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ROBERT M. SMALL

7405 Andover Way, Hudson, OH 44236

W (330) 650-4666, Mobile/Pager (330) 351-1422, Email:  smallmarketing@yahoo.com
Program Building Marketing Executive.  Fast starter with record of quickly building marketing systems and accelerating sales in new industries and turnarounds. Strategic leader with capabilities to identify market segments and build focused marketing programs and departments.  Successfully led selling efforts in establishing strategic partnerships.  Accomplished in strategic planning, large budget control, agency management, advertising, management of R&D efforts, forecasting, pricing, quality programs, new product introduction and Internet. Computer literate in mainframe, proprietary and all Windows software.  Expert in PC based presentations.

PROFESSIONAL EXPERIENCE

V-DAC, HUDSON, OH  
7/02 TO PRESENT

PRESIDENT 
Marketing Keys: Internet Startup, Non-Profit, Business Development
Built a web-based business servicing over 2,500 charities as operations leader of this fund raising counsel.  I developed the number one, most efficient vehicle donation program for independent charities.

· Redesigned a conventional contract based program into a unique structure that permits instant participation by local nonprofits and allows leveraging of national charity brand equity for local members.  
· Eliminated 95% of staffing needs with fully automated websites (www.v-dac.com.) 

· Developed the Car Talk Vehicle Donation Program (www.cartalkvpd.com) which has distributed $4 million to public broadcasting stations since starting in March, 2004.
· Other clients include the NASCAR Foundation (www.nascar.com/foundation), Toys For Tots (www.toysfortots.org), AMVETS (www.amvets.org) 
· Annual growth over 45% in 2007 and 2008.
SMALL MARKETING CONSULTING
7/89 TO 6/90, 10/01 TO 7/02 

PRESIDENT
Marketing Keys: Business to Business Consulting, International Import/Export and Startups

Consultant on marketing and new product development for various companies and their clients, including Microsoft and China based manufacturers.  International projects included onsite evaluations in Italy and the United Kingdom.  
ICI PAINTS (Glidden), CLEVELAND, OH  
7/98 TO 10/01
DIRECTOR, BRANDS MARKETING 

Marketing Keys: Turnaround, Business to Business, Business to Consumer, Retail, Home Centers, E-commerce

Functioning as General Manager for $450 million of branded product manufactured for 450 ICI Dulux/Glidden Paint Centers, I rebuilt product programs, reversing an 8% annual sales decline.  New strategic product plan was the first step in rebuilding business and included reintroduction of Glidden branded products. Duties include Brand Marketing Strategy, Pricing, Advertising, Promotion, Research, E-commerce and New Product Development.  Supervised 17 person Brand Marketing Group including Brand and Segment Management, Pricing, New Product Development, and Technical Service Departments.  

Accomplishments include:

· Improved 1999 profits $15 MM over 1998 

· Elevated Glidden/ICI Stores product performance from a problem to a customer strength in 1½ years. 

· Customer product quality complaints decreased 50% in 1999 and 50% more in 2000. 

· Developed the 1st marketing oriented Technical Operating Plan, directing the efforts of 60 scientists at the ICI Strongsville Research Center, one of the largest paint technology centers in the world.

· Developed new pricing program for 450 store outlets and 550 member sales force.
· Outperformed the rest of the division by 6% in 1999 and 2000.

· Reduced product manufacturing costs $3 million in 1999 and $4 million in 2000.
PPG INDUSTRIES, INC.; PITTSBURGH, PENNSYLVANIA
6/90 TO 7/98 

MARKET MANAGER - CONSUMER PAINT PRODUCTS

Marketing Keys: Brand Rebuilding, Business to Consumer, Business to Business, Webmaster, Home Centers, Mass Merchants

Senior marketing executive in brand rebuilding situation responsible for strategy and marketing of all North American consumer paint products (approximately $130 MM factory sales).  Brands include Lucite®, Pittsburgh®, and Olympic® Paint, and all private label paint.  Duties include Marketing and Advertising Strategy, Promotion, Media, Research, Ad Agency Management and New Product Development and Webmaster of ppgaf.com.  Primary accountabilities include: Profitability of Consumer Paint brands, and strategic planning for all Consumer Paint products (Dealer and National Accounts).  Directed new business development sales efforts that required innovative, consumer oriented marketing programs tailored to the needs of the largest national accounts (Wal-Mart, Sears, Lowe’s, etc.). Left to assume above position.

Accomplishments include:

· Directed new business development efforts that resulted double digit growth and in a record year in 1998 for division.

· Introduced 3 new national product lines, 6 Private Label paint programs and expanded distribution in 4 of the top 5 Home Centers.

· Developed and launched Olympic Paint, a new product line designed to increase Lowe’s Home Center sales to the upscale, decorating oriented female.   Sale and implementation required extensive consumer research, label and color system development, and TV development and production.   Line achieved over $17 MM sales in first 8 months.

· Actual Sales in 1994, 1995, 1996, 1997 and 1998 were above plan and year ago.
SMALL MARKETING CONSULTING
7/89 TO 6/90 

See 1st entry

NATIONWIDE INDUSTRIES;  DURHAM, NC                  
8/88 TO 6/89

DIRECTOR OF MARKETING 

Marketing Keys: Leveraged Buyout, Business to Consumer, Automotive Aftermarket, Mass Merchants
Directed marketing strategies and implementation for $25 MM category brand leader, Fix-A-Flat, and Snap line of automotive performance additives.  Insurmountable product liability issues resulted in company failure. 

· Developed and implemented a researched based advertising/pricing strategy raising profitability 20%.

SHEARSON LEHMAN BROTHERS;  NEW YORK, NEW YORK           
7/86 to 7/88

FINANCIAL CONSULTANT - Raleigh, NC

Marketing Keys: Direct Sales to Consumer, Financial Planning

Responsible for sales and management of financial products.  Left to assume above position.

· Developed and implemented a risk minimizing investment program that out performed the stock market by over 20% during and after the October 1987 crash.  

STP CORPORATION;  UNION CARBIDE; DANBURY, CONNECTICUT   
8/81 TO 6/86

CATEGORY MARKETING MANAGER/MARKETING MANAGER 

Marketing Keys: Turnaround, Business to Consumer, Automotive Aftermarket, Mass Merchants
Recruited to turn around declining sales.  Finished as Category Marketing Manager (Group Product Manager) responsible for largest and most profitable brand group ($80 MM factory sales).  Supervised Marketing Managers/Assistant Marketing Managers.  Left to assume above position.

· Responsible for reversing declining sales trends for STP's major products:  Oil Treatment and Gas Treatment.  Developed new creative, packaging and promotional strategies to achieve a +10% growth rate for these products.

NO NONSENSE FASHION, INC.:  GULF & WESTERN; GREENSBORO, NC
12/77 TO 8/81

BRAND MANAGER/ASSISTANT BRAND MANAGER/BRAND ASSISTANT 

Marketing Keys: National Rollout, Business to Consumer, HBA, Food/Drug/ Mass Merchants, Distributors

Participated in national roll out of No Nonsense Pantyhose.  As Brand Manager directed marketing effort of $50 MM brand.  Supervised an Assistant Brand Manager and a Brand Assistant.  Left to assume above position.

· In final assignment, raised brand profit contribution 41% and sales 44% through a brand repositioning and new product offerings.

EDUCATION

MBA
Columbia University, New York, NY - Marketing, Finance; 1977

BA
University of North Carolina at Charlotte, North Carolina - Economics; 1974

Honors:  Chancellors Academic Commendation List

AWARDS INCLUDE:
POPAI Platinum & Gold Outstanding Merchandising Achievement Award – 1997 – 
     
Olympic Paint Display – Winner of 1st International Platinum Award. 

TOP TEN PROMOTIONS OF THE YEAR, 1981, Advertising Age Magazine


