEMNEVIEVE SHAW BROWN Russia-Ukraine live updates:
7 August 2014, 15:47 +» 4 min read 300 dead in airstrike on
Mariupol theater, officials say

16 minutes ago

Why experts are skeptical about
4th booster dose
Mar 24, 5:10 AM

Black women celebrate Corv

Booker's speech on Ketanji Snews
Brown Jackson hearings

Mar 24, 2:59 PM

Some prominent Russians quit
jobs, refuse to support war Srews

Mar 25, 2:48 AM
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Marketing driving

Building
a Sense of Enabling
Belonging & Behavior Change
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Awareness &
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TURN OFF
THE FAUCET
WHILE BRUSHING




Get your business
found on Google
for free

Google My Business
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Exercise

What can you do to
drive more Humanized
Growth?

1. Internal
2. External







What you

Marketing E

What you are . What the werld
GOOD AT II(igal NEEDS
What you
can be
PAID FOR
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