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welcome

First, welcome to the team! Seriously,
it's awesome to have you here. But
before we set you loose to help our
clients achieve their objectives, we
know you’ve likely arrived here today
with questions, concerns and a few
insecurities. So this piece is meant

to help answer and alleviate some of
those issues, as well as introduce our
brand, our values and the expectations

everyone here will have of you.



What’s in a name?

Sure, a rose by any other name would smell as sweet.
But come to ZGM after our boot camp workout at lunch and
it smells nothing like a rose. Still, our name is a great place to

start — ZGM Modern Marketing Partners.

ZGM has been with us for a while. But the Modern Marketing
Partners handle is a bit newer. As you’ll read in our brand
platform, we wanted a positioning line that explained our
ability to leverage technology (Modern), the services we offer
(Marketing) and our commitment to alignment with our clients

and our collaborative working philosophy (Partners).



it’s pronounced:

zed-gee-em






Brand framework

You’ve got a ZGM business card. You’ve told

your family and friends about your new gig.
And you’re settled in amongst your teammates.
You're officially part of our brand now. But what

does our brand really stand for?

This framework spells it out:
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Why are we here?




@ Yeah, like the inevitable

question you ask yourself at

3 o'clock in the morning after a

few too many cocktails. The big

question. The “why do we exist”

question. And for us, it all comes

down to this:

As an organization, we believe we
have the power to do this. On a
day-to-day basis we physically
interact with three to six people

on average to get our work done.
But our work extends into the lives
of literally millions of people. And

all those interactions can make a
person’s day a little better, or if done
poorly, can frustrate and detract from
their experience. Why wouldn’t we
strive to make a positive impact?
Rhetorical question. Our purpose

mandates that we do exactly that.

ENHANCING HUMAN EXPERIENCES

By doing work we’re personally
proud of, no matter the scope of
the task

By respecting each other’s
talents and trusting everyone
to bring their best to every
assignment

By treating our clients, suppliers
and partners with the same
respect with which we want to
be treated

By remaining focused on the
user (or viewer, or audience) by
creating relevant, engaging and
thoughtful solutions






How we’ll get there

If we’re going to enhance the human experience, we need to
start by helping those who work with us make a difference in
whatever way they can. And we need to do that in the context
of a marketing and communications industry that is changing
at an insane pace. So where do we see ZGM fitting into this
rapidly evolving reality and how are we going to stay relevant
so we can live our purpose? Wow, tough question, but we’re

glad you asked. We'll realize our purpose by:

Helping you make your mark on the
world by finding the right balance of

humanity and technology.

This is a lofty statement, but that’s kinda the point. This brand
promise is basically our mission, and it should be lofty.
Because if we're going to enhance the human experience,

it starts with helping good people make their mark on the
world. And we do that by understanding the need to balance
humanity and technology. Because as amazing as all the
emerging technology is, and the potential of data to allow

us to drive ROI for our clients, we believe that’s only half the
equation. The other half is people. Humanity. And if we keep
focused on understanding the human condition and telling

contextually relevant stories as we leverage technology,

everyone wins.







What
matters

US

3/10 and sometimes this too I
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Our values.

Sure, you’re here because you’ve got
skills. People skills, production skills,
coding skills, coffee making skills, etc.

But what you may not know is you’re really
here because the teammates that hired
you believe you share the same core
values as we do. This is important as our
core values are what separate us from...

well, everyone.

What are our core values?



Humanity

We like people who are just good humans.

And treat others with a sense of humanity. We connect
with people who embrace the human experience —
people who sweat, laugh, cry and raise the odd glass
together. Because remaining honest and respectful
with each other, our clients and ourselves makes this

an awesome place to work.
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Curiosity

Yes, it killed the cat. But it’s vital in order to
thrive at ZGM. Curiosity is the best weapon we
have to stay relevant with technology evolving

as quickly as it is. Curiosity is the best path

to innovative ideas that will move the needle
for our clients. And besides, it’s just a more

interesting way to live.



Generosity

Be generous with your time and knowledge.
Rally around those that need help, don’t
abandon them. Share everything openly

because only then can we take advantage of

all these smart brains being together.
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Go-for-it-ness

Put yourself and your ideas out there. Take a chance.
Make something happen. And in the process, make yourself
vulnerable. Failure is an option, doing nothing isn’t. Really.
Our greatest strength is your ideas and your passion —

unleash them and we’ll all be better for it.
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Swing for the fences

ZGM is an extraordinary agency and we didn’t get that way by
always doing what we’re told. Because every time we swing
for the fences — when we bring passion, pride and innovation
to our craft — we exceed expectations, build trust, learn new

things and ultimately become a greater company.



a lot of extra usele
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5/10 that heart icon

Q) Sothese are our values. Know them.
Live them. Love them. Because our
values are the foundation of our
culture. And our culture enables
collaboration to flourish and laughter to
fill the hallways. It allows us to be better
together than we ever could be apart.
Besides, if we stay true to our values,
no matter what happens, we can go

home proud at the end of the day.



With every
interaction
we’re a part
of, either
in-person

or through
the work we
produce,



everyone

will walk
away feeling
a little

better about
themselves
and the world
around them.
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Okay, so that’s the brand
you're now a part of.

We hope you connect
with it. Now, let’s get into

expectations and what it's

going to be like working here.
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WORKING AT ZGM:

LEAVE THE POLITICS TO THE POLITICIANS

The fastest way to kill a collaborative environment is

through politics, sects, packs, niches, hordes, groups, cliques,
exclusion and all things that build walls between people.

And because we’re all about collaboration, you can see why
walls and separation would be a problem. So avoid it. At all
costs. If you feel like you’re getting sucked into anything that
feels like us vs. them... run. Run for your life. Even if all the

cool kids are doing it, just say no.

Same goes for negativity. It’s like a black hole for creativity
and collaboration. So if you find yourself moping around like
Eeyore everyday, take a good long look in the mirror, figure
out what’s causing your grief and fix it or find another job
where you’re happier. No hard feelings. ‘Cause we

only like to hang out with people excited about coming

into work everyday.

ZGM IS LIKE SASKATCHEWAN. FLAT.

Layers are good for winter warmth, chocolate cakes and
geologists. Not good at agencies. Sure we all have different
job descriptions, but you won't find a Special Assistant
Vice-President & Co-Manager of Organizational Analysis here.
What you will find are open doors and open minds. You'll find
a group of peers that respect your opinions and ideas no
matter what your role is. You’re on the team now. Your voice

is as loud as anyone’s. Use it.
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BEHAVIOURS

We exist to
enhance
the human
experience.

To achieve this, we need alignment
between our values and expected
behaviours that support them in
order to achieve the outcomes
we desire. While our values have
been defined and refined over
the years, we’ve never articulated
the behaviours we expect, nor
the outcomes that will result.

Until now. Regardless of the team
you’re on, or office you’re in, if we
all follow these behaviours then
ZGM will be a pretty remarkable,

special place to make your mark.
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Continuous professional self-

learning - industry expertise, niche

understanding, new software, skills, Ask better, and more,
techniques, etc. Read industry blogs, questions of our clients
annuals, social channels. Listen to to understand the true
podcasts - just stay connected and business problems we can
current with our industry help them solve

Explore topics outside
of your day job - i.e.

blockchain, Al, politics —

Understand what our whatever it may be. Get out

tit doi d .
competitors are coing an of the office, look around

IR ICIEICED the world and feed your

work, even deconstruct it to . ]
imagination and soul

see how they did it

Look for new opportunities Remain open to
for ZGM to evolve or develop different points
products or services of view

- As an agency, we never become stagnant. Always evolving
and always staying one/two steps ahead

« Getting to the bottom of issues with better insights that
creates better work

- Create a more innovative, stimulating environment

« Organic growth - if we stay curious about our clients’
business, we should identify new ways to help them.
We may also develop products for ourselves along the way
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go-for-it-ness









WORKING FOR
ZGM CLIENTS:

™™

ALIGNMENT

If you've ever gone skiing, then you know it works best
when both skis are pointed in the same direction. Same
goes for us and our clients. When we’re both working
towards the same objectives, it just works better on all
fronts. What does this mean for you? One thing you’ll notice
is we have a love/hate relationship with time sheets. Why?
We know we aren’t in the business of selling time. We are
in the business of solving problems for clients and adding
value along the way — which aligns our objectives and our
clients. So, yeah, wherever we can we don’t price hours,
we price the scope of work and the value it delivers.

You still need to hold to schedules and deadlines, but

timesheets are more about workload and team capacity.

Alignment also means you need to understand how
whatever it is you’re working on is helping achieve the

client or project objectives. Understand how what you’re
doing answers the brief. Understand how the results are
being measured. And if you don’t know, stop. Seriously, stop
and ask someone else on the project about the objectives,
the strategy and how we’re being measured. Because if our
skis are pointed in different directions, nothing good is going

to come from it.
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“Seek innovation,
and when you find it,
don’t be shy about it.

29

INNOVATION

Innovation is your job. That’s right, you. Whatever your role is
on the team, there’s always a way to do it better, a way to look
for a new answer, a new approach, a new way of doing things.
It could be as large as a breakthrough use of technology to
solve a client’s challenge, or as simple as changing the colour
of an internal document so it doesn’t get lost in the clutter
(which actually happened and was an awesome innovation by
one of your teammates). Seek innovation, and when you find
it, don’t be shy about it. Share your ideas and thoughts freely

— we’re all open to hear them.
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MOVING THE NEEDLE

Creativity in marketing isn’t about art for art’s
sake, but rather to create an experience

that will ultimately help meet real business
objectives. In fact, you’re going to see a lot

of focus on measurement, objectives and
results for our clients. That’s ultimately why our
clients need our services, so we need to be
accountable to that. Yes, we still need to sweat
the craft and develop ideas and executions
that get noticed — but the style and tone of the
creative needs to reflect our client’s brands,
not our personal need for self-expression. At
ZGM, if the work doesn’t reflect the right tone
and voice and hit the strategy, it's not good
work. Even if it's the most creative piece in the

history of creativity.

And because we’re not a studio full of starving
artists, we need to make sure our paycheques
don’t bounce every two weeks. So this means
paying attention to things like budgets, costs
and deadlines. Because if we stay profitable,
we can keep the lights on and stay focused on

doing the kind of work we are all here to do.
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Listen, one thing we know about teamwork

is that sometimes it takes a while to adjust to
new teammates and new ways of working.

No one is holding you under a microscope as
you settle into your new gig. So relax, have
fun, ask lots of questions and feel free to
stumble, fumble and make an ass of yourself.
We’ve all done it before you. And like they say
about learning to snowboard, if you don'’t fall,

you’re not trying hard enough.

Welcome to the team.
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Make your mark.

Whatever that mark may be. Perhaps it’s a thumbprint,
or your signature, or a self-portrait or even some words
of wisdom. This mark is a symbol of your commitment

to giving it 100% every single day.
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