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Clearly communicating Tiny Prints as a premium brand.

Broadening perceptions beyond baby.

Differentiating the brand from key competitors as well as within 
the Shutterfly Inc. family of brands.

Building on current brand equity.

Using style to set the stage for business and promotional strategies.

S Y S T EM  UP DAT E OBJEC T I V ES



Clearly communicating Tiny Prints as a premium brand.

S Y S T EM  UP DAT E OBJEC T I V ES

1. Design

2. Products

3. Integrated Marketing

4. Site Look & Feel

5. PR

6. Service

7. Promotions



C O R E  P R O P O S I T I O N ,  S F LY  I N C :

Deepen personal connections with 
the people who matter most.

C O R E  P R O P O S I T I O N ,  T I N Y  P R I N T S :

Create a lasting impression with 
stylish cards and stationery for all 

of life’s occasions.



Stylish

Thoughtful

Joyful

Savvy

sophistication, exclusive, sought-after, curated, authentic, unexpected

details, anticipation, experts in everything etiquette

trendsetting, tips, DIY, wonder, impression

connoisseur, perfect design, effortless, delight

BRA ND AT T RI BUT ES
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Perfect & Polished

Celebratory & Playful

Expressive & Coordinated

Architectural & Considered

Aspirational & Conceptual

P HOT OGRA P HY  AT T RI BUT ES



S T Y LI S H P RODUC T S T Y LI S H LI FE











Spring 
has Sprung
OUR SPRING 2013 COLLECTION













Just 
his type.
Our new font-focused 

collection is here.
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We are your personal stationery stylist. 

We paint pictures with words, especially in headlines. 

We know we don’t have to shout to be heard and we don’t try 

to be everything to everybody. 

We know stationery in and out and want to get you excited about 

the latest and greatest. 

Inspirational

T HE T I NY  P RI NT S  V OI C E

Trend-Forward

Classy

Smart



Shower Mom-to-Be 
in Style

La Vie en Rose 

Peek behind the scenes of a 
Parisian Chic Baby Shower

Bright Colors + Fun Fonts
= One Fab Trend

Black Helvetica Neue, Pink 
Perfumery Script, Red Amelie 

What’s your type?

New Designs Are 
in Bloom

Poppy Dream, Sailor Stripe, Plaid Love

It’s Spring and we’ve got a 
serious crush on pattern.

W HAT  W E S AY  NOW W HAT  W E W I LL BE S AY I NG



Headlines will reflect a premium product selection by expressing
‘

Body copy will be direct, helpful and reflect our brand pillars of

Copy will be direct and clear without losing our

a style point of view

Stylish, Thoughtful, Joyful & Savvy

brand personality
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The Tiny Prints logo will be comprised of a distinctive corporate 

color, paired with neutral hues to make up the primary color palette. 

Taking a cue from other fashion-forward premium brands, the logo 

color will be expressive and flexible, empowering us to reflect the 

spirit of each season and/or style story we’re spotlighting.

C OLOR T HEORY



Summary
C OLOR T HEORY

F O U N D AT I O N / C O R P O R AT E

USED W HEN COLORS DO NOT CONFLICT W ITH PRODUCT STORY

F O U N D AT I O N / P R I M A R Y

USED W HEN MARKETING ECLECTIC USE OF PRODUCT/ COLORS/ STORIES

S T O R Y

SUPPORTS STY LE/ SEASONAL STORY   -  S E A S O N A L  G U I D A N C E  C O O R D I N AT E D  W I T H  M E R C H / M A R K E T I N G / B I Z  S T R AT E G Y



Style Stories

Voice  &  Tone

Color

Typography

T HE KI T

Expression Elements

Iconography



Century Schoolbook

Headline Style
Trade Gothic

No.

Seasonal

5Lorem Ipsum is simply dummy text of the 

printing and typesetting industry. Lorem 

Ipsum has been the industry's standard 

dummy text ever since the 1500s, when 

an unknown printer took a galley of type 

and scrambled it to make a type 

specimen book. 

SHOP NOW



ALL  THANK YOU CARDS

glitter

glitter

Before the commencement gets 

underway, announce their 

achievement with gorgeous stationery. 

glitter

Holiday 

2013 

is all 

about 

gold 

& 

glitter.
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H O W  I T  W O R K S





Here	
  are	
  the	
  emails	
  I	
  think	
  it	
  would	
  be	
  best	
  to	
  try	
  and	
  explore	
  (similar	
  to	
  the	
  holiday	
  list):
	
  

-­‐          Trends	
  email	
  featuring	
  mul>ple	
  trends	
  and	
  product	
  categories.	
  (recent	
  example	
  aAached	
  for	
  paAern	
  trends)
-­‐          Promo	
  email	
  –	
  no	
  products	
  in	
  hero,	
  product	
  module	
  below	
  hero,	
  most	
  likely	
  with	
  some	
  sort	
  of	
  email	
  exclusive	
  nature	
  to	
  the	
  offer	
  (recent	
  example	
  aAached	
  of	
  

$20	
  Offer)
-­‐          Editorial	
  Email	
  –	
  inspira>on	
  +	
  product	
  +	
  content	
  (recent	
  example	
  aAached	
  for	
  party	
  inspira>on	
  boards)
-­‐          Product	
  Based	
  email	
  –	
  “New”	
  theme	
  or	
  seasonal	
  theme	
  (recent	
  examples	
  provided	
  –	
  New	
  and	
  Par>es	
  for	
  All)

	
  
As	
  a	
  reminder,	
  here	
  are	
  the	
  email	
  best	
  prac>ces	
  that	
  have	
  found	
  key	
  to	
  driving	
  growth:

-­‐          Broad	
  style	
  and	
  category	
  representa>on	
  wrapped	
  into	
  easy	
  to	
  understand	
  themes	
  (	
  e.g.	
  get	
  organized	
  featuring	
  notebooks,	
  AL,	
  planners,	
  TY	
  cards,	
  etc)
-­‐          Clear	
  and	
  concise	
  headlines
-­‐          Easy	
  scanability
-­‐          Prominent	
  CTAs	
  that	
  are	
  very	
  clear
-­‐          Good	
  product	
  impact	
  (not	
  compe>ng	
  with	
  background	
  paAerns,	
  propping	
  or	
  designs)
-­‐          Directly	
  addressing	
  segments	
  	
  in	
  copy	
  and	
  visuals	
  (e.g.	
  For	
  the	
  lapsed	
  –	
  we	
  miss	
  you,	
  for	
  new	
  baby	
  –	
  baby	
  photos	
  and	
  talking	
  to	
  mom)
-­‐          Promo	
  SMB	
  in	
  all	
  emails	
  –	
  we	
  have	
  seen	
  this	
  helps	
  quite	
  a	
  bit	
  and	
  plan	
  to	
  con>nue	
  to	
  use	
  the	
  SMB	
  in	
  all	
  emails	
  to	
  promote	
  whatever	
  promos	
  are	
  going	
  on	
  site.
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C R M  -   PROMO WITH NO PRODUCT
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