Institute
for Real
Growth

Role of Business, Brands




What does it




Humanized Growth
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That invisible hand of Adam Smith
seems to offer an extended middle
finger to an awful lot of people.
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SOCIAL RESPONSI-
BILI'TIES OF THE
BUSINESSMAN
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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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so long as it
stays within the rules of the game, !
which is to say, engages in open y: =
and free competition without i'F \
deception or fraud.” L




Consumer

.
bullk (A 1) I [V || * 1..I-_1.
‘ -
l';_l,r n'nl ‘ L




=t

Citizen







w

s

No LObbyiSts
Beyond
This Point

l _




e
>
o=t
d
-
-
(7]
O
<
()
L=
—

wf ,_..“.v.?rw%.”__ Ty

|.-I||..|.-.|p..nr...lrt.._ H I










Changing KPIs

SEC proposes new
climate disclosure rules o
for US public companies
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Disparity

«+uy~s 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
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90%
60%
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30% :

0%

1979 1981 1983 1985 1987 1989 1991 1993 1995 1997 1999 2001 2003 2005 2007 2009 2011 2013 2015 2017

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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Marketing
in Crisis?
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US Business
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Marketing drives




Driving Multi-

THINK ___FEEL NN DO

Building
a Sense of Enabling
Belonging & Behavior Change
Passion

Raising
Awareness &
Shifting Mindsets
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Marketing driving
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TURN OFF
THE FAUCET
WHILE BRUSHING
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8 DEGENT WORK AND
ECONOMIC GROWTH
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Get your business
found on Google
for free

Google My Business
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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
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tainability Professor

DANONE'S CEO STEPS DOWN
EMMANUEL FABER OUSTED AFTER ACTIVIST INVESTOR CAMPAIGN
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+0.35
(+0.80%)
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ALERT
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finance SET TO RETIRE NEXT YEAR






Topics to Address

1. Definition of Multistakeholder growth

2. Most and the least impaciful 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
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Methodology

« IRG CEO, CFO, CCO, CMO, IR and expert Vision Interviews
* Meta-analysis of mulfistakeholder growth initiatives and results
» Oxford FOMI Al 'Hyperitrend' tool analysis to idenfify key themes

and emerging future trends to augment our research.
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