Storyboard Outlines
About Me – Rob Blake, My Digital Marketing Experience 
This guide organizes your experience into executive-ready storylines, concise interview answers, and quick-reference summaries so you can adapt your examples easily across interviews, networking conversations, and follow-up discussions.
Summary - Web analytics and digital marketing professional with deep Adobe Analytics expertise in high-volume B2B and SaaS environments. I translate complex web data into clear, actionable narratives that move go-to-market decisions forward — leading with a recommendation, not just a number. Comfortable operating as an independent contributor in fast-moving, remote-first teams, and actively building my own marketing tooling with Claude Code, Codex, n8n, Zapier, and MCP connectors to accelerate analysis and reporting workflows.
PMI
Project Management Institute, at the time I worked there, generated an estimated $900M in annual revenue and advanced the project management profession through certifications, standards, learning, and community programs.
· Role and Scope: Served as Marketing Performance & Analytics Manager for Project Management Institute (PMI), owning end-to-end measurement of paid, owned, and earned marketing performance in a global B2B environment and acting as an embedded analytics partner to marketing leadership.
· Challenge: The role required creating a unified view of marketing performance across multiple channels while helping leadership move from raw reporting to clearer, recommendation-driven decision-making.
· Actions Taken: Built and maintained Adobe Analytics workspaces and Tableau dashboards tied to major campaigns, content initiatives, and product launches; authored advanced segments, calculated metrics, and fallout visualizations to identify conversion friction; translated complex metrics into executive-ready narratives with clear recommendations; drove implementation of BrightEdge and Knak with measurement built in from the start; and owned marketing data governance in Snowflake to standardize definitions and reduce reporting bottlenecks.
· Results and Impact: Strengthened leadership visibility into campaign and product performance, surfaced optimization opportunities on key journeys, improved reporting consistency, and made it easier for teams to act on data with confidence.
· Key Story Angle: Positions you as a strategic analytics leader who combines measurement design, data governance, and executive communication to influence prioritization and improve marketing performance at scale.
60-second answer: At PMI, I was the analytics partner to marketing leadership, and my focus was making performance measurements more actionable across paid, owned, and earned channels. I built Adobe Analytics workspaces and Tableau dashboards, developed advanced segmentation and fallout analysis, improved instrumentation for new tools, and standardized data definitions in Snowflake. The value I brought was not just better reporting, but better decision support. It gave leadership clearer visibility into performance, helped teams spot optimization opportunities faster, and made the data much more useful for prioritization.
30-second answer: At PMI, I owned measurements across paid, owned, and earned channels and helped leadership make better decisions with clearer analytics. I built Adobe Analytics and Tableau reporting, improved instrumentation, and standardized data definitions so the organization had more actionable visibility into marketing performance.
· How did you influence leadership decisions at PMI using analytics?
· What made your reporting approach more actionable than standard dashboarding?
· How did Snowflake governance improve marketing measurements?
Trimble
Trimble, at the time I worked there, generated about $3.7B in annual revenue in 2024 and provides software, hardware, and services that help professionals in construction, geospatial, transportation, and utilities improve productivity and transform work processes.
· Role and Scope: Served as Digital Marketing Manager at Trimble, owning measurement and optimization for a roughly $140K per month paid media program in a B2B SaaS environment.
· Challenge: The central challenge was improving paid media performance and measurement quality at scale while ensuring stakeholders had a clear view from top-of-funnel activity through revenue outcomes.
· Actions Taken: Owned measurement, reporting, and tracking across paid media by defining goals, tracking events, and conversion triggers feeding Google Analytics, Marketo, and Salesforce; designed integrated dashboards combining web analytics, marketing automation, and CRM data; identified performance gaps through structured A/B testing with Google Optimize and Marketo Analytics; and managed stakeholders proactively in a remote, Slack-based environment.
· Results and Impact: Created stronger full-funnel visibility into paid media performance, improved landing-page conversion volume and quality, and gave stakeholders a clearer view of how media investments contributed to pipeline and revenue outcomes.
· Key Story Angle: Positions you as a data-driven paid media leader who improves conversion performance and gives stakeholders a clearer view of how marketing investment translates into business outcomes.
60-second answer: At Trimble, I was responsible for measurement and optimization across a large paid media program, and the need was to give stakeholders a clearer view of performance from top of funnel through revenue. I defined tracking and conversion logic, built integrated dashboards across analytics, marketing automation, and CRM systems, and ran structured A/B tests on key landing pages. The value was that media performance became much easier to interpret in business terms. Stakeholders gained stronger full-funnel visibility, and the team could connect campaign investment more directly to pipeline and revenue outcomes.
30-second answer: At Trimble, I owned measurement and optimization for a large paid media program and helped the team connect media performance to pipeline and revenue. I built integrated reporting and testing workflows that improved visibility and conversion performance.
· How did you connect paid media performance to revenue at Trimble?
· What role did testing play in improving results?
· How did you prioritize optimization opportunities?
Lumen (formerly known as CenturyLink)
Lumen Technologies, at the time I worked there, generated about $17.5B in annual revenue in 2022 and provides network, cloud, security, and communications services that help enterprises connect applications, data, and people across digital environments.
When I joined in 2018, the company was CenturyLink, which generated about $23.4B in annual revenue in 2018; it rebranded to Lumen on September 14, 2020.
· Role and Scope: Served as Marketing Automation Manager at Lumen Technologies as a senior individual contributor within a Marketo team supporting enterprise B2B stakeholders across the United States.
· Challenge: The role required making email and nurture performance fully measurable while aligning marketing automation work with broader stakeholder goals across a distributed enterprise environment.
· Actions Taken: Built reporting that combined Google Analytics, Marketo Analytics, and Salesforce data to measure email and nurture programs against full-funnel KPIs; defined tracking events, conversion goals, and segmentation logic for all nurture campaigns; and partnered closely with content, customer marketing, and sales teams in a remote, Slack-first operating model.
· Results and Impact: Improved the visibility and consistency of email and nurture reporting, ensured campaigns were measurable from launch, and strengthened decision-making by connecting marketing automation activity to full-funnel business metrics.
· Key Story Angle: Positions you as a marketing automation leader who turns campaign operations into a measurable, revenue-supporting system through integrated reporting and disciplined execution.
60-second answer: At Lumen, I worked in marketing automation, and my role was to make email and nurture programs fully measurable across a large enterprise environment. I combined Google Analytics, Marketo Analytics, and Salesforce reporting, defined campaign tracking and segmentation logic, and partnered closely with cross-functional teams in a remote model. The real impact was making campaigns measurable from launch and connecting automation work more directly to business outcomes. That improved reporting reliability and gave stakeholders a better understanding of nurture performance across the funnel.
30-second answer: At Lumen, I made email and nurture programs measurable across a large enterprise marketing environment. I connected reporting across Google Analytics, Marketo, and Salesforce so stakeholders had a clearer view of campaign performance and business impact.
· How did you make nurture campaigns measurable from launch?
· What reporting challenges did you solve at Lumen?
· How did you collaborate across teams in a remote environment?
GridGain
GridGain, at the time I worked there, generated about $10M in annual revenue and provides a real-time data platform that helps enterprises process and analyze large-scale data with speed, scale, and high availability.
In 2026, GridGain was acquired by MariaDB; the financial terms of the deal were not publicly disclosed.
· Role and Scope: Served as Digital Marketing Manager for GridGain Systems, running a roughly $40K per month paid media and measurement program in a B2B SaaS environment as an individual contributor.
· Challenge: The core challenge was improving paid media efficiency and measurement accuracy while increasing lead volume and lead quality in a competitive B2B SaaS market.
· Actions Taken: Owned measurement, reporting, and tracking across all paid channels; built integrated dashboards using Google Analytics, Marketo, and Salesforce; and managed landing-page optimization tests through Google Optimize and Marketo Analytics to improve conversion performance and lead quality.
· Results and Impact: Built stronger visibility into paid media performance, supported better lead-generation decisions, and improved conversion rate and lead quality on key landing pages through structured testing and integrated reporting.
· Key Story Angle: Positions you as a performance-driven marketer who connects paid media execution, measurement discipline, and experimentation to stronger pipeline quality and growth efficiency.
60-second answer: At GridGain, I owned paid media measurement in a competitive B2B SaaS environment, and the challenge was improving both visibility and lead quality. I managed tracking and reporting across paid channels, built integrated dashboards with Google Analytics, Marketo, and Salesforce, and ran landing-page tests to improve conversion performance. What made the work valuable was connecting channel activity to better decision-making. It gave the team a clearer view of performance drivers and helped improve lead quality through more disciplined measurement and optimization.
30-second answer: At GridGain, I managed paid media measurement and optimization in a B2B SaaS environment. I built the reporting and testing framework that improved visibility into performance, strengthened lead quality, and helped the team make better channel decisions.
· How did you improve lead quality at GridGain?
· What metrics mattered most in the paid media program?
· How did your dashboarding influence optimization decisions?

Actionable Results Consultancy Client: Williams-Sonoma, Inc.
Williams-Sonoma, Inc., at the time I worked there, generated about $5.1B in annual revenue in 2017 and was a multi-brand specialty retailer spanning premium cookware and kitchen tools, upscale home furnishings, modern furniture and decor, kids and teen furnishings, lighting and hardware, and personalized gifts through brands including Williams Sonoma, Pottery Barn, West Elm, Pottery Barn Kids, PBteen, Williams Sonoma Home, Rejuvenation, and Mark and Graham.
· Role and Scope: Served as Digital Marketing Consultant through Actionable Results Consultancy, supporting Williams-Sonoma on web performance analysis across six high-volume ecommerce sites.
· Challenge: The key challenge was identifying and explaining the technical causes of poor shopping-cart performance across desktop and mobile buyer journeys on multiple high-traffic ecommerce sites.
· Actions Taken: Ran deep-dive RUM web performance tests using SOASTA across six ecommerce sites on both desktop and mobile, isolating HTML, CSS, JavaScript, and other issues that impaired the shopping-cart journey; then presented findings and optimization recommendations to stakeholders.
· Results and Impact: Connected site-performance issues directly to business metrics such as conversion rate, page views, and revenue, giving stakeholders a clear basis for prioritizing fixes that would improve the buyer experience and commercial outcomes.
· Key Story Angle: Positions you as a consultant who translates technical web performance diagnostics into a business case leadership can use to prioritize revenue-impacting improvements.
60-second answer: At Williams-Sonoma, I was brought in to diagnose weak shopping-cart performance across several high-volume ecommerce properties. I ran deep-dive SOASTA tests across six sites, isolated front-end and performance issues, and then tied those findings directly to conversion, page views, and revenue. The reason this mattered is that it turned technical problems into a clear business case. Stakeholders could see exactly why the fixes were important and where to prioritize improvements for both customer experience and commercial performance.
30-second answer: At Williams-Sonoma, I diagnosed performance issues across six ecommerce sites and translated technical findings into a clear business case. That helped stakeholders prioritize fixes that would improve conversion, customer experience, and revenue outcomes.
· How did you connect site performance issues to business outcomes?
· What made your recommendations credible to stakeholders?
· How did you prioritize which ecommerce issues mattered most?
Tata Consultancy: The Hartford
Tata Consultancy Services, at the time I worked there, generated about $16.4B in annual revenue in fiscal year 2015–2016 and is a global provider of IT services, consulting, and digital and business solutions. The Hartford, at the time I worked there, generated about $18.3B in revenue in 2016 and is a leading provider of property and casualty insurance, group benefits, mutual funds, and related financial services for individuals and businesses in the United States.
· Role and Scope: Served as Digital Business Consultant through Tata Consultancy Services, supporting The Hartford on digital analytics requirements for brand awareness, lead generation, and e-commerce web properties.
· Challenge: The engagement required translating diverse business goals across 24 websites into clear analytics, tagging, and reporting requirements that could support better measurement and decision-making.
· Actions Taken: Defined Adobe Analytics tagging, data collection, and reporting requirements for 24 web properties; led business-requirements sessions with stakeholders to identify KPI-driven measurement needs; authored Business Requirements Documents for each property; audited apps and desktop and mobile sites to identify tagging gaps; and partnered with design and build teams to ensure clean implementation of tracking and reporting requirements.
· Results and Impact: Created a structured analytics foundation across a large portfolio of digital properties, clarified measurement requirements for multiple stakeholder groups, and improved readiness for consistent tagging, reporting, and KPI-driven analysis.
· Key Story Angle: Positions you as an enterprise analytics consultant who turns complex stakeholder needs into scalable measurement frameworks and implementation-ready requirements.
60-second answer: At The Hartford, I helped define analytics requirements across a large portfolio of digital properties, and the challenge was turning different stakeholder goals into a consistent measurement framework. I led requirements sessions, defined Adobe Analytics tagging and reporting needs for 24 properties, wrote business requirements documents, and audited tagging gaps with the implementation teams. The value of that work was creating a much stronger analytics foundation. It improved alignment around KPI-driven reporting and made the organization better prepared for consistent implementation and measurement.
30-second answer: At The Hartford, I helped define analytics requirements across 24 digital properties and translated stakeholder goals into a scalable measurement framework. That work created a stronger foundation for consistent tagging, reporting, and KPI-driven analysis.
· How did you manage analytics requirements across 24 properties?
· What was the hardest part of aligning stakeholders at The Hartford?
· How did you ensure requirements were implementation-ready?
Level 3 Communications
Level 3 Communications, at the time I worked there, generated about $8.2B in annual revenue in 2014 and was a global telecommunications and internet services provider offering core network, IP, voice, video, and content delivery solutions for enterprise, government, and wholesale customers.
In 2016, Level 3 Communications agreed to be acquired by CenturyLink in a cash-and-stock transaction valued at about $34B, including assumed debt.
· Role and Scope: Led digital marketing and web analytics strategy for Level 3 Communications in the B2B telecom space, with end-to-end ownership of analytics implementation, reporting, vendor management, insights development, and recommendations to senior leadership.
· Challenge: The core challenge was improving visibility, performance, and measurement across a complex set of customer-facing web properties, campaign microsites, blog content, and regional office pages while building a stronger cross-channel digital strategy.
· Actions Taken: Led universal and local SEO strategy, content planning, and execution; ran a technical CMS and server audit that uncovered 64 HTML, CSS, JavaScript, XML, and server issues; optimized Webtrends and Adobe Analytics tracking across campaign microsites, the corporate blog, and the main website; built the business case to move the company from Webtrends to Adobe Analytics, DTM, and Target; partnered with Product, PR, and Brand teams to improve landing pages and campaign tracking; and optimized AdWords campaigns with A/B and multivariate testing.
· Results and Impact: Delivered a 559% increase in organic search traffic, a 508% increase in entry page views, and a 347% increase in calls to 25 regional offices. Reduced average page load time from 15.5 seconds to 3.5 seconds and lowered cost per click from more than $25 to less than $10 while improving conversion performance.
· Key Story Angle: Positions you as a high-impact digital leader who combines SEO, analytics modernization, experimentation, and executive influence to deliver measurable growth in a competitive B2B market.
60-second answer: At Level 3 Communications, I led digital marketing and web analytics strategy in a highly competitive B2B telecom environment. The challenge was improving visibility, performance, and measurement across a large set of digital properties while modernizing analytics and strengthening search performance. I led SEO and local SEO strategy, ran a technical CMS and server audit, improved Webtrends and Adobe Analytics tracking, built the case for moving to Adobe Analytics, DTM, and Target, and optimized paid search through testing. The results were significant: organic traffic grew 559%, entry page views increased 508%, calls to regional offices rose 347%, page load time dropped from 15.5 seconds to 3.5 seconds, and cost per click fell from over $25 to under $10.
30-second answer: At Level 3 Communications, I led digital marketing and analytics strategy, modernized measurement, improved SEO and paid search, and delivered major gains in traffic, calls, site speed, and cost efficiency. It was a strong example of combining technical depth with measurable business impact.
· What drove the strongest gains at Level 3 Communications?
· How did you build the case to move from Webtrends to Adobe Analytics?
· Which result from Level 3 best demonstrates your business impact?
Mortgage Insider Media
· Role and Scope: Served as Digital Marketing Manager at Mortgage Insider Media, leading B2C online marketing strategy in the highly competitive mortgage vertical with a focus on organic search, social media marketing, and lead generation.
· Challenge: The challenge was driving sustained growth in traffic, lead generation, and ecommerce revenue in a crowded market while improving conversion performance across both content and transactional experiences.
· Actions Taken: Implemented universal SEO strategies, content creation, and off-page tactics; designed social media strategies to build backlinks naturally; optimized WordPress landing pages and forms using A/B and multivariate testing; and built and optimized WordPress ecommerce pages by testing prices, graphics, and layout.
· Results and Impact: Increased organic search traffic by 450%, grew site revenue by 650%, lifted backlinks by 150%, improved landing-page conversion rate from 9% to 19%, more than doubled lead revenue, increased ecommerce conversion rates by 33%, and raised shopping cart revenue by 140%.
· Key Story Angle: Positions you as an early digital growth leader who combined SEO, social strategy, experimentation, and ecommerce optimization to drive outsized revenue gains in a highly competitive consumer market.
60-second answer: At Mortgage Insider Media, I led digital marketing strategy in the consumer mortgage space, where the challenge was driving growth in a very competitive market. I focused on SEO, social media, lead generation, and conversion optimization across both landing pages and ecommerce experiences. I implemented SEO and off-page strategies that drove a 450% increase in organic traffic and a 650% increase in site revenue. I also improved landing-page conversion from 9% to 19% and increased shopping cart revenue by 140% through structured testing of forms, layouts, graphics, and pricing. It was an early example of using digital experimentation and search strategy to create measurable revenue growth.
30-second answer: At Mortgage Insider Media, I led digital growth strategy across SEO, social media, lead generation, and ecommerce optimization in a competitive consumer market. The results included 450% growth in organic traffic, 650% growth in site revenue, and major gains in conversion performance through structured testing.
· How did you drive revenue growth through SEO and conversion optimization at Mortgage Insider Media?
· What testing approach helped improve landing-page and ecommerce performance?
· Which result from Mortgage Insider Media best demonstrates your growth mindset?
Next Early-Career Role
Add the next earliest role here when you’re ready, and I’ll format it with the same storyboard bullets, 60-second answer, 30-second answer, likely interview questions, and executive story bank entry.
Top 10 Wins
· Level 3 Communications: Increased organic search traffic by 559% through SEO strategy, content execution, and search-focused optimization.
· Level 3 Communications: Increased entry page views by 508% and calls to 25 regional offices by 347% through local SEO and regional content strategy.
· Level 3 Communications: Reduced average page load time from 15.5 seconds to 3.5 seconds by uncovering and driving fixes for 64 CMS, code, and server issues.
· Level 3 Communications: Lowered cost per click from more than $25 to less than $10 while improving paid search conversion performance.
· Mortgage Insider Media: Increased organic traffic by 450% and site revenue by 650% through SEO, content, and off-page strategy.
· Mortgage Insider Media: Improved conversion rate from 9% to 19% on landing pages and more than doubled lead revenue through A/B and multivariate testing.
· Mortgage Insider Media: Increased shopping cart revenue by 140% and ecommerce conversion rates by 33% through page, price, and layout optimization.
· PMI: Improved executive visibility into paid, owned, and earned performance by building actionable Adobe Analytics and Tableau measurement frameworks.
· Trimble: Strengthened full-funnel visibility across a roughly $140K per month paid media program and improved landing-page conversion quality through testing and integrated reporting.
· Williams Sonoma: Connected technical site-performance issues across six ecommerce properties directly to conversion, page-view, and revenue outcomes, helping stakeholders prioritize improvements.
Executive Story Bank
This executive story bank is a fast, high-level summary of the strongest positioning takeaway from each role so you can refresh your narrative quickly before important conversations.
· PMI: Strategic analytics partner to marketing leadership, improving visibility across paid, owned, and earned channels through stronger Adobe Analytics, dashboarding, and data governance.
· GridGain: Performance marketer who combined paid media measurement, dashboarding, and testing to improve lead quality and strengthen decision-making in a B2B SaaS environment.
· Lumen: Marketing automation leader who made nurture and email programs measurable from launch and tied reporting more closely to full-funnel business outcomes.
· Trimble: Paid media and analytics owner who improved full-funnel visibility across a major media program and linked channel performance more directly to pipeline and revenue.
· Williams Sonoma: Consultant who translated technical web performance issues into a business case leadership could use to prioritize ecommerce improvements with revenue impact.
· The Hartford: Enterprise analytics consultant who created scalable measurement requirements across 24 digital properties and aligned stakeholders around KPI-driven reporting.
· Level 3 Communications: High-impact digital leader who combines SEO, analytics modernization, and experimentation to deliver measurable growth and major performance gains in B2B telecom.
· Mortgage Insider Media: Early digital growth leader who used SEO, social strategy, conversion testing, and ecommerce optimization to drive major traffic, lead, and revenue gains in a competitive consumer market.

