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Clear Creek County is the gateway to the Colorado mountains from 

Denver. Many travelers don’t even make a pit stop on their way to 

better-known mountain regions. We refreshed the Clear Creek 

County Tourism Board’s website to showcase the many things 

visitors can do when they visit—inspiring travelers to come and play.

MY RESPONSIBILITIES
• User Experience Designer 

• High-level research 
• Interaction Design 
• Content Strategy

PROJECT GOALS
• Modernize tools 
• Refer traffic to business websites 
• Increase time on site

Tourism Website
Clear Creek County

TIMELINE & TEAM
• 4 months (extended due to COVID) 
• UX Designer, UI Designer, In-House 

Developer, SEO Writer, and contract 
WP Development team

PROJECT LINKS
• View live website

DESKTOP TABLET MOBILE

http://www.andreacarpenter.design/
http://www.visitclearcreek.com
http://www.visitclearcreek.com
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OUTCOME

#e client is very happy with the final product, 
and visually and functionally it stands out from 
other competitor sites.  

While the site officially went live on September 
23, 2020, initial analytics are already showing 
shi!ing user behaviors. We’ve seen:  

- A decrease in bounce rate 

- Increase in time on site 

- Good adoption of the tools 

Hopefully, the agency be able to continue to 
testing and optimizing the tools and website 
moving forward. 

The refreshed website has multiple trip planning tools to 
help users start their adventures faster. 

Since launch on 9/23, we’ve already seen a 20% decrease in 
bounce, and a 36 second increase overall in time-on-site. 

Tourism Website
Clear Creek County 

http://www.andreacarpenter.design/
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USERS & AUDIENCE >

While tourism in Colorado is a giant industry, Clear 
Creek County tends to be a passthrough market. 
A!er reviewing their current site analytics and 
overall project goals, we created new personas for 
this project. #e personas feature local Denver 
residents and travelers, who are looking for a quick 
weekend getaway from the city, while avoiding all 
of the traffic on I70.

Tourism Website
Clear Creek County 

STAKEHOLDER INTERVIEWS

I interviewed the tourism director and the board 
president to understand their needs, requirements, 
hopes, and concerns for the project.

We picked a local persona instead of an out-of-state 
traveler. Front Range residents are more likely to take 
a day trip and explore Clear Creek County, while out-
of-state visitors are less likely to stop on the way to 
their final destination deeper in the mountains. 
Defining this persona helped us create specific short-
term (2-4 weeks lead time) trip planning tools.

Original Website

Alyssa (35) 
The Adventure Planner

DEMOGRAPHICS 
• Age 35 
• HHI 90k 
• Two children, ages 9 & 6 
• Married 
• Alyssa is a teacher

DEMOGRAPHICS 
• Will research before making a final decision 
• Alyssa plans most family activities  
• Likes to plan fun day trip activities for her 

nuclear family, but especially when extended 
family visits town

KEY MESSAGES 
• Outdoor activity is a core part of her lifestyle 
• Enjoys adding variety & excitement to the things she does  
• Tries to do as many activities as a family as possible 
• Family values include healthy living, and a respect for nature

“My family loves going to the mountains,  
but we hate getting stuck in traffic”

http://www.andreacarpenter.design/
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COMPETITIVE ANALYSIS >

I completed a comprehensive competitive analysis 
of top competitors, other state DMO sites, and 
aspirational tourism sites to document what 
planning tools, IA structures, and content included 
on other DMO sites. 

#is helped us identify some major DOs to get our 
site up to industry standard. But also some things 
we definitely wanted to avoid.

Tourism Website
Clear Creek County 

A simple but 
comprehensive approach 
to see what tools and 
approaches are working 
on other competitor sites.

http://www.andreacarpenter.design/
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CONTENT STRATEGY > 

I ran multiple card sorts (with end users and the 
clients) to identify potential website content 
groupings and organization. 

We ultimately landed on a mega menu structure, 
creating categories like "#ings to Do", "Plan" and 
"Getting Here". #is ultimately gives the client the 
flexibility to add additional items as seasons shi! 
and tourism/COVID related changes occur.

Tourism Website
Clear Creek County 

We created a navigation model to run a mini- 
user test on the best navigation configuration.

NAVIGATION MODEL > 

Site Map
#ere were over 1,000 pages 
of content to restructure to 
ensure that the site was easily 
navigated and digestible.

http://www.andreacarpenter.design/
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CLICK PATH >

To ensure we knew how users would interact with 
our website, we created click paths for our persona. 
#is helped us identify important features and 
tools to include on the website.

Tourism Website
Clear Creek County 

Alyssa (35) 
The Adventure Planner

http://www.andreacarpenter.design/
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WIREFRAMING / PAGE TEMPLATES > 

We were scoped to create 7 different page 
templates. Working closely with our 
development team, we were able to create a 
very flexible page builder. It allows for different 
variations and modules to be used across the 
site. #is keeps the design consistent, but 
allows for content flexibility. 

View Prototype >

Tourism Website
Clear Creek County 

http://www.andreacarpenter.design/
https://karshhagan.invisionapp.com/console/share/V5W6U0A6AEN/407008077
https://karshhagan.invisionapp.com/console/share/V5W6U0A6AEN/407008077
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CUSTOMIZABLE MODULES > 

#e customizability of different modules around 
the site allows it to feel fresh, relevant, and 
highlight seasonal activities with minimal effort 
by the client. 

Tourism Website
Clear Creek County 

#e “tic-tacs” that are utilized around 
the site (navigation, hero areas, and 
footer of most pages) helps move the 
user through the site. It can be utilized 
to display urgent messages, targeted 
seasonal content, or related content 
that the user should explore.

News cards can also be updated to 
show relevant information, helping the 
user move through the site. In the days 
since launch, we’ve seen very high 
traffic on the autumn leaves page, 
which is attributed to this module on 
the home page. 

http://www.andreacarpenter.design/
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Tourism Website
Clear Creek County 

KEY TOOLS

A!er our initial research, persona creation, 
and stakeholder interview, we identified the 
core functionality of our website — the trip 
planning tools. 

We created three main tools: 
1. Outdoor Activity Finder 
2. Map Explorer /Business Directory

#e activity database is easily filterable by 
category, season, popularity, or alphabetically to 
find the activity that is most relevant. Using these 
pre-sorted categories in the website navigation 
helps move users to relevant content faster.

THE OUTDOOR ACTIVITY FINDER >

#is tool allowed us to showcase the huge variety 
of activities in Clear Creek County, while also 
allowing our users to filter and quickly find the 
types of activities they are interested in.

http://www.andreacarpenter.design/
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Tourism Website
Clear Creek County 

THE MAP EXPLORER > 

#e core functionality of the site is a map 
where you can explore all of Clear Creek 
County's businesses. You can sort by business 
category and filter even more granularly. 
#is is a win for the client as it's their 
responsibility to drive tourism business, and 
it's a win for the end users because they can 
easily explore dining, shopping, and lodging 
options while at home and on the go.

Since all of the attractions in the 
county are centered around I70 
corridor, we added exit number 
to each business listing to help 
on-the-go explorers.

http://www.andreacarpenter.design/
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CLIENT BACKEND INTERFACE > 

#e other major project was tackling the admin 
panel and interface. #e old website was 
jumbled and extremely difficult to manage. 
Since we rebuilt the website from scratch, the 
development team was able to an admin 
interface that categorized and grouped 
relevant page types, making it easier for the 
client to update content across the website.

Tourism Website
Clear Creek County 

It's now easier to find for the client to 
edit different types content (business 
listings, news articles, activities, 
content pages) around the website 
and have them update in all places. 

I created several data models with 
prioritization, business listings, and 
correct categorization, so that the 
developers could import directly to the 
website. We had over 1,000 entries.

http://www.andreacarpenter.design/
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CONTENT STRATEGY > 

While creating the wireframes and templates, 
I worked with our SEO writer to create the 
structure and content hierarchy, voice and 
tone guidelines, and content style guide that 
helps ensure the content on the site is 
digestible for our users.

Tourism Website
Clear Creek County 

#e comprehensive content 
audit helped identify what 
needed to stay, what we 
should highlight, and what 
should be restructured.

Along with the SEO writer, we 
create a content writing 
guidelines document to ensure 
content fit page templates 
and was optimized for web.

http://www.andreacarpenter.design/
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DEVELOPMENT HANDOFF >

Since we were working with a remote dev 
team, I created in-depth documentation and 
requirement documents to ensure handoff 
was clear and there were no surprises.

Tourism Website
Clear Creek County 

CLIENT HANDOFF >

Since we rebuilt the whole website, I also 
did a full training and documentation 
explaining the website, potential areas to 
optimize the site throughout in different 
seasons, and recommended areas for 
additional optimization moving forward.

#e client had trouble 
understanding the Wordpress 
interface on their jumbled old 
site, so I created a resource 
guide to help them get the most 
of their new website and the 
tools & features we built.

http://www.andreacarpenter.design/
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LESSONS

As my first lead UX project, I learned a lot. 
One of the biggest challenges throughout the 
project was the lack of a true Project 
Manager or any account ownership. 
 
Without a PM, the scope of this project 
definitely increased throughout the process, 
especially in the development phase. 

I learned a lot about managing client 
expectations and preparing documents for 
the development team to ensure the features 
are developed correctly the first time.   

View Final Website >  

Tourism Website
Clear Creek County 

http://www.andreacarpenter.design/
http://www.visitclearcreek.com/
http://www.visitclearcreek.com/

