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SUMMARY: Senior Executive with demonstrated leadership skills and a track record of success in multinational consumer products, OEM, industrial, government, technology, foodservice, and retail companies. Delivers results through leadership, strategic vision, creative problem solving, organizational development and aggressive execution.

McLeodUSA Incorporated, Cedar Rapids, Iowa





2000- Present
A leading national communications company representing over $1.5 billion in annual sales. 

Group Vice President, Corporate Officer






2000 - Present
Responsible for general management position with full P&L responsibility leading cross functional team of Strategic Planning , Marketing, Product Development, Communications, Finance, Market planning and Program management to design corporate strategy and develop the plan and products to deliver economic objectives. Directly responsible for eight vice-presidents. 


Established strategic plan to deliver volume and profit plan exceeding 45% in revenue growth while exceeding street expectations for EBITDA . This performance resulted in ranking as the one of the top three competitive local exchange carriers by Barron’s .  


Developed brand equity strategy to build external equity and with same message establish catalytic mechanism to drive employees to keep things simple and deliver best in class quality.  


Built “brand management” approach to manage telecommunications product. This resulted in 20% improvement vs. growth plan on revenue and 32% improvement in profit. 


Built plan, staffed, executed and launched first Data products in company’s history resulting in incremental revenue and profit stream.


Streamlined organization reducing headcount by 10% while improving efficiency and speed to market on new products from 18 months to six months.

The COCA-COLA COMPANY, Atlanta, Georgia




1996 - 2000

Leading marketer of soft drink products worldwide, representing over $18 billion in sales. Consistently chosen as one of the best-managed businesses in the world.

Vice President, Fountain CMG, Officer






1997-2000
Responsible for general management position with full P&L responsibility leading cross functional team of Sales, Marketing, Finance, Operations, Organizational Effectiveness, International sales, Staffing and Legal to deliver results to largest customers in Foodservice and retail portfolio. Responsible for over $1 billion in Company sales. Directly responsible for five vice-presidents, ten directors, and 1800 associates. 


Established strategic plan to deliver volume and profit plan for first time in five years. Repeated success in ’98 and ‘99. In all three years exceeded target volume growth rate by 20% and profit growth rate by +50%.


Developed value creation strategy to differentiate product bundle from the competition and create greater volume and profit return for both the customer and The Coca-Cola Company.


Developed structural plan for fountain organization, differentiating position from competition and maximizing infrastructure.


Developed pricing strategy to maximize portfolio profitability increasing operating profit 6%.


Developed four senior managers who were promoted to vice-president, five group managers promoted to director allowing company to leverage internal talent.


Served as industry ambassador for The Coca-Cola Company as a speaker to organizations and served on many industry boards including: the Educational Foundation, the Hospitality Business Alliance, the Foodservice Research Forum, the Multicultural Foodservice and Hospitality Alliance and Give Kids the World.

Director of Strategic Issues, Coca-Cola Fountain





1996
First USA based individual chosen out of 3,000 applicants for Chairman initiated General Management talent initiative where one senior level executive was selected from outside the company. Responsible for Strategic planning for fountain organization.


Developed 1997 strategic plan utilizing cross-functional department leaders, achieved plan.


Developed strategy and executed a strategic alliance with distributors and bottlers. Differentiated company product and services bundle from competition while improving overall profit return through value-chain cost savings.

FAMOUS FOOTWEAR CORPORATION, Madison, Wisconsin


1994-1996

Vice President, Marketing and Strategic Planning; Corporate Officer
While attending MBA School had the responsibility for establishing a strategic marketing plan to build brand equity in Famous Footwear, the largest multi-category branded shoe retailer in the U.S. with $900 million in sales 850 stores and 8,500 employees with brands such as Nike, Reebok, Dexter, Naturalizer, and Florsheim. Responsible for four directors, nine direct reports, department of 34 and 260 field advertising associates. 


Initiated strategic plan focusing on improved merchandise, store design, single focused pricing strategy, new advertising and promotion strategy resulting in increased sales of $80 million.


Developed a new marketing plan increasing awareness by 30% and purchase intent by 25% in one year.


Established a partnership program with key vendors ( Nike, Reebok, Rockport, etc.) increasing brand exposure by 40%.


Initiated ECR beta test with select vendors improving product delivery, reducing inventory carrying costs, reducing out of stocks and improving current product as percent to total.


Developed channel business plan creating three distinct businesses resulting in 6% sales gains.


Established new advertising campaign increasing positive attribute ratings 40% and purchase intent 25%.


Developed first ever retail marketing launch utilizing strictly outdoor media in Los Angeles, resulting in 15% sales increases, unaided awareness of 6% and purchase intent of 65% while reducing costs 40% versus previous market launches.


Accomplished all objectives above while reducing budget 10%.

THE RAYOVAC CORPORATION, Madison, Wisconsin



1991-1994

President and General Manager, Toronto, Canada




1993-1994
Total profit and loss management of Rayovac’s Canada organization, a privately owned manufacturer of consumer, industrial, and OEM batteries and flashlights with approximately $1 billion in retail sales and 2,500 employees. Canadian division is wholly owned subsidiary requiring separate financial reporting and management of import-export duties. Managed all functions including sales, marketing, finance, accounting, distribution, operations, and administration with 12 direct reports and over 250 personnel.


Managed a business turnaround resulting in increased sales volume of 36.3%, gross margins of 14%, earnings of 440% and a reduction in business expense of 8%.


Designed and developed the industry’s first North American pricing strategy, creating equivalent pricing in the U.S. and Canada, delivering a competitive advantage. Strategy reduced exchange rate variances, improved overall company volume and profit contributions 8% and added 15% to future volume.


Worked closely with senior management at key customers to increase All Commodity Volume (ACV) by 31%.


Developed plan and implemented integrated computer system between order entry, finance, operations, distribution and accounting, reducing order flow time 45%, costs 12% and achieving a 98% on time delivery.


Launched EDI and VMI system, reducing inventories from 13 to 5.5 weeks, overstocks 45%, and back-orders 55%.


Channeled marketing funds from television to print, increasing consumer reach by 25%.


Developed personalized training program resulting in the promotion of seven managers.

Director of Trade Marketing, Madison, Wisconsin





1992-1993
Developed and staffed a new department to initiate, design and implement marketing programs for the worldwide business. Created strategic plan, utilizing consumer database marketing, targeting the heavy user through national, trade and market events. Directly responsible for nine managers and a department of 31.


Conceived and implemented programs to produce 24% increase in sales, 21% increase in earnings and an 8-point share increase (57% increase versus previous year).


Initiated micro-geo-demographic database marketing plan, improving spending efficiency by 53%.


Developed category management program to improve customer relations and product exposure.


Developed targeted FSI coupon plan, improving reach 210% and redemption rates 300% while maintaining cost.


Reduced product displays and sku’s 31%, reducing required warehouse space and associated costs 24%.


Repositioned advertising to focus on high-end high impact product performance.

Director of Marketing Food/Drug, Madison, Wisconsin




1991-1992
Recruited from Procter and Gamble to initiate a new strategy of customer/channel focus in addition to brand management.


Grew the division to $160 million in sales in two years. 


Developed the strategy and led cross-functional team (including brokers) to develop key customer programs, increasing two year Food/Drug ACV from 1.3% to 42%, sales volume ten-fold and profit eight-fold.

PROCTER AND GAMBLE DISTRIBUTING COMPANY, Cincinnati, Ohio

1985-1991
Manufacturer of personal care, cleaning, food and pharmaceutical products with $30 billion in sales and 100,000 employees.

Category Marketing  Manager, Oral Care, Cincinnati, Ohio



1990-1991
Leadership role in planning for all Crest and Scope initiatives. Managed team of sales, advertising, finance, marketing research, product supply, and product development. Responsible for $550 million in sales and $75 million in company profit.


Initiated strategy to increase Crest’s share from 32% to a “first ever” 40% share, resulting in $125 million in additional sales.


Developed strategy and critical path for Crest Neat Squeeze launch, the most successful launch of any Crest line extension. Achieved a share of 5.4% in only four months.


Developed a strategy for Oral Care to enter the Warehouse Club channel, resulting in an additional $60 million in sales.


Introduced the first Hispanic marketing program for the Crest and Scope brands, increasing retail sales from $3.3 to $6.8 million.

National Accounts Sales Manager, Health Care, Cincinnati, Ohio


1989-1990
Developed the sales strategies and promotions for 14 brands including Crest, Scope, Pepto-Bismol with major customers. Generated sales of $22 million and gross profit of $6.3 million. Directly responsible for 12 managers.

Retail Organization Manager, Health and Beauty Care, Detroit, Michigan


1987-1989
Responsible for 43 brands including Crest, Scope and Head & Shoulders, Pert Plus and Oil of Olay for the East Central Division. Restructured organization to align with customers, providing a competitive advantage in developing customer specific marketing and merchandising plans. Responsible for $27 million in sales and 23 employees.


Increased sales 18% and profit 34% in the region.


Promoted more individuals to greater responsibility than all other units in the division combined.

District Marketing Representative, Detroit, Michigan




1986-1987
Developed marketing and promotion plan for Beauty Care brands for the Kmart Corporation, improving sales $1.2 million and profit $500,000.

Sales Representative, Madison, Wisconsin






1985-1986
Managed retail sales in excess of $1.3 million to 200 food, drug and mass merchandiser accounts.

While attending college worked as an Accounting/Insurance Clerk (University of Iowa Hospitals), and as a Music instructor (West Music Company) Iowa City, Iowa

EDUCATION:


B.B.A. University of Iowa, Iowa City 1985





  
Marketing and Finance 3.6/4.0





  
Dean’s list four semesters






Executive MBA  University of Wisconsin, Madison 1997






3.9/4.0

CIVIC CONTRIBUTIONS:
Board Member Educational Foundation






Board Member Give Kids the World






Board Member Multicultural Alliance






Board Member Foodservice Research Forum






Board Member Hospitality Business Alliance






Member University of Iowa Foundation






Coach High School Football Milford, MI 1988-1989






Founder of University of Iowa Big Brothers program 1983






NCAA volunteer for Youth Program

 AWARDS AND ACTIVITIES
Guest speaker Kellogg Graduate School of Management
`






Won four Procter and Gamble sales awards (1986-1989)

Recipient of 1985 Lester Bookey Award - Graduate scholarship for student athlete who best represented University goals and standards (1985)






Participant in Rose, Peach, Gator and Freedom bowls (1981-1984)






University of Iowa Football scholarship (1981-1984)

Recipient of National Louis Armstrong Jazz award for outstanding Jazz musician (1981)






Black Belt in  Karate

PERSONAL



Married, excellent health, three children





