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Will board directors widen their definition of
success to include societal impact of
operations?
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Buildings and
aquipment

Cash and
bonds
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core
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46% of marketers

place equal importance
on the environment
and financial growth
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The power of
stakeholder
centered design
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How does your
organization
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Are your
organization’s
Incentive plans

aligned with
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IRG’s Impact Study

500 vision interviews
with C-Suite & though leaders
1000 survey respondents ”
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IRG’s Impact Study

Driving humanized growth and
stakeholder impact as a
CEo o
CMO |
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Does your company
drive systemic
change to deliver




Does your
company feels
I|m|ted by the fear




Who is your
#1stakeholder?
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Does your
company purpose
uides all strateqi
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How do you rate
your company
on partnering to

ol =
Tus® o
.......



In my company, the

fear of being
accused of

wokeness or
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My company is

driving systemic
change to deliver
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7% of CEOQO’

say CMOs most critical
role is to grow the
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say CMOs most critical
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‘» o~
’

.




The most critical role of the CMO
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Develop the brand 29%

EXAMPLE - TO BE REPLACED
Shape the strategy 17

Customers insigths /%

(SPENCER STUART, 2021)
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