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Don't discount great

creative work...
use it for inspiration
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BRAND
DETACHMENT
DISORDER

The tendency to dismiss
the relevancy and
application of great ideas
because our brand or
product is different
or unique
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CONDUCT A BRAND
TRANSPLANT

TAKE THE ESSENCE BEHIND A GREAT IDEA,
EXPERIENCE OR BRAND AND TRANSPLANT
THAT BACK INTO YOUR OWN WORK.

EVERYONE CAN BE AN INNOVATOR. EVEN YOU!
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COMPANIES COMPANIES
Believe one person VS Believe everyone has
or group "owns" ideas. responsibility for coming

up with great ideas.

You can't have
open innovation
when you practice
closed participation.
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Believe one person
or group "owns" ideas.



INNOVATIVE
COMPANIES

Believe everyone has
responsibility for coming
up with great ideas.



You can't have
open innovation
when you practice
closed participation.
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"We want to build tools that tum

Look at ANY brand
a customer or
employee might

workplaces into communities and take

the human experience into account. We
want our software to be about bigger

ihings like, how can you give someane a

great first day on the job? How can you

not enly process the papenvork for a new

teammate, but also celebrate them joining

love. R ACTICE your community?"
CREATIVITY
Repetition builds
muscle, which
makes you more
aware of FIND
creativity. INSPIRATION
EVERYWHERE
Be open to what's
around you

anytime, anyplace.
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CEO
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About Gusto

Gusto's mission Is to create a world where
work empowers a better life. By making the
most complicated business tasks simple and
personal, Gusto Is re-imagining payroll,
benefits and HR for modern companies.
Gusto serves over 40,000 companies.







"We want to build tools that turn
workplaces into communities and take
the human experience into account. We

want our software to be about bigger
things like, how can you give someone a
great first day on the job? How can you
not only process the paperwork for a new
teammate, but also celebrate them joining
your community?"”
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PROCESS OVER
PRODUCT
WE NEED TO FOCUS ON
THE PROCESS WE USE TO
GET THERE, NOT THE
PRODUCT WE CREATE.
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FEAR IS THE

BIGGEST HURDLE
WE NEED A PROCESS TO
MAKE NEW IDEAS FEEL

SAFE AND FAMILIAR.

SMALL STEPS =
BIG OUTCOMES
WE NEED TO MAKE
CREATIVITY AHABIT AND
CONSISTENTLY PRACTICE
IN SMALL AMOUNTS.

PROCESS OVER
PRODUCT
WE NEED TO FOCUS ON
THE PROCESS WE USETO

GET THERE, NOT THE
PRODUCT WE CREATE.
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Tim Washer
Former Creative Director










Worldwide [change] LogIn | Account | Register | About

T BT
CISCO |Search

Solutions Products & Services Ordering Training & Events Partner Central

Switch Your Business
Into High Gear with
Borderless Networks ssssEsCIsIsoiiiiis

Deliver any media to any device.
Reduce energy costs.
Enforce secure access everywhere.

Learn

LATEST NEWS 4 ) Cisco Celebrates Two Years of Globalisation Centre East - 21 Dec 9 View All News QUICK LINKS

Information for: Eliminate Borders, Borderless

Small Business ExPand Your BUSIHESS Networks

Enterprise - c yst Switches with _
X . : ¢ mhokarptay Bring more innovation
or a limited time to your business

Learn More p
» Watch Now










“It's not about selling...it's about
sharing. Analysts and the media
love It...they see the humanness
In Cisco. This builds a stronger,
deeper relationship earlier in the
process, which creates trust.
People want to do business with
people they know, like and trust."



OBSERVING
gives
meaning
to the
minutia
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"The Barbie ad sticks because there's a
shine to the kids and a truth to the
message. That's hard to bring into the
corporate culture. It's the juxtaposition
that worked -- the unexpectedness of
having children explain values to an
engineering culture.”



DISTILLING

gives
context

to the
minutia
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Tim Irwi
Global Brand Director
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rue 19 Crimes

Nineteen crimes turned criminals into colonists. Upon conviction
British rogues guilty of a least one of the 19 crimes were sentenced to
live in Australia, rather than death. This punishment by "transporta-
tion" began in 1783 and many of the lawless died at sea. For the

rough-hewn prisoners who made it to shore, a new world awaited.

As pioneers in a frontier penal colony, they forged a newseountry and

new lives, brick by brick.

This wine celebrates the rules they broke and the culture they built.



19 Crimes.







"We've stuck with the brand
essence...that truth Is stranger than
fiction. If it's traditional wine thinking,
then we think differently. There's an
appreciation of a story that's unique
and Interesting."



RELATING
gives
credibility
to outside
Inspiration.
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Carla Johnson
Speaker. Author. Storyteller.
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IT TURNS OUT

The best innovators all follow the same
process...even if they don't realize it.
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CARLA JOHNSON

Speaker. Author. CMO.
Carla@CarlaJohnson.co
+1 (720) 219-3062




