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2019 
Humanized Growth
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Short Termism



End of a
50 Year Era



Fast forward 4 years



Colleagues



Customers



Communities



Capital Markets



Louder, More Demanding,
More Powerful

Colleagues Customers Community Capital Markets



Last Summer



Accusations of 
doing too little …



… or 
too much



Risk of getting 
caught in Crossfire



Need for a practical
Roadmap



Your ambition?

SUPPORTER

CHALLENGER

COLLABORATOR

LEADER

CREATOR



Study
Partners



Patrica NzolantinoEd Freeman

Mark Kramer Jeremy Grantham

450+ Vision

Interviews  



120K Social AI 

Hypertrend Study

750+ QUANT 

Online Survey

Board and 

6 C-Suite Functions

52 Markets

9 Country deep-dives



Overperformers vs. 
Underperformers



“At our company stakeholder value creation 

is seen as opportunity”

48%

89%

How we present this:

88%

underperformers overperformers overperformers



Implementing

Humanized Growth
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Ground 
Human First 
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Know Thyself



Stakeholder
Understanding 

Understanding Stakeholders

17%

76%
64%

Materiality Matrix



Stakeholder 
Engagement

Engaging stakeholders

9%

64% 56%



Represent stakeholders 
in decision making

3% 61%

Stakeholder 
Representation

38%



Reimagine
Future backward
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Long term focus

Zooming 
out

Long term focusA more long term focus

23%

70% 79%



Utopian Vision of 
the Emerging Future



Aspirational Role 
for the Company

I am proud of my company's purpose

90%

26%

92%



Corporate
Purpose ..



.. as a
Strategic Filter

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

71%

7%

71%



Connect to deep 
Belief Systems



Rooted in
Company DNA



Not just a Brand Program



Not Marketing/Comms 
Tactic 



Focus
Transformative

 Change HUMANIZED
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Prioritizing 
Stakeholders 





Define Value 
Per Stakeholder

Value Creation strategy across all 
Stakeholders

3% 69% 74%



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



… and Courage to 
define what to STOP



Address ST issues 
in context the LT 
growth story 



Organize
Systemic

Interdependence 
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Driving 
Systemic Change

Systemic change to drive stakeholder 
value

9%

69% 69%



Recognizing
Interdependencies



Working Interdependently

7%

67%

Across functions &
Departments

54%



with senior leaders

more connections

5.5x
more connections

with other functions

3.5x

More 
Connected



More Connected 
across Industry 

Industry Peer Collaboration

71% 71% 73%



Govt Public Institutions  Collaboration

82%

Government
Collaboration

46%
66%



SUPPORTER CREATORCHALLENGER COLLABORATOR LEADER

Co-creation and 

ongoing calibration of 

corporate and brand 

vision & role 

Embedding 

corporate and 

brand vision & role

Brand Equity & 

Performance 

Marketing

Systemic 

stakeholder value 

creation

Functional expertise

Develop  

next-gen capabilities 

and da Vinci Leaders

Customer 

understanding 

Full eco-system 

understanding
GROUND

UNLEASH

FOCUS

REIMAGINE

Aligning messaging, 

rallying around the 

brand

Radical rethink of 

collaborative business 

models and partnerships

ORGANIZE



Unleash
Role Modelling 

Da Vinci Leadership
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Open Minded



Courageous



Optimistic & 
Future Focused



Demonstrating
Authenticity



Da Vinci Leader
Profile



Drivers of

Humanized Growth
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Your ambition?

SUPPORTER

CHALLENGER

COLLABORATOR

LEADER

CREATOR



Thank you

frank@instituteforrealgrowth.com



Leading for Impact

Yolanda van Die
ING Netherlands

Head of Brand, Marketing & 
Communications

Eric Kramer
WPP

Country Manager

Peter Jacobs
ING Netherlands

CEO
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and enablers for 

your organization



Cross-functional 
Executive Panel 

Erica van Vonderen – Hahn
Basic-Fit

Chief Commercial Officer

Frank van den Brink
KennedyFitch

Managing Partner

Bernard Osta
Vestiaire Collective

CFO

Andreea Vonk
Booking.com

Senior Director People 
Strategy & Rewards
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