£ IRG

Humanized (rrowth

WELCOME!

P

.

ol
=

UNIVEREITY OF Business

OXFORD School



Zoom Session 5: Focus — Holistic Strategy

CONNECT
New York
14-16 J

Drivers of Leadership Role Unleash: The da Personal
Humanized of Marketing Vinci Growth Purpose

Growth Leader

Personal The Business

Connect Case for
Humanized
Growth

: y BRI ]
"HF“ :.t R R
DEVELO R It orpa’

1 . |

Ground —
Roots &
Heritage

Ground — Reimagine — Reimagine — ' Focus —
Stakeholders Utopian Market Aspirational £ Building Holistic
Role of [ Strategy
Business

P

Bi-

2 Apr

LAUNCH

Cannes



== Prereads

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

Great Strategy
Considers More
Than Customers
and Investors

Great Strategy Considers More Than Customers and
Investors

{10 min read)

Every business foday is under pressure to meet the
needs of stakeholders beyond its custamers and
investors. Some organizations may view this as a
burden, but others have successfully enhanced their
value by meaningfully integrating employess. business
partners, and communities infe their sirategies. Read
the arficle here.

The Essential Link Between ESG Targets & Financial
Performance

{10 min read)

Tremendous progress has been made in standardizing
and guantifying measures of performance on ESG
criteria. This article from HER offers a é6-step process for
infegrating ESG targeis info your strategy. Read fthe
article here.

Mars Compass

{&6 min read)

To ensure the iconic company remains frue fo its
founding ideals—an efhos of financial strength,
stakeholder trust, and positive social impact— board
and management creaie a holistic system called
Mars Compass. This case from the Yale Program on
Stakeholder Innovation and Management shares the
process and some of the key leamings. Read fhe case
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)
Earth is now our

only shareholder.

If we have any hope of a thriving planet—much less a

9 ;;; business—it is going to take all of us doing what we can
i 4 :
N with the resources we have.

This is what we can do.

By Yvon Chouinard



Define Value

Per Stakeholc

MARS

Value Creation strategy across
all Stakeholders

The world we

want tomorrow
| starts with how we
do business today

MARS

Trusted
partner
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In my company, we
have a clearly defined
value-creation
strategy for all
stakeholders.




Topics for Today

Qg What is “holistic” strategy?
ﬁ How does it differ from “traditional” strategy?
@ What is the process for developing holistic strategy?

.0‘ How should you measure your performance?
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Traditional Strat

VALUE FOR SHAREHOLDERS
NO YES
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HOLISTIC

STRATEGY

(7p)
14
Ll
3 tLﬂ PHILANTHROPY
Strategy that “grows o >
the economic pie” so vz
that there is enough E
value created fto allow x
all stakeholders to be e
better off =i
S

VALUE
EXTRACTION

VALUE FOR SHAREHOLDERS

NO
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Jonathan Knowles
> TYPE 2

CONSULTING

Great Strategy
The Essence of Considers More
Strategy Is Now Than Customers

How to Change and Investors
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The Traditional View




The Traditional View

CEREBRAL EXERCISE |

— — [ €
‘ -,'f - g g

'\ ESTABLISHED RULES \
CO EXT IND EPEN DENT




Two Assumptions

Longer Hold True

THREAT OF I
NEW 1
ENTRANTS QUESTION STARS
o MARKS
=
a Industries remain stable over time oo S " ¥
SUPPLIERS EXISTING BUYERS E
COMPETITORS g 00GS [CS\EI:.II-;
Porter’s Five Forces e
SUBSTITUTE
BCG’s Growth/Share Matrix it e UPER )
%J}
Ll E
a Shareholder Primacy - %, o |
g ety 5| \
g gl
E o
GE/McKinsey Matrix . % \EH_
BCG experlence Curve LOow + : HIGH CUMULATIVE VOLUME OF PRODUCTION
INDUSTRY ATTRACTIVENESS
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Traditional Strategy is about RAIL

STATIC ENVIRONMENT
WIN BY BRUTE FORCE
PROFIT IS THE ONLY GOAL
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Principles

Holistic St

Future- Based on Integrative Imaginative Context
oriented Abundance Savvy
Envisages a desired Involves “positive Involves thinking at Necessarily involves  Rooted in a realistic
future state sum” thinking that the system level, “‘what if” thinking that view of YOUR
goes beyond short- and across may defy traditional market and the
term tradeoffs stakeholder groups, measurement capabilities of YOUR
not in functional silos business
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Change that Enables

Stakeholder Value Ge

L

The Essence of
Strategy Is Now
How to Change

uhmn adaptability.

e

Great Strategy
Considers More
Than Customers
and Investors

Employees, business partners, and loc lcummunlur:s are
ofte :nuvtrl oked but are essential stakeholders in business

lllllll

llllll



The 3 Types 0
Strategic Cha

6\ Magnitude:

= + 114 "
e We need to enhance our execution of the

MAGNITUDE  cyrrent pat 7

,

"
wwvaone  We need to adopt new ways of pursuing the
ACTIVITY Current pat .77

\s\ Activity:

<_
« : = -
¢-© Direction:
seeenon “We need to take a different path.”




Two Criteria for M

Current Performa

|—/| FIT TO PURPOSE
-

How well do our current offerings and ways of doing business fit with the preferences of
our customers, employees, suppliers, distributors, communities, and investors?

RELATIVE ADVANTAGE

II How distinctive do customers, employees, suppliers, distributors, communities, and
al investors consider our current offerings and ways of doing business to be?




What Form of Chan

Should You Pursue

HIGH

RELATIVE ADVANTAGE

LOW

Low FITTO-PURPOSE

HIGH

+

ENHANCE
MAGNITUDE

NN

REIMAGINE
ACTIVITY

Magnitude:

Double down on execution of your current
Strategy

Activity:

Innovate your tactics

Direction:

Pivot to a new strategy
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Actions to Conside

STAKEHOLDERS ENHANCE MAGNITUDE

« Invest in the growth of your core offerings

= Emphasize brand equity over price : .
e « Expand sales and service teams _‘) M a g N |tu d e:
-wance  Double down on execution of your current
Strategy

« Investin customer segmentation

= Monitor industry trends & customer needs

« Migrate customers to a recurring revenue model
« Reinforce focus and purpose

MAGNITUDE

« Increase recruitment and training on customer success

EMPLOYEES
» Accelerate R&D on next generation of current offering
» Promote work/life balance to aid retention
« Enlarge partner ecosystem
SUPfhIsA Strearzﬂ::: rtner 1Irittrih tions
DISTRIBUTORS hodaadlieadidladizide
= Lower sourcing costs
CORRITES = Investin community economic development

« Fund employee volunteering

= Consider economy of scale merger

INVESTORS = Assess opportunity for economy of scope merger
« Refinace debt and secure lines of credit

E
=

i
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Actions to Consid

STAKEHOLDERS REIMAGINE ACTIVITY

« Customize service offerings

= Focus on areas of unique competence

« Explore pricing optimization & bundling

« Consider new forms of distribution

« Digitize inefficient parts of the customer experience
« Adopt rival competence/white label their services

= Realign your purpose and organizational structure

EMPLOYEES « Focus on specific skill sets \ \
T,'

CUSTOMERS

= Fund R&D on next generation of technology
« Promote cultural adaptation

Activity:

Innovate your tactics

« Offer unique/enhanced value REIMAGINE

SUPPLIERS &

DISTRIBUTORS « Outsource business functions

« Drive down supply and distribution costs
» Enhance focus on corporate reputation

« Undertake community-based branding
= nitiate industry consolidation
INVESTORS » Merge to acquire new capabilities

« Cut costs to enhance margins

COMMUNITIES




Actions to Conside

STAKEHOLDERS SHIFT DIRECTION

CUSTOMERS

= Redefine your value proposition

« Retrench to segments where you have advantage

= Enter new product/service markets

= Consider going direct-to-customer

« Explore acquisition by major customer

« Leverage technology to reconceive your business

EMPLOYEES

« Articulate new corporate focus and purpose

« Retrain to match new required job skills

« Fund R&D on disruptive service offerings

« Offer early retirement / implement downsizing

SUPPLIERS &
DISTRIBUTORS

« Partner to reduce barriers to entry in new markets

--_Explure potential for vertical integration

« Explore direct distribution

COMMUNITIES

« Loan _peﬂple to community organizations
= Donate facilities

INVESTORS

= Seek potential purchasers
« Diversify the portfolio

« Manage for cash returns

(_

-

Ko

DIRECTION

Direction:

Pivot to a new strategy




7 steps to Holistic

-

Measure your Fit-to-Purpose and Relative Advantage

Determine your Change Signal

Analyze how your market is changing

|dentify how to create future Fit-to-Purpose and Relative Advantage

5.  Evaluate the alignment of these ideas with your Purpose

Choose a set of coherent, mutually reinforcing actions

)

Determine the metrics for measuring progress
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THE EVERLANE STREET SHOE - NUBUCK

Transparent Pricing

Educate
Stakeholders
value created

We believe customers have the right

to know what their products cost to make.

MATERIALS LABOR DUTIES TRANSPORT
$33.04 §18.48 $5.15 $7.00

il

TRUE COST
$64

EVERLANE TRADITIONAL RETAIL

Trmeasitel S romlh.



New
KPIl’s

The Health
Inclusivity Index

Measuring progress towards
good health for everyone

soory HALZON
£ IRG







KPIs for measu

intangibles
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_A
Aligned |

Plans | S—
Variable Il (LTI)

QT mmeEEN—

Performance-related compensation components

Long-term variable performance-based ref

I 25% I 25% I 25%
Return on capital Earnings per Employee Customer
employed (ROCE)  share (EPS) satisfaction satisfaction
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Principles

Holistic St

Future- Based on Integrative Imaginative Context
oriented Abundance Savvy
Envisages a desired Involves “positive Involves thinking at Necessarily involves  Rooted in a realistic
future state sum” thinking that the system level, “‘what if” thinking that view of YOUR
goes beyond short- and across may defy traditional market and the
term tradeoffs stakeholder groups, measurement capabilities of YOUR
not in functional silos business

FIRG

uuuuuuu



Cindy Tervoort

Former CMO
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Discuss your

Strategy!

Future- Based on Integrative Imaginative Context
oriented Abundance Savvy
Envisages a desired Involves “positive Involves thinking at Necessarily involves  Rooted in a realistic
future state sum” thinking that the system level, “‘what if” thinking that view of YOUR
goes beyond short- and across may defy traditional market and the
term tradeoffs stakeholder groups, measurement capabilities of YOUR
not in functional silos business
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Driving Transformation
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Heather Currier Hunt

Head of L&D

Perkins &Will
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Jill Cress

CMO




5 24 IRG Impact Plan

ose & Ambitions

Impact Plan

Name: Amanda Klemm
Organization: Colgate

PERSONAL

Inspire posifive cha through ieading by example
PURPOSE i ol bt

Validated

MI LEETG HE i PERSOMNAL Develop more effective collaborations intemally, with supply
Al‘l’lh['haﬂl‘li AMBITION chigin and innovation
BUSINESS Drive innevation and position my company as the industry
AMBITION leader in recycied packaging
SOCIETAL JhaL!
ITION Reduce plashics in the environment

DEADLINE April 2rd

£

i
H

£




Impact Plan

Personal Purpose — Personal — Business — Societal Ambition
These build on each other, they are related

This process Is iterative
The sessions inspire thinking and help you refine the opportunity for you, your business, and

your business in society.




Sparring Sessi

1. Wednesday April 9 @8amET /2 pm CET
2. Wednesday April 23 @8 amET /2 pm CET

3. Friday May 9 @8 amET /2 pm CET

mmmmm
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- Key Take O
- Implication:
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