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Abstract 

The purpose of this study was to identify and organize a plan to market an Airbnb 

vacation rental property in the Caribbean by a single female parent in her 30’s. The study 

includes research on Universal Design Uses for Marketing in Tourism or Travel, Digital 

Marketing/Social Media Marketing (including for travel sites) and Small business and branding 

development. 

The design of the study includes a proposal, methodology for the design and the 

production of digital artifacts including branding development with personal website and social 

media sites. This capstone project was developed and implemented using graphic design 

concepts, digital photography’s composition techniques, user experience considerations, 

evaluation of select technologies and select Universal Principles of Design.  

Throughout the research and design process, similar social media accounts and websites 

were reviewed to identify likeability, professionalism and conclusions were drawn for why some 

sites were liked or followed more than others. While viewing sites, session duration, or length of 

time spent, was also taken into consideration. The successful concepts on these sites were also 

taken into consideration or applied in the production of web-based marketing materials and 

platforms to support marketing the rental property in the Caribbean for this capstone. Branding 

was a major component of successful marketing for all sites. 

In summary, leveraging many SUNY Polytechnic Information Design and Technology 

course concepts from Digital Photography, User Experience, Graphic Design and Evaluating 

Information Technology a new brand was formed: Be Happy, Se Feliz. Branding was designed 

utilizing elements from graphic design and digital photography, from development of vision and 
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mission statements, audience focus, logo design, typography selection, color palette selection 

and site development. Several concepts from “Universal Principles of Design” (Lidwell et al., 

2010) were reviewed and utilized in the design for projecting the users into an idealistic vacation 

environment. This was the primary focus of the marketing techniques utilized. Final selection of 

the tools and platforms used were conducted by utilizing techniques from Evaluating Information 

Technology.  

Project: www.behappysefeliz.com 
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Design and Implement a Small Business with Digital Marketing 

For the Information Design and Technology Master Capstone class I constructed an 

artifact-based project for addressing becoming a short-term rental land lady with marketing my 

new property online via a travel blog and other social media connections.  This capstone project 

has been both a challenge and a joy to design and create. I’ve been able to apply my Information 

Design and Technology lessons that I learned from the curriculum in almost every corner of the 

project. I’ve also been able to expand beyond the curriculum in some places, such as securing a 

domain that matches and supports my developed brand.  

I established a digital footprint that facilitates aiding a customer in believing my place is 

their next vacation spot. I can use these tools to encourage them to feel like they can live the 

dream as well, even if it’s just a long weekend’s stay. This project has allowed me to grow and 

showcase my skills acquired during my academic career and kickstart my small business, “Be 

Happy, Se Feliz.” 

I chose “Be Happy, Se Feliz” because it is the foundation of why I set out to have my 

own place in Puerto Rico. I find that me and my daughter are very fulfilled and happy when we 

travel there, learning about our culture and where my parents, grandparents and generations 

before came from. We love it so much that we travel there several times a year. For me it makes 

sense to have a place there that we can call a second home. Now, taking this property and 

offering short term rentals while we are not there gives me an opportunity to share that happiness 

with others and create a lifelong income source for my family. 

Throughout the project I ensured that I took into consideration the Universal Principles of 

Design that relate to my digital development. I reviewed other blogs/sites to emulate pulling 
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areas of success from their sites. I leveraged many IDT courses I’ve taken from Graphic Design, 

User Experience, Digital Photography, Evaluating Technology and Universal Principles of 

Design. 

The process included a proposal, methodology for the design and the outcome of digital 

artifacts, or my brand development with personal website and social media sites. This process 

required me to overcome the obstacle of becoming organized with a plan and then approaching it 

in an organized manner.  

Literature Review 

In support of development of the capstone project, I reviewed scholarly articles related to 

three main areas of focus: Universal Design Uses for Marketing in Tourism or Travel, Digital 

Marketing/Social media marketing (including for travel sites), Small business and branding 

development. I focused the literature review on these items since there are several components 

that aid in the process for my capstone, such as, design, branding components and digital 

marketing. 

Universal Design Uses for Marketing in Tourism or Travel 

The concept of universal design for marketing in tourism or travel generally focuses on 

identifying the target audience and ensuring that you are thinking of the masses equally. “The 

universal access and design concept imply that the industry has to create convenient travel and 

accommodation facilities and services for persons with disabilities” (Howard & Ulferts, 2017). 

Howard and Ulfert were very enlightening and pushed me on thoughts about the 

accommodations of my building and more specifically my apartment layout and design. In 

determining my marketing strategy, I wanted to be very honest about the accommodations. I 
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learned what are regulations around acceptable features for those with disabilities that can range 

from sight, wheelchairs and beyond. This includes the surrounding activities outside of the 

residence, such as transportation options, venues for shopping and eating including any 

associated costs. “According to the United Nations (UN) (n.d.), the global population of persons 

with disabilities is more than one billion” and the “tourism industry fails to tap into this 

potentially massive market because of inaccessible facilities and services” (Howard & Ulferts, 

2017).  

There are several principles noted by Howard and Ulfert that focus on design around 

equality and diversity. The principles are listed below with questions posed to help expand the 

thought process I went through in this capstone.   

x Equitable use – Does your facility meet the needs of all people, including those with 

disabilities? 

x Flexibility in use – Did you consider structural design, and does it accommodate the 

preferences and abilities of the masses? 

x Uncomplicated and intuitive use – Does what you have to offer “discriminate against 

tourists based on their experience, knowledge or language proficiency” (Howard & 

Ulferts, 2017)? What can you do to improve or change if so? 

x Perceptible information – Is the relevant information you are providing communication 

“irrespective of the travelers’ sensory abilities” (Howard & Ulferts, 2017)? What can you 

do to improve or change if not? 

x Tolerance for errors –This is regarding safety within the facility. Are there clear 

walkways and no obstacles? 
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x Low physical effort – Can you use elevators instead of stairs? Especially important for 

those that cannot do stairs, or many stairs for higher floor levels. 

x Size and space approach and use - “a person’s size or body posture should not be a 

limiting factor while providing travelers and tourists with the components such as seats 

and beds” (Howard & Ulferts, 2017). 

In addition to these concepts of design around the physical human, I read about universal 

design around the mental space of the human. This subject is one that I am fond of in the 

Universal Principles of Design print. I selected several principles to focus on for the parts of the 

project that touch the mental space of my target audience.  

“The 80/20 rule asserts that approximately 80 percent of the effects generated by a large 

system are caused by 20 percent of the variables in that system” (Lidwell et al., 2010, p. 14). I 

believe this translates to 80 percent of my generated small business will come from 20 percent of 

my digital footprint. This helped me consider where my digital footprints will be. Not all users 

are solely users of Instagram, as an example. I considered multiple sources of entry for my target 

audience’s lives. When starting the digital marketing footprint due to limited resources, which 

for me is mainly a time resource issue, I focused on basics and not optimization. I kept my feet 

grounded and started with a solid foundation and then slowly expanded from there. This allowed 

me to put my focus on the hierarchy of needs, another design concept from this literature. I found 

it best to design a mental map of where I wanted to take the digital footprint and it kept me in 

line with the plan and my timelines.  

 “In order for a design to be successful, it must meet the people’s basic needs before it 

can attempt to satisfy higher level needs” (Lidwell et al., 2010, p. 124). Very similar to the article 

from Howard and Ulferts principles, the Universal Principles of Design state the hierarchy of 
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needs start at functionality, reliability, usability, proficiency and end with creativity. I started 

with functionality from Maslow’s Hierarchy of Needs in the design of my artifact. I developed a 

base foundation for a web presence and continued to build from there. Reliability is the second 

need in the pyramid. This is the requirement to establish a stable and consistent performance. I 

look at this in two ways: technology stability, choosing a host web presence that has consistent 

up time (versus intermittent stability of the technology.) As an example, do you host your own 

web servers, or do you partner with a website hosting company to ensure better stability? 

Alternatively, the other way I look at this need is regarding consistent flow of data to your target 

audience. Do you post daily, weekly, monthly? What is too much and what is too little? 

Consistency will keep people engaged in your content and set the expectation that you are 

available and reliable. Being present often allows for emphasis on “stimuli that distract people 

from the real world, and [sic] suppress stimuli that remind them of the real world” (Lidwell et al., 

2010, p. 134). 

This takes us to usability, the next level. How easy is your design to use? Since I am not a 

web programmer by trade, I began with a template that I found personally easy to use (as an end 

user) and then evaluated it for ease of use when making enhancements or modifications (as a 

developer.) I found a template that allowed the peak flow element where it was challenging just 

enough to make me feel proud to learn a new skill but not too hard that I became frustrated and 

quit altogether. This peak flow has enabled me to be able to maintain a nice web presence. I 

created my own personal immersion or "contexts where a person can focus without significant 

distraction" (Lidwell et al., 2010, p. 134).  

Considering the good foundation that has been built, I could move into the next level, 

proficiency, and possibly empower people to do things better than they could previously. More 



6 

specifically, learn about Puerto Rico by sharing my personal experiences and knowledge, enjoy 

navigating social media sites with beautiful photos and help people experience “a loss of 

awareness of the worries and frustrations of everyday life" to escape for a few minutes from 

normal everyday life (Lidwell et al., 2010, p. 134). With the help of that “state of mental focus so 

intense that awareness of the "real" world is lost, generally resulting in a feeling of joy and 

satisfaction" maybe it will help entice viewers to want to book a stay with me through online 

booking of my rental which will be coming soon (Lidwell et al., 2010, p. 134).  

Lastly in the Maslow’s pyramid for the hierarchy of needs, we have creativity. This 

means “all needs have been satisfied and people begin interacting with the design in innovative 

ways” (Lidwell et al., 2010, p. 124). This is where I leverage the social media world for people 

to post their own experiences and tag my social media name or contribute with responses to my 

blogged adventures. I’d love to be able to provoke a change in people’s lives for the better, help 

them find their happiness, even if it's subtle or fleeting. 

The principle of framing is “the technique that influences decision making and 

judgement” (Lidwell et al., 2010, p. 108).  I have a goal that my web presence will indeed 

influence decisions to book a trip through the personal photography shared, the slogan I have 

developed “Be Happy, Se Feliz” and blogs shared often. From the principle, this aligns with “use 

of images, words and context to manipulate how people think about something” (Lidwell et al., 

2010, p. 108). With the slogan or mission “Be Happy, Se Feliz,” I am “emphasizing the positive” 

and encouraging people to feel this emotion, share this emotion or to strive for it (Lidwell et al., 

2010, p. 108). As I grow the blogs using my personal photography, I will aim for ensuring the 

subjects are on the attractive side when people are involved. Symmetry is a key contributor for 

attractiveness but overall, in general for attractiveness bias, “biologically attractive people exude 
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health” which is another factor I considered (Lidwell et al., 2010, p. 32). When you are healthy 

and happy people are drawn to that, either because they want to be the same or can better 

envision themselves doing the same (as in the same as the person in the photograph.)   

While designing my site, I used colors that are pulled from the land and ocean or “color 

combinations found in nature” (Lidwell et al., 2010, p. 48). The blue color has a connotation of 

calmness which plays well with my site vibes and intent. The design principle around color 

teaches that you should “limit the palette,” “utilize adjacent colors (analogous) or 

(complimentary) opposing colors on the color wheel,” and use “about five colors depending on 

the complexity of the design” (Lidwell et al., 2010, p. 48). 

I used “Be Happy, Se Feliz'' throughout all my work and after the capstone will start to 

also look at opening a Limited Liability company (LLC) with that name as well. The brand name 

is my attempt to use the principle of exposure effect where “the more a song or slogan is 

repeated, the more popular it is likely to become” (Lidwell et al., 2010, p. 86). After all, who 

wouldn’t want to “Be Happy, Se Feliz?”  Since the “strongest exposure effects are seen with 

photographs, meaningful words, names and simple shape” I am coupling the brand name/slogan 

and soon a company logo to continue to expand on the exposure effect (Lidwell et al., 2010, p. 

86). From the Principles of Design, it is also cautioned that “the exposure effect will be strongest 

for the first 10 exposures; therefore, focus resources on early presentation for maximum benefit” 

(Lidwell et al., 2010, p. 86). I’ve used it strategically in my web presence to “strengthen 

advertising and marketing campaigns” (Lidwell et al., 2010, p. 86). 

Digital Marketing/Social Media Marketing (including for travel sites) 

The travel business is “lucrative, but it is competitive” (Jackson, 2018). “If your new 

travel business fails to cope up with the competition, its chances of survival in the market are 
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minuscule" (Jackson, 2018). These statements are highly impactful when it comes to 

considerations of how to stand out and how to sustain your industry presence. The article, “10 

Effective Logo Design Tips for Tour and Travel Industry” (2018), states, “very few of them can 

go past the third year and have a solid customer base in the end” (Jackson, 2018). Some ways to 

gain a solid customer base is to design an image for your company. Many of these articles talked 

about personality, vision, missions, voice, logo and branding. All are foundational elements to 

the success of the business. For example, this article warns, “before you even think of marketing, 

make sure that you have created many visual identities” (Jackson, 2018).  

One of those key elements is your logo. “Your logo is the identity of your business” 

(Jackson, 2018). In Professor Browne’s article it mentioned that customers need to be able to 

recall the logo easily even if just viewing for a few seconds. Therefore, “you want to make the 

first good impression” (Jackson, 2018). You must consider the details, meanings and even color 

connotation. “It makes an impact because of the high use of colors, typefaces, images, etc.” 

(Jackson, 2018).  

A brand personality is another important element to consider in logo design. I liked how 

the article described what this would look like generally. “Brand personality is the sum of your 

personality and that of your ideal clients” (Jackson, 2018). Knowing your brand personality “will 

also help you in setting up a tone or voice” (Jackson, 2018).  

The article advises to utilize brainstorming sessions. You can use them to “pinpoint the 

feel and look of the concept,” “think from your audience’s angles” and “combine different ideas” 

(Jackson, 2018). Just like my advisor of my capstone project recommended, this article 

recommends to “get some insight of your competition” (Jackson, 2018). I reviewed several 

travel/social media market/blog like vacation rental entities so I can see what works and what 
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doesn’t work. What made me like it versus not liking it. “Visit the social media page of your 

nearest competitors” (Jackson, 2018). The same can be applied here like the article suggests, 

“Study their logos and find out what sets them apart. Evaluate their use of colors, typefaces, 

images, symbols, etc.” (Jackson, 2018). Another hint from the article is to consider scalability of 

the logo. “What will happen to your logo design when it's printed on huge billboards?” versus 

“what if it is printed on a small size of a stamp” (Jackson, 2018)? 

In the article they advise, “colors also evoke certain emotions” (Jackson, 2018). “Use 

orange to give some playfulness to your logo, yellow to give a friendly tone, youth and energy 

while green will connect your business with something natural. Blue is the color for 

trustworthiness and maturity” (Jackson, 2018). Typography is also an important element in the 

logo if you have words, such as in a combination mark logo. “All the typefaces are primarily 

categorized as serif fonts, sans-serif fonts, script fonts, and display fonts” (Jackson, 2018).  

Depending on what personality you wish to convey consider “serif fonts to give your 

brand a formal look,” “sans serif fonts for a more informal ambience” while “script fonts to 

create a down-to-earth look.” (Jackson, 2018) In summary, the article states, “your logo design, 

therefore, should stand out with its use of colors, typeface, symbols, images etc. While a simple 

logo is always preferable, it should be a memorable design to convey the brand message 

effectively. Pick colors to evoke the right emotions and typeface for the brand personality you 

want” (Jackson, 2018). 

Digital marketing is the “term for marketing of products or services using digital 

technologies, main on the internet” (Sathya, n.d., p. 866). In reading an article on digital 

marketing and its impact, I noted it studied the use of digital marketing including some metrics 

around gender, age, profession and income. It's not very detailed in the metrics but it suggests 

https://www.designhill.com/social-media-page?utm_source=Organic_DhBlog_effective_logo_design_tips_for_tour_and_travel_industry&utm_medium=interlinking&utm_campaign=effective_logo_design_tips_for_tour_and_travel_industry&utm_term=social_media_page
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that males are heavier users of digital marketing (or recipients.) There are different ways to refer 

to digital marketing such as online marketing, internet marketing or web marketing. In the USA, 

the use of online marketing “is prevalent” whereas in Italy they use “web marketing” and in the 

UK and worldwide, the use of “digital marketing is most popular (Sathya, n.d., p. 866). Digital 

marketing allows for communication to be bidirectional, "the customer also can ask queries or 

make suggestions about the business products and services" (Sathya, n.d., p. 866). The use of 

digital marketing can be in the form of “social media websites, chats and email” (Sathya, n.d., p. 

866).  

For my capstone I developed social media websites, subscription sign up options, chat 

and email capabilities. With digital marketing "content is available for general public" making 

the people you can reach be vast (Sathya, n.d., p. 866). I used great imagery, hash tags and 

compelling stories to enhance the user experience. Digital marketing can be "made to reach the 

specific audience by employing search engine techniques” (Sathya, n.d., p. 866). This just means 

that I will need to learn how to use the analytics available from the platforms that I am using: 

Instagram, Pinterest, Twitter, Airbnb, Facebook and Wix. These tools allow me to target my 

posts in a precise way to specific audiences. Furthermore, aiding the ability to "measure the 

effectiveness of a campaign through analytics” (Sathya, n.d., p. 866). I also applied this to my 

capstone and life objective, "collect and implement the feedback provided by the consumer 

before and after purchase” (Sathya, n.d., p. 867). In my case, the stay at my apartment in Puerto 

Rico would provide the after-purchase feedback.  

Social media, “in a practical sense, it is a collection of software-based digital 

technologies—usually presented as apps and websites—that provide users with digital 

environments in which they can send and receive digital content or information over some type 
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of online social network" (Appel et al., 2019, para. 4). For this capstone, I utilized the social 

media platforms that are popular for marketing to potential clientele. I have already developed a 

habit of sharing my art in this fashion on Instagram. To date, there’s been nothing to gain, but 

now while beginning marketing a rental vacation home in Puerto Rico, I have put more focused 

intent behind my postings.  

"Social media allows people to freely interact with others and offers multiple ways for 

marketers to reach and engage with consumers” (Appel et al., 2019, para. 1). This will be the 

foundation of why I use social media, to reach and engage people and since “social media is used 

by billions of people around the world and has fast become one of the defining technologies of 

our time," I am hopeful it gives me just the boost I am looking for (Appel et al., 2019, para. 2). 

Many companies have started to heavily utilize social media because people “...are spending 

many hours a day using social media across the various platforms” including Facebook who 

“reported having 2.38 billion monthly active users in March 2019” (Appel et al., 2019, para. 2). 

Appel et al. (2019) tried to tap into the future of social media and marketing but, and I agree, it’s 

just too vast and too progressive to be able to predict exactly.  There’s "constant innovation 

taking place on both the technology side (e.g., by the major platforms constantly adding new 

features and services) and the user/consumer side (e.g., people finding new uses for social 

media) of social media" (Appel et al., 2019, para. 3). 

In my personal life I believe firmly in the concept of word of mouth, or information 

shared between people verbally. I feel like social media aides the expansion of this concept. The 

article I read says, social media “tended to be largely about information sharing, and, in 

marketing, often thought of as a form of (online) word of mouth (WOM)" (Appel et al., 2019, 

para. 4). "Accordingly, consumers live in a world in which social media intersects with most 



12 

aspects of their lives through digitally enabled social interactivity in such domains as travel (e.g., 

TripAdvisor), work (e.g., LinkedIn), food (e.g., Yelp), music (e.g., Spotify), and more" (Appel et 

al., 2019, para. 17). This is true for me, I am constantly on my phone for business, personal 

leisure, hobby, skills development, education, finances, etc. "These independent scenarios 

illustrate that social media has the propensity to influence the entire consumer-decision making 

process, from beginning to end" (Appel et al., 2019, para. 18). Online word of mouth can expand 

exponentially in the future; therefore, I rely on this method for marketing. I am using this 

capstone to help promote the vacation rental along with other supplementary social presence.  

Influencers, or people that are paid to promote on social media platforms, are often used 

by brands. My business does not have an influencer due to high costs. On a most cost-effective 

plan, “micro-influencers are influencers who are not as well-known as celebrities, but who have 

strong and enthusiastic followings that are usually more targeted, amounting anywhere between 

a few thousand to hundreds of thousands of followers” (Appel et al., 2019, para. 22). I would 

love to have a micro-influencer that happened to stay at my vacation home in the future. That 

would be a goal to achieve in the short term. Having them share their experience in a positive 

light would help boost rentals. There are also “virtual influencers” (Appel et al., 2019, para. 24). 

They are not real but instead digitally created. The authors “believe that in coming years, along 

with stronger computing power and artificial intelligence algorithms, virtual influencers will 

become much more prominent on social media, being able to invariably represent and act on 

brand values and engage with followers anytime” (Appel et al., 2019, para. 24). Either way, if 

there is an influencer involved considerations in selection should be “authenticity, trust, 

credibility, and likability” (Appel et al., 2019, para. 25). 
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“The Future of Social Media in Marketing” (Appel et al., 2019) was very interesting and 

covered the topics such as, reputation management, branding, and the use of social media. I 

established a web presence and paid attention to these types of advice from the articles. There are 

fewer and fewer articles for the use of social media marketing as social media apps have 

exploded from TikTok to SnapChat and so on. Determining which was best for me and my 

business proved challenging, but I referred to the 80/20 design principle and started small and 

expanded upon it.  

Social media is going to play a major role in the success of marketing my small business 

and since “travel lends itself to a more visual audience” I leaned on one of my personal skill sets, 

photography (Chen, 2019). One of the articles states, “social media managers tend to have a lot 

of different skills, including excellent communications and writing” and this makes me consider 

the investment of time that will need to go into these publications or postings (Chen, 2019). I 

will need to carve out dedicated time on some recurring basis to ensure that content is relevant 

and posted frequently enough to entice followers to continue following and to even book a trip to 

visit.  

In addition to my own time and skills, Chen (2019) encourages the crowd sourcing for 

continued photography and reputation management. Chen (2019) says, “to ease the content 

sourcing pain, include user-generated content from past customers” so “potential customers get 

to see what they’ll be buying through the lens of someone who’s already been. It establishes 

credibility to your brand so you’re not the only ones talking about you” (Chen, 2019).   

Another noteworthy item I’ve been enlightened on from these articles is to consider 

getting help from people with proper skill sets. As an example, I am managing two properties in 

two different time zones. While they are never more than 1 hour apart this could create a very 



14 

long business day if things ramped up. While this one is manageable, I did not consider the 

potential growth of my rental properties expanding a multitude of time zones and just how that 

might work. Perhaps, the utilization of property managers physically near the rentals would be an 

option to investigate.  

Chen (2019) encourages you to “document your strategy with goals,” which is exactly the 

approach I took in this capstone. Goals and milestones were used throughout this entire process 

to prevent me from getting lost in a lot of little efforts that do not tie to a masterpiece. Another 

consideration that Chen (2019) brought to my attention with her article is the use of Pinterest. I 

personally did not use this tool much prior to this capstone, but per Chen (2019), “69% of Travel 

Pinners use Pinterest to discover travel services when deciding what to book.” Chen (2019) 

mentioned some of the social sites within Pinterest include educational materials such as “how to 

stick to your exercise routine” and this is something that will push me on thinking about how to 

incorporate more than just “travel photography” into my social sites and blogs. This could range 

from exercise and diet to study time and so on. A recommendation for the capstone from my 

advisor has been to identify other similar companies (from both a positive and negative 

perspective) which falls in line with Chen’s (2019) advice to “take inspiration from other 

companies.”  

This brings up the bigger picture – that there is an entire purchase cycle to focus on. For 

me this is the time from ideation (I’d like to travel) to returning home after the trip. Since this is 

such a large cycle, reputation management can run from beginning to end of the entire cycle. 

This means it is not only about “responding to complaints,” but it is also about the travelers 

making a “major investment of money, time, and even the emotional expectations people place 

on anticipating a great vacation” (Chen, 2019). I took into consideration the “audience depends 
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on feedback from reviews and social media” and how I will cultivate that environment for them 

to rely on (Chen, 2019).  It’s going to be both challenging and rewarding. 

Small business and branding development 

I utilized a presentation provided by SUNY Polytechnic Information Design and 

Technology professor Lynne Browne to review logos and branding. This is a key element of 

moving forward with a new business and contributes highly to the digital marketing in social 

media. What is a logo? The definition is “a recognizable graphic design element, often including 

a name, symbol or trademark, representing an organization or product” (Browne, 2019). There is 

a difference between a logo and branding that I have come to better understand. The logo is a 

“visual element” which is a part of the entire brand strategy (Browne, 2019).  The brand “is more 

like an identity” (Browne, 2019). I answered questions for myself using the branding guide 

components: What is my mission? What is my vision? What are my values? What is my story? 

What voice or personality do I want my brand to have? Who is my target audience? What is my 

color palette and typography? With these questions answered I was able to bring it all together 

on mood boards. What does my logo look like? Taking that last question further, the logo 

“provides viewers with a symbol of consistent experiences of a product or service” (Browne, 

2019). I have started to develop the design concepts of my logo; however, I have not engaged a 

professional yet to create it formally.  

My design concept includes a sunflower and the branding: Be Happy, Se Feliz. I’d like 

the words to be part of the flower as if it’s attached and a necessary growth from it; perhaps the 

petals. The sunflower choice stems from my family name of Flores, or flowers in English. Lastly 

a sunflower is known for being one of the happiest flowers. I really like circular, stamp like 

logos so it is possible with this design as well. Browne writes there are 7 types of logos: Abstract 
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mark, mascot logo, Combination mark, Emblem logo, Lettermark, Pictorial mark and 

Wordmark. The idea I have for my logo is a Combination mark.  

There are five fundamentals of logo design from Browne (2019) which are: Simplicity: 

keep it simple, complex logos are messy and not professional; Relevance: the logo should stand 

for something, color connotation should be considered; Versatility: the logo is “an anchor” and 

will be used on a variety of your brand materials, they should be resizable for different use cases; 

Uniqueness: “be careful not to design your logo to be too much like everything else,” you want 

to be “recognizable;” and Memorable: with a brief viewing, your logo should be able to be easily 

recalled by your customers and potential customers. 

Other considerations I’ve learned about the logo is to ensure that the logo is responsive. 

This means that the content quality when sized to different measurements remains the same. This 

will help with utilizing the logo on other elements from papers, web and business cards, etc. It 

was very interesting to see how logos of companies from as far back as the 1800s have changed 

overtime, through the various logo types, all while still being recognizable to their brand today. 

This knowledge is important to the design of my logo inside of my branding package.  

Other design considerations for logos include shapes, type, orientation and color 

connotation. "A logo must signify a company's essence” (White, 2017, p. 129). The essence of 

my brand is about finding your happiness (Be Happy, Se Feliz). "A logo is a badge of 

authenticity and requires character" (White, 2017, p. 142). “A logo, above all else, is supposed to 

be a distinctive mark" (White, 2017, p. 142). "A logo, like all graphic design, is made of three 

ingredients: type, image, and space" (White, 2017, p. 128). Because of this, I will continue 

forward with the design concept of a sunflower with the words, “Be Happy, Se Feliz.”  
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“Trademarks (or brand marks) are any of the previously listed marks that are legally 

protected” (White, 2017, p. 132). I think it would be wise of me to investigate trademarks for 

“Be Happy, Se Feliz” as a protected statement so that I can use it in the logo and elsewhere. “A 

tagline or brief description” can be added as a group to the logo.” “Any of the pieces can appear 

alone or in combination. But consistency is essential to produce a repeated effect on an 

audience” (White, 2017, p. 133).  

“Good branding requires a typeface that has a personality and is different than its 

competitors’” (White, 2017, p. 144). “Best ways to achieve this are to either draw your own 

letters or significantly alter existing typeface characters" (White, 2017, p. 144). I used a sans-

serif font, Avenir, but would like to have someone hand write the tagline “Be Happy, Se Feliz” 

in pretty font, but ensure that it’s still very easy to read. The article advises, “rethink every 

design's "ought to" and "should" to emphasize originality" (White, 2017, p. 151). If I can’t get 

my own handwriting to hit the look and feel that I want, then I will look to outsource this to 

someone skilled in development of handwritten titles. 

“The success of a logo's design is dependent on the pieces - mark, primary type, and 

secondary type - being integrated into a single design entity" (White, 2017, p. 133). The elements 

in the logo should have evident relationships. "All logos take time and repeat exposure to be 

recognized and remembered by their audiences" (White, 2017, p. 154). I’ll be sure to use it on 

everything, my web presence, paperwork, business cards, etc. "Ferdinand de Saussure (1857-

1913) is considered the father of modern linguists. One of his ideas is that no word or symbol is 

inherently meaningful. It is only a signifier (a representation of something) that must be 

combined in the brain with the signified (an idea of the thing itself) in order to be given meaning 



18 

as a "sign." In this way, all signs are merely hints, and that is key to giving a visual reminder of a 

branding experience, which is what a logo should do" (White, 2017, p. 170). 

The “braQG�LPDJH�FRQFHSW�DSSHDUHG�LQ�����´��,ãRUDLWơ��������SDUD������7KH�DUWLFOH�WHDFKHV�

that there are 3 important concepts about what the brand image carries: recognition, associated 

image and personal experience.  For recognition, my intent behind my design is for the brand 

image to be recognized as quality vacation rental experience. For the associated image, I aimed 

for my brand image to create cool vibes, like if you wear it you feel cool (or if it's on your site, or 

image, etc.) A well-recognized, well accepted and well valued brand can sell its services/goods 

for a higher price since it will be considered quality by the consumers. For personal experience, I 

aim for my brand image to remind people of how they enjoyed the experience and share that 

with others, by word of mouth recommendations. 

 

I developed a strategy that takes these into consideration: alignment to brand strategy and 

business goals, communication development in the logo, slogan and website and how to make 

the brand stronger and bigger. The strategy should start with, “consider overall business strategy 

DQG�LGHQWLI\�WDUJHW�FXVWRPHUV´��,ãRUDLWơ��������SDUD������<RX�QHHG�D�SUHFLVH�LGHD�RI�ZKR�WKH�

customers are. You should target them specifically and if you don’t know who they are, you 

could miss the best way to address them, therefore, a sharp customer's target is 

important. Afterwards, you can “research target group of customers and develop brand 

SRVLWLRQLQJ´��,ãRUDLWơ��������SDUD������7UDFNLQJ�WKH�HYROXWLRQ�RI�WKH�WDUJHW�JURXS�LV�LPSRUWDQW�DV�

well as it helps with targets’ wants, needs, priorities and vocabulary (you talk specifically to 

them). A good target reduces marketing risks (unsuccessful campaigns). To further develop your 

brand positioning, you can create a positioning statement: 3-5 sentences about your essence as a 
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EUDQG��,ãRUDLWơ��������SDUD������+RZHYHU��UHPHPEHU�LW�PXVW�EH�UHDOLVWLF�VLQFH�\RX¶OO�KDYH�WR�

deliver what you promise in your statement(s) �,ãRUDLWơ��������SDUD����� 

1H[W��³GHYHORS�PHVVDJLQJ�VWUDWHJ\��QDPH��ORJR´��,ãRUDLWơ��2018, para.5). Consider that 

your target audience is not only potential customers but all stakeholders (existing customers, 

employees, referral sources, and other partnerships). You can also have your message vary but 

remain the same at the core because the audiences will have different needs, wants or 

preoccupations. This allows you to deliver the same message to many. To keep progressing, 

“develop marketinJ�VWUDWHJ\�DQG�ZHEVLWH´��,ãRUDLWơ��������SDUD������³<RXU�ZHEVLWH�LV�\RXU�VLQJOH�

most important brand-EXLOGLQJ�WRRO´��,ãRUDLWơ��������SDUD�����  I started this capstone with the 

face of the website, and I found joy designing and determining the message I wanted to provide 

there.  My website is the face to the world, where I display my identity.  

Lastly, “bXLOG�PDUNHWLQJ�WRROV�DQG�PRQLWRU´��,ãRUDLWơ��������SDUD����� Update your website 

considering the feedback you get and the update of your customers’ target. The website needs to 

be clear, one tab for “who we are”, one for the services you offer, etc. Updates on things that 

happened are better than announcements (“coming soon.”) “We strongly recommend that you 

keep track of both the Plan [sic], as well as the UHVXOWV�RI�LPSOHPHQWDWLRQ´��,ãRUDLWơ��������SDUD��

7). 

“In short, the brand is [sic] perception of the FRQVXPHUV�WRZDUGV�WKH�ILUPV´��,ãRUDLWơ��

2018, para. 8). A long-lasting logo/Trademark is important because if you change it often, people 

will get confused and it won’t stick in their memories.  “Remember that your name, the logo and 

the slogan is not your brand. They are the ways to communicate or symbolize your brand” 

�,ãRUDLWơ��������SDUD������³<RXU�FRQVXPHUV
�SHUFHSWLRQV�DUH�ZKDW�UHDOO\�GHWHUPLQH�WKH�YDlue your 

brand and products have in the marketplace” (Piontek, 2019). The main benefits of a strong 
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brand are awareness, credibility, reputation and customer satisfaction. These tools are for 

attracting your target customers, your “mindful customer.” “The mindful consumer is willing to 

buy, but craves value” (Piontek, 2019). In that quest for value, they consider research, “Sixty 

seven percent of the buyer’s journey is completed digitally” as they want and have access to a lot 

of information (Piontek, 2019). They also consider social proof: the product needs to be good 

even more importantly it needs to be liked by others. Lastly, identity and preference:  the brand 

they purchase needs to align with their own personal brand (or identity). Finding ways to 

pinpoint your target consumer is important. People do more than just buy; they create a bond 

with the brand. 

There are 7 ways to communicate brand value in detail. “Work from the inside out” 

(Piontek, 2019). Your brand is going to want to stand out from the crowd.  A strong brand is 

about superlatives: “the best this” and “the biggest that.” “To build a strong brand, marketing 

can’t be limited to one department. All areas have to demonstrate value to the customer.” This 

means the customer experience is the bedrock of a strong brand. “Target your brand message” 

(Piontek, 2019). Adapt your message and your channels to your target group. As another article 

mentions, you can have variety in your message, but the core should remain the same. This will 

allow you to share your message with multiple groups. Use the vocabulary your target customers 

use, make references that only they would understand, create a community in this manner. “Use 

a consistent tone of voice” (Tov) (Piontek, 2019).  

Repetition of your message will help being remembered therefore create consistency. 

This will help the audience associate with your brand.  “A formalised set of ToV guidelines will 

provide the scaffolding within which all future content can be created, aligning every blog, social 

post and email to guarantee that you’re speaking with one voice.” As my company grows, I will 
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need to ensure that those enlisted to help (voluntary or paid) have a good grasp of what the tone, 

essence or personality of the company is. “Maintain high standards of design” (Piontek, 2019). A 

solid consistent design will help you get recognized as “design is visual communication” 

(Piontek, 2019). “Give your brand meaning” (Piontek, 2019).  

The value of your brand is perception created by your customers and potential customers. 

There are a few ways to give value to your brand. You can make your brand into a status symbol 

so that customers will strive to buy your product if it feels desirable or give them a higher status 

than what they currently have. You can make your brand symbolic in the way value is carried 

and what is given to your customers. Connect your brand to customers’ emotions. If there are 

two services that are of equal quality, the one that managed to “connect” with the customer will 

be perceived as higher quality. By “presenting a product, no matter its function, in an empathetic 

way” you can develop a stronger bond for your customers.  

“Provide thought leadership and valuable information in your content” (Piontek, 2019). 

This will help build trust among your customers and turn them into loyal advocates of your 

brand. “Content that adds value to your brand must be about quality for your audience, not 

quantity for your company.” Ways to achieve this include development of buyer personas. This 

is a process to get to know your customers but also a way for your customers to relate to 

someone using the brand. Development of a buyer story is also important. A buyer story will 

help create a bond with your potential customers and it will help them identify your brand 

through existing customers. Utilization of plain language will also aid in ensuring you are talking 

in alignment with your customers language.  

“Build loyalty” (Piontek, 2019). “If you continually produce content that interests leads 

[sic] and customers, you can keep them coming back to your brand and build loyalty.” This 
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means to create a long-term relationship with your customers. The steps toward achieving this is 

to consider your content on social media. You should make posts about all aspects of your brand 

and make sure to post on the social media your audience uses. This will help your customers 

move through the sales funnel or purchase cycle (or move back into it). Target your email or 

message campaigns depending on where your customers are in the sales funnel or purchase cycle 

and tailor your communication based on that. “Customers are your best allies when it comes to 

strengthening a brand. In a connected world where perception determines your brand’s value, 

having customers on your side gets you the recommendations, reviews and social proof you 

need” (Piontek, 2019). In the end, “once you’ve built value into your brand from the product to 

the campaigns, it’s important to understand where your brand falls on the value scale and to 

continually adapt your marketing strategy to suit” and remember that “everybody in the company 

is responsible for building a strong brand” (Piontek, 2019). 

Methodology 

Design Methods 

The methods that I used to complete this capstone project included the use of Graphic 

Design, User Experience, Digital Photography, Evaluating Technology, Universal Principles of 

Design and rental market research. All these methods were critical to the architecture of this all-

inclusive capstone project. 

Universal Principles of Design 

From the Universal Principles of Design, I applied the 80/20 Rule. “The 80/20 rule 

asserts that approximately 80 percent of the effects generated by a large system are caused by 20 

percent of the variables in that system” (Lidwell et al., 2010, p. 14). I applied “resist efforts to 
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correct or optimize designs beyond the critical 20 percent” (Lidwell et al., 2010, p. 14). This was 

especially challenging for my perfectionist mindset. I applied what I would consider the bare 

minimums for a website/travel blog. This included images, a few blogs, working hyperlinks and 

contact information.  

Figure 1: Be Happy, Se Feliz Website Home Page on Web and Mobile Browser  

 

This also helped me focus on the hierarchy of needs. “In order for a design to be 

successful, it must meet the people’s basic needs before it can attempt to satisfy higher level 

needs” (Lidwell et al., 2010, p. 124). I utilized exposure effect and color principles. I used colors 

that are pulled from the land and ocean, following the principle to use “color combinations found 

in nature” (Lidwell et al., 2010, p. 48).  

Graphic Design 

I started this capstone project with Graphic Design elements, such as the branding guide. 

This is the foundation of how I communicate my brand and all the associated elements. It was 

important to me that the brand be relaxed, earthy in a way, and filled with the essence of hope. 
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Development of the brand requires commitment to planning before beginning the actual design 

of the entire project. Your brand needs to be easily recognizable by customers and represent your 

business accurately. It includes vision and mission statements, logo design concepts, color 

palette, my story, business cards, among other things.  

Digital Photography 

From Digital Photography, I’ve utilized my personal photography that shares principles 

of digital photography and composition techniques. The goal was to use these design methods to 

aid customers in learning about Puerto Rico. By sharing my personal experiences and 

knowledge, they can enjoy navigating my social media sites and travel blog website with 

beautiful personal photography, helping them experience “a loss of awareness of the worries and 

frustrations of everyday life" to escape for a few minutes and ultimately booking a vacation at 

my home with Be Happy, Se Feliz (Lidwell et al., 2010, p. 134).  

I strategically chose photos that emphasize composition techniques. Utilizing these 

techniques from digital photography, you’ll notice the photo of the El Morro’s Sentry Tower on 

the Explore section of the website share the composition techniques, leading lines combined with 

rule of thirds (O'Carroll, 2016). Leading lines bring the viewers focus directly to the subject 

being emphasized (O'Carroll, 2016). Another example in several of my photographs is the 

composition technique called rule of thirds.  The rule of thirds is when you place a 3X3 grid over 

a photograph to help position elements of the subject into sections of the thirds or where the 

lines, or multiple lines, intersect (O'Carroll, 2016).  
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Figure 2: El Morro’s Sentry Tower (Composition Technique: Leading Lines) 

 

You’ll notice in the picture of the beach, the trees and land are in the first third, the waves 

crashing are primarily in the middle third and the calmer ocean is in the last thirds.  

Figure 3: La Pared Beachfront Luquillo, Puerto Rico (Composition Technique: Rule of Thirds) 
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In the image of the Tres Leches the center of the dessert is straddling the lines on the 

right-hand side of the grid making it a primary focus. 

Figure 4: Tres Leches Dessert (Composition Technique: Rule of Thirds) 

 

In the picture of the beach without trees, the rule of thirds is applied to the sky, ocean and 

land, placing each element into a third section of the grid.  

Figure 5: Playa Azul Beach, Luquillo, Puerto Rico (Composition Technique: Rule of Thirds) 
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In the image of the young girl (my daughter) preparing to zipline, the thirds are the trees 

on the left, the platform and child in the middle, and the large tree on the right. 

Figure 6: Ziplining in El Yunque Rainforest, Puerto Rico (Composition Technique: Rule of Thirds) 

 

There are other methods, or composition techniques, applied to other photographs I 

chose. In the ocean image below, I utilized “implied triangles” (O'Carroll, 2016).  

Figure 7: Costa Azul, Luquillo, Puerto Rico (Composition Technique: Implied Triangles) 
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In the image of the fruit, I used “fill the frame”, leaving little to no space around it 

(O'Carroll, 2016). This will help keep the focus directly on the subject. 

Figure 8: Fruit Bowl (Composition Technique: Fill the Frame) 

 

Evaluating Technology 

In order to ensure that I am using the best solutions for my skill level, financial capacity 

and business needs I reviewed a multitude of market scoring companies and conducted free trial 

sessions. As a traveler, I also leveraged my personal experiences. Utilizing techniques learned in 

the Evaluating Technology course, such as comparison grids, score cards, cost benefit analysis, 

extensibility/flexibility, support options and non-financial benefits or features, I was able to 

select Airbnb and Wix as my platforms to begin my business. 
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Comparison Grid 

Figure 9: Software Comparison Grid, Evaluating Technology 

 

Market Research  

Property Rental Costs Averages 

For this capstone it was important to also understand the surrounding market of the 

property I plan to rent. This aids in the determination of fair market rental value and competition 

status. In conducting this market research, I looked for “average nightly costs” for like sized 

properties. In this case, I looked at 2-bedroom, 2-bath, ocean view, balcony, pool access and 

beach access properties. I found on Airbnb, my booking platform of choice, most like sized 

properties are renting for $85.00 to $114.00 per night. There are additional fees such as cleaning 

that ran for up to $100.00 per stay. I noticed that specific days of the week or local events drove 

these prices slightly higher as well. While I have not yet settled on a rate it does help give the 

understanding of where to start. I also considered the effects of lowering the costs for the 

beginning to facilitate easier gains in the customer base which in turn generates ratings for future 

customers to see.  
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Popular sites versus the Duds 

I chose 10 travel experience websites to review and determine what made them popular 

versus not as popular. The sites are across a variety of platforms such as Twitter, Instagram and 

personal domains. For the sites that have the most followers there was a common theme: 

professional looking photography. On top of that it seems these sites have something to offer the 

consumer. Ease of navigation around the site and easy access to booking online are found on 

these popular sites as well. The “Book Now” or here indicators are at the tops and easy to see. In 

addition to professional photography, digital photography offers a vision of paradise to the 

consumer. Whether it's adventure, food or relaxation, there is often enough there to get lost in 

wanting to see more or imaging you are present in the photo itself. Often there were words as 

well, short in context, but enough to “paint a picture” and give context or describe the scene.  

For the sites that were not so popular the focus of digital photography was dull offering 

only a vision of standard living or facilities. Nothing extravagant or enticing about the location, 

such as a tropical beach scene. Some sites had an outdated look and feel which could lead you to 

believe the facility might be the same – outdated. Other activities on the page for selling products 

or making it challenging to access information, such as 1-3 steps to download information versus 

browsing freely through it, were considered distracting. The peak flow was interrupted even if 

the materials were valuable and I often found it was not worth continuing to browse the site.  

Selling the Dream Experience  

I have always heard that the best marketing for rentals is not to “sell the property” itself 

but to sell the dream. Sell what the experience is, let people envision themselves there, doing the 

activities, eating the food, enjoying the adventures and relaxation, whatever your property has to 

offer. With that in mind, I wrote my blogs out in three areas: Enjoy, Eat, Experience. I started the 
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foundation of this travel blog site with one blog in each category. My photography on Instagram 

is another way I am trying to sell this dream to customers or potential customers. Lastly, in 

preparation of developing my Airbnb site for the booking section of this effort, I have developed 

the description of the property for customers.  

x Welcome to Picaflor from Be Happy, Se Feliz! As you enter the condo, pause and take a 

view of the rainforest from the balcony. We designed this apartment as a home away 

from home. As our guest, let the magic of this sanctuary take you away from the busy 

day to day. The condominium is in a gated, patrolled property with security in the lobby 

of the building. In the morning, enjoy a calm start eating breakfast on the balcony while 

watching and listening to the soothing sound of the waves. Later, take a walk on the 

beach right through the property grounds. Take a moment to enjoy the ocean's breeze, 

feel the sand in your toes and let the ocean waves wash away your worries while drinking 

fresh, cold coconut water from the locals. If you like sports, shoot some basketball, play 

tennis and handball on our courts and swim in the pool or ocean. Or you can settle with a 

good book and enjoy a quiet break in our lounge space with direct views of the ocean. 

Grab lunch and/or dinner at one of the many delicious places at Luquillo's famous 

Kioskos. At night kick off your shoes and enjoy rocking in the hammock while listening 

to the singing of the coqui frogs and ocean waves. 

Luquillo is a perfect location  

x Less than 5 minutes - restaurants, ATMs, grocery, common fast food chains, bars 

and emergency care. All you need to have a pleasant stay. 
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x 5 minutes from the Kioskos and Luquillo Beach – an all-around local experience 

of music, food, bars, shops, tattoo parlors and one of Puerto Rico’s top-rated 

beaches. 

x 15 minutes away El Yunque Tropical Rainforest – dive into nature and go 

horseback riding, ziplining, swimming in the rivers and waterfalls. 

x 15 minutes to Wyndham Grand Rio Mar Puerto Rico Golf and Beach Resort – 

Casinos & Golf. 

x 25 minutes to Bioluminescent Bay in Fajardo – get ready to be amazed by a 

spectacle that only mother nature can provide. 

x 40 minutes away from San Juan and Luis Muñoz Marín International Airport – 

close enough for a day trip but far enough to escape city life. 

Project Outcomes 

Lessons Learned 

This capstone project has been both a challenge and a joy to design and create. I’ve been 

able to apply my Information Design and Technology lessons that I learned from the curriculum 

in almost every corner of the project. I’ve also been able to expand beyond the curriculum in 

some places, such as securing a domain that matches and supports my developed brand. I have 

overcome the challenge faced in becoming a short-term rental land lady with marketing my new 

place by creating a digital artifact to support it. 
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Branding Guide 

Figure 10: Branding Guide, Introduction Slide 

 

Mission 

The Mission Statement of Be Happy, Se Feliz is to contribute to a lifetime of finding 

your happiness, the cultivation of happiness and learning to put happiness first. 

Vision 

Our vision is of a community where everyone can feel as though they are in a home away 

from home, where inclusion is accessible to all people. 

Values 

Trust & Integrity: By doing the right thing, we will earn the trust and respect of the 

employees, customers and the community we serve. 
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Optimism: We strive to focus on hopefulness and confidence. We will not neglect the realities of 

the world, but our futures are intertwined and as such we want to help you choose to smile and 

maintain hope.  

Story 

Hello World! I started a journey to purchase a home in Puerto Rico where my people 

come from. I wanted to plant roots of my own here for generations to come and to rent out my 

home so people like you can experience the island as well.  

My parents were both born and raised in PR, but I am first generation mainland Bori and 

didn’t get to come to this beautiful island until I was 20. On that trip, I fell in love with my 

culture more as I explored my heritage with my Mom. That trip was my only trip I got to take 

with her, but I carried on the traditions with a daughter of my own. Several times a year I make 

sure that she and I come to the island, contribute to its beauty, enjoy and explore as many places 

as possible and definitely eat the good eats! I can’t wait to share what I’ve been up to and where 

I am now on this journey of owning a home on the island, my art, my personal growth, all the 

roadblocks, and new knowledge gained along the way!  

It's just the beginning! Book a stay at my place in Luquillo, PR.. Experience my journey 

and drink some Mavi while you're there! 

Voice/Personality 

Be Happy, Se Feliz has a relaxed and laid-back vibe. Everyone is welcome and included. 

Happiness is important in life and we want to help spread the sunshine. 

Target Audience 

Be Happy, Se Feliz is for everyone who loves travel, regardless of race, color, nation 

origin, religion, sex, age, or disability.  
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Logo 

The logo of Be Happy, Se Feliz is still under construction. “Your logo is the identity of 

your business” (Jackson, 2018). This is the most important aspect of the branding process. I have 

mocked up ideas for the logo which will include a sunflower.  

Figure 11: Brand Logo Mockup  

 

Sunflowers are very popular therefore it is going to need to be different in a way to stand 

out. The meaning behind a choice of a sunflower is related to my last name, Flores which is 

flowers in Spanish. Additionally, sunflowers are known to be the happiest of all flowers. I’ve 

dedicated my life to finding happiness and learning to put it first and I want to share that with as 

many as possible. As a part of the flower I would like the words, “be happy, se feliz” to be a part 

of it. This would be conceptually as if it were an essential part of the “growth.” Other details 

include, the design not being too feminine, therefore if the logo makes it to any clothing 

concepts, all genders would be willing to wear it. Lastly, I like circular logos. Another concept as 

if it is “whole,” nothing is missing. 
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Color Palette 

The color palette I have chosen are pulled from the land and ocean, following the 

Universal Principles of Design to use “color combinations found in nature” (Lidwell et al., 2010, 

p. 48). The blues and indigo from the sky and ocean, the brown and tan from the sand, land and 

trees, and the yellow to represent sunshine. 

Figure 12: Color Palette RBG Table 

 

Typography 

The font I chose was Avenir. The French translation to English means future. I found that 

very fitting to the brand image. It is also native to the software I chose so I did not have to go 

through any extra steps to continue with my capstone project build. Avenir is a sans-serif 

typeface created in 1987 by Adrian Frutiger. 



37 

Figure 13: Avenir Typography 

 

Digital Photography 

Figure 14: Blog User Profile Image 
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Figure 15: Be Happy, Se Feliz |About Me - Personal Image 

 

Figure 16: Be Happy, Se Feliz |Enjoy – Blog Entry Image 
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Figure 17: Be Happy, Se Feliz |Home Image 

 

Figure 18: Be Happy, Se Feliz |Eat – Blog Entry Image 
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Figure 19: Be Happy, Se Feliz |Explore – Blog Entry Image 

 

Figure 20: Be Happy, Se Feliz |Eat – Navigation Tile 

 



41 

Figure 21: Be Happy, Se Feliz |Enjoy – Navigation Tile 

 

Figure 22: Be Happy, Se Feliz |Explore – Navigation Tile 
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Business Cards 

The logo of Be Happy, Se Feliz is still under construction, therefore this is a mockup of 

the business card pending the finalization of the brand logo. Business cards help you to provide 

something physical to customers that can allow them to visually escape, provide contact 

information and possibly continue to market your business to others.  

 

Figure 23: Be Happy, Se Feliz Business Card Mockup 

 

Website 

I utilized the software platform Wix to develop a computer and mobile website travel 

blog. It includes my personal experiences, photography, indirect travel tips and soon the ability 

to rent my condominium via Airbnb. I ensured that the platform was extensible for my business 

needs, including mobility, growth of feature utilization and payment collection utilizing software 

comparison grids. In this capstone project I also acquired a domain to support my brand, 

www.behappysefeliz.com.  

Upon arrival to www.behappysefeliz.com you will be greeted with a warm beach image and 

navigational tool bars for access to Home, About, Blogs: Eat, Explore, Enjoy, Rentals, Access to 

http://www.behappysefeliz.com/
http://www.behappysefeliz.com/
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Be Happy, Se Feliz’s Airbnb, Facebook, Instagram, Pinterest and Twitter. The travel blog is also 

available on mobile devices. 

Figure 24: Be Happy, Se Feliz |Travel Blog 

 

On the “About Me” page you will find a short biography of who I am and why this page 

exists. It includes the details from the branding guide “story” section. 

Figure 25: Be Happy, Se Feliz |About Me 
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There are 3 sets of interactive blogs at this time covering thre subject areas. The blogs 

can be shared, “liked” and commented on. The “Enjoy” page shares relaxation ideas, tips, and 

locations in Puerto Rico.   

Figure 26: Be Happy, Se Feliz |Enjoy 

 

The “Explore” page contains information about places to go, things to see and activities 

to experience.  

Figure 27: Be Happy, Se Feliz |Explore 
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The “Eat”page contains an introduction to all the good food to be enjoyed in Puerto Rico.  

Figure 28: Be Happy, Se Feliz |Eat 

 

The “Rentals” page is configured as a place holder for once the property is ready for 

rentals. I have an expectation is Summer of 2021, therefore a future addition to this capstone. 

Once ready, this page will be updated to include an embedded widget from AirBnB for 

scheduling rentals.  

Figure 29: Be Happy, Se Feliz |Rentals 
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Also visible on several of the pages is the Instagram reel of the last 5 posted images or 

videos that can also launch you into the Instagram page. There are several places where access to 

the social media sites are available. Additionally, there are several methods to get in contact with 

me. There is a mailing list sign up, chatbot feature and email link. 

Social Media 

Digital marketing is an important space that exists today. Social media sites have become 

the fastest way to share with others around the globe. I did create a domain to support my brand, 

but I am convinced that it could not stand on its own. I tied it to popular social media sites to 

continue to bring customers in. I picked my favorite two, Facebook and Instagram, followed by 

sites that I found travel posting to be popular on, Pinterest and Twitter. 

Figure 30: Be Happy, Se Feliz |Social Media Sites 
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Conclusion and Future Outlook 

After kicking off this capstone, it became such a fulfilling project. The design phase and implementation 

were the best experience from the entire effort. My personal skill sets in information technology, 

hobbies of photography and passion were able to help boost me throughout this project. Additionally, 

being able to incorporate many elements that I learned in the SUNY Polytechnic’s Information Design 

and Technology curriculum from courses such as, Graphic Design, User Experience, Digital Photography, 

Evaluating Technology and Universal Principles of Design were key to the successful implementation. I 

am confident that this experience is going to carry on beyond the capstone facilitating success in my 

personal life.  This project helped me conclude that branding is extremely important and must be 

approached with care so that my company’s image is well thought out, can withstand the test of time, 

and is received the way I intend it to be. Based on everything I have developed, my capstone on starting 

a vacation rental with a digital marketing strategy includes the following elements of branding: a 

mission, a vision, values, story, voice/personality, target audience, logo, mood board (images, colors, 

fonts), color palette, typography, imagery, business card mock up, website creation 

(www.behappysefeliz.com), social media profiles (Instagram: 

http://www.instagram.com/behappysefeliz_picaflor, Facebook: 

https://www.facebook.com/behappysefelizllc, Twitter: https://twitter.com/behappysefeliz, 

Pinterest: https://www.pinterest.com/behappysefeliz/), and a place to actually book the stay on 

Airbnb is coming (soon. In addition to these elements, I have started researching forming an LLC (limited 

liability corporation) and obtaining a trademark on a logo that incorporates a phrase. I am presenting an 

artifact of these elements and monitor the progress overtime as I learn more. This capstone is not only a 

project for school but will have a significant impact on my real-life goals.  

 

http://www.behappysefeliz.com/
http://www.instagram.com/behappysefeliz_picaflor
https://www.facebook.com/behappysefelizllc
https://twitter.com/behappysefeliz
https://www.pinterest.com/behappysefeliz/
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https://www.airbnb.com/s/Luquillo--Puerto-Rico/homes?tab_id=home_tab&refinement_paths%5B%5D=/homes&flexible_trip_dates%5B%5D=april&flexible_trip_dates%5B%5D=march&flexible_trip_lengths%5B%5D=weekend_trip&date_picker_type=calendar&source=structured_search
https://www.airbnb.com/s/Luquillo--Puerto-Rico/homes?tab_id=home_tab&refinement_paths%5B%5D=/homes&flexible_trip_dates%5B%5D=april&flexible_trip_dates%5B%5D=march&flexible_trip_lengths%5B%5D=weekend_trip&date_picker_type=calendar&source=structured_search
https://evolve.com/blog/homeowner-tips/homeaway-vs-vrbo-vs-airbnb-vs-flipkey-vs-tripadvisor-vs-booking/
https://evolve.com/blog/homeowner-tips/homeaway-vs-vrbo-vs-airbnb-vs-flipkey-vs-tripadvisor-vs-booking/
https://www.thetravelnet.com/blogs/details/article/top-5-ways-to-promote-your-travel-website
https://www.thetravelnet.com/blogs/details/article/top-5-ways-to-promote-your-travel-website
https://www.travelquestnetwork.com/blog/tips-to-promote-your-travel-agency
https://www.trustradius.com/products/squarespace/reviews
https://www.trustradius.com/products/wix/reviews
http://www.villasdecostamar.com/
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