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Zeit: Time Travel Tourism 
Zeit is a subsidiary of Richard Branson’s Virgin 
empire. They have been given a set of standards 
under which they can operate a time travel for 
tourism venture. 

A total of 289 destinations all over the world, 
have been approved and finalized to receive 
people. Destinations are only in the past and have 
been selected because of their safety. People will 
travel to controlled and extremely protected 
places.

Travelers will be able to look at, and do things 
typical of the time, like workshop activities or 
attending shows in controlled environments.
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High Level Design Goals 

BRAND 
Design a logo for the company that is 
modern and historical at the same time

● Modern and fresh
● Classical and historical

WEBSITE
Design a responsive ecommerce 
website that is easy to use and that 
allows customers to browse through all 
different trip categories and details, 
filtering via interests and classifications
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RESEARCH PLANNING
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RESEARCH GOALS

● To discover how people make their travel arrangements.

● To discover how people choose their travel destinations

● To uncover a target demographic

● To discover any insights about how people feel about travel in general

● To discover what people consider a pleasurable travel experience

● To discover what people consider a frustrating travel experience

● To discover what we don´t know... the unknowns.
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ASSUMPTIONS

● Time travel will be expensive

● Not everyone will think time travel is appropriate

● There may be few repeat customers
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QUESTIONS

1. Who should I interview?

2. What interview questions should I ask?

3. How do I approach income sensitive interview questions?

4 How can I drill down to the core value based on participants’ answers?

5. How do I make my participants comfortable enough to talk openly and honestly?

6. How do I determine who the indirect or other competitors are?

7. How will I conduct market research on a market that doesn‘t exist yet?

8. How will I determine whether or not I’ve met my research goals?

9. Are my research goals measurable?
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RESEARCH METHODOLOGIES

1-2 DAYS

Secondary Research

Literature review, Market 
research, online research

  

Competitive Analysis

Identify direct or indirect 
competitors strengths and 
weaknesses

  

User Interviews

Conduct user interviews to 
develop insights into user 
needs

        

1 DAY 2 DAYS
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SECONDARY 
RESEARCH



$198 billion 

140 million U.S. adults
Will research a trip online. (Source: Social Media Today)

 This year, digital travel sales are expected to reach:  

79% of travelers 
completed a booking 
after researching on 
their mobile device in 
2017.
Compared to 70% who 
did so in 2016. (Google, 2017)

2016 2017

70%
79%
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Online tours and 
attractions gross 
bookings:
$9B in 2015
$21B in 2020.
(Phocuswright, 2017).

Summary:
More people research and book travel 
online or on mobile apps each year. People 
want to have better experiences in their 
travel, rather than just sightseeing.

"Voluntourism," is one of the fastest
growing trends in travel.
More than 1.6 million volunteer tourists 
are spending about $2 billion each year. 
(NPR, 2014)

2015 2020

$9B

$21B
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COMPETITIVE 
ANALYSIS
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INDIRECT COMPETITORS

EXCURSIONS

STRENGTHS

Informative website 
with engaging videos

Few competitors

100% guarantee

WEAKNESSES

Requires headset

Available in only 6 
locations

STRENGTHS

Very few competitors

Brand recognition 
(Virgin Group)

WEAKNESSES

Not fully functional 
yet

Cost prohibitive to 
most

STRENGTHS

Unique experiences 
offered

Has reviews 

More meaningful 
travel experience

WEAKNESSES

More expensive

“Voluntourism” has a 
bad connotation to 
some

Planning/book 
process more difficult

STRENGTHS

Easy search feature

Verified reviews

Related and “nearby” 
search features

WEAKNESSES

No accommodation 
booking

No travel booking 

STRENGTHS

“Captive” audience

Easy search

Pre-packaged with 
everything taken care 
of from ship to shore

WEAKNESSES

Not all activities 
available in all areas

Additional costs

Rigid structure may 
not suit all travlers
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USER 
INTERVIEWS
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USER INTERVIEWS 

Participants: 4
Male: 2
Female: 2
Ages: 31-43

After interviewing the participants I 
used an empathy map, storyboard, 
and a persona to synthesize the 
data. Some key insights started to 
emerge.
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SYNTHESIZING 
THE DATA
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I used several tools to 
synthesize my data. 
The first tool was an 
empathy map.

EMPATHY MAP 
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EMPATHY MAP 

NEEDS

● Customers need to feel like they are 
getting the best value for their budget

● Customers need to feel confident that 
their travel plans will go as expected

● Customers need to be able to find basic 
necessities while traveling

● Customers need to be able to easily add 
additional travelers to their plans

INSIGHTS

● Participants factor cost into their decisions 
to book travel

● Participants experienced frustrations in 
their travels

● Participants had thought about food 
while traveling

● Participants said traveling with family and 
friends was preferable



20

STORYBOARD

I created a 
storyboard to show 
the context in which 
a user might need to 
use the product.
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PERSONA

I also created a 
persona to tailor the 
design to a specific 
(fictional)  person’s 
needs.
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RESEARCH SUMMARY 

The user interviews confirmed what the secondary research taught 

us about people and their travel habits, specifically that many people 

are researching and booking their trips exclusively online or on their 

mobile device. It is crucial for them to have an easy and efficient way 

to accomplish these tasks. Because cost plays a factor in the research, 

users need a way to easily sort trips by cost. They also need to have 

enough information about the trip to feel a certain sense of control 

about their plans. 


