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Nl f thi s busi i
split up, | would give you
the land and bricks and
mortar, and | would take
the brand, and | would
frare better th

-John Stuart, Former CEO of Quaker Oats
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Average Company Lifespan on S&P 500 Index (rolling 7 yr average)
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of S&P 500 companies

replaced In next 10
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The Value Of A Business

= Microsoft .

" Google amazon =m Microsoft
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Sour ce: l nterbrandbés Best Gl obal Brands, 2008 and 2018
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What It Means
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y What you stand for is now as important as functional
benefits

y A point of view is now as important as a point of
difference

y Meaningful experiences are paramount to building
authentic, genuine relationships with all stakeholders




Purpose links your culture and your brand

s S

Purpose provides a foundation for the
creation of differentiated experiences
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Connects The Heart And Head And Hands

- Is Not A CSR Or A Communication Tactic
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The Landscape Is Changing




