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== Prereads

To help prepare and inspire you, please enjoy these optional prereads.

wees Take a Stand on Societal lesues?

What is the purpose of your purpose?

{15 min read)

Despite its sudden elevation in corporate life, purpose
remains a confusing topic. A primary cause of this
confusion is that the word is used in three senses:
Cause-based purposes {such as Patagonia’s “in
business to save our home planet”), Competence-
based purposes {such as Mercedes’s “First Move the
World™”) and culture-based purposes {such as Zappos’s
“To Live and Deliver WOW") have different roles to
play. The authors offer advice about identifying what
sort of purpose will best suit your company without
misrepresenting it. Read the arficle hers.

Should businesses take a stand on societal issues?

{23 min listen)

In this podcast from HBR, Harvard Business School
senior lecturer Hubert Joly, who led the electronics
retailer Best Buy for almost a decade, discusses
examples of corporate leaders who had to determine
whether and how to engage with humanitarian crises,
geopolitical conflict, racial justice, climate change,
and more. Listen fo the podcaost her=.

The story of Vinted
{5 min read)

This article from the Guardian shares the story of
Vinted, how one woman sold her clothes — and
created a bilion-dollcr company. it’s a great example
of a purposeful business, that does well by coing
good. Read about the rise of Vinted here.
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Purpose as
strategic filter

7%

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

What people
at the company
are passionate

about

What the
world needs

What the
company
is uniquely
good at

Purpose

How the
company can create
economic value
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I] E I.IVE RI N G FOR A CLEANER, HEALTHIER WORLD: OUR 2030 AMBITIONS
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A cleaner healthier world through the power of our purpose-led brands

Reach half the world A lasting difference in
Engage 2bn people Working with our partners to
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FINANCIAL TIMES

Has corporate

purpose lost
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What Is the Purpose of
Your Purpose?

Your why may not be what you think it is. by Jonathan
Knowles, B. Tom Hunsaker, Hannah Grove, and Alison
James
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Purpose
Embedding

1. Build Awareness
2. Build Belief

3. Make it Redl

4. Form a coalition
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Change
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Courageous

Authentic PURPOSE

What you love

What you are
good at

Ikigai

What you can monetize

Collaborating
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Driving
Results
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world
needs
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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 ot: Dove.com

Dove -

20 years changing beauty
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Managing Partner
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Great Strategy
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Strategy Is Now Than Customers
How to Change and Investors

..... "

£ IRG

T . 1



Cindy Tervoort

Former CMOQO Britvic
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’ IRG IRG Impact Plan

Hoomasised (ool Purpose & Ambitions

FICTIONAL

EXAMPLE

Impact Plan

Name: Amanda Klemm
Organization: Colgate

:S:i%:: L Inspire positive change through leading by example
Validated
MI LESTG HE e PERSONAL Develop more effective collaborations internally, with supply
Ambitions AMBITION Sholh DR
BUSINESS Drive innovation and position my company as the industry
AMBITION leader in recycled packaging
ﬁiﬁg:‘ Reduce plastics in the environment

DEADLINE April 2rd
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