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Don't:forget; they’fe eur.neighbors
looking for helpyinot just eustomers

looking to-spend their money.
- Meyer Zlotnick







Simon Sinek’s Golden Circle Wh at

Build strategy, brand
and ideas to meet goals.

how

Ask why, find belief.
Then, rethink to ring true
in everything we create.

THe art OF STOINY IS TruTH.

THe STOry OF Branmbling
IS TrUusT.



HOW TO GeT TO
THEe WHY

OF WHarTtl We DO
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Puz:lE

It's not a puzzle.

As Malcolm Gladwell
says in What the Dog
Saw, puzzles can be
solved by finding all the
pieces.



mystery

It's a mystery.

You won’t have all the
pieces to put together.
You'll have to interpret
what is there, what lies
beneath, to come up with
the Why.



PeOPLE WANT




PeOPLEe WANT

WHaT YOU DO
HOW YOU DO IT
YOU DO IT




what

how




what

how




PeOPLE WANT

o Be WITH
PceOPLE WHO




PeOPLE WANT

o Be WITH

PecOPLEe WHO

BelLleVvVe
w H a T

T He Y
SelLlieve




LOGAN’'S STORY




Mike Logan, Dir of Sales, Sprinklr

Brilliant leader
Positive
Value-Focused

Great guy







“Enterprise Software
that helps big brands do
mktg, advtg, care, sales,
research, commerce on
FB, Twitter, LinkedIn
and 21 other social
channels globally”
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V| How

“One unified, single-code
architecture Platform that
unites teams and data
around the 5 C’s of
Conversation,Community,
Collaboration, Campaign,
and Content.”




INBOQUND

\

/

Listen + Engage

((GOVERN + ANALYZE + AUTOMATE )

Know + Personalize /\

Publish + Amplify

# Campaigns #

et

UNIVERSAL API CONNECTOR

o=

EXISTING TECHNOLOGY ECOSYSTEM

Plan + Produce

P

> OUTBOUND

Download Product Overview




Core Modules
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Content Content Engagement Reparting Automation Governance Distributed hssel Audience Campalgn Case Mabile

Planning Publishing User Management Management Management Management

Management



Premium Modules
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WHY




WHY DO We
DO WHartl bo art




The ingenious Sprinklr Platform was first thought
to be a CRM set of tools. This didn’t ring true to me...
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Enterprise
Software for
Customer
Experience
Management

how

Unifies every team
across enterprise
to create and manage
experiences at every
customer touchpoint.

BELIEF?
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“An excess of features and a paucity
of personal touch are all evidence of
indifference to what should be a
company'’s first concern, the quality
of the customer’s experiences.”

- Harvard Business Review, Understanding Customer Experience



C U S T O M E R S want to feel llke thelr opinions matter. Hiring people who can make customers feel
valldated Is Important.

wanted to

790/ e,

want assurance 0 want an
that their 63 /0 opportuniy
problems will to vent.

not be repeated.

want an
explanation.

62%

© 1997-2016, Forrester Research Inc.
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..yet

surve
they
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© 1997-2016, Forrester Research Inc.

<
© 2014 Sprinkle. A rights resarved. 56 Spl’fﬂ |<|l'



NA
€ 2014 Sprinklr. All dghts ressrved. 38 Sprlﬂklr



Forrester Research, “Customer Experience 2014”
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Do we do what we do?




Money
Market
OPPorJrunier
P‘amily
Purpose
Help
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HeIP brands create experiences customers love



People never PoraeJr how you made them feel.



o
BELIEF

People never PoraeJr how you mode them feel.



PeOPLE WANT

o Be WITH

PecOPLEe WHO

BelLleVvVe
w H a T

T He Y
SelLlieve




‘THe artT OF S1T0rrY
IS TruTH.

THEe STONY OF
BranmbDING IS TrusT.”




BUILD THE BRAND,
AND TRUST, FROM

THE INsIDe-OuT
(NTernaL-exrternac)
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Sprinklr



Pantone Cool Gray 10 C
CMYK: 62/52/48/18
RCB: 100/102/106
HEX: #64666A

colors

Sprinkir is an engaging brand, and these
colars speak to that. Bright, clean, and fresh.

Pantone 426 C
CMYK: 62/52/48/75
RGB: 39/41/44
HEX: #27292C

Sprinklr
Blue Pantone 7409 C
Sprinklr CMYK: 0/35/100/0

1005 Orange RGB: 251/175/23
HEX: #FBAF17

B0 Pantone 360 C
Sprinkir CMYK: 60/0/89/0
30% RGE: 113/189/81
HEX: #71BD51

Pantone 637 C
CMYK: 60/2/5/0
RGE: 70/195/225

HEX: #4DC3E]

Pantone 7689 C
CMYK: 79/35/0/0
RCE: 28/138/203
HEX: #1CRACE

DICITAL USE ONLY
RGE: 55/100/127
HEX: #37647F

=

Sp r' nklr Sprinklr Brand Guidelines
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https://drive.google.com/file/d/0B76f_--tR65lOWEtSGlYNlQtLU0/view?usp=sharing

hi, do you knc



http://janzlotnick.com/portfolio/big-book/
http://janzlotnick.com/portfolio/see-things-boxes/
http://janzlotnick.com/portfolio/now-live-life-three-inches-higher/



https://drive.google.com/file/d/0B76f_--tR65leDNIZ3pUaFJ5SXc/view?usp=sharing



https://drive.google.com/file/d/0B76f_--tR65lcnJQR3ZodlVhMHc/view?usp=sharing



https://drive.google.com/file/d/0B76f_--tR65lLU1pcVRtOExGV1k/view?usp=sharing

FINDING THE
WHY TO THe
mysTery OF

BramnblnGg
ILFOIrNoD




lIford asked me to introduce them to the professional black&white photography marketing in the U.S. market,
with $1million. Kodak media spending was at $250 million. lIford’s Why, its Belief, wouldn’t be found in
photography itself any more than Starbucks would find its why in the quality of its coffee. As important a “best
practice” as superb, even superior, quality produce and service is. Best practice does not make for a
differentiating brand position and market strategy. Customers expect quality. A differentiating Why does.




THE WHY OF




THAartrs wHar |
LISTENED FOIr
WHeMn | Sart

DOWM WITH

THe "MmiDbDhLesS”
AT ILFOIMD..

The Middles are the people, the developers, the technicians, the artisans who make the product.
The Tops (management) are, by default, too self-conscious to get to the Why)




~afMD WITH
PHOTOGIrarPHers

al THe Gred DboG
o carmine




| Healr D:

art
BeaUu Ty

crearllviTy
ArBITrace




lINTerPretTeD:

Tam THe arrmIsT.

| AIM THEe arBltTer
OF Beau Ty
M my WOrK”

(MOT THE TOOLS THAT | empPLOY)




| POSITIONED:

ILFORD. FOR THE
ARTIST OF
BLACK+WHITE
PHOTOGRAPHY,

(NOT a Tacune; THIS IS Branmb
POSITIONING/STrateGy TO Be THe Ccue
anbD GUIDe TO MarrkeTIiNG PLan)




Imagine this space to be the “ad” -- whatever medium, whatever experience.
Which of the following photographs should we consider to create this on-brand,
on-position, on-strategy experience for our campaign?

Which would speak to llford’s Why? Which would differentiate us vs Kodak in
the market place. More important, always more important than consideration of
the competition, which photos would speak to the Why that would bond liford

and its professional B&W customers? Which brand experience would ring true
and build trust?

ILFORD
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The solve for the mystery was that none of the photos would speak truth to the
Why...and build trust. In fact, NO PHOTOGRAPHY would allow the photographer to
feel and believe in liford what they feel and believe in themselves: that they, not any
tool, are the arbiters of art and beauty in their work. To enhance this experience, |
removed the obligatory logo and any package shots from the ad. | wanted our
communications to be exhibits in and of themselves. An exhibit of philosophy, of work
ethic...of Brand Belief.
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IMCELIBLE.

ILFORD,

Intriguing. Involving. Indelible. Ilford. Nobody's wilder about black & white than we are.




DT L TP WS TN PO ST 4 5000 KM AW THE PHILDSOPHY OF BLACK & WHITE LIKE WE DO

Interactive. Introspective. Inseparable. Ilford. Nobody knows the philosophy of black & white like we do.



Inventive. Irrepressible. Illuminating. Ilford. Nobody sees more into black & white than we do.
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jan zlotnick

’r\r\a\’\\L You'

Who This is For Services My Value to You

Brand Strategy+Pasitioning

see examples

You have a project or campalgn

You're a d of rebranding.
we to listen, offer ; :

Creative Direction
nsights and straightforward costs. see examples
Contact fanzlotrnic k@gmail com

or 975-454-8536

Fublic Speaking



http://www.janzlotnick.com
http://www.janzlotnick.com

