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Purpose

¥ And taking a fresh
® approach to social
media with a new
3 global Anti-Social
B Media policy




Within 12 months of ending ciganz
and tobacco product sales in all |
Pharmacy locations:

Consumers purchased

of cigarettes™
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Leveraging the
brand as a

SUZANO, BRAZIL
TIER 2

LEATHER TANNING
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RAW LEATHER
ARZIGNANO, ITALY
TIER 4
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TIER 3
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TIER 2
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“Stakeholder”

Integrating the
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Employee Advococy Program



Bit of a blend
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“Trust & close collaboration allows us to be more flexible with our
investment approach, so we can fund opportunities in real time
and iterate along the way.”

\

-Sean McSherry, SVP & Head of Finance
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Marc: Kate Metzinger




Adecco example? (Check Eva)
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THINK FEEL . DO

Raising Building Enabling
awareness engagement behavior change




Volvo educating
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STOP LOOK WAVE

Stop Look Wave is a simple, fun way to teach kids around the world how to stay safe on the roads. Find out more and download the training materials here.

STOP LOOK WAVE
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“TALKING TO-DAD
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Oatly boldly engaging
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Marketing is paramount in all 5
required foundational pillars




From having
or losing a
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Johnson & Johnson scraps global CMO |
B role as part of ‘streamlined’ business
model




Placeholder of
personal story where

Mkt really made an
Impact

...to becoming a




”’Unifying CMOs”’

* Mutual relationship with C-suite peers
* Budget is better protected

* 48% longer tenure

McKinsey study
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Marc you had a specific
picture here in mind
right? From Meta?

CEO & CMO
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Get Involved




Take XX minutes to discuss in groups
of 3...

* Stories of interventions where you did
this successfully? What were the
critical enablers?

* Stories of interventions where this
didn’t work out? What were the critical
barriers?
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