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Resume of:

A. SCOTT GORDON

Telephone: (248§70-4057
E: Scott@GordoMarketing.com
Web: www.GordoMarketing.com

PROFESSIONAL EXPERIENCE:

Expert Witness & Consultant in Music Litigation, and Music Promotion

GORDO MARKETING.com June 2006 Present

Owner of thisexpert witness and consulting firm, specializing in music litigation, music
marketing, promotion, and brandinglso specialize in promiin of independent artist and major
label musical releases to popular radio, as well as general music consulting.

Team Leader / Web Center Train&rLivonia, Ml

Quicken Loans January 200% June 2006

Managed Web/CalCenter, prescrubbed leads, credihalysis, trained personnel on multiple

equipment and software modalities for lead gathering and distribution for internal and external
customer s. | mpl ement ed ALi wenterGthffabdankerd,and t i at i ve ¢
management on its use.

Mortgage Banker / Loan Consultarit Livonia, Ml

QUICKEN LOANS July 20041 January 2005

Consultative retail mortgage sales, originating conventional and alternative mortgage products in

all 50 states, for this top 20 mortgage company. Conducted effeantid complete interviews

and analyses to fully diagnose clientsdé financi
solutions.

Account Executive Detroit

CBS Radia WXYT AM December 2008 July 2004

Closed more accounts in first month than ather new account executive. Continually met and
exceeded sales goals and budget while focused on customer based selling and providing creative
marketing and advertising solutions.

Regional Manager; Internet, Marketing & Promotioii Detroit

Island DefJam Music Group January 2000 October2003

Responsible for all aspects of promotion and marketing to radio and retail in every popular format
throughout the Michigan and Ohio territory. Created ongoing campaigns to ensure airplay and
price and positining for multiplatinum recording artists. Oversaw all tour promotion (radio and
retail) for entire roster including: Bon Jovi, Jdy MelissaEtheridge, Ja RujJeSum 41, PJ
Harvey, Shelby Lynne, Willie Nelson, among many more.

National Director, Promoion i Los Angeles

Phil Ramoneds | abel , DBeaaudry Ba9clanthry2D00Mu s i ¢
Responsible for all aspects of promotion and marketing west of the Mississippi river. Was
instrumental in founding the new concept of encoding additional, added wébuenation onto

each CD, i . e. E P K6 s 15fieldostaft emgaging m @verythling rompricup er vi
and positioning, to ensuring radio and video airplay for all adisthe roster.
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Head of Promabn i New York (as Independent Contractor

Gee Street Records, independent label

under Richard Br ans on duse 1998 JadernplP9® | | a

In charge of all promotion and marketing efforts within the fifthited States.
Supervised entire promotiotkepartment. Designed and implemented campaigns for this
grass roots, street level recording label. Garnered radio and video airplay in the top 100
markets, ensuring exposure of our artist repertoire. This included leveraging all
marketing possibilitieshrough concert tours, POP, retail and radio raeekgreets, etc.

National Director of Promotioni_Los Angeles

EMI RecordsGroup, NA January 1997 June 1998

Responsible for all aspects of promotion to radio, covering every popular format for the West

Coast and every state west of the Mississippi river. Mana@pdomotion and support staff on a

daily basi s. Received fANational Promotion Per sc

Local Promotion and Marketing Manager Detroit and Los Angeles

EMI RecordsGroup, NA June 1993 January 1997

Responsible for all phases of radio promotion and marketing in each popular format for:
Michigan, Indiana, Kentucky, Ohio, Southern California, New Mexico, Arizona and Hawaii.
Received fiRookie of the Year o awar d.

Assistant Prgram Director / Music Director / OpAir Talent
WKBQ - St. Louis KHTK - St. Louis WCSX Detroit
WHYT - Detroit WDEFEX - Detroit WMJG Detroit

Education:
Radio, Television, Filni Wayne State Universitly Detroit, Michigan
SpecHoward School of Bradcastingi Southfield, Michigan
Roeper School for the GiftddBirmingham, Michigan
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e Sales and Promotion in the Recording Busines&aceto-face meetings with
A, B, and Clevel executives, as well as department heads at radio stations,
regi onal programming depart nelapegndentand VPOS
promoters and trade magazines in the top 100 national markets. This
includes major broadcast groups (CBS, ABC, Entercominfinity, etc.) as
well as locally owned stations.

e $75k expense account, not just for travel and entertainment, but also to
Aimake it happen. o Whet her 1 tds flying an
Concorde to honor a promotional concert for a major rado station; or an
$8,000 dinner building relationships with key decision makers; or $10
lunches with staff to build a groundsvell of support; my job was to closethe-
dealregardless of obstacles.

e National and international travel to secure airplay for myartists via faceto-
face meetings with decision makers to secure airplay. These meetings are
highly competitive as | am up against 100+ new records each week for 3 to 4
open slots at any given radio station as well as the representatives from the
other record labels pitching their music (i.e. Columbia, Interscope, Universal,
RCA, Atlantic, etc.).

e Stadium level concert touring: Liaising with tour personnel and all radio
stations in a given market to create orstage promotions, meet and greets
with the arti st, placement of live broadcasting in the venue for radio stations
in the market (lotds of competition with
front and center, giving away the best prizes, being the garomoter, etc.). |
handled all contesting, ticke give-a-ways, radio interviews with the artist,
front-row seats, etc.

¢ Quantitative, qualitative and analytical problem-solving skills; planning and
organization skills (e.g.: set marketing and promotion priorities with over
100 radio stations in the topl00 markets simultaneously and/or designing
advertising and marketing solutions for advertisers).

¢ Initiative, motivation and follow through with tasks and projects; build
productive working relationships with major artist managers, multi-
platinum recordin g artists,
co-workers, media (especially radio), advertisers, agencies and the public.
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e By generating early airplay on artists, early sales were also generated in my
territory and fbr cadnpaignsdor ategd obtheaountry al b u m
that fell under my supervision. This stimulated airplay and sales in other
territories and eventually the entire country.

e Constant interaction with sales department at recording labels on a
daily/hourly basis regarding: Airplay, P.O.P., Price and positioning, CD
single and fultlength salesand in-store appearances by artists, record
release parties, and stock checks.

e Consistently conceived of new promotion and marketing ideas to make our
product stand outT ideas tha translated into greater visibility and sales for
our artists. These ideas were ultimately utilized for national and
international recording campaigns.

¢ Proficient in all technologies used in record promotion and radio dales: All
Microsoft products, Tapscan, Maximi$er, Qualitap, MediaMaster, Music
Information Systems, R&R On-Line, Etc.

¢ In Broadcast Sales| conducted the same kind of facgéo-face meetings as
discussedabove; except with local, regional and national advertisers
performing marketing, promotion and advertising solutions through
consultative, customerbased selling.

e Sales, marketing, promotion and account management skills in every
position held.

e Bottom-line results achieved through strategy and tactics, i.e., competitor
analysis, attentio to detail and creative targeting to key market segments, all
of which includes coldcalling and managing over 50 simultaneous marketing
and advertising campaigns for direct, and agency advertising/marketing
campaigns.

o Consistently closed the sale whileompeting against over 40 other broadcast
(radio) facilities, each with up to 20 account executives and multiple product,
promotional, and added value offerings.

¢ Influenced the decision making process through prset appointments, cold
calls, lunch and learn presentations, attending conventions, providing
samples and offering timely communication with clients and the home office.
Routinely out-paced all sellers in my facility. Closed more sales in first
month than any other advertising executive in my faility.



REFERENCES for A. SCOTT GORDON

Ken Lane, SenioYice PresidenAtlantic Records

Ted Campbell, Director of Sales Quickemans/Rock Financial

David Lee, Regional Vice President Quicken Loans/Rock Financial

Dick Kernan, VP Media Relations Specs Howard School

Fred Disipio, Executive Consultant to the Prestdend CEO of Universal Music
Bruce Eichner, Local Sales Mager Greater Media, WRIF Radio

DanielHaddad, M.D, Laser Eye Institute
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Sample Broadcast Sales Proposals

Sales Awards/Plaques

Photographs/Various



Sales and Marketingproposals from Scott
Gordonds career in Advertising Sales:
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A Marketing Strategy for
Bavarian BMW

On the
Detroit Red Wings Radio Network

Presented to:
Wayne Youngblood
General Manager
Bavarian BMW

Presented by:

A. Scott Gordon
Account Manager
Infinity Sports Marketing

AM 1270 The Sports
Station and
Infinity Sports Marketing

26495 American Drive
soutnmeia, Michigan 48034

Phone:248-455-7350
Fax: 248-455-7362
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Bavarian BMW

o Create "qualified” market awareness for what makes Bavarian
BMW the unique experience it is.

o BMW vehicles why they really are the ultimate driving machine-
true Car Company

o Reach qualified males who truly enjoy driving a real vehicle

o Build Bavarian BMW image of quality sales and service toall
customers

Strategles Discussod

o Sponsorship of a Cause-marketing feature during the Detroit Red
Wings broadcast.

o Create a partnership with the family fund for Viadmir
. Konstantinov and Sergei Mnatsakanov on the Detroit Red Wings
Radio Network.

o Incorporate sports marketing in the mix of advertising

26495 American Drive
Southfield, Michigan 48034

Phone: 248-455-7350
Fax:248-455-7362
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Why the Detroit Red Wings Radio Network

Red Wing radio listeners are men, who work full time, have a
household income of $75,000 plus and are college graduates.

o 65.3% are male

o 63% work full time

o 40% have a household income of $75,000 plus
20% are college graduates

o More than 60% are between the ages of 25-54...

]

Red Wings radio listeners are 23% more likely to invest their
money in mutual funds.

30% of Red Wing listeners watched the Red Wings game on

TV and Listened to the Red Wings on the RADIO!!

50% of the Red Wings listeners Did Not read the Sunday
Detroit News and Free Press.

Almost 180,000 Detroit Red Wing listeners play to buy a new
car in the next yeari!!

Source: Scarborough 2002

26495 American Drive
Southfield, Michigan 48034
Phone: 248-455-7350
Fax:248-455-7362






