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STATEMENT ON THE PURPOSE OF A CORPORATION

Americans deserve an economy that allows each person to succeed through hard work and creativity and to lead a life of meaning and dignity. We believe the free market system
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 equipment 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
environment by embracing sustainable practices across our businesses.

GENERATING LONG-TERM VALUE FOR SHAREHOLDERS, WHO PROVIDE THE CAPITAL THAT ALLOWS COMPANIES
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.
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We help CMQOs and other senior growth leaders
drive more humanized growth by connecting them
to peers, experts, and thought leadership
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Colleagues Customers Community Capital Markets
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More Demanding

Colleagues Customers Community Capital Markets
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29%

Limited by fear of being accused of
greenwashing or wokeness
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Revenue Growth & Stakeholder

Topline Revenue Growth vs.
direct competitors over the
last 3 years

Delivering sustained
Below average Average  Above average Good Very good value for all stakeholders

N=651
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Stakeholder Value Creation as
Opportunity
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1975 1985 1995 2005 2015 2020
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Stakeholder “3¢

o 4 L i
5 ® Agricultural sourcing
5 Women's rights & opportunities @ Climate action

® Deforestation
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Represent stakeholders

in decision making
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Douwe Bergsma

Chief Marketing Officer
Piedmont Healthcare
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Corporate

What the
world needs

What people What the
at the company company
are passionate Purpose is uniquely

about good at

How the

company can create
economic value
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LEADERSHIP PRINCIPLES FOR
THE NEXT ERA OF CAPITALISM




Purpose as

What the
world needs

What people What the
at the company company
are passionate is uniquely

about good at

7%

How the

In my company, the purpose
guides all strategic decision-
making

company can create
economic value
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want tomorrow
starts with how we
do business today
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Connect to deep
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Holistic Strategy
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Earth is now our

only shareholder.

-85 o \? ¥ If we have any hope of a thriving planet—much less a

D business—it is going to take all of us doing what we can
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Define Value
Per Stakeholc

Quality

MARS

The world we

want tomorrow
starts with how we
do business today

MARS
Trusted
- partner
7%

Value Creation strategy across
all Stakeholders
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KPIs for Measuring
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7%

Working Interdependently
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Good for People
Good for the Planet

Govt Public Institutions
Collaboration
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This is a public
service message
n buoy

- 67%
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48%

Government & Public Institutions

Collaboration
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Germ protection in 10 secondy*

NEW-SILVER SHIELD FORMULA \
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™
IMMUNITY

100% Stronger

*Washing hands with soap and water or use of an alcohol-based hand sanitizer is one of the World Health Organization recommended measures to help reduce risk of Coronavirus infection.
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Colleagues closer to
stakeholders are
empowered to act for the
business
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Partner with HR on

(

Join for a career that
changes comituny ies

Stay for the people who make

a difference. )
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Partner with CEQC
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Humanized Growth
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The C-suite partnership to
deliver on growth
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