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For a long time, space-time travel was so-
mething utopian. It became reality thanks to 
Zeit, a subsidiary of Richard Branson’s Virgin 
empire. A total of 289 destinations from the 
pre-historic era to the present day have been 
roughly selected and all offer secure expe-
riences. Zeit, in addition to democratizing 
space-time travel, wants to continue the ex-
perience with a reassuring, intuitive and res-
ponsive website. 

The product must include : 
It starts with the traveler choosing a destination 
on the e-commerce website and that destina-
tion can be filtered by interests, time ranges, 
and other relevant ways. 
During the checkout process, the person will 
decide when in the present time they want to 
book, and for how long they want to travel.
The site should also reassure customers about 
security and should also provide information 
about how the service works in order for people 
to understand and trust the company.

BACKGROUND



- Who are the people interested in space-time travel?
- What are people’s main motivations for a space-time?
- What are the most sought-after experiences?
- Considering people’s previous experience with travel sites, what makes the       
   experience enjoyable and, on the contrary, what are the difficulties 
   encountered when booking a trip?
- What are the functions and features needed for a travel booking page?
- What price are they willing to pay and for how long? 

Create an immersive experience that reflects Zeit’s universe, both modern and historical, starting 
with an intuitive, innovative and responsive logo and website. The site must be easy to use and make 
people on it want to book a space-time trip.

RESEARCH GOALS

RESEARCH QUESTIONS



Secondary research: Above all, this would 
allow us to learn as much as possible about the 
subject and what exists in the collective imagi-
nation.

Competitive analysis: It is important to have a 
clear current vision and to understand how tra-
vel sites work. We can create a table to compare 
features, gather screenshots to compare the 
look and feel, and do a SWOT analysis (Stren-
gths, Weaknesses, Opportunities, Threats) of 
each competitor.

Survey: Creation of a questionnaire in order to 
collect as much information as possible about 
the motivations, goals and pain point and de-
sired features and functions on a space-time 
travel booking website.

1:1 user interviews: Based on the questionnaire 
and previous research, we will deepen with 3-5 
people with different profiles, their experiences 
with online travel booking and their motiva-
tions.

METHODOLOGIES



« According to a study published in Classical and 
Quantum Gravity, time travel without paradoxes 
is mathematically possible. The question of time 
travel is still debated among physicists. It is true 
that time travel does not exist in physics as we 
know it, but in the equations of relativity formu-
lated by Einstein, we quickly realized that these 
formulas from a mathematical point of view 
allow travel to the future as well as to the past. In 
1937, Willem Jacob Van Stockum was the first to 
formulate the idea of time loops. But problem, 
these time loops can break the principle of 
causality, one of the great foundations of phy-
sics. This is most often illustrated by the «grand-
father paradox». If you can go back in time, you 
could kill your grandfather, and thus no longer 
exist, which would be a paradox. For these two 
Australian mathematicians, it is possible - from 
a mathematical point of view - to travel in time 
without a paradox .»

RESEARCH 
FINDING

https://www.franceculture.fr/sciences/voyage-dans-le-temps-les-
paradoxes-sont-evitables



As Zeit is a company that does not exist, it does 
not yet have any real competitors. I thought 
about what Zeit was proposing in order to find 
competitors and I came to the conclusion that 
Zeit offers above all experiences. Zeit’s clients 
want to experience something unique, to live 
like a local at the chosen time, to discover new 
cultures and civilization and to leave with lots of 
memories.
That’s why I have access to these 5 companies 
and that’s why I have voluntarily omitted com-
panies that offer space travel because in my 
opinion it’s not the same thing. These compa-
nies, very accessible on the future unlike Zeit 
which focuses on the culture of the past, are 
very accessible on the journey itself. Zeit focuses 
on experience. So I have included Orion Span, 
which although spatial, offers a hotel experience. 
For the other competing companies, I tried to 
choose different ones, which when combined, 
offer an experience as close as possible to Zeit. 
Thus, I think that Zeit’s values are found in the 
modernity of Orion Span, the historical culture of 
Martin Randell Travel, the luxury and customiza-
tion of Gravitate, the desire to discover the local 
life of SpottedbyLocals and of course is found 
and inspired by the intelligence of the UI and the 
model of Airbnb.

COMPETITIVE ANALYSIS



STRENGTHS

- Not only about the flight 
but a complexe « space 
hotel » experience.
- Design in tourism in 
mind (room, restaurants, 
great food, activities)
- Private suit for two avai-
lable

WEAKNESSES

- 3 months training re-
quired.
- Not like a restful stay: 
guests have to work as a 
team and participate in 
the operation of the sta-
tion.
- IU does not highlight the 
modernity of the company

STRENGTHS

- Wide choice of expe-
riences
- Option to add to favorites 
is many filters (by date, 
categories, places)
- Great UI & design.

WEAKNESSES

- Short experiences.
- Not all experiences are 
the same, as there are a lot 
of them, you often have to 
sort them out.
- If you book a trip + some 
experiences its expensive.

ORION SPAN

AIRBNB



STRENGTHS

- Tailor-made luxury expe-
riences
- 4 filters : experiences, fa-
mily, romance, wellness.
- The experience of the site 
makes you want to, the 
photos are superb and the 
storytelling is engaging.

WEAKNESSES

- Navigation bar too small 
and unreadable on some 
pictures.
- Photos take too long to 
load.
- Impossible to know 
more about prices or 
experiences, you have to 
contact a « Travel Mana-
ger ».

STRENGTHS

- City guide with insiders 
tips by locals.
- Mobile first design & of-
fline maps & tips inside the 
application.
- Filter by category in each 
city.

WEAKNESSES

- UI not really engaging.
- When you click on a city, 
huge ad for the application 
before being able to access 
the content.
- The application is not free 
of charge.

GRAVITATE

SPOTTEDBYLOCALS



STRENGTHS

- Focused on archaeology, 
architecture, art, gastro-
nomy, history, houses and 
gardens, literature and 
drama, music, ballet and 
opera, and walking.
- Huge selection of cultural 
experiences in each cate-
gory.
- No photos, but paintings 
of great masters that give 
originality and support 
the historical side of these 
trips.

WEAKNESSES

- Dull, slightly old-
fashioned violet brand 
color.
- Too many options in the 
search bar that seem to be 
more or less the same.
- Very high price.

MARTIN RANDALL
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interested in the idea of 
time travel (78.6%).

Their favorite criteria for choosing a 
destination?

86,7 %

60 %

60 %

60 %

33,3 %

26,7 %

13,3 %

Beauty of the place

Cultural activities

Food

Nature

Relaxation

Shopping

Sport activities

46.7% of participants pre-
ferred to travel as a couple, 
26.7% alone, 20% with a 
group of friends and 6.7% 
with family. 

The 2 activities that people 
prefer to do are :  Walking 
around (40.0%) and Ex-
ploring nature Exploring 
nature (33.3%). Then ex-ae-
quo, eating local food, 
Events, Meet locals & Shop-
ping. (6.7%). 

Most of people are woried 
about :  Security - Cost - 
Technology - Time - Side 
Effects. Most of people underline 

the need for a clear and 
effective IU



INTERVIEWS INSIGHTS
MOTIVATIONS & PAIN POINTS :

- What motivates people to travel:
All participants are frequent travelers (minimum 3 trips per year) and are motivated to meet 
people. They all stressed how important it was for them to frequent the locals during their 
travels. One person said « Nothing is better than discovering a country through the eyes of 
someone who lives there ».

- How they choose their destinations : 
For all participants, the culture of the country is important. 2/3 pay attention to the beauty of the 
place beforehand, while the 3rd likes to select their destination according to the activities pro-
posed.  All of them have budget concerns.

- Which activities they like to do : 
All the participants like to walk around aimlessly to discover the city. 2/3 like to go to the mu-
seum and do cultural activities, like to party and discover the culinary culture. 1 participant likes 
to go to the beach and rest. 

- What makes a trip unique : 
For all the participants, the most important thing for the uniqueness of a trip is the meeting and 
the experience that results from it.



- What are the fears related to the trip :  
For all participants the main fear is security. 1 participant is still willing to take some risk to see 
things, 1 participant is careful about illnesses on the spot and the medication she takes with her, 
1 participant is careful about flights.

- How they book a trip :
All participants use a flight comparator (Skyscanner, Kayak), all use Airbnb and Booking. 1 uses 
VoyagePrivé and 1 Staycation. 

- What are the functions and features needed for a travel booking page : 
All need filters on their site/application. All of them like the ease and reliability of sites like 
Booking and Airbnb.

- What are the difficulties encountered when booking a trip?
All participants are afraid of scams, 2/3 find that sometimes the prices are less advantageous 
than on the advertiser’s direct site. 

INTERVIEWS INSIGHTS





CONCLUSION & 
NEXT STEPS
We wish to propose a clear, simple and effective site. In terms of travel, to propose destinations 
that can mix city and nature, based on the meeting with locals, propose activities but leaving 
each person free to follow his own path. In spite of the fact that these are luxurious trips, it 
would be interesting to propose low prices on some destinations in order to give everybody the 
chance to live this experience. The site, should also be informative about all that this implies, and 
reassure in terms of security. In terms of features, the emphasis should be on beautiful photos, 
with an attractive site from the first glance, offering reviews and addresses, local tips, why not 
offer a blog, and a Personal Trip Planning Features (calendar, maps, itineraries) and of course 
filters that will allow users to find exactly what they are looking for.

Next steps : 

- Project goals
- Product & features development 
- Start the structural design
- Branding 



Thank 
you  !


