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CASE STUDY 01

[ o
ROLE YEAR CLIENT
1 n ap p A I S e er c e UX Lead 2024-2025 Confidential (Forte, Norway)

APP DESIGN PROTOTYPING LOYALTY PROGRAMS STAKEHOLDER MANAGEMENT USABILITY TESTING BETA TESTING SCRUM

01 Understanding & mapping the scope

There was a clear idea of what problem the company wanted
to solve, maybe with the help of Al in some way, but no clear
project plan or roadmap for how to get there. | talked to all

the stakeholders, and all Tech, and started to co-create a

h . [ d f h h Beta-test 01 Iterasjon 1 Iterasjon 2 Beta-test 02
technical roadmap for how to get there.

Personlig middagstips Personlig middagstips (BETA) Middagstips

¥ Du ser denne fordi du er med i en Her er noen forslag pa sunne, smaksrike N Basert pa varene du handler oftest.

testgruppe - > retter basert pa varene du handler oftest.

Her er noen forslag pa sunne, smaksrike @ Vis middager under 20 min O

retter basert pa varene du handler oftest.
02 Insights & Iterations Tigiengelg Sermhayce

pa iPhone 14. ’//
With a roadmap set we started to create prototypes to test > /
. L. . Squash med speilegg og krydret Ovnsb /"
and iterate on our hypothesis in parallell with the developers olje med gresskarkjerner medgr / TIRE RN (R
. - - Squash med speilegg og krydret olje A couscous
and the architects. We created a start point for a first Beta ol GO Ve amostiifter ore o — -
Test on real customers, after evaluating the feedback A Sunne Kjappe Bilige
from customers and stakeholders.
/I [ Q Mine favoritter (0) ]
///
/
Ovnsbakt redbet- og hjertesalat med //
- . granateplesirup //

05 Cre atlng the AI Seerce Her er noen forslag pd sunne, smaksrike ///

retter basert pa varene du handler oftest. /
From the first real Beta test we used LLMs to find and Via bt et s et
display recipies based on the customers shopping habits. Sunnere  Kjappere Billigere
From there, working together with marketing, design, ( il )
stakeholders, developers, and data scientists, analyzing
the feedback from the beta test users, we found that the real
value for both the users and the business would be to let Al
create recipies based on shopping patterns to display
ingredients making a meal, not traditional recipies
displaying the finished cooked meal, created & verified by an
author.

THE CORE CHALLENGE

In an environment with strong competition from competitiors we needed to keep the
service confidential at all costs. The product owner did not want us to talk to real users to
keep the lid on the product development.

This, of course, is a catch-22 when you need to verify and evaluate your hypothesis in the real world. We were able to slowly usability
test our way through internall personell that did not work within digital product development, but the bias was evident. We then
managed to get a beta test with employees, in-store workers at the grocery chain around Norway, where the feedback was very much
biased, we managed to convince the product owner to start testing on real users.

As the Al service developed as a product, and we got hold of real users to validate against, we aimed to have a second Beta test in the
start of 2026, and a soft launch in Q3 2026. | left the project in June 2025 just as we sent the current version of the product to Beta
testing with real customers. The client need to stay confidential until launch.

© 2026 Robert Bronkebakken. All rights reserved. 02 06



Forte, Norway

User Experience Audit framework

UX AUDIT INTERNAL FRAMEWORK STAKEHOLDER MANAGEMENT

Seeing the need for a Framework

At Forte a common first task with a new client could be
conducting an UX audit to find out exactly how to make the
most impact based on business needs and customer needs.
A framework for conducting UX audits benefits the
client, the consultancy, and designers doing the work. I

UX audit rapportering

X audit framework startpoint

WCAG 2.2 Card deck

Working as a team to get there

When mapping out what kind of best practices each
designer has used to conduct UX audits in the last year,
compared with the UX heuristics and UX laws, through WCAG
2.2 common mistakes & spot checking, we created a
Framework with templates to start, conduct and report
the UX audit.

Evaluating through delivery

With a clear framework for conducting UX audits, it is much
easier to put a price on the work, and potential add-ons
based on the needs of the client. With a clear framework it
is estimated a 25-30% more efficient workflow, along
with a consistant end product for all clients.

THE CORE CHALLENGE

As a UX designer I was mentored to conduct UX audits in a certain way, and has always
looked for ways to improve. When joining a large UX design team as a consultant I was
eagder to find a larger framework for consistancy throughout the company. As the audit
work started coming my way, [ was able to lead a team to create that framework internally.

All clients are different and have different needs, and with a clear framework as a start point for conducting UX audits, it is much easier
to cater for the needs and situation the client is in. What industry is it, is it a large or a small company, what products do they sell, and
what are the business goals? How digitally mature are they, and what are their technical setup?

As a diverse design group it is also more efficient to mentor and coach a set company practice and methods.

PROCESS ARTIFACTS & USER RESEARCH

2 User Control

3 Freedom Error Prevention > F
lexibility

7 Efficiency of Use

4 Consistency £. Recognition Rather © Aesthetic
s Standards Than Recall Minimalist Design

NNgroups Heuristics are a corner stone to the framework.

© 2026 Robert Bronkebakken. All rights reserved.

Aesthetic-Usability Effect

Choice Overload

Laws of UX are another.

Chunking

WCAG 2.2
COMPLIANT

WCAG 2.2 is central for spot checking for Usability issues.
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CASE STUDY 03

Creating an Insight Repository

ROLE
UX Lead

YEAR CLIENT

2022-2023 Norwegian Air Shuffle (Forte, Norway)

UX RESEARCH USABILITY TESTING STAKEHOLDER MANAGEMENT E-COMMERCE A/B TESTING PROTOTYPING KANBAN

01 Mapping out what we know

With a recent history of short term contributors, collecting
insights stored randomly, it created an environment where
knowledge became rumours. Not evidence. | gathered what |
could and created a starting point. From amazing and
documented CRO work we knew WHAT customers were
doing, but not WHY they were doing it.

02 Creating a Culture for Insight gathering

From mainly doing A/B testing we started to conduct
usability testing and user interviews to fill in the blanks,
and to help generate more ideas for the CRO work. We
also took CRO questions to the customers to understand.
The two methods are quite the super force together.

03 Making the insights available to all

When the amount of insights grew, and the need for
stakeholders to share the insight grew along with it, |
proposed to create an Insight Repository to create a
place where all the insights were available to everyone in
the company. Transparency is key, and knowledge is power,
where everyone wins. Using an already intergrated Tool in
the organization will increase the ease of use.

THE CORE CHALLENGE

Look through tree structure

Method A
Templates & read me
Year
Date - Area - Channel - Method
Date - Area - Channel - Method
Method B
Templates & read me
Year
Date - Area - Channel - Method

Date - Area - Channel - Method

Search for insights GOl

Sort insights with labels

Ato G H-Z
Booking J product
Check-out Payment
F product Returns

How can we make sure that Key Insights are available to everyone who needs it?

When the big decitions are made who are the advocate for the user needs and pains? A classic UX question right? Well, in my opinion, it

needs to come from the bottom up, with the blessing from top down. It needs to come from the people who talk to real customers

to gather insights to improve the business, by improving the usability and the products, which improve the overall customer

satisfaction.

Making sure everyone has access to the recent user insights from the day they start the job untill they leave is key to helping them

understand the company and it's customers. The insights needs to be available in already intergrated tools in the company to

make sure everyone can reach and find what they need, in different ways. It can be a link sent out from mid management to a

stakeholder about to make a decition, or part of preperation for that meeting.

Then you're both saving money for the company, and creating real value moving forward.

READ MY ARTICE ON MEDIUM

A pragmatic approach to building an insight repository

PROCESS ARTIFACTS & USER RESEARCH

Library Card structure

Heading

Short description of these user insight - to aid searchability.

Label property
Status

Method

Date of Collection
Channel

Area at Norwegian
Stakeholder
Insight Collector

Key Takeaways
Executive Summary - top points only - in text.

Backaround

Templates for everything.

© 2026 Robert Bronkebakken. All rights reserved.

Usability testing A/B testing

Short explanation of what has been tested. Short explanation of what has been tested.
Video recap of test. Images of Avs B.

Executive Key Takeaways Winning, loosing or insignificant result.

All key Takeaways Data explaining all parameters of test.

Each Method it’s own set structure.

Sek pa innhold i omradet

Q

Her finner du seketips for bedre sekeresultater:

Confluence Search Syntax | Confluence Data Center and Server 8.1 | Atlassian Documentation

Naviger via tema/label

& Finne sider uten labels, kjor dette soket.

A A B C

administrator arsbonus babun cab

aktuelt backlog camel

alerts bamboo cart
allergener begreper chat

analyse bekreftelse ciaapplikasjon

............

Confluence - already a fully intergrated solution.
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https://bronkebakken.medium.com/a-pragmatic-approach-to-building-an-insight-repository-7cac3287ec45

CASE STUDY 04

Visual Construction Planning S

Aize, Norway

UX RESEARCH STAKEHOLDER MANAGEMENT USABILITY TESTING PROTOTYPING CROSS FUNCTIONAL TEAM SCRUM

01 Translating Complexity

Translating dense user and business needs, through 3D
models, handed over from Design Engineering to Method
Engineering, for the creation of a Construction Method from
A-Z, to help Construction Planners understand and plan the il 11
entire building process, into a focused, user-friendly 3D ,” N

. . . [/ RN
viewport, removing unnecessary visual clutter. ‘#,f‘ ,}}
PR ik
-

A
At

02 Rigorous Expert Validation

Conducted Wireframe usability testing to uncover bias and
misunderstandings, usability tests in a functional 3D test
environment with follow-up interviews, and, expert user
interviews with Construction Planners to validate
hypothesis around the delivery of data to start the planning
process.

05 Stakeholder management

Worked closely with Functional Architects, Domain Experts,
Product owner and the Cross Functional Delivery Team to
understand the task and the workflow throughout the
process to great success.

THE CORE CHALLENGE

How can we help Expert Users create a Construction Method in a Simple way?

From the functional 3D model delivered by Design Engineering to building the smallest collection of parts at the yards around Norway,
to assembling large yard manufactured collections into an operational platform on sight in the North Sea. That is task seen from above.

To fully understand the process, prototyping and testing on expert users, and following through the process to planning is a huge task.
The entry level for using this software is high and there are only a few people being able to use it properly, keeping it clean and simple
was the biggest task and a major focus.

Being able to sit down with Domain Experts, Product owners, Expert Users, along with the Cross Functional Team was key to
understand how to build this thing from a tech perspective all the way through a usability perspective, and vice versa. Iterations and
user testing was key to understand across all domains.

READ MY ARTICE ON MEDIUM
Usability Testing Complex Systems on Domain Experts

PROCESS ARTIFACTS & USER RESEARCH
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Protoype of the 3D model. 3D model and workspace design. Prototype: Planning items and calendar.
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https://medium.com/weareaize/usability-testing-complex-systems-on-domain-experts-3cf43aa01a91

CASE STUDY 05

UX @ CRO for CuStomer GrOWth E&Zesigner ;?$9-2021 oo N

Ice, Norway

USER RESEARCH USABILITY TESTING E-COMMERCE A/B TESTING PROTOTYPING KANBAN

01 Fewer choices led to 19% revenue growth

Too many data plans to choose from (Hick’s law) makes it
more difficult to make a choice. My hypothesis and the A/B
test to validate it caused customers to pick higher
valued data products and the company saw significant
revenue growth because of it.

02 Building a Usability Test Lab

To be able to learn from your users, you need to run usability
tests and user interviews to collect insights. And you need a
place to conduct them. | built a Mobile Usability Lab to fit
the Workplace Culture and the need to understand the
customers.

035 Creating a proper Web Shop

From an old solution where you only could buy a standalone
product, to a modern Shopping Basket solution where you
could buy what you want in the quantity you want, handling
several diffent payment solutions and a simplified checkout.
Creating a 25% revenue growth from one quarter to the
next.

THE CORE CHALLENGE

Starting out in Telecom with Complex Product lists and product descriptions where the
CRO work was in great shape, but where the users insights - the why’s - were much fewer

and far between. I created a usability lab, started talking to real users, and brought that in
to CRO and debated stakeholders with it.

Together we managed to create value for both the customers and the company, simplifying the products, the flows, making it easier for
customers to do what they came for, making everyone happy. Reducing pain points both internally for the product and services, and
also for the users to be happy and stay longer, spending more money.

READ MY ARTICE ON MEDIUM
Mobile Usability Lab that fits in a small box

PROCESS ARTIFACTS & USER RESEARCH

Mer for pengene Velg mobilnummer

Hvem trenger abonnement? Mobilabonnement 1GB mobilabonnement XPERIA 1
Har nummer Nytt nummer IV
R @ Hvem trenger abonnement? For deg som bruker mobilen mest til Onsker & beholde Orsl TEKNOLOGI FRA ALPHA KAMERAER
moblinummeret
For alle L 4 ringe og sende SMS, men ansker litt
R @ data for & kunne sjekke nettet nd og
For alle . da. Vi sier opp ditt abonnement og flytter
nummeret til ice for deg. SIM-kortet ditt
Hvor mye date trenger du? fungerer ti du setter inn nytt
Fri tale, SMS og MMS | Norge, Data Rolover Mobilnummeret jeg vil beholde
Hvor mye data trenger du? Ordinzr pris Med Arsavtale
149,-/mnd 119,-/mnd
Fri tale, SMS og MMS i Norge, Data Rollover
Aktiveringsdato
Dato og tidspunkt ditt nye SIM-kort vil vaere
Kiop 1 GB for kun 149,- aktivert Xperia11v Xperia 101V
povoss  1GB  2GB oato Tidspunke Dbk
s 99, 149,- 199, Acsaale?
21.jun ~ 09.00 ~ Totalt & betale per mined: 565, /mnd
Totalt & betale nd: 299,
D Jeg ansker & reservere meg mot ®
4GB 8GB 12GB nummeropplysning
249, 299,- 349, Til betaling
Bruker av abonnementet Fortsett 4 handle
fr2 11990, fra 3490, 2590,
ot ave 12t e 2w e
20GB 30GB Duerbruker | Annen bruker - o
399, 449, 3t < ’ | . 3 tetaieg B "
Du skal bruke bruk e b 16, O b 362, g et ba 100, d
o Mt s e wead 1428 s 1597, [P vl b S it o o 4 s 17
abonnementet
e

New Webshop Shopping Basket.

Simplified product list, extras, and checkout.

Simplified Product View.
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https://medium.com/ice-norge/mobile-usability-lab-that-fits-in-a-small-box-f3c609cb1952

