
SHARE.
INSPIRE. 
REPEAT.

yaWento

TRAVEL. 
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For the educational objectives of this User Experience assignment/exer-
cise all of the photographs displayed in these designs are for mock-up and 
demonstration purposes only.
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DESIGN CHALLENGE

PROJECT OVERVIEW

To design a travel curation application that allows users to discover,  
document, rate, and share their travel experiences through social networks. 
yaWento is planning to launch in late Fall 2016 on the iOS side of mobile.

yaWento wants to be the go-to app for travelers that allows users to 
blog, discover, research, share, interact, and plan travel experiences. 
Cornish College of the Arts assisted yaWento in the creation of a rich user 
experience by researching competitors, studying potential consumer 
personas, developing design elements, compiling mood boards, defining 
consistent visual branding and adhering to a five-week design schedule. 
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COMPETITORS

AIRBNB

GOGOBOT

TRIP ADVISOR

TRIP IT

UTRIP

YELP

ROADTRIPPERS

FOAP

SPOTTLY

TROVER 

JOURNI

GOOGLE TRIPS
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- AIRBNB

Airbnb is a global renters app for vacationers 
looking for an “at home” feel while traveling. 
Users can book rooms and homes to rent for a 
short period of time within the app. Users are in-
troduced to the varied homeowners immediately 
and are given a handful of photos of the location 
they could rent so they know they’re getting a 
safe and enjoyable experience.

FEATURES:

Multiple buttons to navigate throughout the app. 

Filter button in any part of the app to create the 
most user generated content based on places the 
user enjoys. 

The filter is incredibly customizable, allowing us-
ers to add any feature that will give them a more 
enjoyable experience with guaranteed options.  

It updates available spaces while users are in the 
app. 

Push notifications can be activated to view rooms 
at a better price up until the user’s travel date.
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- GOGOBOT

This app functions similarly to Yelp’s review  
organizer. Users find destinations through 
suggestions (which change based on time of day, 
such as breakfast restaurants in the morning). 
These then bring up a review page with star 
ratings of the location from app users, and a visual 
representation of the popularity of the location.

FEATURES:

Users can switch between ‘local’ and ‘visitor’ 
settings which give different types of suggestions. 

The home page has a dock that allows users to 
review locations as soon as they open the app.

Visual representations of what kind of users 
destinations are popular with makes it easy to 
see if the people reviewing the location share the 
user’s interests.

“Rate it!” category on the home page encourages 
users to rate new locations if they’ve been there.
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http://www.airbnb.com
http://www.gogobot.com
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- TRIPADVISOR

A complementary app to the website, tripadvisor.
com. This robust app allows users to book their 
entire trip—from flight to museum tickets—in 
one place. TripAdvisor is great for quickly finding 
spots nearby to stay, eat, or play, and has honest 
user reviews. It has a four-star average on the 
Apple app store.

FEATURES:

Includes search and options for the user’s 
next direction (Near me now, Hotels, Flights, 
Restaurants, Things to Do, Vacation Rentals, 
Destination guides, Forums), and suggestions for 
top ten destinations (a left to right scroll with 
suggested cities to visit).
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- TRIP IT

Tripit helps organize all of a user’s travel plans in 
one single app. All confirmation emails can be 
forwarded to Tripit and a master itinerary will be 
created for the trip. Tripit automatically fills out 
travel information for users.

FEATURES:

Events/plans can filled out as thoroughly as  
desired, including travel agency, booking, and 
miscellaneous details.

Users can receive alerts and notifications and 
have it synced with other calendars.

Tripit is accessible on smartphones, tablets, and  
computers.
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http://www.tripadvisor.com
http://www.tripit.com
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- UTRIP

The Utrip app is a companion to their site, 
prompting users to look into trips via the web-
site and does not have an in-app search bar. The 
website provides assistance with customizing a 
user’s traveling preferences. 

FEATURES:

Users are able to create their own profile and 
add their interests to an organized account. 

Users have the ability to look up their own travel 
tips in categories, take a quick quiz to sort out 
their interests, read blogs, and take notes from 
local experts.
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- YELP

Yelp is an American multi-national corporation 
headquartered in San Francisco, California. It
develops, hosts, and markets Yelp.com as well 
as the Yelp mobile app. They publish crowd-
sourced reviews about local businesses, online 
Yelp Reservations and online food-delivery 
service Eat24.

Yelp has a monthly average of 23 million unique 
visitors who visited Yelp via the Yelp app and 69
million unique visitors who visited Yelp via the 
mobile web.

FEATURES:

In addition to accessing reviews, users can plan 
events, create lists and communicate with other 
Yelpers.

Every business owner (or manager) can setup a 
free account to post photos and message their
customers.

Users can access Yelp via iPhone, Android, and 
more. The Local Yelp brings updates on the latest 
and greatest business openings and other events.  
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http://www.yelp.com
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- ROADTRIPPERS

Roadtrippers is a US travel companion and  
recommendation app. Users can use the app to 
plan the best possible road-trip by accessing a 
database of the best spots to eat, drink, stay, and 
experience in the US.
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- FOAP

Foap allows users to post pictures that can then 
be bought and used by others as stock photos. 
Users can buy pictures from others as well as sell 
their own. 

FEATURES:

Users can join the “Missions” which are contests 
usually sponsored by an individual company.  
A photo theme is provided and then a winner is 
selected for a larger price ($100 or more usually).

Before the pictures are available to be on the 
“market”, they go through a rating system where 
a minimum of 5 users have to rate “How much 
they like the photo” by clicking on the number of 
stars they feel is appropriate. For the picture to 
be able to be sold, it needs a minimum rating of 
3.5 stars. This is great for checking the quality of 
pictures that are being put into the app.
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http://www.roadtrippers.com
http://www.foap.com
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- SPOTTLY

This app helps direct users to interesting marks 
or monuments in whatever place they search. 
It’s not as much of a planner as more of a way of 
collecting places that are interesting and suitable 
to one’s interests.

FEATURES:

The discover page is neatly organized and  
content is connected to the user’s interests.

The app utilizes a “heart” system, similar to  
instagram, that fits it nicely.  

The navigation system includes a home page, 
which is like a “this might interest you” section, 
a search, the user profile, which organizes what 
users like, and a contribution page.
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- TROVER

Trover is a travel blogging app that allows users 
to upload individual images with geo-tags and 
descriptions to share. The app is set-up like a so-
cial network with a newsfeed and a followers/fol-
lowing feature. The app allows users to discover 
new destination possibilities around their current 
location and around the world. There is no op-
tion to group photos into “trips;” each individual 
photo is considered a “discovery”.

FEATURES:

The Nearby feature is one of the app’s strongest 
pages. It allows users to quickly see discoveries 
around their current location and the more users 
scroll down, the further the distance the discov-
eries become — this is visually presented in a 
miles distance counter at the top of the page.

The Newsfeed is set-up very similar to 
instagram with single photos, geo-tags and a 
blog-like description.
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http://www.spottly.com
http://www.trover.com


18 19CORNISH COLLEGE OF THE ARTSCORNISH COLLEGE OF THE ARTS

- JOURNI

Journi is a trip blogging app that allows users to 
create a trip and attach “moments” to it (text, im-
ages) and to share those moments either publicly 
or privately. The app has the ability to geo-tag 
photos and to track trip movements each time a 
moment is uploaded. 

FEATURES:

Allows for control of who sees trip information 
and posts; however, this has lead to a decrease 
in user generated content since most users have 
opted to make their trips private or to be viewed 
by a select group of friends. 

Has easy access to the post button, which is cen-
ter on the app’s dock.

Gamification includes a digital passport that gets 
stamped when users enter new countries and a 
world map that shows where users have been.
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- GOOGLE TRIPS

Google Trips is a travel planning app that works 
both online and offline. It allows users to discov-
er new destinations, create an itinerary, estimate 
travel times, get directions, and store all travel 
information (plane tickets, hotel, etc.). 

FEATURES:

Easy offline/online access to all of its content.

Extremely user friendly.

Gives trip suggestions based on past locations, 
current locations, and groups them into compre-
hensive groups like “Things to Do” and “Food & 
Drink”.

Connects to gmail accounts, so it integrates very 
well into already created google accounts 
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http://www.journi.com
http://www.google.com/trips
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PERSONAS

YOLO ADVENTURERS

DAYTRIPPERS + WEEKENDERS

WEDDING PLANNERS

MODERN FAMILY TRAVELERS

CULTURE SEEKERS

Looking for their next great adventure, YOLOs love to explore new places, experience new 
cultures, and avoid spending lots of money.

Destination weddings, honeymoon adventurers, and bridal party accommodations  
to consider.

Museums, restaurants, symphonies, sporting events, and rock concerts are all fair game.

Only have a day or two—no problem! Let’s see how much hiking, biking, rock climbing, 
and windsurfing can be packed into an abbreviated schedule.

Vacationing with grandparents, partners, and framilies—the new combinations for  
“family” travel are many.
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DEMOGRAPHICS DEMOGRAPHICSDESCRIPTION DESCRIPTION

IMAGES

MEDIA/APPS USED MEDIA/APPS USED

YOLO Adventurers are typically between the ages 
of 18- 25 and are high school graduates most likely 
attending college. They are well-traveled and tend 
to go on 3-10 trips per year. Many tend to travel with 
friends or family, but some also like to go at it alone 
and immerse themselves in new environments. They 
are very technologically savvy and rely heavily on their 
smartphones for travel advice, transit, trip planning, and 
finding local destinations. 

YOLO Adventurers tend to travel on the fly with little 
planning and little to no budget—with the mindset of 
trying to spend as little as possible. They typically spend 
a minimum of $400 while traveling. Social media plays a 
prominent role during their trips to help document and 
show it to other people (not to brag, but simply to show 
where they have been). Apps they tend to use for travel 
help include: Google Maps, Apple Maps and local transit 
apps. 

YOLO Adventurers love to explore new places, 
experience new cultures, and have a good time along 
with way. Most have been to at least one other country 
in their lifetime.

The Weekenders want to spend their time exploring 
rather than being cooped up at home; home is a storage 
place for gear and the equipment for weekend activities. 
The Weekenders average about 35 weekends out and 
about a year. These young adults have yet to settle down 
into families which have left them able to flex their 
wings around the country, indulging in sports of any 
kind, impromptu adventures, and short road trips. The 
Weekenders find themselves seeking out destinations 
off the beaten path, loaded with greenery, water and 
challenges. Many of these adventures are far from cell 
range and usually include some sort of backpack filled 
with essentials and a few treats. Even though money may 
not be a concern for them, the group does not tend to 
spend excessively or indulgently, but rather they invest 
in good gear and carry their adventures on their backs.  

After their 9-to-5 city jobs these weekenders push out 
the door Friday evenings or first thing Saturday morning 
for a quick get away. They rely on Google maps as a 
compass and use Instagram to document their exploits 
and escapades. They tend to keep the adventure group 
small making it easier to change directions when the 
weather, or the budget, doesn’t cooperate.

Facebook, Instagram, Snapchat, Twitter, Google 
Maps, local transit apps, Around Me app, Air trav-
el websites, Apple maps.

Instagram, Storm, Google Maps, Facebook, Magic 
Seaweed, Mountain Bike Project, Strava

INFO SOURCE: http://blog.virtuoso.com/traveler_
trends/5-trends-know-today-millennial-traveler/

INCOME: Low-Income
EDUCATION: High School Graduate, College Student
TYPES OF TRAVEL: Hiking, Events, International,  
Location Specific Travel/Tourist

INCOME: 70-150k/yr
EDUCATION: Masters
TYPES OF TRAVEL: Hiking, Trail Running, Surfing, 
Bike Touring, Climbing, Camping, Puzzles

YOLO ADVENTURES DAYTRIPPERS & WEEKENDERS

$250-300: Plane Ticket

$400-500: Hotel, Food, 
Shopping, etc.

$80-100: Gas

57%
44%
97%
70%
66%
71%

Of millennials are more likely than others to want 
to meet other people staying at their hotel

Of millennials are more likely to ask for travel 
opinions on social media

Of millennials pos on social media and share  
experiences with friends while traveling

Of millennials took at least one leisure trip in 2013

Of millennials consider travel a very important 
part of their life

Of millennials took short getaways of three nights 
or less

IMAGES

GRAPH

67%
53%
97%
66%

 U.S. travelers planned weekend-getaways for their 
summer vacation

Of Americans take weekend trips occasionally or 
more often

Of summer trips are to domestic destinations

Of Americans would rather take a one-day or 
weekend road trip

INFO SOURCE: https://www.statista.com/topics/2092/weekend-tour-
ism-in-the-us/
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DEMOGRAPHICS DEMOGRAPHICSDESCRIPTION DESCRIPTION

MEDIA/APPS USED MEDIA/APPS USED

The Wedding Planners are couples in their early 20s 
to mid-30s who are planning their honeymoon and/
or a destination wedding. From the announcement of 
their engagement to the actual wedding, they are in 
a constant state of wedding planning with a typical 
destination wedding budget of $28,000 and a guest list 
of about 50-60 people. 

They are seeking low-stress planning and typically a 
tropical destination. These couples are often interested 
in all-inclusive packages. While many couple plan their 
weddings themselves, it is often easier to work with a 
wedding professional in the area rather than attempt to 
make the necessary arrangements long-distance. 

 The Wedding Planners want to share their pictures 
and videos with friends and family, especially on social 
media, and are looking for a relaxing experience for all.

The Modern Family is part of the new and evolving 
familial unit, very different from the traditional families 
of the past. As these new “framilies” replace old 
structures, they bring friends and extended family along 
for the ride including ex-spouses, grandparents, aunts, 
uncles, multiple couples traveling with their children, 
LGBT couples and their children, etc. Thanks to the 
explosion of the Internet and low-cost travel, families 
of all economic classes can dream, plan, and travel to a 
variety of travel adventures.

The Modern Family goes on shorter trips, but takes more 
trips. The group often centers the activities around for 
their children/grand-children which is why theme parks 
rise to the top as one of the key family destinations. In 
general, they enjoy outdoor activities. While the Modern 
Family likes to plan specific activities for a trip, it’s also 
true they like to stay open to the last-minute changes 
that occur while trying to coordinate a large group of 
close relations.

Pinterest, Instagram, Facebook Instagram, Facebook, Google Maps, Apple Maps

INCOME: $110,000
EDUCATION: College Graduate
TYPES OF TRAVEL: Tropical, Popular Destinations, 
Tourist Areas

WEDDING PLANNERS MODERN FAMILY TRAVELERS

IMAGES IMAGES

GRAPH

24%
60%
16B
$673

Of all weddings are destination weddings

Of destination weddings are paid by the couples 
themselves

The destination wedding market accounts for $16 
billion in annual spending

Guests at a destination wedding spend an average 
of $673 to attend

INFO SOURCE: http://honeymoons.about.com/cs/eurogen1/a/wed-
dingstats.htm

INCOME: $50 000-$125 000
EDUCATION: Minimum High School Graduate
TYPES OF TRAVEL: Amusement Park, Planned 
Roadtrips, All-Incluse Destinations Close to 
Beaches, Camping and Other Outdoors Activities.

GRAPH
Beaches

Theme 
Parks

Others (Cruises, Road Trips, Cities...)

Outdoor Trips

All-Inclusive

1976 2014

Number of Children per Women

Vacation Destinations

40% 41%

4+ 2

24%

25%

11%

24%

22%

14%

3

4+

1

1

2

3
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MOOD BOARDS

DEMOGRAPHICSDESCRIPTION

MEDIA/APPS USED

Culture Seekers range between their mid-twenties 
to mid-fifties with some level of undergraduate and/ 
or graduate college education. They value whole 
experiences and tend to travel in small groups with 
at least one other person for safety, familiarity, and 
the opportunity to share their discoveries. These trips 
happen both inside and outside of the country, with 
roughly eight lengthier trips per year. These travelers 
place food high on their priority list and consider 
experience the local cuisine an integral part of 
understanding the culture.

They are tech-savvy yet prefer a more organic method 
of discovery and travel. However, they often do 
extensive research beforehand about things unique 
to their destination, museums, shops, and restaurants. 
The Culture Seeker may also rely on word of mouth, 
Google, and travel message boards depending on their 
destination. 

Culture Seekers tend to have more money to put 
towards their adventures, but also understand that a 
cheaper road-side food stand can often be a better  
way to experience culture than a five-star restaurant.  
For those in this category who consider themselves 
foodies, there is often an emphasis on eating unique 
eating experiences.

Instagram, Storm, Google Maps, Facebook, Magic 
Seaweed, Mountain Bike Project, Strava

CULTURE SEEKERS

IMAGES
INCOME: Middle to Upper Middle Income
EDUCATION: College Level 
TYPES OF TRAVEL: International, Food  
Destination Travel, Events, Museums, Landmarks, 
Occasional Voluteer Situations

87%
44%
52%

Of younger foodies will spend the money on a 
pricier meal even if money is tight

Of millennials have posted an image of food 
that they or someone with them was having on 
social media

Of general travelers fall into the Culture Seek-
er category, saying that they travel to a specific 
place to explore the area and local cuisine

INFO SOURCES: http://www.trendhunter.com/trends/how-millenni-
als-eat-infographic

https://www.tripadvisor.ca/TripAdvisorInsights/n2582/tripbarome-
ter-2015-five-key-traveller-trends

https://www.sabre.com/insights/what-stats-reveal-about-travel-be-
haviors-by-generation/

82% Of Generation X, which falls into this age cate-
gory, books travel online

87% Of millennials use digital tools to compare 
their travel options

IMAGES
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DESIGN ELEMENTS

TYPEFACE

COLOR PALETTE

ICONS

EXECUTION
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yaWento
Brother 1816
Aa Bb Cc Dd Ee Ff Gg Hh Ii Jj Kk Ll Mm Nn Oo 
Pp Qq Rr Ss Tt Uu Vv WwXxYyZz

Aa Bb Cc Dd Ee Ff Gg Hh Ii Jj Kk Ll Mm Nn Oo 
Pp Qq Rr Ss Tt Uu Vv WwXxYyZz

Aa Bb Cc Dd Ee Ff Gg Hh Ii Jj Kk Ll Mm Nn Oo 
Pp Qq Rr Ss Tt Uu Vv WwXxYyZz

Aa Bb Cc Dd Ee Ff Gg Hh Ii Jj Kk Ll Mm Nn Oo 
Pp Qq Rr Ss Tt Uu Vv WwXxYyZz

TYPEFACE
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RGB 85 195 189
CMYK 62 0 31 0 
#55c3bd

RGB 85 195 189
CMYK 62 0 31 0 
#55c3bd

RGB 174 173 173
CMYK 33 27 27 0 
#aeadad

RGB 145 204 132
CMYK 46 0 64 0 
#91cc84

RGB 145 204 132
CMYK 46 0 64 0 
#91cc84

RGB 0 0 0 
CMYK 75 68 67 90
#000000

RGB 255 255 255
CMYK 0 0 0 0 
#ffffff

RGB 249 219 100
CMYK 3 11 73 0 
#f9db64

RGB 242 110 100
CMYK 0 71 56 0 
#f26e64

PRIMARY ACCENTS

GRADIENT

COLOR PALETTE ICONS
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EXECUTION

NEWSFEED PERSISTENT NAVIGATION

EL
EM

EN
TS

MY TRIPS POST INSPIRATION/SEARCH

10:3 7 PM 57%AT&T

NEWSFEED
10:3 7 PM 57%AT&T

NEWSFEED
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USER-FLOW

SITE-MAP

PERSISTENT NAVIGATION

USER PATH

DISCOVERY MODE

PROTOTYPES
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SITE-MAP
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Main Menu button does 
not appear in any edit 
page, post page, trip/mo-
ment page, or comment/
star page.PERSISTENT NAVIGATION
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USER IS AUTOM ATICALLY RETURNED  TO ‘MY TRIP S’

CURATE

MY TRIPS SHAR EVIEW
INDIVIDU AL
TRIP

SELECT
CURATION 
TYPE

CREATE AND
EDIT
POSTCARD

HOME

NEWSFEED

SWIP E LEFT TAP ON TRIP CURATE BUTTO N POSTCARD FINISHUSER PATHS
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SEARC H ICON SEARC H BARG O (ON KEYBO ARD)

TAP CANCEL , THEN ‘X’ ICON

TAP ON IMAGE

SEARC H

HOME

NEWSFEED

INSPIRA TION /
WHAT’S HOT/
NEARB Y

SEARC H SEARC H
RESU LTS

VIEW 

MOMENT /
VIEW FULL
TRIP

USER IS AUTOM ATICALLY RETURNED  TO ‘POS T’

POST

POST MOMENT /
ADD TO TRIP/
CREATE TRIP

SHAR E SHAREADD 
DESCRIPTIO N

ADD 
LOCATION

EDIT PHOTO(S) ,
EDIT VIDE O

HOME

NEWSFEED

SWIP E RIGH T
SELECT FROM CAMER A
OR GALLER Y POST MOMENT OK

DESCRIPTION  
FIEL D

RETUR N TO SHAR E,
LOCATION FIELD RETURN  TO SHAR E

POST

DISCOVERY MODE
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FEATURE OVERVIEW

ACCESSIBLE

Discovery Mode uses the interaction/gamification concepts of the Broken 
Compass mobile application designed by Nicholas Gates in Fall 2016.  
The app sends users on a fun and interesting adventure while capturing the 
mystery of exploring the unknown. Discovery mode creates this opportunity 
for adventure and exploration by allowing users to select budget, mode of 
transportation, and allotted time frame to discover an unplanned adventure 
based on the user’s current location.

The Discovery Mode feature is accessible within the Inspiration/Search 
page—magnifying glass icon.

Open Discovery Gamification © Nicholas Gates. All Rights Reserved.
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PROTOTYPE LINKS

yaWento FULL // (NEWSFEED, POST, MY TRIPS, PROFILE, INSPIRATION/SEARCH)

yaWento CURATE // (TRAVEL VIDEO, POSTCARD, PHOTO COLLAGE, LOOK BOOK)

yaWento DISCOVERY MODE

https://xd.adobe.com/view/b97cff28-1bdf-4e06-a30b-d84071f42d77/

https://xd.adobe.com/view/d6263501-ba37-4a02-9d35-c64b4075dd86/

https://xd.adobe.com/view/50363c80-e106-4d7f-921a-d7e15ddf47bb/
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ADVERTISMENTS

ADVERTISMENT POSTER 1

ADVERTISMENT POSTER 2

ADVERTISMENT POSTER 3

ADVERTISMENT POSTER 4
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POSTERS



Cornish College of the Arts, is an accredited arts college located in 
the Pacific Northwest, providing top-tier educational curriculum 
to students who aspire to become practicing artists; we prepare 
our graduates to contribute to society as artists, citizens, and 
innovators. Founded in 1914, Cornish is uniquely positioned as 
one of only three fully accredited private colleges in the entire 
nation dedicated to educating both performing and visual artists.

Instructor: Robin Avni. Students: Jaden Nethercott, Carmen  
Doll, Taejin Um, Kevin Bui, Elsa Adkins, Nate Gates, Céline Besson, 
Phuong Sen, Mallory Gelineau-Fox, Janessa Corse, Maria Paz.
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CORNISH COLLEGE OF THE ARTS
CLASS 2018 / DESIGN BRIEF 2016 
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