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with CMOs
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Everyone focuses or

‘l‘ #1 GROWTH AMBITION
Top-line revenue
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#1 GROWTH AMBITION
Bottom-line




#1 GROWTH AMBITION
Impact on people




Colleagues Customers Community Capital Markets




Building Blocks of

HUMANIZED GROWTH
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CLIMATE CHANGE

CO2
concentration

Planetary

BIOSPHERE
INTEGRITY \\ STRATOSPHERIC OZONE
DEPLETION
# c,:\i.e operam,
ATMOSPHERIC
LAND-SYSTEM /L\giglsr:)é
CHANGE
Freshwater use
(Blue water) Green
water
OCEAN
ACIDIFICATION
FRESHWATER CHANGE

BIOGEOCHEMICAL
FLOWS
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NELSON
PELTZ

. J TRIAN FUND MANAGEMENT
FOUNDER & CEO

DI O e
w" | SOAP OPERA AT UNILEVER
— e N PELTTZ NAMED TO CO'S. BOARD




Louder, More Demanding,

Colleagues Customers Community Capital Markets










Accused of TALKING T0 |
ABOUT MILK?
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Keeping a low

Y

35% 28%

Limited by fear of being accused of
greenwashing or wokeness







How to implement

Humanized Growth effectively?
HUMANIZED GROWTH

And what is your role in that?
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IMPACT FUTURE OF WORK

Reskilling Revolution: Preparing 1 billion people for
tomorrow’s economy




ﬁvel‘r. Business solutions v Explore v @ English Become a Seller Signin Join
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- ization

Find the right freelance
service, right away

Popular: (Website Deslgn ) (WordPress ) ("Logo Deslgn ) (Al Services )

‘ Scarlett
‘ ‘; Business Foun
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“CHROs should play
a key role in shaping

corporate sirategy” 4 --
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CREATOR

LEADER

COLLABORATOR

CHALLENGER
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& MARK KRAMER




Diane Gherso

Dirk van de P
Cynthia Chu
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75™ ANNIVERSARY ®J = SIGN IN JOIN NOW

BETTER WORKPLACES MEMBERSHIP CERTIFICATION HR TODAY RESOURCES LEARNING EVENTS Q

BETTER WORLD™

SHRM Research

SHRM Benchmarking Reports Organizational and Employee Resilience 2022-2023 SHRM State of the Workplace
Research Report

DEI Metrics Research 2021 Strengthening Workplace Culture: A Tool for Unlocking the Full Potential of Financial
Retaining and Empowering Employees Wellness Benefits
Globally
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Consumerized, Personalized and mdlvr altze
Tomorrow’s
Re-humanized HR*
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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




oppomtunify

Stakeholder Value Creation as
Opportunity




from 1 7%

fo 90%

1985 1995 2005 2015 2020

32% 68% 80% 84% 290%

Examples of
Intangible assets

Exampies of
tanglible assets
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Buildings and Patents
equipment
Cash and Brand vaiue
bonds
Q Customer
Inventory data

32%




Drivers of
Humanized Growth

HUMANIZED
GROWTH




Ground

Human First

HUMANIZED
GROWTH




Stakeholder “3¢

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

® Deforestation

VERY HIGH e Packaging & waste
@ Nutrition & diets
Sanitation & hygiene ®  ® Humanrights ywoior @
g @ Ethics, values & culture
e}
© Economic inclusion @ Trusted products & ingredients @
=
o HIGH
i
© : ;
® Animal testing & ®
o welfare ® Fair compensation Talent ®
5] @ Consumers &
§ @ Non-agricultural sourcing sustainability
q
§ Responsible marketing & advertising ® @ Tax & economic contribution
E Governance & accountability ®
@ Data security & priva
MODERATE Employee well-being @ DY CERENOSY.
Responsible use of innovation & technology @
o
H @ Communicable diseases
—’ F -
Understanding Stakeholders : :
Lower Impact on the business Higher
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Engaglng stakeholders




Represent stakeholders
in decision making
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CHRO that helped

create an
intfegrated
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CHRO that truly “3¢
seeks what

employees
want/need?




Transparency in

14%

Willingness to share good and
bad news



CHRO dedicated to

driving (internal)
transparency (like




Reimagine

Future Backward &

HUMANIZED
GROWTH



Long term focus
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Aspirational Role
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Purpose as

FTOREWORD AY BILL GIORGE

HUBERT JOLY
FORMER CHAIRMAN AND CEQ OF BEST BUY
WITH CAROLINE LAMBERT

What the L
world needs HEART oF
BUSINESS

® 2

| \S 3
What people What the ‘;‘ {
at the company company (Vg
are passionate is uniquely 43
about gﬁﬂd at LEADERSHIP PRINCIPLES FOR

THE NEXT ERA OF CAPITALISM

7%

How the

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

company can create
economic value




TONWV-S CCHOCOLONEYN §

at the company§y company
are passionate I5 uniquely
about good at

How the

company can create
economic value




What the
waorld needs

What the
company
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20 | BERKSHIRE
22 | HATHAWAY

ANNUAL SHAREHOLDERS MEETING

What people
at the company
are passionate,

about
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The world we

want tomorrow
starts with how we
do business today

MARS

What the
world

DN



Example of CHRO

driving culture /
cause / competen

What the
world needs

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

about good at

How the

company can create
economic value




McKinsey
& Company

60% 4:1

BAIN & COMPANY ()







Integrated

Persc = M— ’ Work, team, business, career , opportunity

i §
el | said §
v OF Business Oxford Future
10> 450):300 | School o
Growth
Stakeholder
Value
Profit
Engagement
Impact
N=97,837 tweets
N=19952 Linkedin posts Overperformers Underperformers
2 Classes 4 Classes



You have to walk the ta

NEW STORE COMING SOON TO

YORKDALE SHOPPING CENTER
JOIN US FOR OUR JOB FAIR @ HOLIDAY INN YORKDALE

NOW HIRING

STORE MANAGER, CO-MANAGER, ASSISTANT MANAGER,
VISUAL MANAGER, VISUAL MERCHANDISERS & SALES ASSOCIATES

TUE, OCT. 14™— SAT, OCT. 18" 3450 DUFFERIN STREET
FROM 8" — 5™ ALL DAYS TORONTO, ON M6A 2V1

ATTEND THE OPEN INTERVIEWS FOR CONSIDERATIONVISIT OUR WEBSITE : WWW.FOREVER21.COM/CAREERS




Focus

Holistic Strategy

HUMANIZED
GROWTH
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Prioritizing
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Define Value
Per Stakeholde

Quality

MARS

The world we
want tomorrow
starts with how we
do business today

MARS
Trusted
- partner
7%

Value Creation strategy across
all Stakeholders




CHRO that has
used the voice of

the colleague (or
other squeholder)
cmd shifted |
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Courage to define
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THEWALL STREETJOURNAL. R

CVS Renames Itself CVS Health
as It Ends Sale of Tobaceco Products |
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Organize

ce

HUMANIZED
GROWTH
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Systemic change to drive
stakeholder value




7%

Working Interdependently
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The Changing

Yesterday

Today

50 - 70%

Fulltime

Tomaoarrow

CONTINGENT

TECH

< 30%

Fullime
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Rethinking = Stats
Frederick Barge -
whitepaper




Unleash

P — HUMANIZED
GROWTH



Da Vinci Leader

SpencerStuart

THE B TEAM )

I /

1
“ A
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Acting
Strategically

Courageous

Open- ‘,
minded

Future-
focused

PURPOSE




Situational
Leadership

Hersey-Blanchard Situational Leadership Theories

Supportive Behavior

o @ Developmental Levels
Directive Behavior

*This graphic combines elements of the Hersey-Blanchard Situational Leadership Theory & Blanchard's revised Situational Leadership Theaory Il
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Join for a career, that
changes conirtyni/ies

Stay for the people who make
a difference.

I Piedmont

|||||||
.....



—

oI Eaes

1o S p—

i There is no employer branc




Drive the
pability




And the DEI




CREATOR

LEADER

COLLABORATOR

CHALLENGER




GROUND

REIMAGINE

ORGANIZE

SUPPORTER

Colleagues

CHALLENGER

COLLABORATOR

LEADER CREATOR

Full eco-system

understanding

Embedding

understanding

Co-creation and

employer brand
vision & role

HR Process Optimization,

ongoing calibration of
employer vision & role

Humans & Growth,

transaction orientation

Incremental
improvements in

building a culture

Radical rethink of

existing structure,
tools processes

Develop existing

internal and external
collaboration models

Invest in

capabilities, functional
leadership

next-gen capabilities
and da Vinci Leaders
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