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WPP IRG Resource

Institute
for Real
Growth

IRG Resources
for WPP

IRG Masterclass
Series

3-hour incentive topic deep dives:

#1 Humanizing Commerce with Lu
Rochet; L'Oreal | May 11, 9-12pm

CMO Workshops
Run tailored leadership Humanized Growth workshops with WPP
opco's, focusing on 1 or more of the building blocks

IRG Masterclass Series
Run tailored leadership Humanized Growth workshops with WPP
opco’s, focusing on 1 or more of the building blocks

Speaking Engagements
Invite IRG founders for townhall and/or client presentations

IRG100 Leadership Program
Nominate your clients/CMOs for the IRG100 2021/2022

IRG1000 Leadership Program

Offer IRG1000 Leadership program for corporates with a
discount, highlighting the option to participate in the program
together with the client

Speaking
Engagements

hall and/or client
tations ;

Corporate program— 17 weeks

IRG1000
Leadership
Program

Offer IRG1000 Leadership

program for corporates with

Anficipative Whole Leadership: Milestone 3
DOrganization Brained Ecosystem Delivery week
&2 (&) 2heun (D zheun (@ 3houn

rochure - current

CMO
Workshops

&Re

5OWPP

INVITE TO DELIVERING GROWTH THROUGH CEX WORKSHOP'

CEX inspiration and
action planning

_R'_ n Tc:i!ore_d leadership session 14-09-2020

ed Gro a-—

IRG100
Leadership

Program

Nominate clients;

WPP Leaders
feedback

Jon Cook
CEO, VMLY&R

IRG is seen as a value-
add and strengthens
relationships

VMLY&R in the future”

Jason Warnes
GCL, Shell
“Three senior Shell clients took part in IRG last

year, Good for relationship building and Shell
value and appreciate their involvement"

“The IRG 1000 Program gives a chance for
participants and the company fo really make
an impact. On yourself as you grow as a
leader, and impact on how we improve

Javier Meza
CMO Sparkling

“Helped me sharpen the sparkling
portfolio growth agenda”

Jodi Harris
VP Marketing, Culture and Capabilities

"Several new growth inifiatives to
ensure that humanized growth is at the

core”
Chris Pitt %
Chief Marketing Officer UK -
%

“The change management tools were
transformational for me"

.

Institute
for Real
Growth

Getting started:

frank@instituteforrealgrowth.com

~ marc@instituteforrealgrowth.com
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WPP IRG Resources Brochure v.1

Option 1 Option 2 Option 3 Option 4 Option §

Institute
for Real H
. R Resources overview CMO Workshops
Run tailored leadership
L option 1l option2_ Il option3_ Ml option4_ Ml Options_| St
I RG Reso urces i cMo IRG Masterclass  Speaking IRG100 IRG1000 workshops with WPP

Workshops Series Engagements Leadership Leadership opco’s, focusing on CEX inspiration and
: { ! Program Program
fOI’ W P P i : ° ° 1 or more of the action planning
) 1 =T Run tailored Run tailored Invite IRG founders Nominate your Offer IRG1000 . . SESSiﬂﬂ 14_09_2020

- ) leadership leadership for townhall and/or clients/CMOs for the Leadership program bUlld'ng b|OC kS

i Humanized Growth Humanized Growth client presentations IRG100 2021/2022 for corporates with a
workshops with WPP workshops with WPP discount, highlighting
opco's, focusing opco’s, focusing the option fo
on 1 or more of the on 1 or more of the participate in the
building blocks building blocks program together

with the client

Amsterdam, 2
_ 2
\ for Real 3
Growth

Option 1 Option 2 Option 3 Option 4 Option §

Option 1 Option 2 Option 3 Option 4 Option § Option 1 Option 2 Option 3 Option 4 Option 5§

IRG Masterclass Series Speaking Engagements IRG100 Leadership Program
Invite IRG founders for
townhall and/or client

presentations

3-hour incentive topic deep dives: Nominate clients /
“Helped me sharpen the sparkling

CMOs for the 2021 . portfolio growth agenda”
/2022 prOgrO m - Javier Meza, CMO Sparkling

#1 Humanizing Commerce with Lubomira
Rochet, L'Oreal -May 11, 9-12pm ET

#2 Winning in the Ecosystem for Growth
with Trinity3 - June 15, 9-12pm ET “Several new growth initiatives to ensure
that humanized growth is at the core”

- Jodi Harris, VP Marketing, Culture and Capabilities

#3 Unlocking the Power of Diversity
with Antonio Lucio -Sept 14, 9-12pm ET

“The change management tools were
transformational for me”

Y ~ Chris Pitt, CMO UK
.

Institute
for Real 4
Growth

Option § Option 1 Option 2 Option 3 Option 4 Option §

Institute
for Real
Growth

Getiing started

WPP Leaders feedback

IRG is seen as a
“Has allowed me to unlock a far more personal relationship
value-add and with my CMO"
Sfrengfhens client = — Philip HeimanGCL, SC Johnson
relationships

IRG100 Leadership Program IRG100 Leadership Program

O IR0 il @ Offer IRG1000 AR TG - A |
Leadership program i W { m Leadership program 1. ol o ST J

A
for corporates with a st U el Rl for corporates with a T
substantial discount, _ substantial discount,
highlighting the option
to participate in the
program together with
the client

Frank van der Vorst
Founder

highlighting the option
to participate in the
program together with

“The IRG1000 Program gives a chance for participants and the ﬁ.
company to really make an impact. On yourself as you grow as -
a leader, and impact on how we improve VMLY&R in the future” “
— Jon CookCEO, VMLY&R

E frank@instituteforrealgrowth.com
M +31 6 543 378 66

“Three senior Shell clients took part in IRG last year. Good for
relationship building and Shell value and appreciate their

Week 14 Week 15 Week 16

GrowthStudy Change  Humanizes d  Leadership: involvement”
Journey Y Growth
2hous 2h 2h 2 hours . Jason WarnesGCL, Shell
nsttute nstiute
for Real 7 forval 8

Growth

25 March 2021
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WPP IRG Resources Brochure v.2

Institute
. A Resources overview CMO Workshops

Run tailored leadership

Humanized Growth

workshops with WPP

RS fOCUSIng 20 CEX inspiration and

1 or more of the action planning
building blocks session 14-09-2020

IRG Masterclass Speaking IRG100 IRG1000
Workshops Series Engagements Leadership Leadership
Program Program

IRG Resources
for WPP

Run tailored Run tailored Invite IRG founders Nominate your Offer IRG1000
leadership leadership for townhall and/or clients/CMOs for the Leadership program
Humanized Growth Humanized Growth client presentations IRG100 2021/2022 for corporates with a
workshops with WPP workshops with WPP discount, highlighting
opco's, focusing opco’s, focusing the option fo
on 1 or more of the on 1 or more of the participate in the
building blocks building blocks program together
with the client

e 2 ey Option 1 3

Growth Growth

IRG Masterclass Series Speaking Engagements IRG100 Leadership Program

3-hour incentive topic deep dives: : : ) Invite IRG founders for

#1 Humanizing Commerce with Lubomira ; townhall qnd/or client
Rochet, L'Oreal -May 11, 9-12pm ET 15 : : presen’ro’nons

Nominate clients / Helbed me sh " y

: elped me sharpen the sparkling
CMOs for the 2021 } g portfolio growth agenda”
/2022 prOgrOm - Javier Meza, CMO Sparkling

#2 Winning in the Ecosystem for Growth
with Trinity3 - June 15, 9-12pm ET “Several new growth initiatives to ensure
that humanized growth is at the core”

- Jodi Harris, VP Marketing, Culture and Capabilities

#3 Unlocking the Power of Diversity
with Antonio Lucio -Sept 14, 9-12pm ET

“The change management tools were
transformational for me”
= A — Chris Pitt, CMO UK

Institute

e Option 2 4 o Option 3 5 £ Bt Opfion 4 6

Institute
for Real
Growth

Getiing started

IRG100 Leadership Program IRG100 Leadership Program WPP Leaders feedback

Offer IRG1000 Wh Wh A — Offer IRG1000
Leadership program 2 Leadership program
for corporates with a for corporates with a

IRG is seen as a
“Has allowed me to unlock a far more personal relationship
value-add and ¢ with my CMO”

Sfrengfhens client — Philip HeimanGCL, SC Johnson
relationships

substantial discount, substantial discount,
highlighting the option highlighting the option
to participate in the to participate in the
program together with program together with

“The IRG1000 Program gives a chance for participants and the Frank van der Vorst

company to really make an impact. On yourself as you grow as Founder
a leader, and impact on how we improve VMLY&R in the future”

— Jon CookCEQ, VMLY&R E frank@instituteforrealgrowth.com

M +31 6 543 378 66

“Three senior Shell clients took part in IRG last year. Good for
relationship building and Shell value and appreciate their
involvement”

Jason WarnesGCL, Shell

stit

Option 5 7 ‘ é’;:?f 8

iy Option 5 10 £ e

Growth
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WPP IRG Resources Brochure v.

Institute
for Real
Growth

IRG Resources
for WPP

Amsterdam, :

IRG Masterclass Series

3-hour incentive topic deep dives:

#1 Humanizing Commerce with Lubomira
Rochet, L'Oreal -May 11, 9-12pm ET

#2 Winning in the Ecosystem for Growi
with Trinity3 -June 15, 9-

IRG100 Leadership Program

Offer IRG1000
Leadership program
for corporates with a
substantial discount,
highlighting the option

Why What

Institute
S m 10

Resources overview

Option 1 Option 2 Option 3 Option 4 Option 5

CMO

IRG Masterclass Speaking IRG100 IRG1000

CMO Workshops

Run tailored leadership
Humanized Growth
workshops with WPP

Workshops Series Engagements Leadership Leadership opcCo 's, focus]ng on < -
Program Program CEX II'ISPIratIOI'I. and
tailored tailored te IRG f d f Offi G1000 action plam‘llng
Run tailore: Run tailore: Invite IRG founders Nominate your er IRG1 =
leadership leadership for townhall and/or clients/CMO:s for the Leadership program session 14_09 2020
Humanized Growth Humanized Growth client presentations IRG100 2021/2022 for corporates with a
workshops with WPP workshops with WPP discount, highlighting
opco's, focusing opco’s, focusing the option fo
on 1 or more of the on 1 or more of the participate in the
building blocks building blocks program together

Institute
for Real
Growth

with the client

Institute

2 for Real
Growth

Speaking Engagements

Invite IRG founders for
townhall and/or client
presentations

o Option 3

Offer IRG1000

Leadership program
for corporates with 1T P
substantial discount,

highlighting the option

Personal o) ange umanize:
JJJJJJ

i

Week 14 Week 15 Week 17
Growth Study  Change Humanized Leadership:
Journe Y Growth Self

Nominate clients /
CMOs for the 2021
/2022 program

WPP Leaders feedback

|RG IS Seen OS O H [l d t lock a f I relati hi
“Has allowed me to unlock a far more personal relationshi
value-add and with my CMO” ° ’

Sh’engfhens client = — Philip HeimanGCL, SC Johnson
relationships

“The IRG1000 Program gives a chance for participants and the h
company to really make an impact. On yourself as you grow as Tawl

a leader, and impact on how we improve VMLY&R in the future”
- Jon CookCEO, VMLY&R ‘_

“Three senior Shell clients took part in IRG last year. Good for

h? relationship building and Shell value and appreciate their
= involvement”
‘. . Jason WarnesGCL, Shell
‘ ':G Res 8

“Several new growth initiatives to ensure
that humanized growth is at the core”
- Jodi Harris, VP Marketing, Culture and Capabilities

b
<

&

IRG100 Leadership Program

“Helped me sharpen the sparkling
portfolio growth agenda”
- Javier Meza, CMO Sparkling

“The change management tools were
transformational for me”
~ Chris Pitt, CMO UK

Option 4 6

Institute
for Real
Growth

Getiing started

Frank van der Vorst
Founder

E frank@instituteforrealgrowth.com

M +31 6 543 378 66

25 March 2021
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Content blocks - current

ool BioCk

Institute
for Real
Growth

T n

TITLE LOREM IFSLIAM
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Title webinar Tifle webinor
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Not included in this presentation.

Choices made in the updated IRG Newsletter

will eventually fill these content blocks.
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Design Humanizing Growth Series - current

A dscussonr with URWWCEF s Asssionid fecre fony Genengl on sfeciive comsany NGO o =
Lo IMSTs DS anid mesns WO
® =
m Q etk Home Py ‘4..0 k % 1r:s;l°c'r*r lotifica \
vy Metwork Jobs Messaging Motifications vie Wor iR
F L™ l'.ﬂ.
G lf

Institute for Real Growth + Follow =+

Instituts e 1,727 followers
for

for R 1mo « Edited « @ Your dreamy

Join us next Friday, Feb 26 as we're joined by DED, Assistant Secretary General, jOb is closer l ;
— nstitute for Real Growth
United Mations - Charlotte Petri Gornitzka. This discussion around how tha n YOU Q’ stitu eal Gro

Irakfube

Institute for Real Growth businesses can best partner with NGOs to align behind the UN Sustainable iink ‘

1,727 followers
Ty
f.\ + Follow )

View full profile

Development Goals, is not one to be missed!
#sustainabilitygoals #unitednations #livewebinar

Register here: https:/finkd.in/gDBuS3f

Charlotte P

Assistant Secretary

Friday February 26

% AM EST | 2PM GMT | 10 PM CST

Marc de Swoan Arons

O @ 4-1comment

Reactions

&<, 58

) Like & Comment (> Share f Send

‘; | Add a comment...
S

Most relevant =

Currently 800x450px

Seejobs

Linked in .

Similar pages

Consulting by
KANTAR
Kantar + Follow

Management Cons...
501-1,000 employ...

Marion Goodwill
Industries + Follow

Mon-profit Organi...
201-500 employees

[ ] Weldon
Health, Wellness &.. =+ Follow

2-10 employees

Show more ~

About  Accessibility Help Center
Privacy & Terms ~  Ad Choices
Advertising Business Services s

Get the LinkedIn app  More

Linked ] Linkedin Corporation @ 2021

Home About Posts Jobs

» Institute for Real Growth
F 55 1727 followers
3w . Edited « ®

At the IRG, we help leaders drive more
#HumanizedGrowth, but where to start? Join us
this Friday as we speak to Assistant ...see more

Friday February 24

F AM EST |2 PM GMT | 10 PM CST
= v 7 &
unicef &

Register here

rtedt by IRG Founder Marc de Swoon Arons

S >

Comment Share

- Institute for Real Growth
e 1727 followers
3w-®

The IRG has been polling CMOs worldwide on
topics relating to #humanizedgrowth. In a recent

Friday February 24

a8 EST | I PMGMT | 10 PR ST

unicef €

(e * Mo S Teoos S

UMICEF provides huomanitarion ond developmental aid fto  children
wiorlchedcle with a network thot spans more thon 120 countdes and lermiones,
Q pemsion for innovahion, and g commifimant 1o moke every dollor cournil.
Together with the world's leading companies, comporate foundations, and
orvate organizaflons, UNICER 3 homessing  thelr collective strengths 1o
achisve the Susfanable Development Goalk and hslp childen sundve,
thrive, and fulfil their potential.

aince 206 Charloite Paln (omilzka is the Assistont yacrelary-Gensral ond
UNICEF Deputy BExecutive Director, Portnerships. She hos successfulby bt
innovatlve portnerships  with  leoders  from il society,  national
Fovamments, and the privote sector o deliver progromme resulis and
influence crifical policy changes.
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Design Humanizing Growth Series 1a

m Q, search

Instituts
for Real
Greswth

Institute for Real Growth

1,727 followers
Ty
f.\ + Follow )

View full profile

= ®

J Messaging

Institute for Real Growth + Follow
e 1,727 followers

1mo « Edited « @
Join us next Friday, Feb 26 as we're joined by DED, Assistant Secretary General,
United Mations - Charlotte Petri Gornitzka. This discussion around how
businesses can best partner with NGOs to align behind the UN Sustainable
Development Goals, is not one to be missed!

#sustainabilitygoals #unitednations #livewebinar

Register here: https:/finkd.in/gDBuS3f

Friday, 26 February 2021
9 AM EST -2 PM GMT - 10 PM CST

unicef &

Hosted by IRG Founder Marc de Swaan Arons
O @ 4-1comment
Reactions
0 o WIg ®p
) Like & Comment (> Share f Send

‘; | Add a comment...
M

Most relevant =

1200x627px recommended

p

MNotifications

than you
think

Seejobs

Linkediin .

Similar pages

Consulting by
KANTAR
Kantar + Follow

Management Cons...
501-1,000 employ...

Marion Goodwill
Industries + Follow

Mon-profit Organi...
201-500 employees

Weldon
Health, Wellness &.. =+ Follow
2-10 employees

Show more
About  Accessibility Help Center
Privacy & Terms ~  Ad Choices

Advertising Business Services s~

Get the LinkedIn app  More

Linked ] Linkedin Corporation @ 2021

&~ Q Institute for Real Growth

Home About Posts Jobs Alumi

- Institute for Real Growth
F =8 1727 followers
3w . Edited « ®

At the IRG, we help leaders drive more
#HumanizedGrowth, but where to start? Join us
this Friday as we speak to Assistant ...see more

Charlotte Petri Gornitzka

Assistent Secretary Genera, Unicef

Friday, 26 February 2021
9 AM EST -2 PM GMT - 10 PM CST

unicef &

Hosted by IRG Founder Marc de Swaan Arons

® 54

Comment Share

- Institute for Real Growth

rhet 1,727 followers
3w-®

The IRG has been polling CMOs worldwide on
topics relating to #humanizedgrowth. In a recent

A dscusmon wiin UWNCEFS Asssiond Secne fony Gensmd on &ffeciive comsany NGO =
Eor NS Ds Qnid rssns, WO

Institute
for Real
Growth

Charlotte Petri Gornitzka

N tary Genera, Unicef

i ¢ Friday, 26 February 2021
- 4 9 AM EST -2 PM GMT - 10 PM CST
(<)

unicet e

Hosted by IRG Founder Marc de Swaan Arons

N

<<?

(\

f

Unicef provides humanitarian and developmental aid to children
Ces iunduntinum nitem et liqui offic tempero officilit et que quo
velit, inus cus endae. Sed que consed qui custecturia nihiliquunt, in
prendam quid mi, soluptatur sendae. Ovide volore nis maionsedita
as et restrum volorro vitam, sint aboris velenis eate doluptio
vendernam fugitiatessi audia excepud andellaboria nusam,

tenis seroreiur audis qui volupta core officto quatibus dessequo
exerovid mossitature Sam exceror eceptatecust poris min cor
simaio. Nam inis voluptas si volorite volores am, core por si simpori
diciet reserrum faceperspiet alignam nonectas aut et que
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Design Humanizing Growth Series 1b

m Q, search

Instituts
for Real
Greswth

Institute for Real Growth

1,727 followers
Ty
f.\ + Follow )

View full profile

= ®

Institute for Real Growth + Follow
e 1,727 followers

1mo « Edited « @
Join us next Friday, Feb 26 as we're joined by DED, Assistant Secretary General,
United Mations - Charlotte Petri Gornitzka. This discussion around how
businesses can best partner with NGOs to align behind the UN Sustainable
Development Goals, is not one to be missed!

#sustainabilitygoals #unitednations #livewebinar

Register here: https:/finkd.in/gDBuS3f

AN\ Charlotte Petri

1

wlie ) Gornitzka

é—:a? X Assjs’ren’r Secretary General,

Friday, 26 February 2021
9 AM EST -2 PM GMT - 10 PM CST

L] t}"’ —f\ .
unicef @

1200x1200px possible

Messaging Motifications

than you
think

Seejobs

Linkediin .

Similar pages

Consulting by
KANTAR
Kantar + Follow

Management Cons...
501-1,000 employ...

Marion Goodwill
Industries + Follow

Mon-profit Organi...
201-500 employees

Weldon
Health, Wellness &.. =+ Follow
2-10 employees

Show more
About  Accessibility Help Center
Privacy & Terms ~  Ad Choices

Advertising Business Services s~

Get the LinkedIn app  More

Linked ] Linkedin Corporation @ 2021

&~  Q Institute for Real Growth

Home About Posts Jobs Alumi

i Institute for Real Growth
F =8 1727 followers
3w . Edited « ®

At the IRG, we help leaders drive more
#HumanizedGrowth, but where to start? Join us
this Friday as we speak to Assistant ...see more

r'& | Charlotte Petri

wlar M Gornitzka
C&;i% L Assistent Secretary General,

Friday, 26 February 2021
9 AM EST -2 PM GMT - 10 PM CST

unicef ¢

Hosted by IRG Founder Marc de Swaan Arons

topics relating to #huménizedgrowth. In a recent

10

A dscusmon wiin UWNCEFS Asssiond Secne fony Gensmd on &ffeciive comsany NGO =
Eor NS Ds Qnid rssns, WO

Institute
for Real
Growth

Charlotte Petri Gornitzka

N tary Genera, Unicef

i ¢ Friday, 26 February 2021
- 4 9 AM EST -2 PM GMT - 10 PM CST

N

unicef &

Hosted by IRG Founder Marc de Swaan Arons

Unicef provides humanitarian and developmental aid to children
Ces iunduntinum nitem et liqui offic tempero officilit et que quo
velit, inus cus endae. Sed que consed qui custecturia nihiliquunt, in
prendam quid mi, soluptatur sendae. Ovide volore nis maionsedita
as et restrum volorro vitam, sint aboris velenis eate doluptio
vendernam fugitiatessi audia excepud andellaboria nusam,

tenis seroreiur audis qui volupta core officto quatibus dessequo
exerovid mossitature Sam exceror eceptatecust poris min cor
simaio. Nam inis voluptas si volorite volores am, core por si simpori
diciet reserrum faceperspiet alignam nonectas aut et que
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Design Humanizing Growth Series 2a

m Q, search

Instituts
for Real
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Institute for Real Growth

1,727 followers
Ty
f.\ + Follow )

View full profile
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J Messaging

Institute for Real Growth + Follow +-+-
e 1,727 followers

1Mo « Edited « &

Join us next Friday, Feb 26 as we're joined by DED, Assistant Secretary General,
United Nations - Charlotte Petri Gornitzka. This discussion around how
businesses can best partner with NGOs to align behind the UN Sustainable
Development Goals, is not one to be missed!

#sustainabilitygoals #unitednations #livewebinar

Register here: https:/finkd.in/gDBuS3f

Charlotte Petri Gornitzka

Assistent Secretary General, Unicef

Friday, 26 February 2021
9 AM EST -2 PM GMT - 10 PM CST

unicef &

Hosted by IRG Founder Marc de Swaan Arons

O @ 4-1comment

Reactions
888

) Like & Comment (> Share f Send

‘; | Add a comment...
M

Most relevant =
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think
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Similar pages

Consulting by
KANTAR
Kantar + Follow

Management Cons...
501-1,000 employ...

Marion Goodwill
Industries + Follow

Mon-profit Organi...
201-500 employees

[ ] Weldon
Health, Wellness &.. =+ Follow

2-10 employees
Show more
About  Accessibility Help Center
Privacy & Terms ~  Ad Choices

Advertising Business Services s~

Get the LinkedIn app  More

Linked ] Linkedin Corporation @ 2021

&~  Q Institute for Real Growth

Home About Posts Jobs Alumi

- Institute for Real Growth
F =8 1727 followers
3w . Edited « ®

At the IRG, we help leaders drive more
#HumanizedGrowth, but where to start? Join us
this Friday as we speak to Assistant ...see more

Charlotte Petri Gornitzka

Assistent Secretary General, Unicef

Friday, 26 February 2021
9 AM EST -2 PM GMT - 10 PM CST

unicef @

Hosted by IRG Founder Marc de Swaan Arons

® 54

Comment Share

- Institute for Real Growth
e 1727 followers
3w-®

The IRG has been polling CMOs worldwide on
topics relating to #humanizedgrowth. In a recent

11

A dscusmon wiin UWNCEFS Asssiond Secne fony Gensmd on &ffeciive comsany NGO =
Eor NS Ds Qnid rssns, WO

Institute
for Real
Growth

Charlotte Petri Gornitzka

Assistent Secretary General, Unicef

Friday, 26 February 2021
9 AM EST -2 PM GMT - 10 PM CST

unicef @

Hosted by IRG Founder Marc de Swaan Arons

c?

Unicef provides humanitarian and developmental aid to children
Ces iunduntinum nitem et liqui offic tempero officilit et que quo
velit, inus cus endae. Sed que consed qui custecturia nihiliquunt, in
prendam quid mi, soluptatur sendae. Ovide volore nis maionsedita
as et restrum volorro vitam, sint aboris velenis eate doluptio
vendernam fugitiatessi audia excepud andellaboria nusam,

tenis seroreiur audis qui volupta core officto quatibus dessequo
exerovid mossitature Sam exceror eceptatecust poris min cor
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Humanizing Growth Series
Alan Jope & Marc de Swaan Arons in conversation

m Alan, first tell me, how are you? How has this
crazy penod been?

| must say that coronavinus, of course. isa
tragedy. It's mostly bad news. But there's been
a few paosifives, one of which has been I've spent more
tirne with my wife and family than | have for years.

And | think maybe one reflection is we've probakbly all

leamed how much fime we wasted flying around the

world, attending meefings - often a very unproductive
use of fime.

m If yvou had fo now project forward, how much
of the fravel will come back because you
want o see these pecple, physically?

| think we all recognize that company cultures
are built up through the formation of social
capital. And there is no doubt that over the last 10
manths, we have ercded the sccial capital in
organizations through a lack of physical infimacy.

| look forward very much fo geting back out into the
market, seeing parts of our business. But in the same
way, as we were forced to reinvent how we work from
offices, | do believe that there will be new ways of
connecting through fravel.

For example, | fully infend., instead of dashing for a
couple of days here, a couple of days there, | think ['ll
go camp in Morth Amerca for a month, camp in China
for a month, camp in Singopore for o month, ond do
short frips from there.

5o just realizing that the old paradigms of work don't
reqlly hold water these days, and we've all learned
there's different ways of doing things. We will rebuild the
social capital, but hopefully, we'll do it in o modem
way, and not just retum fo old ways of working.

“My purpose is to
lead the adventure”

Marc de Swaan Arons

Institute
for Real
Growth

PERSONAL PURPOSE

Can you talk a litle bit about how clear you
are on your purpose? And when fhat
happenad, how it happened.

Like many organizations, we have tools for
helping people fo discover their punpose.
Unilever has put 45,000 people through a find your
purpose, full-day workshops.

I'was a good soldier, signed up, did all the good things.
Came away with an arficulation of my purpose that it
took me two years fo realize it was wrong. | was in fhe
shower cne day, and | suddenly realized what it is fhat
rnotivates me, and the way | capture itis to lead the
adventure and you see it in my perscnal life. You can
see a litile bit in my career and certainly in business.

The routing side of business, | don't enjoy at all, but
whenwe're out in unexplored places, that's when |
really enjoy them. And the lead bit, the social contact
in leading pecple is ultimately the most rewarding part
of my job. Independent from Unilever, my purpose
would still be to lead the adventure, and that manifests
in all Kinds of ridiculous behaviors.

I think motoreycles play a small rele in that
somewhere?

Itis frue - three pals and | are exactly halfway
through a goal of nding advenfure motorbikes
from Anchorage, Alaska fo Sydney, Australia.

We first went across the Sahara. We'd been riding in
Mongolia. We've done Southemn Africa. We've done
varous frips, but we said let's do an odyssey. so now,
we've had seven two-week journeys to get us from

Humanizing growth series

Paul Poliman & Marc de Swaan Arons in conversatio

Marc

Today we're going to be talking about

the role of business in the world, and it
seems like this is a really opportune time to
have that conversation.

You're best known for your work atUnilever
where you achieved both excellent
business performance and a major shift
fowards sustainable development. Can
you tell us why you think that this is such a
high priority for companies and why it's so
important forcompanies to have a
Purpose?

Regarding Purpose - you can compare
it with our bodies. In our bodies we
have white blood cells that are we need to
live, but I don't think many of us live for our

white blood cells. People, | believe, are
bound by a higher order of motivation of
why they are on this earth and, to put it
simply, many of them want to leave this
world in a better place than they found it.

Colin Meyer recently wrote in his book
Prosperity - “Purpose is to profitably solve
the issues of people and planet.” This was
always important, it's not that it's more or
less important now. | don't think that
anybody would want a company that has
a premise to create more slave or child
labor or leave more people behind or
destroy what's left of our world resources. It
happens, but it's not intentional. It's
because our systems were designed when
we had an abundance.

Paul

I've always believed that companies are
there to help improve this world. And if you
can show that you have a positive impact,
then more people will let you be around. If
you have a negative impact, ultimately,
people will reject you.

So at Unilever, we commissioned a
taskforce to look at the UN Sustainable
Development Goals and franslate them
intfo business language because 17 goals
and, 169 targets are a little bit confusing.
Just by looking at four areas - food and
land use, mobility, cities and energy
fransition we managed to find an
opportunity of $12 trillion between now and
2030 and the chance to create 380 million
jobs.

One of the biggest challenges coming out
of this COVID crisis will be social cohesion,
job creation and inequality. And here we
have this wonderful plan - I've always
believed, like many other people, that if
we are fortunate enough to work for a
company like Unilever, that actually has
products to solve these problems, there is
no better way than putting those solutions
at the center of our company. And that's
really why we have such a strong Purpose
statement, The Unilever Sustainable Living
Plan, and that's how we've been
successful in making it come alive
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Marc de Swaan Arons, Institute for Real Growth

Paul Polman, Unilever

Today we're going to be talking about the role of business in the world, and it seems like this is a really

opportune time to have that conversation. You're best known for your work at Unilever where you achieved
both excellent business performance and a major shift towards sustainable development. Can you tell us why you
think that this is such a high priority for companies and why it's so important for companies to have a Purpose?

Regarding Purpose - you can compare it with our

bodies. In our bodies we have white blood cells
that are we need to live, but | don't think many of us
live for our white blood cells. People, | believe, are
bound by a higher order of motivation of why they
are on this earth and, fo put it simply, many of them
want to leave this world in a better place than they
found it.

Colin Meyer recently wrote in his book Prosperity -
“Purpose is to profitably solve the issues of people and
planet.” This was always important, it's not that it's
more or less important now. | don't think that anybody
would want a company that has a premise to create
more slave or child labor or leave more people
behind or destroy what's left of our world resources. It
happens, but it's not intentional. It's because our
systems were designed when we had an abundance.

I've always believed that companies are there to
help improve this world. And if you can show that you
have a positive impact, then more people will let you
be around. If you have a negative impact, ultimately,
people will reject you.

So atf Unilever, we commissioned a taskforce to look
at the UN Sustainable Development Goals and
franslate them into business language because 17
goals and, 169 targets are a little bit confusing. Just by
looking at four areas - food and land use, mobility,
cities and energy fransition we managed to find an
opportunity of $12 trillion between now and 2030 and
the chance to create 380 million jobs.

“Building a sfrategy
around your purpose”

One of the biggest challenges coming out of this
COVID crisis will be social cohesion, job creation and
inequality. And here we have this wonderful plan

- I've always believed, like many other people, that if
we are fortunate enough to work for a company like
Unilever, that actually has products to solve these
problems, there is no better way than putting those
solutions at the center of our company. And that's
really why we have such a strong Purpose statement,
The Unilever Sustainable Living Plan, and that’s how
we've been successful in making it come alive.

Migrating towards a multi

stakeholder orientation

In our IRG research, we found that most

great companies were created by founders
who wanted to make a difference not just a profit. Is
this about going back to the roots for most companies?

You're right. If you go back to the founders, you

might find answers that we've sometimes
forgotten. In Jim Collins’s bookFrom Good to Great,
he talksabout nurturing the core before you stimulate
progress,and that's why it was so important that we
went back to the core of Lord Lever, because over
fime and with the pressures of all the other things that
were happening to the company, some of his
business values had gotten lost. Obviously CMOs can
play an incredible role in that re-discovery, because
CMOs are the stewards of brands. They're the
stewards of corporate cultures. They're stewards
of history.

What we did with The Unilever Sustainable Living Plan
was to put these world problems, as they related to
our business, smack in the middle of everything we
did. We actually put the people that we represent,
the people for whom we are here (who are often the
poor, the ones left behind), put them in the middle
and at the table during all of our discussions.

“The first and foremost quality of
a leader is to be a good human
being, to know what your purpose
is, what makes you tick”

There are some values in life that don’t change and
that is also important for CMOs. And it's important for
companies -if we don't operate on the principles of
dignity and respect for everybody, if we don't
operate on the principle of equity for everybody,

of equal opportunity, and if we don't have a certain
level of compassion, then the world is not going

to function.

And if companies internalize these values, then they
are also more aligned with what is needed. And all of
us will probably find the answers to most of the
challenges that are out there.

Let’s say you come into an organization (like
Unilever), and you take stock of this rich
organization that has a beautiful heritage. And, at the
same time, is struggling financially. Maybe it has lost
its way a little bit? How do you pick up the journey of

orienting a company to goals that are much more
multi-stakeholder oriented? Can you talk a little bit
about your own journey as you came into Unilever?

The most important thing is always people, and

Unilever has good people and always has had
good people. | don't think we could have gotten the
results if it were not for the outstanding quality and
motivation of the people. The company is foo big
and too complex to just depend on one or two
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people to even set a direction. You need to co-
create that, and you need to be sure that there's
enough critical mass. You might not get everybody
on board. But you certainly need to work on getting a
critical mass fo move a machine like that in a certain
direction. People want to succeed. They don't want
fo work for something that is ulfimately not getting
results. People want to be valued and they want to
know where their efforts are leading to. These are
normal human motivations. ¥

Institute Address
for Real Amsteldijk 166
Growth 1079 LH Amsterdam

The Netherlands

Telephone

+31 6 30371365

Email
info@instituteforrealgrowth

25 March 2021

18

vbat



INSTITUTE FOR REAL GROWTH - Implementation

|RG newsletter - current

e e B = U M d ey Sl | e e Sl o m =
e T et e, e Ty 0Dl e e Wl -

The Inshitufe for Real Growkh |
announces the IRGIOOC

AT R .|'|'.
LE? nauufi f
ad (e i 71 0, .LJ:I'.I']I.H:

s e b "n Bad Ssawis B0 fadas savmrEes feg BT DL = 0
w T ETR YT ml L e e 2l T f T e e

peloee oy e g DT O e ey o e g e O

iy 'y 0 e

5 e e iy 0 meal s ey S s o ) g
BT ST T T S I B P Y e T e s

- 1L

Frickoyr FelSruory 13
iid il

patagonia

L e

PITRGENS d FEES T IS S SESRIEA 12 1S SIgETE SRS NS S
ry mmeep b Drpersi Sk el kg e ceadk geereiee ol
arrcrrrewetsl el i T ey - yeeedd e ey ber s o e s
=i e e R e b g e | e
= e

dmi= 02 e gin Freee ree. g Do b= e b e F = Deiepperie 50 e
FEnadry e Drane Dapls oree Sk e ler sieed bderyg o el oad

= = e Rt e e R e R e = = e

g = e S el =i L S R S S o e = =
o Do SronpE et Bpss o Sy oousny o oo cTaTaorna moush
CE R ol o o T R TR L L L e e o ]
TEREC. RTR T R IR IS IDAC S MR T

= Ctusbe Brahrr Deys @ meperde's (e Enlcl=g e mies sesr=s oy
o ST T o Foeaonkn o1 el el Seci B
mriw iy rasbre e e sopperie g rewrssis preeg moerbleg Ul re e -
#n mwiraerem e

Pdvin ) fumrew, =
T DS I TS

Abani Ba Irgluis b Rl Droelh
Tupe =i fer Deel Sewede 07D 0w = e sy e segseeegees
=a wla repperted ay YT, Feasbast. Do, e wren Da e

L v WYL ol o Brmieriee pi S IRRUOEGL e o B
Ir=pe nf = Lesemy ol Sreen for Breess Sree s ol Deeeeree Soome

B i ooy ooy o DaTh el e et oo e o

e e e ] e g e gaaE seper i el e
S ==

Upcorming IR Hieranibng Geowlb Sackes

I'l'._'.‘I

Chadota Fetl Gomitzon

Frisfinry: Pl wwry 24

- =
riw 4

ircaf e

19

Fdru il T B = U0 M o e el D7l el S =
------ Pl T RS P SR R R e e e e

-

Al a",:!.- TLTLIY
praat ":il G
ﬂﬂ“ “ﬁﬂ
RS

Fie LHOES u.lﬁ-.F.I

FTiad
-k, I
xy
i

o
5T oEnE

Tors giie Mo Bual Semecds 2] lndas e vmorann fien O =
== = el B e ] S S = L ===
1o e or B B0 O Leee mr iy ."-:r-—'.:

Tir oo 1EG 0G rrouosT Do reeoem o Eernrryin i
dminle, Cwwed g, [IF Tew e Le2dier Corepe=en 550 ERL idermivier
= BRE= I = g b

o BO D e sy BegeaT =i sesers i s el
ST S SR SN TP S ST S SN S DS T
=reprer. Feore X e e ers meries e o o mebonies sl a e (D0

ror e Dar e oee 2020,

Wihoh did e ot yeany’ poriclcond® o from RG]

IRG2020 Alumni
- Lessans Leamed

F= _wdendid

T W ey B0 | coeisiconie oy

oo (Lo B L T ey g Dl e g T T —p—
Al Flemaasls Dl er Feveas Veregems wf hedowr
= St vy, Gemiod Dl o s i
il AHmpaar 55D L e e
= kR e e e e il
= e (e G Qe Jomy e 2 Dol
ferdrwy Bl 7 el =g SRS A e
L W e R e e iy
ey el i T R i [ L6
felia Dl Parw Seeaieg S ae o o
= gk o, 3 5iobd e | e e e
Bewnl Wil T L e o Tapprelarrrkow
= N =, R DD FoeR D R

25 March 2021

vbat



INSTITUTE FOR REAL GROWTH - Implementation

IRG newsletter - current continued

Friday February 24

| 2P GME

VBT Dy I e MABRE e Bwsan Arani

UNICEF provides humanitarian and developmenial oid 1o children wordwide
with a nahsark that spans more than 190 2ounties and ftemiciss o pasion

for innovation. and a commitment 1o make every
the word's leoding compories, corporate foundations. ond  privabe

ar cownl. Togother with

c frver tlres

ganizations, UNICEF i harmessing thaic

Suitoinable Development
thair potential

ali and help chidren &

Since 2018 Chorlotte Peil Gomifzka 5 the Asslstont Secretary-Genenal and
UNICEF Deputy Ex

innovative partnerships with leaders fram civi

vee Directoc Parln,

thips. She hoy successhully bult

Govemments

o ¥. natiars

and the private secior to deliver programme resuits and nfluence crtical

policy charges.

Join IRG founder Mare de Swoan Arons in a discussion wilh Charotte obout
humaneed @owth and how companies can bey parner with NGOs ta
the SDGs.

dulivar muth-stelkel

et growth, coporate pupose.

¥ Februcey 26

¢ AMEDT | 2PMBST | 1O PM CST

About the Institute for Real Growth

stibute for Reol Growth [IRG) & a not-for-profit and indepandent institute
UpRorted by WPP, Fac I, Saiestorce, Kamtar, Linkedin, the NYU
Set of Profewional 5 ludies [MYUSPS),

ersity of Owford, the B

inmss School ol the
r Group ond Spencer Suort,

IRG Leadership programs help CMOs and other growth leoders dive more

turmanised growth by 1 10 peers, experts and best prochic

Friday March 12

7 A T | 2PMGMT | 1TDPMC

@ chopr

+ Mars g Iwaan A

B o

Celebrating a remarkable
2020 with the IRG comi

Wha!l @ year il has been. Belors inging in the new year, we wanl 1o lake @
moment fo look bock ond refiect. Despite ol the butiness. sociol and

ety hon many feaworm fo celebrabe,

Cur IRG 00 Leasarship z
Program saw s saitch fipm IRG Community

saxwors &t fhe YouTube

recordir Chebea

i studion
Market Manhattan ana
dinners al 1he Bodleian Litrary
in Ouford fo meeting 100%

virhualty an foarm. Thegh

disruplion. we saw leaders
fram auw inaugural peagram
gradeate and drive real
change within their own -

ergaanization:. Hear thir
personal. busness and societal
impact in this wideo,

P
argund the wordd' in one day. From presenting with Brond? South Afdco in

many events baing hosted enfne, we managed 1o make it

n beloms Lin Mon the

iy 1o MMA Turkey in the oflerr
. Hos Dees

greal fo engage with aver 8000 leaders fram across the

Going virfual has clso had an impoct in other woys, 2020 sow the lounch of

our a wiskriner series = the Hums 1 Grewih Sevins. Wilth he ey of

i

Antara Lucio, Sybvia Lagnada, Miguel Pol
many moee shonng stones of succases. fallures.

i, Paul Palenan, Kemis Bight and
armngs and growih

Over 3000 of you hove jolned us

fee cour Frickny (et chets sncl

Humanizing Growth Serles

we're pledsed 10 announce i
thay will confirue in 2021, k
wlf wilh Alan Jope, CEC Urdaver
Luc og Perraudin, Heod of ARSVE,
whioak & Alex C
ing) and Evelyn Doyle
{HR] of Potagonia

1Fyou missed oul, watch our 60-

s and recop heme

Launching the IRG1000 Leadership Frogram

Inapiredt by last year: porticipants who challenged IRG to democratize fhe
g e IRG 1000 Leadarship Pragiam

Leadanhio Pragram, we will be kKn
In 222021

The IRGI0I0 Leadership Progrom s a semi-self kearning business progrom
open fo apiing growlh eaoers wesking 10 coninbuts ta o mone humanized
growll cgenda, The [Zwoek ordne progom connech pariciponls 1o
thaught leadeship, best prociices ond provides the opparturity 1o meet

and spar with Ee-minded marketers, A corporate veiant e organizafion

will olsdr b ovolable.

ogiler tor i IRG1000 Leadatihip Piogtin

Finally, we wani to thark youl Our portriers, conbibutors and IRG commun
sexl Hhroughoul 2000, We look

orward 1o conne

again in 2021 and

sending well wishes fo you ond your loved ones.

Our bast,

The IRG T

Frarmk. Marc, Ewa, Mark. Jacqualine. Leanne

Abouf the Institute for Real Growth

The Da Vinci Growth CMO

The COVID-1#- cri

e o Hhat ¢

hos reveched that the sirongest companies and leaders

dent about It

v purpossiul and cor

e i tocty. The

businesses thot ore exceeding axpec
prionlize undantanding fhe neads of, and creating ok

atkons ore winning because they

for, ol

L

ek hars, Irehad Clleagues, Consumadd, communities

e @ group of aver
Growth CMOs " These

oot al lac

0 s whom we ral

saming CMOs pnderstand that uoleashi

ology

ol to success and requires both data and human creotivity, They akio

wabhue for o stokeholden. and hat

syperor shareholder refums.

Az part of ou shocly, we sdentified The WO arecs of

10 et smporbant

expenence and fhe five essentol offitudes of over-perfarming momkefng

groswth leader. Think of tha 10 CMO expenence: os passible menu cholces
and considet how 1oy align wilk
stokeholders and the cholenges the busines
e @ AT rew
the busingss. we have founa that of five "da Vingl Growth CMO™ aft
are suenlial for every CMO 1o master, Thess attitudes epresent how CMOs

o rasgcls of O cormpany s key
ces, While the speciiic

L=t ¥ Pririrc ary based on the conlex! of

5 dircrw O wi

e

apgreach their el ond fher interecions with peens, parinen and of

riokeholders

Oir study findings highlight Thot to succead o diving human-centric Busing:s

growth, a CMO needt fo demonitrate of hve da Vinel Grewth CMO

' Curious and agile learman

' Conne roatative
w Sarvant leodar

~  ipeed ond impoct obsessed

" Couragecus and inspifing

About the Instifute for Real Growih

W help CMOs and ofther growth teadsn drive more humanized graweh By
connecting (hem o peors. experts and besl proclices.,

Thies inahbuler for Rl Growth RG] & nol-for-profil and independen),
supported by WPF, Foceboaok. Google, Kantar Linkedin. the MYU Schaal of
Professional Stidies, 1ne Soid Susiness Schan) af the University af Dxtored, the
Exalor Group, Sclesforca. and Spencer Stuart,

About Spencer Stuart
At SpencerSuort, we know how moch leodership matters, We are tusted by

orponialion aound the wind 16 help them make ths serior-avel
Iadesship decisions That hove 0 Jasling mpact on her anterphses.

Thiesugh our esecutive search, boond and lodmshin advkery services, we
help bulld and enhance high-perorming teams for celect clents ranging
From maior mudlinalional 1o emenging companies fo nonpeolil institutions

“The role of the CMO s fo
remember that companiles and
brands are buill on stories”

Silvia Lagnadeo

cinabde Growth O

Naturaaco ‘

¥ Listen Podcast ] Watch Webinar

As Uniler
the lonur

ier”s first Global Brand Drector Sivia Lagrado was responsible for

ch of Dove's '"Campaign for Real Baax

The campaign wos

recently owarded PRWeek's 'Bost US Comgaign of the Pas! 20 Years', Sitvia
went on to fil the global CMO roles of Bocond and McDonolds ond recently

3

rrcwvied B “hiel Sudlamabile Growlh

L] e Braal 16 1ake up the

Officer role at Natura & Co.

A patt of Ihe IRG Humanidng Growlh Series, Sylvia sal down with IRG
Founder Morc de Swoon Arons for o “virluol fireside chot’ about bulding

aricl b growth

Marc de Swaan Arons: Dow

s protaabaly put ‘Purpos’ on the

rerkeling
map, All conversafiens lead bock to Dove R
glebal campaign. Wi

Beauty asit was the first huge
and how

€0 You cansider 1o be your purpo
closely was il interfinked wilh Dove's purpose?

ex rrwe, Frstly, whl | thind

d say two Baliels it

aly o 3

it and fruse is the cholce N always make. e hod momar

o Py

aiso had momants in my career whsne

that was th 1's batler fo slick wilh your ping

becouse it helps you to stoy of peace.

My ofher belief i in bain

cantent. | practic
e I'm 30 cky- | have 20 much, But

& baing happy with what | have.

Granted, s partly sasy hece alsa

tentment wh aboul 1o shake me or make me very
o this by chonging o5 fmn very comiortable with change. Port of

prachice cor
Unhapety,

ther cecson I'm very comle o with change s becaue | ahways ge back to

the state whene 'm §

twifh whet |

sleed and happy and con
he two atfiludes that guide me

hove, Thess ane

"We can'l bulld brands the way we used to. There is 3o much
more to leam and more experts to work with”

Marc de Swaan Arons: Can you falk about b

YO

seabedd & purpaielul
brand ot Dave for all lypes of women i o word whers e,
committess werent divene?

Sitvla Lagnade: it does stort from the seonch for the truth and the need fo be

authenhc on a person workerd with the Dove ncd belo

took over
had hean very succassul, but it

seadership of the brand globally.
o started 1o become

campaign

ei=lod

S0, we went on o seorch for o new refreshed posdtioning thot wis true to the

bc hutory, Bul thal one would he mce Thal's when we

Found and el
Beouty, Tne idea wos 1o become a beauty brand- trom the soap shelt 1o tha

in love with what would become The Campaign for Real

beauly sheil. which we needed 1o do becouse we wonfed 1o be successha
In health core ond skin care, etc. Thal's where courage come: Yol

convi youriel! § sy this oing To work, but

con

Ehaet it cam wiork

| st become cbsessed (hal we hod lo moke il happen. A o1 of people
thought that If was crazy, that thare's no woy you con debunk sterectypes

an auly and be o b

Ay brand. Thare wene a lew peaple | o

50w needed to 'grab them by the heart.” This is the one story | have 1o tell
evenyoddy,

The tactic come out during a brairsiorming session, The question was

oo we do 1o

s serior people 16 gel

. et Somebaty

had the idea- Why don't we make o fim of the daughtars of these sersor
pola-m r chughlas what thay lke abaut

-sheile’

nd Wy niot ask

Phzir Bodees and whal they dor'l Bae® Il luned out to be a slunni

I -

WP Oacghn  Spemeamsim wavean Uemsalll @rreioe 29 led o

reugh fim that faaturad their daughtens withaut them knowing. We Used thet
film quite stratergically and tactically in meetings to open up fhe
converation about poasiioning and intant,

Marc de Swoan Arons: These senior executives are intellectuoly judging fhe

conceply thal are being

wresanited or o naw po ng lor ome of thei key

brairds using just one side of thew Brain. Suddénty theéra's a film featuring he
people ihey love most, talking about the aspacts of their bodes that ey
don't fe. I've bee

toid by many people in the room how teoars ran down

people’s cheeks, Its o fantastic example of cowoage.

Marc de Swaan Arons: You've been the global CMO of Bacardi. Me Donald's.
and now Natura & Co, How do you see tha rale of o CMO?

Silvia Lagnado; 5o m

ch hos changed but, of the core, very itle has
changed. | think the role A0 i bo rer
bitcinds got Bult by stodes and products that manifast the stosy. The stories
are coharent and addres o nead or inspre pecple 1o uie the product for

af

armiber thal companie and

thair gwn affirmaticn, their own needs, lunclions and def s of wha thay

are,

I think that is at the heart. And for me. obviously. the word & now mane
eomplicated primaonly becawe of technalogy, You can't budd brands the
st fo. Ti

WOy W ol you gel & mee impordan B 1 the

stimulus thot you create, Media & incredibly complicoted, and if you don't

i behindg becauie som atter giters whiere

ey chxb wnl, you ¢ poare elie get

there's behaviorol or psychaological insights based on the data. There’s so

mrEh mare 1o laarm and mors axperts 1o wWork with. But thie hean of whal

rmatters remaing - the heary abow! how brands and businesses are buill and

our practicing fhat theory.
@ Read Interview 4¥ Listen Podeast ] Watch Webinar

Humanizing Growth Series

Raja Rajamannar
Chief Markeling & Communications Officer

mastarcard

h A

Humanizing Growth Series with Raja Rajamannar

Rajpa cumenfiy serves os the Chiaf Markefing and Communications Officer of
Mastercand and i the Presudant of is Healthcore division, He hos baen
award-winning throughout his career, mesl recen! WFa Global Marketer of
fhe year {2018), Forbes 2018 Top 5 Wordd's Most infiueniicl CMOs, ond Business
Irissckiar's 25 Mot Insowative CAO3 it the Wearld,

During this webinar, IRG Founder Mare de Swaan Arcns will speak with Roja
about the role of the CMO, the difference organizations con make, and his
own penondl joumey,

Fridayy Oclobet 09 & 9AM EDT | 2P BST | 9PM CST

Build Brilllant Brands

Thae Inafitute for Real Growh [IRG) s nol-forpeofit
supported by WPP, Focebock, Google, Kontor, Linkedin, fhe NYU Schoof of
e Sicd B

Protessional Studies, ool at the University of Oxford, the

ot

Exetor Group. Sclesforce. and Spencer §

uart.

Miote informafion
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The Institute for Real Growth announces the f o
‘IRG100’ lorem ipsum dolor site amet consec

Growth March 2021

The Institute for Real Growth announces the ‘IRG100’

The Institute for Real Growth announces the ‘IRG100’ i iesuntdolorsite amet consec

lorem ipsum dolor site amet consec

Online version
Institute
for Real
Growth March 2021

The Institute for Real

The Institute for Real Growth (IRG) tod d the 'IRG100’ - th $tawil qunounces
e Institute for Real Grow oday announce e’ ' —the ‘ y
list of the 100 Chief Marketing Officers and other senior growth leaders the ‘IRG100’ lorem

selected for its IRG100 Leadership Program 2021. Ipsum dolor site

amet consec
- Institute for Real Growth (IRG) today announced the ‘IRG100’ - the list of the 100 Chief Marketing Officers
il other senior growth leaders selected for its IRG100 Leadership Program 2021.

The IRG100 Leadership Program helps leaders drive more humanized
growth by connecting them to new research, best practices,
benchmarking tools, peers and experts.

The Institute for Real Growth (IRG) today announced the ‘IRG100’ - the list of the 100 Chief Marketing Officers
and other senior growth leaders selected for its IRG100 Leadership Program 2021.

IRG100 Leadership Program helps leaders drive more humanized growth by connecting them to new
barch, best practices, benchmarking tools, peers and experts.

The IRG100 Leadership Program helps leaders drive more humanized growth by connecting them to new
research, best practices, benchmarking tools, peers and experts.

This year's 'IRG100’ includes senior growth leaders from ABI, Bayer,
Colgate-Palmolive, CVS Health, Dropbox, EY, GSK, IKEA, Mars, Mondelez,
PepsiCo, P&G, Unilever, Volkswagen, and HSBC.

The Institute for Real Growth (IRG)
today announced the ‘IRG100’ -

o lict ~AfHhA 1NN T hinf AMArlAdtin~
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for Real
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row arch 20 The Institute for Real Growth (IRG) today announced the ‘IRG100" - the list of the 100 Chief Marketing Officers : -t - stiam rehent in netur
and other senior growth leaders selected for its IRG100 Leadership Program 2021. ¢

’ Institute ‘ » Nullandam inci testistiis ipit auditae

Tatiant vellut aliaspe rrovidi aut accab im quia idelitio. Nam,

o : : « : illabor rovitiandam que cuptures exces inus el moluptatum ea
The Institute for Real GI’OW"\ announces the ‘lRG‘l 00' The IRG100 Leodershlp Program help? leaders drive more humanized growth by connecting them to new & it moluofi qd ot ! S ot . st
research, best practices, benchmarking tools, peers and experts. éum la dir molupfio doluptas sam., quunt omnis Utém este voles

lorem ipsum dolor site amet consec {3 experum vellor milla nullacium

This year's ‘IRG100' includes senior growth leaders from ABI, Bayer, Colgate-Palmolive, CVS Health, Dropbox,

EY, GSK, IKEA, Mars, Mondelez, PepsiCo, P&G, Unilever, Volkswagen, and HSBC. ’
Meet the ‘IRG 100’

Da comnis aditi nat dolor volupicilla
cuptasi alit sit
Contents
g ' Tatiant vellut aliaspe rrovidi aut accab im quia idelitio. Nam,
Nullandam inci testistiis ipit auditae stiam rehent in netur . i illabor rovitiandam que cuptures exces inus el moluptatum ea

A A e . ger s : : ! eum la dit moluptio doluptas sam, quunt omnis utem este volest
Da comnis aditi nat dolor volupiclila cuptasi alit sit = experum vellor milla nullacium quaepe cusdam rest aut quam

Qui unt veles platia cus et as dolor sed minum fuga nequaep taquibus S
Debitae re pro te in plaborporum voluptatum ducium fugi SN :

Nullandam inci testistiis ipit auditae ' Qui unt veles platia cus et as dolor sed
stiam rehent in netur minum fuga nequaep taquibus

The Institute for Real Growth (IRG) today announced the ‘IRG100' - the list of the 100 Chief Marketing Officers

Tatiant vellut ali idi aut bi ia idelitio. Nam,
and other senior growth leaders selected for its IRG100 Leadership Program 2021. afiantvelut allaspe rovicl aut accab im quia iceliio. Nam

illabor rovitiandam que cuptures exces inus el moluptatum ea

la dit moluptio dolupt , t is Ut il lest
The IRG100 Leadership Program helps leaders drive more humanized growth by connecting them to new eumiaditmo up.lo oup ,OS sam. quunt omnis ulem este voles
experum vellor milla nullacium

research, best practices, benchmarking tools, peers and experts. A ! 7 ! landa verspe evellabo. Neque volupta epudit quo.

Luptur rest, od qui volenducius, quiam fuga. Ligene consequatis
et alibus veliteste nonsedi quam eumaquaestiis eic temaquia sincili
gendam harciis sequistio occus mi, quunt, ium apis rerae vitat

experum velor mia nuinacium quaepe cusaam rest aut qguam

Debitae re pro te in plaborporum voluptatum ducium fugi

Tatiant vellut aliaspe rrovidi aut accab im quia idelitio. Nam, illabor rovitiandam que cuptures exces inus el
moluptatum ea eum la dit moluptio doluptas sam, quunt omnis utem este volest experum vellor milla nullacium
quaepe cusdam rest aut quam cor rerum iuntibus debitae re pro te in plaborporum voluptatum ducium fugit ef,
vit volupta testis dolenem.

Qui unt veles platia cus et as dolor sed

minum fuga nequaep taquibus

Luptur rest, od qui volenducius, quiam fuga. Ligene consequatis
et alibus veliteste nonsedi quam eumquaestiis eic temquia sincili
gendam harciis sequistio occus mi, quunt, ium apis rerae vitat

landa verspe evellabo. Neque volupta epudit quo. About the Institute for Real Growth

The Institute for Real Growth (IRG) is a not-for-profit and independent institute supported by WPP, Facebook,

| Google, Salesforce, Kantar, Linkedin, the NYU School of Professional Studies (NYUSPS), the Said Business School at
the University of Oxford, the Exetor Group and Spencer Stuart.
The IRG100 Leadership Program curriculum is based on interviews with around 500 senior business leaders, over

4,500 on-line survey contributions from 73 countries, an Al analysis of over 3,500 publications, and a behavioural
analysis of publicly available LinkedIn data from over 800 million connections across 3 million employees.

Debitae re pro te in plaborporum voluptatum ducium fugi

Tatiant vellut aliaspe rrovidi aut accab im quia idelitio. Nam, illabor rovitiandam que cuptures exces inus el

moluptatum ea eum la dit moluptio doluptas sam, quunt omnis utem este volest experum vellor milla nullacium
quaepe cusdam rest aut quam cor rerum iuntibus debitae re pro te in plaborporum voluptatum ducium fugit et,
vit volupta testis dolenem.

Read more

Institute Address Telephone
’ for Real Amsteldijk 166 +31 6 30371365
Growth 1079 LH Amsterdam Email
The Netherlands info@instituteforrealgrowth

This email was sent to jacqueline@instituteforrealgrowth.com
About the Institute for Real Growth unsubscribe from this list ¢ update subscription preferences
The Institute for Real Growth (IRG) is a not-for-profit and independent institute supported by WPP, Facebook,
Google, Salesforce, Kantar, Linkedin, the NYU School of Professional Studies (NYUSPS), the Said Business School at

the University of Oxford, the Exetor Group and Spencer Stuart.
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S
Officers and other senior growth
leaders selected for its IRG100
Leadership Program 2021.

The IRG100 Leadership Program
helps leaders drive more
humanized growth by connecting
them to new research, best
practices, benchmarking tools,
peers and experts.

This year’s 'IRG100’ includes
senior growth leaders from ABI,
Bayer, Colgate-Palmolive, CVS
Health, Dropbox, EY, GSK, IKEA,
Mars, Mondelez, PepsiCo, P&G,
Unilever, Volkswagen, and HSBC.
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Traditional business growth formulas are lacking, barriers to
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channels are proliferating, disruptors are themselves being AND MOST IMPORTANT IRG DATA POINTS
IS H A R D disrupted, global markets are reaching maturity. Trust is
fleeting, and the war for talent — and the consumer —is raging.
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Identify your company’s Real Growth opportunities by assessing and comparing your
performance to IRG overperformers across the 7 building blocks of Real Growth.
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The da Vinci Growth CMO

The COVID-19- crisis has revealed that the strongest companies
and leaders are those that are purposeful and confident about their
role in society. The businesses that are exceeding expectations

are winning because they prioritize understanding the needs of,
and creating value for, all their stakeholders, including colleagues,
consumers, communities and the capital markets.

The da Vinci Growth CMO profile

The Institute for Real Growth (IRG) and Spencer Stuart’s
Marketing, Sales & Communications Practice interviewed more
than 500 leaders worldwide about leadership and performance.
The study identifies a group of over-performing CMOs, whom we
refer to as “da Vinci Growth CMOs.” These high-performing CMOs
understand that unleashing the power of technology is critical to
success and requires both data and human creativity. They also
understand sustained business growth requires the organization
to create value for all stakeholders, and that human-centric growth
strategies deliver superior shareholder returns.

As part of our study, we identified the 10 most important CMO
areas of experience and the five essential attitudes of over-
performing marketing growth leaders. Think of the 10 CMO
experiences as possible menu choices and consider how they align
with the needs of a company’s key stakeholders and the challenges
the business faces. While the specific experiences a CMO may
need to draw on will vary based on the context of the business,

we have found that all five “da Vinci Growth CMO” attitudes are
essential for every CMO to master. These attitudes represent

how CMOs approach their role and their interactions with peers,
partners and all stakeholders

The 10 da Vinci Growth CMO experiences

Decoding the world

Top CMOs develop a winning growth strategy based on an understanding
of underlying human insights and market developments and the needs and
wants of key stakeholders. Taking a human-centric perspective instead of
relying solely on functional perspective leads to more specific market defini-
tions, such as the Mars company redefining its business scope from “pet
food” to “pet care.”

Growth strategy

da Vinci Growth CMOs understand the need to balance their focus between
the marketing-specific challenges around how to win, how to best leverage
all communication channels, and the shared business challenge of identify-
ing where to compete. They understand that partnering with their executive
committee peers on business strategy development builds important shared
language, influence and an opportunity to frame all marketing activities
within an overall business strategy.

Strategic brand development

Within B2C, marketing’s primary responsibility is to ensure the overall busi-
ness strategy is supported by a synergistic portfolio of strong and
purposeful brands. The COVID-19 crisis has accelerated the importance of
clarity around both corporate and brand purpose, and previous crises have
typically led to a resurgence in demand for “value” propositions.

Product and service innovation

Taking a broader view of “where to play” is a crucial first step for driving
business growth, but it is not sufficient by itself. Over the last decade,
Adobe has evolved from a software company to a full-fledged marketing
partner that offers products and services for creating, managing, measuring
and optimizing experiences. The result? Its revenues tripled.

Breakthrough content and engagement

Restaurant Brands International global CMO Fernando Machado is cele-
brated for inspiring the best creative content and communication in the
brand’s history. With augmented reality content like its “burn that ad,” the
“McWhopper” campaign, provocative declarations like their “moldy
Whopper” creative and their pioneering mobile programs, Burger King today
ranks at the top of world brand rankings,

The five da Vinci Growth CMO attitudes

Although not all the CMO experiences outlined above are equally important,
or even necessary for every CMO role, this is not true for the da Vinci
Growth CMO attitudes. Our study findings highlight that to succeed in driv-
ing human-centric business growth, a CMO needs to demonstrate all five
da Vinci Growth CMO attitudes.

Courageous and inspiring storyteller

da Vinci Growth CMOs need to be great storytellers. A CMO that can bring
purpose, vision and strategy alive by speaking to both head and heart can
convince all stakeholders to take the leap of faith that so many daring plans
require. Inspiring CMOs leverage a positive point of view, building on a
receiving-end perspective for all their audiences and managing their own
energy as well as the energy around them.

Curious and agile learner

Although it is easy to argue that the fundamental objectives of marketing
will never change, few functions have evolved as much as marketing over
the last decade. This development makes an attitude of curiosity and willing-
ness to learn a crucial growth leader attitude. da Vinci was a voracious
learner. His research, apprenticeships and sketches of thousands of experi-
ments illustrate the breadth of his interests and the agility of his mind

da Vinci CMO Profile

Media&

Connected and collaborative

With the explosion of marketing expertise required to succeed today, market-

“/

ers have had to dramatically expand the number of agencies, consultancies / oot
and outside partners. da Vinci also became an avid collaborator out of ( Strategy
necessity. He was notoriously slow, rarely meeting deadlines, and this often N

led to an income crisis. da Vinci only really started excelling at his work after
opening a studio and engaging a team of collaborators to help him execute
his ideas. The complexity of going to market today requires a natural inclina- Y
tion to make connections both internally and externally and to collaborate

with more and different partners.

Servant leader

The key to success in a world of multi-stakeholder interests is about building
on the diversity in the room to generate new ideas. CMOs with big egos will
have a short tenure. da Vinci himself once said that “Nothing strengthens
authority as much as silence.” He realized that listening and empowering
the people around him were needed to unlock their potential

Speed and impact obsessed

The days of endlessly debating the finer points of a positioning statement,
trying to find a suitable “vanilla” compromise media plan, and spending
three months on developing an annual strategy are over. da Vinci was
always conducting experiments to see if his ideas held up in real life.
Today we call his way of working “agile,” “iterative improvement,” and
even “design thinking.”

SPENCER STUART SPENCER STUART

Creative customer experience

Customer experience is probably the one area that benefits most from a
human-centric, whole-brain approach to marketing. For some time now,
industry analyst Forrester Research has been lamenting about the loss of
creative differentiation and the prevalence of “digital sameness” in
customer experience. da Vinci Growth CMOs understand the importance of
infusing the traditionally technology-led customer experience discipline with
human inspiration, innovation and creativity.

Integrated stakeholder engagement

Where in the past a CMO's role was often limited to consumer engagement,
our new post-crisis reality demands that companies actively engage with all
stakeholders. The responsibilities of the CMO and the chief communica-
tions officer are converging in this area.

Revenue and channel leadership

In the new reality of social distancing, fully committing to e-commerce has
become even more critical. And in e-commerce, the distinction between
marketing and sales is quickly becoming irrelevant. Only a portion of CMOs
today have had full P&L responsibility during their career. Perhaps this is
why quite a few organizations have replaced their CMOs (in title) with the
likes of chief growth, chief commercial or chief revenue officer.

Marketing capability

Antonio Lucio, the former CMO at Facebook who led the charge to

unleash the power of brands and marketing, credits his previous success

as CMO in historically non-marketing-led companies like VISA and HP to
becoming an educator of his peers. Lucio also devoted significant time
upskilling marketers at HP in the craft of branding. He created a marketing
academy with programs across the gamut from brand positioning to mobile
marketing metrics.

Media and performance

In just a few years, Booking.com emerged as the dominant hotel room
reservation player globally, and its success is largely due to its perfor-
mance-marketing skills. Despite the obvious impact of the pandemic,
its global CMO, Arjan Dijk, is a da Vinci whole-brained marketer who
balances human sociology expertise with expertise on search, social and
performance marketing.
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ABOUT SPENCER STUART

At Spencer Stuart, we know how much leadership matters. We are trusted by organizations
around the world to help them make the senior-level leadership decisions that have a lasting
impact on their enterprises. Through our executive search, board and leadership advisory
services, we help build and enhance high-performing teams for select clients ranging from
major multinationals to emerging companies to nonprofit institutions.

Privately held since 1956, we focus on delivering knowledge, insight and results through the
collaborative efforts of a team of experts — now spanning more than 70 offices, over 30
countries and more than 50 practice specialties. Boards and leaders consistently turn to
Spencer Stuart to help address their evolving leadership needs in areas such as senior-level
executive search, board recruitment, board effectiveness, succession planning, in-depth

senior management a: ment, employee engag 1t and many other facets of culture
and organizational effectiveness. For more information on Spencer Stuart, please visit
www.spencerstuart.com.

ABOUT THE INSTITUTE FOR REAL GROWTH

The Institute for Real Growth (IRG) is a not-for-profit and independent institute supported by
WPP, Facebook, Google, Kantar, LinkedIn, Salesforce, the NYU School of Professional
Studies (NYUSPS), the Said Business School at the University of Oxford, the Exetor Group
and Spencer Stuart. Our purpose is to help CMOs and other growth leaders drive more
humanized business growth. The IRG helps CMOs and other growth leaders drive more
humanized growth by connecting them to peers, experts, and best practices. The program
curriculum is based on interviews with around 500 senior business leaders, over 4,500
online survey contributions from 73 countries, an analysis of over 3,500 publications, and a

behavioral analysis of publicly available LinkedIn data from over 800 million connections

across 3 million employees. ww, com.
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da Vinci Growth CMO

Leonardo da Vinci is considered the epitome of a ‘Renaissance man.’ He was whole-brain - both
scientist and artist, and he was a humanist, celebrating humanity and its role in the natural
environment. We predict that one of the lasting effects of the COVID-19 crisis will be that
businesses in the ‘new normal’ will recognize the necessity and opportunity of creating value for
all stakeholders: colleagues. customers, shareholders, and the world around them.

We believe that this more human-centric and multi-stakeholder crientation presents a unique
opportunity for CMOs to step up and help their companies succeed. In this article, we offera
profile of the new *da Vinci Growth CMO' and highlight how it improves upon the CMO role
descriptions of the past.

da Vinci Growth CMO

Leonardo da Vinci is considered the epitome of a '‘Renaissance man.’ He was whole-brain - both
scientist and arfist, and he was a humanist, celebrating humanity and its role in the natural
environment. We predict that one of the lasting effects of the COVID-19 crisis will be that
businesses in the 'new normal’ will recognize the necessity and opportunity of creating value for
all stakeholders: colleagues, customers, shareholders, and the world around them.

We believe that this more human-centric and multi-stakeholder orientation presents a unique
opportunity for CMQOs to step up and help their companies succeed. In this arficle, we offer a
profile of the new 'da Vinci Growth CMQO" and highlight how it improves upon the CMO role
descripfions of the past.

Download the full article here
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The Business World Needs More Leonardo da Vincis

Leonardo da Vinci is considered the epitome of a ‘Rencissance man.' He was whole-brain - both
scientist and artist, and he was a humanist, celebrating humanity and its role in the natural
environment. We predict that one of the lasting effects of the COVID-19 crisis will be that
businesses in the ‘new normal’ will recognize the necessity and opportunity of creating value for
all stakeholders: colleagues, customers, shareholders, and the world around them.

We believe that this more human-centric and multi-stakeholder orientation presents a unique
opportunity for CMOs to step up and help their companies succeed. In this article, we offer a
profile of the new 'da Vinci Growth CMO'" and highlight how it improves upon the CMO role
descriptions of the past.

Read the article as published by Fast Company

Click here
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are purposeful and confident about their role in society. The businesses that are exceeding
expectations are winning because they prioritize understanding the needs of, and creating
value for, all their stakeholders, including colleagues, consumers, communities and the

capital markets.
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understanding the needs of, and creating value for, all their
stakeholders, including colleagues, consumers, communities
and the capital markets.
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The COVID-19- crisis has revealed that the strongest companies and leaders are those that
are purposeful and confident about their role in society. The businesses that are exceeding
expectations are winning because they prioritize understanding the needs of, and creating
value for, all their stakeholders, including colleagues, consumers, communities and the
capital markets.

The da Vinci Growth CMO profile

The Institute for Real Growth (IRG) and Spencer Stuart’s Marketing, Sales & Communications Practice

are purposeful and confident about their role in society. The businesses that are exceeding
expectations are winning because they prioritize understanding the needs of, and creating
value for, all their stakeholders, including colleagues, consumers, communities and the
capital markets.

The da Vinci Growth CMO profile

The Institute for Real Growth (IRG) and Spencer Stuart's Marketing, Sales & Communications Practice
interviewed more than 500 leaders worldwide about leadership and performance. The study identifies a
group of over-performing CMOs, whom we refer to as “da Vinci Growth CMOs."” These high-performing
CMOs understand that unleashing the power of technology is critical to success and requires both data and
human creativity. They also understand sustained business growth requires the organization to create value
for all stakeholders, and that human-centric growth strategies deliver superior shareholder returns.

As part of our study, we identified the 10 most important CMO areas of experience and the five essential
attitudes of overperforming marketing growth leaders. Think of the 10 CMO experiences as possible menu
choices and consider how they align with the needs of a company’s key stakeholders and the challenges
the business faces. While the specific experiences a CMO may need to draw on will vary based on the
context of the business, we have found that all five “da Vinci Growth CMO" attitudes are essential for every
CMO to master. These attitudes represent how CMOs approach their role and their interactions with peers,
partners and all stakeholders.

The 10 da Vinci Growth CMO experiences
1. Decoding the world

Top CMOs develop a winning growth strategy based on an understanding of underlying human insights and
market developments and the needs and wants of key stakeholders. Taking a human-centric perspective
instead of relying solely on functional perspective leads to more specific market definitions, such as the Mars
company redefining its business scope from “pet food" to “pet care.”

2. Growth strategy

da Vinci Growth CMOs understand the need to balance their focus between the marketing-specific
challenges around how fo win, how to best leverage all communication channels, and the shared business
challenge of identifying where to compete. They understand that partnering with their executive committee
peers on business strategy development builds important shared language, influence and an opportunity to

Top CMOs develop a winning growth strategy based on an understanding of underlying human insights and
market developments and the needs and wants of key stakeholders. Taking a human-centric perspective
instead of relying solely on functional perspective leads to more specific market definitions, such as the Mars
company redefining its business scope from “pet food" to “pet care.”

2. Growth strategy

da Vinci Growth CMOs understand the need to balance their focus between the marketing-specific
challenges around how to win, how to best leverage all communication channels, and the shared business
challenge of identifying where to compete. They understand that partnering with their executive committee
peers on business strategy development builds important shared language, influence and an opportunity to
frame all marketing activities within an overall business strategy.

3. Strategic brand development

Within B2C, marketing's primary responsibility is to ensure the overall business strategy is supported by a
synergistic portfolio of strong and purposeful brands. The COVID-19 crisis has accelerated the importance of
clarity around both corporate and brand purpose, and previous crises have typically led to a resurgence in
demand for “value” propositions.

4. Product and service innovation

Taking a broader view of “where to play" is a crucial first step for driving business growth, but it is not sufficient
by itself. Over the last decade, Adobe has evolved from a software company to a full-fledged marketing
partner that offers products and services for creating, managing, measuring and optimizing experiences. The
result? Its revenues fripled.

5. Breakthrough content and engagement

Restaurant Brands Infernational global CMO Fernando Machado is celebrated for inspiring the best creative
confent and communication in the brand’s history. With augmented reality content like its “burn that ad,”
the *"McWhopper" campaign, provocative declarations like their “moldy Whopper” creative and their
pioneering mobile programs, Burger King today ranks at the top of world brand rankings.

6. Creative customer experience

Customer experience is probably the one area that benefits most from a human-centric, whole-brain
approach to marketing. For some time now, industry analyst Forrester Research has been lamenting about
the loss of creative differentiation and the prevalence of “digital sameness"” in customer experience. da Vinci
Growth CMOs understand the importance of infusing the traditionally technology-led customer experience
discipline with human inspiration, innovation and creativity.

7. Integrated stakeholder engagement
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Restaurant Brands International global CMO Fernando Machado is celebrated for inspiring the best creative
content and communication in the brand'’s history. With augmented reality content like its “burn that ad,”
the “McWhopper” campaign, provocative declarations like their “moldy Whopper” creative and their
pioneering mobile programs, Burger King today ranks at the top of world brand rankings.

6. Creative customer experience

Customer experience is probably the one area that benefits most from a human-centric, whole-brain
approach to marketing. For some time now, industry analyst Forrester Research has been lamenting about
the loss of creative differentiation and the prevalence of “digital sameness” in customer experience. da Vinci
Growth CMOs understand the importance of infusing the traditionally technology-led customer experience
discipline with human inspiration, innovation and creativity.

7. Integrated stakeholder engagement

have replaced their CMOs (in title) with the likes of chief growth, chief commercial or chief revenue officer.

9. Marketing capability

Antonio Lucio, the former CMO at Facebook who led the charge to unleash the power of brands and
marketing, credits his previous success as CMO in historically non-marketing-led companies like VISA and HP
to becoming an educator of his peers. Lucio also devoted significant time upskiling marketers at HP in the
craft of branding. He created a marketing academy with programs across the gamut from brand positioning
to mobile marketing metrics.

10. Media and performance

In just a few years, Booking.com emerged as the dominant hotel room reservation player globally, and its
success is largely due to its performance- marketing skills. Despite the obvious impact of the pandemic, its
global CMO, Arjan Dik, is a da Vinci whole-brained marketer who balances human sociology expertise with
expertise on search, social and performance marketing.
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Where in the past a CMO's role was often limited to consumer engagement, our new post-crisis reality
demands that companies actively engage with all stakeholders. The responsibilities of the CMO and the chief
communications officer are converging in this area.

Debitae re pro te in plaborporum voluptatum ducium fugi
8. Revenue and channel leadership

In the new reality of social distancing, fully committing to e-commerce has become even more critical. And
in e-commerce, the distinction between marketing and sales is quickly becoming irrelevant. Only a portion of
CMOs today have had full P&L responsibility during their career. Perhaps this is why quite a few organizations
have replaced their CMOs (in title) with the likes of chief growth, chief commercial or chief revenue officer.

9. Marketing capability tead
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marketing, credits his previous success as CMO in historically non-marketing-led companies like VISA and HP
to becoming an educator of his peers. Lucio also devoted significant time upskiling marketers at HP in the
craft of branding. He created a marketing academy with programs across the gamut from brand positioning
to mobile marketing metrics.
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10. Media and performance

In just a few years, Booking.com emerged as the dominant hotel room reservation player globally, and its
success is largely due to its performance- marketing skills. Despite the obvious impact of the pandemic, its
global CMO, Arjan Dijk, is a da Vinci whole-brained marketer who balances human sociology expertise with
expertise on search, social and performance marketing. Copyright ® 2021 Instifute for Real Growth, All ights reserved
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