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PROFILE
Sales and marketing strategist with proven ability to generate demand through direct sales, channel partners, and internal sales organizations.  Combines extensive experience in brand and product marketing with analytical acumen and a track record of delivering a return on sales and marketing investments.
PROFESSIONAL EXPERIENCE
Citibank (www.citi.com) 

2010-Present
Sales Director, Citi at Work, San Francisco, California (November 2010 - present)

Developed and executed Citi at Work program strategy for California & Nevada markets.

· Partnered with corporate, commercial and business banking teams to sell Citi at Work to firms in targeted industries and geographies.
· Leveraged 400 branches in Citi’s network to drive adoption of the Citi at Work offering among employees of client firms.     

· Led team of 11 Relationship Managers, located in 9 offices.
Pensco Trust company (www.penscotrust.com) 
2010-2010
Consultant, San Francisco, California (April – October 2010)

Strategic advisor to CEO.  Produced analyses that informed an all-new corporate growth strategy.
· Performed first-ever market sizing and market segmentation analyses, identifying key growth opportunities.  
· Delivered first-ever client satisfaction survey, driving significant changes to value proposition delivery.  
· Analyzed key competitors, surfacing product and service differentiators necessary for growth.  
Advent Software, Inc. (www.advent.com) 
2003-2009
Vice President, Corporate Marketing, San Francisco, California (2003-2009)
Increased client acquisition and cross-sell revenue through continuous improvement of integrated marketing programs.  

· Created and implemented a print and online advertising strategy that both generated buzz around product launches and maintained a steady flow of inbound sales inquiries.

· Launched a corporate website with all-new content, design, technology and search optimization that increased the number of qualified sales leads by over 20%.
· Produced 1 large user conference, 30 proprietary events and over 100 web-based events annually.
· Doubled e-mail marketing volume and tripled sales leads from e-mail without adding cost. 
· Created a new product launch methodology that aligned go-to-market strategies with commercialization and communication decisions, and improved internal workflow.  Successfully launched 10 products and 1 service.
· Created a results reporting and revenue forecasting infrastructure that provided greater visibility into returns on lead generation investment, and enabled key training and investment allocation decisions.
· Managed a team of 16 professionals, and budget of over $7 million.
Charles Schwab & Co., Inc. (www.schwab.com) 
1999-2002
Vice President, Local Marketing, San Francisco, California (2001-2002)
Strengthened the corporate brand and attracted assets from affluent individual investors by developing Schwab’s first comprehensive retail client events strategy.
· Created 20 best practice events, and persuaded field partners to execute them, gaining $1.2 billion in new assets.    

· Conceived and tested new events strategies, leveraging an R&D budget of $1 million and 5 full-time event developers.  Launched the most successful events to the field sales force.
· Improved efficiency of events production by automating invitations and delegating location and timing decisions.  

· Improved effectiveness of events production by creating a tool to track results from nearly 800 events per year and providing feedback and training to field partners to improve their performance.
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Vice President, Online Marketing, San Francisco, California (1999-2001)
Expanded Schwab’s reach beyond traditional channels and attracted assets from affluent individual investors by developing and executing an e-mail acquisition marketing strategy.

· Developed a business case for launching both lead follow-up and pure prospecting e-mail acquisition programs, overcoming significant legal and compliance hurdles.  
· Created a strategy for limited scale entry until business case was proved.  Motivated resources from across the company for initial execution of the strategy.  
· Acquired 8,000 new clients, $400 million new assets, and $1.8 million additional revenues during the first year. 
Wells  Fargo Bank  (www.wellsfargo.com) 
1997-1999
Vice President, Product Management, San Francisco, California (1998-1999)
Increased rate of client acquisition in this mature market by applying statistical methods to the management of 3 unsecured business credit products and related revenue-enhancing loyalty products.  
· Grew client base 7% by leveraging learnings from a/b testing in direct mail and telemarketing programs.
· Launched division’s first online application, delivering higher credit quality and less fraud than expected.  

· Managed a team of 5 professionals, and a budget of $6 million. 

Vice President, Alliance Management, San Francisco, California (1997-1998)
Expanded Wells Fargo’s reach into new and out-of-footprint markets by creating alliances and launching new product.

· Identified universe of prospective alliance partners, negotiated alliance agreements and managed alliance relationships, producing a 1.5% increase in Wells Fargo’s client base, which exceeded goal.  
· Developed the industry’s first secured business card product.  Created marketing strategy, designed back-end operational system, managed direct mail and telemarketing campaigns and tracked results.

Chevron Corporation  (www.chevron.com) 
1990-1997
Manager, Pricing and Marketing Services, Honolulu, Hawaii (1997-1997)
Set wholesale prices for gasoline and other light oil products throughout the Hawaiian islands.  Represented Chevron to Hawaiian press and government agencies. 

Product Manager, Commercial Card, Concord, California (1996-1997)
Grew fleet card revenues by $57 million and profits by $1.1 million in a mature market, by improving marketing, customer service and collections.  Managed a team of 26 professionals, and a budget of $4 million. 

Area Manager, Power Generation, Houston, Texas (1992-1996)
Closed over $1 billion in long-term natural gas sales contracts by extending Chevron’s brand to new category of independent and merchant power producers.  Differentiated brand from competitors with innovative hedging solutions.
Analyst, MBA Development Program, London, England & San Francisco, California (1990-1992)
Performed financial analysis for price forecasts, cash management optimization, project finance and business planning.

Shearson Lehman Brothers inc.  (www.lehman.com) 
1986 – 1988
Financial Analyst, Investment Banking, New York, New York (1986-1988)
Provided analytical support for both competitive and negotiated investment banking transactions.

EDUCATION

KELLOGG SCHOOL OF MANAGEMENT, NORTHWESTERN UNIVERSITY, Evanston, Illinois
1990

MBA, Finance, Strategy, Organizational Behavior
STANFORD UNIVERSITY, Stanford, California
1986

BA, Human Biology
