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LEONORA SCALA      

                   leonora@lscala.com

LEONORA SCALA

218 Sheldon Ave., Staten Island, NY 10312                 718-755-4727                                        leonora@lscala.com

SUMMARY
Experienced financial executive with fashion merchandising and major global brands in Consumer Products, Commercial/Full service banks.
Introduced mass market product revolutionizing “Color” Skincare market share generating revenue $13M.
Diverse product category knowledge in credit, student loan, apparel, accessories, footwear, jewelry, watches, home, wellness, kids, fragrance, skin/personal care and color cosmetics.
Reversed flat trending sales by replicating E-commerce model of “fragrance” direct program generating $11M.
Direct to Consumer mass merchandising “risk model assessment” partnering with supply chain to ensure timely U.S. delivery increasing service fulfillment by 19%.
Bestowed with Nova and Navigator Awards for global distinction and financial gain.  Acknowledged by less than 5% of company’s global workforce of nearly 42M employees for profit and performance.  
Consistently promoted and retained by acquiring corporations, J.P. Morgan Chase.
Sustained performance throughout changes in management during the multi-year experiments with business diversification including investments, magazines, retirement properties and health care.

Conversational in Italian.
EXPERIENCE
Avon Products, Inc., New York, NY                                                                  
                           1988 – 2010

Senior Forecasting Manager  
2009 – 2010
Determined financial viability of key drivers and impact of merchandising plans for 26 annual campaigns. Optimized procurement for five businesses with $700 million in revenue.
· Exceeded customer service rating for “Non-Beauty Team” by 19%. Partnered with Commercial Marketing to alleviate issues. 
· Mitigated risk of prelaunch, high-risk products by implementing “Demand Planning” and “Risk Mapping”.
Senior Merchandising Manager 
1998 – 2009
Planned and implement collateral materials, partnered with internal groups to develop marketing and sales materials, campaigns and promotions, by  leading pricing, inventory, training, and new category offers for a $300 million apparel, accessory, footwear and Hanes intimate apparel division.
· Generated $11M turnaround for Fragrance team. Recognized opportunity to reverse below goal trends. Targeted Canadian counterparts, implementing their success strategies.  Highly recognized and exceeded expectation in the U.S. market.
· Grew footwear sales. Identified shortfall in sales gap in third-quarter revenue. Collaborated with product development team to create a margin-supportive product, providing value to the consumer and profitable results. Improved competitive stance in women’s casual and dress footwear.  Awarded "Breakout Growth". Drove and sustained sales growth of 52%.
· Sparked $8M growth in non-core beauty sales utilizing prime real estate (retail and brochure). Created merchandising strategy to exceed L.Y.  Led marketing and creative teams to create trend-right products promotions. Launched “Try-the-Trend” campaign, awarded and received $6K bonus. 
· Launched and recognized highly successful men’s signature fragrance, “Lacroix Noir” in the U.S. Generated $7.4M.
· Increased revenue and profit margin growth with rush to market key item merchandising program. $1.2M.
· Capitalizing on non-catalog direct to consumer channels. Reduced inventory levels by 53%.
· Reversed downward trend on “Hanes” intimate apparel business.  Revamped pricing and brochures. Realized 16% improvement along with an increased profit margin by 8% points.
Senior Sales Forecast
1996 – 1998

Analyzed campaign plans, category launch events, and sales trend data to uncover sales gaps, business risks, and emerging opportunities.
· Grew and increased Holiday season using “Elmo” and “Big Bird” to promote kid’s line which produced revenues $12.2M. Led internal marketing teams, promoting products with “Mattel” and “Sesame Street” characters capitalizing soaring market place.
Merchandise Planning Manager 
1993 – 1996

Created programs, managed pricing, promotions, sales forecasts, and proposed/developed “recovery planning”. Implemented marketing plans and selling platforms, determining product mix, and evaluating campaigns.
· Produced brochure in down trending market utilizing low-priced products that generated $6MM.
· Premiered industry’s first nontransferable lipstick through high-visibility campaign.  Delivered $13M.
Product Line Control Manager 

1993
Reduced discontinued inventory and finished goods/materials by distributing excess to U.S. Representatives, customers and global markets.  Improved profits by 5%.
Product Manager, Color Cosmetics 
    1992-1993
Launched new product development.  Conducted research, monitored sales and grew segments by  9.1% for “foundation” and “lip” by 3.8%.  

· Gain market share in lip segment by premiering product. Launch realized $13M. 
Merchandising Planner
    1990-1992
Developed sales projections, monitored progress and presented marketing proposals to senior management. 
Senior Product/Costing Analyst 
    1989-1990
Promoted to develop and monitor prestigious “Giorgio of Beverly Hills” fragrance line.
Product/Costing Analyst 
  1988 -1989
Developed, analyzed and monitored costs for fragrance, skin care and personal care.  Reduced costs and maximized company’s gross margin.

JP MORGAN CHASE, New York, NY                                                                  
                        1983 – 1988
Chase Manhattan Bank - Assistant Treasurer, Costing Analyst
   1985-1988
Manufacturers Hanover Commercial Corp - Financial Analyst
   1983-1985

EDUCATION
Fordham University, Bronx, NY   1983                       

Bachelor of Arts, Mathematics/Economics
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