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Global Events

New York | Mexico City | Cape Town | Sao Paolo | London | Paris | Amsterdam |
Istanbul | Penang | Mumbai | Cannes | Sydney | Prague | Stockholm | Tokyo | Shanghai




The CMO Impact Playboc

Effective C-Suite Partnering
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Louder, More Demanding,

Colleagues Customers Community Capital Markets







oppomlunnlg

50%

Stakeholder Value
Creation as Opportunity




Overperformance:

Average 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
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Drivers of
Humanized Growth

HUMANIZED
GROWTH










{ 83%

CEOs see Marketing
owhing the growth
agenda




Growth
Stakeholder
Value
Impact
Engagement

# of Classes:

UNIVERSITY OF
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Business
School
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Oxford Future
of Marketing
Initiative
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Marketing

THINK ___FEEL NN DO

Building
a Sense of Enabling
Belonging & Behavior Change
Passion

Raising
Awareness &
Shifting Mindsets




Customers




Colleagues Customers Community Capital Markets
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Customers

Colgate
o’

TURN OFF
e THE FAUCET
WHILE BRUSHING




HELLMANNS

1:9:1°3

.

BELIEVES FOOD IS
TOO GOOD TO BE WASTED.
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Colleagues

Calve

PEANUT BUTTER
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*Suoom ONCTUEUX - FEIN -
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mercado mercado b

libre libre

N Capital Markets

mercado mercado
libre shops

E-commerce marketplace. Sellers pay Online store solutions. Sellers pay
commissions on transactions, equal to a subscription fees to set up and manage
percentage of the sales value (GMV). their online storefront.
. b I | b
mercado I ' r e l r e

SaaS pPago
Stores & ERP /
Fintech solutions. Provides processing,
gateway, and mobile payment services,
enabling sellers to accept digital
payments in stores and online. Sellers
pay a percentage of TPV.

mercado
envios
Logistics solutions. Enables sellers to
provide seamless delivery through
third-party carriers, and provides
fulfillment and warehousing services.
Sellers pay shipping fees.

Advertisement

= mercado
> merq?do @ libre /

Publicidad

Credit solutions. Loans are provided to Advertising solutions. Allows businesses
marketplace merchants. Interest and to promote themselves by displaying
principal payments are collected from a targeted ads on Mercado Libre’s

o merchant’s existing marketplace sales. webpages. Sellers pay advertising fees.

o mercado
e libre

OXFORD




ECONOMIST
IMPACT = s

Health
Inclusivity Ind/ex

How do people’s experiences
of health inclusivity compare with
national health policies?

Supportedby HALZ=ON
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Customers

Washing at 30°C with Ariel
is a great way to make a
difference and start

saving energy at home...

COMING TO A SHOPPING
CENTRE NEAR YOU

find your nearest roadshow
R e

°C | make your home a green home | how energy efficient are you? | cool cleaning, and how it works | sustainability in the media

proud supporter of

=

Home | Sitemap | Privacy Statement | T&Cs | Competition T&Cs | Ariel around the World | Procter & Gamble 2007@
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Customers

U)) VEQETARIAN
(8 #) VEGETARIAN 2% BUTCHER

) BUTCHER ™ WHAT THE Cluck

Vegan

MAGIC MINCE

vegan chicken-style chunks

high protein soy-based crumbs
-
"
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Uber
Green

Uber will be a zero
emissions platform by
2040

Uber Green 24

Low
emission
rides to a
greener
future

Uber will be a zero
emissions platform by
2040

Millions
That's

des a day. Zeto emissions

¢

Customers

|| Uber Green

is arriving
now




(%]
o
=)
5)
o]
o
°
O)




Oy ¢ T— Communities

\ e OFF!CAST

Mosquito Forecast

Check your local 7-day
mosquito forecast

Severe

Very High

High

Medium

Low

RS MOBOLIOCS T ey AN
WAOENGUE OR WEST NLEVRS
e mmuymaIws
S e WARNING ™

WL Oy




Unleash
Da Vinci Leadership

HUMANIZED
GROWTH




Da Vinci Growth

THEBTEAM» SpencerStuart




Da Vinci Growth

Acting
Strategically

Courageous

Open-
minded

What
you are

good at

PURPOSE

What
you love




Da Vinci Growth

ATTITUD BEHAVIORS
How yo How you deliver outcomes
Authentic y Biiing Acting Strategically
: . « Filters all key decisions with business purpose
+ Approachable, Humble Acting iResiis ” S - ;
. Erir;o’rhetic Strategically » Applies analytical rigor to decision-making

« Prioritizes and ringfences strategic initiatives

* Vulnerable, Transparent » Addresses ST challenges in the context of LT strategy

. Leading )
Open-minded Change Leading Change
« Curious, Growth mindset, Adaptable + Provides the roadmap to a future-fit state
- Inclusive, Interested in diverse perspectives Bl e 0 Brlv_es S}/STeTmlg Tropfsfor_mihon g
« Ecosystem mindset B Used avigates frade-offs with fransparency and grace
« Creative, Imaginative Courageous Mobilizes a codlition of change leaders

Building Talent

Courcgeoqs o o . + Expresses Servant Leadership
» Unapologetic, Principled, High integrity » Develops capability for stakeholder engagement
« Grounded in reality PU RPOSE » Ensures representation of key stakeholder perspectives

« Bold, willing to make big bets » Promotes partnering and empowering all levels

What you

Collaborating and Influencing

» Proactively engages with stakeholders for a win-win
 Fosters interdependence internally and externally
What * Invests in relationships and team, mentors

you are igai « Listens to understand
good at

Optimistic

« Can-do mentality
« Positive outlook
« Trusting

Future-focused Driving Results

« Visionary with clarity « Creates reciprocal stakeholder value

« Intentional What you can » Defines shared holistic KPIs for stakeholder impact
« Resilient monetize » Tracks progress and adjusts accordingly

» Promotes and enables innovation for growth

oxrorD B
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SUNITA
BANGARD

Aditya Birla Group
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Positive
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Reflection

. %

"~ In silence, reflect:

1. What partnering has worked
best for you and Why

2. Where can you have more
influence?

3. What gets in the way & key
inferventions?e

5 min
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