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the common 
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Economics … 

examines the 

attainment 

of wellbeing.

1890

Alfred Marshall
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Robber Barons
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Shareholder Primacy

Impact
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The Absurdity of 

GDP as metric
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Changing KPIs



From: Corporations

Balancing interests



To: Weaponizing 

Friedman Doctrine



Disparity

Increases 



’License to Grow’  

being challenged



Conscious Capitalism
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Body Shop
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Creating Shared Value 

Michael Porter

2011



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



2019





And then 

COVID-19 struck



Acceleration of 

ongoing trends



Customers Capital Markets
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Stakeholder Focus 



Colleagues Community

COVID
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… to family reality



Purpose-led 
brands winning 



The Role of Marketing

IRG100 January 2023



Decreasing Marketing Influence



Watch this Space

Marc de Swaan Arons

Declining Marketing
Student Enrolment 



Marketing 
in Crisis?



The Ikigai of Marketing



Ikigai

Profession Vocation

Passion Mission

That which 
you love

That which 
you are 

good at 

That which 
the world 

needs

That which 
you can be 

paid for

Marketing

Ikigai



US Business 

Roundtable 



Colleagues Customers Community Capital Markets

Multi-Stakeholder 

Value Creation



CEOs need help



Internal 



Window on the World:

Stakeholder Insights



The CMO role:

Inspiring Purpose
Purpose 

Inspiration   



Community 

Activation   



Employee

Value 

Proposition



Total Stakeholder 

Message Alignment



External 



THINK DOFEEL

Marketing drives

how people …



Raising

Awareness & 

Shifting Mindsets

Enabling 

Behavior Change

Building 

a Sense of 

Belonging & 

Passion

THINK DOFEEL

Driving Multi-

Stakeholder Growth
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Patagonia
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Behavior Change

Building 

a Sense of 
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Driving Multi-

Stakeholder Growth



11%

65%

Increased CMO 
influence on 

growth

Update: 
CMO influence is up



Watch this Space

Marc de Swaan Arons

Inspiring Marketing
Student Enrolment 



Making a 
difference …



If not now … 
WHEN? 

if not me …
WHO?



Breakout

Take 5 minutes to consider the 
potential for your business to 
drive more Humanized Growth. 

At your tables, discuss the 
implications for Brands and the 
CMO.

20 min



Achieving Multistakeholder 
Impact study
(AMI) 



2019



Colleagues Customers Community Capital Markets

Multi-Stakeholder 

Value Creation



And then 

COVID-19 struck





97







Topics to Address

1. Definition of Multistakeholder growth

2. Most and the least impactful initiatives

3. Balancing interests, practical learning and pitfalls to avoid  

4. Measuring and communicating impact to stakeholders

5. Multistakeholder leadership expectations, attitudes and habits 

6. Role of brands and Marketing



Advisory Board



Study Partners



Methodology

• IRG CEO, CFO, CCO, CMO, IR and expert Vision Interviews

• Meta-analysis of multistakeholder growth initiatives and results 

• Oxford FOMI AI 'Hypertrend' tool analysis to identify key themes 

and emerging future trends to augment our research.
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Purpose
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AMI & Validated 

Growth 

Opportunity

Mar 22 (Zoom)



IRG Cannes, June 2023



Thank you



Lunch!

Dinner 

7 pm
Bodleian Library
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