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The WHAT of growth is unchanged

Growth strategy in a nutshell

STRATEGIC
CHOICES around
Happiness of where
your customers & how to play
‘I "’
% (-W @ O

Evolve Acquire Invent

* Which is mostimportant for companies to grow (top 3). Quantitative survey 2015.

Talent &
effectiveness
of your people
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Growth Drivers do the HOW differently”™

B Growth Drivers W Others
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CAPABILITY STRATEGY
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LEADERSHIP
STRUCTURE

CA

Structure built Joined-up strategy @liShape high impact Harness the skills of Apply data-driven Equipped with the

around end around end brand stories new generations insights in capabilities to thrive
customer customer through dialogue everything we do  in the digital age
experience experience with customers

Clear company, Customer-centred Clear capability
team or brand leadership at the strategy
purpose highest level
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The 7C hallmarks of Growth Drivers

ZARA o CONSCIOUS SPEED

CULTIVATING TALENT -

0 SmartUp
#M
COMI\/IITIVIENT‘ "‘
Adobe

° CURIOSITY

COURAGE o

NET-A-PORTER
The world's premier online lucury fashion destination
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Growth Drivers straddle tensions

Inclusion Speed
Empowerment & Control “
the difficultand.....

Core New

Nimble Scale

Short term Long term
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The growth code.

Constant tuning of capabilities to

Fuelled by
momentum
-driving
leadership

growth- Energised

ready by involved
organisatio employees
n
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14

Autocratic hierarchical command without
discussion

1

Told to get on the bus
or getunder it!

1

Spray and pray

(14

Loooooooonnnnggg emails where | have lost the
will to live after the first line.

14

A 2hr presentation onthe need for change and
then do nothing else.

<
2B

LIPSERVICE
LEADERSHIP

14

Leaders talk a lot about the change but
behaving in direct conflict with it.

Y 1

Missions laminated,
not lived

1

Leaders who tell you to change and then move
on to the next change
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Create a

growth-ready
organisation

Incite amazing
customer experience

Collaborate across teams to join-up
Have aligned purpose, focus, goals

Democratise information, data and learning

Speed review your key processes

ngﬂ'dHVefS @brandlearning #MMAF2016 © BrAND EARNING 2016



Energised by
involved

employees

Release the energy of the
people around you

Involve them, don’t engage them.
Empower
Foster ideas from all.

Celebrate your brand purpose through your EVP.

gOA ﬂ'd”VefS @brandlearning #MMAF2016 © BrAND EARNING 2016



Fuelled by
momentum-

driving
leadership

Be a customer-centred leader

Rethink what you are leading for: not just yourself, not just
your team, but for your customers too.

Be the beacon for customer-centricity.
Fuel your own energy. Muscle the first step.

Stay focused on change, don’t move on too fast.

gowthdrivers @brandlearning #MMAF2016
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Sitting still and\being complacQt
is a fatal mistake in business

Max Conze, CEO Dyson -
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The growth code.

Constant tuning of capabilities to

Fuelled by
momentum-

driving
leadership

Create a Energised by

growth-ready involved
organisation employees
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Thank you.
brandlearning.com

@brandlearning
#BLgrowthdrivers
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How have olr panellists
cracked the growth code?
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Challenges and opportunities
can come from anywhere.

Organisations need
to be growth-ready.
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The growth code.

Constant tuning of capabilities to

Fuelled by
momentum-

driving
leadership

Create a Energised by

growth-ready involved
organisation employees
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Junior Manage

nager 5%
Other u‘-

respondents

countries

CEO 15%

Middle Manager 12%

Senior Manager 19%
N \p/ni .
VP/Director 31%
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