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VALUE PROPOSITION CANVAS

GET ME LOST
What you do
FACTUAL SERVICE
- Independent travel agent for - Personal and seemless service
secret travel experiences (adults from start to finish (accessible,
only). contactable, helpful).
- Trips are customised after the - Large network, exclusive price
customers hobbies and interests. deal.

- High-end, personal and private
destinations (only 5* hotels or
private apartment/villa/yacht,
pool, chef, driver etc.).

b

destination.
of anything.

- Betaken cared of

Seamless all-inclusive service at the
- Worry-free. | do not need to think

- Freeup time to do something else.

CUSTOMER

Rational drivers
for choosing to
engage with you

Reasons not
to engage

with you
BARRIERS

Prices are too high

- llike and want the
control of knowing or
planning your holiday

- lamtravelling with
children

- lwant adifferent

product (ex resort/

cruise)

Enjoy not knowing
what is coming.
Alleviate busyness
or boredom -
distraction, laugh,
see, taste, live -
add colour/
sparkle to life.

Inhale goodness.

Your ideal

BENEFITS / VALUE . EXPERIENCE } . <
DESIRES
| want the customer to feel \
Stress-free, out of the Heard, Special and Listened to. Emoti |
The value box, surprise travel | want them to feel that | know MOtiona _ Wanttot _
. tion that brings the i i drivers for an’totya
you bring op g what they want, understand their How it feels ) new / exciting /
little extra of exclusivity needs and it will really be a ro e i choosu?g to surprising )
and luxury. ?ﬁl'?ayl to Ifc)r(:ktforwgrd totind contact with STEREE WYl concept.
e feeling that you do not know ,
N L our brand - -
and that it will be a surprise gives v \ ﬁivr\]/ggayhfgﬁsspen
an extra flavour of exclusivity. . Y
. i - Allowing myself to
No one else will have a holiday let go and be
like you. . surprised. -
You are special.
What the
ALTERNATIVES - They want to plan audience do PRIMARY AUDIENCE
themselves when they don’t - People all over the
- Pick acheaper or budget choose you world., but marketed
option towards Scandinavians
- Goonanallinclusive for now.
option (resort/cruise etc) - Trait: Comfortable with
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surprises and open-
minded.

audience. Age,
location, size
of wallet.

Adults (40-60 years old)
Men and women
Solo/friends/couples
(1-8 people)

(Mid-)high end product
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BRAND PERSONALITY

Working the room (networking)
Inquisitive (interested in getting to know people)
Interested

Questioning

Engaging

Talkative

Smily

Inviting

Open body language
Authentic

True

Softly confident

Smart casual

Colourful, but not garish




BRAND PERCEPTION
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WATCH
Wrist watch
Classy

Personal
Achievable

FURNITURE
Chaiselong
Gives space
Alone or together
Part of something bigger

PLACE
On aboat
It is what you make it
Sporty or romantic
Tranquil + active
Relaxing + exciting

TRANSPORT

Triumph motorcycle

Customisable
Get away
Romantic

TEXTURE
Soft fabric
Embracing
Comforting
Luxurious
Feels expensive,
but easy to wear

LIFESTYLE
Luxury picknick
Tranquil
Special
Unigque
Romantic

ANIMAL
Cheeta
Brave
Proud
Clever
Adaptable

BRAND
Airbnb
Solid
Trusting
Talked about
You know what you get

DRINK
Martini
Classy
Simple
Stylish

Fo any event




BRAND PERCEPTION
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BRAND PERCEPTION

Classy
Personal
Customisable
Romantic
Comfortable
Luxurious
Active
Exciting
Tranquil
Relaxing
Brave

Proud
Trusting
Stylish
Simple
Special
Unique
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BRAND PURPOSE THOUGHTS

Fighting against:

Boredom

Averageness

Grey, everyday life
Narrow-mindedness

Being afraid of trying new things

| believe the world would be a better place,
if people dared to say “yes” more.

| believe the world would be a better place,
if people were more accepting of differences.

| believe the world would be a better place, if
people dared to see and understand each other.

" | believe the world would be a better place, if
people were brave enough to embrace the

unknown.
\ | believe the world would be a better place, if

people dared to embrace what they don't know.
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RANDOM MINDSET THOUGHTS

Adventure exists in the unknown.

The unknown is a sea of possibilities.

Embrace the unknown and let life surprise you.
| have no idea where I'm going. And | love it!

't feels good to be lost in the right direction.

Fill your life with experiences, not things. Have
stories to tell, not stuff to show.

Travel for romance, travel for architecture, travel
to be lost.

Never [oose your sense of wonders.

't's when you travel to the unknown that you find
yvourself.
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BRAND PLATFORM

Key statement #1
Your mindset

Key statement #4
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The service

/Adventure exists in the unknown. All you have
to do is embrace it, wake up your sense of
wonder, and let life surprise you.

STRENGTHS

| create secret holidays that are perfect just for\
you, so you can sit back and enjoy the
excitement of the unknown.

/Motivator PERSONALITIES Pathfi nder\

Confident ATTITUDES Curious

e D

BRAND ESSENCE
Wonder

N Y,

Committed Passionate
\ /

KFriend

Connector /

| support you every step of the way, ensuring your

comfort and enjoyment from planning to take-off and

Kwhen you're back at home.

| have a large network of people who take pride in
proving you with exclusive luxury and comfort in every

single aspect of your hoIidayj

Key statement #2
The concept

Key statement #3
The experiences



BRAND ESSENCE
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Wonder

This is the feeling you should evoke in your
customers mind.

You awaken their sense of wonder.
You give them experiences that amaze and excite.

Your service Is based on admiration and respect for
people’s lives.

This means your brand experiences should reflect
the sense of wonder (see thoughts on page 13)



START WITHWHY IN YOUR CORE STORY

Why you do what you do
| help people embrace the
unknown to let life surprise them.

How you do it
Confident motivator

HOW Curious pathfinder
Passionate connector
Committed friend
WHAT What you do

Independent travel agent for secret
travel experiences.
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THOUGHTS

Brand feel

The brand should feel adult, exclusive, classy, romantic
and personal, and reflect the contrast of relaxation and
action.

The brand should wake people’s sense of wonder. To do
that it should ooze surprise and exploration. Consider
adding explorative / secret element to website to
inspire visitors and make them wonder at the
opportunities that lie in the unknown.

Colours
Add notes of warm grey and beige (associations to
beaches and mountains) for exclusive feel.

Use warm orange (association to sun) as highlighter
colour on headings and buttons to add splashes of
excitement.
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Copy

Use headings, larger intros and pull-out text to invite
the visitor into the website and make it easier to read at
different levels
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