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Shopper Marketer:  Insight-Based Retail Activation / Drives Brand Equity, Sales and Profit

PROFESSIONAL EXPERIENCE
ConAgra Foods, Naperville, IL






             2011 - 2016
Shopper Marketing Manager / In-Store Marketing Manager

Leverage consumer / shopper insights and brand / category / retailer trends to profitably grow volume, strengthen brand equity and align to corporate and retailer objectives for assigned brands.  Recommend strategies to brand and local shopper / sales teams that influence the shopper throughout the path to purchase, including pre-shop messaging, in-store merchandising and at home consumption drivers.  Ensure synergies between consumer and shopper communication vehicles. 

· Planned and led field shopper team activation of new usage promotion for Snack Pack that drove a 10-point swing in total volume sold and a 22% increase in incremental dollars 

· Managed targeted partnership promotion for Skinny Girl Popcorn that drove a 72.1% increase in volume sold and a 20-point increase in ACV on Display

· Developed innovative merchandising solution for Slim Jim at Wal-Mart that leveraged National sponsorship and delivered $4MM in sales, up 13.1% versus PY

· Managed creation, commercialization and sell-in of co-manufactured Bundle Pack for Orville that contributed $1.2MM in net sales for the brand 

· Represented Shopper Marketing in annual brand planning to ensure that retailer/ shopper trends were considered   

· Led external vendors / internal cross-functional team in ideation, evaluation and commercialization of in-store merchandising vehicles  

· Led Measure-Learn-Change process for assigned brands to ensure programming met marketing objectives and ROI goals.  Leveraged new technology for test-and-learn   


Integrated Marketing Manager: Contract Positions





   2003 – 2011
Agency and client-side marketing assignments, with strategic planning, consumer promotions, shopper marketing, in-store marketing positions; managed staff and directed agencies

Clients Included:  ConAgra Foods / Kraft Foods / Unilever  

· Drove immediate consumer / retailer response to peanut industry recall and Peter Pan sales decline, by leveraging equity and safety messaging.  Efforts stabilized base volume in 6 weeks and grew dollar share by 1.6-points versus pre-recall period

· Authored integrated marketing plan to reposition Kraft Grated Parmesan Cheese as a flavor enhancer.  Plan drove sales +10% during first quarter of implementation

· Leveraged consumer shopping patterns / need states to develop a meal solution promotion for Bertolli Frozen that delivered a +43% dollar sales increase over past pricing events
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COORS BREWING COMPANY, Chicago, IL




               1996 - 2003
Field Marketing Manager
Responsible for driving volume and profit for 13-state business area through the development and execution of National and Local marketing initiatives: Strategic planning and analysis, retail program development, event management, sponsorship activation, new product launches and development of marketing communications.

· Developed a process to identify and fund markets and brands for accelerated growth.  Process drove Region to lead US volume growth for 5 consecutive years

· Authored integrated resource-planning guide for field sales that cut point-of-sale waste by $900K and increased distributor advertising contributions by $1.7MM, or 30% during first year
.

· Led multi-functional teams to develop and execute retail extensions of multi-media sponsorships including Indy 500, Kansas Speedway, and Chicago Blackhawks    

· Served as Interim Director of Promotions from Nov 1999 - Mar 2000.  Managed all elements of National promotional activity including packaging, creative, contract and celebrity negotiations, public relations / communications, legal, point-of-sale materials and advertising
.

THE INTEGER GROUP, Edison, NJ






   1993 - 1996
Regional Account Director / Supervisor
Managed efforts of creative, purchasing, account management, and logistics Divisions to develop, sell, and implement integrated marketing programs.  Major programs included retail tie-ins with New York Yankees, New Jersey Nets and Madison Square Garden.  Conducted in-house and client training seminars on media merchandising and promotion development.  Coached and mentored a staff of 6.

· Acted as key agency liaison for 2 of 8 Coors Brewing Company sales zones, which represented 31% of client sales and 40% of agency’s local billings

· Authored manual that standardized the process for agency and client evaluation of radio merchandising; implementation produced first-year results of a 60% increase in ROI.



COORS BREWING COMPANY, Chicago, IL





   1987 - 1993
Regional Advertising Manager
· Designed and implemented local media and promotional plans and secured distributor participation in co-op advertising  
· Supervised agency execution of media placement  
· Negotiated major sports sponsorships and signage packages


EDUCATION 

M.S., Advertising, Northwestern University, Evanston, IL 1987
B.S., Psychology, Loyola University, Chicago, IL 1978
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Skills Inventory

	Integrated Marketing Planning
	 
	Sponsorship / Partnership Activation
	 
	Matrix Organization Success

	Strategy Development
	 
	Contest / Sweepstakes Execution
	 
	Highly Collaborative

	Strategy Sell-In
	 
	New Product Launches
	 
	Coaching / Mentoring

	Marketing Plan Development
	 
	Creative Development
	 
	Training / Development

	Marketing Plan Implementation
	 
	Agency Management
	 
	Staff Management

	Shopper Marketing Planning / Execution
	 
	Display Commercialization
	 
	Test-and-Learn Evaluation

	Consumer Promotions Planning / Execution
	 
	Product Commercialization
	 
	Profitability Analyses

	Shopper Path-To-Purchase
	 
	Temporary POS Development
	 
	Budgeting / Reconciliation

	Marketing Communications
	 
	Permanent POS Development
	 
	MS Word, Excel, PowerPoint

	Syndicated Data Analysis
	 
	New Employee Onboarding
	 
	MS Publisher, OneNote

	Internal Data Analysis
	 
	Demonstrated Growth Driver
	 
	MS Outlook

	Category Trend Analysis
	 
	Negotiation Skills
	 
	 

	Grocery, Mass, C-Store Expertise
	 
	Cross-Functional Team Leadership
	 
	 

	Media Planning / Buying
	 
	Brand / Sales Liaison
	 
	 

	Digital / Social Media
	 
	Field Sales Support
	 
	 


	
	
	
	
	

	
	
	
	
	

	
	
	
	
	

	
	
	
	
	

	
	
	
	
	

	
	
	
	
	

	
	
	
	
	

	
	
	
	
	


�Good: .doc, 100% zoom, included full street address, included a single phone number, File name included full first and last name, included LI profile, profile/author tab includes first and last name. Improvements: Use a dedicated phone number exclusively for your job search (Use Google Voice), use a dedicated email exclusively for your job search (Use full first and last names . additional branding @ gmail, hotmail, outlook, yahoo.com), file name should include full first name and last name – employer name.


�Good first attempt at a Personal Branding Statement. Improvements: Use the exact title of the you’re applying for – SME#1 and SME#2, make it more specific than MFs 2nd SME and also choose SMEs that correspond to the hiring manager’s key/priority issues (WFIT), even if they aren’t your top skills (WIFM) – See Session 9 for more on WIFT vs WIFM. For more on Personal Branding Statements, see Session 6.


�Title above company – you’re asking the hiring manager to hire you, not your ex-employer.


�The first impression you give here is your job description, which brands you as average. You described what you were supposed to do, rather than your success or rather than the value you created for your employer. Improvements: If you want to include this data, tack it onto Employer Value Statements in your bullets or translate these sentence into Employer Value Statements and bullet them. To learn more about Employer Value Statements, see Session 3.


�Good Employer Value Statement. Improvement: mix up Employer Value Statement format, to sometimes include value first, then method.


�See Comment 5.


�See Comment 5.


�See Comment 5. Also, recommend K for thousands, M for Millions, B for Billions.  MM can be confusing for companies that don’t use it.


�Job description – what ideas did you contribute into planning sessions that increased volume/profits or cut costs.


�How did these merchandising vehicles affect sales/profits/costs?  Could you consider expressing in ROI?


�Why not just describe the ROI of your programming? Describe the value of this new technology that you implemented. Also, resume bullets are not sentences (no nouns), so should not end in periods, nor should periods be used to separate phrases. The grammatically correct way is to separate with a semi-colon or dash.


�Recommend “creating” an umbrella organization for contract, temp, interim, project, volunteer opportunities, including marketing time for your job search or contracts. See Session 19 for more on umbrella organizations.


�See Comment 4


�Can be included here or in your Skills Inventory under a Clients subheading.


�Good Employer Value Statement. Improvements: Keep resume bullets to 2 lines max to keep your reader focused. Also see comment 11.


�Good Employer Value Statement – See Comment 11 for improvements.


�Good! See Comment 5 about mixing things up. If you keep using %, it gets boring. Why not throw in a few ROIs?


�Good – All pages 2+ should include full header, including all contact info – recommend copying header from Pg 1 or using MS Words header function.


�See Comment 4.


�Improvement – Why not include the compound growth this process drove? Or $? Or ROI? See Comment 11.


�Good Employer Value Statement – Improvement – Keep resume bullets to 2 lines max.


�What did these do? Can you estimate an ROI of these marketing sponsorships?


�Kill the dates here – that far back it’s not important. Starting at packaging, these are all skills – better in your Skills Inventory. Can you give an example of value you generated while in the interim role?


�See Comment 4.


�Because of how far back this is, just choose 1 bullet max and make sure it describes Employer/Client value.


�See Comment 25.


�What did you do from 78 – 87? If unrelated to current career, list jobs in a single line, disclosing title, employer and dates.


�Good: Included degree, major/concentration, school, and graduation year.


�Good attempt at a Skills Inventory that includes 30-50 key skills (50+ if you’re in a technical role), described in 3 word “sound bytes”, displayed in a 3 column format. Improvements: Use sub-headers for skill types. Learn more about Skills Inventories including skill type subheaders, and a template you can use in your own resume in Session 4.





