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Visual 87: Automation will impact certain professions directly

Source: The Future of Employment: How Susceptible are Jobs to Computerisation? Frey, Osborne (2013)
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Visual 88: Partial automation will be the norm
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Visual 89: The best earn (way) more than the rest

Source: Bloomberg, IMF (2016)
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Visual 90: Ultra-transparency is coming

Source: APCO, Emotional Linking Index (2013); Lady Geek, Global Empathy Rankings 2015; Newsweek and Ethical company data 
from Information is Beautiful database
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Visual 91: Creative destruction is speeding up
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Visual 92: Platforms and peer to peer ecosystems are on the rise
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Visual 93: Positive contribution to society is critical for future success
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Visual 94: Talent increasingly prefers values over money

Source: PwC , 19th Annual Global CEO Survey, 2016 (People and Purpose)
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Visual 95: Capital is no longer scarce

Source: Clayton Christensen, Harvard Business School; Bain macrotrends group; HBR, 
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Visual 96: The five main players to influence human progress

Sources used: Angus Maddison, World Bank, Herman Daly, Purpose+ team
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Visual 97: Organisations and governments are the key influencers (1/2)

Source: Purpose+
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Visual 97: Organisations and governments are the key influencers (2/2)

Source: Purpose+
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Visual 98: Aligning stakeholders is good for business
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Visual 99: Executives belief purpose relates to other business outcomes
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Visual 100: Organisations see huge gaps between theory and reality
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Visual 101: Organisations that prioritize purpose grow faster
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Visual 102: There are regional differences around the purpose experience

Source: Imperative, Global Purpose Index (2016)
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Visual 103: Inspired employees are most productive

Source: Bain & Company (2015); featured in the Harvard Business Review article Engaging Your Employees is Good, 
but Don’t Stop There.
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Source: 1 HBR/The Energy Project, Human era at work (2014); 2 Gallup  - State of the global workplace (2013); 3 Imperative and 
New York University, Workforce Purpose Index (2015); 4 HBR/EY, The business case for purpose (2015); 5 Deloitte, Core beliefs 
culture survey (2013); 6 Raj Sisodia, Firms of Endearment (2013); 7 Havas, Meaningful Brands Index (2013); 8 Edelman, Trust 
Barometer Global (2016); 8 PwC Tax CEO survey (2016); 9 Bain & Company; 10 McKinsey Quarterly, Measuring the economic 
impact of short-termism (2017)

Visual 104: The writing on the wall echoes similar ideas everywhere
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