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What’s been the impact of the initiative on the company’s traditional marketing methods?  Katz 
explained simply, “We don't do as much traditional anything anymore.” 
 
Speaking at the recent Brand Innovators Chicago Summit, Clark Kokich, Worldwide 
President at Avenue A| Razorfish, suggested that Vail Resorts has done what many 
organizations today are attempting to do, which is redefine the definition of a “big idea.”  
“You still need lots of little ideas but big ideas don’t look like they did before,” Kokich 
said. 

He added, “Vail Resorts made the product better.  They invested in the digital experience in 
order to make the product better for their customers.” 

Kokich added, “Today, the Big Idea is about the Big Experience and the Big Product Idea.”  
“This is just a lot more fun for marketers because it’s about doing things that matter.” 

 

Nancy Pekala is the AMA’s Senior Director of Online Content and Editor of Marketing Thought Leaders.  
Do you know any other brands that are redefining the customer experience?  Share your thoughts in the 
Marketing Strategy group of AMAConnect, the AMA’s online community exclusively for marketers.  Follow 
us on Twitter @marketing_power.  
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