
Bio
Dawn Pelon has over 30 years of experience in the integrated brand and channel 
marketing communications industry. Experienced marketing professional who has built a 
career based on the principles learned early on by working at the Ritz Carlton and other 
performance improvement organizations. Taking the belief that the brand is built from the 
inside out and the customer experience is the destination her career has been built with 
some of the strongest legacy brands in the world. Developing and executing go-to-
market strategies and exceptional customer experience for B2B and B2C markets. 
Background in strategy development, implementation and execution as well as 
measurement and analysis. Known for team building and leadership among staff, 
partners, distribution networks and suppliers. Strong and consistent presence in industry-
related circles and communication skills tailored to various levels.
She enjoys marketing and communications since it requires an intense level of creativity, 
constant audience engagement, and plenty of energy for motivating and educating 
internal teams as well as the external sales channel network while keeping the end 
user’s needs as the primary goal. 
Dawn has been a managing partner of Think3 Marketing since 2016 which the agency 
focused on agriculture, food marketing and sustainable clients. Currently she is the 
Principal Brand Builder at Point2 Performance which focuses on fractional CMO services 
which assists organizations hone in on efficiencies of team structures, AI implementation 
and leadership. Additionally, She has worked with industry-leading companies in the 
automotive, manufacturing, agricultural, and technology sectors such as CNH Industrial 
(New Holland), Mercedes-Benz, Navistar, Ford Motor Company, General Motors, 
Lenovo, AOL and consulting companies Carlson Marketing Group and Maritz 
Performance Improvement Company.
Dawn shows leadership qualities in both her business and professional life as frequent 
industry conference speaker and as a past five-year Board member of the Philadelphia 
American Marketing Association. She received her master’s from Michigan State 
University and her undergraduate from the University of Michigan. Certified AI specialist. 
She is advocate for a sustainable future and land preservation.  

PH: 610-585-7901  EM: Dawn@point2performance.com
www.linkedin.com/in/dawnpelon 
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Launching a product 
line from scratch
C H A L L E N G E

Help newly formed Agricultural Solutions with naming 
and branding their product line, introducing themselves 
to the market and driving leads/sales.

Strategy Activation Performance
• Analyzed category, market, and 

competition to help identify 
marketplace opportunities.

• Developed brand positioning, 
identified unique selling 
proposition, and determined key 
messaging that simplified a 
scientific concept for a broad 
audience.

• Created brand architecture and 
product nomenclature 
for consistency and impact.

• Developed strategic launch plan 
with measurable short- and long-
term goals.

• Brand architecture

• Product naming

• Logo creation

• Mission and values statements

• Package design 

• Website development

• Sales materials

• Trade show booth design 

• Advertising

• Public relations

$2.2M
in year one sales
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Case Study



Rebuilding a reputation
C H A L L E N G E

Update, enhance and reintroduce the Clean Water Environmental brand 
after emergence from receivership, a history of non-compliance and a 
negative industry reputation.

Strategy Activation Performance
• Conducted a competitive analysis, 

as well as customer surveys to 
determine CWE’s market position 
and current trends.

• Developed a strategic plan to 
contemporize the brand and 
communicate new corporate 
values, practices, facility updates, 
etc. to the industry, employees, 
and community, with emphasis on 
sustainability.

• Mission, vision, and values 
development

• New logo, tagline, and  corporate 
brand standards

• Website

• SEO

• Trade advertising

• Public relations

• Social media 

• Industry association involvement

$2MM+
in new business revenue

Existing customer relationships 
were secured and employee 
engagement was renewed

and enough interest that CWE 
had to turn business away
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CWE was acquired in 2023 and our 
private equity partners were thrilled.

Case Study



Creating momentum 
for customer events
C H A L L E N G E

Generate attention and sales for two Colorado Boxed Beef brands — High 
River Angus and Diamond Reef Ocean Products — at an annual customer 
food show.

Strategy Activation Performance
• Created a collegiate culinary 

competition with a local culinary 
institute to garner excitement at 
the trade show booth.

• Demonstrate good corporate 
citizenship by providing 
scholarships to the winners. 

• Engaged CBB customers by 
designating them to be judges.

• Brand and logo development 

• Booth décor

• Branded merchandise 

• Website (ignitecompete.com) 

• Public relations

• Social media

• Promotional video

25%
from previous year

sales 
increase 

Large crowds and excitement...is too much 
attention that bad?

As a result, IGNITE is now a
legacy program for students and 
protein brands to go to market.
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Case Study

Watch the Video: IGNITE Collegiate Culinary Challenge

https://www.youtube.com/watch?v=e-DwXbmsZ1U


Attracting the best and brightest 
in agriculture
C H A L L E N G E

Promoted Timac Agro USA’s Accelerated Leadership Program 
and recruit talented, high performing employees to their organization
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Strategy Activation Performance
• Leveraged the power of 

digital media and ‘out of the 
box’ visuals to break 
through clutter.

• Delivered targeted, 
empowering messaging to 
a young adult audience.

• Social media

• Digital advertising

• Website

• Public relations 

All program slots 
filled
with qualified candidates from a 
significant global pool

Redirected HR recruitment strategies 
to focus on branding from the inside 
out.

People are the best resources to 
invest in.

Case Study
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Easing adoptability 
concerns for new technology

C H A L L E N G E

Effectively communicate the key benefits of AgroFresh’s new ActiMist technology 
(simplicity of use and effectiveness) in order to generate awareness and provide a tool 
for the sales team to use to drive sales.

Strategy Activation Performance
• Developed visual animation to 

emphasize the simplicity and 
highlight the key effectiveness 
benefits of ActiMist storage 
fungicide application for 
produce.

• Leveraged the brand equity 
AgroFresh has with well-known 
SmartFresh to gain credibility 
for the new technology.

• Animated explainer video

• Sales materials

• Digital asset updates

Increased 
acquisition 
by warehouse managers 
and commercial growers 
of produce

Product and service extensions 
maximize sales touch points.

https://www.youtube.com/watch?v=F9CksF2xFkQ

Case Study

https://www.youtube.com/watch?v=F9CksF2xFkQ


Brand Strategy
2016 National Advertising Brand Platform Launch – Equipped for A New World. Fully integrated campaign 
print, TV, digital, social, OOH, radio, internal & external, partner extension



Brand Strategy
2015/16 Canadian Curling Creative Campaign – Print, TV, Digital, Event, Retail, Social

TV: 
https://www.youtube.com/watch?v=GOOp-kxoqrE
https://www.youtube.com/watch?v=_U413gUZHJw 

https://www.youtube.com/watch?v=GOOp-kxoqrE
https://www.youtube.com/watch?v=_U413gUZHJw


Brand Strategy
2014 National Advertising Brand Platform Launch – SMART Stories. Print, TV, Radio, Digital, Social, Event, 
partner extension

Youtube & TV: https://www.youtube.com/watch?v=PXDmaK10Vts&list=PLV-
FYLhYWQAhY2y2WNtomje4eE3StYKdg 

https://www.youtube.com/watch?v=PXDmaK10Vts&list=PLV-FYLhYWQAhY2y2WNtomje4eE3StYKdg
https://www.youtube.com/watch?v=PXDmaK10Vts&list=PLV-FYLhYWQAhY2y2WNtomje4eE3StYKdg


Sponsorship and Partnership Activation:
Partnerships Negotiated (Greater than $50,000 in Value Annually):
NASCAR (Official Tractor)  = $500,000
National Cattlemen and Beef Association (Member Affiliation) = $380,000
Curling Canada (Title Sponsor) = $300,000
Growth Energy (Member Affiliation) = $250,000
Realtree (Licensing and Media Barter Agreement) = $150,000
Future Farmers of America = $100,000
Alliant Energy Center (Naming Rights) = Initial + $100,000 + Equipment
PA Farm Show Complex (Naming Rights) = $100,000 + Equipment
All Aboard Wheat Harvest (Title Sponsor) = $63,000
Great American Wheat Harvest (Movie Placement) = $50,000
Florida Georgia Line (Barter Agreement) = Equipment
International Speedway Corporation = Equipment

Brand Strategy



Brand Strategy
2012/13 National Advertising Brand Platform Launch – My Service. Print, Radio, Digital, Social, Event



Brand Strategy
2012/13 National Advertising Brand Platform Launch – Mercedes-Benz Sprinter. Print, Radio, Digital, Social



2012/13 National Advertising Brand Platform Launch – Freightliner Sprinter. Print, Radio, Digital, Social

Brand Strategy



Ensured execution on process improvements and customer front of mind implementation. Developed and executed long 
term customer & dealer experience strategy including ecommerce, “ease of doing business”, education tracks and 
communication protocols. 
Defined new business segments and conquest strategy to expand revenue base. Focused on top line growth and market 
leadership, responsible for revenue and PBT goals.
Conducted brand overhaul and new dealer development initiative for future growth opportunities.
Developed ancillary top line growth opportunities to grow business to a 28% increase in revenue.
Achieved best in class customer support metrics and industry excellence in call center performance.

Parts Recovery Program Accelerated Program Kitting Capability Launch

Brand Strategy



Design a global event marketing strategy and guideline process to ensure consistency in brand, 
execution and measurement

Brand Strategy
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E X P A N D  Y O U R  R E A C H

Go-to-market strategies manifest in various avenues such as e-commerce, distributors, white-label and retail 
partnerships. Working with brands that are looking to fortify their avenues that deliver them direct to end users, 
influencers and affiliated partners.

Product Go-To-Market Materials



Paid Media Management​
Product Go-To-Market Materials

https://www.youtube.com/watch?v=Ta_GseBHtww
Communicating an existing yet struggling 
for adoption across several sections of the 
supply chain.

https://www.youtube.com/watch?v=Ta_GseBHtww


Product Launches ​
Product Go-To-Market Materials

Introducing a new product 
technology to a new market and 
crop.



Product Launches ​
Product Go-To-Market Materials

Introducing a product to a new 
market and crop.



Sales Brochures
Product Go-To-Market Materials

New product materials to position along current product line and show 
advancement in technology. 



Responsibility for building and maintaining a business development center concept that supports the 
area region sales with an integrated regional marketing plan, including strategies and tactics to meet or 
exceed unit/profit goals for commercial truck accounts. 

Product Go-To-Market Materials



Create an integrated marketing campaign to maximize Lenovo’s CES event presence by designing and implementing pre-event 
communication campaigns, onsite initiatives (exhibit environment, private customer showings, contests, viral, WOM, guerilla), and 
post-event lead generation and follow-through.

Product Go-To-Market Materials



Retain customers and migrate them to additional dealer services.

Product Go-To-Market Materials



$179 ION Promo
Consumer E-mail
Retail POS
Advertising
Direct Mail

Implement an IMC campaign for promotional offer on ION 
vehicles.

Product Go-To-Market Materials



Brands in Real Life, Real Time
Take products from a static promotion to an experience furthering the brand 
essence.

Watch the Video: IGNITE Collegiate Culinary Challenge

https://www.youtube.com/watch?v=e-DwXbmsZ1U


Brands in Real Life, Real Time
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B R A N D S  T H A T  B R E A T H E

Crafted various live brand 
interactions from corporate 
conferences, leadership conclaves, 
industry expositions, customer 
immersions…invigorating our 
clients’ essence in memorable, 
impactful and effective 
experiences.



To implement an industry event marketing program consisting of tradeshows, hosted events and proprietary 
customer engagements that embrace the brand and messaging in a variety multi-dimensional environments. 
Components include physical structures, pre and post communications, on-site marketing tactics, keynote 
presentations and related collateral.

Brands in Real Life, Real Time



Branding and prospect generation via buzz marketing and celebrity association. 

Brands in real life, real time



IMC campaign to launch the Ford 
Thunderbird. Campaign included Direct Mail 
of Electronic Media, Headquarter Event and 
Mystery Ride N Drive. 

Brands in Real Life, Real Time



Story Telling & White Papers
Media Activation

Creation of White Paper content 
quoting industry experts and 
validation of testing to further 
legitimize product performance.



News Media Monitoring​
Media Activation

Media 
analysis 
reporting 
measuring 
the impact of 
specific 
targeted 
media 
activation 
activities.



Press Releases & Process​
Media Activation

Various Press 
Releases to 
key media 
outlets 
announcing 
product 
releases as 
well as major 
company 
endeavors.



Create a Global Sales & Marketing Conference to roll-out a new leadership platform. Included branding, message 
creation, presentation development, team building and event logistics.

Corporate Communications



Global Sales & Marketing Conference​
Corporate Communications

Create a 
Global Sales 
& Marketing 
Conference 
to roll-out a 
new 
leadership 
platform. 
Included 
branding, 
message 
creation, 
presentation 
development
, team 
building and 
event 
logistics.



Global Sales & Marketing Conference​
Corporate Communications

Create a 
Global Sales 
& Marketing 
Conference 
to roll-out a 
new 
leadership 
platform. 
Included 
branding, 
message 
creation, 
presentation 
development
, team 
building and 
event 
logistics.



Corporate Presentations
Corporate Communications

Company brochure 
outlining positioning and 
product overview.



Annual Reports
Corporate Communications

Annual report wrap 
that communicates 
key figures. 



Leadership Messaging
Corporate Communications

Executive communication to key stakeholders on the 
direction of the company.



Internal Communications​
Corporate Communications

Global employee 
Newsletter to inform, 
engage and recognize 



Increase branding efforts via e-tools and improve 
end user experience.

Corporate Communications



Incentive program based upon performance and learning objectives. Program culminates with a luxury 
event location. To produce an environment where channel interacts, is rewarded and motivated to 
continue performance.

Corporate Communications



Professional Experience

Role: Marketing Manager, Carlson
Client: Ford Motor Company
Audience: Consumer- prospect & owner
Goal: IMC campaign targeted to current aged-owners and new prospects 
to re-purchase or newly purchase the newly launched Super Duty Ford 
Truck. Campaign included Direct Mail, Dealer Communications, Truck 
Stops Here Tour. Incentive offer was used to generate leads as well as 
promotional co-branded offer. 

1999-2005



IMC campaign targeted to engage the channel in 
recruiting business from fleet customers. The 
campaign included training, customer and prospect 
lists, dealer communication tools, incentives and 
POS materials. 

Corporate Communications



Leadership initiative designed to motivate 
internal stakeholders and to introduce a change 
management process. Program was launched 
internationally in Europe, Canada, South 
America and USA. Utilized several media 
including events, online, electronic and video.

Corporate Communications



Internal communication exercise to gauge internal branding efforts 
across the organization. Implemented internationally in Europe, Canada, 
Mexico, South America and USA.

Corporate Communications



Incentive program based upon performance and 
learning objectives. Program culminates with a 
luxury event location. To produce an environment 
where channel interacts, is rewarded and 
motivated to continue performance.

Corporate Communications



Introduce and product launch of QualityCare 
Service into the dealer channel. IMC campaign 
including training, event workshops and executive 
announcements.

Corporate Communications



IMC campaign to internal stakeholders to engage 
employees and other in a philanthropic effort. 
Included online, direct communications and onsite 
event.

Corporate Communications



Incentive program and training program to build 
awareness and take rates of OnStar soon after its 
inception. OnStar was once a strict aftermarket 
product that required dealer involvement and 
selling.

Corporate Communications



Incentive programs based upon performance and learning 
objectives. 

Corporate Communications
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