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OVERVIEW

25 years in UX design, digital
strategy, and marketing

Unbiased, data-driven user
experience expert

Human factors expertise deeply
informed by technical
foundation and design education

Projects have dramatically
increased sales and lead
generation for clients

Thought leadership, seminars,
workshops, and mentoring for
large groups and 1-on-1

UX Research, Strategy,
Design

User Testing

Stakeholder Interviews &
Workshopping

Data Analysis & Reporting
User Interface Design

Accessibility &
Compliance

Content Strategy
Conversion Optimization
Lead Generation

SEO

Digital Advertising



https://www.robertmohns.com

CONTENTS

JUMP TO A SECTION OF INTEREST...

USER EXPERIENCE k USER EXPERIENCE Q
STRATEGY & DESIGN RESEARCH

DIGITAL THOUGHT
MARKETING LEADERSHIP [


https://www.robertmohns.com

USER EXPERIENCE
STRATEGY & DESIGN




USER EXPERIENCE STRATEGY & DESIGN

CONTENT
STRATEGY &
UXDESIGN

 Project: Cybersecurity B2B website full
redesign. Content strategy, tiered-detail
wireframes, CMS authoring design, functional
specifications

« Results: +40% lead generation from new
website

- Use of real content for page designs sped up
approvals, site build-out, and pre-launch user
acceptance testing

Navigation

Introduce Simple Story (Teaser)
fno CTA yet)

Technology Approach

CTA to Solutions

Conversion (MQLs) + Gartner MQ
Gartner DLP Report
CTA to Gartner DLP Report

Technology Explanation
CTA to Preduct Sections

Tech Integrations / Credibility

- patems brnc asomales tothe atention of SecOps and InfoSac 1_
]

- *:ﬁ Solutions Products Services Resources About Contaxt Zuppor Dog Netnes @ O

A new dawn in your
data protection journey.

inteliigent DLP for cloud, network and devices,
Designed for the IT Scourity tcams that protect them.

Can you find the anomalies in tidal waves
of data? " el T ke does it for you.

Our threat-aware data protection pladom uses sehavor
analy®cs, intelsgent deep deta classdicaticn % uncerstand nome

leams, and give vou fexibie controis 10 s1op data hss and (heft. Solutiona Products Sarvices Raesources About

Learn atout thellles o« llew & = PIXTCIM™M

"he Reccgnized Leader. Just ask

A New Dawn For
Data Loss Prevention

Irdustry lsading DLP plus cata-centric Endpaint Detaction ana Responsa (ECR] all from
a single cloud-dedverad, big-data ana.ytics service. See, understand and stop threats to
your sensitve data from insiders and cutside attackers.

| gle Bame w existhenow 2017 edition of the Gatner Magc Guad
Snbsgr e Oedu Lo Prowsnion, Fed sul why = gl U grer o Gesll

Welcome to the convergen

© DAPIBUS “VULPUTATE

Vivanus sagittis lacus vel augue Cum sccile natooy
laoree! rutrum faucibus dolor magnis dis pariur
aucror. nascatur ridiculus

CTA Number |

CTA Number 2 7,

el i AR INTRODUCING [0 JdTdi
AL2FLA%S ANALYTICS
; s e e AND REPORTING CLOUI
Works with your existing © ;@7 " "o e e e S0
Blog Feature Recent Blog & Resol =
The Lalesl
Twitter A Praclical Approach lo GDPR,. leal.
Cuncan Brown and Zeina Zakhour
M ue nis atleader® In the Gartner Magic Quadrant fi
nterprea DLR far the 5th time In 2 row.
Sita Footer

—

READ IT NOW

Duncan Beown of 1DC provides practical snawdra to key
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MODULARDESIGN
SYSTEM

 Project: Create a modular content & design system so
client could rapidly build custom employee portals
from a library of pre-populated content and
functionality

« Results: Now supports a network of several hundred
client customer portals

- Specific mobile guidance was provided at request of
client engineers to ensure a good responsive web
experience

t |
=amiy EcAssis Accliticna Globa Resource

B TAAA -

BHCLIENT BENEFITS

Optional subheadline goes hare

New? Start Here.
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dotais about the savings avalable

s Family Solutions

Reserve Back-up Care Get Education & Supoort for Children

e N . . A A8 0

41040 3
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Max Character Count: 30

Target Word Count: 2 words
Max Character Count: 30
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Max Character Count: 300
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Reserve Back-up Care ~

Get Education ¥ Collage
Advising v

Support for Children with
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DOCUMENT
DISTRIBUTION

 Project: Client required a custom, HIPAA-
compliant web app to distribute documents to
clinic employees

 Results: Client rolled out application to >225
clinics without incurring additional SharePoint
icensing costs

 Fully clickable prototype to pre-test UX
concepts before engineering

« UX designh emulated Windows interface
standards to minimize learning curve

HIPAA-COMPLIANT
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. User Name: Demo Company (Charlotte, NC - 123455780000 e MHUU
INVENTORY MANAGEMENT - |
FOR EXPERT USERS
Current Inventory AJJ/Edil Variely
wioa 1-Apr Key:
 Project: Agricultural industry application design for . -
inventory management. Includes CRM, royalty & % N
transaction records, and regional inventory lookup 5 e
tools for seed distributors and large-scale § Jy o n B
commercial farms a " = !
15,000 s %0 00
10 5,000 8,000 17500 5,000 S
16000 <4750
. . . . . ('73(:
» Results: Client used application wireframes to gain " oo (oo | 000 N ... B o000 3000
2,000 2 '

approval for full implementation by in-house IT T — pe——

WestBred | LimaGrain| LimaGran LimaCrain  LmaGrain - AgriPro SY  AqriPro
WBIS7OCL "UEDD  WBTS3 o LCS  AreqscL2

ONEAL | T753 | LCSMnt LCS0215 LCST173 AgriPro At AgriProCJ "o ™ \UGrain

PRESTEA Azimt
developers
Now showing: LimaGrain T158 -edit silo
. 3 C Available to Sell: 5,500 buy/s=l on Seed Network 4\ Bookings due: 14 Mar 2013 submit ccokirgs
- Based on customer research, we prioritized E O b e e PITen (T i
contracts: 14,800 vew thece 10 francactions Transactions due: 30 Jun 2013 submit fransactions

1 1 1 1 I Sold: 1, \ 1052 1 sactions R S : S ,130. Iew

Informatlon denSIty and drlll_down tools; thlS old: 231,118 vew these 10 frarsaction oyalty Summary: § 10,130.18 view details

b |< ]c . t d " h d th . ’ Recent Transactions view all » Add Transaction

rea S ro m CO n S u m e r_ O r | e n e | e eve ry | n g License Customer Type QTY UOM Field # Lot # Date & Time A Tools
1 I Current R.alian s Bookin: 41,000 bags AR1234 £05191 01 Mar 2013, 08:00 View/Edi o

deS|gn conventions because our users are experts o ' e = e e
Pending Review \ewm o~ o Contracted 10,000 bacs ABC8TH 1088 01 Mar 2013, 12:15 View/Edit

N their Work Cument ReBIIar. o1 Solc 15,041 pounds  WSW-140 005191  02Mar2013,14:15  View/Edit
Cumant NiNs ‘i & Solc 22,500 pounds 1234% KS101 03 Mar 2013, 10:15 \View/Edit
Current R ¢ Boox<ing 41,000 bacs AB1234 06191 03 Mar 2013, 08:00 View/Edit

\r. o - Contracted 10,000 bacs ABS876 1088 10 Mar 2013, 13:15 View/Edit

Cumrent ERTTLL TR Solc 15.041  pounds WSW-140 C05191 10 Mar 20123, 14:15 View/Edit
Cumrent . Fimmln Solc 22,300 pounds 12348 KS101 11 Mar 2013, 10:15 View/Cdit
Cumrent R L 21T Booxing 41,000 bags AB1234 05191 11 Mar 2013, 03:00 View'Edit
Currentl S a Conliacled 10,000 bags ABCATAH 1088 12 Mar 2013, 10:15 View/Edil
Cumrent SR T e ST Solc 15,041  pounds WSW-140 005191 13 Mar 2013, 14:15 View/Fdi

Curmrent Janm Fomi ' Solc 22500 pounds 12345 KS101 14 Mar 2013 10:15 View'Edit
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Histonc Events and School and Youth Collections, Archives, Publications ——ry— About Us Membership
Properties Programs Programs and Exhibitions and Support

Shop

Home Collections, Archives, and Exhib tiors > Collections Nccese

FACETED SEARCH —
COLLECTIONS ACCESS -

Dates:

2,325 Results

° c c Places:
 Project: Create faceted search and display interfaces for Aoy locaton
a new collections web portal for Historic New England, a i Aot b
non-profit preservation and scholarship organization D(’
o
. Havarhll (109)
« Results: New welbsite enabled access to tens of + See more...
thousands of previously unavailable digitalized assets, s
promoting scholarship and engagement. Notably, HNE's il
donors/funders were thrilled! i
« Apache Lucern was used to create deeply faceted o
search interfaces that allow scholars to rapidly drill to the s
archival assets they need o
F';YAnT o)
e Intuitive, Pinterest-style Ul makes collections it
accessible to the general public ey | 2.9
Media Assets

o chotographs
DaepZeom chato

262" spin

LANOrAMIc

L videc recarding

[ 2udio recarding
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‘I literally created a new position tailored to Robert's talents
and experience. In that role, he developed the earliest
iterations of our UX practice, led or co-led nearly all of our
strategy engagements, and designed wepsite architecture
and content strategy for many of our best projects.”

NILS MENTEN, Founder/Partner/CEO of Imarc, a Digital Agency

https://wwwlinkedin.com/in/rmohns/details/recommendations
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JETBLUE INTRANET B it

INSPIRING

. - HUMANITY
 Project: Building an all-new employee Intranet for Jetblue SINCE 2001

started with research and discovery. | planned and
conducted on-site interviews with Jetblue 2017 Intranet

. : . | |
crewmembers, designed and ran ideation workshops, CREWMEMBERS Design Annua

helped design and test live prototypes, and worked with T
the crewmember advisory group to identify more new ™ (MmacKeNz: Q)
enhancements in the year after launch. e S
—— NN/g
« Results: Serving 25,000 users daily, the new Coertmgaranc Beskdon: AL or el Mackenzie
Hello Jetblue is social, searchable, and popular with s promencevctioe [N eprjtivjujrjeolt B
crewmembers. And it was recognized by Nielsen/ d flg h j k | —

Uepartment Contacts

XIclvibinim ES

Howeto & Frocadures

Norman Group as one of the best in its 10 Best Intranets
of 2017!

Lirks to Non-JetBlue Websites

space

“We couldn’t be happier with the work and subject
matter expertise.” -Jonathan Weitz, Former Digital and
Online Communications Manager
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ENVIRONMENTAL ENGINEERING

USABILITY TESTING

 Project: Test new website navigation and layouts before
starting creative & engineering.

— The client, a national environmental engineering firm,
had dozens of overlapping practice areas. A major
challenge was discoverability for potential clients
who might not use the same words and names

« Results: Using a fully clickable prototype, we recruited
users in the target demographic, gave them tasks, and
analyzed video recordings to identify issues. We made a
number of changes to menus, page layouts and content.

— This also helped our client get buy-in from members
of senior management team — a major need in the
company’s consensus-driven culture!

]_ arc TRC Website Redesign

Task-based analysis with clickable prototype (5 min)

iMarc has transformed the homepage wireframe into a clickable prototype. It is
minimally built, with limited hot areas. Participants will attempt to complete tasks using
this prototype usin

Remind the user t ]vyijarc TRC Website Redesign

and navigation ser

Open a browser to

the mouse. Homepage Wireframe Usability Sessions
Tasks
1. Look arount A
What does ° Overview 2/1
+)
2. What do yol The purpose of the l1vjarc TRC Website Redesign
a. How website with prosp
; clients of TRC, whi .
3. Evenifyou Introduction
find more e , . . ) L
There will be four t You're looking for the best company to design, engineer and manage a huge civil
4. How would Each session will t engineering job. You've heard of this company and are hitting their website to
5. How would see if they'rp mnalifiad and if it'e winrth ~rantactina tham
Introductions NOTE: This » are
Closing Quest e Thank parti page. 1 TRC Website Redesign
e Overview ol
e Whatis you Tasks
A f o Make thely 1. Look arount
¢ Areyoulay feedback” 0 ' ! <1
any that rea 8 2. What busig Usablhty Test Plan:
e What does" * Explalln 3 3. Imagine y§ . . .
' website and has any ex Homepage Wireframe Testing for non-Clients
¢ Onascalel e As participa 4. Does this o
their next m 5. You want tc Author: - Robert Mohns
Wrap up: Thank th Strike a bal: servicad Last Updated: January 22, 2015
“What'’s goil 6. Find investc
that page if 3
Questions Overview
Opening Quest; 1. What frustre The purpose of this activity is to vet a limited prototype of the new TRC website with
e How often ¢ 2. Ifyou had a users who are not already familiar with TRC, but with similar demographics to TRC
e When inves 3. What did yc client decision makers.
How do you
Specifically, we will use UserTesting.com to test the wireframe with three participants.
Video and audio will be captured, and testers will provide written answers to several
simple follow-up questions.
The cost is about $50 per participant. The cost of one, three-member iteration is $147.
iMarc will pay UserTesting.com directly, and bill this back to TRC with a 20% markup for
overhead.
Test Details
Demographics
3 Participants Using Computers
o Age: 45+
« Household Income: $40K-$150K+
o Gender: Any
« Country: United States
« Web Expertise: Any
« Operating Systems: Windows
URL
.| http://robert.sandbox.imarc.net/trc/wireframe-utc/
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» Project: Complete website assessment. The client wanted

specific recommendations for improving the digital
experience for both prospective and current customers

—|nterviewed senior stakeholders; Audited analytics
olatforms; Analyzed dozens of hours of visitor recordings;
Benchmarked over a dozen competitors; Audited site for
best practices in usability, way finding, merchandising, and

content presentation

e Results: Delivered a detailed recommendations document,

and a one-hour presentation of findings to the executive team.

This resulted in a complete website overhaul.

— Specific topics addressed included: Brand storytelling,
Content strategy; Analytics & reporting processes;

Systems integration & Commerce; Customer self-service;

and an Architecture for Growth

MEDICAL DEVICE MAKER
WEBSITE UX AUDIT

B T R S ] .
e s b c Ien

—— e 8y ———

SAVES
LIVES.

Questions
are

Encouraged

-

T il sl
e . k3 -t e

MCTURE
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TN b et e

B R e
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TESTING, IDEATION,
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History of Key Events

Now \ndor ghoal ste aurch

Various projects for clients, such as:

e Se 2018

 User testing custom workflow
applications

« Create/deliver “Master Classes”
for clients

Focus Group

Improving the

RSA® Conference
Website

« Accessibility testing and
remediation

« GDPR compliance

(invite only)

« Workshops & ideation seminars,
Tree testing, Card sorts, Surveys,
Conversion rate optimization, A/B
testing, Lead scoring frameworks
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"Ropbert was doing all the UX staples before Imarc even
nad an Experience department: tree testing nav
structures, in-person user testing, comping through years
of Google analytics data, and championing accessibility.
He is and always will be Imarc's godfather of UX.”

PAUL KELLY, Creative Director of Imarc, a Digital Agency

https://wwwlinkedin.com/in/rmohns/details/recommendations
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DIGITAL MARKETING LEADERSHIP
Digital Marketing Roadmap

and Strategy Guide

Propared by Robert Mohns, Darector of Dol Expenence LB T

Lost Updoted: 05 Jonuary, 2022

Mo V&, _ mas engaged 1o helg _E™® _ zreate a robust digital marketing plan for

the North American market, with other markets to follow in future engagements
"y. s used this opportunity to:

= Prioritize objectives & strategies
= Identify what activities will provide the greatest impact

= Define KPIs and other measures of success

« Project: Work with the executive leadership team of a > Gv et cun iy el

As the outcome of this project, we have identified 21 objectives, 44 strategies, and
108 specific, measurable actions Ssfgycan execute across these categorios:

multi-national maker of networking equipment to 5 8 A i il

¢ Enhance the brand to support long-term growth
. . . e Execute more effectively, with special attention to customer insights, reaching
creag te acom p | ete d | g |ta | mar ket 1N g rog d ma p key audiences throughout the buyer journey, converting them to identified
leads, growing net-new sales, and ensure long-term customer engagement
- and loyalty,

(o] (¢} “ B W DM Roadmap Deck

« Results: Two-year plan to transform the company's o) —
digital marketing - one strategy comprised of 21 —_— I : °’
objectives, 44 strategies, and 108 specific, measurable
actions, with resourcing requirements

e Seecee &

 Final presentation to CEO was extremely well- |
received, and the executive team was given the —
immediate green-light to begin executing the plan

g paet Wt A

L ™

We have a pla
Mow the work begina

WWW.ROBERTMOHNS.COM
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DIGITAL MARKETING LEADERSHIP ——

OVERVIEW Here’s what we found...

PPC & Paid
1. Paid campaigns lean heavily towards the |00 seeker au

Media
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Created Digital Marketing area of
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o gency, g g How de
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from zero to 15% of company DIGITAL MARKETING i
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-
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Digital Marketing Roadmap
and Strategy Guide

Propored by:  Robert Mohns, Director of Dygitol Expenenc
Lost Updoted: 05 Jonuary, 2022
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ents.

L engaged to help A
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« PPC & display advertising

- Prioritize objectives & strategies
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"Robert is always spot-on with identifying the root-issues and
avoiding the 'fluff’. He is able to take analytical data and pair it
with his knowledge of human interaction to find habits and
patterns that can undermine the success of his clients. His
clients both trust and respect his input, and I've often sought his
advice on how to better my own client communications.”

SHAWNA O’'NEAL, Co-founder of Dodgy Code

https://wwwlinkedin.com/in/rmohns/details/recommendations
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THOUGHT
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THOUGHT LEADERSHIP

- My blogs for imarc.com routinely reached the first
page of Google

e« One of the earliest, “What's the best font size for the

web? Well, it depends...” is still Page 1 on Google over 8
years later.

- Other Page 1 blogs include:

- Do sites really need a sitemap.xml for good SEQ?

- How much is too much? A new rule of thumb for managing
cognitive load in user choice

- SEO for Single Page Apps and PWAs

- Should | Google AMP My Website?

- URL structures for global websites

PAGE1ON GOOGLE

U & httpayjwwwimare. comfblog/best-fent-size-for-any-device

Science to the rescue!

Conveniently encugh, vision is a topic of intense scientific interest. A few years ago, a
. d - - saas fi £ viei ~ane A
psychologist and a media researcher teamed up toreview findings from vision science and

typography to find out how text size affects reading speed and comprehension.

best font size for the web X o Q

Imarc, a digital agency
https://www.imarc.com » best-font-size-for-any-device

What's the best font size for the web?
Jan 8, 2016

i

Recommendations. We can be reasonably confident that even a low-x-height
typeface like Times New Roman will be readable on most devices if you ...

Readin

, T QWU | -
‘ - Scroll
30 ~—a— Scrol
1 ] 1 L ]

01 03 1 3 10
Print size (x-height, deg)

rof Findings fram \ > ¢ . . lypography

They found that reading speed Is fastest when the text’s x-helght Is 0.3 degrees of
are.|3]

The "x-height critical size” of text—in other words, the minimum size—is about 4.5 points at

16", or about 0.2° of visual arc, for readers with 20/ 20 vision. For older readers, this
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THOUGHT LEADERSHIP

SPEAKING ENGAGEMENTS:

Add Shde

Coamge»

 Project: Invited to provide a 30-minute seminar on o L = SOLVES PROBLEMS
real-world digital marketing to Bates College students | |

» Topics covered:

SOLVES PROBLEMS
FOR PEOPLE

- What is Strategy?

. Problem Solving

- User Research & Personas
- The Buyer’'s Journey

- Devising Solutions

. Aligning Your Team

- Real-world Examples

Hide skipped slides
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THOUGHT LEADERSHIP

CUSTOMER
JOURNEY PLAYBOOK

 Project: Wrote a comprehensive playbook for legal
industry marketers to apply the concept of the
customer journey to their activities.

 Physical, bound copies are sent to high-value
orospects and long-time clients, and trade show
marketing/attractor assets

« Results: Asset produced hundreds of leads and
remains in active use as a marketing asset four years
after original creation

e In post-COVID times, this asset has adapted well to
digital landing pages with physical and PDF delivery

WWW.ROBERTMOHNS.COM
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THOUGHT LEADERSHIP

SPEAKING ENGAGEMENTS:
ADA COMPLIANCE

 Project: Invited to present on accessibility and ADA
compliance to the annual conference of the New e
England Affordable Housing Management Association

HEE uN HE
BB | . |

Making Sure Your
- Background: Am | at risk of ADA website lawsuits? Vlrtual Prese_nce IS
- The Law: What does the ADA require? ADA COm pllant

- Concepts: What is Digital Accessibility?

» Topics covered:

. . . A A
- Practical: How do | know if I'm compliant?
. Fixing it: What does it take? Will it cost a lot? Robert Mohns

Direcior of Digital Experience, 3 Media Web

- What now: What should | do today?


https://www.robertmohns.com

"Robert's skill and expertise in defining and presenting content
on the web are so advanced that when | needed a website for
my current company, | tracked him down at iMarc and hired him

all over again. | have since recommended Robert and the team

he works with to nearly a dozen customers, with uniformly
excellent results.”

ANDREW FELAND, Vice President, SAAS Operations of 3G

https://wwwlinkedin.com/in/rmohns/details/recommendations
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Thanks!

| appreciate the time you’ve spent looking through my portfolio <

You can contact me at rmohns@mac.com and my website is www.robertmohns.com.
You'll also find my full resume there, as well as a few blog posts musing albout user
experience, technology, and best practices.



mailto:rmohns@mac.com
https://www.robertmohns.com

