MARKETING SPECIALIST
I.
General Information & Application Process
A.
Working Conditions & Compensation
Location: Downtown San Diego.  Casual office environment.

Schedule:  Full-time.  Monday – Friday:  Daily start times have some flexibility based on employee’s preference. Lunch: ½ hour to one-hour, based on employee’s preference.
Compensation:  Pay is competitive and is commensurate with experience.

Benefits: Medical, dental, and 401K.  Paid major holidays.  Paid vacation.  Choice of paid parking or paid transit pass.
Travel:  With one exception, no regular out-of-town travel is required.  Attendance is strongly preferred at the company’s national sales-management meeting each year: a two- or three-day program typically held in January, usually in Dallas, Houston, or Los Angeles.  (Attendance could be waived to accommodate very special circumstance.)
B.
Application & Hiring Process


To apply:  Send resume and salary history or requirements, to: ellex10@yahoo.com
Hiring process/timeline:  Those who appear to be strong candidates will be contacted for phone interviews on an ongoing basis as resumes are received.
Following phone interviews, selected candidates will be contacted and asked to come in for an interview.  The position is available to start immediately, but employer will wait if candidate needs to give two-week notice to current employer.

II. JOB DESCRIPTION & DUTIES
A.
Summary
The marketing specialist helps coordinate a variety of national and local marketing programs.  Some of the duties are administrative in nature, but all directly support marketing programs, and all require skillful review, superb coordination, and excellent verbal communication skills.
Under the direction of the vice president of national marketing and in collaboration with the marketing manager, the marketing specialist helps coordinate major programs including direct mail and newspaper and magazine advertising for multiple U.S. markets.  The position is also responsible for certain aspects of database and lead-management, print projects, and other minor marketing activities.
B.
Key Responsibilities: 

Notes:  

(
All job responsibilities described in the following pages are executed under the supervision of and with support from the vice president of marketing.  The vice president develops ad campaign strategies and directs the creative.

(
The two key job responsibilities, display advertising and Valpak direct mail, constitute approximately 50 to 60 percent of the workload.






1.
Display advertising: newspapers and magazines

Working closely with the vice president of marketing, execute the day-to-day activities related to existing and new print advertising in approximately 35 newspapers and several regional and national magazines.  Coordinate all traffic for ads placed on behalf of company offices in multiple U.S. markets.


(
Explain program/answer questions from local office GMs.

(
Assist in researching potential publications for consideration.
(
Help evaluate product rates for value and contract options.
(
Arrange contracts with new publications.
(
Create schedules with local company office.
(
Reserve ad space.

(
Coordinate display ad production to meet ad specs and deadlines.


(
Customize ad content to ensure accurate local information and artwork that meets local market needs and preferences.


(
Review draft artwork with local office.
(
Check ad placement/position for quality control.
(
Review invoices against ad buys for accuracy.
(
Arrange for any needed billing corrections.
(
Negotiate discounts and make goods.
(
Communicate with media sales reps on all aspects related to efficient, successful account management.


(
Maintain records and job files of art and related correspondence.

(
Maintain or supervise the filing and organization of ad tears.

(
Execute related activities as needed.


(
Make suggestions to improve program activities.

2.
Valpak direct mail


Coordinate orders—five times per year—from company offices in multiple U.S. markets for printing and distribution of Valpak direct mail. Coordinate production of artwork for all fliers.

(
Explain program/answer questions from local office GMs.

(
Liaison with national Valpak rep.

(
Manage print orders.

(
Oversee customization of flier to ensure accurate local content.

(
Maintain records.

(
Review invoices against office orders.

(
Coordinate with marketing manager where Valpak program intersects with


Red Plum direct-mail program.

(
Execute related activities as needed.

(
Make suggestions to improve program activities.

3.
Close of Escrow (new homeowners) direct mail: Future Program



Note:  Once launched, this duty will require approx. only 3 - 4 hours a month

Coordinate offices’ participation in a new direct mail program.

(
Obtain orders and distribution parameters from company offices in multiple markets.

(

Explain program/answer questions from local office GMs.


(

Set up new offices in program.


(
Liaison with mail-house and database reps.


(
Maintain records.


(
Track lead results.


(
Review invoices against office orders.


(
Execute related activities as needed.


(
Make suggestions to improve program activities.

4.
RSVP direct mail




Note:  This duty requires approx. only 3 hours a month

Coordinate participation in RSVP direct mail program in several U.S. markets.

(
Explain program/answer questions from local office GMs.


(
Liaison with national RSVP rep.

(
Assist in customizing mail piece for local content.

(
Review billing against office orders.


(
Maintain records.


(
Execute related activities as needed.



5.
Lead management / zip code database management



Note:  These duties require approx. only 3 - 4 hours a month



Work with NMD secretary to maintain and update data in national, zip code database for lead routing.

 


(

Research occasional “problem” zip codes to identify potential offices to which it should be assigned and discuss with GM.



(
Set up new offices in database by researching zips codes for new markets.




(
Liaison with company lead administrator to make updates into lead system.




(
Review lead routing performed by department secretary.



(

Occasionally answer phone calls from customers that are made on nationally





advertised 800 numbers that route to the NMD.

6.
Other administrative marketing functions


Examples of these activities include:
(
Fielding solicitations (phone and e-mail) from marketing outlets (e.g., magazines, internet companies, direct mail firms, ad agencies, radio stations).


( 

Providing logos (in the correct version/color/digital format appropriate for that 
job) to local printers, sign makers, and as needed by individual offices

(
Responding to miscellaneous/unusual/website inquiries (not regular customer leads, which are all handled by the individual local offices) for which no standardized form response already exists.

(
Ordering home show display units for individual offices and arranging shipping and billing.

III.
QUALIFICATIONS

This position is ideal for an individual with two or three years of agency or in-house experience as a marketing specialist, senior marketing assistant, or junior account executive. Experience evaluating and coordinating print buys and scheduling display ads (newspaper or magazine) is very desirable. 
A.
Education

A four-year degree in marketing, communication, business, journalism, or related field is strongly preferred—but is not required if candidate clearly demonstrates that he/she possesses the requisite skills through proven work experience.

B.
Experience


1.
Two to three years experience, either:



(
In marketing/advertising administration (agency or in-house), OR


(
Servicing multiple clients as an account executive/sales rep for a firm such as a:



- mail house/direct mail marketing service; or




- newspaper/magazine, or 

- print-media buying agency, such as a media broker or a yellow-page CMR
AND

2.
Proven experience in project management, with full or partial responsibility for programs that require planning, organization, production schedules, and the coordination of multiple details.


Examples of project management might include the creation and/or implementation or ongoing management of special events, ad campaigns, marketing literature/sales collateral, websites, lead-tracking programs, customer research/market studies, direct mail programs, or multifaceted administrative programs.
AND

3.
Experience in at least one of following activities (or in closely related activities):


a.
Supervising or working directly with graphic artists/art director in activities such as submitting new jobs, including instructions for revisions, and managing the artist’s work flow and production deadlines.


(OR: Completion of coursework or formal training in the principles of graphic design/layout or principles of newspaper/magazine layouts)


b.
Providing account support for an ad agency’s clients (e.g., as an assistant to a account executive or as a junior account executive)

c.
Assisting in the implementation of direct-mail programs or other marketing programs that required activities such as printing, content versioning, placing orders/scheduling drops, and reviewing billing.

C.
Proven ability to:

1.
Manage multiple projects using efficient work strategies to achieve accuracy and quality within deadlines.

2.
Exercise exemplary attention to detail in both verbal communications and in written documents.

3.
Think strategically and logically analyze problems to formulate practical and/or creative solutions to them.

4.
Accurately understand and follow written and verbal instructions/information provided to execute tasks.

5.
Communicate ideas and concepts with a high level of clarity in verbal form—particularly by telephone.  
6.
Create organized, user-friendly written communications, including clear, well-organized documents such as forms, memos, and e-mails with instructions.

7.
Scrutinize written documents to find errors and weaknesses in content, accuracy, clarity, visual presentation, and organization.

8.
Persuade others through savvy negotiation and apply sound judgment of when and when not to be firm, to use humor, use diplomacy, etc.

9.
Perform work with superior level of organization and follow through.
10.
Follow up with a range of individuals (e.g., fellow employees, office managers, media reps) when they do not respond to information requests, deadlines, etc., or respond but fail to provide complete information.

11.
Efficiently research topics and obtain needed information using the Internet.

12.
Use Microsoft Word to create written documents, such as memos, forms, etc.  Use e-mail and e-mail management programs (e.g., Outlook).  Preferred: Use basic Excel.
13.
Apply common sense in all aspects of job performance.

14.
Effectively work both independently and under highly detailed direction.
15. Preferred: Utilize basic principles of graphic design; Understand pre-press/print production process; and photography for print (e.g., output formats, resolution).
IV.
COMPANY INFORMATION


A.
General Background

Our 53-year-old company sells and builds a high-end, family-oriented, leisure-related home-improvement addition. Business is conducted through a growing network of 75 company-owned and franchised sales & construction offices in large metropolitan markets in 26 states and Puerto Rico.  Our core market is middle- and upper-class homeowners.

Within our specific product category, we are by far the largest company in the world.  Our long history of extensive, strategic marketing means our brand carries increasingly strong name recognition around the country.  We are particularly well-known in Southern California, where the company has operated since the Fifties.  We also recently launched a separate e-commerce/mail-order division for product-related parts and supplies.  

As a privately owned business with a decentralized management structure, we operate with the flexibility and innovation of a small business that has the ability to adopt new ideas and respond quickly—and without bureaucracy—to changing market needs.

At the same time, we have many advantages of a larger company, including enormous size (enormous by the standards of our specific industry category) that helps us attract the best talent, and allows us resources and buying power—which extends to our advertising buys—unmatched by our competitors.  At our national management office in downtown San Diego, 40 employees work in an informal, but results-oriented environment.


B.
Marketing Programs
Marketing is paramount to our business operations.  It is deeply integrated into our company culture, and it receives support from the highest-level of company management.  Between the national headquarters and the individual offices, several million dollars is spent annually on advertising and marketing-related activities.

We have well-defined, calculated marketing strategies.  They include heavy use of promotional offers, consistent emphasis of unique selling points, and inclusion of direct benefits to consumers.  Core advertising includes local newspapers and several major direct-mail programs.  Yellow page advertising is used consistently—but with careful planning to minimize costs while achieving needed visibility.

Supplemental advertising includes a small number of national and regional ad buys (e.g., a major airlines magazine), and a variety of small-scale programs, including those coordinated by local offices, such as participation in home shows. Increasingly, we are investing in internet marketing as well.  Other key marketing activities include a broad array of sales collateral, ranging from home show display units, to print items such as brochures, product flysheets, and customer guides. 

C.
The National Marketing Department
1.
Structure

Our current in-house national marketing department (NMD) consists of the following full-time staff positions:

- vice president of national marketing & business development

- marketing manager 

- marketing specialist (position open)

- senior graphic artist

- graphic artist

- administrative assistant to vice president of marketing / NMD secretary

For strategic reasons, with the exception of support services from outside internet specialists and from a national yellow-page buying agency, all company marketing functions are performed in-house with no agency support.


2.
Role and Relationship of NMD with Sales Offices

The NMD’s role in marketing functions varies with offices around the country, as some offices are company-owned, while others are independent franchises.  The services that the NMD provides also vary from program to program (e.g., local newspaper vs. national direct-mail program). 
The NMD manages all major marketing programs for company-owned offices, assists most franchises with certain aspects of advertising—usually for creative—and provides national programs and collateral for use by both company offices and by franchises.

