
TED CONLEY  *  Innovative marketing executive with over 15 years of experience in leading the development and 
execution of strategic and tactical marketing plans, the identification and evaluation of new product opportunities as 
well as a significant contributor to the development and execution of the company’s strategic growth plans. Strategic 
thinker who is technically savvy and highly self-directed. A proven track record of building, managing, developing, and 
increasing the performance of a diverse team. Results-oriented with strong financial, analytical, project management, and 
interpersonal skills. Primary strengths in the areas of:
 
 *   Brand Revitalization, Restage, Stretch
 *   Cutting-Edge Communications
 *   Product Development & Innovation
 *   Entrepreneurial, Results-Oriented
 *   Digital, Interactive, Social Networking
 *   Marketing to Young Adults & Women



EXPERIENCE
Durex Consumer Products
Div. of SSL Americas, Inc., Norcross, GA (1993-2009)
(Division of SSL International plc, a focused consumer brand company with the leading global 
brands Durex and Scholl plus a diverse portfolio of locally owned brands) 

Vice President of Marketing & Special Markets (2002-2009)
Grew the business by 60% over four years by developing cutting-edge brand work and 
award-winning communications to young adults and women in the Americas region 
consisting of Canada, U.S., and Latin America. Set annual corporate marketing objectives 
that drove sales of the entire portfolio of products.

 *    Revitalized a mature single-category brand with a combination of cutting-
edge communications, brand restage, range architecture overhaul, and by 
extending the brand into new product categories. Achieved overall growth 
of 60% over four years despite resource constraints.

 *    Achieved a transformation of the brand’s image with consumers through 
a comprehensive overhaul of the range including packaging design, range 
architecture and shopper-centric approach to make the brand and category 
easier to shop. Brand health checks identified significant increases in all brand 
tracking metrics including appeal, purchase interest, and loyalty.

 *    Formulated a strategy, as key contributing member of the global brand 
steering team, to stretch the brand into product category adjacencies to 
achieve accelerated growth. This was a key growth driver for the brand in key 
markets across the globe. Global sales increased 15% above base business. 
North American incremental sales growth from new categories neared 20%.

 *    Developed award-winning and effective consumer advertising and 
communications in TV, radio, print, direct, online, OOH, and experiential. 
Savvy in digital and interactive marketing using social networking, 
propagation, and campaign-specific web assets.

 *    Initiated unified brand strategy, architecture and positioning across Americas 
region. Led to turnaround in Canada, fastest growing brand status in the U.S. 
and multiple market launches in Latin America. Division generated double-
digit growth for four consecutive years.

 *    Managed the agency partners and communications platforms across the 
Americas, initiated a comprehensive strategic review that resulted in changes 
in the agency roster and a switch from traditional media to a broader use 
of media tactics including event and experiential marketing. Market share 
increased 0.5% share point +6% within six months.

 *    Utilized deep insight and understanding of youth marketing to develop critical 
brand recruitment strategies and programs to establish loyalty at point of 
entry into category and brand.

 *    Devised long-term innovation platform addressing range improvement, new 
product development, and commercial streams of innovation. Launched 37 
new products in five years.

 *    Developed a break-through innovation in the in-vitro diagnostics category 
and gained distribution at all leading FDM retailers. First home PTK in the 
market that provided a test reader and refill cartridge proposition that 
provided savings to market segment that tested frequently.



Vice President of Special Markets Division (2001-2002)
Transformed the public health business with social marketing programs that employed 
traditional marketing tools and strategies to help solve challenging social issues.
 
 *    Developed innovative social marketing programs to enhance market position 

in the competitive U.S. institutional public health market. Share of the public 
health sector increased by 8%.

 *    Improved operating profits from 20% to 40% through a comprehensive 
review of sourcing and subsequent plan to transfer domestic production to 
an offshore facility.

Director of Special Markets Division (1999-2000)
Led a cross-functional team to win the company’s contract with the U.S. Agency for 
International Development (USAID), the world’s largest supply contract for family planning 
barrier products.

 *    USAID contract generated $25M in revenue and directly employed 175 
people. Provided overhead absorption on other public sector branded lines 
of business which provided competitive pricing necessary to secure $5M in 
additional sales. 

 *    Successfully re-staged the public health product portfolio from several 
disparate brands into a unified range of innovative products under an 
umbrella brand. Reduced SKU count by 2/3 and improved margins by 10% 
within 18 months.

Senior Brand Manager (1993-1999)
Promoted rapidly from Assoc. Brand Manager to Brand Manager within 18 months of 
hire. Managed a diverse portfolio of brands including women’s health, beauty care, baby/
toddler, seasonal, men’s grooming, and reproductive health. 

 *    Launched innovative home pregnancy test brand generating incremental 
sales of $12M and gross profit of $6M. 

 *    Developed innovative college marketing campaign that targeted key 
influencers on campus. Increased branded sampling activity by factor of 10X 
without increasing budget.

Landers & Partners Advertising
St. Petersburg, FL (1992)
(AAAA Boutique agency specializing in fast food retail marketing)
Marketing Services Manager / Account Executive
 
Jewel Osco Food & Drug
Div. of American Stores Company, Clearwater, FL (1988-1992)
(Launched 75k s/f super-combo food/drug stores in the competitive Florida retailing market.)
Manager, Advertising and Special Promotions

Florida Choice Food & Drug
Div. of The Kroger Company, Maitland, FL (1986-1988)
(Florida-based division of The Kroger Company which operated over 75 combo food/drug stores 
in Florida.)
Co-Manager

EDUCATION
M.B.A., University of South Florida, Tampa, FL
B.A. Mass Communications, University of South Florida, Tampa, FL

PROFESSIONAL DEVELOPMENT/TRAINING 
INSEAD, Fontainebleau, France
Ashridge Business School, Berkhamsted, United Kingdom

TED CONLEY
Atlanta, GA
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