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Future-Proof Branding from the Inside Out:
Embedding Purpose in Your Workforce

LOCATION: Dockside Room DATE: June 6, 2016 (DAY 1) TIME: 1:30 pm - 4:30 pm

How do we define purpose?
An aspirational reason for being that is about making life
better now, and in the future, for all stakeholders especially

customers, society and planet.
(B TDRAT—IMRILY —., FICER. 5. #BK(C &> TRERVIEE
@E,E%ﬁté’e‘éc_c‘:/\a)l BEMAENLE)

Other Inspiring phrases:
* Extreme Purpose attracts people
* Purpose is Driving Talent to Companies
* As a leader we must dare to inspire - The CEO matters A LOT
* Engage Employees' Personal Values - People are Driven by their own Values, not Company's Values
- Align Job with Purposes - Purpose doesn't matter if it is someone else's Purpose
* One-way communication does not create psychological ownership

John lzzo
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Purpose as a Survival Strategy in a Shrinking Economy

LOCATION: Paradise Ballroom DATE: June 6, 2016 (DAY 1) TIME: 6:05 pm - 6:20 pm

Purpose is in fact the key to customer engagement, brand
loyalty and sales. Only by activating purpose can brands
maintain attention, loyalty and sales from consumers, or the
productivity and engagement they need from their employees
JC—RRFFEFBEEEDOI T —A N TS RAOOCTUT 1,
ZTUCERENDETH D, /\—RA&ZEEFH LS EDRCEICKO>TDH, TS
> RIGEENMNSOFEE. O1MVUTr., TUTCEKLEZMIFCTCESD. BULL
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Other Inspiring phrases: Simon Mainwaring

* IN A SHRINKING MARKET, PURPOSE IS A RARE

GROWTH OPPORTUNITY.
* Too many brands forget feedback from

EMPLOYEES - human level to share it back to them
THAT THEY MAKE A DIFFERENCE

Action Steps
1. Define your purpose in simple and emotional terms

2. Share your purpose throughout your organization

3. Give employees choices for how to bring that purpose to life
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Gaps in perceptions: Brand vs. Millennials
LOCATION: Paradise Ballroom DATE: June 7, 2016 (DAY 2) TIME: 4:15 pm - 4:25 pm

MILLENIALS CHARACTERISTICS

* The Millennials are the "most purpose driven generation yet”

 Millennials are DIVERSE in every sense of the word; they are the most
racially diverse in thoughts/beliefs/experiences/etc.

* Treat them as individuals & as personalized communication

* FAIRNESS is extremely important to them

* Millennials are the most stressed out generation

* They expect perfections from THEMSELVES and not the brands

* TRANSPARENCY and HONESTY are expected

Aria Finger - Today's teens ... less than you did
CEO of DoSomething.org, the - watch TV - less babies
largest organization for young - fight - less meth
people and social change in the - drink - carry weapons
world, over 5 million members in - use heroin - binge drink

131 countries today
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JCRIVESER -
Ten Years of Sustainable Brands:
Celebrating the Evolution of a Community of Change Makers

IXRUX B
Owen Rogers Partner, IDEO
Laura Phillips SVP, Walmart
Paul Murray VP, Shaw Industries
David Rapaport VP, Earth and Community Care
Benjamin Jarret Leader, North America Sustainability
Kevin M. Butt Chief Environmental Officer, Toyota

OOwen/1IDEO :
FHAF—(CED>THBE. Sustainability(F2003FE(THE - ESR A TERDIRSEDOTEF M D,
UM S2008FEICIE. CNIFRERD ISR E /) "TIEWEDIZIANLED, ZORBETCOTHAF—(F
Sustainable thinker(C/&> TETL\B,

OLaura/Walmart :
105 (F ERTH S SustainabilityZz B8R (CERD $BAHRSH TR, BREZDEEDARBNREIRZ +72 (CIEFE L TULVRh o 1z,
TOEEFHTE. BEMPEK(CEB UIGsd. CNSZHIET 2 ETRGZ LT,
WalmartdJE—T#%23 “Everyday Low True Cost” (&, DFED. EkEHEEOMAICE D TRV EZRT,



S 6 &S"HﬁTaIEI[?gLEBRANDS ACTIVATING
JUNE6-9 I UPI OSI

OPaul/Shaw Industries :
Sustainability(FEZ R AEBEZDHEDTH D, BIFPERQXEDT(ETRAV. FUTILRSASA > GFE  (BZEDME
Mz MRIR] - [#H=] - (B8] OAENSIEZADEZRAR)EA I NR—23 2 DK%(ICIRDDM. Sustainability THD.
Sustainability (& :
Make MoneyU. Right way to do business&Right approachz’rU. Can make great product with END IN MIND
(RIET =)L - BIRESENSHZRBESLWTOF T hMEAIDIZED)

ODavid /Earth and Community Care :
Sustainability & (&, AZPWPEZSRIANE UWVEZEDEIEE, W DHIDREGECZES L TO-—F2Eo>THED.
FBSEFESHRAGEFRZREL. IEREFERD7TITO—F =2 L2 TULD, FFRNICIEXIDZ < DIEEN Sustainabilityz
BEDOPXICIERBDIZBD. SustainabilityDE&E(E. KDELDEENMNRZBITZECB(ZDE)TEFEIT D EICHD.

OBenjamin/North America Sustainability :
TPEPEEEICH U TEIDDMNDFH < Storytelingd 2wENHD D, F4(JMABET. AIDIEHICEEZITD TLDDH.
ECNTTOELTWVBRDH, HH=RICEDL\ O TEEZRAL TWLDDH,

Zx/z. 0% ~dCradle to Cradle(GE : ®ONCHSDDONTET, DED. £EEVMDS 1 TH1DILOFEA(D.
Ei5=0=T[EFR<. BHIRAUBUSEMDEMPBHIIRD EVWDEKR) THINE,

OKevin/Toyota :
~3F(FRIZEN SSustainabilityZESK UCTETz. £E S > Tl “Muda(FEER)"” DEFFZRIEL TULVD,
SHAF—FERBETTREESA2HBETHAULTNWD, VA7 7=2tATHEEIT S EBKL
ZT5INIIEITBIFE. Sustainability(CEN D, HEDBEROFEL. KDETUETIDIXRNRTITAT 7 THDZ E.
B TORIDRVNEE. Self-MotivatedEaNZAZIEY L. SHEMNES U AZFHIMU. SERIT D ENKUL
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The Billion-dollar Purpose-led Brand Club:
What Underlies the Success of the World’s First Billion-dollar Sustainable Brands

AE—hH—:
Freya Williams CEO, Futerra North America / Author of Green Giants

OV EBIDDEEN. Sustainabilityx PEEHEEOIICIER D & T,
BE(CEFRI1BSL EDUINREZISTULD,

CHIPOTLE (JO—/ULEMUTWBAAFZORBL I NS >FT—2)
NIKE, UNILEVER, IKEA, GE - ECO IMAGINATION, TESLA, WHOLE FOODS y
TOYOTA PRIUS, NATURA T

O 5"Green Giants” ERERBL DB (competitive/comparison-oriented company)
KT D E. 2010F=2015FDKAD/IN T A =X 2 X (IBF10%ULES,

OGreen Giants(C (3B I D6 DDEREEN D D,

1. Iconoclastic Leader -~ ERDEZ T - BB ZI WD T THDZ &,

2. Disruptive Innovation H(ICIRIBICRWLWEITTRLS, ES3TNEBHDOTOF T MBREICHETINZEHT D.
3. A Purpose Beyond Profit - FZZ K DBFICPUrposeZRIEH (JIBR T B,

4. Built-In Not Bolted On AFFTEUTERRL, (REOHRE /MBS (CSustainabilityz3+F> E#BH T,

5. Mainstream Appeal TIZDAA A MU —AICERKT B,

6. A New Behavioral Contract EFTUWEBETEH)., 2NN ESRIAEBR(TTEN NG < HEET B,
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Aligning the UN Sustainable Development Goals with Brand Strategy The world has a plan!
AE—H—: THE GLOBAL GOALS RESLER
Claus Stig Pedersen  Head of Corporate Sustainability, Novozymes m PRLD
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OSDGsld. CNMBDESHRAMREIHDRETINE(CIRD,
SDGs = a wave of opportunity rising!
EENESDH TLLK., 193DE 4 A BEDSustainability’x 5% ESHEERD LTLI < H
ZEZDY-)LELTEDNTLWS,

OEE(CEDTSDGSZAREREDSRKAME E T DIEHICIT
- HEBK/AERER(CEDTRBBE - BIRA IAR—232ZBDIFHU. BEDIFd2E
- KDA2)I\D b ZEIES5T)\—hF—ZR DU, BEDITDdZE
—Find the right partner, and be a good partner.
— Stakeholders increasingly willing and able ... collaboration is key!

OB T D ETRDKRE/REBZARRTED
c KDBHRA INR=232)I\ATS5A4 > DIEE
BV -2 3> ' XDEEMITD.
NS K DIERBNRAFDIRN \— N —ZBI S D@ U CHAE T DrlgEtZzEDH D
- Leadership, storytelling, branding, and marketing " iliEDZHDF—T— K,

Together we can solve bigger problems!
* Stronger innovation pipeline

* Make solutions more relevant — attract uncommon partners - for development
» Leadership edge, storytelling, branding and marketing opportunities m.,o,},mes-;:



