Laurentiu Curca
Summary of work experiences

1991 – 1992  SALESMAN for FUN RADIO 

Fun Radio  was one of the first capitalist enterprises in Romania, in a time when little investment poured in and the economy was entirely still centralized, communist. Mr. Curca did this job while still student in the terminal years, to complete his revenues. While working as a salesman, he did the following;

· Developed the first standardized presentation for the radio;
· Did phone calls prospecting, cold calls to new prospects;
· Signed contracts with 80 new customers (average 5-6 contracts / month);
· The most successful contract, with Loto Pronosport, of about $40,000 / month, actually saved the radio station from financial bankruptcy.
He became the most proficient salesman in the team, bringing more than 50% of the radio revenues.
Even though challenges high, the satisfaction and learning opportunities were low. Therefore he decided to move on and accepted a sales position at the Romania representative of Radiodection Bristol.
1993 SALES ENGINEER for RADIODECTION BRISTOL 
Mr. Curca gained his first professional experience in the commercial department of the Romania division of Radiodetection Bristol, where he worked on equipments for detection of underground networks (buried) range of products.  More specifically, he was responsible for :

· Preparing the launch plan, the sales presentation to the customers, sales analysis and the monthly presentation to the UK headquarters;

· Preparing the first research questionnaires and trade analysis;

· Preparing the sales budgets required to support commercial operations;
· Implementing innovating direct marketing activities. Specifically, he developed from scratch the customer database, which was used for sampling and prospecting purposes. Consequently, he did a direct mailing operation, covering all 800 prospects;
· Part of the team who adjusted the products to the specific Romanian customer needs;
· Developed a network of contacts;
· Delivered presentations and closed contracts;
· Developed and delivered the first professional training for the equipments users.
While in this position, Mr. Curca was able to close contracts up to 400M $, within less than one year, mostly with old style underground buried networks, as Romtelecom or Electrica.
For better career opportunities, he then joined Procter & Gamble, as the first Sales Representative / Key Account Manager in Romania.
1994 – 1995
 Procter & Gamble Sales Representative / Key Account Manager for the Bucharest region 

Mr. Curca has been among those who started the P&G business in Romania, being the first Romanian manager of P&G Balkans. In this position he was responsible from the beginning for most of the sales to the key customers and importers, and was instrumental to ensure the transition to an unique P&G national distributor, Interbrands Marketing & Distribution.
He  basically started the Bucharest region retail business from scratch. From 9 customers and $M100 / month and went up to 130 customers and 1.45MM$, while another 150 customers he opened and transferred to the direct distribution sales (van selling).
Reporting to the Balkans Sales manager, Mr. Curca was responsible all the business with the big  customers, among others: 
· selling volume;
· helping the trade resell through pricing, recommendation and promotions;

· building goodwill and creating a professional impression with the first-time P&G customers;

· developing and upgrading the distribution network; 
· Dealing with complaints from various stockists, importers and direct customers
· Implementing promotions, price reductions and short time promotions 

· negotiating trucks loads sales to various importers;

As things he did:

· Kept track of all potential and in coverage customers and their performance - volume, distribution, pricing, promotion execution;

· Smoothen  and solved the issues related to losses, shortages, mistakes of delivery, and others of this kind;
· Ensured that the main stockists practiced a proper rotation of stocks, according to the ‘first in, first out’ principle;
· Analyzed sales volume and related costs for the region covered, monthly;
· Developed sales plans in agreement with the stockists / importers and their management;
· Executed shelving and merchandising activities, including set up the standards for shelving and merchandising, design and conduct the merchandising initiatives
· Tracked the status of all merchandising materials in coverage;
· Tracked receivables regularly for the stockists
· Organized a control system for receivables together with the distributors; (Interbrands, Barter Gruppe, Misaco).
Besides the typical sales responsibilities, Mr. Curca took care also of various typical trade marketing, marketing and business development activities:
· Lead the first in-store research / shopper behavior on shampoos;

· Developed the sales concepts and presentations and then introduced / listed to the major accounts 4 new ranges of SKUs: Always, Pampers Head& Shoulders, Oil of Olaz;

· Signed the first contract with a  chain of pharmacies (the estate one, Centrofarm);
· Designed and implemented the first launch of a brand (Oil of Olaz) together with the advertising agency (Saatchi & Saatchi);  

· Opened and transferred customers in wholesaling centers, and in 5 counties: Ploiesti, Pitesti, Teleorman, Giurgiu, Ialomita, Dambovita.
On the organization building side, Mr. Curca:
· Interviewed and trained (basic in-section training) three new sales reps;
· Developed the reports, price list and productivity tracking documents;
· Had first supervisor responsibilities, having an assistant and a Sales Rep reporting to him.
Having successfully completed all the above tasks, he was promoted to the position of Supervisor in Brasov.
July – October 1995 AREA SALES SUPERVISOR for Brasov branch
The position of supervisor was a major challenge for Mr. Curca, and the first time when he had supervising responsibilities, for a mixed team of distributor / Interbrands and P&G salespeople on top of managing a $500M business . In this position  Mr. Curca lead the people and managed this business, hired and trained people, setup working procedures and measurement systems, organized the sales force, setup performance standards. He reported to the Sales Manager of Romania.

Mr. Curca took this business and significantly developed it. In order to do this, he:

· Formed and implemented a successful receivables reductions strategy, such measurement tools, and bonuses for lowering the credits;
· Organized the sales activities sales operations, daily procedures and routes;
· Setup sales goals, targets and quotas;
· Developed and sent a strong-single minded message to is team of salespeople;

· Kept track and control of shipments and orders for the branch;
· Prepared sales forecasts and predictions for the region covered;
· Personally negotiated the nomination of 3 sub-distributors in counties uncovered previously by the Interbrands sales force.
During his management, the total Brasov business increased 3 times, from a monthly $M80 to $M260 contributed 9% of total Interbrands Sales (the second branch in the country).

Besides building the business, Mr. Curca focused also on adding value to its organization:
· Trained the van sales representatives; setting up and writing the first sales training in P&G;
· Hired a team of 11 merchandisers, and 5 van sales reps;
· His leadership qualities are proven by the fact that out of his team of 8 sales reps, 6 became further supervisors and key account managers. 

As P&G prepared an aggressive plan to gain leadership in the small and medium size outlets by direct distribution (van selling) and an energetic person was needed to setup this part of the business, Mr. Curca was promoted as a Distributor Operations Coordinator for Romania.
1995 - 1996   
DISTRIBUTION OPERATIONS COORDINATOR for Romania
Reporting to the East Balkans Sales manager, Mr. Curca was accountable for:

· developing and implementing the current best approaches for Van Selling;
· overall sales coverage for the P&G’s external distribution system capacity; 

· delivering superior in-store presence through the dedicated distributor partners;
· responsible for defining multifunctional work process that maximize our initiatives speed and success rate;
· contributing to the construction  of Interbrands and of the second biggest national van (=distribution vehicles) fleet in CEE;
· purchasing all the equipments and reapplying the knowledge learned in Poland. 

In this position Mr. Curca:

· Delivered distributor partners and customers volume, costs, profit and sales fundamentals goals via designing and ensuring execution of the distributor operations department;
· Setup annual initiative calendar & organization capacity planner for the distributor;
· Prepared sales forecasts and predictions of the market trends;
· Developed the first two business plans, together with the importer, including the annual one for the ’95-’96 fiscal;
· Developd the cost model together with the distributor; 

· Deployed the first standardized direct distribution calling procedures; 

· Designed the branches infrastructure for the distribution in Romania; developed the Interbrands infrastructure (from a network of  9 branches to a 22 – at that time - );
· Negotiated the acquisition of the van fleet and all the necessary equipments;
· Created the concept of “small warehouse system” that has been further implemented by Interbrands (the national distributor for P&G);
· Volume sold through this channel increased, over 10 months to from 17% to 50% of the national business;
· Simultaneously, the total business went up (+30%);
· Costs saved through negotiating and wise purchasing was of about $450M.
For outstanding results Mr. Curca was awarded with the President Award (the highest distinction in P&G). 
As this project ended, he was promoted to the Unit Manager position for Bucharest.
1996-1998 UNIT MANAGER for Key Accounts business, then UNIT SALES MANAGER for Bucharest Unit and DISTRICT  SALES MANAGER for East Romania Region
These 3 successive assignments consolidated Mr. Curca in field experience, and confirmed him as a champion contributor to P&Gs objectives. Basically all the businesses he managed  proved to increase 2-3 times, while solid organization performances left behind. 
During this time, on top of the responsibilities he did before, some others have been added:




· Setting goals and objectives/ channel, brand, sales reps, region/ branch; 

· Analyzing sales volume, costs and profit and take measures, regularly;
· Establishing sales quotas for each sales rep; 
· Setting  of coverage territories, develop sales plans in agreement with the stockists / importers and their upper management;
· Keeping track of all potential and in coverage customers and their performance - volume, distribution, pricing;
· Tracking the status of all merchandising materials in coverage, setting up the standards for shelving and merchandising, design and conduct the merchandising initiatives;
· Developing the distributor network of branches, interviewing and hiring; most of the P&G and Distributors sales managers; 

· Building distribution business for the key accounts and wholesalers though hiring , training, coaching and leading;
· Tracking receivables regularly for all the stockists in the region covered / then in the country, as per each region/ branch / salesman.
 And some achievements, as well:
· Reorganized the direct van distribution business in Bucharest;

· Created and implemented new procedures and systems;
· Lead and managed the sales team; initially responsible for a team of  5 key account managers up to 109 people: account managers,  field salespeople and office personnel in 6 branches;
· Developed a new promotion system for key accounts customers ensuring a transparent system and giving clear incentives to these accounts;
· Redesigned the roles of the Area Managers and Sales Reps, including designing new job descriptions and controls;

· Organized a control system for receivables and productivity indicators for salespeople;
· Restructured support logistics (new people, new functions, new processes).   

· Under his initiative and leadership, he tripled its size of the company business (also with a the co-operation of the newly involved marketing department).

As business results, we can mention:
· Within 3 years (Aug. ’96 – Dec ’98), key account business grew from $0.7MM to $2.3MM and Bucharest business from $1.2MM$ to a peak in Dec.’98 with $3.1MM driving the country growth

· Within 7 months (April – December ’98) the van productivity turned around from a monthly  sales of $14.3M/ van to $28.6M /van, and the total van (=distribution units) business from $200M/ month to $770M/ month. 

· Reached the highest productivity (sales/call, #calls/ day, #SKUs sold/ call) among Central and Eastern European countries.
During this time, Mr. Curca was nominated for ‘Sorin Mustetea’ prize (the award for the Balkans region) –twice. Towards the end of 1998 he was promoted to the District manager position for East Romania Region, then moved up in a special trade marketing assignment in London.
1999 -  2000
CUSTOMER MARKETING MANAGER for EUROPE (East & West), Oral Care   PROCTER & GAMBLE TECHNICAL CENTRES EGHAM, UNITED KINGDOM
While in this position, Mr. Curca was responsible for the whole Trade marketing department of P&G Oral Care including the West European business, with a turnover of $600million. Furthermore, he was responsible and coordinating for a headcount of 13 in marketing and 21 in sales, as well as he was the team leader for the European region for the Blend a med, Crest, Ipana and AZ brands. Also this position involved product and conceptual design responsibilities.

Major achievements include:

· Initiated and managed the transition from stand-ups to cartons;
· Developed concepts and standard presentations for the regional MDOs. Launched 4 major concepts and 2 new products;
· Managed transition through the Russian financial crisis;
· Launched the toothbrush business across CEE;
· Developed the sales strategy for the new Complete product. Mr. Curca’s team achieved to change the product’s cost structure increasing its profitability by 6%;
· Launched 3 successful line extensions, and supported the Blend-a med brand with a new communication strategy, under the multibenefit and ‘health of the whole mouth concept’;
· For Dual AZ communication strategy he used visual demos, proven to be effective;  

· Formed and implemented a successful strategy for the low tier segments in CEE, including smaller size packs, and ‘base +’ dual benefits;
· Developed a new pack artwork with very strong visuals;
· Developed a set of standardised merchandising materials;
· Developed and implemented intensive a library of effective promotions to be used in the upper and lower trade;
· Diverted the Clorhexidine business (part of the team);
· Created a network of European managers, connected through an informational system, to ensure a smooth deployment of all the central decisions and plans and continuous field and regional feedback; 

· Organized 2 training sessions and a meeting with all the managers responsible for the OC brands in Europe;
· Created the sales concepts for 6 initiatives, with all the sales guidelines and action plans;
· Together with the logistic department, established a set of ground rules for goods transfer among former CIS countries;
· Contributed at the creation of the Shopper Research department  for CEE.

· Contributed  to the design of shopper profiles for both WE and CEE spaces;
· Lead the first coordinated shopper research for the dentures category;
· Helped developing a coherent European perspective by aligning thinking and experiences from all countries; 
· Worked with the logistics department to ensure the simultaneous launch of an initiative across Europe;
· Part of the team who delivered 3 major product and conceptual reformulations and 2 new products in 16 months;
· Doubled total turnover for the dentures categories (Fixodent) in 1999. from $13 to $24 million;
· Achieved for the year 1999 a volume growth of +1.6% vs. previous year (all OC brands) after 2 years of decline.  At the same time, profits for year 2000. were estimated to be +20% vs. average past 5 years (1995-1999).

To further enhance his professional career, Mr. C decided to explore a more entrepreneurial environment and therefore accepted an offer made to him to take over the Yugoslavian market, where the P&G business was severely damaged by the post – war effects.
June 2000 –  Jan 2001 PROCTER & GAMBLE COUNTRY MANAGER YUGOSLAVIA 
Under Mr. Curca leadership, Yugoslavia had an amazingly productive 6 months: by putting in place and  revitalizing  business and call procedures, reapplying and implementing systems, reorganizing the data collection and measurement tools,  rebuilding the moral of the organization and the structure of the organization itself they got the best business results in Yugoslavia to that date. More, this  happened turbulent and volatile times, within an old and collapsing political system and in a country facing serious and continuous economic problems. 
Reporting to the Balkans General Manager, Mr. Curca had the following responsibilities and achievements:

· Leading the business conduit and the Distributor sales force in Yugoslavia (up to 60 people);
· Redefining and implementing  work systems, with clear responsibilities, and targets;
· Supervising the marketing activities; monitoring the competitive activities; negotiated media purchase for Yugoslavia;
· Creating a coherent plan to survive the post –war effects and efficientize the business.
The actions that Mr. Curca took were:

· Developed a sustainable and volume oriented compensation systems for the van selling;
· A new  reporting systems as to have a clear control and understanding over the big volume and big customers;
· Regular training sessions and extensive in field training;
· Regular competitive information and reports;
· The customer base / universe of stores/ routes and journey plans;
· Develped transparent and respected trade terms, cash discounts and brackets;
· Clear  organization structure and responsibilities and a clear relation between the compensation and effort/ results/ productivity factors/ numbers;
· Initiated working with big retail chains;
· Developed a new pricing control tool, especially in the wholesaling chain;
· New price lists, in a more attractive format, and clear procedure and responsibilities on who and how the price lists are issued;
· Developed a full territorial coverage, with all potential customers covered and no “black holes” in our territorial distribution; 

· Measurements and communication tools for all key productivity factors, number of customers, number of calls, SKU distribution sold;
· Control over the big wholesalers, now called by the KAMs/ SRs as opposed to the “warehouses” (= random, unregulated calls);
· Inventory of all the merchandising materials and the POS status in the warehouses/ vans/ customers;
· Monthly business review for vans, for each region, daily van records check, daily objectives for vans, in YUD;
· Monthly calendars for the supervisors, with 4 days/ 5 in the field;
· Weekly distribution passport, measuring distribution performance against the distribution passport;
· Daily results writing on the wall, for each VSR, at the end of the day (effective calls, number of customers., number of new customers, distribution sold, value sold, number of pieces sold);
· Clear monthly objectives/ each section, overall monthly objectives for productivity factors;
· Tool to measure DPSM for each call by the supervisors; results from this tool printed on the wall;
· Tracking of receivables, daily;
· Tracking of productivity factors, daily; and their implication on the hypothetical bonus at the end of the month;
· New bonus system, clear and in direct relation with performance/ productivity factors;
· All sections/ coverage plans on the wall; monthly readjustment of the coverage plans;
· Setup of morning meetings, before leaving the warehouse;
· Flexible warehouse procedures, as to meet the needs for vans working extended hours;
· Recommended prices written by hand on each invoice to a new customer and after a price modification;
· New, selling line by line selling sequence, with the  customers;
· System of  warning and fees (up to 10% from the bonus) for the VSRs not following the DPSM objectives, and not using properly the racks;
· New set of working tools, updated (customer cards/ call history, plan slips, journey plans, customers list and their classification, new weekly sales report with new DPSM objectives, sum up of the WSRs at the end of the month);
· New sections, new routes, new journey plans as to cover 90% of the geographical space of Yugoslavia;
· PSF format presentations;
· Monthly/ bi monthly days in the field together and regular in written feedback;
· A system of assessing a transferring customers to and from van selling (A customers and wholesalers taken over by the  KAMs, B customers and small wholesalers delivering below 100 cases/ month transferred to the vans);
· Standardized shelving as a shelving measurement tool;
· Competitive information tools, and monthly reporting on the competitive situation;
· Monthly meetings with the managerial team;
· Monthly trainings on specific business topics (closing sequences, PSFs , handling objections, financial terms);
· Shaped organization with 30 vans/ 5VSSs/ 5 KAMs or SRs, one spare VSS for each region;
· Clear holidays and vacation planning for all the managers and the entire sales force;
· Written HR policies for the distributor; 

· Redefined and apply all internal controls for the distributor sales  force;
· Rebuilt the moral of the troops through an ethical behavior and a transparent decision process.
The results were:

· A consistent  volume increase within 6 months: P6M index 278 vs.. same period last year, P4M index 235 vs.. same period last year), and tracking $33 million at the end of the ’00-’01 fiscal, 138% vs. the initial objective; a healthy, linear volume evolution, leading to a volume in the range of $3.5 million / month;
· Increased volume (in statistic units) from an average 80 to 128 in a matter of 3 months (from $22MM to $29.7MM, van volume  from $14.1M to $29.2M per vehicle);
· Van selling volume delivered a net increase vs. P6M (index 105, 154.85 vs.. 147.07);
· the total number of customers called from 4,205 in April to 5,319 in January; from 90.3 customers average/VSR in April to 116.81 customers; 

· Achieved  #1 position in Yugoslavia across all competitors, with dominant market shares (est. 72%).
Despite these results, proving Mr. Curca exceptional entrepreneurial capacities, he’s been offered a further position as the Customer Marketing Manager for Balkans, based in his home country, in Bucharest. As this came not only with less challenges (Mr. Curca held the similar position for Europe), but with less money as well, he decided to pursue some other opportunities, and accepted a GM job with the edible oil produced Muntenia, who just changed  ownership.
Jan- August 2001
“MUNTENIA”  SA BUCHAREST ROMANIA

GENERAL MANAGER / BOARD ADVISER
With responsibility for a major FMCG company and its sales, marketing and trade marketing activities and a headcount of 14 people (9 in sales, 3 in marketing and 1 in trade marketing) and a turnover of 12 million, Mr. Curca reported the owner / shareholders committee, and was in charge with creating and implementing ways to work and do business as to increase productivity and bring the factory back to black.
More specifically, he:

· Incorporated and integrated the retail division into the sales division (within three months);
· Developed a new discount system for key accounts customers ensuring a transparent system and giving clear incentives to accounts;
· Developed the concept for 3 new products;
· Improved the current artwork by adding on pack written benefits;
· Established the distribution department from scratch;
· Doubled total turnover within 2 months, from 600M to 1,100M, via pricing change;
· Making a first product cost assessment, evaluating financials and developing budgets;
· Defining marketing and sales strategies; creating a marketing mix within available budget;
· Defined a working frame with the distributos and developed the first network of key account managers. Hired and trained 4 sales people and 2 brand managers (plus administrative personnel);
· Doubled the volume in the first 3 months vs. P6M average;


· Reorganized the personnel structure and defined the key roles and responsibilities;
· Fix the cash flow problems by enforcing clear and transparent trade terms and conditions.
Despite engaging into hard work and delivering results, and despite repeated requests, Muntenia management failed to sign a working contract and pay the corresponding package and salary, as mutually initially agreed. 
Noticing this, and realizing that something is not as it should be, Mr. Curca accepted a part-time brand development project with Nestle, that shortly after became a special project assignment. The cooperation with Muntenia ceased over the summer of 2001, because of non-payment of the salary. Mr. Curca decided not to pursue this issue in justice, because of personal image reasons, and focused on the next job, with Nestle.

June – December 2001
NESTLE ROMANIA
Reporting to the GM, Mr. Curca was held responsible for a marketing project: a group of new products (brand extensions under the umbrella brand of Maggi) to be launched. Mr. Curca. lead the project and got involved in all stages of it, from market analysis to the actual design of the package, product formulation, media plan, profit analysis, communication development. He was responsible for the future volume, P/L, market shares evolution for the developing brands. This project expected to deliver a cool $10m / year, at an initial marketing budget of about $1,600M.

Through research, Mr. Curca identified the following issues: 

· the communication plan for the mother brand, Maggi;
· there was a loss of volume that was consumed through new products in the market (i.e. Knorr). 

Mr. Curca re-launched the mother brand Maggi with a new communication strategy targeting household decision makers and proposed the development of a new product, based on a technology producing granules, recently patented by Nestle.
In the same time,  he developed an innovative trade promotion for Maggi Base soup (the first scratch and win promotion in the market). The new product (a seasoning product called ‘Secretul Gustului’ achieving a 9.7% market share in 12 months, after launch, and established itself as the second seasoning brand in the market with an average 20% market share.

Temporarily, he was in charge with the developing and operational running of the Customer Service Dept., forecast, supply and deployment to the distributor branches, and all the logistic activities related to the wafers factory in Timisoara.
In this position, he:
· Organized the business activity into projects with clear CPSs, deadlines and responsibilities;
· Lead a saving project up to 6.8 bnROL during 3 months;
· Lead a “cleaning” operation in order to balance physical and computer stocks;
· Redesigned the logistic flow factory – distributors. 

Although the job was challenging and consequently rewarding, Mr. Curca felt he doesn't use his full capacities, and entrepreneurial skills. Therefore, he closed the project in November 2001, and found a consultancy business, together with 2 colleagues (one specialized in trade marketing, and another one in market research). The business proved profitable from the very first month (with a re-engineering contract for Topbirotica) and from now on, the consultancy business was the name of the game.

2002 -2005 CONCEPT MARKETING & VANZARI,  CONSULTANT on sales, distribution, trade marketing and product development projects + training development.
As a consultant, working for a specialized consultancy business, Concept Marketing & Vanzari, Mr. Curca worked various projects, mainly in distribution, sales reengineering, trade marketing setup. He is one of the senior partners and also in charge with the overall business administration.
CONCEPT MARKETING & VANZARI is a small distribution and sales consultancies in Romania and one of the top 10 specialized consultancy companies in Romania.  Mr. Curca was one of the co-owners and initiators of the business, trying to operate in a very new category of services, as a highly specialized consultancy.
Mr. Curca is responsible for the coordination of consultancy in marketing, sales, trade marketing, logistics, customer service, quality control and research activities, as well as for any new co-operation – and business development activities of the company.  Further, he is responsible for the strategy development and the marketing planning and  the relationship with Dufa, Valrom, Romdrinks, Elite and Beiersdorf (which accounts for 70% of the company’s turnover).  Mr. Curca managed to organize the customer service and commercial departments, recruiting 4 senior people in key knowledge positions, and arranging collaboration contracts with other 11. He manages a total of 29 people, the vast majority high level specialised managers.

Main achievements:

· Developed a market approach strategy.  Under his leadership the company focussed its efforts behind its core expertise of distribution, trade marketing and product development that offered higher profitability and potential.   Such, the company business managed to double year- by-year, from 24M in 2001, to 57M 2002, 118M 2003, 238M 2004and estimated 260 this year.

· Implemented a number of innovative plans.  Selectively, a few of them are:

· A standard set of offer chapters, that can be then used to form a fully fledged offer for various consultancy projects.

· A new evaluation system for distribution performance

· A standard way of concept development

· The setup for a trade marketing department for a medium size company

· Developed two new products for the Romanian market: a standard training program for individual managers, just launched, and a specialized magazine for sales people, which have not been launched yet.
Some of the projects Mr. Curca has been involved in are:

· TOPBIROTICA ROMANIA, 2000 -2002 Reengineering, Positioning, Expansion Project

· ERBASU CALZE & COLLANT, 2000 -2002 Reengineering, Positioning, Distribution 

· FILDAS, BINDER GRUPPE, ELITE SERVICES, PAGINI AURII, VINCON, 2002 -2005, Various Trainings

· VALROM INSTALATII ROMANIA, 2001 -2005 Training, Trade Marketing Department 

· ELITE ROMANIA, 2002 -2005, New Brands Department

· DUFA ROMANIA, 2002 -2003 Reengineering Distribution Project, Strategic Planning

· PREFABRICATE VEST, 2003, Strategic Planning

· EUROCAFE - ROMDRINKS SA, 2003 New Distribution Setup Project

· REX2000 DISTRIBUTION, 2002 -2005, Reengineering & Distribution, Training

· FALCON ELECTRONICS PROD, Reengineering, Distribution, Training Project

· GRIM, 2003, Organization Setup

· BEIERSDORF ROMANIA, 2004-2005, Special Trainings, Personnel and Distributor Evaluation

· SIRV Titu, 2004, Assessment & Logistical setup

· VIPA INTERNATIONAL, 2004 -2005, Reengineering Distribution Project

· RO GRUP, 2003 -2004, Training & Organization Engineering

· ASTERA ROMANIA, 2004, Key Accounts, Assessment & Distribution

· COMPANIA DE PAZA, 2004, Branding

· NUTRISOL, 2004-2005, Strategic Planning

· MAGAZINUL PROGRESIV, 2005 Distribution Conference

· MIKE DISTIRBUTION, 2005, Market Analysis, New brands launch

· PRINCIPAL CONSTRUCT, 2005, Reengineering, Strategic planning, Branding & Distribution

You have further some samples of a successful consulting work:
Jan. 2002 – 2004
 Topbirotica, Romania
· Working directly, with the owners and initially hired for a period of five months, Mr. Curca was the project manager for the re-engineering of the third office materials supplier in Romania, with a business of about $3.5 million; 

· For this project, he led a multi-functional team with people from Marketing Sales, IT and HR. He prepared a three-year business plan and proposed new investments (geographical extension and a new B2B division), a new logistics process and new communication concept strategy;
· He also developed a  training program for the sales force and went along with systems implementation, inventory, service repositioning, and territorial expansion. He reorganized the flow of goods, people and information, and consolidated the overall activity into several distinct projects to work;
· Mr. Curca reshaped the organization, hired a new commercial manager, developed a marketing department, and made the first P&L for the business;
· Topbirotica’s sales went up to 6 million Euro, while net margin stood at 15%;
· Topbirotica is still a customer of Concept MV – currently we are doing an operational and financial audit in order to sell it to potential foreign investors.

Nov. 2002 – 2005
 Dufa Romania, Distribution, Reengineering, New brands
· A German Romanian joint venture, a 10 million business, with a 1.3 million marketing  budget, acting in the paints industry, Dufa, under the consultancy of Mr. Curca, made a step change in the relationship and way of doing business with its customers and distributors. Mr. Curca implemented a number of changes that increased the level of service provided, in line with the expectations of the company;
· After 3 years of continuous increase in sales and profits, with an increase in the market share from 21% to 28% Dufa has been sold recently to an investment fund. Formed and implemented a successful strategy for distribution  and a new consumer approach;
· Defining a benefit segmentation communicated to consumers on pack;
· Developing a relevant message to the core target, proven to work;
· Developed a new trade marketing department, an initiative calendar, intensive and impactful on-pack consumer promotions, retail promotions, new compensation systems for the sales reps, productivity factors and contracts for distributors;
· Personally negotiated with the potential new distributors to start working with Dufa

· Grew the market share for   Superweiss from 20% in 2002 (No. 1 position) to 37% at the end of 2005 (still No.1 position;
· Launched 3 new products;
· Setup merchandising standards, procedures, performance measurements for the sales and merchandising team;
· Developed a new product (Danke) to compete …..  in the mid tier market achieving a 16% market share in first 12 months after launch;
· Trained one brand manager, one trade marketing manager, the entire sales Nov. 
2003 – 2005 Romdrinks Romania, Distribution, Reengineering

Consultant with responsibility for 3 FMCG companies and their sales, marketing and trade marketing activities. Mr. Curca reported to the General Manager and was also a member of the Management Board.  
More specifically, he:

· Started the HoReCa Division;
· Re-shaped the distribution, from 40  to 6 regional distributors;
· Re-positionend some of the Romdrinks brands: Biborteni, Ackerman;
· Launched 15 new products for existing principles;
· Acquired the Principal brand for Romdrinks group (turnover: 12 million);
· Developed a new discount system for key accounts customers ensuring a transparent system and giving clear incentives to accounts;
· Established the trade marketing department from scratch;
· Doubled total turnover for the period 2002 to 2004, from Euro 70 million  to Euro 160 million;
· Tripled new profits for the period 2002 to 2004, from 13 million to 37 million

· team.

2003 – 2004
 Elite Romania, New Brands Development
Mr. Curca was responsible for the development of 2 products / brands: seeds & nuts Delis, and biscuits Merlin. These products account for a together 6 million yearly sales.

He reported to the General Manager and had one Assistant Brand Manager reporting to him and 3 project managers.

Main achievements:

· Changed the company’s focus and investment from coffee only to the Delis brand; After conducting research, Mr. Curca found out that the product was not appealing to the Romanian consumers, the communication used was not relevant, and that Delis was not meaningful and appealing to  consumers.  At that time, the company was not investing enough behind this brand.  Mr. Curca recommended to shift focus to Delis product quality and developed the strategy that resulted in a 16% market share in six months;
· This change was very successful and addressed the challenge that related to the Romanian consumer who didn’t like the freshness of the product;
· Designed and developed the first biscuits and cookies brand: Merlin.
POLYTECHNIC UNIVERSITY BUCHAREST, 1987 –1992, B.S.  - Electro-Mechanical Engineering, M.S. - Industrial Management & General Economics

FUN RADIO Bucharest, 1991 – 1993, Salesmen (part time)

MRD (MARCHE RUMENE), 1992 -1994, Sales Engineer for Radiodetection Bristol

PROCTER & GAMBLE MARKETING ROMANIA, 1994-1998, Sales Manager
· 1994 -1995, Sales representative for Bucharest 

· 1995, District Field Representative for Greater Bucharest area

· 1995 – 1996 Area Sales Supervisor for Brasov Interbrands M&D branch

· 1996 Distribution Coordinator in the Multifunctional Team (level 1)

· 1996 -1997, Unit Manager (level 2) for  the Bucharest Unit

· 1997, District Sales Manager ( level 3) for East Romania Region

Procter & gamble balkans,   1996 – 1997  Management College I –II

Procter & Gamble bvba, Brussels, belgium, 1995 – 2000, Education completion, Trainings: Positive Power and Influence Program, 1999 , Customer Business Development College I –II –III –IV, 1995 – 1999, Customer Marketing Core Work, 1998, Continual Learning – Shopping Monitor & Consumer Habits in CEE, 1999, Decision Mapping Process, 1999, Brand Management College, 1998, Marketing College I-II, 1996 – 1998, Global Application Trainer, 1996, Trade Structure & Top Retailers in European Food Business, 1998, People Development College, 1998, Financial Management Workshop, 1996, 1998, Selection & Interviewing, 1996, 1999, Human Resources Management Model, 1996, Team effectiveness Course, 1997, People & Communication Skills, 1997, Efficient Consumer Response – Introduction to Category Management, 1999, Leadership Core Competency, 1997, Managing Inclusion, 1999

Distributor Human Resources Model, 1996, Distributor Operations College, 1997, 1999, Positive Power and Influence Program, 1998

PROCTER & GAMBLE TECHNICAL CENTRES EGHAM, UK, 1998 -1999 Category Manager (Trade Marketing)  for Oral Care Europe (We & CEE) 

PROCTER & GAMBLE YUGOSLAVIA, 1999 -2000 Country Manager
Academy of economic studies bucharest,  Marketing MS, 2006 

CONCEPT MARKETING & VANZARI, 2000 -2005 Senior Consultant
· MUNTENIA SA, 2000, Branding, Reengineering, Distribution Project

· NESTLE ROMANIA, 2000,New Brands Project Manager, Logistic Manager

· TOPBIROTICA ROMANIA, 2000 -2002 Reengineering, Positioning, Expansion Project

· ERBASU CALZE & COLLANT, 2000 -2002 Reengineering, Positioning, Distribution 

· FILDAS, BINDER GRUPPE, ELITE SERVICES, PAGINI AURII, VINCON, 2002 -2005, Various Trainings
· VALROM INSTALATII ROMANIA, 2001 -2005 Training, Trade Marketing Department 

· ELITE ROMANIA, 2002 -2005, New Brands Department

· DUFA ROMANIA, 2002 -2003 Reengineering Distribution Project, Strategic Planning

· PREFABRICATE VEST, 2003, Strategical Planning

· EUROCAFE - ROMDRINKS SA, 2003 New Distribution Setup Project

· REX2000 DISTRIBUTION, 2002 -2005, Reengineering & Distribution, Training

· FALCON ELECTRONICS PROD, Reengineering, Distribution, Training Project

· GRIM, 2003, Organization Setup

· BEIERSDORF ROMANIA, 2004-2005, Special Trainings

· SIRV Titu, 2004, Assessment & Logistical setup

· VIPA INTERNATIONAL, 2004 -2005, Reengineering Distribution Project

· RO GRUP, 2003 -2004, Training & Organization Engineering

· ASTERA ROMANIA, 2004, Key Accounts, Assessment & Distribution

· COMPANIA DE PAZA, 2004, Branding

· NUTRISOL, 2004-2005, Strategical Planning

· MAGAZINUL PROGRESIV, 2005 Distribution Conference

· MIKE DISTIRBUTION, 2005, Market Analysis, New brands launch

· PRINCIPAL CONTSTRUCT, 2005, Reengineering, Strategical planning, Branding & Distribution

In a nutshell: career, expertise, responsibilities:
· Sales background + Brand management experience

· Distribution development & Trade marketing expertise

· Organization development (training, evaluation, recruiting)

· Other projects & qualifications: audit, logistics, market research

· Continuous career, personal development & history of loyalty
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