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Usability	  Issues	  and	  Fixes	  

2

1

Flash:	  Content	  not	  searchable.	  

Image:	  Text	  embedded	  in	  
sta;c	  image.	  Not	  searchable.	  

ANNOTATIONS:	  



Issue:	  Key	  content	  not	  searchable.	  

<h2>Execu&ve	  Educa&on</h2>	  
<p>Expand management horizons and 
actualize leadership potential with 
programs that equip you and your 
organization to embrace innovation 
and drive sustainable growth 
throughout the enterprise.</p>	  

Assessment	  
Page	  element	  designed	  and	  
content	  presented	  using	  sta;c	  
image	  containing	  graphic	  text	  
treatment	  and	  embedded	  text.	  

Fix	  
Image	  re-‐created	  with	  text	  
treatment	  and	  background	  only.	  

Searchable	  text	  with	  heading	  
and	  paragraph	  tags	  coded	  in	  
html/css	  

Result	  
Important	  key-‐word	  text	  can	  be	  
found	  without	  changing	  the	  
overall	  design	  integrity	  of	  a	  
central	  page	  element.	  



Business	  Case	  
Compe;;on	  

Execu;ve	  Program	  Delivery	  
15	  Weekly	  Evening	  Sessions	  2pm	  –	  9pm	  

Immersion	  Two	  
Hands-‐on	  Business	  

Simula&on	  
3-‐Day	  Session	  

Immersion	  One	  
PERSONAL	  LEADERSHIP	  

STYLE	  
3-‐Day	  Session	  

Immersion	  Three	  
Global	  economy	  &	  	  

Cross-‐cultural	  Communica&on	  	  
3-‐Day	  Session	  

Month	  One	   Month	  Two	   Month	  Three	   Month	  Four	  
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California	   Zip	   EP	  Par&cipants	   Percentage	  

Greater	  LA	   900-‐903	   1644	   51.3	  

Santa	  Monica	   904	   284	   8.9	  

South	  Bay	   905-‐908	   309	   9.7	  

Valley	  West	   913-‐14	   364	   11.4	  

San	  Gabriel	  &	  East	   915-‐17	   368	   11.5	  

Ventura-‐Santa	  
Barbara	  

930-‐31	   159	   4.9	  

Northern	  Cali	   936-‐960	   73	   2.3	  

EP	  Par&cipant	  Geographic	  Concentra&on	  	  



Effec&ve	  Communica&on	  –	  	  
Matching	  Touch	  Points	  to	  Career	  Stage	  

Using	  flatbridge	  CRM	  Plaeorm	  

Career	  Stage	  
Ini;ated	  >	  Established	  >	  Mature	  >	  	  Stalled	  >	  ???	  >	  Reinvented	  >	  Re-‐

established	  >	  Accomplished	  

Touch	  Points	  
Networking	  Events	  >	  Webinars	  >	  Targeted	  Messaging	  >	  	  Open	  House	  >	  

MeetUps	  >	  Interviews	  >	  

HR	  	  Talent	  
Manager	  

HR	  	  Manager	  
of	  	  Diversity	  

Entrepreneur	  
C-‐Level	  
Manager	  

Fast	  Track	  
Execu;ve	  



Individual	  Execu&ve	  Personas	  	  
for	  Open	  Enrollment	  Programs	  

Stefan	  T	  Prenur	  

Stephan	  has	  been	  in	  
corporate	  America	  for	  
twenty	  years	  and	  is	  
interested	  in	  star;ng	  his	  
own	  technology	  
company.	  	  He	  has	  
specialized	  in	  sohware	  
design	  and	  is	  looking	  to	  
build	  a	  solid	  founda;on	  
for	  his	  new	  venture.	  

Dinah	  Soer	  

Dina	  got	  her	  MBA	  in	  1995.	  	  
She	  acutely	  senses	  the	  
growing	  gap	  in	  her	  skills	  
rela;ve	  to	  what	  is	  
required	  to	  remain	  in	  
demand.	  	  Geing	  a	  pre-‐
internet	  MBA	  doesn’t	  	  
give	  her	  much	  peace	  of	  
mind	  any	  more.	  

Bertrand	  Brodere	  

Bertrand	  Brodere–	  has	  
been	  a	  specialist	  for	  
much	  of	  his	  career	  and	  
is	  on	  the	  fast	  track	  to	  
become	  the	  next	  GM.	  	  
He	  is	  worried	  that	  he	  
will	  soon	  reach	  his	  level	  
of	  incompetence	  as	  he	  
climbs	  the	  corporate	  
ladder.	  

Provides	  a	  way	  to	  understand	  our	  customers	  and	  	  
how	  they	  like	  to	  be	  communicated	  with	  



Keyword	  Research	  &	  Analy;cs:	  Tapping	  Exis;ng	  Resources	  

APPLICATION	  TEXT	  FIELDS	  
(Verba&m	  Responses)	  
1. Current	  Responsibili1es	  
2. Current	  Challenges	  
3. Current	  Objec1ves 	   	  	  

A	  client	  wanted	  to	  increase	  efficiencies	  in	  their	  
spend	  for	  Google	  Adwords	  	  

There	  was	  limited	  data	  on	  search	  behavior	  or	  
demographics.	  	  The	  exis;ng	  intelligence	  was	  not	  
easily	  accessible	  or	  opera;onally	  usable.	  The	  
budget	  was	  constrained.	  

I	  discovered	  a	  valuable	  source	  of	  unused	  marke;ng	  
data	  located	  within	  exis;ng	  the	  digital	  archives	  of	  
par;cipant	  applica;ons	  forms	  and	  program	  
evalua;ons.	  

I	  located	  verba;m	  responses	  from	  past	  
par;cipant’s	  applica;on	  forms	  and	  program	  
evalua;on	  forms	  in	  areas	  where	  there	  was	  an	  
expression	  of	  current	  responsibili;es,	  challenges,	  
objec;ves	  and	  post-‐program	  inten;ons.	  

These	  categories	  contained	  natural	  language	  key-‐
words	  and	  phrases	  used	  by	  actual	  consumers.	  

This	  intelligence	  was	  used	  to	  improve	  relevance	  
and	  targe;ng	  in	  online	  adver;sing	  and	  refine	  the	  
understanding	  of	  buyer	  personas	  and	  their	  
content	  preferences.	  	  

The	  work	  I	  did	  resulted	  in	  the	  crea;on	  of	  a	  
compiled	  summary	  of	  natural	  language	  key-‐words	  
and	  phrases	  for	  use	  in	  wri;ng	  content	  and	  
crea;ng	  adver;sing	  copy	  that	  was	  op;mized	  for	  
organic	  and	  paid	  search.	  	  	  

PROGRAM	  EVALUATION	  TEXT	  FIELDS	  
(Verba&m	  Responses)	  
1.  Q1	  Overall	  Comments 	  	  
2.  Q2.	  As	  a	  result	  of	  a?ending	  this	  program,	  what	  do	  you	  

plan	  to	  do	  differently,	  to	  take	  ac1on	  on	  or	  become	  more	  
involved	  in	  when	  you	  return	  to	  your	  organiza1on?	  
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