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Project Brief



Project Brief

This project aims to create a herbal retreat experience that is
immersive, communal and wellness-focused.

Our brand will cater to individuals seeking mental well-being,
relaxation, and a break from the demands of modern life.

By combining eco-friendly and social innovation practices as well as
personalized wellness journeys, we will provide a unique sanctuary for
those looking to reconnect with nature and community.
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Brand Introduction




Brand Mission

Urbanization has led to escalating mental and physical health challenges,
leaving people increasingly stressed and disconnected from nature.

Studies reveal that herbal remedies and rural experiences significantly
enhance health and well-being.

Our brand seeks to bridge this gap by encouraging individuals to
reconnect with nature and fostering a self-care lifestyle that empowers
them to effectively manage the pressures of urban living.



Problem Statement




Core Problem: Helghtened Stress Level

According to Ipsos, 62% of people in 31 countries
reported that stress impacted their daily lives at
least once in the past year.

34% said it happened multiple times, and 31% said
they felt so stressed that they couldn't cope.

Stress Levels Drop, but Present Everywhere

Did you experience the following feelings during a lot of the day yesterday? How about stress?

% Yes

Get the data « Download image

GAl



Core Problem: Lonliness

With over one in five people globally often feeling
lonely (Gallup, 2023), amidst a social recession.
Fewer people experience loneliness than most of the
other negative emotions that the World Poll tracks
-- which include physical pain, worry, sadness,
stress and anger -- but if they do experience
loneliness, it makes all of the others worse.

Feelings of Loneliness Spanned the Globe in 2023

Did you experience the following feelings during a lot of the day yesterday?

How about loneliness?

% Yes

6

GALLUP



Core Problem: CONVENIENCE OVER HEALTH

Rising living costs and time shortage have led
consumers to prioritize convenience over nutrition,
risking long-term health. Globally, nearly 600 million
people will be chronically undernourished in 2030.




Key Business Driver



Market Sector Size: Nature Retreat

Research shows that green-based leisure
activities promote health and well- belng i g
and spending meaningful time in the 23 " |
countryside helps individuals build re ience,
work productively, and contribus :-“",f-.s;. by
communities. Alongside this, time-sl|
lifestyles make for an overwhelr
frazzled population. This trend is m‘mected
to grow by about 5.5% annually through
2027, especially in major cities that apﬂea
to leisure-focused consumers and 5
tourists.The two most popular rqésog -
travelling now are dlsconnectmg from T
routine and stresses of home, and cen

with new people, cultures and |dg
‘-ﬂ:‘
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https://www.mdpi.com/2071-1050/13/16/8712#B1-sustainability-13-08712

$111.1 BN

BY 2032

647

FIVE COUNTRIES / GLOBAL MARKET

12.5%

COMPOUND ANNUL GROWTH RATE



Market Sector Size: Herb Consumption

The trend toward herbal remedies is reflected in the
growing market for herbal supplements. In the United
States, annual sales of herbal dietary supplements
reached an estimated $12.551 billion in 2023, marking
a 4.4% increase from the previous year.

Globally, the herbal medicine market is projected to
grow from $233.08 billion in 2024 to $437 billion by
2032, exhibiting a compound annual growth rate
(CAGR) of 8.17%.

Global Herbal Medicine Market

Market Size Overview
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Market Sector Size: Plant Cultivation

Engaging in plant cultivation, such as gardening, has been
shown to enhance self-care perceptions and alleviate
stress. A meta-analysis revealed that gardening activities
significantly improve well-being, with an effect size 01; 0.55#
indicating a moderate positive impact.

Additionally, a survey conducted during the COVID-
pandemic found that individuals turned to gardenin
primarily to relieve stress and connect with others_f
highlighting its role in self-care and emotional well-being.

These findings suggest that plant cultivation can be an
effective strategy for stress relief and enhancing s'e'li
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$175 BN

BY 2030

707%

CONSUMERS REPORTED SUSTAINED
BENEFITS FROM PLANT INTERACTION

71.5%

COMPOUND ANNUL GROWTH RATE



Market Sector Size: Sensory Engagement

Engaging with herbs through smell, touch, and sight provide

powerful stress-relief benefits. Aromatherapy with essential
oils like lavender and chamomile can reduce stress le '1"%;.-1;
within minutes by influencing brain chemistry. For instant i v -
inhaling lavender essential oil has been shown to Iow. stre -'-* 1
quickly and promote relaxation. - § T ol Es

<4

Touching herbs or interacting with plants alsoﬁuces s':'

by creating a physical connection to nature. S t
touching plant leaves can calm the mind and Elcjly,
reduces stress-related brain activity. This tactile engz

fosters a sense of relaxation and self-care.

“ b
-l;'- DOW L

Visual exposure to herbs and greenery further enhan ' |
stress relief. Research confirms that viewing plants or i
landscapes lowers blood pressure and heart rate,'*- e
individuals feel calmer and more at ease. Combined, thest
sensory experiences make herbal interactions a holistic an
effective method to combat stress.

e

$3.7 BN

BY 2030

637

WELLNESS CONSUMERS USE HERBAL-
BASED PRODUCTS FOR STRESS
MANAGEMENT

10.8%

COMPOUND ANNUL GROWTH RATE



Market Sector Size: Nutrition Engagement

$23 BN

BY 2030

Certain herbs provide nutritional benefits that
combat stress. Adaptogens such as
ashwagandha and rhodiola help the body
manage stress by regulating cortisol levels.
Clinical trials have demonstrated that
ashwagandha supplementation can significantly
reduce stress and anxiety scores, with
participants reporting improved sleep and focus.

73%

WELLNESS CONSUMERS USE HERBAL-
BASED PRODUCTS FOR STRESS
MANAGEMENT

'

11.1%

COMPOUND ANNUL GROWTH RATE
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SWOT Analysis
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Blue Ocean Strategy Canvas

AMAN Sea Island 6 Motel @ Golden Door @ Under Canvas @ Disney resort fBlaCkberry @ Ojo Hotspring @ Four season
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advertising website booking check-in on-site problem architectural  loyalty program
process process service resolution design



onsumer Archetypes
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User Research
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ERRC

Eliminate

Traditional marketing approaches
that lack storytelling or
community engagement.

Generic offerings that do not
align with individual preferences
or brand values.

Lack of transparency about
sustainability practices and
community impact.

Rigid customer loyalty programs
that do not foster genuine
relationships.

Reduce

Over-reliance on print collateral
that doesn't resonate with the
target audience.

Over-standardization of
services that diminish the
unique and meaningful

experience.

Infrequent updates on
community involvement or
environmental initiatives.

Slow response times in
customer service that detract
from the overall experience.

Ralse

Digital presence with compelling
storytelling to highlight
iImmersive experiences.

Focus on innovative, self-
growth customizable services.

Active communication of our
social responsibility initiatives
and impacts on local economies.

Enhanced customer service
prioritizing guest satisfaction and
community building.

Create

Interactive digital marketing
campaigns (e.g., virtual tours,
social media challenges).

Unique experiences tailored to
guest preferences and wellness
goals.

Highlighting our commitment
to sustainable practices.

Comprehensive loyalty programs
that offer personalized rewards
and recognize guest preferences.



Research and Discovery



How might we help customers relieve everyday stress
through creative, personalized, and nurturing
experiences in a natural setting?



Solution Summary

A nature retreat that offers creative immersed experience with
affluent fulfillment, communal nurture, precise customization,
seamless support, and socially responsible value, disconnects the
customers from everyday stress and heals them by creating
meaningful emotional connection to nature.






Eden Brand Attributes



6 Attributes

Communal Nurture

Affluent Fulfillment

Creative Immersion

Social Responsibility

Seamless Support

Tailored Journey

Creative Immersion
Provide a playful, sensory experience that helps guests fully engage with the moment.

Communal Nurture

Focus on making people feel less lonely by fostering a community where guests
experience a sense of belonging and companionship.

Affluent Fulfillment

Allow guests to achieve emotional reassurance through personified feedback.

Social Responsibility

Emphasize sustainability and support the local economy, ensuring responsible
practices that benefit the environment.

Tailored Journey

Offer customizable nutrition intakes that cater to guests' personalized needs,
ensuring each journey feels uniquely designed for them.

Seamless Support

Ensure that guests are guided throughout their entire experience, making sure every
aspect is smooth, comfortable, and enriching.
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Brand Attributes

https://youtu.be/-KkoMgMnm6s



https://youtu.be/-KkoMgMnm6s

Value Proposition



Value Proposition

A nature retreat that offers creative immersed experience with
affluent fulfillment, communal nurture, precise customization,
seamless support, and socially responsible value, disconnects the
customers from everyday stress and heals them by creating
meaningful emotional connection to nature.



Brand Positioning Statement



Positioning Statement

Target Customers Market Definition Brand Promise Reason to Believe

* For individuals or groups who « A creative, immersive « We promise to provide guests * In a world where technology

feel disconnected from nature
and community due to busy
urban lives.

Those seeking meaningful
experiences that foster
creativity, well-being, and a
sense of belonging.

wellness retreat combining
sustainable practices, semi-
automated farming, and
tailored adventure
experiences.

« Our brand offers a
personalized, eco-conscious
escape for those looking to
reconnect with nature and
community.

with immersive, playful
experiences that nourish both
mind and body, while
fostering community and
sustainability. Our guided,
customized journeys allow
you to reconnect with nature
and feel rejuvenated and
fulfilled.

dominates and stress levels
are high, our farm retreat
offers a much-needed escape
INnto nature.

With innovative, creative
iImmersion, and sustainable
practices, we help guests
disconnect from the noise,
reconnect with themselves and
others, and experience true
mental and emotional
fulfillment.



Brand Positioning
10+ Years Road Map




Positioning Matrix

Competitors

Blackberry
Calamigo’s Retreat
Twin House
Wildflower
Sonblanc house

Octant

Consumer Archetype

Early Adopter
@ Social Adventurer
PlayActive Kids

Early Majority

Rural Curator
‘ Adventure enthusiasts

Late Majority

Eco Explorer
Remote Millennials

Commercial Exploitation

Unsustainable & exclusive

Communal Nurture

Community nurture the love of hobby together

Long
2035-2040

Short

2024-2029

Mid
2030-2035

N
7

Isolated Activity
solo activities

LA

Social Responsibility
Sustainable/inclusive



Positioning Matrix

Creative Immersion

. Playful immersive experience
Competitors / A -

Blackberry

Calamigo’s Retreat Short
Twin House 2024=2029

Wildflower

Sonblanc house

> Affluent Fulfillment

Octant
204‘30-2035 Long
2035-2040
Superficial Leisure
Non generative/creative
activity like watching movie
Consumer Archetype
Early Adopter
@ Social Adventurer
PlayActive Kids
Early Majority
Rural Curator
@ Adventure enthusiasts
Late Majority Passive Relaxation

Eco Explorer Quiet, serene relaxation experience

Remote Millennials

Help guest achieve a goal
Or master an activity easily



Positioning Matrix

Competitors

Blackberry
Calamigo’s Retreat
Twin House
Wildflower
Sonblanc house

Octant

Consumer Archetype

Early Adopter
@ Social Adventurer

PlayActive Kids
Early Majority

Rural Curator
‘ Adventure enthusiasts

Late Majority

Eco Explorer
Remote Millennials

Self-Guided Exploration
Freedom of exploration

Mid

2030-2035

Tailored Journeys

a lot of gersonalized choices

\

Short
024-2029

— L7

\ 4

Standardized Itineraries
Designated activities

Qs&s—zozto

Seamless Support
Provide comprenhensive
guidance, comfort,
INtuitive experience



Road Map

Short Term (2025): Mid Term (2030): Long Term (2035):

Creating Personalized Wellness Experiences Launch the first retreat, Strengthening Local Communities & Expanding Offerings Expand Building a Sustainable Brand Network Grow into a well-established
focusing on offering personalized, eco-friendly, and creative by opening a second location while supporting local communities brand with a handful of boutique retreat, each known for sustainable
communal experiences that help guests disconnect from technology with sustainable farming and eco-tourism initiatives. Enhance guest practices and tailored wellness experiences. Focus on creating lasting
and reconnect with nature. Prioritize building strong customer offerings by introducing seasonal programs and retreats that involve guest loyalty and contributing to environmental sustainability by

local artisans and culture, fostering a deeper connection with the continuously improving eco-friendly initiatives and expanding

relationships through tailored wellness journeys and creative

activities. community involvement.

land and the community.

. r

Brand Strategy Lab 24FA Lucy, Christine, Leah 10 year plan



Sam
Let’s Meet... Sophie
Mike



SAM

Social Adventurer

Gender:
Age:

Education:

Occupation:

Location:
Status:

Income:

Personality:

Lifestyle:

Pain points:

Needs:

Female

26

Graduate's degree

Ameteur film maker/ Instagram influencers

Los Angeles, California

Single with Boyfriend

$50,000 /year

Outgoing, adventurous, spontaneous, curious

Digital nomads, traveling around between Europe and Los Angeles.
Spend a majority of time seeking inspiration for new videos. Love to
hangout with friend in outdoor activities. Always stay up late to edit
videos. Don't like to cook but love to eat healthy. Constant health

concerns forced her to look into wellness and treatment.

* lack of clipping material

« unstable daily routine leads to health concern

* healthy lifestyle

* video inspirations

Reviews / Mobile Strategy Product review — Month XX

Value:
Interests:

Opinions:

Creativity, playfullness, experience, novelty, well-being, sharing, togetherness

Photography, Fashion, home party, skin care, diet, yoga, travel

“Don’t worry, optimism will help you go through troubles, everything will be alright in the end.”

Concept 2

17



Sophie
Eco Explorer

Gender: Female
Age: 35
Education: Bachelor's degree

Occupation:  Writer / Freelance novelist

Location: Los Angeles, California
Status: Married with no children
Income: $60,000 /year

Personality:  Adventurous, reflective, caring, curious, quiet

Lifestyle: Working at home, early rising and early to bed, abundance in free time
in the afternoon, enjoy cooking nutrient, clean and healthy diet,
separate garbage for recycling, focus on mental and physical well-being,
favor minimalist aesthetics, value longevity and sustainability in items

Pain points: * lack of green to help her refresh and meditate

* loneliness

* unhealthy lifestyle

Needs: * quite space to spend alone time
Value: Sustainability, minimalism, well-being, self disciplined, experiences, authenticity
» tranquil meditation
Interests: Reading, hiking, cycling, yoga, meditation, Piano, travel
* more regular schedule
Opinions: “Spend time in nature to refresh mind after writing, go for a walk in the woods to

* more inspiration
contemplate the plot,.”

* herbal supplement targeting on health issue

Reviews / Mobile Strategy Product review — Month XX Concept 2



Mike

Rural Curator

Gender:
Age:

Education:

Occupation:

Location:
Status:

Income:

Personality:

Lifestyle:

Pain points:

Needs:

Male
40
Bachelor's degree
Japanese Teacher
Irvine, California
Married with one child
$50,000 /year
Curious, environmentally conscious, and socially responsible
Spend time in nature, seek out educational and experiential travel.
Centered around experiences that connect him with nature and cultural
immersion, such as farm-to-table dining and agritourism, which aligns
with his value of cultural preservation.
* lack of time spending with children
« worry about lacking of experience nurturing his kids grow to be a

comprehensive person

* more educational and collaborative activities with children

Reviews / Mobile Strategy Product review — Month XX

Value:
Interests:

Opinions:

Concept 2

Environmentalism, sustainability, cultural preservation, and health-conscious living

Local food, gardening, rural living, outdoor activities, cultural immersion, farm-to-table dining

“Agritourism offers a rare opportunity to reconnect with the land and nature, something missing

in our modern life.”

17



Customer Journey

https://youtu.be/2fh/ TAJehxE



https://youtu.be/2fh7TAJehxE
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Design Development



Conceptual Design
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Final Designs
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Summary



Eden wants to empower guests to reconnect with nature, embrace self-care, and find balance
through creative, communal, and personalized eco-conscious experiences.
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