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	Senior marketing professional with a compelling track record of delivering integrated programs that harness emerging platforms, such as social networking and viral communications, to drive brand preference, loyalty and sales for clients.


What Others Say

"The Richards Group puts a premium on those with the ability to produce strategic insights, not just tactics. In the field of interactive, Todd had no equal at this. He achieved significant results for every client with whom he dealt. He is also an excellent presenter and worked with me to win several major new business competitions."

Rod Underhill, Principal, The Richards Group

"I have been consistently amazed by Todd's ability to walk into a room, grasp a client's interactive challenges with lightning-like speed and then come up with an envelope-pushing creative solution. I've yet to see someone who can get clients as excited about the opportunities online as Todd can."

Harley Jebens, Senior Information Architect, DDB Tribal
"Todd is a strong account leader. His clients regularly turn to him for strategic insight and solutions that are grounded in consumer needs. He is known for bringing thought leadership to accounts across the agency."

Brandie Stephan, Group Account Director, TracyLocke
JWT/RMG Connect (Atlanta)
2006 to present

Director of Digital Strategy, Partner
 

Lead digital strategist for the FEMA’s FloodSmart program, SCANA energy companies and the United States Marine Corp’s $150M marketing account.
Developed a blog/web 2.0 monitoring program that provides our clients daily analysis of emerging topics, favorability trends and influencer identification. Distribution of the analysis now reaches into the upper levels of the Pentagon.

Crafted a Web 2.0 strategy for the Marine Corps, striking a balance between empowering others to tell the proud story of the Marines and the fundamental philosophy that the Corps is not for everyone.

Launched Our.Marines.com, which is dedicated to reconnecting Americans with their Marine Corps. With opposition to the war in Iraq running at an all-time high, and propensity to serve at an all time low, we needed a means of reminding Americans what the Marine Corps really means for them. We succeeded by creating a platform for others to tell the Corps’ story. 

Leading strategy on multi-million dollar re-launch of Marines.com

Worked with FEMA team to find a more compelling way to explaine the risk of flooding and need for flood insurance to Americans who live far from normal flood zones.

Consulted with HSBC clients in London on how to improve their use of viral and grassroots marketing with the previously launched YourPointofView.com.
TracyLocke (Dallas & Wilton, CT)
2004 to 2006

Director of Communication Strategy
 
TracyLocke is an Omnicom promotions agency with dual headquarters and 31 field offices. It handles promotional and retail responsibilities for clients that include Pepsico, Harrah’s Casinos, Frito-Lay and Pizza Hut.
Tasked with moving the agency beyond current media tactics. Projects included agency and client education of new technologies that highlighted increasing consumer control and explained the options for marketing that consumers welcome.
Director of Digital Initiatives
 
Built the agency’s first dual-location team, a 12-person strategy and development team for interactive, viral and alternate digital programs.

Developed strategy, and sold through Project D.U., a $1.4M blog-based marketing program for AT&T/SBC, highlighted by The Wall Street Journal for its ground-breaking approach. 
Devised the interactive strategy for the first year of Harrah’s operation of The World Series of Poker, delivering a compelling mix of original content and online merchandise sales that broke revenue and traffic projections.

The Richards Group (Dallas)
1999 to 2004 
Director of Interactive Strategy/Director of Richards Interactive

Director of Interactive Strategies for privately-held $850MM brand agency working on all major accounts to deliver highest level of integration in planning and well-articulated tactics.

Overhauled a struggling team of 27 into a scalable operation that turned more than $4 million of incremental revenue in the second year.

Developed a partners and promotions strategy for The Home Depot that integrated online components into all sports sponsorship packages. The first execution was ESPN College GameDay, a three-year $30MM high-margin project.

Director of Interactive Strategy/Pyro Brand Development

Pyro is a $45MM advanced practices unit of The Richards Group with an interdisciplinary approach to brand development. Built the interactive team that helped secure $4MM in projects from HUMMER, Converse and Ameristar Casinos.

Brierley + Partners (Dallas)
 1999
Director of Interactive Strategy
Brierley is a $300MM agency with seven offices in four countries. I was the international agency's first Director of Interactive Strategies, integrating new online efforts with the agency’s offline work for Fortune 100 clients, including United, Hertz, Hilton and UPS. 

Bachelor of Journalism
University of Missouri


Personal

· Forty-five-year-old, father of two girls. I suffer from a misguided belief that the Atlanta Thrashers Stars hockey team appreciates my assistance from the fifth row. When not on the road for work, I long for weekends scuba diving in warm waters.

