
 

 

 

 
 

Bushnell Sports Optics Worldwide 
 

 
 After the company experienced eight flat sales years I completely 

revamped their marketing, advertising and sales, leading them to 
three record-breaking years and market leadership. 

 

 Created the first television advertising in their category. 
 

 Developed a joint sponsorship with the National Park System (see 

above ad from National Parks brochure). 
 

 Developed an alternate use for laser rangefinders as a golf aid that 

created an entirely new category for the product and became their 
best seller. 

 

 Structured a new sales program to sell-in products to major retailers 
(e.g. Target, Wal-Mart) with co-op advertising programs greatly 
increasing overall sales. 

 

 Revamped the look and style of the company’s advertising. 
 

 Developed a program to sell outdated or slow moving inventory 

through the company website. 
 

 



 
 

Argent Mortgage Company 
 

 
 Within one year of launching their new company (formerly the 

wholesale division of Ameriquest), the strategic marketing plan I 
devised coupled with unique advertising campaigns propelled them to 
the position of fastest growing mortgage company in America with 

more than $1 billion in monthly sales. 
 

 To position their change of name in a positive way I created an 

advertising and promotion program utilizing famous people who have 
changed their name and gone on to great success.   

 

 Developed/produced multi-media sales meetings and events. 
 

 The second ad campaign included sponsorship of a F2 race car driven 

by the Bobby Rayhal team promoting the speed Argent approves 
loans. 



 

 
 

Mercedes-Benz 
 

 
 This campaign was developed for W.I. Simonson, one of the ten oldest 

Mercedes-Benz dealers in America, to creatively show how long the 
dealership had been in business─it’s older than nylons, television, 

freeways and rock and roll.  The campaign included TV, radio, print, 
outdoor, P.O.P. and PR.   

 

 The campaign helped them dramatically increase sales─from 1050 new 

 cars in 2000 to more than double that figure by 2002, the highest 
 percentage increase in their history.  The campaign was named Retail 
 Campaign of the Year by Mercedes-Benz. 

 

 The campaign was featured in the annual Mercedes-Benz Retail 
Communication Kit and made dealers across the U.S.  

 

 This campaign won more than a dozen major awards for creativity. 
 

 



 
 

 
 

Volvo of North America 
 
 

 Hired to reverse the decline in Volvo sales in the Western Region, the 
strategic marketing direction and multi-media advertising campaign I 
developed was so successful that it was adopted as the national 

creative campaign.   
 

 To counter strong SUV sales by other carmakers I developed the 

Smart Utility Vehicle, a standard Volvo wagon made to look like a 
sport utility vehicle.  It was highly successful and became the 

prototype for the factory produced Cross Country version of the 
wagon. 

 

 Developed the taglines for Volvo:  Volvo.  The safe choice. and Volvo. 
For Life.  

 

 Created and produced major cross-promotions for Volvo with Ralph’s 

Supermarkets, Pillsbury and Bear Mountain Ski Resort, among others. 
 

 
 

 



 

 
 

Mercedes-Benz (Regional Corporate Campaign) 
 

 
 In cooperation with Mercedes-Benz corporate marketing I developed a 

regional test campaign to position the automaker as a lifestyle choice.  

I created the theme-line “A way of Life” as a dual consumer message:  
Mercedes-Benz is associated with a successful lifestyle and it is 

engineered to be a safe automobile. 
 

 Research indicated that the campaign was viewed positively by more 
than 95% of consumers. 

 

 The campaign is available for use to individual dealers as well as 
dealer advertising groups. 

 
 

 
 
 

 
 

 
 



 
 

 

 
 

Mercedes-Benz (retail) 

 
 I created retail advertising for Mercedes-Benz for more than ten years.  

Many of the ads are still being used today. 
 

 The “Peace.  Peace of Mind.” outdoor ad shown above is run every 

holiday season by Mercedes-Benz. 
 

 The “More Panache.  Less Cash.” creative concept has been in 
continual use for ten years to promote Mercedes-Benz pre-owned 

leasing. 
 

 
 

 
 
 



 
 

 
 

Tahiti Tourism Bureau 
 

 
 The number of travelers to Tahiti had declined for three years and the 

account was in review at The Phelps Group.  After reviewing the 
available research on visitors to Tahiti I uncovered the fact that most 
were couples going on their first or second honeymoon or with a 

fiancée or loved one.  I created the theme “Tahiti. Where Love Lives.” 
that led to increased tourism business and saved the account for the 

agency.  The client liked the campaign so much they increased their 
advertising budget 

 

 The theme engendered many creative interpretations including an 
award-winning print campaign and the client’s first foray into 

television. 
 



 
 

Volvo 
 
 

 Volvo has always had a reputation for safe, solid (and boring) cars.  
Upon the introduction of the new, more aerodynamic models I 

developed a campaign to begin reversing this image.  This ad 
promotes the sexier image without abandoning Volvo’s core safety 

message.   The headline “Volvo has always been known for safety.  
Sexy will take getting used to.” kicked off a campaign to help make 
Volvo seem more hip without losing current customers who value 

safety and engineering. 
 

 This campaign ran initially in the Western Region.  Sales increased 

17% the first year and post analysis revealed that potential customers 
were beginning to think of Volvo as being more “with it.”  Many of the 
elements of this campaign were incorporated into future national 

advertising. 
 

 
 

 
 
 

 
 

 
 



 
 

Volvo (Dealer Association) 
 
 

 This ad emphasizes Volvo’s leadership in safety engineering and 
makes it clear that these innovations aren’t add-on, optional items but 
standard features on every model. 

 

 Volvo National abandoned safety as a selling point in their 1997 
campaign in order to be more “hip” and contemporary.  We showed 

them that safety was still important to Volvo buyers.  The national 
campaign fared poorly and they incorporated many of our regional 

advertising positioning points in the next national campaign. 



 
 

Saab (regional retail) 

 
 Research showed clearly that Saab drivers think of themselves as 

“different” from other car-buyers.  Using this important finding I 

developed a campaign using oddball “art” cars as examples of 
“Different Bad.”  Saab was positioned as “Different Good.”  

  
 Both awareness and sales of Saab in Southern California increased 

dramatically.  The campaign was featured in a media column in The 

Los Angeles Times. 
   

 

 
 

 
 
 

 
 

 
 
 

 
 

 
 

 
 



 
 

Baxter Healthcare Corporation 

 
 

 After using institutional sales literature for decades, Baxter Healthcare 
Corporation hired me to revamp and modernize their sales and 
promotional brochures, packaging, and advertising.  Several new 

products were successfully introduced with the literature and senior 
executives at Baxter attributed the new look to helping them increase 

their leadership position in health care. 
 

 Because of the positive response to our initial project efforts in their 

behalf, Baxter Healthcare Corporation consolidated all their advertising 
and promotional literature with Wentworth Advertising & Public 
Relations. 

 

 I helped Baxter introduce more than twenty new products with 
advertising, literature, sales films, P.O.P and public relations. 

 
 

 



 
 

Tenant Healthcare  

 
 

 I was responsible for developing all of the promotional programs for 
Tenant’s many specialty programs.  These programs were then rolled 
out nationally at their member medical facilities.  

  
 This unusual four-page color newspaper ad was part of a campaign 
 that won the Medical Marketing Association’s top creative award.  It 

 consisted of  more than two thousand red hearts, each representing an 
 open heart surgery performed by the local Tenant medical center.  It 

 dramatically  depicted the breadth of experience of the facility 
 compared with its local competitor.  Its success positioned Redding 
 Medical Center as the heart care leader in Northern California. 
 

 This multi-media campaign won the MMA’s “In Awe” gold award, two 
gold LULU’s, a Silver Award in the New York Festivals, a Telly, a Best 

in the West and was named the year’s best PR Program by the national 
Healthcare Public Relations Association. 

 
 
 

 
 

 
 
 

 
 

 
 



 
 

Chevrolet Dealers (Southern California) 
 

 
 My freelance work for the Southern California Chevrolet Dealers 

included the creation of the long-running retail campaign theme “Make 

Your Money Count.”  I also created outdoor for Chevrolet including the 
two-board concept shown above.  The truck board would be positioned 

on the street about a block before the Corvette ad. 
 
 

 
 

 
 
 

 



 
 

The Mammography Center 
Ontario Community Hospital 

 
 

 Ontario Community Hospital needed to get the word out about their 
state-of-the-art Mammography Center.  The multi-million dollar facility 
was infrequently utilized.  This hard-hitting, informational ad ran in 

local newspapers.  Within a week the center had fully booked their 
appointment schedule for a month in advance. 

 



 
 

Baxter Healthcare Corpoaration 
Corporate 

 
 Besides designing and writing their literature, P.O.P, sales videos and 

direct mail, I created much of the corporate advertising for Baxter 
Healthcare Corporation beginning in 1992 until they moved their 
operations to the headquarters office in Illinois six years later.  This 

ad, which I designed and wrote, graphically illustrates how Baxter 
products and services can save hospitals money─their primary concern 

after patient care. 

 
 
 

 
 



 
 

Northstar Coffee Company 

 
 

 I created, designed, built and ran the Northstar Coffee Company.  It 

immediately became the most popular coffeehouse in Santa Barbara. 
 

 Created all marketing, sponsorship and promotional activities. 
 

 Selected all operational systems, including an advanced point-of-sales 
and inventory control program. 

 

 Designed the entire business layout, created the interior design and 
developed the menu. 

 
 Hired and trained the employees. 

 

 Developed and conducted all vendor relationships. 
 



 
 

Extensive Healthcare Experience 
 

 
My experience in health care is extensive and includes: 
 

The Alzheimer’s Disease Institute  Karl Storz Endoscopy 
Baxter Healthcare Corporation   Tenant Healthcare 

National Medical Enterprises   Dentsply (dental implants) 
Den-Mat (professional dental products) Century City Hospital 
West Coast Spine Institute   American Antec 

Staar Surgical Corporation   American Heart Association 
Los Alamitos Medical Center   Redding Medical Center 

Health Net      Mentor Corporation 
Alpha Therapeutics     Abbott Laboratories 
Coopervision      One Lambda Corporation 
 

And VP/Chief Creative Officer of 1Healthcomm, a health care marketing 
communications agency. 

 



 
 

Extensive Automotive Experience 
 

 
I have worked on more automotive accounts (in both management and 
creative roles) than anyone in the United States.  My experience includes: 
 

Nissan Motor Corporation (national/dealers)  O’Gara Coach Company 
Toyota Motor Company (national/dealers)  International Ferrari 

Mercedes-Benz (local/regional/national)  Vista Ford/Lexus/Isuzu 
Jeep Dealers of California     Paul Newman Racing 

Southern California Chevrolet Dealer Assn.  American Isuzu Motors 
Mazda Motors of America (national)   BMW Dealers 
Hess & Eisenhardt armored vehicles   Chevrolet Dealers 
 

 I also founded International Motor Tours, the first specialty travel 
company to take automotive enthusiasts to Europe on V.I.P. tours of 

factories, museums, Grand Prix races and private collections. 
 

 I was part of the team (with advertising legend Jerry Della Femina) 

that pitched for and won the American Isuzu account.  Then we rolled 
it out nationwide.  I also created and ran 23 Isuzu dealer ad groups. 

 



 
 

Extensive Travel Industry Experience 

 
 

I have extensive experience in the travel and hospitality industry, including: 
 

Tahiti Tourism Bureau    Tahiti Beachcomber Resort 

Jules Habitat Undersea Hotel   Renaissance Hotels 
Holiday Inn of Southern California  Marina Beach Hotel 
Konocti Harbor Resort    Hollywood Roosevelt Hotel 

Tahiti Nua Airlines     Tucson National Resort & Spa 
Palm Springs Racquet Club Hotel  The Adolphus Hotel  
 

 I created and ran International Motor Tours for six years.  Motor Trend 
Magazine, in an article about the company (see above), said the tours 

were “everything a car nut could want.”  The article described me as 
an “innovator” in the travel industry.  Our company was the first (and 
only) tour company ever to be permitted to tour Ferrari. 



   
 

Retail Experience 

 
 

I designed, created and operated the most popular coffeehouse in Santa 
Barbara─Northstar Coffee Company and Sausalito, Northpoint Coffee. 
 

 The Business Plan for Northstar won Second Place and a cash prize in 
a national business plan contest featuring hundreds of entries. 

 

 Northstar exceeded $40,000 in revenues the first month of operation 
(making it the top selling coffeehouse in Santa Barbara County) even 

though it has five competitors within three blocks, including Starbucks, 
Coffee Bean & Tea Leaf and Santa Barbara Roasters. 

 

 The Santa Barbara News-Press named Northstar as the Best 
Coffeehouse in town in 2004. 

 

 In addition to owning my own retail business, I have worked with 
literally dozens of retail companies of all kinds─from clothing stores to 

health clubs to auto dealers─to help them increase sales through 

effective marketing and advertising. 

 
 
 

 
 

 
 
 

 
 

 
 



 
 

 
 

 
 
 

 
 

 
 
 

 
 

 
 
 

 


