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AMITY
Ami ty  i s  a  mob i l e  app l i ca t ion  des igned to  c rea te  an  
i n t ima te  expe r ience  fo r  t ea  en thus ias t s  who va lue  choos ing  
t he  ve r y  bes t  fo r  t hemse l ves  by  a l lowing t hem to  engage in  
an  i n t ima te  d ia logue  and immer se  t hemse l ves  i n  a  l uxu r ious  
cu l t u re  t h rough  a  d ig i ta l  p la t fo rm.

RENOWN

BY  TEALEAVES

AMITY
BY  TEALEAVES



TEALEAVES
Tealeaves is a Vancouver based brand that provides 
tea to both luxury companies and through their online 
store. They value the complexity and culture found in 
tea to create a narrative.



CRAFTSMANSHIP
Artists that take pride in their work and craft. 
Hand crafting every experience to be di�erent 
then the rest, just like with their custom 
blends.

DIVERSITY Mixing art, culture, and science from all corners 
of earth to create blends.

NARRATIVE Context carries alot of weight. It’s not about the 
end product, but its about the process and the 
story that drives the interaction and experience. 

IDENTITY The master blenders tell their story through the teas 
they make, and the customers tell their story through 
drinking them.

ASSOCIATION
Creating brand association with other luxury 
brands in order to increase the credibility and 
demographic of Tealeaves.

ADAPTIVE
LUXURY

Creating a luxurious experience that can be 
repeated everyday without sacri�cing the novelty 
or splendor.

AUTHENTICITY Creating brand association with other luxury 
brands in order to increase the credibility and 
demographic of Tealeaves.

TEALEAVES



Currently, Tealeaves primarily caters to other businesses, and 
as a result there is little access to Tealeaves products outside of  
the hotels or cafes.

Tealeaves is looking to attract more consumer clients, but 
there is little social media or digital information regarding the 
company. 

For many tea drinkers, purchasing tea online seems offputting 
or intimidating as they would rather shop from retail stores.

MAKE TEALEAVES PRODUCTS ACCESSIBLE.

BUILD BRAND PRESENCE IN THE DIGITAL REALM.

GENERATE A PURPOSE FOR PURCHASING TEA ONLINE.

OBJECTIVES



AFFLUENT WEALTHY
NEW AGE RICH

HEALTH & WELLNESS
HIPSTERS/AMATEUR CHEFS } People who choose the best for 

themselves. They believe that treating 
themselves well is a matter of  
meaningful details and brand 
transparency with no compromise.

DEMOGRAPHIC



Cultivating Identity through Intimate Dialogue

Between business and consumer

Opening

Encouraging emotional expression



"What was the happiest moment of your life?"

HUMANS OF NEW YORK

"Seeing my mother and grandmother cry when I graduated from college."



Harry ’ s  Razors
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THE CORE EXPERIENCE

 or see others

share
your 
story.

for us, home is in a 
cup of  tea. what is 

home for you?

other stories

Whenever  I  was  with my dog Calv in,  I  
fe l t  at  home.  We would go out  every 
mor ning for  a  long walk .  Explor ing the 
f ie lds  of  North Hampshire.  My 
backyard was  the creeks  and meadows.

VINCENT W.

me

Thank you again for  shar ing your s tory with us.  We are cont inual ly  

inspired by the diver se  l i fes ty les  of  our  ICONS.

We bel ieve that  explorat ion i s  the g reates t  o f  l i fe ’s  thr i l l s.  As  a  company

we constant ly  s tr ive  to  explore every poss ib i l i ty  in  order  to  provide you 

with the highest  qual i ty  of  tea.  In the spir i t  o f  explorat ion we have 

se lected some unique blends  that  we fee l  you wi l l  enjoy.  As  an extra 

thank you for  shar ing your s tory we have a l so  g iven you access  to  an 

custom branding on any onl ine purchase you make  (Restr ic t ions  Apply )  

that  i s  only  avai lable  to  community  ICONS l ike  you.  We hope you enjoy

 and wi l l  share more s tor ies  wi th us  in  the future.    

dear Mike,

other stories

ORGANIC
PEAR TREE

GREEN

CHERRY
BLOSSOM

Delicate  with 
the whisper  of  a  
pear  f in i sh ”

Japanese sencha 
g reen tea l ight ly  
infused with sweet
candied cherry 

““ ”

Consumers are posed with a 
personal, emotion eliciting 
question that they can share 
with Tealeaves.

They are invited to see 
other posts as well as view 
their own answers.

Tealeaves responds with a 
personalized message that tells 
their story and recommends 
custom engraving and blends



Pre-ServiceTouchpoints

Print

Encounter tea tag in 
hotel or cafe

Install the mobile app and
submit their stories

Receive online purchase
package 

Enter the Tealeaves store
through recommended
blends and complete
purchase

Receive response and
recommended blends 
from Tealeaves

Suggest app to social 
contacts through
share function

Noti�ed that Tealeaves
has responded, invited 
back to the mobile app

Mobile

Internet

Earned Media

Service Post-Service

Implementing Amity In order to maximize the success of Amity, we have supplemented 
our core application platform with physical touchpoints in both the 
pre-service and post-service sections of the customer journey. 



By ordering online, tea tins 
become personalized to the 
client’s story. This turns 
the product into a more 
intimate experience (as 
well as a collector’s item) 
and creates an incentive 
for consumers to make a 
purchase online. 

ECOSYSTEM



The tea letter is a 
personalized package 
delivered after an order is in 
place to create a 
pesronalized post-purchase 
experience. 

The tea tag acts as an 
invitation for consumers 
during the awareness 
phase of  their customer 
journey.



Customer Journey Framework

Awareness Consideration Ongoing Use PurchaseFirst Use

Discover
Application

Download
Application

Share
Story

Tealeaves
Response

Purchase Custom 
Branded Tea

Become aware of the
application through tea
tag or website touchpoints.

Discover custom branding
incentive and decide to 
install the application

Share personal story
and/or image to the
application.

Purchase custom branded
tea product. Leading to post
service touchpoints.

Receive response from Tealeaves 
brings them back into the 
application.Experience other 
submitted stories through the 
application.



this is WHY IT MATTERS.

EDUCATION ENLIGHTENMENT

AMITY MAKES TEALEAVES PRODUCTS ACCESSBLE.

AMITY BUILDS BRAND PRESENCE IN THE DIGITAL REALM.

AMITY GENERATES A PURPOSE FOR PURCHASING TEA ONLINE.

Consumers can learn about 
both Tealeaves and their 
products.

Consumers can learn about 
themselves and others, allowing 
them to see the bigger picture.

ENCHANTMENT
Reading other intimite 
stories and feeling a 
connection with Tealeaves 
keeps consumers returning.



CITATIONS

http://www.getaddictedto.com/the-engraved-winston-set/

http://stuffkit.com/wp-content/uploads/2011/08/Guitar-HD-Wallpaper-5.jpg

http://fc02.deviantart.net/fs71/f/2014/071/e/9/elsa_by_kirayoshida-d79xqxq.jpg

http://fc03.deviantart.net/fs70/i/2014/071/a/e/lost_by_geoffery10-d79wxp9.png

http://fc00.deviantart.net/fs70/i/2014/071/f/f/love_by_varjoaine-d79w1mc.png

http://image.rvmagonline.com/f/features/1402-highway-tales-

road-manners/62585119/Highway-Tales-Man-with-dog.jpg

http://www.humansofnewyork.com/post/59587309449/what-was-the-

happiest-moment-of-your-life

http://www.nutram.com/uploads/image/Herb-Pack.jpg

http://www.timeoutinfo.com/products/120.jpg

https://www.harrys.com/

http://tealeaves.com/

Experience Design, A Framework for Integrating Brand, Experience, and Value. Patrick 

Newbery, Kevin Farnham

This is Service Design Thinking. Marc Stickdorn, Jakob Schneider


