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Revenue Growth & Stakeholder

Much better

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

Much worse

e o Delivering sustained value Vary good

for all stakeholders N=731
Source: The IRG Impact Study




The case has already

McKinsey
& Company

Strategy & Corporats Finance

The triple play: Growth, profit,
and sustainability

August 5, 2023 | Article

Revenue growth is good. Profitable growth
is better. Profitable growth that advances
ESG priorities is best. Here's how
outperformers who actively choose growth
deliver the growth trifecta.

‘Triple outperformers’ are more than twice as likely to grow revenues by more
than 10 percent.

Share of global companies across industries by revenue [ | [
CAGR 2017-21, % within each revenue CAGR bracket 0 5 10 15 20
6 7
P, 9 12
[ = == | 13
o 6 T — ,
B "
ESG' laggards All companies ESG outperformers? Profit and growth "Triple
{n=1151) (n=12251) {n=1100) outperformers®, outperformers™
ESG laggards (n=296)
(n=1233)
Fewer than 1in 4 comparves had More than 1in 2 triple outperformers had
revenue growth =10% revenue growth >10%

McKinsey & Company




Drivers of

HUMANIZED
GROWTH



Ground

Human First

HUMANIZED
GROWTH




1. Stakeholder

Materiality Matrix

o A : .
,"g:a ® Agricultural sourcing
5 Women's rights & opportunities @ Climate action
@ Deforestation
VERY HIGH e Packaging & waste
@ Nutrition & diets
Sanitation & hygiene ®  ® Humanrights o .o- @
g @ Ethics, values & culture
e}
© Economic inclusion @ Trusted products & ingredients @
D HIGH
x
[} : A
D Animal testing & @
o welfare @ Fair compensation Talent @
= @ Consumers &
§ @® Non-agricultural sourcing sustainability
ol
Té Responsible marketing & advertising ® @ Tax & economic contribution
E Governance & accountability @
@ Data security & priva
MODERATE Employee well-being @ DY CEREOSY,
Responsible use of innovation & technology @
o
H @ Communicable diseases
-l

-

Understanding Stakeholders . :
Lower Impact on the business Higher

Source: Unilever.com




2. Stakeholder




Reimagine

Emerging Future &

HUMANIZED
GROWTH



Long term focus B
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Aspirational Role

7%

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

according to <® Real Beauty Campaign

What kind of
beauty do we
want Al to learn?

By 2025, 90% of online content is predicted
to be generated by Artificial Intelligence.
Dove will keep committed to real beauty.

Learn more ct: Dove.com

Dove -

20 years changing beauty
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Focus

Holistic Strategy
Transformative:

HUMANIZED
GROWTH




We're not
Competitor
Obsessed,

we're
Customer
Obsessed.

~ Jeff Bezos
FIRG




Define Strategy with
all stakeholde ‘

The world we

want tomorrow
starts with how we
do business today

MARS

Trusted
partner

Value Creation strategy across
all Stakeholders
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RISV T Che New Jork Times SN

CVS Stores Stop Se”t'ng
All Tobaceo Products

R e———

THEWALLSTREETJOURNAL. PR

CVS Renames Itself CVS Health \
45 It Ends Sale of Tobaceg Products [




Organize
Systemic Change

HUMANIZED
GROWTH




10% \ \N[-'

Systemic change to drive
stakeholder value

4 IRG
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8%

Working Interdependently

FRG
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Good for People
Good for the Planet

NGO Collaboration




ﬁ’ 4 Global :: ' ! #
G ove rn m e nII. Ny S ) Handwashing Day

STARTING NOW,
TEACH KIDS THE
LETTER H AS

I 67%
48%

Government & Public Institutions
Collaboration

FRG




Unleash
Role Modelling

HUMANIZED
GROWTH




SpencerStuart
THE B TEAMD»

Leading
Changes

Acting

Strategically

e o

HAVIORS

Driving
Results

Optimistic

Collaborating
&
Influencing
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Alison Davis

Bala lyer

Barbie Bigelow

Britt Ide

Chris Burggraeve
Christobel Selecky
Connie Collingsworth
Daria Torres

David Rosenblum
Erin Selleck

Hoshi Printer

Jeff Sakaguchi
John Driver
Katharin Dyer
Kristina Peterson
Larraine Segil
Raphael Pastor
Susan Mallory
Susan Thronson
Terri Funk-Graham

Terry Rappuhn




Lara Lee
Board Director, WD-40

Company, Liberty Safe,

Rather Qutdoors

Diane Hessan
Board Director, Panera
Brands, Eastern Bank,
Brightcove, SAGO, Tufts
University

CEO, Salient Ventures

Libby Sartain
Independent Board Director,
ManpowerGroup, AARP;
Chairman, AARP Foundation

Teresa Sebastian
PLACEHOLDER
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Thank you
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