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Market Overview

The tourism and hospitality sectors in North India saw a strong rebound after the 
second wave of COVID-19 in 2021 compared to 2020 [CII-JLL Report 2022]. This 
growth was driven by a surge in domestic leisure travel.

The Indian hospitality industry, which includes North India, is expected to reach 
$31.01 billion by 2029, reflecting a moderate growth rate [Mordor Intelligence].

Underserved Market: There’s significant potential for hotel expansion in currently 
under-served areas of North India [Economic Times].
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Key Competitors

Wildflower Hall, Oberoi Group

 



Visual Audit
Brands already in existence, helps to see where they are and appreciate and highlight issues.
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Verbal Audit
Words and phrases a brand/ company/ organization uses, can act as a stepping stone to improve language.
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Behavorial  Audit
Interaction with consumers, how employees speak and talk and interact. Messages and signals they give off about the brand.
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Nestled in nature

Inclusion of indian 
aesthetic

Blend of Traditional 
and contemporary 
styles, and services

Minimalist Approach

Professional, 
Sophisticated tone 

Competitor  Audit
Visual, verbal and behavioural - across all key competitions.



Luxurious
Indigenous
Confident
Elegant

Peer  Audit
Kind of organization that company might aspire to/ benchmark often across multiple sectors.



Purpose

Mission

Vision

 To redefine luxury in Himachal Pradesh by offering immersive cultural experiences 
and a deep connection to the region’s heritage, all delivered with a focus on respon-
sible hospitality practices.

To curate unique and unforgettable experiences that go beyond comfortable stays, 
allowing our guests to discover the hidden gems, traditions, and local flavors of Him-
achal Pradesh.

To become the leading hospitality brand in Himachal Pradesh that celebrates the re-
gion’s cultural richness and environmental beauty, making luxury accessible to all.



What problem is there to fix? 1. Hotels relying solely on their historical background 
without a unique brand story or experience

2. Missed opportunities to weave the local narrative and 
history into the guest experience, making it feel generic

3. Overemphasis on historical facts without evoking 
emotions or a sense of place can leave the brand 
unmemorable

Why does it matter? 1. Unified Identity

2. Diversification

3. Sustainable Practices

What are we doing about it? 1. Integrating Cultural Immersion

2. Bringing a modern twist to cultural identity

What we want others to do? 1. Bring an Indian approach



Values

Excellence

Authenticity

Supporting Community

Delivering the highest standards in all aspects.

Offering genuine experiences that reflect the culture, heritage and essence of the hotel’s 
location.

Engaging with and giving back to local community, often through partnership, initiatives 
or programmes that promote local culture, artisans and traditions.



Brand Strategy

Who are we here for?

What we do?

What makes us different?

Tone of Voice

People of higher middle-class groups and above, of all cultures, races, genders, 
nationalities, communities 

We are here to preserve historical legacy, provide immersive cultural experiences, 
and deliver exceptional service that embodies the essence of Indian hospitality.

We offer a unique blend of cultural immersion, and unparalleled service, catering 
to discerning travelers seeking an authentic and enriching experience.

Clear, Warm, Cultural Connection



Brand Personality

The Caregiver

The Magician

The Explorer

COMPASSIONATE, NURTURING, AND DEDICATED

Rooted in a deep desire to serve others with the highest 
level of generosity, this archetype goes out of their own 
way for the greater good. The caregiver exhibits parental 
tendencies and takes great strides to make sure that 
people are taken care of in the best way possible. 

INTUITIVE, INSIGHTFUL, AND INSPIRING

The goal of this type is to help people transform their world, 
improving one’s life and making things exciting. They show 
their audience the ability to rise above the typical crowd. 
This creates a confidence in the brand, creating attention 
and curiosity from customers. These brands tend to 
promote wonder, a promise for change, and transformation 
through their product or service.

INDEPENDENT, AUTHENTIC, AND CURIOUS

The Explorer archetype’s goal: to live an inspiring and 
fulfilling life. The Explorer is authentic, curious, and 
independent. 

In the cradle of the Himalayas, 
discover your sense of wonder, 
embraced by the magic of our 

hospitality



Nomenclature

Shringa Riyasat

Himtal

Himalayan Hymns

HimTales Rijhan

Rajasi

Himaansh

Viran

1. state of richness 
or wealthiness
2. princely state



Takri

Inspiration
Board



Colour Palette Explorations



Final Colour Palette



Inspirations

Prideful
Indigenous

Elegant

Spirit of Himalays

Graceful

Culturally SIgnificant



Graphical Represntation



Abstractions



Finalised Form



Iteration Phase 1



Iteration Phase 2



Finalised Logomark



Logo Typography Explorations



Typography Iterations



Iteration 1 Wordmark



Iteration Phase 2



Final Wordmark



Logo Grid Explorations



Iteration Logo



Logo in colour



Final Logomark



Typography Iterations



Logo Grid Explorations



Iteration Logo



Logo in colour



Final Logomark



Final Logomark



Typography

Primary Typeface

Cormorant Garamond

Secondary Typeface

Filson Pro

Accent Typeface

Cormorant Garamond Italic



Collateral Expolrations
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