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A note on the Coat of Arms 

The Guiding Purpose Strategy

The North Star on the upper left-hand corner of the shield symbolizes the 
importance of guidance and progress on one’s life journey. It carries archetypal 
power and a deep meaning that transcends culture, ethnicity, religion and 
geographical location. 

The compass refers to one’s current orientation. One who is fully aware of 
their whereabouts at any given point in time is in a position to map the route, 
make the necessary decisions and set the path destined for a better place.
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The pocket watch reminds us how time is a part of a grand equation and 
how little time we have to make a real difference. The symbol of the timepiece 
emphasizes the longitudinal knowledge that withstands the test of time. 

The ship’s wheel represents the vital role of becoming a leader and taking 
control. It stands for self-leadership, the drive to lead in thought, in an 
organization and in one’s own field or market. 

In its entirety, the shield protects that which is worth preserving. It gives 
balance to the concentrated power of each of the key symbols with which it 
has been mindfully adorned. If the symbols collectively communicate positive 
progress, the shield then communicates protection and preservation – all is 
connected, operating as one.
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Everywhere and Nowhere

“We are moving towards a new kind of augmented intelligence, defined 
by harnessing decision support systems and ambient computing that can 

support humans to solve problems individually and collectively  
that were previously beyond our capacity.”

Sir Nigel Richard Shadbolt
Professor of Artificial Intelligence 

University of Southampton

Technology that is everywhere all the time becomes invisible at some point. 
Mark D. Weiser, former chief scientist at Xerox said: “The most profound 
technologies are those that disappear. They weave themselves into the fabric 
of everyday life until they are indistinguishable from it.” For the very first 
human beings on our planet, language was high technology but as time passed 
it became part of everyday life – invisible like oxygen, yet vital for survival. 
Similarly, electricity was once a luxury of the few, today it is everywhere and 
nowhere. Now, it is digital media that is omnipresent.

The fact that digital media is omnipresent in our lives has a much to do 
with our physical environment. We were first introduced to Newtonian 
physics before we began exploring quantum physics. In the 21st century we 
are transitioning to the physics of information – a world that presents both 
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challenges and opportunities we have yet to fully comprehend. When we talk 
about the physics of information, we essentially mean the laws underpinning 
the very notion of this transition. For instance, the omnipresence of 
hyperconnected digital media, enabled through fiber optics and free and 
superfast Wi-Fi, is a direct characteristic of what we would term the physics 
of information. According to Jay Walker-Smith at Yankelovich Consumer 
Research, we’ve gone from being exposed to about 500 ads a day back in the 
1970s to as many as 5000 a day today.11 It’s almost overwhelming to consider 
the speed of this new physical reality. Nowadays, most things we do digitally 
are at the speed of light. It’s a conundrum of sorts. We live in a fast, super-
connected, and supposedly super-efficient world, but somehow we still don’t 
have time for anything. It is as if we are wasting more time to save time. As 
Tom Ford, the American designer and film director, stated: “Time and silence 
are the most luxurious things today.”

There are more distractions than ever, more ways to be interrupted from 
whatever it is we’re doing – a vibrating smartphone in your pocket, a loud TV 
commercial, a popup ad on your browser, an animated billboard on the street, 
nonstop Whatsapp or Snapchat pings that you simply can’t ignore. Where 
does it end? In order to retain focus and keep balanced as human beings, 
but also as brands or businesses, we must develop critical skills to master our 
lives in this regard. Developing an optimum differentiation system is a way 
to improve the decision-making processes in times of information overload. 
It seems a necessity to develop an index, a tool that helps us navigate through 
the new reality we live in today. It’s key function: to cut through the clutter of 
choice and information that saturates our lives.

Historically speaking, knowledge was accessible only to the elite few and 
not yet democratized the way it is today. Yet people always raised plenty of 
questions, which often led to revolutions. The fundamental issue was that 
people couldn’t find answers to their questions. Today, however, not having 
answers is rare. The issue is more about asking the right question than finding 
the correct answer in the clutter of information. It was the modernist poet 
T.S. Eliot who pondered this issue even before the age of digitalism: “Where 
is the wisdom we have lost in knowledge? Where is the knowledge we have 

11 Johnson, Caitlin. “Cutting Through Advertising Clutter.” CBS News. CBS Interactive, 17 Sept. 2006. Web. 
<http://www.cbsnews.com/news/cutting-through-advertising-clutter/>.
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lost in information?” It is as if we are drowning in information for craving 
knowledge. The hierarchy between information, knowledge and intelligence 
is illustrated in Figure 2, with intelligence being the least in quantity and the 
highest value in quality. In this kind of environment, it is not those who have 
access to knowledge who will win, but those who gather the intelligence to 
develop their own informational navigation index.

Figure 2: The new Know-How is the new Know-Why  
(from information to intelligence)

 

In an interview, communications analyst Marshall McLuhan explained: 
“There is in IBM, for example, a phrase: ‘information overload produces 
pattern recognition’ […] When you give people too much information 
they instantly resort to pattern recognition.” It is not to say that this giant 
quantum leap forward of media and technology is wrong or right. Making 
value judgments when analyzing such grand shifts in civilization is not a 
pragmatic practice. Besides, it is too early for that. It is always smarter to 
simply stand back, break the paradigm into several parts and analyze it as 
systematically as possible in order to have a better view of the real zeitgeist of 
our times. There’s no point in strategizing unless it is fully acknowledged that 
this present paradigmatic situation does, in fact, exist. To quote Don Draper 
from Mad Men: “Change is not good or bad. It just is.” 

Intelligence Know-why

Knowledge Know-how

Information What, Who,
Where, When etc.
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The more choice there is, the more difficult it is to decide. Aiming for clarity 
and cutting through the clutter is therefore a key skill to master in the 21st century. 
But it’s harder than it sounds. It takes time to master and if your selection process 
is not underpinned by sound judgment, then the outcome of your decision will 
likely be suboptimal. So, how then do we optimize our choices?

To enhance our ability to make the right choice, whether personal or 
professional, we need to develop and embed a sort of automatism, an instinct 
for the right thing to do in any given situation. 

The guiding Purpose principle is a mind’s eye that allows you to keep 
your head above the flow of information rather than drown in it. Properly 
developed, it will yield clarity, help save time, streamline choices and increase 
the likelihood of making optimal decisions. 

We’ll use the subsequent chapters to look at contextual information and 
explore why the idea of a guiding Purpose principle is so central to our 
thinking, before moving on to the application of frameworks that will allow 
you to access the power of a Guiding Purpose Strategy for yourself and your 
brand. The ultimate goal is to help you to develop your very own inner 
compass to navigate the future successfully.



GPS - 

Guiding Purpose 
Strategy
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Decoding and Assembling 
Purpose

“The two most important days in our life  
are the day you are born and the day you find out why.”

Mark Twain
American Writer, Entrepreneur and Lecturer

In relation to businesses, value and meaning were once simple concepts 
contained in the practical aspects of a product. A formula was followed where 
functionality and utility would define a product, where the product was the 
brand and where the teams and people who delivered it were deeply connected 
with this modest but effective framework.

We live in times of tremendous change, macro-disruption and hyper-
connectivity. As a consequence, we face a host of challenges and distractions that 
can result in misalignment, fragmentation, silos mentality, and in extreme cases, 
high-stress and dysfunctional environments. Let’s not forget efficiency loss, which 
sadly often results in compromised productivity levels, if not low team spirit.

As the boundaries of our personal and professional lives merge ever more 
closely together, it is imperative that we look for inspiring and collectively 
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aligned meaning in what we do, that we find our ultimate Purpose. But what 
is Purpose? How do we define and measure it – and most importantly, how 
can we find, articulate and embed Purpose within our organizations, brands 
or indeed within us?

According to the Big Innovation Centre, Britain’s businesses could unlock 
up to $170b (GBP 130b) were they to set and pursue a clear corporate 
Purpose.71 We are certain that this figure is just as relevant to many other 
economies as well. Differentiation, brand essence, positioning and raison d’être 
are often conflated. Actually they complement each other and should be seen 
as extensions, manifestations, functions or branches of the Purpose family. The 
innermost Purpose, with a capital P, is the divine force within a business.

If we analyze the very fundamentals of trade throughout history, we see 
that much of commerce has always been based on the process of transporting: 
importing and exporting products, services, intelligence, know-how, etc. In 
today’s world, to be able to operate efficiently and profitably for the long-
term, this list is no longer enough. We are living in an age wherein know-how 
must be complemented with know-where and most of all, with Know-Why. 

The Know-Why of Purpose serves as the North Star, a guiding force that 
is constant and reliable in an ever-changing world. Following it will help 
you differentiate from competition. Once you accept that Purpose lies at the 
essence of a brand, defining a strategic brand vision, shaping the architecture 
of business capabilities and implementing organizational alignment will fall 
easily into place.

The Guiding Purpose Strategy Framework is the result of many years of first-
hand experience of testing and adjusting methods and processes that help 
leading brands, their leaders and their teams find clarity and alignment from 
within. The GPS Framework is structured as a three-layered rose, analogical 
to the Tudor rose emblem. The central part of the rose is deep brand Purpose. 
The middle layer is composed of values, and the outer layer consists of more 
tangible elements such as vision, strategy, goals, etc. All elements interact in a 
continuum of forward motion, left to right. 

71 Ray, Carolyn. “Aligning Brand, Purpose, and Culture – Views.” Interbrand. N.p., n.d. Web. <http://interbrand.
com/views/grow-on-purpose-aligning-brand-purpose-and-culture/>.
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Figure 8: The Guiding Purpose Strategy Framework

Most people are comfortable with expressing tangible methods of ‘how 
they do’ things. It is therefore easiest to begin from the outer layer and work 
clockwise, starting with ‘Vision.’ Most businesses will have a vision that 
generally reaches for the stars, which is a great starting point. Think of NASA’s 
vision back in the 1960s of ‘Putting a man on the moon.’ It clearly states the 
ambition – but it does not say how to achieve it, let alone ‘why’ we should put 
a man on the moon. That comes later on. 

‘Goals’ are more tangible and articulate what achieving success will mean. 
Make sure these are SMART (Specific, Measurable, Achievable, Realistic and 
Time bound). For example: ‘Sell 50,000 cars by the end of the year.’ 

‘Challenges’ refers to the barriers and hurdles you have to overcome, 
including macro-constraints such as taxation, market access, strategic and 
operational issues such as cost, resource, building brand awareness, etc. For 
example: ‘Low brand awareness’ or ‘Little internal resources available.’ 

Inside and outside ‘Perceptions’ are generally derived from active and 
passive market research, representing the voice of stakeholders (customers, 
employees, partners, etc.). For instance: ‘The perception of price-points are 
30% higher than actual.’
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‘Insights’ distills Vision, Goals, Challenges and Perceptions into meaningful 
cornerstones to shape ‘Strategy,’ which formulates the ‘How to’ in succinct, 
clear and actionable language. For example: ‘Focus on market entry in China.’

The second layer is where appropriate values are defined. This layer bridges 
the outer layer of ‘how’ to the inner-why, or Purpose. The best results are 
achieved by keeping the list of values to three to four important ones. Often 
two to three values describe a desired internal cultural behavior while one 
value clearly differentiates against competition. It is important to come up 
with values that are as unique as possible and select the ones that keep your 
company relevant in the future. Certain attributes such as ‘Integrity’ and 
‘Trust’ are appealing to everyone and therefore, so commonly used that they 
are no longer unique and differentiating. Equally, if everything is a core value, 
then nothing is really a priority. We will address how to discover distinct 
values a bit later on. 

Starting from the outside in as described above, the following chapters 
demonstrate the process of creating a cohesive, well thought through Guiding 
Purpose Strategy.
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The GPS Framework 

“Experience is the teacher of all things.”

Julius Caesar
Roman Politician and General

Starting a meaningful journey of Purpose transformation requires first asking 
what business you are in: is your value proposition clearly defined? If you are 
Harley-Davidson, are you in the business of building motorcycles or fulfilling 
dreams of personal freedom? One question is rational and limiting, while the 
other one is limitless and hard to put a price tag on. Are you clear on what 
you sell, how you source it, for whom it is and how you sell it? How much it 
costs and what it returns? If the answer to these questions are either unclear 
or perhaps not clearly aligned internally, then it’s a good idea to start creating 
a common understanding of the business you are in and how it works first, 
before moving on. Using a visual open source framework such as the Business 
Model Canvas72 is a great tool to achieve this. 

We assume however, that at this point your actual offering, or value 
proposition, is clear. Over time, we have been able to experience, test, 
experiment and synthesize what works best with brands, companies and 
individuals to guide them systematically from value proposition (business) 
72 Credits go to Alex Osterwalderhttps://strategyzer.com/canvas/business-model-canvas
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to articulating who they really are for better clarity. Simple circular rings 
indicate the layer of the GPS Framework you’re currently working in. For ease 
of navigation, these can be found at the bottom right-hand corner on each of 
the following illustrations. 

Figure 9: Strategy, Brand, Purpose

As discussed in the previous chapter, the outer ring of the GPS Framework 
helps us to put the business proposition into context. A linear description is 
helpful for this. The following diagram guides us in moving from Vision to 
desired Position. A ready-to-use template as well as examples are also available 
for download on the GPS website. 

Figure 10: The Brand Strategy Map
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Moving inwards, we are now looking at the second layer of the GPS 
Framework. Whilst it is not our intent to deep-dive into the language of Brand 
Management, we will briefly touch on it here in order to help you build an 
understanding of how Brand Definition works. 

Figure 11: The Brand Framework

The Brand Core
Clearly marks the Brand Promise and positions the brand through 
differentiating core values.

Brand Strategy
Articulates how we ‘deliver’ the brand. The Brand Strategy is derived from 
the Brand Core and provides a ‘how to’ guide on consistent communications, 
which can be adjusted for respective channels and target groups.

Implementation (Product, Sales, Communication)
Internal and external audiences perceive the brand as ‘relevant’ and ‘true.’ 
The brand becomes the guiding instrument with which to shape and 
influence products and services, sales process and communication both 
internally and externally.
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Our goal is to identify the values that best support the core. Values are used 
to describe a desired behavior and should be descriptive, unique and limited 
to no more than three to four. Each value can be articulated with words and 
images. Whilst it is easy to define internal values (think of ‘trustworthy’, 
‘authentic,’ etc.), at least one value should be tied to differentiation and directly 
reflect the desired position of the brand. Brand Value definition should not 
be taken lightly. Through either existing research or tailored surveys, an initial 
‘Value Cloud’ can be produced to help shape the direction in which to look 
for suitable descriptors. Through a process of definition, refinement, testing 
and elimination, core values are evaluated and identified. It is important to 
note that core values should also be complementary to each other and be 
future proof. Values that hold true today might not be right for a business 
or a market space that is undergoing tremendous change. It therefore helps 
to quickly plot your values against the dimension of time and emotional 
involvement (for consumer brands) and/or differentiation (competition).

Figure 12: Futuring Brand Values

Brand Value articulation takes the final set of core values and renders these 
tangible. For clarity and context, each of the Brand Values is supported by a 
short description in words as well as a key visual that underpins the desired 
effect of intuitive meaning.
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Figure 13: Brand Values

 

The appropriate articulation of Brand Values will build the backbone and 
architectural blueprint for creating the Brand Guidelines that will later bring 
your brand to life. This is not the subject of our book, but if you are interested 
in how this works please check the GPS website for further resources, ready-
to-use frameworks, brand-value surveys, brand value books and tools to use 
in your work.
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Seeking and Finding Purpose

“Logic will get you from A to B.  
Imagination will take you everywhere.”

Albert Einstein
German-born Theoretical Physicist

Because everyone has his or her own unique inner Purpose (consciously or 
not), it is best to explain the process of finding it by means of an example. 
Think about your fingerprints. The general pattern is fundamentally the same 
as that of the billions of other people. There is not a person on our planet 
that has a fingerprint that is different in its overall design. However, at the 
same time, every fingerprint is absolutely unique. Understanding this is key to 
understanding the framework for discovering Purpose. Like your fingerprint, 
Purpose marks your unique identity with the same universal system. 

Having a clear idea as to where we are going with our value proposition, 
what the strategy is, how we want to position ourselves and how we want to 
articulate our brand, we are now at the very core of our journey. The GPS 
Framework laid out the overarching Purpose as the inner core of three circular 
layers. Getting to the roots of Purpose is visualized as the inside of a capital 
V – V for ‘Voluntas,’ Latin for ‘of good Purpose.’
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Figure 14: Seeking & Finding Purpose

The top part of the V represents freethinking, openly exploring intangible 
notions, curiously wandering in detachment from the world of limits and 
gravity. The middle part represents defining, clarifying and articulating. 
The bottom of the letter V denotes the method of honing in on a singular, 
tangible Purpose. This process is systematic and holistic, moving from the 
intellectual to the practical. One must begin with the abstract and then 
venture downwards to the tangible. The process is driven by the need to adopt 
an outside-in perspective in order to be able to come up with a Purpose that 
radiates from the inside out.

It helps at this step to detach from the fast pace of everyday life and 
take an external viewpoint. This means escaping our daily routines to see 
the bigger picture. To be able to find our core Purpose, we must go against 
gravity and ascend high enough to gain a holistic view. This is difficult as 
there is a very powerful gravitational pull from the hot core of the earth – or 
in other words, our daily, operational tasks pull us back to the tangibility of 
milestones, deliverables and results. The laws of physics tell us that this force 
has the incredible energy to attract and pull everything to the center, keeping 
us in a constant gridlock. It is an undisputable law, but fortunately this is 
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Purpose

Key Mind Shifting Questions
What’s the secret of asking a question that answers itself?

What are the right questions to ask to find out the right questions to ask?
What question has never been asked about a higher purpose?

What is the optimum way of asking a question about inner Know-Why?
How do you ensure your values evolve in the future and beyond?
What are the frameworks and rules that define a good purpose?

How do you crystallize your idea of who you are?
What is the best way to articulate purpose?
Who are you? Where do you want to be? 

And how do you get there?

Exploratory Questions
What is the meaning of your brand?

What is it all about?
What is the meaning of your brand?

Who are we?
What is meaningful and valuable in life?
What is the significance of what we do?
What is the origin of our organization?
What is the nature of this institution?

What is the value of our journey?
What is the nature of reality?
What is our reason to exist?

What are we here for?
Why are we here? 

Purpose Finding
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not a physical workout. Rather, this is a metaphysical exercise, so the laws are 
constituted in a different way. Whereas the pace of life will pull us generally 
back to rationality, this stage requires us to deliberately make time to detach. 
The direction is upwards, not forwards. It is an astral journey that broadens 
our thinking by dissolving conventional limits. “Sic itur ad astra” or “Thus 
one journeys to the stars” as the ancient Roman poet Virgil put it. 

The mechanics for finding Purpose operates via systematic interactions. 
Reflecting on the following set of questions below will help stimulate the 
process of detached thinking. 

Key Mind Shifting Questions

What’s the secret of asking a question that answers itself?

What are the right questions to ask to find out the right questions to ask?

What question has never been asked about a higher Purpose?

What is the optimum way of asking a question about the inner Know-Why?

How do you ensure your values evolve in the future and beyond?

What are the frameworks and rules that define a good Purpose?

How do you crystallize your idea of who you are?

What is the best way to articulate Purpose? 

Who are you? Where do you want to be?

And how do you get there?
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Fundamental Exploratory Questions

What is the meaning of your brand? 

What is it all about? 

Who are we?

What is meaningful and valuable in life?

What is the significance of what we do?

What is the origin of our organization?

What is the nature of this institution? 

What is the value of our journey?

What is the nature of reality?

What is our reason to exist?

What are we here for?

Why are we here?
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Articulating and Clarifying 
Purpose

“The more original a discovery, the more obvious it seems afterwards.”

Arthur Koestler, CBE
Hungarian–British Author and Journalist 

Sonning Prize Laureate

What is the technique to articulating Purpose? How does one craft a good 
Purpose statement? Formulating such an important statement means finding 
the best way to communicate an organization’s impact on the brand itself as 
well as the lives of its employees, customers, and surrounding community. We 
are now venturing down to the pointed edge of our letter V, where we start to 
solidify our Purpose by refining it with language. 

This is the part where the skills of a wordsmith come into play. A careful 
choice of words steers us away from falling into the trap of short-lived 
clichés. Of course, all words with highly negative connotations; denotations, 
implications, associations and indications need to be eliminated right away. If 
you are not in the advertising, fashion, design or any other creative industry 
you might not be aware of extremely overused buzzwords. It is important to 
stay clear of these, so that you don’t end up with a corny Purpose statement 
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such as: “To make the world a better place.” It is also important that you 
consider the subjectivity of your claim. What sounds intellectual to you may 
seem too abstract and vague for the people in your organization to grasp and 
make it actionable.

The entire operation of articulating and formulating Purpose is a very 
delicate process. We need the ‘oenologist’ to handpick every single word with 
meticulous care and with the utmost concentration. Word formulation must 
be more descriptive than prescriptive, stating who and why you are rather 
than what you do. If you are not being absolutely honest with yourself and 
if the element of intrinsic sincerity is absent, then you are missing the point. 
Apart from being clearly understood, your statement must be instantly felt.

A good Purpose statement must work intrinsically from within. It can 
therefore not be a lengthy, wordy expression that only you understand. It is also 
not a vision or multi-paragraph mission statement, but rather a combination 
of minimal words that maximize meaning. Putting your statement through a 
‘filter’ can help you fine-tune its power.

A good Purpose statement …

•	 ideally starts with an action word (verb) that evokes a sense of movement
•	 provides deeper meaning for a brands ecosystem 
•	 requires context that renders it universal yet unique
•	 expresses the overarching ‘Reason Why’ by relating to what you do
•	 is always true from within and a demonstration of utmost integrity 
•	 connects with the head and the heart, speaking to both rational and 

emotional needs
•	 remains short, simple and memorable in ideally no more than five words 

An issue that frequently arises when crafting Purpose statements is the 
confusion around ‘Purpose’ and ‘Strapline.’ Particularly for non-brand 
executives, the distinction is too subtle to be intuitive. Both are short and 
powerful. Both are engaging. Yet they serve for very different reasons. A 
strapline is often descriptive in nature at the inception of a brand and evolves 
over time to an elevated, intrinsic expression (i.e. think of Apple’s ‘Think 
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Different’ or Harley-Davidson’s ‘Live Your Legend’73). A Strapline is catchy, 
often tied to a particular campaign and serves to differentiate for determined 
period of time.

A Purpose statement, on the other hand, is only truly intuitive and 
meaningful when understood in context, serving as the all-encompassing, 
philosophical canvas that provides long-term guidance and direction.

Case in Point: Apple

Steve Jobs had a vision: ‘To make a contribution to the world by making 
tools for the mind that advance humankind.’74 Apple does not operate 
according to a typical outside-in model, but rather adopts an inside-out 
approach, combining technology with aesthetics in new and innovative 
ways. With this approach, it inspires and attracts future talent who 
believe in making a difference for the sake of mankind, rather than simply 
churning out the next best gadget. Steve Jobs was obsessed with making 
things intuitive, safe and easy for us humble humans to use. Apple’s 
overarching Purpose statement can aptly be summarized as ‘Humanizing 
Technology’ – two powerful words, loaded with meaning when understood 
in context. And with it, Steve Jobs proved to the world that the complexity 
of technology could coexist in harmony with aesthetic simplicity. Apple’s 
ensuing breakthrough strapline ‘Think Different’ appealed to the creative 
minds, setting Apple apart from its PC rivals.

Apple’s 2017 mission statement? Well, here it is: 

‘Apple designs Macs, the best personal computers in the world, along with 
OS X, iLife, iWork and professional software. Apple leads the digital music 
revolution with its iPods and iTunes online store. Apple has reinvented the 
mobile phone with its revolutionary iPhone and App store, and is defining 
the future of mobile media and computing devices with iPad.’ 

73 Stein, L. (2016, March) ‘“Live Your Legend,” Urges Harley-Davidson in New Global Campaign’, available at: 
http://adage.com/article/agency -news/harley-davidson-aims-energize-brand -campaign/303141/ (accessed 12th March, 
2017).
74  http://www.investopedia.com/ask/answers/042315/what-apples-current-mission-statement-and-how-does-it-differ-
steve-jobs-original-ideals.asp
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Clearly, Apple is a much larger company today than back in the days 
when a small team of geeks gave every bit of their energy to change the 
world. One can argue that mission statements change over time and that 
as companies grow, they become more ‘hands on.’ However, Purpose 
endures. Apple is still in the business of ‘Humanizing Technology.’

 As Steven Pinker, the cognitive scientist, states in his book The Sense of 
Style: “Governments and corporations have found that small improvements 
in clarity can prevent vast amounts of error, frustration, and waste…”75 It isn’t 
incidental that in our age of clutter the number one bestseller on Amazon 
(selling over two million copies) is a book about the Japanese art of de-
cluttering and organizing.76 The more clutter there is in our minds, the more 
difficult it is to clearly articulate a Purpose statement. In the end, it’s about 
having the skills to condense and compress your deepest, most inner beliefs 
into universal meaningfulness.

Figure 15: Purpose Articulation

75  Pinker, Steven. The Sense of Style the Thinking Person’s Guide to Writing in the 21st Century. London: Penguin, 2015. 
76  Kondo, Marie. Life-changing Magic: A Journal: Spark Joy Every Day. Berkeley: Ten Speed, 2016. 
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PURPOSE STATEMENT
ACTION WORD (VERB) + ATTRIBUTE (WHAT) = 5 WORDS OR LESS   

Purpose Checklist
• Simple
• Contextual
• True from within
• Connects with the head and the heart
• Serves as an overarching reason why
• Is closer than you think (universal, yet tangible) 
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If vision is where you are going, the brand an expression of who you are 
and strategy how you get there, then Purpose is why you do what you do. The 
GPS Framework helps translate the intrinsic nature of Purpose into something 
tangible that eventually evolves into a core Purpose statement. The aim is 
to maintain universal meaning easy enough to grasp. In the words of the 
French political writer Francois Gautier: “More important than the quest for 
certainty is the quest for clarity.”
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Cultivating the Culture of the Self

“It is in constantly paying attention to oneself  
that one assures one’s salvation.”

Gaius Musonius Rufus 
Roman Stoic Philosopher

People, countries, industries and some brands have culture. However, culture 
does not have to be a collective phenomenon only. Some individuals do have 
a private inner culture within, which they build throughout their lifetime. 
In ancient times, the Greek and Roman philosophers called it ‘the culture 
of the self.’ Unlike animals, human beings are conscious, thinking beings. 
Therefore, the need for cultivating a culture of the self is a natural need. Yet, 
few succeed at it. Epictetus, the ancient Stoic philosopher, once said: “Men 
are this unique kind of beings on earth who have to take care of themselves. 

Nature has provided animals with everything they need, humans don’t 
have the same natural equipment, but we must understand that the necessity 
of taking care of ourselves is also a supplementary gift, which has been 
bestowed.” So what’s the benefit of creating an individual culture? Why do 
decision-makers, managers, marketers or anyone trying to master any craft 
need to keep developing and cultivating this culture of the self?
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Inner culture provides a larger space for the times when the world outside 
seems too limiting. Inner culture offers us a kind of inner dynamo that 
contributes to personal skills such as intuition, introspection, imagination, 
etc. It is about having the ability to create your own legend about life itself. 
It is not a list of values about virtue, ethics and righteousness – these are 
too abstract to be intuitive. Rather, this is about constructing a system of 
values. The culture of the self is a great meaning system that helps maintain 
the multiple personality order. But, above all, it is about having a Purpose in 
one’s life, providing guidance during the stormy adventures throughout life’s 
journey.

Developing a culture of the self requires one to be concerned with oneself 
for the sake of others and also to be concerned with oneself for oneself. Caring 
for oneself is not a new concept. Greek and Roman philosophers called it 
epimeleia heautou (Greek for ‘care of self ’) and it was one of the main principles 
of ethics, one of the main rules for the art of living for an entire millennium. 
One should take into account that it is never too early and never too late to 
occupy oneself with one’s true essence, with one’s true self. Gaius Musonius 
Rufus, a Roman Stoic philosopher of the 1st century stated: “It is in the act of 
constantly paying attention to oneself that one assures one’s salvation.”

The 20th-century French philosopher and philologist Michel Foucault 
gave a triumphant lecture at UC Berkeley on the culture of the self in 1983. 
During this lecture he said: “What was the most important moral principle, 
the most characteristic in ancient philosophy? The answer, which comes 
immediately to mind, is not epimeleia heautou (‘care of the self ’) but, as you 
know, gnōthi seauton, which is, ‘know thyself ’”. Perhaps the Western historical 
and philosophical tradition has somehow overrated the importance of the 
‘know yourself.’ In the Far East there are teachings that explain how being 
too aware of your self doesn’t help in taking care of yourself. Cultivating the 
culture of the self requires conscious self-mastery. 
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The Future of Personal Mastery

“You should view the world as a conspiracy  
run by a very closely-knit group of nearly omnipotent people,  

and you should think of those people as yourself and your friends.”

Robert Anton Wilson
Futurist and Writer

What will the future practitioners of cultivating the self be doing? In which 
direction is this practice headed? As social scientists continue making 
advancements in fields such as anthropology, neuroscience, psychology, 
behavioral economics, etc., self-development is advancing as well. 

Over materialism, essentialism will prevail. All marketing and branding 
strategies, all communication from the individual to the collective will 
include the essential true self, for it will be viewed as the most authentic asset. 
It will be accepted as the best means of contact and bonding. In the ancient 
times ‘the way of living’ was a significant philosophical matter. Then came the 
meaning of life or the Purpose of life. Both, however, had the same underlying 
motivation, which was to find the best way to develop the culture of the self, 
to take care and fine-tune oneself. Because deciding to take care of your true 
self is a decision that is in the interest of all.
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From this perspective, we believe that understanding and consciously 
applying a Guiding Purpose Strategy is most essential. Today, we are already at 
a stage where it has been operationally proven that brand essence or the inner 
self can be embellished by finding and articulating Purpose. Over the course 
of our industrial history, luxury brands have demonstrated how enriching a 
clearly articulated inner self can become. The existential Know-Why is already 
becoming the new operational know-how. Our children and grandchildren 
will advance The Guiding Purpose Strategy even further. Cultivating the self 
will be integrated into our lifestyles to the extent that The Guiding Purpose 
Strategy will encompass one’s private, social and business life.

As Buckminster Fuller would agree, the children of the future will do what 
needs to be done, as they will be aware of the fact that that’s how the universe 
designed itself. We firmly believe that people will increasingly use tools such 
as applying a Guiding Purpose Strategy to change the world for the better. 
The leaders of the future will use their inner Know-Why to adapt the world 
to them rather than adapting themselves to a limited pre-defined worldview. 

True Purpose that radiates from within cannot be separated from personal 
mastery of the inner self. As brand makers, business builders and individuals, 
the only way forward is not just to pass on what we have built. We must 
take advantage of our ability and know-how to advance the Know-Why for 
generations to come.
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The Last Word

Wanderer Above the Mist
Caspar David Friedrich, 1818
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Like a child’s first visit to a dazzling circus 
An exciting feeling you cannot purchase 

Discovering this deep inner Purpose 
Oh, being aware of its guiding service 

 
To articulate it and bring it to surface 
To record it poetically in endless verses 
To the point when we are left wordless 
To, finally, escape all cycles and circuits

One inner cult of yours, 
From which all culture will derive 

A vast blue ocean of fortune 
Patiently waiting for you to dive 

Hidden within, as an intuitive drive 
An inner voice of growth, of being alive 

To navigate upwards, not to merely survive 
Transcending cycles, to finally thrive! 

 
By Tofig Husein-zadeh 

We cannot but hope that the consolidated words, expertise, frameworks 
and wisdom of great minds both past and present have achieved at least one 
thing: to help you, the reader to advance your thinking, to stimulate your 
mind, your understanding and your ambition to use the power of Purpose to 
bring about positive change.

It is our deepest hope that meaningfulness will penetrate to change brands, 
organizations and their leaders and people generally for the better. 

Onwards and Upwards!




