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Our Work 

Our Thinking For Vail Resorts 

Approach and Vision 

Project Plans and Cost 

Questions

Tamara Weinman 
Managing Director 

Chris Wooster 
Executive Creative Director 

Kim Gannon 
Director of Production 

 
Agata Seidel 

Senior Strategist 

Caroline Leger 
Senior Content Strategist 

James Lanyon 
Innovation Director
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Responsive to guests, not just devices.
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Attribute every 
personal achievement 

with hard work and 
the daily grind.

Mass Affluents  
$150K+ HHI

Our assumed audience
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They’re pulled between  
two gravitational forces:

65%

Travel matters most 

67%

Family quality time 
is their most treasured thing

Treasured time

Sources: CEB Iconoculture 2015 Affluent Insights 

Agree if their companies offered  
unlimited vacation, they wouldn’t 

use any more than they do. 

72%

Paid vacation days left 
on the table every year

429,000,000

Pride in performance

Sources: Creative Group 2015 Vacation Survey  
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Making vacation planning an epic challenge:

Days It Takes Average 
Traveler To Commit 

To A Booking

12

“With&everything&and&everyone&&
I’ve&got&to&consider,& 

I’m&so&so&SO&wary&of&just& 
choosing&‘wrong.’”&

Meredith,'38 
'(snowboarder/family'travel'pro)

Sites Visited 
During The Process

38 

“It’s&not&so&much& 
I’ll&know&it&when&I&see&it&

as&it&is&‘I’ll&know&it& 
when&I&feel&it.”&

Jill,'40 
'(skier,'world'traveler)

Source: Google, 2014 “Travelers’ Road To Decision” whitepaper

Want Authentic 
Local Experiences

94%

“It’s&amazing&how&deep&
in&the&weeds&I’ll&get&on&

a&place…&suddenly&I’m&on&
the&fifth&page&of&[its]&
TripAdvisor&reviews…”&

Lorrin,'40  
'(skier,'family'traveler)

Source: YouGov 2015 Luxury Insights Summit
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So they’re casting nets for help and inspiration. 
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All along, 
shortlisting. 
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Stir their imagination,  
then keep them close with  

a useful, illustrative vision of 
that dreamed plan.  
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How?

Accommodate explorers. 

Anticipate return visitors. 

Assist conversion. 
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Accommodate explorers: 

Entice curious browsers smartly,  
fashioning experience elements 
from known/learned data points 
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“ANTICIPATORY ARCHITECTURE”

Why Vail? 
(“family” version)

The Mountain The Village

Family  
Offers

Ski School

Lodging search tools

Configuration A

Why Vail? 
(“adventure” version)

The Mountain Adventure 
packages

GoPro 
channel 

highlights

Ski School

Configuration B

Lodging search tools
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•Prior visit behaviors  
(searches, visited pages, etc.) 

•Abandoned carts 

•Paid search keywords  
(match targets to click)  

•Display advertising  
(match target to click)

Strong Triggers:

FASHIONING THE FIRST TIME VISIT
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•Directional data based on  
third-party data sets  
(ex:. Rocketfuel’s Site Optimization Tools)  

•Geo or behavioral variables  
(ex: proximity to resort) 

•“Look-alikes”: predictive modeling  
based on user’s activity on-site  
(“Users like you added ____ service”) 

•Time since we last saw a site-visitor 

•Seasonality 

FASHIONING THE FIRST TIME VISIT

Soft Triggers:
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Good news: you’ve already got a  
great content base to build from.
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Earn your way to the return visit. 
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Anticipate return visits: 

Remember them and  
use that to reframe their  
next visit around them 
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Source: 2015 T3 proprietary Useful Brand Report

THEY CRAVE A  
SMARTER EXPERIENCE
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CURATE AND COLLECT 
BEFORE I COMMIT 
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Assist conversion: 

Reduce friction by maximizing 
previous visit behaviors and 

eliminating obstacles 
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CONCIERGE THEIR 
CONVERSION
Can we smooth out handoffs between  
legacy back ends to minimize the  
frustrating and agonizing process of 
assembling your experience?
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Accommodate browsers. 

Anticipate return visitors. 

Assist conversion. 

Responsive to guests, not just devices.
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P R O J E C T  P L A N / C O S T S
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PROJECT APPROACH: OVERVIEW
We will start fast, assign ownership teams, and quickly assess how to get the finish line. The total project will develop through five 
major phases: 

DISCOVER DEFINE IDEATE DESIGN

We interview 
stakeholders, audit 
the current and 
competitive 
landscapes, and 
surface insights that 
ladder up to the 
business objectives. 
We synthesize our 
learnings and 
confirm alignment. 
This is the beginning 
of our holistic 
approach and a 
critical phase in 
which to align. 

DEPLOY

We advise during pre-
production to ensure a 
seamless handoff and 
assist in post-production 
until properties are 
deemed stable. 

We visualize the 
recommendations of 
previous phases at 
the template and 
page levels, confirm 
technical 
parameters, secure 
assets, and annotate 
functional specs for 
hand off. 

We craft user 
experience and 
design concepts 
that can be 
validated through 
usability testing 
initiatives.  

We map customer 
journeys, prototype 
our thoughts, and 
propose site structure 
alongside design 
frameworks. A Brief is 
created to inform 
subsequent phases and 
hold us accountable. 
Defined project plans, 
laddering up to the 
larger roadmap, are 
created, reviewed, and 
shared. 
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IDEATE

TIME TO COMPLETE: 15—17WEEKS

BUDGET RANGE: $348,860—383,746

ACTIVITIES 

- Prep Stimuli (Design and/or Prototypes) 
- Draft Moderator Guide   
- Wireframing, including detailed Use Cases for 

Resort Info, Booking, and Checkout flow 
- Look / Feel / Tone Exploration 
- Visual Design 
- Asset Management 
- Content Modeling  
- Post Handoff Support

OUTPUTS 

- Testing Stimuli 
- Moderator Guide 
- Testing Attendance   
- Testing Results Synthesis and Recommendations 
- Wireframes 
- Responsive Design Comps 
- Copy Deck 
- Content Model for Dynamic Modules 
- Annotations / Functional Specs

DESIGN DEPLOY

PROJECT APPROACH: INITIAL PHASES



W H Y  T 3 ?
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We’re 100% sure this isn’t the answer. 
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