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Institute for Real Growth



We help CMOs and other senior growth leaders

drive more humanized growth by connecting them 
to peers, experts, and thought leadership
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Fast Forward 4 years



Accusations of 

doing too little …



… or 
too much





More Demanding 

Stakeholders



Colleagues



Customers



Community



Capital Markets



More Demanding

Stakeholders

Colleagues Customers Community Capital Markets



It’s a Minefield



Companies keep

a low profile

Limited by fear of being accused of 

greenwashing or wokeness

29%



Brand Minefield



Fear of getting 

caught in Crossfire



Need for a 

Practical Roadmap



How?
From shareholder primacy 

to value creation for all stakeholders



IRG Impact Study
Global CMO Growth Council Preview



120K Social AI 

Hypertrend Study

Board and 

5 C-Suite Functions

52 Markets

7 Country deep-dives



250+ CMO-led

C-Suite Interviews



Overperformers vs. 

Underperformers
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Topline Revenue Growth vs. 
direct competitors over the 

last 3 years

Delivering sustained 
value for all stakeholdersAverage Above average Good Very good

Revenue Growth & Stakeholder 

Value Creation Correlation

Below average

N=651



Value Creation

As Opportunity

Stakeholder Value Creation as 

Opportunity

50%

90%



Drivers of
Humanized 
Growth



The CMO 
Opportunity



from 17% 

to 90%

Value Creation:

Shift to Intangibles

Source: Ocean Tomo, Intangible Asset Market Value Study 2020



Growth

Stakeholder

Value

Impact

Engagement

# of Classes: 5 1 

CMO: 

Growth Orientation

CEO CMO



Ground 
Human First
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Stakeholder

Understanding 

Understanding Stakeholders

17%

76%



Stakeholder 

Engagement

Engaging stakeholders

9%

64%



Represent stakeholders 
in decision making

3% 61%

Stakeholder 

Representation



Georgia & Beyond
10.8MM+

Target
6.6MM+

Patients
3.7MM+

Boards

200

* Specific Needs include:
• Primary Care
• Heart
• Oncology
• Neuro
• Orthopedics
• Delivery
• Mental health

Employees

43K

Applicants

20K

Community 

Leaders

Affiliates

2K

Joint 

Ventures

3K

Donors

Stakeholder

Understanding 



Reimagine
Future Backward &

Aspirational Role
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Long term focus

23%

70%

Zooming 

out



Utopian Vision of 

the Emerging Future





Aspirational Role 

for the Company

I am proud of my 

company's purpose

90%

26%



Not just 

Brand Purpose



Corporate

Purpose



Purpose as 

Strategic Filter

In my company, the purpose 

guides all strategic decision-

making

71%

7%



Cause 
Based Purpose



Competency
Based Purpose



Economic Value
Based Purpose



Culture 
Based Purpose



Connect to deep 

Belief Systems



Rooted in

Company DNA



Not just a new 

Brand Program 



… or new
Advertising Campaign



Focus
Holistic Strategy

& Adaptive Change
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Prioritizing 

Stakeholders 



Define Value 

Per Stakeholder

Value Creation strategy across 

all Stakeholders

7%

71%



… and Courage to 
define what to STOP



Address ST issues 

in context the LT 

growth story 



KPIs for Measuring

Intangibles



Organize

Interdependence 
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Recognizing

Interdependencies

Working Interdependently

7%

67%



Internally - across 

functional silos



More Connected 

across Industry 

Industry Collaboration

70% 73%



More Connected 

with NGOs

Govt Public Institutions  

Collaboration

48% 54%



Government & Public Institutions  

Collaboration

48%

67%

More Connected 

with Government



Empowering 

Closer Colleagues

Colleagues closer to 
stakeholders are 

empowered to act for the 
business

23%

71%



Unleash

Da Vinci Leadership
HUMANIZED

GROWTH

F O C U S

O
R

G
A

N
I Z

E

U
N

L
E

A
S

H

R
E

IM
A

G
IN

E

G
R O U N D



Da Vinci Leader

Profile



CMO 
C-Suite Partnering



C-Suite 

Partnering



Partner with HR on 

Employer Brand



Partner with

Strategy on Vision



Partnering with IR 

on Communication



Partner with CEO 

on IPO / Launch



Drivers of

Humanized Growth
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In Summary 



Increased CMO

influence 

11%

65%



Increased CMO  

Impact



Increased CMO

Tenure

+48%



CMO Leadership 

Program

In-Company Programs

Follow Up

Support

ANA/Oxford 

Support 

In-person events & 

Conferences

Benchmarking & in-

Company Programs



Thank You

Email: 

impactstudy@instituteforrealgrowth.com
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