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CEO: Facing
Conflicting Interests



Colleagues



Customers



Community



Capital Markets



Louder, More Demanding,
More Powerful

Colleagues Customers Community Capital Markets



Need to make 
Difficult Choices



Different
Directions



New laws mandating
ESG Reporting



Bill Banning
ESG policies
New bills banning
ESG Policies



Government
Interference



Risk of getting 
caught in Crossfire



Keeping a low 
profile

Limited by fear of being 
accused of greenwashing or 

wokeness

35% 28%



2019





2019 IRG Growth Study



HUMANIZED GROWTH

ABUNDANT 
MARKETS

EVOLVING 
EXPERIENCES

MULTIPLE 
MODELS

OPEN CULTURE

ANTICIPATIVE 
ORGANIZATION

WHOLE BRAIN

Building Blocks 
of Real Growth 



Colleagues Customers Community Capital Markets

Humanized
Growth



Interdependent 
Ecosystem



Rome
200 BC

Role of Business 
in Society



Hershey
1912

Dashing
1930

Florence
1480

Port Sunlight 
1890



1974: Shareholder 
Primacy



End of a
50 Year Era



Fast Forward 4 years



Accusations of 
doing too little …



… or 
too much







Top Priority
Cross C-Suite



Need for a
Roadmap



How?
To lead your organization from shareholder 

primacy to value creation for all stakeholders



IRG Impact Study
Drivers of Humanized Growth 



Proven
Methodology 

2010                2014    2017            2019   2023       



Ella Robertson McKay 
COO One Young World

Hans Ploos van Amstel 
CFO Partners Group

Angela Ahrendts
CEO Burberry, Apple Retail

Javier Meza
CMO Coca-Cola 
Company

Lorraine Twohill
CMO Google

Halla Tomasdottir
CEO B-Team

Sylvia Mulinge
CEO MTN Africa

Jennifer Remling
CHRO WPP

Colin Mayer
Oxford University

Chris Burggraeve
NYU AB InBev

Sue Allchurch
CMO UNGC

Conny Braams
CMO Unilever

Ian Lee
Adecco

Jingye Chen
ATRenew Inc

Advisory Board
Sanjiv Puri
ITC Limited
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“... I would like to congratulate you for 
undertaking this new study …”
-  Klaus Schwab, Chairperson of the World Economic Forum



Patrica NzolantinoEd Freeman

Mark Kramer Jeremy Grantham

475+ Vision
Interviews  



Diane Gherson
CHRO IBM

Dirk van de Put
CEO Mondelez

Cynthia Chu
CFO Audible

Frank Cooper
CMO VISA

and all around the world.



450 Chinese
C-Suite Leaders



110K Social AI 
Hypertrend Study

750+ QUANT 
Online Survey

Board and 
5 C-Suite Functions

52 Markets
7 Country Studies



Overperformers vs. 
Underperformers



3.87

4.83

5.19

5.44

5.87

3.5

4

4.5

5

5.5

6Average Topline Revenue 
Growth vs. direct competitors 

over the last 3 years

Delivering sustained 
value for all stakeholdersAverage Above average Good Very goodBelow average

N=651

Overperformance:
Revenue vs. Value



from 17% 

  to 90%

Value? Shift to 
Intangible Assets



Stakeholder Value 
Outperformers



ESG: He who must 
not be named …



Stakeholder Value: 
Opportunity or Risk?

Stakeholder Value 
Creation as Opportunity

50%
90%



Drivers of
Humanized Growth

HUMANIZED
GROWTH



Ground 
Human First 

HUMANIZED
GROWTH



Stakeholder
Understanding 

Understanding Stakeholders

17%

75%



Stakeholder 
Engagement

Engaging stakeholders

10%

63%



Represent stakeholders in 
decision making

8%

83%

Stakeholder 
Representation



Transparency in 
results

Willingness to share good and 
bad news

14%

64%



Reimagine
Future Backward &
Aspiring Role

HUMANIZED
GROWTH



Long term focus

25%

80%

Zooming 
out



Utopian Vision of 
the Emerging Future



Dystopian
Vision
Dystopian Vision of 
the Emerging Future



Embrace the 
Good and Bad





Aspirational Role 
for the Company

I am proud of my company's 
purpose

92%

28%



Back to 
Basics



a.k.a. 
Corporate Purpose



Strategic Purpose as 
Strategic Filter

In my company, the purpose 
guides all strategic decision-

making

71%

8%



Strategic
Purpose



Competency
Based Purpose



Strategic
Purpose





Strategic
Purpose



Culture 
Based Purpose



Strategic
Purpose



Cause 
Based Purpose



Cause 
Based Purpose



Connect to deep 
Belief Systems



Servicing the 
community



Rooted in
Company DNA



Not Marketing /Comms 
Brand Tactics 



Or just a new 
Advertising Campaign



Focus
Holistic Strategy
& Adaptive Change

HUMANIZED
GROWTH



Prioritizing 
Stakeholders 



Define Value 
Per Stakeholder

Value Creation strategy across 
all Stakeholders

9%

72%



Holistic Strategy 
Value Creation

In my company, Corporate 
Social Responsibility (CSR) is 

aligned with the overall value-
creation strategy

73%

2%



Overperformers  
2 Classes

Underperformers
4 Classes

Integrated 
Perspective

Growth
Stakeholder
Value
Profit
Engagement

Impact

Work, team, business, career , opportunity

N=97,837 tweets
N=19,952 LinkedIn posts



Not
Whack-A-Mole



Address ST issues 
in context of LT



Focus on areas of 
Adaptive Change 





Courage to define
what to STOP



Educate Stakeholders 
on value created



New and Shared 
KPIs



With 
New KPIs



KPIs for Measuring
Intangibles



Aligned
Incentive Plans

Shared targets and KPIs

10%

61%



Reporting
Resistance 



Organize
Interdependence 

HUMANIZED
GROWTH



Driving 
Systemic Change

Systemic change to drive 
stakeholder value

10%

69%



Recognizing
Interdependencies

Working Interdependently

8%

66%



Across functions &
Departments



Empowering 
Closer Colleagues

Colleagues closer to 
stakeholders are empowered to 

act for the business

25%

71%



Industry Peer
Collaboration

Industry Collaboration

70% 73%



NGO
Collaboration

Govt Public Institutions  
Collaboration

48% 54%



Government
Collaboration

Government & Public Institutions  
Collaboration

48%
67%



Unleash
Role Modelling 
Da Vinci Leadership

HUMANIZED
GROWTH



Da Vinci 
Humanized Growth Leader 
Profile



Create space for 
all people & ideas



Listening
Differently



Authenticity and 
Empathy



Vulnerability



Humility & Servant 
Leadership



Leading an 
Ecosystem 



Agility and 
Courage 



Da Vinci Humanized 
Growth Leader



ATTITUDES

BEHAVIORS

PURPOSE

Da Vinci Growth 
Leader Profile 

Courageous

Open-
minded

Optimistic

Authentic

Future-
focused 

Leading 
Change

Collaborating 
& 

Influencing

Da Vinci 
Purpose



ATTITUDES

BEHAVIORS

PURPOSE

Da Vinci Growth 
Leader Profile 

Collaborating 
& 

Influencing

Da Vinci 
Attitudes



ATTITUDES

BEHAVIORS

PURPOSE

Da Vinci Growth 
Leader Profile 
Da Vinci 
Behaviors



Da Vinci Growth Leader 
Profile 
Da Vinci Humanized 
Growth Leader



Da Vinci 
Humanized Growth Leader 
Profile



ATTITUDES

BEHAVIORS

PURPOSE

Da Vinci Growth Leader Profile 

Courageous

Open-
minded

Optimistic

Authentic

Future-
focused 

Driving 
Results

Leading 
Change

Collaborating 
& 

Influencing

Building 
Talent

Acting 
Strategically

BEHAVIORS
How you deliver outcomes

  
Driving Results
• Creates reciprocal stakeholder value
• Shared holistic KPIs for sustainable impact
• Enabling innovation for growth

Acting Strategically
• Filtering all key decisions with business purpose 
• Prioritizing and ringfencing strategic initiatives 
• Addresses ST challenges in the context of LT strategy

Leading Change 
• Providing the roadmap to a future-fit state
• Driving systemic transformation 
• Navigating trade-offs with transparency and grace
• Mobilizes a coalition of change leaders

Building Talent 
• Servant Leadership
• Develops capability for stakeholder engagement
• Ensures representation of key stakeholder perspectives
• Promoting partnering and empowering all levels 

Collaborating and Influencing
• Proactively engaging with stakeholders for win-win
• Fostering interdependence internally and externally
• Investing in relationships/team, mentoring 

ATTITUDES
How you think and feel

   
Open–minded
• Transparent
• Curious, Learning, Adaptable
• Inclusive, Listening, Ecosystem mindset
 

Courageous
• Unapologetic, taking a principled 

stand with high integrity
• Grounded in reality
• Bold, willing to make big bets
 

Future-focused 
• Visionary with clarity
• Intentional
• Resilient
 

Optimistic 
• Positive outlook
• Can-do mentality
• Trusting
 

Authentic
• Approachable, Humble 
• Empathetic, kind
• Vulnerable

Da Vinci Humanized Growth Leader



Thank You
Email: 
impactstudy@instituteforrealgrowth.com
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