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Understanding Connections 
Creating brand evangelists is an aspiration many businesses aim for but only a few achieve 

successfully. Lost Peninsula seeks to foster a community of devoted followers who enjoy the 

products and breathe the brand's values, identity, and essence. Brands such as Patagonia 

and Rolex are prime examples but one of the most recognizable is Harley Davidson. 

 

1. Emotional Connection 

Much like Harley Davidson has cultivated an emotional connection with its riders, 

building more than just a customer base but a lifestyle, Lost Peninsula aims to create an 

emotional resonance with Bourbon enthusiasts. It is not just about tasting a drink; it is 

about experiencing a culture, a tradition, and a craft that goes beyond the glass. 

 

2. Community Involvement 

Harley Davidson riders often meet, ride together, and even perform community services 

under the brand's banner. Lost Peninsula will provide digital and physical platforms for 

enthusiasts to come together, share their passion, participate in exclusive Bourbon-

tasting events, and feel part of something bigger. 

 

3. Exclusive Memberships and Loyalty Programs 

Inspired by Harley's H.O.G. (Harley Owners Group), Lost Peninsula will develop 

memberships that offer exclusive access to limited-edition products, distillery tours, 

barrel selections, and more. Such loyalty programs often turn customers into dedicated 

followers who stay loyal to and actively promote the brand. 

 

4. Storytelling and Heritage 

Harley Davidson's rich history and storytelling are integral to its brand. Similarly, Lost 

Peninsula will leverage its unique location, aging techniques, and production process to 

craft compelling narratives. Storytelling will encompass the region's historical relevance, 

the scientific artistry behind Bourbon-making, and the personal journeys of the master 

distillers. 

 

5. Engaging and Personalized Customer Experiences 

From the moment of purchase to unboxing, tasting, and beyond, each touchpoint is an 

opportunity to turn a customer into an evangelist. By offering personalized and 

unparalleled in-store and online experiences, Lost Peninsula seeks to mirror Harley 

Davidson's customer-centric approach. 
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6. Leveraging User-Generated Content 

Harley Davidson often features user-generated content in its marketing. Lost Peninsula 

will encourage its community to share their experiences, recipes, and tasting notes, 

turning ordinary customers into content creators and spokespeople for the brand. 

 

7. Collaboration and Co-creation 

Inviting the community to be part of product development or to create limited editions 

can spark a sense of ownership and pride. This approach is about letting consumers have 

a say in what they love, further strengthening their connection to the brand. 

 

By adopting these strategies, Lost Peninsula aims to transform customers into ardent brand 

ambassadors. Like Harley Davidson, it seeks to create a product, a movement, a lifestyle, and 

a community where each member becomes a torchbearer of the brand's ethos. This 

evangelical approach extends the marketing reach exponentially as satisfied and passionate 

customers become the brand's most credible and effective promoters. It aligns perfectly 

with Lost Peninsula's mission to create excitement for the brand, especially when the 

revenue stream is global, with the consumer base acting as the vibrant face of the brand. 

 


