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PIVOTING YOUR ORGANIZATION WITH AN INTEGRATED
STRATEGY FOR SUSTAINED STAKEHOLDER VALUE CREATION

There is no doubt that pivoting to sustained value creation for all stakeholders is
the way forward for business. Today, the biggest challenge is not the why, it is the
how — how to successfully integrate a stakeholder value creation strategy, avoiding
pitfalls and building on best practices.
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LEVERAGING THE ASI STUDY LEARNINGS FOR YOUR
ORGANIZATION

Through the lens of your context, organization & ambition,

the Corporate ASI Package helps define the stakeholder opportunity for your
organization. It starts with a benchmark, includes a deep dive into the status quo, and
identifies opportunity gaps to develop fit-for-purpose strategies.
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THE ASI STUDY

The Achieving Stakeholder Impact (ASI) study identifies how to successfully pivot from
shareholder primacy to stakeholder impact - winning stakeholder growth strategies,
essential leadership attitudes, and the role of brands and Marketing.
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