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About

BRAWDS KPRH(D KNIG

du v(mirates Nntegrated Ielecommunications Companyf (tisalat xroup N.l, NncJ

Uawwy Erom Stc W.t Flc Prange xroup Prange |k Frudential plc

Saatchi & Saatchi the Monday :ottery vChariot |k Flcf Kebcredible

Experience

Head of Digital Sales & Communications
Uawwy Erom Stc 2 Uan 016- 4 Wow

Adviser, Retail Transformation & Experience
du v(mirates Nntegrated Ielecommunications Companyf 2 Uun 016' 4 Mar 
016-

Recruited to design, de)elop and deli)er the transTormation oT du•s retail 
stores across the |A( Ad)iser, Retail IransTormation & (.perience sup4
porting VF Direct Channels 
j|sed market & customer insight, data & global best practice to design 
the •to4be• du retail e.perienceJ Aligned strategy with key stakeholders 
then built the go)ernance to deli)er the programJ Frogram co)ered 
Feople, Frocesses, Systems & Design with clear owners Tor indi)idual 
sub4pro;ectsJ 
jFeopleJ Designed & deli)ered new management practices, training & 
e)aluation methods5 introduced new roles5 added commissions to the 
pay scheme5 and, impro)ed producti)ity )ia NI & soTtware changesJ Filot 
program saw 0. increase in FostFaid sales & %1 q reduction in waiting 
timesJ 
jFrocessesJ Assessed, prioritised and then changed key business 
processes to reduce ser)ice time & de8ect low )alue transactionsJ 
Korked closely with other departments to push adoption oT alternati)e 
channels vselT4ser)ice kiosks, call centre, website and Appf Tor key trans4
actions in order to Tree agent time to do more, better 3uality sales & 
impro)e the customer e.perience 
jSystemsJ Korking with multiple stakeholders, designed the •to4be• NI 
en)ironment with emphasis on reduced transaction time, assisted selling 
& omni4channel capabilityJ Ihe NI business case highlighted -1m A(D 
WFV, z%q NRR )ersus in)estment oT +'m A(D and was appro)ed by the 
BoardJ 
jDesignJ Agency selected to design a new store in line with new people, 
process & system capabilitiesJ

Vice-President, Brand & Customer Experience
(tisalat xroup 2 Uan 016' 4 Uun 016'

Geadhunted to dri)e a better branded, more aligned customer e.peri4
ence across (tisalat xroup Vice4Fresident, Brand & Customer (.perience 
reporting to xroup CCPJ Ei)e direct reportsJ 
jCo4managed a xroup4wide retail transTormation program with speciLc 
Tocus on customer e.perience 
j:ed a team oT high perTorming Customer Value Management specialists 
to impro)e capabilities in the PpCos and where necessary pro)ide direct 
supportJ Nnitiati)es Tocused on impro)ed analytics, including campaign 
e)aluation & targeting as well as supporting the roll4out oT WBA toolsJ 
jRe)ised xroup ad)ertising agency relationship vDri)e Dentsuf, intro4
duced internal go)ernance to impro)e 3uality & consistency oT creati)e 
output, reduce cost oT deli)ery & impro)e speed to market

Strategic
Kebcredible 2 Uan 0160 4 Uan 016+

Mid4siQed |ser (.perience consultancy specialising in digital design & 
de)elopment Member oT Strategic Ad)isory xroup 

https://www.dweet.com/
https://www.dweet.com/consultants/_mHLGr1v6


jSupport the Tounder and his co4director with ad)ice on company 
strategy, business de)elopment, go)ernance and remuneration through 
ad4hoc meetings and 3uarterly board meetings

Customer Experience Strategy Director
Prange xroup 2 Uan 011z 4 Uan 016+

Fromoted to create a branded customer e.perience by de)eloping a (u4
rope4wide C(M strategy Customer (.perience Strategy Director reported 
to successi)e VFs in dynamic, matri.ed en)ironment 
j:ed a transTormation programme to introduce a user4centred design 
methodology & tools with the goal oT building better branded, more 
consistent & useTul digital products & ser)icesJ Frogram consisted oT 
eight pro;ects with multiple stakeholders Trom multiple business units in 
|H & EranceJ 
jDe)eloped the business case Tor in)esting in customer e.perience, es4
tablished clear goals Tor the xroup & introduced a single HFN to track 
progressJ xoals and HFN endorsed by (.Com and PpCo C(Ps and includ4
ed in dashboards & bonus plans oT e.ecuti)e teams across 66 countries 
jKorking with xroup Market Research, introduced a sur)ey in 66 coun4
tries to measure Prange customer e.perience, identiTying pain points & 
areas oT competiti)e disad)antage to support local action planning 
jManaging consultancies, led re)iews oT the end4to4end mobile v|Hf and 
broadband vSpainf customer e.perience across all channels, commis4
sioning research, deLning customer ;ourneys, identiTying moments oT 
truth & building action plans with clear RJPJNJ Contributed to 96+q in4
crease in WFS, $0 0161 )sJ $6 0117 v|H mobilef and 966q increase in 
WFS, $0 0166 )sJ $6 0161 vSpain broadbandf 
jPrange MomentsO working with PpCos, led pro;ect to deLne and im4
plement breakthrough brand e.periences, that would surprise & delight 
customers and build greater brand ad)ocacyJ

Head of Brand Planning
Prange |k 2 Uan 011- 4 Uan 011z

Recruited to lead brand strategy & communications planning at Prange 
|H Gead oT Brand Flanning reported to Brand Marketing Director 
jCreated a high perTorming and Tocused team oT se)en direct reports and 
introduced new processes that signiLcantly impro)ed the e£ciency oT 
communications planningJ Iotal budget cJ |SX 611mJ 
jFartnered with marketing teams to concei)e, test & launch mobile and 
L.ed )alue propositions 
jNnitiated a re)iew oT Prange•s brand health & communications acti)4
ity, utilising 3ualitati)e, 3uantitati)e & econometric research to draw 
key lessons to support Tuture strategy de)elopment & communications 
planning 
j:ed de)elopment oT a new brand positioning, securing buy4in by all key 
stakeholdersJ Ihe positioning was adopted by Prange xroup Tor use in 
all Prange markets, globallyJ 
jDe)eloped Prange |H•s 011z communications Tramework & plan, ne4
gotiating with & securing buy4in Trom all key stakeholdersJ Agreed indi4
)idual insight4led campaign brieTs in con;unction with Eallon vad)ertising 
agencyf, co)ering all acti)ity including AI:, BI:, online, o"ine & retail 
vindirect & directfJ 
jDe)eloped and then brieTed all rele)ant agencies on 011z campaign 
re3uirementsJ Korked with Eallon as lead agency to de)elop a central 
creati)e idea and then dro)e its integration through4the line, co)ering all 
consumer touch4pointsJ Wew campaign was rolled out across all Prange 
markets, globally, during 011zJ

Marketing Director
the Monday :ottery vChariot |k Flcf 2 Uun 011% 4 Uul 011-

A market listed Nnternet start4up that retailed & marketed lotteries online 
on behalT oT –1 |H charitiesJ Marketing Director reported to ChieT (.ec4
uti)e 
jBuilt & led a team oT e.ternal agencies to concei)e & launch the Monday 
:ottery in si. months 
jDesigned & deli)ered the launch sales & marketing strategy, includingO 
lottery game design, pricing, priQe structure as well as the plans Tor 
getting, keeping and growing customersJ 
j:ed the de)elopment oT the launch communications plan working with 
agency teams led by M&C SaatchiJ Nncluded all FR, AI:, & BI: von & 
o"inefJ Attracted cJ 0-1,111 registered customers with sales oT /6Jzm in 



Lrst +1 daysJ Brand awareness peaked at z%q and FR co)erage included 
Tront page lead story on Ihe Iimes newspaper v:ondonfJ 
jFart oT team that built the eCommerce platTormJ SpeciLc responsibility 
Tor optimising the customer ;ourney Tor the online lottery game in the 
conte.t oT regulatory constraints & NI capabilitiesJ

Marketing Director
W.t Flc 2 Eeb 0116 4 Uul 011'

EIS( listed, technology licensing company with uni3ue 8at panel audio 
technology Marketing Director reported to ChieT (.ecuti)e 
jNmpro)ed e£ciency, e ecti)eness & coherence oT marketing acti)ity, 
signiLcantly reducing costsJ 
jDe)eloped W I as an ingredient  brand & built communication strate4
gies across multiple stakeholder groups including in)estors, customers 
and consumersJ Nmplemented strategy across all media and channels 
jAppointed head oT business unit with Qero sales and lack oT market 
Tocus and in 6z months deli)ered signiLcant business wins and on4going 
re)enue streamJ 
jReLned )alue proposition & implemented roadmap to secure sales in 
toy & promotional markets, signing licenses with Mattel NncJ & Smur4
Lt4Stone Container Corporation, respecti)ely world•s largest toy and 
packaging companies 
jDe)eloped Soundpa  loudspeaker productJ NdentiLed need to change 
the product design5 co4opted W I engineers and scientists5 licensed 
manuTacture in China at reduced cost5 secured P(M to market productJ

Senior Vice President – Global Marketing
N.l, NncJ 2 Uan 6777 4 Uan 0111

Recruited to ;oin xlobal Nnternet consultancy ad)ising Eortune %11 com4
panies on eBusiness Senior Vice Fresident  xlobal Marketing, reported 
to the ChieT Marketing P£cer, managed team oT –1J 
jBuilt the global marketing operationJ Managed its acti)ities across the 
|SA and (uropeJ 
jDe)eloped brand positioning and communication strategy, globallyJ Nm4
plemented strategy across all ad)ertising, FR, design collateral, thought 
capital generation, Nnternet and trade show acti)ityJ 
jDe)eloped positionings and business de)elopment strategies Tor L)e 
industry practice groupsJ

Head of Brand Communications
Frudential plc 2 Uan 677- 4 Uan 677z

Geadhunted to de)elop and implement the brand strategy Tor the |H•s 
largest insurance companyJ Gead oT Brand Communications reported to 
Marketing Director, managed team oT eightJ 
j:aunched Ihe Man Trom Ihe Fru  campaign on4time and on4budget, 
AI: & BI:J BudgetO |SX +1m, 
jDro)e Frudential•s sponsorship and branding oT the 677z Fru Iour, a 
round Britain cycle race, 
jDe)eloped communication strategy Tor Scottish Amicable Tollowing its 
takeo)er by FrudentialJ 
jFart oT team that de)eloped the proposition and brand name Tor (gg 
bankJ

Management Supervisor, member of Agency Board
Saatchi & Saatchi 2 Uan 67zz 4 Uan 677-

Uoined the account management Tunction oT one oT the world•s leading 
agencies as a graduate traineeJ Management Super)isor, member oT 
Agency Board 
jGelped build the Visa brand across (uropeJ Managed its award4winning 
ad)ertising account across (urope, o)erseeing the de)elopment oT ad4
)ertising on a Fan4(uropean & country speciLc basisJ Eee income |SX +m 
pJaJ 
jWew business wins includedO Diageo 4 Bailey•s Nrish Cream5 Flayboy IV & 
the Nrish Eood Board 
jPther clients includedO Frocter & xamble vArielf5 Mars vSnickers, Iunes, 
:ockettsf5 xillette vRight xuardf5 :enscraTters5 the 6770 Conser)ati)e Far4
ty election campaign5 the Eamous xrouse Khisky5 FowergenJ Pther


