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Minute Tools

President/COO

Size:  <$5M 

Direct Reports 1 2 5 4 3 5

Indirect Reports 3 63 11 25 7

Operational vs. Matrix Operational Operational Operational Operational Operational Operational

Weyerhaeuser/

Paragon Trade Brands

GM/VP of New Prod. Dev

Size:  $750M>

Direct Reports 7 2 4 6 2 3

Indirect Reports 21 25 28 36 15

Operational vs. Matrix Operational Shared OperShared OperShared Oper Operational Shared Oper

KAAMAS 

VC Manage/Marketing

President/CEO

Size: < $5M

Direct Reports 4 1 1 1

Indirect Reports

Operational vs. Matrix Operational Operational Operational Shared Oper

Trident Seafoods

CMO -VP of NPD

Size: $ 1B >

Direct Reports 12 4 3 8 1 1

Indirect Reports 6 28 22 4 7

Operational vs. Matrix Operational Matrix Matrix Matrix Operational Matrix

Weyerhaeuser/

Paragon Trade Brands

VP of Product Management

Size: < $750M

Direct Reports 19 5 3 5 3 5

Indirect Reports 28 11

Operational vs. Matrix Operational Shared Oper Matrix Matrix Matrix Matrix
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Question #1

Provide an overview of your executive-level General Management experience in a P&L role and managing direct reports in the following departments: Marketing & Sales, Operations (manufacturing and sourcing), Engineering and Finance.  If your experience includes both large and small companies please elaborate.
A substantial amount of General Management expertise in formal GM/COO/CEO Operational Roles but also virtually every Product/Brand Management Role in CPG was a General Management Role focused & accountable for managing P&L and interdepartmental deliverables without the operational authority to dictate, hire and fire.  New Product Development VP/GM roles had many large cross functional teams I managed successfully with most requiring complete operational accountability for team to CEO/BofD for team results.  The team members reported to me and I sought their department heads for advice & counsel.
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Question #2

Please provide a detailed overview of your consumer products experience specifically with brand development, channel development and new product development.  
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Crest® Toothpaste Children’s Initiative      Gained 5 Share Points and added Annual Sales of $120M/yr. ++ Profits     Created Breakthrough Toothopolis Saturday TV/Media/POS Campaign     Secured High Impa ct/ROI Exclusive Pro motion/Licensing Agreements with:      McDonald’s® Toothpaste Dispenser in Restaurants/Stores/Advertising      Disney® Books Premiums with Crest Purchase in POS Displays      Lego® Toys in - store near - pack premiums and continuity rewards     Brown & Haley Fine Foods  –  Almon d Roca® Global Expansion     From Stagnant Regional Growth to 230% Growth in Almond Roca during      expansion period  -  + $25M Sales   –  all new markets/channels added     Built a Premier International Sales Network and Merchandisers ground up     Secured  massive  agreem ent for global  sampling via  United Airlines® in flight meals      Exclusive Candy License/Tie in with Steven Spielberg’s Gremlins® Movie         Weyerhaeuser New Venture into Baby Diaper Industry     Sales Growth from $270M to $800M  –  Profits growth from $8M to $40M       Took 8 share p ts. from the Nat’l Brands &  grew from 30% to 80%  share  of PL Market     Launched 14 New Market Dominant Products in 7 Yrs.  – new markets/product segments     Secured High Impact/ROI Promotion/Licensing Agreements with:        Jim Henson’s Muppets® and Sesa me Street® Characters       Disneyland® Theme Parks and Playschool®     Pioneered Radical New Product Development Process        Cut commercialization time in half;  Avg. 9 months before PL competitors       Home Usage Tests proved matching/better preference vs. Brands; 65:3 5 vs. PL     Paragon Trade Brands Ultra - Thin New Product Development Team     Full Commercialization only 4 months behind Market Leaders   -  Pampers/Huggies     Achieved Full Commercialization One Year Before First Private Label Competitor   with 70:30 Consumer H ome Us age Test  Win s     Secured a 30% Increase in PL Share  pts. and New Customer Distribution -  +$240M Sales     Team of 85+ Members beat all performance, cost and rollout targets     Ultra T hin Team was awarded the prestigious Weyerhaeuser Top Leadership Award     Most Cross Fu nctional Team Leaders were later promoted to leadership roles    benefiting from on - the - job  training experience they received as part of the UltraThin Team     MinuteTools Corporate Startup and Global Expansion Initiative     Secured All - Store National Distributi on  in  Sherwin Williams, ICI, MAB, KWAL and new    distribution in Ace Hardware within 3 Years from Start - up. Unheard of for  a  new start - up       Awarded Sherwin Williams and MAB stores ’  Best Product Innovation Award     Built the top sales network in the US and voted  the company with the best website & CS     Manufacturing and Engineering Team Leadership & Awards     Led 4 technical teams from concept to capitalization/installation (Diaper Pad Drum   Forming, Compression Packaging, Manufacturing Capacity Process Improvement   SWAT team and High Speed Changeover Machine Design) that saved $20M      Received the "White coat" award from Weyerhaeuser R&D for  T echnical  E xcellence,      Leadership and R&D   Partnership in pushing forward innovation rapidly with great success       Awarded a speci al Engineering  citation  for “Most Technically gifted Marketing Nerd”   due to my teams’ success in leading and driving key engineering/manufacturing initiatives        


Question #3

Describe your experience identifying, developing, launching and marketing new products.  Provide some examples.
Leading and Developing

New Innovative Products & Processes
Brief Topline of Leadership Experience and Accomplishments 

Leadership Driving New Corporate Innovation Philosophies and Strategy with CEO/Board of Director's
· Key Player in P&G Crest Brand transition to Kid Oriented Philosophy with CEO/BOD buy-in  – As a green entry level Brand Assistant out of Kellogg School of Management/Northwestern developed the research, media creative and drove proposal all the way up to CEO. New Crest gels, Toothopolis ads and many new products came to be thereafter in large part, due to the new innovation strategy. The strategy was counter culture at the time focusing on traditional loyal adult segments. Required personal presentations to John Smale CEO of P&G given Crest’s flagship status and his personal hand in rocketing Crest’s success in earlier years. As a mere brand assistant I led the presentation for the team. 
· Brown & Haley Fine Foods – Ground up new market growth innovation strategy - Revolutionized a small regional company with stagnant product lines and limited innovation into an innovative company pioneering line extensions, cutting edge packaging and targeted market segments particularly to their flag ship Almond Roca® Buttercrunch that was expanded nationally.  Repositioned and repackaged all chocolates with new brands, new premier lines and revolutionized clever custom customer brand specialties.  All this was done without food science, R&D and innovation professionals. I became an FDA regulations expert with the many issues we faced along the way. Full family ownership and Board of directors support through very challenging individual presentations to each owner.
· Revolutionized Paragon’s Innovative Process & Philosophy – Personally initiated and then lead great teams to develop a radical new strategy, a comprehensive written process and principles to not only emulate the brands innovation but anticipate the technology and develop often independent innovation technology with patent protection, the manufacturing prowess and then executing rollout quickly and effectively.  We often led the brands in timing and were always way ahead of our PL competition in timing and performance with HUT scores comparable to brands and beating PL competition every time.  PTB took 10 share points from the national brands at solid profitability during our heyday.  Colossal profit impact.  Paragon was publicly held and required frequent executive and stockholder buyoff and results.
· Pioneered entirely proprietary and radical new product introduction process to paint tool industry at MinuteTools™.  From nothing but a few tool concepts/prototypes and no funds, I personally built funding, all technical critical paths, cross functional and marketing strategies and received national distribution in Sherwin Williams and many other key chains.  Unheard of in the industry. Corner Ease® became the darling of the industry overnight.  Through aggressive demonstration stations in key strategic decision maker geographic areas and coupled with development of web, direct mail, and face to face strategic marketing “super tools” with key contractors, we developed an overwhelming money savings strategy and customer/contractor relationship/support. Hundreds of small inventors and Large Corporations called us incessantly looking for “the secret”.  
· Developed Rockline’s First-Ever Innovation Strategy & Commercialization Process and Product Management Discipline – Developed proactive R&D/Operational strategy via new ”Product Champions” (Product Manager’s) and management of R&D function. Developed innovative new processes and a complete management reorganization with clear roles, responsibility and empowerment.  Completely converted traditional merchandizing/marketing department into true proactive Product Managers with well trained skills to drive innovation, commercialization and bottom line Profit.  I anchored the training. All this accomplished in less than 12 months through individual education and buyoff from all executives and founders.
Leadership Managing New Products Teams & Departments
· Ultra Thin Team New Product Line Success - Lead an extremely complex new product development from R&D inception and commercialization team ('94-95) to a nearly flawless consumer and trade introduction, exceeding consumer performance, production process, cost and customer expectations.  85 member team with $28MM capital authorization. Initiated multiple breakthrough team management and commercialization processes. Substantial business and distribution gains.  The team received a multitude awards for innovatively creating/blending as a unified team: consumer/customer needs, manufacturing & engineering capabilities, quality system controls and marketing planning to actually improve the P&L. 

Leading and Developing

Innovative Products & Processes (Continued)

· New Product Team Successes - Leader of successful cross-functional teams that developed battleplans, gained executive approval and introduced/fully commercialized often proprietary technology, meeting and successfully competing with aggressive national brand (P&G/Kimberly Clark) products/programs. Outpaced Store Brand competitors by 9-16 mo. with product superiority on avg. 65:35 (consumer preference).  Many customer awards on innovation and superior collaborative customer partnership throughout the entire process.
	· Soft-Stretch( System Product Team - ‘96

· Supreme Diaper Team - ’95

· Leak-Guard( Inner Leg Gather System Team ‘91
	· Compression Packaging System Team ‘90/91

· Boy/Girl Product Team ‘89/90

· Foam Waist Team ‘87/88


· New Production/Packaging System Team Success - Leader of technical teams to dramatically improve and innovate production processes & packaging innovations

· Packaging Technology Team - Rotary Compression/Auto Packaging/Graphics Technology – corp. cost savings, higher profit/sq. in on shelf and superior brand like quality package appearance.

· Drum-forming Pad Formation Systems Team - $40MM project/quality & cost improvement

· Capacity Optimization Team - realigned product lines/equipment strategy to optimize output

· New Food/Confection Products and Initiatives – Against initial stiff resistance from family owners and Board of Directors and minimal resources we initiated a whole new market growth innovative strategy (see strategy segment above). This was followed with the ideas, successfully development of innovative L.T. payout concepts and successfully executed new radical Almond Roca® line extensions, completely reformulated and repositioned chocolate lines, domestic and imported specialties and candy bars with substantial long term distribution and contribution gains.  Sales up over 50% within 5 year period with improved margin and predictability.
· Initiated Focus on New Innovative PL Packaging Strategy to Differentiate from Competition – Focus had been on only generic nonproprietary product formulations.  New focus on improved perceptual packaging appearance, improved ease of use, and shelf management to lead, even the national brands when possible. New designs underway.
Individual Skills and Accomplishments 
· Recipient of Weyerhaeuser/Paragon White Coat Award – Awarded by R&D Department (only once to a Marketing/Product Management Leader) for superior Technical Support/Expertise in New Product Development
· Co-Inventor of a new inner leg gather concept for baby diapers – For acknowledgment of Invention Report go to Google: http://www.secinfo.com/dsdTs.4Kg.a.htm  Page 24.

· Personally led the development, legal efforts and approval of US/Canada/China Patent for a new specialized paint tool – initiated two other patent applications which rights to such were purchased/acquired. 

· Career has been dedicated to becoming a Premier Cross-Functional Product Development Business Leader not just an ivory tower Marketing Guru – Deep interest in technical and new products coupled with in depth detailed work with all cross-functional areas has gained me great credibility to not only lead or interact with Product Innovation and Development teams but to also know the functional details so we all work together understanding each other completely.  R&D PhD’s and Engineers don’t pull the wool over my eyes.  We work together. We enjoy rolling our sleeves up and learning together and gaining mutual trust. And sharing the success.
Question #4

What would you consider to be your greatest ‘game changer’ initiative(s) relative to branding, new products or new channels?  
The Greatest “game changer” initiatives in my view would include:

1. CornerEase® (MinuteTools Inc.) Ground Up Development and International Expansion – Taking a rough tool design prototype and from scratch building: a new fully operational profitable corporation, international brand name, distribution in all major paint and DIY channels and then turning a successful company sale against phenomenal odds within just 5 years is something I am very proud of.  A few of the details:
· Developed and patented a new technical design and solved a problem that has never been solved successfully although many have tried over the last  50 years 

· Took a bankrupt business failure and pioneered all new start-up business strategy and operational processes from ground up.

· Built national sales/marketing network and programs –Direct Sales Team, 24 Premier Broker teams, distributors, export agents – deep penetration into professional builders, painters and all retail markets in high ROI ways unique to the paint industry
· Achieved Full Chain Distribution, regular national advertising and outside sales support for Sherwin Williams, ICI, MAB, Parker and many others.  Distribution in Ace, Menards and primed inroads into Mass/Box stores upon sale/exit strategy
· Success Minute Tools achieved was unheard of for a small start-up company with limited SKU’s–many sought us for our secret
· Developed a new premium brand, product line strategy/packaging/marketing/advertising/DMA/web programs.

(Question 4 - CornerEase International Expansion Continued)
· Developed unique and interactive rapid education web site that won may awards and mentions from key customers/contractors
· Established new distribution with all major North American customers, which helped to establish strong, sustainable international growth. – major paint chains, Home Improvement, Mass Merchandising, Box, Catalog, Web,  QVC

· Engineered proprietary logistics, inventory and customer forecasting tools used now by other billion $ corporations

· Ranked In the “Top 10” new, innovative tools introduced nationally by Sherwin Williams management in 2005

· Personally orchestrated the sale of the company to a global paint tool manufacturer for above market value.

2.
Pioneering a Groundbreaking New Product Development Process within Paragon Trade Brands and other corporations Created and led corporate rollout of successful, proprietary and high innovation New Product Development processes for 3 companies in food and personal care products.  Speed to market was cut in half on average; waste reduced and new product success rate was improved to 95%+ vs. target. Catapulted growth & profit and innovation/product value into the clear leadership position.  Led over 30 cross-functional new product initiatives and all met or exceeded goals.  Trained many more excellent, smart NPD team leaders in all corporate disciples to maintain forward progress toward continuous process improvement and building a strong bench of leaders that knew how to drive the process from intelligence gathering, concept development, testing, prioritizing, crisp ROI/payback analytical disciplines, team formation, team leadership, excellent execution with superb communication and last of all capturing learnings for future generations of NPD. Beat competitors to market on average by almost 9 mos. and were consumer preferred in Home Usage Tests usually by a 65/35 win. 
3.
Crystallizing a very successful new management system within my Departments and Cross Functional Teams at Paragon Trade Brands that focused on human empowerment, ownership, accountability and results - Product managers, project managers, marketing insights, packaging, R&D and cross functional team members I selected for my teams are now VP’s of marketing, GM’s,  presidents and strong community leaders.  3 secretaries that worked for me have grown into Directors/VP of Marketing & Web superstars, Senior Buyers at Safeway and owner of a premier Market Research firm.  Our ability to accomplish nearly impossible tasks time after time was a tribute to their passion, excited ownership in what they were doing and a team camaraderie that was infectious and powerful. Personal pride in ones work, going the extra mile for the team and company and an attitude of always looking for innovative ways to do things better was a common factor.  Most just were grateful for the opportunity to grow, be trusted and not micro-managed for the supervisor’s ego and “position” in the pecking order.  Key Principles included: 
· Empowerment, Training and Accountability are core principle –  and providing the growth opportunities

· Skill development as open, direct, independent thinking leaders capable of empathetic embryonic team leadership and seamless team collaborative efforts. 
· Focused on rigorous analytical thinking, learning of key successful process development principles and a principled strong backbone with capability to have the teams “back” in battle and proactively drive the best, highest payout options for the corporation.  Diplomatic, team driven but not “yes people” and capable and willing to take smart, well thought through risk with a wise ROI conceptualized.  Educated, clever judgment calls NOT uneducated gut feelings were applied to smart decisions.
Question #5

Please provide a brief overview of your current and past experience overseeing manufacturing operations.
· Minute Tools – hired directly and managed through several key managers all manufacturing, logistics, inventory managers, forecasters, QA and international shipping talent.  Managed through our own designed sales/forecasting/inventory/returns software and never missed an order or was late.  Set up all supplier/raw materials networks in China, Europe, Canada and the United States including testing labs, customer QC and industry watch dogs.   My folks managed a complex flexible manufacturing process that had to be precise given the tight cash flows.  Our daily and weekly pulse point reports were super in keeping all the organization in tune with real time data.
· Trident Seafoods – heavy interface with machine engineers, packaging engineers and QA folks as we managed new product development in the branded and food service arena.  Lead cross-functional teams including these disciplines with authority to drive decisions but operational responsibility for their salary, hires and evaluation was on a matrix format.  Everyday manufacturing interface was only routine as we could sell more than they could catch and process.
· Paragon Trade Brands – GM/VP NPD – Manufacturing Operational, functional and hiring/firing if needed was driven by my New Product Development department including all affected line crews, capacity modelers, several dedicated NPD Logistical, Supply Line, QA/Safety, Operations Supervisors, Maintenance, Packaging & Design Engineers and many others.  When a new product went live our teams meshed with total plant management and oversaw all startups, rampups, testing, and qualifications for commercialization and all certification for lines, products and personnel.  We led multi-plant teams to orchestrate learnings, hurdles, solutions and processes to learn from the entire organization without the normal plant silos of “invented here” or “we do it this way in Waco”. 
My group determined bonuses, salary changes, promotions but out of courtesy always let ongoing manufacturing operations know what was happening as often my successful leaders were transferred into other departments and visa versa and the HR resources were much better optimized.  Our groups/teams won many awards for innovative solutions to common problems that were shared outside the new product development teams and we were constantly involved cross sharing information with the non-NPD manufacturing folks as they provided much of the genius we were often given credit for.  Our groups did serve as a wonderful innovation catalyst for all departments to feed into.  Getting onto the NPD teams was a very popular thing because they were more empowered, got a lot more visibility in leadership positions, learned/developed new innovation to manufacturing and had a nice plus side on their resume or when promotions came.
Question 5 (Continued) 

· Weyerhaeuser/Paragon Trade Brands – VP of Marketing/Product Management –As in all Product Management roles from P&G to Weyerhaeuser, my role and or my department of PM’s was to drive corporate strategy for product line management, new products, new markets and such with tight cross functional leadership without line authority to bring the company into a common strategy.  That is much harder than having direct operational authority.  In my 14 years with Weyerhaeuser and Paragon I helped forge a strong bond with the manufacturing, QA and engineering groups and we established trust and also understood the normal conflicts that were inevitable with a desire to have wide assortments with high changeover vs. selling a few products that could be run with little downtown, waste and inherent overhead.  My role outside the new product groups was a matrix, cross-functional leader that was trusted to understand and drive decisions for all the competing needs within the company. We were very successful doing this.  A sample quote from one of the plant managers from my LinksIn:
“"I give Scott my highest recommendation as we both worked toward growing a Private Level Product to Brand matching, if not Brand exceeding in all measurables. From a Marketing Perspective, Scott was welcomed into my Plant at any time as I knew he understood the manufacturing implications of decisions he was about to make. He had an open, honest and trusting dialogue with my employees but better than that, he had a long track record reinforcing the fact that he listened to my employees and took their comments, recommendations and ideas seriously. We worked together very hard and had fun doing it! Even more importantly to me personally was Scott's understanding of the close connection between personal and professional ethics, ideals, beliefs and behaviors. Scott was and is a class act - something evidenced by folks, processes and products he's touched, changed, developed and improved!"” July 23, 2008 
Joe Bruton , Plant Manager, Paragon Trade Brands/Weyerhaeuser PCP 
worked indirectly for Scott at Paragon Trade Brands/Weyerhaeuser PCP - LinksIn
A few key manufacturing leadership positions I held in the above role included:
· Leader Compression Packaging Technology Team – a team to devise automatic packaging equipment at the end of our diaper lines to compress baby diapers without negatively impacting the super absorbent polymer technology and providing a lower cube for shipping, warehousing and increased dollar/square foot on customer shelves.  Involved a huge team with many implications for all 5 plant operations throughout.  Engineering, speed, changeover issues by size, style and incorporation into 6 different machine types within the 40 lines currently impacted.  Manufacturing turned to us for the answers and the decisions.  We turned to them for input for concept and feedback/confirmation of our team’s conclusions.  Team results were ahead of schedule, less capital than we had budgeted and were simple modules that became a standard for future machine modules at different parts of the line.  My technical expertise while being a general management/product management proven professional ended requiring a lot of my time deep within the manufacturing plants, their suppliers and contractors.  I enjoyed thoroughly.
· Leader Pocket Forming Production Technology Team – Pocket forming allowed fluff pulp and Super Absorbent Polymers to be targeted where it was needed most for maximum absorbency dryness.  This allowed a much for efficient diaper and either reduced the raw material costs substantially or boosted the performance incrementally.  A technical burden that took Pampers and Huggies over 5 years to develop.  My/Our Team had our own set of huge patent and obstacles to overcome but we nailed the prototype machine within a year’s work of design and testing.  And rolled out to all plants 18 months later. After capital investment, I figured a cost savings of over $20M/year but the accountants halved that and I still know they were wrong as we achieved cost saving plus increase in performance and price which drove more GM/unit and total Profits making the impact on the bottom line probably double my estimate but you know how marketing people sell their accomplishments.  
· Leader High Speed/Changeover Product Line Team – Designed all new modules for 50% of the line process to enable process choke points to be eliminated and higher speeds of production accomplished.  Simultaneously we fought the clock to design in the context of making the entire line capable of faster changeovers between sizes and products via flexible equipment, parts trucks with indexed tools and parts to be ready exactly when needed, process disciplines and check lists etc. to minimize lost production time and optimize output per variable and fixed costs.  We increased the line speeds by over 20 percent and actually improved quality of the product via the tighter specifications we were able to innovate.  Changeovers were reduced from an average of 8 hours/line to less than 2 hours.  Relapses occurred as plant people got sloppy with their processes but we slowly sold all line crews and supervisors and motivated them with team competition, rewards and just satisfaction of helping the bottom line as we tracked it by shift, by line, by plant.  Helped increase the plant salaries while increasing the bottom line.  First time plant people looked at marketing guys like me as a real ally as their salaries went up as productivity went up.  That was cool.
· Leader of the Manufacturing Process Improvement/Capacity Management SWAT Team – It was common to hotly debate the value of building inventory in slow times and reduce the capital outlay for new expensive diaper machines or keep complex inventories lean and have plenty of excess capacity as the business hit the highs and lows due to predictable seasonality and the mostly unpredictable customer promotion spikes, competitive activity or lack of it and a number of factors that were not factorable into a multi-variate formula all the theoretical modelers wanted without success.  Board of Directors, of course wanted 100 percent utilization of machines and virtually no inventory and preferred we just “force” our private label business with thousands of skus and updates daily to “level load” demand.  We sorted through all the data, the realities of forecasting accuracy, the costs of inventory and obsolescence when we had to change packaging for inventoried product etc.   Thorough some thorough one on one selling with all the manufacturing leaders, sales, inventory and corporate executives we found a crisp, tightly controlled capacity model that governed our data synthesis and actions for new equipment, inventory and etc.  We cheated, as I always did by finding ways to increase the efficiency of the lines output to create more throughput and we just fed that in making the total solution ideal for everyone.  We figured we were able to cancel 2 full machine orders at a cost of 5 million a piece and reduced inventory almost in half.   Most of the brilliance was just having good decision models and priorities established.  Product Management kept that role.
Question #6

How many employees are in your current/manufacturing operation?   What products do your plants provide? What are the total annual sales of your organization/division?  

[image: image3.emf]Direct

Annual Manufacturing Products

Company Sales Employees Manufactured

Trident Seafoods

$1.1 B est. 3100 Fresh & Frozen Seafood Portions  

Rockline Industries

$600M est. 1400 Wet wipes & Coffee Filters

Minute Tools

$3M 4 to 35 Specialty Construction/Painting Tools

Weyco/Paragon Trade

$730M est. 1800 Baby&Adult Diapers - Other Absorb. Prod.

Brown & Haley Foods

$35M est. 400 Premium Gift Confections, Specialty Food


Question #7

Provide some specific examples of results you have achieved driving top line growth while maintaining bottom line margin improvement.  
Acknowledging there is a combination of very effective ways to drive long term total profits/margins beyond a one variable focus on top line growth; below are a few examples of top line and bottom line growth.  

· Crest Toothpaste Product Repositioning & Innovation – Without a dollar of incremental spending, we retargeted 30% of our total media, production merchandising and sales promotion spending and focused directly at kids markets that had been untouched in the past.  In great part due to new technology toothpaste for kids, new kids packaging, tie-ins with McDonalds, Disney Books, Lego Toys, Jr. Guinness Book of Records, Professional Services initiative through dentists, Crest gained five full share points and generated incremental bottom line profits at an estimated $36M/year.
· Paragon Trade Brands Product Technology Innovations – Led the “Special Forces” Teams to develop proprietary technology to speed production, increase total output/machine and make our products improve better with lower cost of goods.  The teams included the 1) New Pocket Forming Team - that targeted SAP and fluff pulp to strategic areas improving performance leadership at a lower total Cost of Goods, 2)Compression Packaging Team, 3)High Speed Machine Changeover Team 4)Product Capacity Utilization Improvement Team and others.  These alone saved a minimum of $20M to the bottom line and allowed improve product performance claims and increased full utilized capacity creating upward pressure on the top line.
· Brown & Haley Pricing and Promotion Upgrade – Took a team and converted a complex confusing and technically illegal pricing and promotion program and converted to a bracket pricing approach and a revamp of promotions using the tool less often but with higher impact promotions with the customers would generate incremental display/advertising and hence volume instead of just an entitlement.  We achieved a slight unit volume increase but a substantial net $sales/unit and cumulative $sales increase of almost 5% year I and II. 
· Brown & Haley Almond Roca Market Expansion and New Products Rollout – Through expanding well researched line extensions to Almond Roca Buttercrunch and a host of health food bars, imported specialty gift items Brown & Haley expanded sales by 230% and profits by a lesser amount year I but with solid margin & profit gains once our economies of scale via shipping logistics were achieved.  Innovative media, promotions, contests, PR and in-store demonstrations paved the way for solid growth in trial for a product few people knew of or could understand (Almond Roca is a Buttercrunch toffee, covered in chocolate and then covered with almond pieces).
· Profit Centric, ROI Model Development for use by Paragon Trade Brands Sales Teams – Led a team that radically revised our Sales and Cost of Goods data bases to enable a real time “Contribution to Profit” model our sales professionals could use to make front line decisions with customers.  Variables like pricing, promotion, product options, packaging, logistics, terms and etc. were able to be accessed near real time.  This permitted the empowerment of our sales professionals to make rapid competitive decisions instead of waiting for a discussion and analysis done by my marketing and trade analysts.  There were parameters that required authorization beyond certain limits but the sales force radically improved in getting the sale and being more competitive and unlocked invaluable time a corporate to work on new innovation ideas along with the super data base the model created for feedback analysis for future strategy changes. Top line, with Sales more in control, ACTUALLY WENT UP including a “modest” bit of motivation with their new found bottom line stewardship and accountability.  With the added fast reaction sales/business experts on the ground we grew top line unit sales.  And the improved net sales/unit in combination hit the bottom line nicely.
Question #8

Briefly describe your experience managing systems and processes  that led to industry leading products, service, compressed cycle times, improved productivity, overall cost reductions, and improved margins.
A few examples:
·  “Market Dominant” New Product Development Process   - (See Question 3 and 4.2).   Overtook market leadership and consistently dominated our industry with well tested, rapid reaction and proactive market dominant products,  more than halved the cycle time from concept to full commercialization,  increased ability to manage many projects in parallel, achieved quantum leap in customer satisfaction and perceived highest ROI/customer image value added which led to strong, defendable profit margins and distribution.
· Global Expansion Logistics Network Strategy Development – One NW plant as a central manufacturing facility posed a major obstacle in expanding from a NW base to Global distribution requiring the use of reefer transportation throughout.  Through a series of proactive negotiations with carriers, shippers, distributers and warehouse facilities, my team excelled using a high reward system for creative adaptive solutions to our start-up challenges and we actually reduced the total freight/distribution costs as a percentage of Sales.  Huge positive hit to the bottom line vs. expectations and we had a 98% real on-time delivery of all products ordered during Year I and very happy customers. 
· Profit Centric Product/Brand Management System Implementation – Transitioned two company marketing/sales support teams into professional P&L driven Product Management Team Leaders.  Worked the strategy with the full corporate input so the transition was not a “shift” of power but a strong impactful benefit to the organization.  Through team driven analytical disciplines toward long term profit and clear product line strategy we were able to phase out of inefficient, low margin product lines including those that on paper looked to be profitable but all the human time wasted managing them created true losses to the bottom line particularly in opportunity costs if these resources were focused on high ROI existing and new products.  Strong strategies, forecasts, pulse point communication, pricing discipline, intelligence gathering emerged driving waste out of the entire corporate cross functional mechanism.  Manufacturing changeovers were dramatically reduced, higher run speeds as low run speed products were analyzed and either redesigned, repositioned or cut.  Shipping/Logistics improved due to centralized product management disciplines that looked to benefit all departments not just marketing or sales.  Sales, initially was the most resistive, used to clambering for what they wanted without understanding of all the negative impact they caused for operations.  Eventually they were ecstatic with improved selling tools, crisp strategy, competitive products and higher profits that drove more bonus payouts and job security.  One company was not very successful in making this wise move that they wanted in theory but found the resultant impact on key executive power bases used to dictating all the details top down, was too difficult for their egos to endure. 
· Pocket Forming, High Speed Changeover (See Question 5 answers) – Higher Performance products, lower raw material costs, higher run speeds and quality outputs drove the top end very nicely (via superior products vs. competition, higher turns at retail and better pricing/profits for our customers) and the bottom line through tangible margin increases and a host of hidden costs  to the accounting records that were ferreted out/streamlined  that paid big dividends on the bottom line and much stronger return on fixed overhead costs.
· JIT Capacity Management and Inventory Control – Served as the executive committee leader and leader/participant in many sub teams to orchestrate a totally ground up, 0 based approach to: 1) SKU management, 2) Manufacturing capacity optimization, 3) TQC controls to lock in quality feedback loops and 4) optimized inventory management to provide customers with a quicker lead time with increased accuracy of order fulfillment.  A one year massive project was simplified to one five member executive team and parallel linked plant teams that drove policy quickly and decisively with minimum levels of buyoff needed.  Inventories overall were reduced by an average of 30% with some sku’s growing, some being eliminated and some shrinking in days supply.  The beauty was that the adaptations matched demand/supply better, focused on efficiency and allowed significant cost saving even though some low moving but customer high value products increased in inventory costs. The subsequent customer service benefits and the overwhelming savings from the main higher moving product lines provided a balanced package of customer service, low OOS, plant efficiencies, low waste and requiring fewer high capital diaper lines to grow the business.  Received a Weyerhaeuser corporate blue ribbon award and the project was done in half the time allotted as well.   Many leaders emerged from this project and were rewarded nicely.
Question #9

Describe your experience with Lean, Six Sigma, 5 S’s, and any other quality improvement tools you may have worked with over time.  Describe a time in which you had to implement such a measurement tool.  What did you implement and what was the outcome?  What did you learn from the experience?
Deeply involved in Lean, Six Sigma, 5S’s etc statistical quality improvement tracking and improvement techniques.  Six Sigma is really a dumbed down more “marketable friendly” approach, in my view,  popularized by Motorola a couple of decades ago which is based on the sound principles built over the long term by Deming, Juran and others in the over the last 50-60 years.  It’s nothing new just packaged a little better and more compactly.  I spend several years with Weyerhaeuser as a part of  a division wide transition toward TQC, SPC, Juran/Deming/Taguchi methodology including Kaizen, Zero Defects, Root Cause Analysis Taguchi methodology, QC, IsoX000, Deming Award, scores of control charts options and etc. .  Over a 4 year period took many classroom courses, on the job experience on manufacturing lines and other internal systems including improving customer service, marketing programs and consumer feedback.  I am familiar with the value added updates found in the Six Sigma that I have always used focusing on financial targets and management complete buy-in and involvement.  The approach to 6 Sigma with the 1.5 standard deviation is novel and useful.  However some process controls need a more rigid threshold and others less depending on the product, process or service.  I prefer to be savvy on all the approaches and find the best approach or combination of methodologies that work best for the individual organization and internal and external customer goals.  Many of the measures of each approach are arbitrary and it is dangerous to just blindly apply to all processes without understanding the benefits/limitations.  However, I also understand the marketing reality of having an organization stamped with the current QA standard: “Lean Six Sigma” made famous by Motorola and popularized by GE and many others as THE plan.  I am a very enthusiastic supporter.

(Question 9 – Lean, Six Sigma Continued)

Major milestones:
· Became a certified Total Quality in Action (TQC/QIA) instructor for corporate and plant training – one of several “champions”
· Two week Japan Training Mission visiting many and being instructed by many Japanese companies including Toyota Auto

· Statistical training from Grad School (minor) and subsequent successful on the job application of TQC provided basis for induction into the Manufacturing Circle Hall of Fame (not a huge deal but proud of the Manufacturing vote of confidence) 
Example:  Implementation of a Measurement Tool/Results/Learning
Initial Problem:  New Pocket Forming Pad Technology in combination with Targeted Super Absorbent Polymers was working within established spec definition and process definition norms but the consumer performance was varying widely in the marketplace.  Although the average consumer score was on target the product performance was falling off dramatically outside the ± 2 standard deviations and experiencing actual product failure when product was picked up at store locations.  Product tested in plants were consistently well within design and process parameters and consumer testing in on-site facilities showed excellent performance beyond target consumer attribute ratings and preference scores at a literally 100% level (0 defects).
Root Cause Problem Definition/Analysis:   Determined Cause – Effect was the Super Absorbent Polymers (SAP) targeting within the fluff pad though initially targeted properly in the fiberization manufacturing phase was redistributing throughout the pad randomly in shipment and use. Low or no SAP in certain parts of the pad would cause total failure.  The fluff pulp targeting pocket forming system was in control targeting properly and maintained absorbent fluff targeting throughout the manufacturing, packaging and use of the product.
Processes/Tools Used:

· 3D optical scanners for fluff and SAP distribution testing in plant/post plant
· SAP targeting/Fluff Targeting identification bench testing that could be done on site or in a lab with full data output on 25 points on the product

· Infant Test Center set up in the plant for immediate testing on babies

· Utilized Fishbone Ishikawa Cause & Effect, Stratification, Chi Squared, Root Cause, SPC, Full statistical expression via Pareto charts, control charts etc.
· Tested multiple conditions of process limits and impact

· Provided full feedback loop for all process and product outputs to consumer and lab performance and cycled similar hypothetical solutions at high confidence levels

· Defined one master correlator and facilitator for all analysis models and conclusions

Outcome/Learnings
· SAP targeting could not be held reliably with current process/product/ingredient design
· Developed fluff pad activator additive that restricted SAP from migrating  more than a very small area
· Developed a two step process inject part of the SAP homogeneously in the pad while being fiberized and part targeted at a fiberization point where the SAP could be injected precisely in a 2-D and 3D pattern reinforced by pad activator additive
· Initially required a slight increase in SAP to assure long term consumer success at 99.9% confidence.  Later reduced SAP levels because the two SAP process together had synergistic effects on not only muli-standard deviations but also provided center line, dead on diaper was superior to previous design.
· Eventually the thorough quality testing was reduced to basic, real time cycled feedback, low cost indicators that could readily define cause & effect failure with the consumer, not just a sterile QA standard that was not a 1:1 predictor as before.  
· Cost of product design was reduced, waste reduced to minimum levels, customer confidence strengthened and consumer complaints were reduced to a fraction.  Consumer testing showed our preference and monadic scores vs. competition jumped significantly.
· No salary raises or bonuses for our team as it was just another day but we all were very proud of our work, used this example as a training piece and eventually I found a way to take the team on a company paid work retreat for a weekend to reinforce learnings but mostly have fun and thank them for saving a bundle of money and avoiding some major hits to our product perception by customers and consumers.
Question #10

Provide a self assessment of your leadership style, philosophy, and track record developing others and dealing with problem executives and managers.  How might a former boss describe you in this regard?  A peer?  A subordinate?
Self Assessment - Leadership Style (Ideal)
· Adaptable within the framework of corporate culture and will openly provide positive support and improvement ideas if warranted.

· Hands on Leadership with focus on empowerment, stewardship and clear “return & report” accountability - Delegating is not dumping off so someone else can worry about it.  I view it as a true delegation of accountability that is theirs that they must own and demonstrate regularly they are managing it well or the stewardship will be recalled/modified.  I am still accountable for them.  I expect sound proposals and recommendations on major items that they drive upwards (sideways) and as trust grows I expect them or their teams to make decisions they are best able make more so than anyone in the organization at the battle front without seeking permission every step of the way, particularly if the plan is defined and approved.  Updates and pulse points on status to all is crucial.  You may make the decision but you better have coordinated and sought input with all the right people that will be affected. 
· Passion for Growth and Development People and Teams through providing opportunity, training and empowered ownership to allow them to grow and develop leadership confidence and backbone when or if they are ready.  Have seen the vast potential and ROI in wise investment in human capital.
· Open, direct and honest environment – Enjoy the openness to be both ways and I admire directness and honesty that may be best done privately but I am not a fan of key managers that have no backbone, going along with the winds of change or the team/strategy that is in the lead and either being a yes man or behind the scenes being an unhappy camper.  I welcome open professional debate to get at the truth without taking it personal.  I don’t mind changing my mind if someone logically lays out a better rationale.  Not all can handle direct and/or open debate, and I respect that but would desire continuing to develop the attitude that standing up for something important, even when it is unpopular or non PC is admirable.  But done with analysis, facts and reason not just emotion and feelings or the easy answer common to classical interdepartmental differences that are real and endemic to corporate multi-disciplined harmonized structure requiring a mature multi-disciplined awareness and focus on the common goal.  
· Minimum of Top-Down Micro-Managing – Unlocking the power of independent, diversely talented and empowered self determination requires opportunity without heavy top down micro managing of their areas of stewardship.  If it is needed, in emergencies or during an individual’s growth training, to direct the ships rudders and engines centrally I am capable but work towards building people that can magnify their stewardship and work well cross functionally.  
· Focus on Teamwork, Job Satisfaction, Fun and Results – Power Silo’s, “it’s all about me”, Arrogance and Politics are not considered healthy or positive to me but understand there will always be a certain level present. I choose to foster clear team goals and rewards and try to minimize these negative factors and work to improve those positive skills gradually and in productive way.  A wide variety of personalities and quirky approaches are considered a great positive to a company so long as team work and ability to achieve goals are not compromised.  I prefer to manage by consistent, common principles all have a part in creating and buy in to them, but enjoy seeing the principles and strategy being executed creatively and uniquely with great long term results not possible through a narrow minded diversity of talent.
· Rigorous Analytical Processes and Decision-making discipline – A focus on logical, analytical processes to derive intelligence, analyze options/hypothesis and to do so in a principled approach that is repeatable.  Not a book of bureaucratic steps to apply to every set of circumstances but a set of fundamental principles and “what if” mentality to define the options, the risk and a clearly defined objective and likely outcome. Seek proposals with clear rationale and supportive data and logic and when in a position to add intuitive thinking to the base of logic it should be by educated reasoning not random unqualified “feelings”, gut feel by those unqualified. Seek consensus but more importantly seek input from all impacted elements and drive decision-making by those best qualified to make the judgment and decision even if full consensus is not achieved.  Clear decision makers should be defined for their specific areas of expertise or broad global expertise.
· Clear Profit Centric Goals for the Long Haul – Seek to unite division/company targets to long term ROI on investment, be it capital, overhead or variable/stepped expenditures.  Budget setting based on a strategy and a plan with clear 0 based planning not just a year ago increase/decrease.  Also as market realities and plan projections start to evolve, I expect mobile payout driven modifications to maximize the bottom line, not just stick to budget or arbitrarily cutting expenses that invariably blow up the smart payout/ROI driven plan where volume, profit, margins, expenses, cost of goods, capital, OH all play a interactive part of the multi-variable optimization equation to achieve long term profits.   

· Accountability Review – Ongoing, real time, frequent simple pulse points reviewed by the accountable steward and the individual to whom he/she is accountable.  NOT just a once a year review that has little value for ongoing improvement.  I seek reviews, blunt and direct back from my colleagues and those I am accountable for on a regular informal basis in a non-threatening environment with support and value placed for honest professional feedback.  As always, the reviews either way are open to debate with particular wisdom required on the reviewer’s evaluation to understand, for example, the pros and cons of 360 degree feedback that often are inaccurate perceptions of reality based on unique perspectives or varying sampling opportunities.  Takeaway from evaluator must strive to be a wizened translation of what reality likely is, and what must be done to take the perceptions, use them as valuable input and work on improving the perception into reality.  If that reality is in need of correction, that should be understood and addressed.  I prefer a simple process I have used successfully for the above without creating a complex bureaucratic process. More a honest, free flow of thought in a team driven desire to improve relationships, performance and mutual understanding among professionals.  Not all can do this but that is the ideal with adaptation as needed for the varying situations.  In the vast majority of cases this is found to be refreshing, exciting and motivating to be open and honest in a team environment with a knowledge that someone like me will have their back when an agreement has been reached for a path forward. 
· Hiring/Firing/Developing – Most often opt to take smart people with the right aptitude and desire to grow an opportunity for  solid training and a valid chance to make it happen vs. going to the outside to bring in a higher risk, higher cost resources.  I love to help train others or help develop the training processes through others.  Often the time it takes to bring someone up to speed is too long or the foundation skills are just not there requiring finding outside talent.  Those individuals that are failing due to a “me first” fundamental “entitlement” attitude or with no desire to improve, I believe need to be helped to another location outside the organization.  Often people fail or make mistakes.  More times than not these are manifestations of someone trying to push the envelope and coming up short.  If they can learn from the mistake and grow with clear accountability, this is a natural part of good growth within an organization.
· Sense of Urgency – Professional, rapid accomplishment of goals per each individual’s accountability stewardship is paramount to long term health and success of the organization.  This should be balanced with the satisfaction and celebration of accomplishments achieved through great effort but not in an attempt to drive people beyond their job requirements or to become workaholics at the expense of their family, themselves and the organization.  
· Performance/Reward Philosophy – Base salary at a basic simple rate but with substantial upside reward for solid results per objectives and documental intangibles.  Executive team needs to be cognizant of unusual circumstances that may require wise judgments in making adjustments to reflect a more fair and true worth of the efforts made.     
· Communication  Philosophy -  Crisp, real time driven cross-functional communication geared toward an organized frequent status update, specific next step responsibilities and etc. in the form of clear/concise pulse points, newsletters, in the hall conversations that keep people in the loop for team action or just “being an informed corporate citizen” while holding fewer, better planned meetings.
(Question 10 Continued)
· Dealing with Problem Managers & Executives – Each situation is unique but my success with those executives & managers that are my superiors, peers or subordinates seems to be grounded on principles of:  1) Openness & Transparency, 2) Respect and Dignity for them as people and their passionate views; avoiding pre-judgment, 3) LISTENING, Finding common ground to bond on, 4) Working within a culture where key baseline commonly accepted principles of professionalism are defined as well as the opposite  5) A sense of humor as appropriate, 6) Never trying to change who they ARE, perhaps just how they execute understanding perceptions vs. reality, 7) Understanding their strengths, values to the organization first, their problem areas, if they really exist upon deeper review, second, 8) Clear reference to common goals to reinforce common values and how best to achieve them together, 9) Then understand the perceptions vs. realities that is the source of the “problem” as best possible, and then 10) Develop a plan of action depending on the situation involving yourself, the individual and other issues/people depending on the situation that seeks to harness the talents and power of the individuals around you not to destroy the problem.  This may be a choice to pass on direct confrontation and adapt your own solutions to harmonize if the issue is only a thorn on a rose that all people have, creative proactive solutions to focus on the positive and the areas of change and if a subordinate, as needed have a stewardship discussion with a joint plan of action with clear outcomes and consequences positive or negative.  Seek to preserve and build people/relationships first and to eject the payload as a last resort.  In all cases be positive, proactive, open and direct, avoiding indirect, behind the back discussions.  Take action as needed.  See Supreme Team example in question 11 
Perspective from former Boss/Managers

“I learned over time watching Scott’s teams succeed in spite of our many efforts to push them off course, to just get out of his way and be a resource to help in any way I could.  Scott was an innovative General Manager and his teams, operational initiatives led were always buttoned down, did their research and analysis and brought excellent proposals to the executive teams that we seldom had issues with.  He and his team were very proactive seeing input and briefing us all before presentations so that the proposal was usually a done deal before we formally hit the first power point slide.  We misunderstood his true innovative management skills for too long”   Bobby Abraham – CEO of Weyerhaeuser Personal Care Products and Paragon Trade Brands (paraphrased from executive meeting notes)
“The Finest New Product Development Leader I have ever seen due to his empathetic understanding of the real world in Manufacturing, Engineering, QA, Customer Management, Financial Analytics and Market Research.  Highly admired by his team members and cross-functional executives over to shop floor associates.  They knew he cared about what they said.  Facilitated excellent leadership development in his own department and with his team members that he often hand selected.  Many of his selections made no sense to us, their department heads, put proved to be uncannily right on showing his skill at detecting untapped potential in people in all operational disciplines not just his own, that could be unleashed with the proper coaching and opportunities.  He took on some tough projects/people with consistent success.  He made it look easy.” – John R. Cook – VP of Research and Quality

Perspective from Peers
“Scott addresses the difficult issues in a business and never worries how uncomfortable some of those issues are, he approaches this in a direct manner and without fear, combined with a clever wit!” January 31, 2008 - Simon Fenton-Neale , UK General Manager, Rockline Industries Limited worked with Scott at Rockline Industries 
"I give Scott my highest recommendation as we both worked toward growing a Private Level Product to Brand matching, if not Brand exceeding in all measurables. From a Marketing Perspective, Scott was welcomed into my Plant at any time as I knew he understood the manufacturing implications of decisions he was about to make. He had an open, honest and trusting dialogue with my employees but better than that, he had a long track record reinforcing the fact that he listened to my employees and took their comments, recommendations and ideas seriously. We worked together very hard and had fun doing it! Even more importantly to me personally was Scott's understanding of the close connection between personal and professional ethics, ideals, beliefs and behaviors. Scott was and is a class act - something evidenced by folks, processes and products he's touched, changed, developed and improved!"” Joe Bruton , Plant Manager, Paragon Trade Brands/ Weyerhaeuser PCP - worked indirectly for Scott at Paragon Trade Brands/Weyerhaeuser PCP (Same as above in question 5)
Scott is absolutely a superb marketing guru and brand strategist. When you work with Scott you instantly recognize that he's a pretty astute guy who fluidly moves within marketing genres and specialties to generate results for his clients. It's all about the results and market dominance with this Difference Maker, who has not only been a mentor to me but a wonderful client and conduit to some of the hands-down best ideas in corporate marketing today. Top that off with a terrific sense of humor and ability to lead by example, and you’ve got huge impact to your balance sheet.” Elizabeth (Harris) Anderson, CPC , Pacific NW Regional Direct Hire Recruiter - Specialist, Manpower 
was a consultant or contractor to Scott at Trident Seafoods 
“Scott is the most technical savvy marketing guy I have ever worked with and it is difficult to send him out on a “snip hunt”.  He is one of us and stands up for our group, so long as he has the facts to back him up (and he always does), when others’ won’t regardless of the political consequences.”  Bruce Terry – Head engineer at Weyerhaeuser PCP – worked with and for Scott

“Scott jumped in ahead of me and took bullets from the “big boys” that were meant for me when a quality process improvement went off course vs. plan.  He and I worked closely on the process and we shared the ownership of the consequences but he could have easily sat quietly by on the other side of the room as most executives were doing and it would have been my problem.   He became more than just another marketing guy from that day on.  He earned my respect that day and many others.”  Andy Urban – VP of QA – Weyerhaeuser PCP
(Question 10 Continued)
Perspective from Subordinates
“It is fun to know that you and Peter thought of me, it is even better that you remembered me in a positive light.  I could not have asked for better teachers.  Each of you were generous with your time and knowledge.  I could not have grown as confident without your support, I felt like you let me stretch my wings, but were there to catch me if needed.  You made it easy for me to grow” Dorothy Nieto – President of a top Market Research Company.  She started out as my admin assistant at Paragon Trade Brands.
“Scott is an incredibly resourceful, innovative and detail oriented person that has the ability to see the big picture, overcome tough challenges and inspire his teams to greatness and success. He has tremendous leadership skills, gaining rapid consensus and buy-in through clear and strategically sound planning. He knows how to facilitate team camaraderie, and has a passion for developing people into great leaders. His broad and diverse experience enables him to quickly adapt to new opportunities in different industries, product lineups or small/large company settings. He is a proven expert in all facets of product marketing, including direct mail and web marketing. Finally, he is a great analytical and intuitive business manager/decision maker is a coveted asset in the management arena. I highly recommend Scott!” - Adrienne Edmonson , VP of Synergy, KAMAAS Design & Advertising reported to Scott at KAMAAS Advertising 

“Scott made it fun to get up in the morning again and work hard on the projects we had together defined.  I always knew he was there to help mentor me and knew he had my back if I deserved it.  Prior to Scott I was forced to be a “golden retriever” just taking orders from Sales and the family members and seldom being asked for opinions or given full responsibility with respect.  You could tell Scott had a genuine desire that he cared if I succeeded.”  Wendy Haas – Marketing Manager promoted to Product Manager at Rockline Industries by Scott – worked for Scott.
I have to tell you I've never been able to find an environment quite like what I experienced at Paragon.  I have always tried to keep what I have learned alive in my leadership roles and hope I have passed the same on to others as you have instilled in me.  Like you mentioned today I really enjoy mentoring and empowering others.   It is amazing what a team can do if given the right environment and leadership to back them up.  My last role at Visa was where I led a team of about 8.  My current role as Sourcing Manager is more project based teams.  Lara Burson, Group Buyer at Safeway.  Worked for Scott as an Administrative Assistant.
A Few Less Positive Comments
“Scott you are too autonomous, proactive and resourceful to fit into this company.  You would go crazy” – 2009 - Lynn Robison – President of Seymour Duncan – Guitar Pickup Company in Santa Barbara California.  Family Run company of around $20K - His comments why I did not get the VP of Marketing job at Seymour Duncan. We both smiled wondering how long Lynn would last
“Scott is bold, arrogant and assumes he knows more than I do having been here at P&G only 6 months out of B School.  Insulting and not a good way to get along with P&G Sales Executives if he knows what is good for his career.  His directness with John (Smale) was gutsy but more than dangerous.  He was fortunate John agreed or he would have lost his seat on the bus” Dean Skadberg – Division VP of Sales Merchandising – Proctor and Gamble Toilet Goods Division - Cincinnati, Ohio Headquarters  Dean and I eventually became best friends once they humbled me “a bit”

“Scott is a problem in our plants.  He is always asking questions about run speeds, throughput, waste and downtime by line and using it to ask more questions/make assumptions on one plant vs. the other not knowing the whole story of how each plant’s production strategy works.  He must stop sharing and discussing plant data between plants.  It is causing problems.  Tell him to stick to marketing and stay out of my area and I will stay out of his.  -  Nick Salatori – VP of Manufacturing  Rockline Industries, Arkansas  - Note to the president shared with m in response to seeking information about very low plant throughputs combined with constant idle line capacity while customers were being shorted regularly and capacity limits were the reasons given. Happened while I toured the international plants seeking data from their financial and operations people that was to be common data on the system to all  but never was available to sales or my marketing teams fo rcurious reasons.  Nick was an ex. KC guy that ran his show and wanted no one else in it.  President was fine with my line of questioning but he and the president never resolved their differences.

“Scott is too analytical, too slow, and too negative and holds up many programs he claims have not been properly evaluated and have not gone through the proper process. Kroger needs to have dates so we can keep competitors at bay or we may face serious consequences” Name Confidential - Broker at Daymon and Associates helping us at Kroger.  His reaction to my response as I noticed he tried to go straight to the president to get a new, exploratory product promised to Kroger, with firm dates, while trying to skip the simple yet extremely quick, financially sound and very successful new product review process. Rare occurrence as we usually had most of our salespeople sold on doing it right and quicker than anyone else.
Question #11

Describe an instance when you took a disparate group of employees functioning marginally and demonstrated success driving cultural change and developed them into a viable team.   What challenges did you face?  How did you overcome them?  What was the outcome?  What did you learn from the experience?
The Supreme Team Example:  I was asked to lead a cross functional new product development team to develop, from concept to commercialization, a new infant product where the technology, material costs & availability and manufacturing feasibility was rather dismal.  Many of our cross functional top gun team players were pulled away into other assignments and we faced the task of either attempting a parallel innovation team with mostly untested cross functional people or keep the project in concept testing until resources could be freed up.  The latter would have involved over a 6 month delay and our competitive technology position was in danger. I interviewed a number of cross 
(Question 11 Continued)
functional candidates, including a group of “second tier” operational people that had fallen out of favor and not in prime projects.  I sensed something interesting evaluating the total talent base and proposed and sold the concept of a type of “dirty dozen” team to attack this tough assignment.  Each one, except a couple of folks that had no stomach for sacrifice anymore, accepted the challenge and most knowing my style of management were actually quite thankful for the opportunity to work together. 

 My style focused on the team being the experts, the A team and the other executives, their direct line “bosses” not on the team were to be advisors, supporters and approvers, not directors.  I always had my teams’ back and did my best to keep obstacles (usually dept. heads and the executive team) out of the way so we could focus on the important stuff.  That style was becoming more acceptable given the success my teams had had, and the team members were well recognized for their efforts but expected to work around the clock if necessary to hit the targets or better.  We knew we had a lot of talent in the team so we spent a weekend customizing my normal team structure to one that had intimate involvement by each of my 12 team members.  These 12 team members were then the QB’s to set up sub teams within the plants, with suppliers, customer teams etc. with oversight and accountability coming back to the core team.  At the end of the weekend we had our team named, roles defined, goals set rationally but VERY aggressively that we agreed were our measure of success and we were off and running.  Our sale team captain designed golf shirts that had each captain’s name and somewhat “twisted” title on the shirt.  They named me the “Supreme Commander” and we had titles like “Dr. Frankenstein – R&D”, “Director of Marketing BS” one of my marketing people and many others.

We had many challenges and many many open debates that got quite heated at times as the team members had not been trained in cross-functional team protocol yet as were my normal team captains.  However at the end of each debate we had come to the right conclusions, the decision were made by those qualified under my direction, and although we didn’t always have complete consensus, those not agreeing acknowledged they were not the expert in that area and trusted those that were to propose and guide the decision.  Importantly, they fought hard for what they believed but in the end supported the team decisions and we always went out to lunch/dinner as friends.  There were occasional “I told you so” but they were in humor more that judgment.  I did have to have many 1 on 1 discussions with most of my team members to train and develop their analytical skills and team consensus building presentation style.  Sometimes, 3-way discussions with their department heads if there were special opportunities or difficulty in the captain getting support from operational folks in their operational groups.  In the end these captains, every damn one, figured out how to get things done through their own groups and satellite teams and to communicate information in excellent format for dissemination to the team our executive sponsors and the entire company.  The Supreme team won a special award for the most precise, concise and relevant real time communication with every corporate member which greatly increased corporate support as everyone, including the top gun guys knew the Supreme Team was driving the ball up the gut in an organized, well analyzed, disciplined manner but with burning passion to do it right.  Sometimes almost too much as we did compete for resources with other teams and our team had a habit of stealing them without permission.  And although I enjoyed seeing it done, sometimes it was not the best move for the corporate priorities.
End result, with a little luck and some really clever, disciplined work that involved long hours, lots of travel and being away from families, the team nailed the technology, the manufacturing, packaging & logistics processes, the financial payout goals during startup and long term, sales/marketing value added product positioning and rollout brilliance by customer, ahead of schedule and we beat every goal convincingly except we had one injury caused by our new pit stop style changeover system that had a few early flaws that we discovered when one of our guys got hit in the head by a falling tool kit from one level up.  Hurt our pride, more than our team outcomes. 
 Each of the team members and the sub team groups were applauded for their efforts.  Although a negative connotation originally and kept internal, “The Dirty Dozen” title became the source of some fun and enjoyment throughout the company, particularly in manufacturing and engineering where most of the malcontents and problem causers had been.  Most of the “dirtiest” of the dozen saw this as an opportunity for redemption.  Most all of them progressed quickly thereafter in their departments, with some being selected as cross functional leaders and a couple eventually became department heads in other companies where their talents were immediately appreciated.  Some had problems taking our team structure and overlaying on different companies immediately due to the radical approach but they learned to adapt and stick to the basic fundamentals that worked for the Supreme Team and grew their organizations step by step.  
A very satisfying effort and I enjoyed seeing the team celebrate with the focus not on me, executive committee or their department heads but on them, as it should have been.  Innovative ideas that were used in many teams that followed flowed out of that team not only from the captains but from their sub teams and tapping into all the wisdom throughout the company they were successful in capturing very creatively.  I got lucky to have sensed their untapped talent and need to be given the chance to “own” an area and the opportunity to show all of us what they could do. Future years, I pulled many of the team members in as instructors for team training and participants in think tanks looking for better ways to do things. 
Question #12

Please describe your experience and success in selling to “big box” retailers (Lowes, Wal-Mart, Home Depot, Target, Sam’s, Costco, etc), and /or Grocery channels, Specialty Catalog houses, Department Store channels, Ad Specialty/Premium houses, Gourmet Specialty Store channels. Provide examples and detail all channels of distribution that you have experience with.
Lowes/Home Depot – Spent a lot of productive time with Home Depot buyers, merchandisers and channel captains in particular, but also Lowes, Menards, Ace, and many other paint tool distributors, buying groups and retail organizations like Sherwin Williams.  Our success was selling Lowes and Home Depot on the values of our product line but refused to ship it to them until we had sold the company to a large manufacturer of a broad range of tools that could handle the highs, lows and unpredictable distribution decisions.  Stockholders wanted me to sell to them full on but I refused (and I had more stock…ha) as I knew they could bury our company with a sneeze.  It paved the way for selling the company for a lucrative price knowing the hardware “big box” guys were presold and ready to begin final testing.
(Question 12 Continued)

Wal-Mart – Customer Team Leader for Baby Diapers, Baby wet wipes, and an assortment of home/industrial wet wipes.  Know many of the inside people, their internal decision processes, politics and their strengths/weaknesses (and there are many on both sides).  Spent a couple of months with them selling in a Captain Sig line of frozen seafood exclusive to them as well.  Respect and understand Wal-Mart too well.  Almost went to work for them as a Director of Marketing.  Was not the right match for me at all.
Sam’s/Costco – Customer Team Lead for both primarily in the baby diaper arena.  We worked closely with Sam’s and drove development of their Sam’s Brand (Smiles) from a 15% market share to over 45% share, kicking Pampers right of the shelf for over a year which was super but the revenge from my alma mater in Cincinnati was strong, uncharacteristically emotional and they dropped their prices substantially to get back in a year later.  We still held our own in the 40% range for several years where the total category shares were around 20%.  The big success was research that showed their private brand was the biggest diaper draw to get people in the door.  More so than P&G Pampers and Kimberly Clark Huggies. They rubbed it in with the branded guys which was good for them to screw down their arrogance and high pricing but made our lives very busy. 

My Costco experience was way deeper and more detailed than I wanted but with their headquarters minutes away and their demand for premium store brand products made the experience exhilarating.  Although not as successful share wise (we were at about 30% share most of the time), we proactively led their product line innovation and strategy instead of having it dictated to us.  We were considered the experts and they trusted us but reminded us they were king and we were always a breath away from doom if god willed it.  Costco was the scene of many major innovations in packaging, logistics, pallet systems, in store merchandising (how to break the rules with Costco smiling about it), targeted product innovations specifically to their audience and although their margins were usually skinny our credibility, cash flow, the roughly two plants they filled daily and their respect was achieved in spades.
Target/Kmart – Very familiar with K-Mart with Food, Diaper and Wet Wipes experience usually as customer team leader with the Sales QB.  Worked several programs in private label and in one year almost doubled their sales due to a heavy merchandised, K-Mart brand building initiative including heavy ads etc.  Worked up and down their channels as we achieved full line Almond Roca Confection distributed in every store and given that this was a refrigerated product and we did not use distributers for K-Mart, it was a challenge we met with great learning and effort.
Target was a good account for me and the teams.  Directed and managed marketing and product development efforts through the sales/customer team in their candy and diaper sections learning their culture and channels of communication and distribution.  Called on them many times with my sales team member as a resource.  We built their business steadily and had great relationships.  Also had some good inroads into their specialty goods departments with custom products as well as imported items.
Grocery Channels/Gourmet/Specialty/Department/Other – Deeply imbedded with virtually all Grocery accounts from key chains (where I directly engaged in day to day customer teams like Kroger, HEB, Larry’s, QFC, Tesco, Sainsbury and Safeway) but also through all the distributors (Sysco, Lancaster, fancy food distributors etc.), fancy food/gourmet trade, specialty gift catalogs (Swiss Colony, Harry & David) and retail outlets, Customer web site direct sales, Trader Joes, Williams-Sonoma and indirectly with Sur La Table, Dean & Deluca.  Department Stores like Macy’s, Kohl’s were primarily a channel for the gourmet candy/Almond Roca although in the early days of disposable diapers, Department Stores were a prime destination we called on regularly.  Have sold paint tools through QVC – but not a fan of their approach for most products I have sold.  Have worked through distributors for many kinds of retailers (food, tools, personal care products) in Europe, Australia and Pacific Rim.  Have attended many home shows and sold paint products.  Other channels would include Fund Raising through Schools, Campfire, BSA; Professional channels (Doctors, Dentists), Telephone Sales, Door to Door sales, E-commerce, Social Networks (to be PC and hip), All Drug Store Channels (led Walgreens Team for a few months), Other Non-Box Mass Merchandiser Chains/Outlets (Toy R Us), Direct Mail, and other I likely will remember soon.  
Question #13

Is relocation to the Jonesboro area a problem?
No
Question #14

Please provide an overview of your current compensation package? Be specific as to Base salary, bonus percentage achieved last two years and any other long term incentives.
Last two years the breakout has been:
· Base: $140 – 150k/Year with substantial upside
· Annual Bonus – Guaranteed 20%, up to 30%

· Long Term Bonus – Corporate would match the Bonus if my bonus was reinvested in the company with returns dictated by company Return on Assets with a 2 year rolling vesting period.[image: image4.png]
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Consumer Products Track Record & Results
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Crest® Toothpaste Children’s Initiative 

· Gained 5 Share Points and added Annual Sales of $120M/yr. ++ Profits


· Created Breakthrough Toothopolis Saturday TV/Media/POS Campaign
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Secured High Impact/ROI Exclusive Promotion/Licensing Agreements with:


· McDonald’s® Toothpaste Dispenser in Restaurants/Stores/Advertising


· Disney® Books Premiums with Crest Purchase in POS Displays
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Lego® Toys in-store near-pack premiums and continuity rewards


Brown & Haley Fine Foods – Almond Roca® Global Expansion

· From Stagnant Regional Growth to 230% Growth in Almond Roca during 
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expansion period - + $25M Sales – all new markets/channels added

· Built a Premier International Sales Network and Merchandisers ground up
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Secured massive agreement for global sampling via United Airlines® in flight meals 

· Exclusive Candy License/Tie in with Steven Spielberg’s Gremlins® Movie


Weyerhaeuser New Venture into Baby Diaper Industry


· Sales Growth from $270M to $800M – Profits growth from $8M to $40M 
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Took 8 share pts. from the Nat’l Brands & grew from 30% to 80% share of PL Market


· Launched 14 New Market Dominant Products in 7 Yrs. –new markets/product segments

· Secured High Impact/ROI Promotion/Licensing Agreements with:
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 Jim Henson’s Muppets® and Sesame Street® Characters


·  Disneyland® Theme Parks and Playschool®
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Pioneered Radical New Product Development Process


·  Cut commercialization time in half;  Avg. 9 months before PL competitors


·  Home Usage Tests proved matching/better preference vs. Brands; 65:35 vs. PL
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Paragon Trade Brands Ultra-Thin New Product Development Team


· Full Commercialization only 4 months behind Market Leaders - Pampers/Huggies
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Achieved Full Commercialization One Year Before First Private Label Competitor


with 70:30 Consumer Home Usage Test Wins
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Secured a 30% Increase in PL Share pts. and New Customer Distribution- +$240M Sales


· Team of 85+ Members beat all performance, cost and rollout targets


· UltraThin Team was awarded the prestigious Weyerhaeuser Top Leadership Award


· Most Cross Functional Team Leaders were later promoted to leadership roles 
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benefiting from on-the-job training experience they received as part of the UltraThin Team


MinuteTools Corporate Startup and Global Expansion Initiative
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Secured All-Store National Distribution in Sherwin Williams, ICI, MAB, KWAL and new 


distribution in Ace Hardware within 3 Years from Start-up. Unheard of for a new start-up



· Awarded Sherwin Williams and MAB stores’ Best Product Innovation Award


· Built the top sales network in the US and voted the company with the best website & CS
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Manufacturing and Engineering Team Leadership & Awards


· Led 4 technical teams from concept to capitalization/installation (Diaper Pad Drum


Forming, Compression Packaging, Manufacturing Capacity Process Improvement
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SWAT team and High Speed Changeover Machine Design) that saved $20M 


· Received the "White coat" award from Weyerhaeuser R&D for Technical Excellence, 


Leadership and R&D Partnership in pushing forward innovation rapidly with great success 
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Awarded a special Engineering citation for “Most Technically gifted Marketing Nerd”

due to my teams’ success in leading and driving key engineering/manufacturing initiatives
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						Direct

				Annual		Manufacturing		Products

		Company		Sales		Employees		Manufactured

		Trident Seafoods		$1.1 B		est. 3100		Fresh & Frozen Seafood Portions

		Rockline Industries		$600M		est. 1400		Wet wipes & Coffee Filters

		Minute Tools		$3M		4 to 35		Specialty Construction/Painting Tools

		Weyco/Paragon Trade		$730M		est. 1800		Baby&Adult Diapers - Other Absorb. Prod.

		Brown & Haley Foods		$35M		est. 400		Premium Gift Confections, Specialty Food
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		Executive Level General Management Experience

		Scott Nokleby

				General Management Responsibility

		Organization/		Marketing/		Sales		R&D/		Manuf./

		Role		Prod. Mgrs.		Network		New Prod		Sourcing		Finance		Engineering

		Minute Tools

		President/COO

		Size:  <$5M

		Direct Reports		1		2		5		4		3		5

		Indirect Reports		3		63		11		25				7

		Operational vs. Matrix		Operational		Operational		Operational		Operational		Operational		Operational

		Weyerhaeuser/

		Paragon Trade Brands

		GM/VP of New Prod. Dev

		Size:  $750M>

		Direct Reports		7		2		4		6		2		3

		Indirect Reports		21		25		28		36				15

		Operational vs. Matrix		Operational		Shared Oper		Shared Oper		Shared Oper		Operational		Shared Oper

		KAAMAS

		VC Manage/Marketing

		President/CEO

		Size: < $5M

		Direct Reports		4				1		1		1

		Indirect Reports

		Operational vs. Matrix		Operational				Operational		Operational		Shared Oper

		Trident Seafoods

		CMO -VP of NPD

		Size: $ 1B >

		Direct Reports		12		4		3		8		1		1

		Indirect Reports		6				28		22		4		7

		Operational vs. Matrix		Operational		Matrix		Matrix		Matrix		Operational		Matrix

		Weyerhaeuser/

		Paragon Trade Brands

		VP of Product Management

		Size: < $750M

		Direct Reports		19		5		3		5		3		5

		Indirect Reports		28		11

		Operational vs. Matrix		Operational		Shared Oper		Matrix		Matrix		Matrix		Matrix
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