4 The product
4.1 The message of the product
4.1.1. Name a memorable experience in your lifetime that you did not pay for, and a memorable commercial experience that you did pay for. What made those experiences so memorable?
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4.1.2. 

For example, Hotel Furgler has developed services that support the holiday practices of families. Aurora Chalet, a hotel located in Luosto, Finland, has introduced a Northern Lights alarm system that notifies its customers when there is a great chance to see the Aurora Borealis. Eräsetti Wild North has cabins that offer recycling possibilities and where some of the energy is produced by solar panels: while all this makes some customers familiar with a sustainability mindset, it supports customers who have already adopted such a mindset in their way of life.

How does your product improve the life of your customers (work, holiday, hobby, sense of belonging)?


4.1.3. Which tourist practices does your product support?

4.1.4. What would you like your customer to get from your product (idea)? What kinds of feelings does your product wake? Does your customer learn something new after experiencing the product?


The answers to this question can support the implementation of the tool “From Service to Experience”.
4.1.5. What are the values and meanings that connect your business, you customers and your product?





































