
VisitBreck 

website

CASE STUDY:

Erin York erin@erinyork.com



Sketch

Photoshop
Google Analytics

Illustrator

tools used

4 months from initial 
concept pitch to full 
production launch.

Duration

Project initiation, project 
management, UX research 
and design to developer 
handoff, QA and refinement.

my role

Objective: Increase conversions through an online  

lodging booking engine website.

Re-designing the website to create a more engaging, unique and 
effective user experience

Overview
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Discovery
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The historic site content and SEO efforts 
meant that a lot of traffic was hitting the site, 
but only a small number (.22% of all visitors) 
actually converted into bookings. As a goal, we 
sought to increase these conversion numbers 
by 15%.

Data

I led the team in the UX Research process, 
including user interviews and surveys, card 
sorting exercises, and an in-depth customer 
journey audit to identify pain points, moments 
of delight, and areas of opportunity. 

Research



Identifying opportunities
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More bookings were coming in through 
the call center, with customers specifically 
mentioning that they preferred crafting a 
customized experience with a rep. How 
could we give them that online?

Users were frequently dropping off 
midway through a 3-step checkout 
process, indicating that there were 
opportunities to keep engaged users from 
abandoning their carts.

Individual home listings were confusing 
and the interface made it difficult for users 
to find the information that was most 
important to them, amidst an 
overwhelming amount of text. 

The wealth of local community content and 
its prominence on the site was helpful to 
visitors, but also blurred the lines of 
VisitBreck’s true purpose and detracted 
from the ultimate goal of booking lodging.

Before : Designed circa 2016
Key observations



design process
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I started by establishing a basic design system to 
incorporate new branding element (as a result of a 
branding refresh that I was leading in tandem with this 
website redesign), which continued to evolve as I built 
out the interface and identified UI elements needed.

Then, working with stakeholders to craft solutions to 
the challenges presented, I iterated on a working 
prototype to create a thoughtful user experience and 
designs to represent all existing page types.

After I had internal approval, I conducted in-person 
user testing on the prototype with a small group of 
focus group participants that represented a diverse 
segment of our target users to identify any additional 
opportunities before heading into development.

Once the working site was ready and we had 
completed a thorough internal QA, we did a soft-
launch to 10% of our users for 2 weeks. This allowed 
us to identify any remaining bugs and ensure that the 
booking technology was working correctly, before we 
unveiled the site to all users through an integrated 
digital marketing campaign.



outcome
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outcome
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The new site design allowed us to showcase 
updated branding as well as seasonal 
photography that spoke to our average 
booking windows. Other notable 
improvements included:

 Leading with a virtual trip-planner that 
allowed users to complete a short quiz 
that generated recommendations for 
both lodging and itinerary, which they 
could then save and modif

 Showcasing the most sought-after 
information and photos on individual 
property pages and creating a 
deliberate hierarchy for all other inf

 Providing transparent pricing and 
cancellation information before 
checkou

 Adding team photos and quotes to 
property pages for a personal touc

 Simplifying the checkout process and 
reinforcing value throughout



Evaluation
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In the months following the launch (June

– Dec), YOY online bookings ended at

more than double (+105.6%). The first month

after the launch happened to coincide

with a big jump in overall revenue, as travel

restrictions were lifted, but the percent

of those booking online was higher

proportionally than the overall increase,

indicating success for the new website

design and reach, taking a significant burden off 
our call center reps.



The new website nearly doubled (+89%) the 
shopping cart conversion rate and increased the 
overall website conversion rate by 53%. While we 
were expecting a drop in organic traffic due to the 
common effects of a redesign on search ranking, 
we remained focused on maintaining strong SEO 
and actually saw an overall traffic increase of 23%.



Ultimately, online bookings accounted for an 
annual  increase of 1,242 nights and $552,967.86 
in revenue, YOY.

Notable metrics
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