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SECTION 1 — KLAFF-STYLE SPOKEN SCRIPT FOR
PRESENTING THE DECK

Slide 1 — Identity Frame / Prize Frame
"Before we start, let me anchor one thing. My work sits at the intersection of field operations, European

travel ecosystems, and travel experience design. It's a very narrow lane, and there are only a few people
working in it. Most brands don't even realize this lane exists yet — and that's exactly why it's so valuable."

"What I'm going to show you isn't a job pitch — it's a category."

Slide 2 — Reframe Their World

"Here's the shift I've been seeing on the ground. The emotional center of travel used to sit inside the hotel.
That's no longer true."

"Right now, the emotional arc of travel starts the moment a traveler begins moving — long before they ever

enter a lobby. Movement is where identity, excitement, and memory are being formed. That's the part of the
journey no one in hospitality is actually owning."

Slide 3 — Expose the Blind Spot

"Hotels optimize the stay. Mobility brands optimize the transit. But no one is shaping the emotional journey
between these two worlds."

"This is the blind spot. And the first brand that steps into it gets the narrative advantage for the entire
journey."

Slide 4 — Create the Big Idea Moment

"The opportunity is simple: unify mobility, hospitality, and culture into a single cinematic travel identity."



"Whoever does this first wins the emotional attention of the modern traveler — not just during the stay, but
across the full arc of movement. This space is completely open. It's a first-mover category."

Slide 5 — Benefits (Without Neediness)

"For the right brand, the advantages are disproportionate: reclaim narrative ownership of the journey,
create loyalty that transcends geography, expand influence into multi-city movement, and lead mobility-
hospitality integration."

"This isn't incremental improvement. This is territory creation."

Slide 6 — Describe the Function (Not a Job)

"This function operates across real travel corridors — TGV, Eurostar, Renfe — mapping the emotional and
cultural arcs of movement."

"It captures cinematic travel moments, identifies narrative tension points, and integrates mobility and

hospitality touchpoints into a cohesive identity. This isn't marketing. This is a field function that sits inside
the lived journey."

Slide 7 — Establish Authority Without Bragging

"My background isn’t academic. I have 10+ years embedded inside the actual rail corridors of Europe. I've
mapped how travelers emotionally process movement — moment by moment."

"From that work, I built the Cinematic Travel Framework™ — the only system designed to craft narrative-rich
mobility-hospitality experiences."

Slide 8 — The Pilot (Tease, Don’t Sell)

"If this direction aligns with where you're going, the way to test it is simple. A controlled pilot — Paris-Lyon
or Paris-Barcelona."

"We create your mobility identity in one corridor, measure emotional response, capture cinematic
sequences, and integrate hospitality touchpoints. Small footprint. Fast insight. Clear signal."



Slide 9 — Final Prize Frame

"I'm currently speaking with two other groups exploring this category. If this direction aligns with your
strategic vision, we can compare notes and assess fit."

"If not, no problem — the category will still happen. The only question is: which brand gets there first?"

SECTION 2 — HYBRID ONE-PAGE OUTREACH
DOCUMENT (KLAFF x HORMOZI)

Liam Gallegos

Field Operations « European Travel Ecosystems * Experience Design
Creator of The Cinematic Travel Framework™
Founder of The Mobitelier™

A New Category: The Cinematic Travel Experience

Travel has shifted. The emotional center no longer lives inside the hotel — it lives in the movement between
places.

Trains, transfers, corridors, and city transitions now generate the anticipation, identity, and memory that
define travel.

Yet today: - Hotels optimize the stay
- Mobility brands optimize the transit
- No one owns the emotional arc that connects them

This is the open space — the unclaimed territory where the next major travel brand will differentiate itself.

The Opportunity for a First-Mover Brand

By unifying mobility, hospitality, and culture into a single narrative, a brand can: - Control the emotional
journey from departure to arrival

- Build loyalty that transcends geography

- Create a multi-city mobility identity

- Lead the integration of travel ecosystems

This is category leadership.



What This Function Does

This capability operates inside real travel corridors (TGV, Eurostar, Renfe), identifying: - Emotional & cultural
arcs along the route

- Cinematic travel moments

- Narrative tension points

- Hospitality integration points

- Corridor-specific storytelling assets

This is a new discipline, not a traditional role.

About Me

Over a decade embedded inside Europe’s rail corridors mapping: - How travelers emotionally process
movement

- The friction points and delights of corridor travel

- The story structure that forms between departure and arrival

From this work came The Cinematic Travel Framework™.

Pilot Option (Limited)

Pilot Corridor: Paris-Lyon or Paris-Barcelona

+ Define your mobility identity

« Capture cinematic corridor sequences
* Integrate hospitality touchpoints

* Test traveler emotional responses

Small footprint. Fast learning. High signal.

Available to 2-3 brands in the current cycle.

Next Step
If this aligns with your strategic direction, I'm open to a short conversation to compare notes and assess fit.

If not, the category will still emerge — the only question is who leads it first.



	Cinematic Travel Experiences
	Combined Materials: Klaff-Style Spoken Script + Hybrid One-Page Outreach Document

	SECTION 1 — KLAFF-STYLE SPOKEN SCRIPT FOR PRESENTING THE DECK
	Slide 1 — Identity Frame / Prize Frame
	Slide 2 — Reframe Their World
	Slide 3 — Expose the Blind Spot
	Slide 4 — Create the Big Idea Moment
	Slide 5 — Benefits (Without Neediness)
	Slide 6 — Describe the Function (Not a Job)
	Slide 7 — Establish Authority Without Bragging
	Slide 8 — The Pilot (Tease, Don’t Sell)
	Slide 9 — Final Prize Frame

	SECTION 2 — HYBRID ONE-PAGE OUTREACH DOCUMENT (KLAFF × HORMOZI)
	Liam Gallegos
	A New Category: The Cinematic Travel Experience
	The Opportunity for a First-Mover Brand
	What This Function Does
	About Me
	Pilot Option (Limited)
	Pilot Corridor: Paris–Lyon or Paris–Barcelona

	Next Step


