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WPP IRG Resources Brochure v.1

Amsterdam, 25 March 2021

IRG Resources
for WPP

Resources overview

IRG1000 
Leadership 
Program

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

Option 5

IRG100 
Leadership 
Program

Nominate your 
clients/CMOs for the 
IRG100 2021/2022

Option 4

Speaking 
Engagements

Invite IRG founders 
for townhall and/or 
client presentations 

Option 3

IRG Masterclass 
Series

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

Option 2

CMO 
Workshops

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

Option 1

2

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

CMO Workshops

3

Option 1 Option 5Option 4Option 3Option 2

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 Growth 
with Trinity3  · June 15, 9–12pm ET

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

(more to come)

IRG Masterclass Series

4

Option 5Option 4Option 3Option 1 Option 2

Invite IRG founders for 
townhall and/or client 
presentations

Speaking Engagements

5

Option 5Option 4Option 2Option 1 Option 3

Nominate clients / 
CMOs for the 2021
/2022 program

IRG100 Leadership Program

6

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

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

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

Option 5Option 3Option 2Option 1 Option 4

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

IRG100 Leadership Program

7
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Offer IRG1000 
Leadership program 
for corporates with a 
substantial discount, 
highlighting the option 
to participate in the 
program together with 
the client

IRG100 Leadership Program
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Why

What

How

IRG is seen as a 
value-add and 
strengthens client 
relationships

WPP Leaders feedback

8

“The IRG1000 Program gives a chance for participants and the 

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

“Has allowed me to unlock a far more personal relationship 

with my CMO”

– Philip HeimanGCL, SC Johnson

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

relationship building and Shell value and appreciate their 

involvement”

Jason WarnesGCL, Shell

Frank van der Vorst
Founder

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

Marc de Swaan Arons
Founder

E  mark@instituteforrealgrowth.com
M +31 6 XXX XXX XX

Getting started
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WPP IRG Resources Brochure v.2

Amsterdam, 25 March 2021

IRG Resources
for WPP

Resources overview

IRG1000 
Leadership 
Program

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

Option 5

IRG100 
Leadership 
Program

Nominate your 
clients/CMOs for the 
IRG100 2021/2022

Option 4

Speaking 
Engagements

Invite IRG founders 
for townhall and/or 
client presentations 

Option 3

IRG Masterclass 
Series

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

Option 2

CMO 
Workshops

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

Option 1

2

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

CMO Workshops

Option 1 Option 5Option 4Option 3Option 2 3

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 Growth 
with Trinity3  · June 15, 9–12pm ET

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

(more to come)

IRG Masterclass Series

Option 2 Option 5Option 4Option 3Option 1 4

Invite IRG founders for 
townhall and/or client 
presentations

Speaking Engagements

Option 3 Option 5Option 4Option 2Option 1 5

Nominate clients / 
CMOs for the 2021
/2022 program

IRG100 Leadership Program

Option 4 Option 5Option 3Option 2Option 1 6

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

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

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

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

IRG100 Leadership Program
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Leadership: 
Self

Stakeholder 
Interviews

Growth Study

Growth Study

Growth Study

Humanized 
Growth

Humanized 
Growth

Humanized 
Growth

Milestone 1 
Delivery week

What

How

2 hours2 hours2 hours
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HowWhy What
Offer IRG1000 
Leadership program 
for corporates with a 
substantial discount, 
highlighting the option 
to participate in the 
program together with 
the client

IRG100 Leadership Program

10

WPP Leaders feedback

IRG is seen as a 
value-add and 
strengthens client 
relationships

8

“The IRG1000 Program gives a chance for participants and the 

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

“Has allowed me to unlock a far more personal relationship 

with my CMO”

– Philip HeimanGCL, SC Johnson

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

relationship building and Shell value and appreciate their 

involvement”

Jason WarnesGCL, Shell

Frank van der Vorst
Founder

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

Marc de Swaan Arons
Founder

E  mark@instituteforrealgrowth.com
M +31 6 XXX XXX XX

Getting started
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WPP IRG Resources Brochure v.3

Amsterdam, 25 March 2021

IRG Resources
for WPP

Resources overview

IRG1000 
Leadership 
Program

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

Option 5

IRG100 
Leadership 
Program

Nominate your 
clients/CMOs for the 
IRG100 2021/2022

Option 4

Speaking 
Engagements

Invite IRG founders 
for townhall and/or 
client presentations 

Option 3

IRG Masterclass 
Series

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

Option 2

CMO 
Workshops

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

Option 1

2

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

CMO Workshops

Option 1 Option 5Option 4Option 3Option 2 3

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 Growth 
with Trinity3  · June 15, 9–12pm ET

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

(more to come)

IRG Masterclass Series

Option 2 Option 5Option 4Option 3Option 1 4

Invite IRG founders for 
townhall and/or client 
presentations

Speaking Engagements

Option 3 Option 5Option 4Option 2Option 1 5

Nominate clients / 
CMOs for the 2021
/2022 program

IRG100 Leadership Program

Option 4 Option 5Option 3Option 2Option 1 6

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

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

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

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

IRG100 Leadership Program

7Option 5Option 1 Option 4Option 3Option 2
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2 hours

2 hours

2 hours

2 hours

2 hours

2 hours

2 hours

2 hours

2 hours

2 hours

2 hours

2 hours

2 hours

2 hours

Why

What

How

WPP Leaders feedback

IRG is seen as a 
value-add and 
strengthens client 
relationships

8

“The IRG1000 Program gives a chance for participants and the 

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

“Has allowed me to unlock a far more personal relationship 

with my CMO”

– Philip HeimanGCL, SC Johnson

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

relationship building and Shell value and appreciate their 

involvement”

Jason WarnesGCL, Shell

Frank van der Vorst
Founder

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

Marc de Swaan Arons
Founder

E  mark@instituteforrealgrowth.com
M +31 6 XXX XXX XX

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

IRG100 Leadership Program

Option 5Option 1 Option 4Option 3Option 2 10
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Content blocks - current
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

Currently 800×450px



25 March 2021

INSTITUTE FOR REAL GROWTH – Implementation 9

Design Humanizing Growth Series 1a

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

Hosted by IRG Founder Marc de Swaan Arons

Charlotte Petri Gornitzka
Assistent Secretary Genera, Unicef

Register here

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

Hosted by IRG Founder Marc de Swaan Arons

Charlotte Petri Gornitzka
Assistent Secretary Genera, Unicef

Register here

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

Hosted by IRG Founder Marc de Swaan Arons

Charlotte Petri Gornitzka
Assistent Secretary Genera, Unicef

Register here

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 mossitatur? 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

1200×627px recommended
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Design Humanizing Growth Series 1b

Charlotte Petri 
Gornitzka
Assistent Secretary General, 
Unicef

Register here

Hosted by IRG Founder Marc de Swaan Arons

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

Charlotte Petri 
Gornitzka
Assistent Secretary General, 
Unicef

Register here

Hosted by IRG Founder Marc de Swaan Arons

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

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 mossitatur? 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

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

Hosted by IRG Founder Marc de Swaan Arons

Charlotte Petri Gornitzka
Assistent Secretary Genera, Unicef

Register here

1200×1200px possible
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Design Humanizing Growth Series 2a

Register here

Hosted by IRG Founder Marc de Swaan Arons

Charlotte Petri Gornitzka
Assistent Secretary General, Unicef

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

Register here

Hosted by IRG Founder Marc de Swaan Arons

Charlotte Petri Gornitzka
Assistent Secretary General, Unicef

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

Register here

Hosted by IRG Founder Marc de Swaan Arons

Charlotte Petri Gornitzka
Assistent Secretary General, Unicef

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

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 mossitatur? 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

1200×627px recommended
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Design Humanizing Growth Series 2b

Charlotte Petri 
Gornitzka
Assistent Secretary General, 
Unicef

Register here

Hosted by IRG Founder Marc de Swaan Arons

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

Charlotte Petri 
Gornitzka
Assistent Secretary General, 
Unicef

Register here

Hosted by IRG Founder Marc de Swaan Arons

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

Register here

Hosted by IRG Founder Marc de Swaan Arons

Charlotte Petri Gornitzka
Assistent Secretary General, Unicef

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

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 mossitatur? 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

1200×1200px possible
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Design Humanizing Growth Series 3a

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

Hosted by IRG Founder Marc de Swaan Arons

Charlotte Petri Gornitzka
Assistent Secretary Genera, Unicef

Register here

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

Hosted by IRG Founder Marc de Swaan Arons

Charlotte Petri Gornitzka
Assistent Secretary Genera, Unicef

Register here

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

Hosted by IRG Founder Marc de Swaan Arons

Charlotte Petri Gornitzka
Assistent Secretary Genera, Unicef

Register here

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 mossitatur? 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

1200×627px recommended
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Design Humanizing Growth Series 3b

Charlotte Petri 
Gornitzka
Assistent Secretary General, 
Unicef

Register here

Hosted by IRG Founder Marc de Swaan Arons

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

Charlotte Petri 
Gornitzka
Assistent Secretary General, 
Unicef

Register here

Hosted by IRG Founder Marc de Swaan Arons

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

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

Hosted by IRG Founder Marc de Swaan Arons

Charlotte Petri Gornitzka
Assistent Secretary Genera, Unicef

Register here

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 mossitatur? 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

1200×1200px possible
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Design Humanizing Growth Series - current
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Humanizing Growth Series

Humanizing Growth Series

Design Humanizing Growth Series
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Design Humanizing Growth Series - current

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 book 
From Good to Great, he talks about 
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 time 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 
rediscovery, 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.
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.

Towards a multi-stakeholder 
organisation

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. I 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 
too big and too complex to just depend on 
one or two
people to even set a direction. You need 
to co-create that, and you need to be sure 
that there's enough crictical mass. You 
might not get everybody on board. But you 
certainly need to work on getting a critical 
mass to move to move a machine like that 
in a certain direction.

People want to succeed. They don't want
to work for something that is ultimately not
getting results. People want to be valued
and they want to know where their efforts
are leading to. These are normal human
motivations. And if you can create an
environment that allows for that, you can
unlock a storehouse of creative energy. So
we concentrated first and foremost on
getting the right people on board.

If you want to grow, which was really the
mission that Unilever had, it is absolutely
important to put the right people in the
right jobs. We needed to get a growth
mentality back into the company and then
we needed to bring back what it really was
all about. When companies shrink, people 
become a little bit more selfcentered
and sometimes not as effective and 
efficient as they should be. When you
bring the outside world in, I think you
need the right leadership.

Marc
de Swaan Arons

Paul
Polman

Humanizing growth series
Paul Polman & Marc de Swaan Arons in conversation

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 
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 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, I 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. I 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 at Unilever, we commissioned a 
taskforce to look at the UN Sustainable 
Development Goals and translate 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 
transition 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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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?

P  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, I 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 profi tably solve the issues of people and 
planet.” This was always important, it’s not that it's 
more or less important now. I 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 at Unilever, we commissioned a taskforce to look 
at the UN Sustainable Development Goals and 
translate 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, mob ility, 
cities and energy transition we managed to fi nd 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.

Humanizing 
Growth Series
Paul Polman & Marc de Swaan Arons in Conversation

Marc de Swaan Arons, Institute for Real Growth Paul Polman, Unilever

“Building a strategy 
around your purpose”

M In our IRG research, we found that most 
great companies were created by founders 

who wanted to make a difference not just a profi t. Is 
this about going back to the roots for most companies?

P  You're right. If you go back to the founders, you 
might fi nd 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 
time 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. 

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 fi nd the answers to most of the 
challenges that are out there.

M 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 fi nancially. 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?

P  The most important thing is always people, and 
Unilever has good people and always has had 

good people. I 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 too big 
and too complex to just depend on one or two 

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 to move a machine like that in a certain 
direction. People want to succeed. They don't want 
to work for something that is ultimately not getting 
results. People want to be valued and they want to 
know where their efforts are leading to. These are 
normal human motivations.  

Migrating towards a multi
stakeholder orientation
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Architecture 
for Real Growth
Redefining strategy, structure and 
leadership capability for driving 
sustained business growth

1

Traditional business growth formulas are lacking, barriers to
entry are disappearing, new players are breaking the rules, 
channels are proliferating, disruptors are themselves being
disrupted, global markets are reaching maturity. Trust is 
fleeting, and the war for talent – and the consumer – is raging.

THE GROWTH CHALLENGE
To deliver sustained top-line growth, overperformers are rejecting tired formulas of the past 
and developing a new architecture that delivers sustained growth for all stakeholders.

THE IRG APPROACH
500+ Vision Interviews
✓ Multiple cultures and disciplines
✓ Diverse levels of market development
✓ Unicorn and Fortune 500 companies

1,500+ Respondents
✓ 73 markets
✓ All functions, levels and industries

3,000+ Publications
✓ Research from business publications, 

consultancies, academia, and more
✓ Consumer blogs, forums, and 

conversations analyzed by Discover AI

3.5m LinkedIn Users
✓ Analysis of LinkedIn data from 

connections across employees 

Antonio Lucio
Global CMO, 

Facebook 

Meredith Verdone
CMO, 

Bank of America 

Di-Ann Eisnor
Chief We Officer, 
the We Company

Shiv Shivakumar
GE President for Strategy & Bus. 

Dev. Aditya Birla Group 

Yoram Wind 
Emeritus Professor,

Wharton 

Cindy Wang 
CMO, 

UXIN Group  

Frank Cooper 
CMO, 

BlackRock 

Lindsay Pattison 
Chief Client Officer, 

WPP 

Roel de Vries
CMO, 
Nissan

Lorraine Twohill
CMO, 

Google 

Enzo Scarcella 
COO, 
MTN 

Bob Liodice
CEO, 
ANA 

Peter Ter Kulve
CGO, 

Unilever 

Carolyn Everson 
VP, Global Marketing Solutions, 

Facebook 

Penry Price 
VP Marketing Solutions,

LinkedIn 
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GROWTH 
IS HARD

Companies achieving growth over-performance 
have embraced a new architecture. 

The architecture of real growth:

✓ Is human-centric
✓ Recognizes all key stakeholders’ needs 
✓ Future-proofs organizations
✓ Unlocks data with human insights
✓ Unleashes technology with creativity
✓ Delivers ever-evolving experiences 

MULTIPLE 
MODELS

EVOLVING 
EXPERIENCES

ANTICIPATIVE 
ORGANIZATION

WHOLE-
BRAINED

HUMANIZED GROWTH

OPEN 
CULTURE

ABUNDANT 
MARKETS

7 BUILDING BLOCKS OF REAL GROWTH

IRG ADVISORY BOARD

GROWTH LEADERSHIP CHARACTERISTICS 
AND MOST IMPORTANT IRG DATA POINTS

COURAGEOUS
Leadership characteristic required for 
driving humanized growth strategy and 
more holistic real growth metrics 

Myth: Our objective is to boost profitable growth

While more underperformers focus on the bottom line…

Articulate growth ambition in terms of your impact on people 
& the world around them. 
Link business growth to people growth KPIs & incentive structures.

WINNING
ACTIONS

25% 36%#1 Growth ambition: Bottom line profit

…more overperformers focus on the people they serve

35% 20%#1 Growth ambition: Impact on people

Myth: Growth is all about increasing customer satisfaction

Measure & benchmark your “share of experience.”
Ensure all your solutions include product, service & experience. 

WINNING
ACTIONS

77% 22%Deliver ever-evolving experiences

Overperformers focus on eliminating friction
to deliver ever-evolving experiences

Myth: If only we had stronger data & analytics

Shift focus from the “what” to the “so what” & “now what.”
Create whole-brain teams of equals.

WINNING
ACTIONS

64% 25%Ability to attract whole-brain talent

Overperformers bring technology & creativity together 
to put data at the heart of decision-making

PASSIONATE
Leadership characteristic required for 
inspiring ever-evolving experiences and a 
whole-brained approach to growth strategy

EMPOWERING
Leadership characteristic needed to push 
decision making to client-facing 
colleagues and embrace new ways of 
doing business 

Myth: If it doesn’t fit in the ROI spreadsheet, the finance 
mafia will kill the idea

Overperformers play chess & checkers simultaneously

Ensure the investment approval process allows for multiple business models. 
Create or participate in start-up platforms.

WINNING
ACTIONS

66% 38%Willingness to accept new business models

HUMBLE
Leadership characteristic required to see the 
world with a fresh perspective, redefine 
markets and collaborate effectively

Myth: Growth is about winning market share from competitors

Overperformers excel at spotting & choosing

Shift investment from explaining the past to predicting the future.
Define your market so you have no more than 3% share.

WINNING
ACTIONS

85%
33%

Assess and understand 
market developments

Consistency with 
big bets

the right wave…

Myth: Our culture cannot be changed – it’s in our DNA

Underperformers are defined by procedure,
structure & quality…

…and riding it out

72%
38%

Redefine career paths from a linear trajectory to a “jungle gym.”
Celebrate & reward intrapreneurship.

WINNING
ACTIONS

11%
24%

#1 Culture description: 
Procedures, structure, 
quality

#1 Culture description: 
Innovation, change, 
entrepreneurship

28%
21%

Overperformers organize to win wars via micro-battles, 
switching their view on organizational change

Create multi-disciplinary “fit for purpose” teams for all your strategic initiatives.
Push accountability down to consumer-facing staff.

WINNING
ACTIONS

66% 14%Competitive agility

Open 
Culture

Abundant 
Markets

Anticipative
Organization

Multiple 
Models

Whole-
Brained

Evolving 
Experiences

Humanized Growth

Open 
Culture

Abundant 
Markets

Anticipative
Organization

Multiple 
Models

Whole-
Brained

Evolving 
Experiences

Humanized Growth

Open 
Culture

Abundant 
Markets

Anticipative
Organization

Multiple 
Models

Whole-
Brained

Evolving 
Experiences

Humanized Growth

Open 
Culture

Abundant 
Markets

Anticipative
Organization

Multiple 
Models

Whole-
Brained

Evolving 
Experiences

Humanized Growth

The % scores with     are scores of growth overperformers (growth leaders). The % scores with are scores of growth underperformers (growth laggards)
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THE IRG BENCHMARK
Identify your company’s Real Growth opportunities by assessing and comparing your 
performance to IRG overperformers across the 7 building blocks of Real Growth.

UNDERSTAND THE GAP
Conduct quant IRG Benchmarking, key stakeholder 
vision interviews, and desk research 

DEFINE THE ‘SO WHAT’
Align on priorities and build a roadmap for change

ACTION THE ‘NOW WHAT’
Create and deploy tangible solutions to drive real 
growth

For each of the 7 building blocks, you will receive:
✓ A performance score with benchmarking
✓ A progression checklist
✓ Guidance on your top Real Growth opportunities 

The Institute for Real Growth (IRG) helps Chief Marketing 
Officers and other senior business leaders drive more 
effective growth strategy, structure and capability.

Making better marketing decisions and influencing better 
business decisions.

The Institute for Real Growth is a not-for-profit and 
independent Institute co-founded by WPP, Kantar, 
Google, Facebook, Spencer Stuart, LinkedIn, Saïd Business 
School at the University of Oxford, and the New York 
University School of Professional Studies. 

IRG is focused on helping growth leaders measure and 
drive sustained, long-term “real growth” by connecting 
growth leaders to peers and expertise through live-action 
programs.

The IRG program comprises a series of workshops that 
connect growth leaders with the latest in-depth research, 
world-class best practice case studies, expert speaker 
insights and individual coaching, in a program 
personalized to their own leadership and organization’s 
business growth needs.

Applied problem solving and close peer collaborating will 
address participants’ specific business as well as personal 
leadership growth challenges.

Upon completion of the program, participants will receive 
a Certificate in Real Growth Leadership from the NYU 
School of Professional Studies.

For more information: 
www.instituteforrealgrowth.com
info@instituteforrealgrowth.com

INSTITUTE FOR REAL GROWTH

F R O M … T O …

RACI straightjacket

Rigid brand identity bibles

Individual performance KPIs

Top-down line of command

Freedom in a framework and fit-for-purpose teams

Continuous results-based course-correction

Results-based team KPIs

Empowerment of consumer-facing colleagues

Your score 

73%

4.
Open 
Culture

3.
Evolving 
Experiences

1.
Abundant 
Markets 

2.
Multiple 
Models

7.
Humanized 
Growth

6.
Whole-
Brained

5.
Anticipative 
Organization

Your score 

51%
Your score 

63%
Your score 

33%
Your score 

81%
Your score 

67%
Your score 

59%

Follow colour theme 
from the brochure
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Marketing, Sales & Communications Practice

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 da Vinci Growth CMO

THE DA VINCI GROW TH CMO

₅ ₄₃ ₂1The 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. 
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₄₃ ₂1
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. 

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.

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 
and outside partners. da Vinci also became an avid collaborator out of 
necessity. He was notoriously slow, rarely meeting deadlines, and this often 
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-
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.” 
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₁₀ ₉₈ ₇₆Creative 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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THE DA VINCI GROW TH CMO₅Courageous 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.

REAL GROWTH CMO EXPERIENCES

REAL GROWTH CMO ATTITUDES

Media &
Performance

Decoding
the World

Marketing
Capability

Revenue &
Channel 

Leadership

Integrated
Stakeholder
Engagement

Creative
Customer
Experience

Breakthrough
Content & 

Engagement

Product &
Service

Innovation

Strategic
Brand

Development

Growth
StrategyCourageous

& Inspiring
Storyteller

Speed &
Impact

Obsessed

Servant
Leader

Connected &
Collaborative

Curious &
Agile Learner

da Vinci CMO Profile
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Social Media @ Spencer Stuart
 
Stay up to date on the trends and topics that  
are relevant to your business and career.

@Spencer Stuart
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around the world to help them make the senior-level leadership decisions that have a lasting 
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services, we help build and enhance high-performing teams for select clients ranging from 
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About the institute for reAl Growth
The Institute for Real Growth (IRG) is a not-for-profit and independent institute supported by 
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Introduction

The COVID-19- crisis has revealed that the strongest companies and leaders are those that 
are purposeful and confi dent 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 profi le
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 identifi es 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 identifi ed the 10 most important CMO areas of experience and the fi ve 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 specifi c experiences a CMO may need to draw on will vary based on the 

context of the business, we have found that all fi ve “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 specifi c market defi nitions, such as the Mars 

company redefi ning 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-specifi c 

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, infl uence 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 fi rst step for driving business growth, but it is not suffi cient 

by itself. Over the last decade, Adobe has evolved from a software company to a full-fl edged marketing 

partner that offers products and services for creating, managing, measuring and optimizing experiences. The 

result? Its revenues tripled.

5. Breakthrough content and engagement
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 benefi ts 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
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 offi cer are converging in this area.

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 offi cer.

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 signifi cant 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.

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.
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Introduction

The COVID-19- crisis has revealed that the strongest companies and leaders are those that 
are purposeful and confi dent 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 profi le
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 identifi es 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 identifi ed the 10 most important CMO areas of experience and the fi ve 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 specifi c experiences a CMO may need to draw on will vary based on the 

context of the business, we have found that all fi ve “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 specifi c market defi nitions, such as the Mars 

company redefi ning 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-specifi c 

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, infl uence 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 fi rst step for driving business growth, but it is not suffi cient 

by itself. Over the last decade, Adobe has evolved from a software company to a full-fl edged marketing 

partner that offers products and services for creating, managing, measuring and optimizing experiences. The 

result? Its revenues tripled.

5. Breakthrough content and engagement
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 benefi ts 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
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 offi cer are converging in this area.

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 offi cer.

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 signifi cant 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.

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.
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Introduction

The COVID-19- crisis has revealed that the strongest 
companies and leaders are those that are purposeful and 
confi dent 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 profi le
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 identifi es 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 identifi ed the 10 most important CMO areas of 

experience and the fi ve 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 

specifi c experiences a CMO may need to draw on will vary based on 

the context of the business, we have found that all fi ve “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 specifi c market defi nitions, such as the Mars company redefi ning 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-specifi c 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, infl uence 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 fi rst step for 

driving business growth, but it is not suffi cient by itself. Over the last 

decade, Adobe has evolved from a software company to a full-

fl edged marketing partner that offers products and services for creating, 

managing, measuring and optimizing experiences. The result? Its 

revenues tripled.

5. Breakthrough content and engagement
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 benefi ts 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
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 offi cer are converging in this area.

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 offi cer.

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 signifi cant 

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.

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.
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Introduction

The COVID-19- crisis 
has revealed that the 
strongest companies 
and leaders are those 
that are purposeful 
and confi dent 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 
profi le
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 

identifi es 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 

identifi ed the 10 most 

important CMO areas 

of experience and the 

fi ve 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 specifi c 

experiences a CMO may 

need to draw on will vary 

based on the context of the 

business, we have found 

that all fi ve “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 specifi c market 

defi nitions, such as the Mars 

company redefi ning 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-specifi c 

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, infl uence 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 

fi rst step for driving business 

growth, but it is not suffi cient 

by itself. Over the last 

decade, Adobe has evolved 

from a software company 

to a full-fl edged marketing 

partner that offers products 

and services for creating, 

managing, measuring and 

optimizing experiences. The 

result? Its revenues tripled.

5. Breakthrough 
content and 
engagement
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 benefi ts 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
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 offi cer are 

converging in this area.

8. Revenue 
and channel 
leadership
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Introduction

The COVID-19- crisis has revealed that the strongest companies and leaders are those that 
are purposeful and confi dent 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 profi le
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 identifi es 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 identifi ed the 10 most important CMO areas of experience and the fi ve 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 specifi c experiences a CMO may need to draw on will vary based on the 

context of the business, we have found that all fi ve “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 specifi c market defi nitions, such as the Mars 

company redefi ning 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-specifi c 

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, infl uence 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 fi rst step for driving business growth, but it is not suffi cient 

by itself. Over the last decade, Adobe has evolved from a software company to a full-fl edged marketing 

partner that offers products and services for creating, managing, measuring and optimizing experiences. The 

result? Its revenues tripled.

5. Breakthrough content and engagement
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 benefi ts 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
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 offi cer are converging in this area.

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 offi cer.

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 signifi cant 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.

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.
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Introduction

The COVID-19- crisis has revealed that the strongest companies and leaders are those that 
are purposeful and confi dent 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 profi le
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 identifi es 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 identifi ed the 10 most important CMO areas of experience and the fi ve 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 specifi c experiences a CMO may need to draw on will vary based on the 

context of the business, we have found that all fi ve “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 specifi c market defi nitions, such as the Mars 

company redefi ning 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-specifi c 

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, infl uence 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 fi rst step for driving business growth, but it is not suffi cient 

by itself. Over the last decade, Adobe has evolved from a software company to a full-fl edged marketing 

partner that offers products and services for creating, managing, measuring and optimizing experiences. The 

result? Its revenues tripled.

5. Breakthrough content and engagement
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 benefi ts 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
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 offi cer are converging in this area.

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 offi cer.

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 signifi cant 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.

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.
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Introduction

The COVID-19- crisis has revealed that the strongest companies and leaders are those that 
are purposeful and confi dent 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 profi le
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 identifi es 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 identifi ed the 10 most important CMO areas of experience and the fi ve 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 specifi c experiences a CMO may need to draw on will vary based on the 

context of the business, we have found that all fi ve “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 specifi c market defi nitions, such as the Mars 

company redefi ning 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-specifi c 

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, infl uence 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 fi rst step for driving business growth, but it is not suffi cient 

by itself. Over the last decade, Adobe has evolved from a software company to a full-fl edged marketing 

partner that offers products and services for creating, managing, measuring and optimizing experiences. The 

result? Its revenues tripled.

5. Breakthrough content and engagement
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 benefi ts 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
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 offi cer are converging in this area.

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 offi cer.

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 signifi cant 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.

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.
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Introduction

The COVID-19- crisis has revealed that the strongest companies and leaders are those that 
are purposeful and confi dent 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 profi le
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 identifi es 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 identifi ed the 10 most important CMO areas of experience and the fi ve 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 specifi c experiences a CMO may need to draw on will vary based on the 

context of the business, we have found that all fi ve “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 specifi c market defi nitions, such as the Mars 

company redefi ning 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-specifi c 

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, infl uence 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 fi rst step for driving business growth, but it is not suffi cient 

by itself. Over the last decade, Adobe has evolved from a software company to a full-fl edged marketing 

partner that offers products and services for creating, managing, measuring and optimizing experiences. The 

result? Its revenues tripled.

5. Breakthrough content and engagement
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 benefi ts 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
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 offi cer are converging in this area.

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 offi cer.

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 signifi cant 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.

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.
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Introduction

The COVID-19- crisis has revealed that the strongest companies and leaders are those that 
are purposeful and confi dent 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 profi le
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 identifi es 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 identifi ed the 10 most important CMO areas of experience and the fi ve 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 specifi c experiences a CMO may need to draw on will vary based on the 

context of the business, we have found that all fi ve “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 specifi c market defi nitions, such as the Mars 

company redefi ning 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-specifi c 

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, infl uence 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 fi rst step for driving business growth, but it is not suffi cient 

by itself. Over the last decade, Adobe has evolved from a software company to a full-fl edged marketing 

partner that offers products and services for creating, managing, measuring and optimizing experiences. The 

result? Its revenues tripled.

5. Breakthrough content and engagement
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 benefi ts 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
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 offi cer are converging in this area.

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 offi cer.

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 signifi cant 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.

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.
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Introduction

The COVID-19- crisis 
has revealed that the 
strongest companies 
and leaders are those 
that are purposeful 
and confi dent 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 
profi le
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 

identifi es 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 

identifi ed the 10 most 

important CMO areas 

of experience and the 

fi ve 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 specifi c 

experiences a CMO may 

need to draw on will vary 

based on the context of the 

business, we have found 

that all fi ve “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 specifi c market 

defi nitions, such as the Mars 

company redefi ning 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-specifi c 

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, infl uence 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 

fi rst step for driving business 

growth, but it is not suffi cient 

by itself. Over the last 

decade, Adobe has evolved 

from a software company 

to a full-fl edged marketing 

partner that offers products 

and services for creating, 

managing, measuring and 

optimizing experiences. The 

result? Its revenues tripled.

5. Breakthrough 
content and 
engagement
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 benefi ts 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
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 offi cer are 

converging in this area.

8. Revenue 
and channel 
leadership
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Introduction

The COVID-19- crisis 
has revealed that the 
strongest companies 
and leaders are those 
that are purposeful 
and confi dent 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 
profi le
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 

identifi es 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 

identifi ed the 10 most 

important CMO areas 

of experience and the 

fi ve 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 specifi c 

experiences a CMO may 

need to draw on will vary 

based on the context of the 

business, we have found 

that all fi ve “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 specifi c market 

defi nitions, such as the Mars 

company redefi ning 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-specifi c 

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, infl uence 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 

fi rst step for driving business 

growth, but it is not suffi cient 

by itself. Over the last 

decade, Adobe has evolved 

from a software company 

to a full-fl edged marketing 
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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 
profi le
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 

identifi es 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 

identifi ed the 10 most 

important CMO areas 

of experience and the 

fi ve 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 specifi c 

experiences a CMO may 

need to draw on will vary 

based on the context of the 

business, we have found 

that all fi ve “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 specifi c market 

defi nitions, such as the Mars 

company redefi ning 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-specifi c 

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, infl uence 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 

fi rst step for driving business 

growth, but it is not suffi cient 

by itself. Over the last 

decade, Adobe has evolved 

from a software company 

to a full-fl edged marketing 

partner that offers products 

and services for creating, 

managing, measuring and 

optimizing experiences. The 

result? Its revenues tripled.

5. Breakthrough 
content and 
engagement
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 benefi ts 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
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 offi cer are 

converging in this area.
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The da Vinci Growth CMO profi le
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Stuart’s Marketing, Sales & Communications Practice 
interviewed more than 500 leaders worldwide about 
leadership and performance. The study identifi es 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 identifi ed the 10 most 
important CMO areas of experience and the fi ve 
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 specifi c 
experiences a CMO may need to draw on will vary 
based on the context of the business, we have found 
that all fi ve “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.
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