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COVERAGE
PER STATE OR REGION

7 x FILM EPISODES IN 4K (8K)
7 - 40 DAILY 'DIARIES' & SHORT EPISODES

BETWEEN 30 - 100

SOCIAL MEDIA REPORTS
∞ PHOTOGRAPHS IN 45 MP

CONTENT SHARING
WITH MORE THAN 500 INT. MEDIA PARTNERS*
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THE V-GUIDES
THE UNIQUE HOSTS

the hosts of the one world discovery aren't only beautiful reporters and actresses but impressive and outstanding modern women, 
and true role models. everyone has her own style, interests, and talents. therefore, they inspire all target groups, regardless of age, 
gender or origin. besides, they are real adventurers, who are truly interested in the values of our world. with their charm, they 
convey even the most demanding topics in an easily understandable and cheerful way, while they provide excitement and entertainment 
with their stories and activities. so, it's time to follow the v-guides on THE ONE WORLD DISCOVERY

UNITED STATES OF AMERICA 

learn more about the 
v-guides on the next pages. GRETA
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THE V-GUIDES
POWERFUL MULTIPLIERS � NETWORKERS

THE V-GUIDES are not only THE HOSTS of the one world discovery
and role models who inspire the young as well as the old through

     their AUTHENTICITY, SPIRIT, AND NATURALNESS. 
they are also very strong NETWORKERS  who, as prominent personalities, 
        inform the public about the stages of the expedition on social media. 

in addition, THEY APPEAR IN RELEVANT TV & TALK SHOWS,
THEY ALSO MEET CELEBRITIES, TAKE ON GUEST
ROLES IN FILMS, LEAD THROUGH LIVE EVENTS 

and much more. therefore, the v-guides are the 

NO. 1 MULTIPLIERS of the one world
                                                                          discovery: 

    "7 DAYS/7 WEEKS...".

THEY APPEAR IN RELEVANT TV & TALK SHOWS,
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THE PRODUCT PLACEMENT  
RETURN TO VALUES

the one world discovery can't be compared with others, 
because it isn't following any current standards, especially 
not those, which will be outdated sooner or later. on the 
contrary, the owd always wants to develop further and 
reinvent itself continuously.

furthermore, the v-guides do not want to influence others. 
instead, they want to be impressed by exciting topics and 
people. thereby, the aim is to share these impressions with 
the international audience through lifestyle stories as 
described before. 

in this sophisticated context, the owd integrates products, 
brands, and services in an authentic way to make them a 
real part of the story. 

learn more about the exciting options on the next pages.

BBBBARGAINS, BODIES & BORING
PRODUCT-PRESENTATIONS... IT'S TIME TO USE THE 

TRUE POWER OF MEDIA
TO SPREAD REAL VALUES
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history - traditions - nature hospitality - accommodation

citylife & culture fun & entertainment

THE DISCOVERY IN BRIEF
CUTTING-EDGE EDUTAINMENT

every state is presented in the format
7 days or 7 weeks. 

at least
1 episode represents 1 day or 1 week

in the v-guide's travel diary.

over the course of each day�week, the v-guides discover the local
history, culture, art, nature, traditions, 

cuisine, music, attractions, activities, 
entertainment..., people, 

and other values.

who knows a place better than locals� 
thus, the girls meet 'friends' everywhere from whom they

 learn a lot about the country's values.

all reports, partners, interviews, etc. will be wrapped into
an authentic, eye-catching, and entertaining 

STORYTELLING. 
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CROSS-MEDIA UP TO DATE
COVERAGE & FREQUENCY AT A GLANCE

D O C U - R E A L I T Y

online: website, issuu and other platforms  
print on demand: avaialble in europe & usa

extent: approx. 1� main articles per issue
frequency: weekly

special: the magazine completes the documentary 
with more details and reports, interviews, news, 

reviews, links to �booking� pages, services, etc. 

M A G A Z I N E

M U L T I P L I E R S

THE
CROSS-MEDIA

SERIES

style: mix of tv documentary, road movie, social media channel
frequency: daily - weekly
running time: between �� - 12� minutes
platforms: �start� youtube & free int. platforms 
streaming partner from summer 2�22
language: eng. �voice over opt.: ger, fr, esp�
subtitles: ger �opt. it, fr, esp, pt, ru�

diaries*: daily reviews & reports, talks... �-1� min.
bts: weekly glimpse behind the scenes á 1�-2� min. 
tutorials**: photo�video, nutrition, sports,  
beauty, fashion, style... weekly �-1� min. 
sweepstakes: film, music, travel, products...
live stream**: interviews, news, moods, events...
platforms: all social media, podcasts, photo & video networks

celebrities: presented stars share links, images,
and information within their networks 

universities: tenders to invite locals to take 
part actively create huge awareness�networking

brands: integrated partners share links, images, news
media partner: int. content sharing, exclusive shoots� 

reports, interviews... in print, online and tv media

S O C I A L  M E D I A
  * from day 1 of production, thus, 
in summary, more than �� potsts�
** irregular, appropriate to the 
topics and events.
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THE STORIES ARE REGULARLY SPREAD OVER:

diaries* 
daily

film docu 
weekly�fortnightly

podcasts
daily

magazine
weekly�fortnightly

media partners**
flexible

*incl. hauls, tutorials, reviews... ** more than ��� opt. partners from tv, print, online...

THE CROSS MEDIA STORY
EYE-CATCHING · INFORMATIVE · ENTERTAINING · EMOTIONAL · CLOSE TO THE AUDIENCE
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ROAD MOVIE
storytelling

DOCUMENTARY
informative

TALK SHOW
entertaining

SOCIAL MEDIA CHANNEL
authentic

THE FILM GENRE MIX
A CONTEMPORARY AND POWERFUL THEME BLEND



10

BEGIN MAIN STORY 
september 2�22

BEGIN SIDE-STORIES & DIARIES (TEASER) 
june�july 2�22

1ST SEASON
� episodes + specials

START & DURATION INTERVAL & COVERAGE

DAILY 
vlog's, news, diaries, hauls, tutorials... 

WEEKLY 
episodes, bts, making of.., sweepstakes... 

FORTNIGHTLY
magazines, reviews...

REGULAR QUALITY CONTENT ON SOCIAL MEDIA 
entertaining and informative quality content is placed on 
the most popular online platforms every day.

THE MULTIPLIERS due to their attractiveness and 
versatility, the v-guides are the strongest cross-media 
multipliers. they are the basis of our multi-channel 
marketing.

PHOTO & VIDEO PLATFORMS 
the v-guides present experience reports,
images, tutorials, reviews, and more on 
commercial platforms and communities.

IMAGE & MEDIA AGENCIES 
selected images and reports are completely 
or partially offered to international agencies 
and stock channels for further distribution.

*MEDIA PARTNERS (TV, PRINT, ONLINE) pictures and reports are 
shared �partially exclusively� with relevant consumer and specialist media 
& blogs from the fields of fashion & lifestyle, travel & tourism, science & 
education, technology, mobility, entertainment, art and much more.

MORE THAN 500 MEDIA NETWORKING PARTNERS IN TOTAL!!!

THE COVERAGE
TIMING & DATES
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A COMPLEX STORY(TELLING)
MODERN EDUTAINMENT

THE V-GUIDES take the audience by the hand to 
lead the public actively in and 

through exciting stories. 

INTO ACTION-PACKED, COMPLETE
DAILY ROUTINES, which always follow 

a common thread 

AND A THRILLING BACKSTORY, 
highly interesting topics will be integrated authentically.

THE TERM DISCOVERY reflects the aim. 
only a part �max. 

���� of the content will be planned and researched in advance. 
the rest leaves to chance, spontaneity, and luck. thereby, it can 

- and will - happen that a day turns out completely different 
than planned, and the v-guides have to face real challenges 
and need to find new ways. 

THE AUDIENCE IS         in these moments, 

INVITED TO BECOME A V-GUIDE 
by supporting the team and sharing their tips or advices, 

express criticism and much more. in this way, the owd team 
as well as the audience become one. therefore, from now on

WE SPEAK ABOUT 'US' AND 'WE'. 
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THE STORY(TELLING)
THE DOCU-REALITY MORE IN DETAIL...

everything is 

PRESENTED IN A VERY SIMPLE 
LANGUAGE AND WITH IMPRESSIVE 
PICTURES to make the story easy to understand and 

accessible to as many people as possible.

of course, we are not entirely reinventing the wheel. however, 
we are mounting it on a modern "car" that is gladly "driven" 

BY YOUNG PEOPLE. A DYNAMIC 
AUDIENCE WHICH IS QUESTIONING, 
OPEN-MINDED, CRITICAL, AND 
CURIOUS at the same time. active people who keep 

an open eye for the world, especially 

IN TIMES OF THE CORONA CRISIS, 
and, in this context, who plan their next trip very carefully.
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PRODUCT PLACEMENT EXAMPLE
WITHIN THE STORYTELLING

the v-guides... presented topic � area � part style of the v-guides

arrive and check in house, lobby�foyer, reception, team urban, casual, travel looks

move into the room the first attributes of the suite�room change of clothes �city, sportive ...�

go to town� on excursion architecture, service, team, specials city, boho-chic, sportive, trekking...

return & refresh themselves room & bath special wellness, beauty, sensual ...

have dinner�enjoy evening restaurant, bar, talk with chef & staff chic, classy, seductive elegant

sunset terrace � pool � bar ... chic, swimwear ...

going to sleep room, bath, bed, comfort ... pajamas, lingerie ...

awaking bed, comfort, bath wellness, beauty, lingerie, pajamas

fitness gym � pool ... sportive, swimwear, wellness ...

breakfast restaurant, talk with manager... casual

departure foyer, house travel looks

example for a hotel integration - how the house becomes a part of the story 
�adaptable to all product and service areas�

images: grand hyatt story

therefore, the hotel will be an active and authentic part of the storytelling. it will be presented in many 
different eye-catching styles to show its facets and arouse the attention of the most diverse target groups.
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THE TARGET GROUP
DEMOGRAPHICS AND SOCIOGRAPHICAL

IN GENERAL THE AUDIENCE...
 
◦ is lifestyle-oriented 
◦ attaches great importance to quality in all spheres 
◦ is willing to take time and spend more money

GENDER & AGE GROUP

the main content is addressed to all genders, but 
themes like fashion & beauty mainly arouse the inter-
est of women and x genders. the average age is 1�-��. 

EDUCATION, JOB & CHARACTER                                      

◦ higher education �completed or in progress�
◦ expect top-jobs; therefore, they accept more work
◦ cosmopolitans, interested in other cultures

WATCHING & READING BEHAVIOR

◦ highly internet-savvy, 
◦ expect to stream content anytime, but
◦ attach value to an authentic & sophisticated content 

MAIN EXPECTATIONS

because of their busy lives, the audience expects to 
get profound information, presented in an entertain-

ing and comprehensible way with a positive message.

USAGE BEHAVIOR OF CROSS-MEDIA & DEVICES

◦ expects daily news via social media on a smartphone 
◦ takes time for profound content by streaming on tv, 

or watching and reading it on tablet or notebook
 

PERCEPTION OF ADVERTISING

◦ they dont like�accept interruptions through ads
◦ accepts product-placements within stories as long 

as they are authentic and relevant

ACTIVE PARTICIPATION

◦ likes and shares favorite contents
◦ expects a platform for comments and critic

 ◦ wants to take part actively in the storytelling 

v-
gu

id
e k

at
hy
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THE KEY FACTS
VISUALIZATION - RUNNING TIME - DISTRIBUTION - AUDIENCE

at least � episodes per state á �� - 12� minutes
COVERAGE (ISSUES)

additional magazine reports
AVARAGE RUNNING TIME (EPISODES) 

ADDITIONAL 
daily diaries: á � - 1� min. each day during the production
weekly reviews � tutorials: ca. 1� - 1� min.
live streams: depending on occasion

VISUALIZATION (VIDEO STYLE MIX) 
◦ educational: sophisticated, profound tv-documentary
◦ story telling: exciting road-movie 
◦ eye-catching: stylish music video clip 
◦ entertaining: a personal talk-show
◦ authentic: social media channel 

VISUALIZATION (MAGAZINE) 
high-glossy, campaign & catalog, documentary, travel, art

VISUALIZATION (SOCIAL MEDIA) 
fresh, modern, funny, entertaining, eye-catching

COPYRIGHTS FOR YOU!
the production includes copyrights for you, including 
the license to use the footage in other media when 
stating the credit to the owd. in addition, we offer an 
image video for each country and city that encapsulates 
the best moments of the discovery on-site�
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THE KEY FACTS
VISUALIZATION - RUNNING TIME - DISTRIBUTION - AUDIENCE

publication area: international�global

multiplicators 1: the v-guides will share the content in social 
media + partner media 

multiplicators 2: the content will be shared with ≈ ��� inter-
national partners of all industries �tourism, fashion, techno-
logy, lifestyle, sports, beauty...� and formats �print- & online, 
social media, tv� and long-termn streaming-partners*.

audience: the owd-audience expects outstanding contents, 
informatve, entertaining and authentic stories. the main in-
terests are: travel, culture, history, people, nature, lifestyle, 
entertainment, design, technology, mobility, art, wellness & 
health, beauty, sport, traditions, and more.

age-group: traditionally, the age-group is broad-ranging due 
to the wide scope of topics. the average age is: 1� to �0 years. 

time of production: ≈ 2 - � weeks per state 
team: ca. � - � persons

publication � promotion time: 
from the first day it starts with social media diaries. 
the episodes will be published ≈ � weeks after the production 
is completed, and from then in weekly intervals. 
every season will be promoted for � months actively and will 
then be available for an unlimited time in the media centers.

planned reach: > 1� million �incl. multipliers & media partners�
production costs: depending on the scope of the publication*

*we provide selected material to media partners free of charge. however, they are not obliged to publish the footage in general or at a specific time.
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PHOTO & FILM PRODUCTION everybody is involved in different tasks. the 
v-guides are also editors. furthermore, they take 
care of social media and the organization as well. 
everything is well-organized to keep the effort 

for all concerned as low as possible.

MANAGEMENT & ORGANIZATION

V-GUIDE(S)

madeline

for one year, we have 
tested the newest video 
technology. thereby, we 
found a way to produce 
high-quality footage with less effort. 
so, it's possible to realize a documentary with 
only two people and less equipment. it will be 
unnecessary to close a street or place. 
of course, we will not disturb or endanger 
the public, but we will respect their privacy. 
besides, the post-production will be out-
sourced completely. 

greta & ines will overtake the leading roles 
the others will support them temporarily. 

the core team consists 
of two people who are 
responsible for the 

organization and admi-
nistration. temporarily, the v-guides will 
overtake these tasks. other task will be out-
sourced. if it becomes necessary, makeup and 
styling will be done by local artists. 

TEAM ONSITE
in general: � - � people
additional: 2 - � �temporarily, locals�
 

greta ines

betty louisemarco christopher

patricia

THE (ON-SITE) TEAM
PERFECTLY MATCHED

https://valeurmagazine.com/claudia-the-splendid-v-guide/
https://valeurmagazine.com/claudia-the-splendid-v-guide/


18

THE PREVIOUS TITLES
UP TO NOW



VALEUR SPECIAL INDIA (2010) ����k�
LEST WE FORGET (2014)  �1.� m�
STEPPING FREE OF THE SNAGS IN THE SYSTEM (2015) �1.�m�
CREATE ONE WORLD (2015)  �1.2m�
FASHION WEEK SPECIAL (2016) ����.����
STAR WARS SPECIAL 2 (2017)  ����.����
THE 89TH OSCAR SPECIAL EDITION (2017) �1.�m�
FROM HOLY WATERS TO THE BLUE SEA (2017) ����k�
A BRIEF HISTORY OF LINGERIE (2018) ����k�
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THE MOST SUCCESSFUL ISSUES
OF THE MAGAZINE UP-TO-DATE



CONTACT US

MANAGING DIRECTOR:
marco kokkot

ADDRESS :
valeur magazine, prinz-eugen-strasse 1�  
1���� berlin | germany

PHONE: 
+49 30 54 73 97 47 

E-MAIL:    
management:   marco kokkot · marco.kokkot@valeur.media
           cc:    betty aregie · betty@valeur.media

FAX:  
+49 30 54 73 97 46 

  
website
youtube

  
instagram.com
facebook.com

© valeur media networks 2022

VISIT US ONLINE:

mailto:marco.kokkot%40valeur.media?subject=
mailto:betty%40valeur.media?subject=
https://valeurmagazine.com/
https://www.youtube.com/user/VALEURMAGAZINE
https://www.instagram.com/valeur_magazine/

