Brand architecture. Design guidelines.

Slow Trips.

Billboards or adverlising examples

EXPERIENCE THE ORIGINAL.

EXPERIENCE
PEOPLE AND CULTURE.

TO TREAT YOURSELF AND YOUR EVERDAY LIFE TO A REST.

EXPERIENCE
PEOPLE AND CULTURE.

TAKE PART IN THE UNVARNISHED DAILY ROUTINE.

EXPERIENCE
PEOPLE AND CULTURE.
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Visual language.
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What's my motive!

[ understood the briefing, okay! But what exactly am | supposed to shoot? In the face of the myriads of
images, you can seriously ask yourself the question: where should | stop taking pictures? The attempt
of an answer: everything, which remains after critical consideration of motives. We love stories; and
pictures are an effective means of telling stories. The more believable, the more real these stories seem
to us, the more effective. So, photographers make use of the “primal power” of photography: capturing
reality in front of the camera. To put it more precisely: the unstaged, living reality in front of the camera.
Yes, we dare again: away from staged advertising subjects, away from clichéd travel catalogue photos,
towards the art of observation. In order to select what we have seen and what we want to be interpreted
photographically.

Reality is not enough, magic s not enough

What Hermann Hesse meant for words, we may also use for our pictures. This is not about sober imaging
or about documentary photography as objective as possible — if ever there was one. And certainly not
about simply “photographing” facts.

Stock photos are for archives

...and that’s where they can stay. Because they are for a big international picture market and ztherefore
with little local colouring, without corners and edges. After all, it is exactly these pictures as many
graphic designers, editors, advertisers as possible around the globe. The motifs are just as arbitrary
and interchangeable. On the other hand, we need “author photography” with consciously personal
points of view. Every photographer has his or her own point of view. And that’s a good thing. Who would
like visual uniformity?

Thoughts on the great subject of light

Many aspects are relevantin a reportage interest in the subject. After all, you can only photograph what
you know, watching exactly, anticipating the right moment, so that time, place and action condense into
one picture. Technology should only be a means to an end. The camera is like a plane or a brush. And the
flash? We can safely lash it in our pockets. Because usually there is no time for artificial lighting anyway.
After all, we are looking for the special atmosphere, the atmosphere on site with its existing light; the
available light. Photographers know: in photography, light is (almost) everything. Therefore the type and
very specific properties of a light source can have an enormous effect. Whether flat incident light with
long shadows, diffuse light in cloudy skies, hard light at noon, or twilight at the “blue hour”, Whether the
lightis your planned image statement you must decide in that moment and on the spot. Itis as it is, but
you can still change a lot: for example, by changing your point of view, your perspective, the place or the
time, even if it is only one step to the left and one second later.
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Portrait or long shot?
Portraits are good, but people tell a lot by showing their living
environment. The more unknown and unusual, the better.

Smile, please?

Apart from your photographing media-staged society events
or working as a children’s animator in a hotel, consider this:
as a photographer we are BEHIND the camera for Slow Trips
to show what happened in front of us. Our work is entirely
devoted to the art of observation.

And action?

Movement is good and usually goes before standstill. Action
in the picture doesn’t only challenge the protagonists, but
also the photographer.



Observed or staged?

To put the above into perspective: better well staged than
badly observed. This is especially true if the staging is clearly
visible, because it may contain a deliberate contradiction.
In most cases viewers can judge this very well. Ultimately,
what counts is the context in which a picture is used. This can
strongly change the photographer’s statement.

Native or visitor?

The “untouched reality” likes to shine in advertising. Apart from
that, what does that mean? Everyone is a guest today — and
vice versa. We may and should show that. Because immersing
oneself in foreign worlds is part of human nature. Curiosity is
the driving force behind human development.

Summary of visual tonality.

Dos

Natural light

Real emotions

Flat warm light, if possible, at the golden hour
Aperture as open as possible

Photos with negative space that leave room for texts
and logos,

It may be cloudy or even bad weather.
® Please use our Lightroom Lut.

Brand architecture. Design guidelines.

Slow Trips.

DonTs

If a photo looks like a traditional advertising photo, please
do not use it.

If a photo is dripping with kitsch, please do not use it.

If a photo looks “posed” and staged, please do not use it.
If a photo shows an artificial situation, please do not use it.
If a photo noticeably used flash, please do not use it.

No too wide angle (fisheye] images

No overworked colours, sepia tint.

Please do not make the models look unnatural.
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The brand essence.

SLOW
TRIPS.




The development of tourist offers
along successful brands creates
experience products that generate
a natural demand and can be suc-
cessfully placed on the market even
with low marketing budgets. This is
achieved through the combination of
three partial services with so-called
lighthouse products, i.e. the signs
of tourist communication. Tourism
organisations like to put them in the
“shop window” of tourism promotion
because they represent the entire
range of tourism services in the
tourism region. You combine the
touristic core services or what the
guest buys, supplement them with
paid or unpaid services and finally
enrich these partial services with
identity-giving ambience services.

Experience Slow Trips. Slow Trips.
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Introduction to the development of tourism offers

Whatis our core product?

The core product is the core service of the offer. It is what visitors “buy”.
Slow travel motifs are prioritised slightly differently from
mass tourism motifs. Sustainability is often the trigger for
the travel decision and the decisive factor for “booking”. We
have identified seven slow factors for the regions that could
be the core tourist services in the future — i.e. those travel
offers or travel experiences for which visitors will be prepared
to pay the “price of the trip” in the future.

Our goal is to trigger tourist demand with seven product lines
for the Slow Trips regions by creating experiences based on
the following slow experience factors:

@ Local: sustainable, historic or typical local accommodations;
regional, (ultra) local taste culture, culinary arts, agricultural
production

@ Mobility: slow, mindful and creative travel on site: on foot
(hiking art, quiet hiking, barefoot hiking, cross-country
hiking, ...}, by pedal (rental of trekking e-Bike, fun bikes,
rickshaws, trolleys, bed & bike, guided tours by bike, s
riding along (free public transport, ride sharing bench,
vintage bus ...}, canoeing, ...

© Markets: trading with, village markets, regional shops
Experiences: active mindful movement (e.g. quiet walking),
passive — experiencing localhood

@ Culture: experience typical local customs and cultural
events (passive consumption),

@ typical local creativity (active workshops, training courses,
courses)

@ Handicrafts: local handicrafts, regional manufactory,
traditional working methods

@ Life culture: meet the locals — discover encounters & life
culture of and with locals

What s an additional service?

How do slow experiences in the regions create a perfect day?
Starting points for complementary services (unpaid) and
offers (paid services) are the contact points in the travel
phases. From inspiration to detailed planning and arrival, from
discovery and take-away to narration and finally returning,
a journey can be identified in three phases, each with six
contact points. At each of these contact points | can design,
communicate or offer slow experiences.

What is an ambience service?

How is a sLow atmosphere created in the regions?

Atmospheric components of a slow travel experience can be
subdivided into the following list of ambience services. Each
of these predominantly emotional and emotional ambience
services can be planned, designed and staged independently.

When developing a slow product, we always define the slow
core service first — what the guest should buy. Then we inspire
our potential visitors with the help of services that we add to
the core service. As a final step, we add ambience services
to create a slow atmosphere, scenery, emotion. Similar to a
checklist, we check the sketch of the partial services: we will
check the following components to create a slow ambience
and examine in which way this ambience can be created in
the Slow Trips regions.



Slow business.

Living everyday culture.

The aim of Slow Trips is not only tourism and consequently
the visitor. People are the central link, including the locals
of the regions. Those who make the places “human”. The
Slow Trips brand is intended to enhance their living space
and thus their quality of life. On the one hand, this can be
achieved by structural measures that make life easier for
the inhabitants, and on the other hand by the added value
that the visitors bring to town.

Slow business. Slow Trips.

The travel experience
is the value proposition

The Slow Trips brand has set itself one big goal. The experi-
ence, which the visitor explores, shall be a unique cultural
interaction which longs for a lifetime. The desired goal is that
the travel experience of visiting a place makes visitors richer
in memories. Encounters and ultimately even friends are the
value proposition that sets the Slow Trips brand apart from
the competition. These are the places where it is “human’”.

Experience People and Culwre.  ————— 50



o

o
=
=

2
=
%)




Slow Trips.
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Partners.

0

EXPERIENCE
PEOPLE AND CULTURE.

I LAG Nedre Daladlven

LAG Alytaus rajono

S LAG La Cittadella del Sapere

) LAG Start 2020}::2}
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Slow Trips is a LEADER transnational cooperation project on sociocultural tourism and
slow travel experiences. The project connects partners from Austria, Luxembourg,
Sweden, Germany, Italy and Lithuania. Together they develop communication and
marketing strategies to reach out to new types of tourists.

Slow Trips follows a non-standard definition of slow travel, since deviation from the
norm, in the case of tourism like any other, is a basic requirement of any innovative
process. An example is the “lost places* concept. Such small unknown places — in
atown or region — can be relics from different epochs of history. Especially popular
at present, among specific target groups, are architectural and material relics from
the Industrial Age. In addition to an overall portrayal of the respective regions on the
platform, various local options such as geocaching routes can be chosen. The project
combines economic added value with natural resources and cultural heritage. This
is realised through the project’s focus on innovation, for which the aim is to create
new experiences for tourists involving new suppliers and host groups, including
agricultural businesses, craft enterprises, cultural mediators and creative artists. In
addition, narratives are developed to encourage a more original and unconventional
portrayal of the regions.

The move towards participative tourism is pan-European. Therefore, the distinctions
and key values of this form of tourism can only be determined in a collective way. The
transnational cooperation project (TNC) approach is the best way to understand the
common challenge and the diverse and specific solutions that are found. Diversity
is a real added value, 10 Local Action Groups (LAG) from 6 EU countries are part of
the project:

1) AT, lead partner: ARGE CultTrips & Slow Travel, LAG Zeitkultur Oststeirisches Kernland
2] AT, project partner: Region u.we, LAG Urfahr West

3] LU, project partner: Atert-Wark et al., LAG Atert-Wark and LAG Létzebuerg West
4) IT, project partner: Province Perugia, LAG Valle Umbra e Sibillini

5] IT, project partner: Region Basilicata, LAG La Cittadella del Sapere

6) DE, project partner: Brandenburg, LAG Markische Seen

7] SE, project partner: Gastrikland, LAG Nedre Dalalven

8] LT, project partner: Alytus District, LAG Alytaus rajono

9] IT, project partner: Basilicata, LAG Start 2020

Partners.
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Finally...

Slow Trips visitors want to be guided in living the art of
wasting time, but they also want to be inspired. Only a
few will come to rest on command. As it is not easy to
discover the everyday culture of locals, language often
hinders the emergence of encounters. Taking everything
easy at once, usually does not work at the first Slow Trip.
Expecting changes in life for every visitor of Slow Trips,
would certainly be (at the beginning] a bit overambitious.

However, Slow Trips experiences have the potential to
broaden the horizons of travellers and to make the living
world of visitors more valuable. Despite or perhaps because
of the reduction, this new kind of experience emerges: the
memorable moments in historical places, the completely
different situation of expected experiences, the emotions
during a real participation in local cultural experiences, the
surprising contact with locals in unusual places, street cafés
or backyards. Visitors of Slow Trips gain more focus, clarity,
inspiration, creativity, motivation, happiness, and inner
wealth. Experience people and culture in Europe. We promise.

Wolfgang Berger Martin Schobert
LAG Zeitkultur Saint Elmo’s Tourismusmarketing
Regionalentwicklung Oststeiermark brand experience designer
Kaindorf bei Hartberg/Styria Vienna

December 2019
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Slow down and enjoy local life.

It is not just the picturesque scenery,
which you will not notice if you rush
past too fast, but also the feeling of
where you go and what you cannot only
experience but also learn.

Barbara Stumpf, LAG Zeitkultur
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