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STANDARDS BY WHICH TO LIVE AND WORK

The	 following	 eight	 values	 are	 standards	 to	 which	 we	
hold	ourselves	accountable.	They	are	prioritized	 in	order,	
each	value	serving	as	a	foundation	to	the	one	after,	each	
complimenting	the	one	before.	The	values	are	captured	in	
actions,	not	fluffy	or	esoteric	in	terminology.

OUR VALUES
01. Be Grateful
I	choose	to	witness	the	wondrous,	magnificence	of	 life.	 I	
am	grateful	for	all	of	life’s	blessings	-	those	I	earned	and	
those	I	did	not.

Gut Check
Do	I	measure	the Gap	rather	than	the Gain?	Am	I	dwelling	
on	information	that	doesn’t	matter?	Do	I	neglect	the	bigger	
picture?	Do	I	understand	that	life	is	short	and	precious,	and	
death	looms	around	the	corner?

02. Take Responsibility
I	 take	 extreme ownership	 of	my	 life,	my	 circumstances,	
and	those	in	my	care.	I take responsibility for the weather.

Gut Check
Do	I	blame	the	world	if	life	isn’t	working	out	like	I’d	planned?	
Do	I	see	myself	as	a	victim?	Do	I	allow	other	people	and	
things	to	negatively	influence	my	thoughts	and	emotions?	
Most	importantly,	do	I	exercise	control	over	my	thoughts?
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03. Clean Toilets
I	 choose	 to	 be	 humble	 and	 gritty,	 I	 am	 willing	 to	 do	
whatever	is	necessary	to	get	the	job	done.	
The	mission	comes	first;	social	status	is	useless.

Gut Check
Do	I	believe	that	certain	tasks,	or	chores	are	beneath	me?	
Does	my	Ego	feel	pride	in	being	better	than	others?	Do	I	
shy	away	from	doing	the	dirty-work?

04. Study Hard
I	 choose	 to	 study	 with	 intent.	 I	 am	 a	 lifelong	 learner.	
Learning	 is	 not	 a	 passive	 accidental	 occurrence,	 but	 a	
long-term	strategy	fused	with	deliberate	action.

Gut Check
Do	I	place	leisure	and	fun	ahead	of	study	and	growth?	Will	
my	life	suffer	mediocrity	from	my	lack	of	studying?	Is	my	
level of thinking	stagnant	or	growing	too	slow?

05. Be Stronger
I	 choose	 to	 strive	 to	 be	 stronger	 physically, spiritually, 
mentally, and emotionally	(PSME).	I	choose	to	create	feelings,	
thoughts,	and	decisions	that	make	me	stronger	everyday.

Gut Check
Do	 I	 honour	 thoughts	 and	 feelings	 that	 weaken	me?	 Are	
my	beliefs	on	a	particular	matter	making	me	weaker?	Do	I	
neglect	my	PSME	health?

06. Be Better
I	choose	to	think	and	act	in	ways	determined	to	make	me	
better.	I	strive	for	excellence	in	my	profession,	career,	and	
personal	life.

Gut Check
Do	I	neglect	necessary	action	to	improve	in	my	field	?	Do	I	
fall	short	of	the	mark?	Did	I	fail	to	be	better	than	yesterday?	
Will	I	fail	to	be	better	tomorrow?
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07. Have Fun
I	choose	to	have	a	great	time,	and	have	fun.	I	choose	to	
smile	and	 laugh	often.	My	presence	positively	 influences	
the	environment	around	me.

Gut Check
Do	I	bring	a	negative	energy	to	my	environment?	Do	I	take	
things	 too	 seriously?	Are	people	happier	when	 I	 am	not	
around?	Do	I	suck	the	spirit	of	joy	out	of	a	room?

08. Ship Value
I	 choose	 to	 be	 of	 value,	 and	 deliver	 value	 to	my	 family,	
team,	 clients,	 and	 community.	 I’m	 focused	 on	 helping	
others	succeed.

Gut Check
Is	 the	 work	 I’m	 doing	 intended	 for	 me	 and	my	Ego,	 or	
to	bring	value	to	others?	Do	my	efforts	deliver	perceived	
value	rather	than	true	value?

MASSIVE 
TRANSFORMATIVE 
PURPOSE



8 9

Definition
Audaciously	big	and	aspirational.
A	significant	movement	or	change	to	an	industry,	
community,	or	to	the	planet.
There’s	a	clear	“why”	behind	the	work	being	done.	
Something	that	unites	and	inspires	action.

M
T

P

An MTP does not represent what is possible 
today. It’s aspirational and focuses on creating a 
better future.

Aspirations	are	what	ignites	the	passion	in	individuals	and	
groups.	They	engage	the	hearts	and	minds	of	all	to	work	
together	to	realize	their	goal.

Having	 an	MTP	 can	 trigger	 incredible	 outcomes.	 These	
resulting	 outcomes	 are	 why	 high-growth	 organizations	
have	them.	The	aspirational	quality	of	an	MTP	encourages	
teams	 to	 prioritize	 big	 thinking,	 rapid	 growth	 strategies,	
and	 organizational	 agility.	 These	 behaviors	 singularly	 or	
collectively	will	create	substantial	payoffs	in	the	future.

As	an	MTP	harnesses	passion	within	an	organization,	it	also	
galvanizes	a	community	to	form	outside	the	company	that	
shares	 the	purpose.	This	sparks	an	 incredible	secondary	
impact	 by	 helping	 organizations	 attract	 and	 retain	 top	
qualified	talent	who	want	to	find	mission-driven	work	and	
remain	motivated	by	the	cause.	When	people	are	aligned	
with	a	purpose,	 it	creates	a	positive	 feedback	 loop.	This	
alignment	in	turn,	helps	to	uphold	the	shared	purpose.

Like	the	North	Star,	an	MTP	keeps	all	efforts	focused	and	
aligned.	 This	 helps	 organizations	 to	 grow	 cohesively.	 As	
an	organization	evolves	and	scales,	 the	MTP	becomes	a	
stabilizing	factor	for	employees	as	they	grow	and	transition.
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It is a good thing for your organization to have 
a purpose.

An	 organization	 with	 a	 purpose	 gives	 all	 employees	
something	 to	 believe	 in	 and	 work	 toward.	 An	MTP	 can	
have	a	big	impact	not	only	on	who	you	are,	but	how	you	
think	and	feel.

You	will	invest	(or	spend)	most	of	your	life	in	your	career.	
From	prepping,	commuting,	learning,	and	advancing	skills,	
to	the	actual	time	spent	at	work.

Professionally, your career is who you are.

As	a	professional,	you	are	defined	according	to	where	your	
time	 is	 invested.	And	much	of	your	 time	 is	work-related.	
In	the	end,	your	career	will	be	a	large	part	of	your	legacy.

Philosophy
You,	me,	and	our	world	have	problems	worth	solving…

“The significant problems we have cannot be solved at 
the same level of thinking with which we created them.”

-	Albert	Einstein

RAISE HUMAN INTELLIGENCE AND CONSCIOUSNESS

OUR MTP
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Intelligence
•	 The	ability	to	acquire	and	apply	knowledge	and	skills

The	 capacity	 for	 critical	 thinking,	 understanding,	 self-
awareness,	learning,	decision-making,	emotional	knowledge,	
reasoning,	planning,	creativity,	and	problem-solving.	

Consciousness
•	 The	state	of	being	awake	and	aware	of	one’s	surroundings
•	 Awareness	or	perception	of	something	by	a	person
•	 Awareness	by	the	mind	of	itself	and	the	world
•	 We	 are	 aware	 that	 we	 are	 aware	 of	 ourselves,	 our	
environment,	and	the	relationship	between	the	two.	And	
what	we	believe	about	 this	 relationship	often	guides	or	
directs	our	behaviour	towards	actions	that	we	value.

Consciousness	is	the	state	of	being	or	quality	of	awareness	
of	 an	 external	 object	 or	 something	within	 oneself.	 It	 has	
been	defined	variously	 in	 terms	of	 sentience,	 awareness,	
qualia,	 subjectivity,	 the	 ability	 to	 experience	 or	 to	 feel,	
wakefulness,	having	a	sense	of	selfhood	or	soul,	 the	 fact	
that	there	is	something	“that	it	is	like”	to	“have”	or	“be”,	and	
the	executive	control	system	of	the	mind.

Defining I + C
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Consciousness is not enough.

There	 are	 many	 who	 consider	 themselves	 highly	
conscious.	Their	 level	of	awareness,	mindfulness,	peace	
and	 tranquility	 is	nothing	 less	of	being	Buddha-like.	You	
can	find	these	people	living	in	mountains,	caves,	deserts,	
communes,	and	Algonquin	Park.	And	you	can	sometimes	
find	them	on	your	sofa,	smoking	weed.	Although	extremely	
self-aware,	what	 they	often	 lack	 is	 the	ability	 to	balance	
a	 cheque	 book,	 hold	 down	 a	 job,	 lead	 a	 team,	 build	 a	
business,	 and	 deliver	 value	 to	 others.	 So	 what	 good	 is	
mindfulness	if	it	benefits	no-one	but	yourself?

Why I plus C ?

Intelligence is not enough. 

There	are	highly	intelligent	people	who	can	compute,	use	
pretzel	logic,	and	reason	their	way	into	building	Weapons	
of	Mass	Destruction	or	addictive	consumer	products	while	
simultaneously	committing	economic	and	social	fraud.	As	
well,	 there	 are	many	 highly	 intelligent	 people	 who	 have	
bad	 relationships	 with	 everyone	 including	 themselves.	
There	are	many	intelligent	people	who	unfortunately	suffer	
from	 anxiety,	 depression,	 poor	 physical	 and	 emotional	
health	and	who	lack	any	sort	of	direction	or	purpose	in	life.
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OUR BRAND

Customers
We	 are	 not	 a	 B2C	 brand	 selling	 candy	 or	 beer.	 We	 are	 a	
B2B	organization.	Our	 ideal	customers	are	decision	makers	
in	 their	 late	 twenties	 to	 late	 fifties.	 Specifically,	 trailblazing	
entrepreneurs,	 CEOs,	 CMOs	 and	 Marketing	 professionals.	
Our	language	and	tone	needs	to	be	professional	and	relevant.

Voice
Our	voice	is	sharp,	accurate,	on	point,	clever,	potent,	and	
explosive.	Not	flakey,	not	pedestrian.	We	are	quirky,	weird,	
and	also	possess	swagger	and	class.	As	a	brand,	we	do	
not	criticize, condemn or complain	-	the	golden	rule	from	
Dale	Carnegie.

James	 and	 Snoop,	 while	 from	 different	 universes,	 they	
share	 a	 lot	 in	 common.	 Both	 are	 #bosses	 in	 their	 own	
right.	They	are	slick,	smooth,	and	timelessly	fashionable.	
When	 Snoop-Bond	 enters	 a	 room,	 people	 notice.	 He’s	
expensive.	He’s	 tasteful.	He’ll	 fuck	you	up	 if	 you	 look	at	
him	the	wrong	way.	He	has	a	Licence to Ill,	and	to	kill.

JAMES DOGG / SNOOP BOND



18 19

Modern,	sexy,	seductive,	
bold,	clean,	crisp

Classic,	vintage,	timeless,	
artistry

Together	 we	 have	 a	 playful	
mix	of	old	and	new.	The	old	

representing	wisdom	and	
old-school	values,	while	
the	 new	 represents	
our	 thirst	 for	 new	
knowledge,	 modernity,	
and	futurism	mixed	with	
a	dose	of	optimism.
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Logo

Primary: Black	
Hex:	#000000
RGB:	0,	0,	0

Primary: White	
Hex:	#FFFFFF
RGB:	255,	255,	255

PD Red
Hex:	#D70000
RGB:	215,	0,	0

PD Blue
Hex:	#00C3FF
RGB:	0,	195,	255

On Red
Fiery,	bright,	bold,	red.	Red	is	the	most	emotionally	intense	
colour	in	the	spectrum.	It	is	the	colour	of	passion,	boldness,	
heat,	and	danger.		Red	is	the	color	at	the	end	of	the	visible	
spectrum	 of	 light,	 opposite	 of	 violet.	 It	 has	 a	 dominant	
wavelength	of	approximately	625-740	nanometres.	

Colours



“It is not the critic who counts; 
not the man who points out how the strong man 

stumbles, or where the doer of deeds could 
have done them better. The credit belongs to the 
man who is actually in the arena, whose face is 

marred by dust and sweat and blood; who strives 
valiantly; who errs, who comes short again and 

again, because there is no effort without error and 
shortcoming; but who does actually strive to do 

the deeds; who knows great enthusiasms, the great 
devotions; who spends himself in a worthy cause; 

who at the best knows in the end the triumph of 
high achievement, and who at the worst, if he fails, 
at least fails while daring greatly, so that his place 
shall never be with those cold and timid souls who 

neither know victory nor defeat.”

-	Theodore	Roosevelt PD FIELD MANUAL // VERSION 2.0 - 2020-03-01

Feel free to duplicate, edit, alter and share this 
document as needed. Be an awesome, good

Samaritan and give credit where credit is due.
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