SELECTED WORK - 2026

Michael Hall Ora\ﬁ* 2

Jack of all trades. Master of some.

Marketing - User Experience - SEO - Al Visibility -

(|

There isn’t a single project | wouldn’t trust to get done well under
Michael’s care.

Charlotte Seley - Former Director of Copy, Pluralsight

michaelhalloran.com

Communications

Storytelling



PLURALSIGHT - 2025 - INTERACTIVE LEAD GENERATION

Cybersecurity copy usually leads with the threat. This one leads with identity

Choose your own persanalization.
Cybersecurity adventure Nine defender archetypes, a quest framing, and an explicit promise that the field needs

non-technical people too.

| wrote this landing page, as well as the paid media, social posts, and launch emails. It
became Pluralsight’s highest-performing gamified lead-generation campaign to date.

e Pluralsight (Q What do you want to learn? ) Qsignin
Why Pluralsight v Solutions v Learn v Resources v For individuals v m

Choose your own cybersecurity
adventure

The cybersecurity realm needs digital defenders of all kinds—
whether you consider yourself technical or not.

And as with any adventure, successful teams are made up of
diverse fellowships of talent. Strategic thinkers,
communicators, educators, and problem-solvers all play
crucial roles in this fast-growing field with millions of job
openings.

Take our immersive quiz to discover which cybersecurity
career best matches your strengths and abilities.

Adventure awaits!

Start your quest

Received 50K visitors


https://www.pluralsight.com/solutions/security/quiz

PLURALSIGHT 2025-26

Writing for a skeptical,
enterprise-level buyer

GATED REPORT AND B2B PRODUCT PAGES

The 2026 Tech Forecast landing page draws on predictions from tech insiders and

Pluralsight authors. It names the anxiety, gives away enough analysis to prove it’s worth
reading, then asks for the form fill. It was the highest-performing downloadable report of
the year. | edited the report and wrote the marketing assets including landing page.

The Cloud Ready and Secure Ready learning solutions open on the money problem rather
than the product: 88% say cloud value is at risk, 91% report wasted spend, US breach costs
now average $10.22 million. | developed this copy in collaboration with the product
marketing team.
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**=ap 187K unique visitors. $20K in B2C billings.


https://www.pluralsight.com/resource-center/reports/tech-forecast-2026-gated
https://www.pluralsight.com/solutions/cloud-ready
https://www.pluralsight.com/solutions/secureready

PLURALSIGHT - 2025 - CUSTOMER CASE STUDY

A workforce program, told
in numbers

B Pluralsight + digital

nova scotia

Shaping Atlantic Canada’s
tech workforce of tomorrow

Through its Skills for Hire Atlantic (SFHA) program, Digital Nova Scotia

partnered with Pluralsight to deliver hands-on, certification-aligned

training to over 1800 learners—most from underrepresented
backgrounds. The program is developing job-ready talent to meet

the region’s growing cybersecurity, data analytics, and cloud demands.

| received the raw interviews and data for this case study, then wrote and shaped it end to

end in collaboration with the design team. The result is this powerful demonstration of

Pluralsight’s potential.

1,930 learners. 55,000 hours of content consumed. More than 900 certifications issued and

over 600 graduates placed in tech roles or further education. Up to 70% cohort retention in

a program that costs learners nothing.

The challenge

Bridging the digital divide for underrepresented learners

Atlantic Canada's economy is accelerating toward a digital future,
but many residents—especially newcomers, career changers, and
those underemployed—have historically had limited access to
affordable, accessible entry points into tech careers. With rising
demand for cloud, cybersecurity, and data roles across the region
Digital Nova Scotia launched Skills for Hire Atlantic (SFHA), in
partnership with Bluedrop ISM, to help close this gap. The program
required a scalable, effective, and learner-centered solution to
deliver job-ready skills and maintain engagement across a fully

virtual, 16-week model

Who they are

Digital Nova Scotia is dedi tog ing the provil 's
digital economy

Founded in 1989, this not-for-profit organization leads the SFHA
program, delivering tech training to residents across Atlantic
Canada. In partnership with Bluedrop ISM and funded by the
Government of Canada, the program has supported thousands
of learners across six cohorts. Its focus on accessibility, career
readiness, and industry certification helps promote inclusive

workforce development across the region.

55,000 hours

of Pluralsight
content consumed

46%

women

1,930 learners

52%

newcomers



BIZRATE INSIGHTS - 2023-25 - CONVERSION LANDING PAGES

Three routes to a form fill v' The standalone explainer page makes the case for the platform

The offer page sets up the free trial

The partner page sells access to an audience rather than software

bizrate <151t S —— ]
bi:
i —_— bizrate t Camacl Us
Transform Your Customer
AR Experience Strategy With
Tqrn yerlfled Reviews Into — Advanced Analytics
Winning Customer R e N bizrat @ ot
Experience Strategies Compony Name B .. 0 S —
Bizrate Insights helps you capture feedback at .
every polntin the customer joumey and connect Company Emai An Audlence of
with shoppers in real time

I - - More Than 25
e o Turn Customer Insights into Action suns 4
. Million Shoppers ﬁ @ .

N -
Show your targeted promotions to consumers ,Q\‘ = k; g .y <
~ (=] % who are actively shopping and primed to buy. - f

I [
@ e Rank higher in Drive long-term Improve the I

== ssarchresults soyaity user experience

Or book a meeting today »

« Extensive customer feedback — <311s1acti0n 43t

* Matrics, KPis, and benchmarks you care about - rive

PLATFORM . FREE-TRIAL OFFER . AFFILIATE PARTNERS



TAXACT - TY21 - TY22 - OPTIMIZATION

Tests make the difference

Data backs all my writing decisions as demonstrated in this
campaign optimization.

OPTIMIZATION GOT W-2s EMAIL TY21

We boosted YoY performance through seasonal email A/B Email =

GOT W-2s EMAIL TY22

testing: brackets instead of parentheses in the subject line, a -
guestion rewritten as a statement, first-name personalization, e 22 s Ao s

- . . Open Rat ‘ 28% 37.6% S ] vour W 1 esdy — 5ol gt golng, KFIRSTNAMENY.
a notification banner, a sharper headline, and stock " | ° ==
i i Click-Through Rate ‘ 1.09% 1.72% prremse [EETIEENS There’s no better time than now.
photography swapped for branded illustration. o e e
Starts ‘ 13,473 27,518
There’s no better time to work
Subject Line: ) _ on your return.
Open rat e 2 8% % 3 7 L] 6 0/0 :)s:‘ilalement. I::::'\i:jd;d first name per:onalanzilt‘iziuon
Added Notification Banner echecie]
Headline:
Updated to be more specific
CliCk-th rough 1-09% % 1.72 O/O Hero Image:
pped out stock pk for

branded custom illustration

Tax filing starts 13,473 > 27,518



TAXACT - 2021-23 - LIFECYCLE AND RETENTION EMAIL

One promlse, every The same maximum-refund guarantee carries across messaging and campaigns throughout

tax-filing season.

moment Of the s€ason Every claim passes through legal and brand review without losing its power. The push to file

comes from structure, consistency, and timing rather than overstatement.

This work helped to close April 2022 as TaxAct’s strongest filing season up until then.

Méx Refund lU;gency Abril Campaign
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TaxAct

You're on the way to your
max refund!
25} ((0sp)(Fas L3S o it

It's the final countdown to
your max refund.

COUNTDOWN TO TAX DAY

PRICE CHANGE

MARCH ENGAGEMENT JANUARY ENGAGEMENT RETENTION JOURNEY FILING RELEASE

MAX REFUND SERIES c URGENCY c APRIL CAMPAIGN



TAXACT - 2021-22 - ORGANIC SOCIAL

These posts earn attention with an original limerick (by yours truly) for National Limerick

Compllance-hea b :;) Stlll Day, a Valentine’s pun about filing jointly, a fledgling-bird theme for first-time filer. All of

which encouraged click throughs to a calculator, a blog post, or a giveaway.
human

The IRS payment-plan post is the counterweight: same voice, no gag, aimed at someone
who owes money and is worried about it. | know which messages work at the right time.
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ling tax filers! Starting out with taxes might feel
d. But it doesn to be like that.

ar, bigger or s
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Happy e married ( dering it), find g
out if it Read more here: details here:

old drav

Tax season may be
in the rearview,

But that shouldn’t stop
next year'’s preview.

Tax.’-\ct

'TEXAS

Adjust your withholdings,

To avoid tax-bill scoldings, i H ﬁu‘u_?}

And enjoy refunds that Need help set-ting upa

make you shout, “woo-hoo!” payment plan with the IRS? ENTER To W| N
(o:

LIMERICK DAY - VALENTINE’'S - FLEDGLING FILERS - IRS PAYMENT PLANS - TEXAS BOWL GIVEAWAY



ROCKET REFERRALS - 2019-20 - UX WRITING AND HOMEPAGE

Here, | put my experience as a UX content and e-learning designer to work.

Teaching inside the
Insurance agencies subscribed to Rocket Referrals without necessarily understanding all the

pro duCt ins and outs of the Net Promoter Score. So, the in-product info windows do real teaching:
how the score is calculated, why the 0—10 scale splits into detractors, passives and
promoters, and how to put the numbers to use.

The homepage carries the same logic: a five-step explanation of how the product works,
because the prospect needs to understand the method before booking a demo.

Your Net Promoter Score® (NPS) measures customer loyalty.
It's different from other industry benchmarks as it gives you a score based on how
customers feel about their whole experience rather than just a single interaction.

People mentioned
Inthis section, youre able to see how often clients talk about your employees in surveys, reviews and testimonials

The most y the top of the list. Hover over the bar beside the employee name
10 see how many mentions each one received

He r score.

low we generate your score. Average respo
We sen ir chients a asking them, on f 10, "How like It

send your clients a survey asking them, on a scale of 0.to 10, "How likely is This stat offers you a quick glance of how clients are responding to the NPS survey on

that you would recommend Jurgens Insurance to a friend?” Then we sort

average. But it really comes into its own when used to compare different employees and @ Green mentions are from Promoters.

respondents based on their answer:

contact lst. ® Gray mentions are from Passives

® 0.6 re Detractors
For example, when two of your employees have the same NPS, set thelr average response @ Red mentions are from Detractors.

® 7-8 are Passives scores side by side to see if there's a measurable difference between them, How to apply these stats
® 910 are Promoters b

when it comes For example, you can see who's receiving a lot of Detractor
mentions and work with them to find a better service. Dontt forget to congs ployees who
consistently get lots of mentions from Promoters.

Finally, we subtract the percentage of Detractors from the percentage of
(Passve final score. This ranges
from 100 to 100, Anything over 75, and you'e in the big leagues.

NPS EXPLAINER -+ AVERAGE RESPONSE - PEOPLE MENTIONED - HOMEPAGE


https://web.archive.org/web/20200802122847/https:/www.rocketreferrals.com/

ALSO IN THE PORTFOLIO

UX’ neWSletterS’ pI'ESS Check out nearly 15 years of winning blogs, email newsletters, social, PR, fundraising,
magazine articles, video scripting, and everything in between.
reieases, and more

30% off new digital treats (no tricks). Use code Ghostdaddy.

TaxAct

Usually, 8 business asks for a
Get 50% off your federal and
state filings.

1f you don't grab these savings, Itl haunt you.

“Ilike to work with people who always ask ‘why.’ "

Testimonials Vs. Reviews (Facebook]

GODADDY HALLOWEEN - GODADDY PRO NEWSLETTER - ROCKET REFERRALS SOCIAL - TAXACT ST. PATRICK’S DAY

See my full portfolio at michaelhalloran.com
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