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CORPORATE LEADERSHIP, SOCIAL PROGRESS

Nearly 60 CEOs from the world's largest
companies convened at CECP’s 13th annual
Board of Boards on February 26, 2018 to

> Do better financially (as measured

discuss the theme Corporate Leadership, Social n revenue, EBITDA (multiple), and
Progress and how companies are infusing -t 2P}
stakeholder needs—such as community, > Use fewef resources and care more
: : for the environment;
customers, employees, and investors—into core
business strategy. This Forbes-named top-three > Have less employee turnover,
“power player” event for CEOs, with thé vast "< N VO forces,
and contribute a higher percentage

majority of attendees reporting that they are very of gre—tax profits to social programs;
. . an
likely to recommend the event to fellow CEOs, is a

. . . e > Are more likely to have women on
closed-door networking discussion, which included their Boards of Directors and social
the third CEO Investor Forum in the afternoon. supply~Ch-TgnagemerR
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KEY TAKEAWAYS

1. SPEAKING UP: CEOs are increasingly being asked to speak out on major issues;
they must be careful, but to say nothing is to say something.

2. STAKEHOLDERS: The employee base remains a key business asset and infusing
purpose has become a direct corporate focus. Diversity in the workforce is central
to innovation.

3. FOCUS: The range of vital issues requiring attention demands companies to focus
on where they can make the greatest impact based on their skills and resources.

Corporate mission and values.are-a. company’s “true north” when deciding where
tohelp and when to.take a stand.

4. LONG TERM: Leading companies are rebalancing their approach to levering
their resources and tapping the passion and future vision of the company, which
requires a change in the way.the company thinks about growth and strategy.
While this may require upending traditions, particularly on Wall'Street, if
companies carry a consistent message about how they will manage for the long
term and deliver on expectations, leading investors will ride with them through
the quarters.

“l was struck by how many times
the word ‘purpose’ has been used
in this room. It is not just about
making money; it’s being a force
for good. If not us, then who?”

HUBERT JOLY,
CHAIRMAN & CEO, BEST BUY

“We're very strong financially, and our most
important objective is to help military families
become more financially secure. | believe
everybody wants to work for a greater good.
Employees don't want just a job, they want to
be part of positive change."

STUART PARKER, CEO, USAA




“One challenge is prioritization.
There are so many causes, so
many issues, and it’s changing
rapidly. How do you prioritize?

What’s right for your company?
The answer is to tie it to your
company’s purpose and mission.”

LYNNE DOUGHTIE,
CHAIRMAN & CEO, KPMG

“When you become CEO, people
have expectations for you not

only as a business leader but also

as a community leader. By getting
involved, you understand more about
what’s really going on in the world.”

DOUGLAS M. BAKER,
CHAIRMAN & CEO, ECOLAB

“The 1,300 programs that we're doing in 60
countries to touch 360 million people are not
exactly moneymakers for the company, quite
frankly. But the programs enable us to put

the infrastructure in to help these countries
prosper over time.”

MARTINA T. HUND-MEJEAN,
CFO, MASTERCARD “There isn't enough money in
philanthropy alone to solve
issues that include 2 billion
people in the world who do
not have access to financial
services. You can write all
the checks you want, but
you have to put private
sector capital ingenuity and
innovation to work.”

AJAY BANGA,
PRESIDENT & CEO,
MASTERCARD

Pictured above: Alan Colberg, Assurant, Inc.;
Travis Barnes, Barclays; Marilyn Carlson
Nelson, Carlson Holdings

LIVE POLLING RESULTS

> Ninety-three percent of CEOs

feel equipped or somewhat well-
equipped to meet expectations
in the current business and
sociopolitical environment.

> Asked to identify what bold

moves they could make toward
sustainable business leadership,
37% of CEOs said, “further
integrating my company’s
values into incentives and
practices,” while 30% percent
reported that they could “speak
publicly, in my own voice, on what
my company is doing, and why,”
up from 17% in 2017.

> CEOs were relatively split among

their company’s status on how
they plan to use savings from
the corporate tax cut. Only 19%
said they had announced plans and
25% reported plans were under
consideration.

> When asked how much of the

corporate tax cut savings a
company will use for long-term
social investments, one-third

of CEOs said their companies
would be applying 20%-49% of
savings, and another 12% of CEOs
said they would be applying most
savings to social investments.

> Akey question in the Edelman

Trust Barometer 2018 asked,
“which action most effectively
builds trust in a company?”
When asked that same question
at Board of Boards, 45% of CEOs
in attendance said, “ethical
business practices” and 36%
said “treat employees well.”



ABOUT CECP: THE CEO FORCE FOR GOOD
13TH
B Oa rd CECP is a CEO-led codlition that believes that a company’s social strategy—how

O-[: B O a rd S it engages with key stakeholders including employees, communities, investors, and

customers—determines company success.

Founded in 1999 by actor and philanthropist Paul Newman and other business
leaders to create a better world through business, CECP has grown to a movement
of more than 200 of the world’s largest companies that represent $7 trillion in
revenues, $18.6 billion in societal investment, 13 million employees, and $15

trillion in assets under management. CECP helps companies transform their social
strategy by providing customized connections and networking, counsel and support,
benchmarking and trends, and awareness-building and recognition.

CEO FORCE FOR GOOD HONOREES

Pictured clockwise from top left: 1) Michael Roth, IPG; Martina Hund-Mejean and Ajay Banga, Mastercard;
2) Richard Davis, U.S. Bancorp; Doug Baker, Ecolab,; Hubert Joly, Best Buy, Inc, 3) Stuart Parker, USAA; Terri Kelly,
W.L Gore & Associates; Alan Murray, Time Inc. and FORTUNE, MEREDITH CORPORATION.

CECP is grateful for the generosity of the event NEWMAN'S OWN
supporters Newman’s Own Foundation, PwC FOUNDATION
US, and USAA. CECP also thanks the Empire State
Building for lighting in CECP blue on February _L §J \\
26th. Additional Board of Boards takeaways can be N \@
C EC P found at cecp.co/BoB. pwc USAA
THE CEO FORCE
FOR GOOD
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