GET YOUR HEAD OUT
OF YOUR BOTTOM LINE AND
LEAD WITH PURPOSE

BETHANY ANDELL

bandell@savagebrands.com
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FIRST CHALLENGE
FACING TOUGH NUMBERS
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SECOND CHALLENGE
LACK OF CONSENSUS
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THIRD CHALLENGE

NO TRUE DIFFERENTIATION
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NAME THAT MISSION

Our mission is to create long-term We are a leading offshore deepwater
value for our stakeholders by being drilling company. Our aim is to unlock
the safest and most reliable offshore  oil and gas for the benefit of our
driller. Our customers look for customers and their customers. For
consistent, reliable operations all of us it's all about safe operations.

with minimal non-productive time.

oooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooo

To be recognized by our customers Leaders in offshore drilling, providing
as the most efficient and capable contract drilling services to the energy
provider of demanding contract industry around the globe.

drilling services.
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FOURTH CHALLENGE
TACTICS DON'T DRIVE
OUTCOMES
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FIRST INNOVAT(
S IM I*S I N;E K Author of Start With Why

* THE GOLDEN CIRCLE

"~ "If you want to achieve anything of real
significance, you should accept the fact
that not everyone will like you."”
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- THIRD INNOVATOR
JOHN MACKEY‘;author
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FIRST REVELATION
THE MISSING BOOKENDS
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PURPOSE
MISSION
VISION
VALUES
BEHAVIORS




SECOND REVELATION
BELIEFS DRIVE OUTCOMES
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ONE SOLUTION

SAVAGE THINKING®
BUILDING BRANDS ON PURPOSE
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ONE SOLUTION

SAVAGE THINKING®
BUILDING BRANDS ON PURPOSE
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ONE SOLUTION

SAVAGE THINKING®
BUILDING BRANDS ON PURPOSE
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NAME THAT MISSION

TED | To alleviate pain and suffering
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To refresh the world
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WHAT DOES SAVAGE DO?

"We create logos, websites,
brochures and annual reports.”

o,
o

"We are really creative
and process driven.”

"We are a branding company.”
o

o’
"We are a design firm."
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EVERYBODY HAS A PURPOSE
WHICH CONTRIBUTES TO
THE COMPANY PURPOSE

© CONNECT o [LLUMINATE 9AMELIORATE  QUPLIFT °© EMPOWER

o IMAGINE 6 BALANCE 6 HIJINKS 6 EPIPHANY




SAVAGE’'S PURPOSE

WE BELIEVE THAT BY HELPING
COMPANIES DISCOVER AND
DELIVER ON THEIR PURPOSE
WE ARE REVOLUTIONIZING
CORPORATE AMERICA.




SAVAGE’'S VISION

WE HAVE LED DOZENS

OF COMPANIES TO MORE
MEANINGFUL SUCCESS.
BUSINESS LEADERS ARE
BEATING DOWN OUR DOOR
TO PARTNER WITH US.




SAVAGE'S VALUES

SMART.
FRESH.
HUMAN.
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WE SPEAK

EACH VOICE
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Our values aren't just

Smart. Fresh. Human.
there is meat on those bones.

OUR CLIENTS «tand WITH US

, N

. ) . -: WE ALL LOVE \:- Everyone feels like
We are working with leaders that care; \\WHAT WE Do/l they are a part of

their brands are recognized as purposeful. y the greater group.

| INORDER TO FULLY DELIVER:

Everyone knows how they contribute to our
purpose and is recognized for their efforts.

Purpose drives performance and
performance drives profit. - ---

THE LEADERSHIP TEAM

Everyone at
S TS MOST MPORTANT :
OBJECTIVES TO BE | Savage has
THEY ARE BEING TRAINED a meaningful
ARARAAAARA o ] e | o wommaane | StOry to tell.

PURPOSE ARCHITECTS ; Every Savage

rrw[ more complex. WEVELEARNED HOV H
. is proud to
REALLY WELL ‘ Savages are on the road speaking be a Savage

about their areas of expertise.
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We are always at the top of the page when
someone searches “purposeful brands.”



WHAT DOES SAVAGE DO?

"Going beyond, digging deeper for "Our work has meaning and value
meaning in our lives and inside the to ourselves, our customers and
companies we help.” o, our communityzb

.......... O
By helping companies work towards "We build companies and brands
a more purposeful existence we are that are admired for being the best
making the world a better place. to work with and for."

That makes me feel like my job, no
matter the contribution, is also helping
make the world a better place.”
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WHAT'S YOUR PURPOSE?

BETHANY ANDELL

bandell@savagebrands.com
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