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Sara is looking for something for some weekday meals that everyone will enjoy

uEEN,
. -

. .
*" L L]
. . - ~
> . = L]
* .
* . w2 .
. * .
- 00 .
L) Jeu'annn®
- .®
. ov® KL
. .*
. .
®yguunt® .
®ann

Searches for deals online for meal ideas at different retailers—Online
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. Reported not wanting to purchase
. ‘;' online, rather just to find meal ideas
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She purchases all the items needed
for 5 weekday family meals
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She’s browsing online and sees an Yoy & N

. . . L]
advert for fish & chips for family meals . &
& remembers she has some in the
freezer

She prepares the Frozen
Fish, Frozen Peas and
Frozen Chips for on of the
meals
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Quarterly Organic Growth
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“GLOBALLY, OF THE
TRILLION SPENT ON DIGITAL
TRANSFORMATION IN 2018,
$900 BILLION WENT TO
WASTE!"”

\! 'REIEEHGE HARVARD BUSINESS REVIEW - DIGITAL
j TRANSFORMATION IS NOT ABOUT TECHNOLOGY
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PROBLEM NOW:
LACK OF ENGAGEMENT OF FRONTLINE STAFF










BELIEF

NSPIRE .

COMMUNICATION EMPOWERMENT
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STORYTELLING YOUR DIGITAL TRANSFORMATION

IT WAS I THINK THE
A DARK AND STORMY B80OSS IS 60ING A LITTLE TOO FAR
NISHT .. WITH THIS STORYTELLING




WHY STORYTELLING IMPORTANT:
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TO BUILD ON OUR
HERITAGE AND
CREATE A LEADING
GLOBAL CONSUMER

COMPANY
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T SHAPE EMPLOYEES

CROSS-DISCIPLINE COMPETENCE

DEEP
DISCIPLINE
EXPERTISE




FUCKIT TIME
PER WEEK







“TEAM WORK IS #1
TOOL IN DIGITAL
TRANSFORMATION” o




$QUADS

WHAT ARE THEY?
@ % Q a Small multi-disciplinary agile teams

Squadmaster Digital Manager UK  Digital Manager Europe Digital Manager DE ° T-Shaped with grOWth mindset

20T )

Using growth marketing techniques

Driven by a focused objective

Autonomy to deliver and experiment

Creative Insights Strategic Planner Media Planner



AGILITY = SPEED
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DESCRIPTION

Chief marketing officer

From Wikipedia, the free encyclopedia

A chief marketing officer (CMO) or Global marketing officer or marketing director is a
corporate executive responsible for marketing activities in an organization. Whilst historically these

titles may have signified a legal responsibility, for example at Companies House in the UK, the titles
are less strict/formal in the 21st Century and allow companies to acknowledge the evolving and

increasingly significant role that marketers can play in an organisation, not least because of the
inherent character of successful marketers. The CMO leads brand management, marketing
communications (including advertising, promotions and public relations), market research, product
management, distribution channel management, pricing, and customer service.
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