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	Name / Role
Kevin Feci / Digital Campaign Manager
Brands: Secret, Olay, Ivory
Fiscal Year: FY25/26

	
	Level
Digital Campaign Manager
	Time in Position
[insert]
	Location
Toronto GO
	Immediate Manager
Kelly Sanderson
	Last Updated
[date]



Note: Changes to the above employee fields will not be reflected in Talent Hub when you upload your Impact Plan.

	My Goals
Set 3–5 outcome-focused goals aligned to your team/organization unit/site goals. Update as needed throughout the year.
	Outcome Measures
How will you know you’ve achieved the goal/outcome? Include timeframe where needed.
	Results Achieved 
Highlight outcomes/ impact, not activities. Include relevant context.

	1. Billing Automation (Project Nexus)
Automate the billing process between HOKs and the billing agency through Project Nexus by creating an end-to-end connection between planned and actualized data. Eliminate manual billing tasks to increase accuracy, transparency, and efficiency.
	Outcome Measures
· Save 50+ hours per quarter per category across HOKs and the billing agency.
· Demonstrate a fully automated billing process with seamless integration of planned and actualized data.
· Reduce manual errors and rework, resulting in faster billing cycles and improved reliability.
	Results Achieved
Project Nexus and Bill Pay Workflow 3.0 were both released this year. Planned and actualized data are now connected end to end. Contributed throughout by engaging with internal and external stakeholders to refine the workflow and identify the steps it needed to remove.
The release delivered:
· Direct integration of planning data. Media Tools budgets feed the workflow automatically, so planned figures no longer have to be input by hand.
· OK-to-Pay linked. Platform data flows in directly, so HOKs no longer pull it themselves. This saves significant time and removes a common source of manual error.
Billing is far more automated than the process it replaces, and becomes the standard to be followed in FY 26/27. Savings are on track to reach 50+ hours per quarter per category.

	2. Ad Strategy and Platform Testing
Consistently run tests (A/B, SLS, BLS) to gather insights and drive stronger performance across campaigns and platforms. Apply and share key learnings with the wider organization.
	Outcome Measures
· Demonstrated improvement in reach among underserved audiences.
· Higher CTR, indicating stronger engagement with tested approaches.
· Improved watch times and creative performance.
· Clear documentation and communication of learnings via monthly media connects and internal knowledge-sharing sessions.
	Results Achieved
Executed 6 tests across Meta, TikTok and Trade Desk to identify the strategies that most improve performance across campaigns and platforms.
The work delivered:
· Meta, Traffic vs. Reach. Traffic cut CPC 75% but raised CPM 200% and skewed delivery to 45-54; Reach held a balanced spread with tighter frequency. Reach is the stronger lever for broad penetration into younger audiences.
· Meta vs. Trade Desk, display traffic. At matched ~$3K spend, Meta beat Trade Desk on CTR (0.73% vs 0.11%) and CPC ($0.70 vs $0.94), with stronger e-commerce outcomes. Meta wins for traffic objectives.
· Meta, Recall Lift vs. Reach. Recall Lift drove higher engagement (0.14% vs 0.10%) and concentrated frequency; Reach spread wider at a lower CPM ($2.50 vs $3.70). Recall Lift for depth, Reach for breadth.
· TikTok, Engaged Session vs. Reach. Engaged Session delivered 12x the CTR (1.58% vs 0.13%) and ~4x the clicks at comparable spend. It clearly outperforms Reach for site traffic on TikTok.
· Trade Desk, Uber. Static display at scale: $96.5K delivered 360K impressions at a $268 CPM, 0.55% CTR and $48.32 CPC.
· Meta, menopause audience test. Menopause-specific audiences and assets beat standard campaigns on every metric: 3-second VTR +239%, engagement +286%, link CTR +233%. Confirms menopause as a priority segment for Secret.
Learnings were documented and shared through monthly media connects and internal knowledge-sharing sessions.

	3. Media Performance
Improve media performance by increasing efficiency and driving stronger outcomes across campaigns. Ensure strategies are aligned with MMM results and brand goals, while strengthening middle and lower funnel coverage.
Take an in-depth role in analytics and insights, going deep into campaign data to uncover actionable findings such as viewable CPM impact on planning and demographic breakdowns of campaign performance.
	Outcome Measures
· Increase total media efficiency by 15% YoY.
· Grow NOS by 4%.
· Deliver results by executing 4+ efficiency strategies, demonstrated through lower CPMs, optimized placement mixes, higher watch time, stronger CTRs, and more.
	Results Achieved
· ~48% average CPM reduction across all suppliers YoY, 3x the 15% target. Driven by a shift to path-to-purchase: more viewability in high-impact placements, expanded non-skip inventory, and click-based delivery over impressions.
· Efficiency strategies delivered across platforms:
· Meta (the pilot): Link CTR +333% (0.03% to 0.13%), engagement +137.5% (0.08% to 0.19%).
· Pinterest: -77% CPC through traffic optimization.
· Snapchat: $0.09 CPC, ~75% below Meta and TikTok, opened as a new efficient channel for Secret.
· YouTube to DV360: migrated for direct CPM control, cutting CPM 15% ($7.86 to $6.65); now BAU.
· Deepened analytics and lower-funnel work on the Secret community runs:
· First-time funnel tracking: sign-ups fired as a conversion event, optimized to an $8 cost per sign-up.
· Content captured on site repurposed into paid media.
· Together these gains strengthened middle and lower funnel coverage while supporting NOS growth.
To confirm with Kelly: the goal set NOS growth at +4%. Confirm the actual NOS improvement for the year, and add any context to elaborate on it.

	4. E-commerce
Strengthen e-commerce presence by improving the performance of e-commerce campaigns. Run more intricate and targeted campaigns, finding audiences most likely to convert. Drive greater consideration and conversion by shifting more activity into middle and lower funnel campaigns.
	Outcome Measures
· Achieve a 23% increase in e-commerce sales.
· Demonstrate improved efficiency and engagement through higher CTRs and stronger conversion rates from consideration and conversion campaigns.
	Results Achieved
· Optimized the Amazon e-commerce campaign with a slight budget increase from $200K to $233K (+16.5%). Despite the modest spend increase, revenue grew +69.5% ($311K to $527K), improving ROAS from 1.55x to 2.26x, a +45.5% improvement in return on ad spend.
· Beyond the Amazon campaign itself, optimizing campaigns for traffic and driving users to Amazon SKUs via other platforms contributed to Secret reaching 187 IYA overall.
· Key sub-brands showing strong momentum: Outlast (228 P13W IYA), Base (163 P13W IYA), and Clinical (155 P13W IYA, +1.1 $ Shr), with 6 of 7 sub-brands growing.
· Launched Amazon Display Retail campaigns for the first time for Olay and Ivory, a channel never run before.
· Olay delivered a 3.09 ROAS on $120K, generating $370.8K in sales.
· Ivory delivered a 2.56 ROAS on $30K, generating $76.8K in sales.
To confirm with Kelly: the team won an award this year. Confirm the award name and the supporting stats, to add as a highlight figure.

	5. Tactical Planning
Take full ownership of tactical planning for Secret, Olay, and Ivory, owning each brand's media plan end to end and adjusting it as the business need moves through the year.
	Outcome Measures
· Dynamically adapt the plan as each brand's business need and funnel objective change, from remind to build to buy.
· Build the plan around a balance between CPM, vCPM, reach, and CPC.
	Results Achieved
· Owned tactical planning end to end, consulted on overall direction, and stayed in sync with the planner as the year shifted from remind toward build and buy.
· Selected the placements to deliver the build. Moved more of the buy into YouTube non-skippable placements and raised OTT presence across Trade Desk and Amazon Prime.
· On the buy side, moved the plan into social-to-commerce and click-led campaigns, and added Amazon Display as a new buy channel for Olay and Ivory.




	My Growth
Set 1–3 skills or development areas aligned to your fiscal year goals, 360 feedback, and career direction. Use P&G Skills Library as a guide.
	Key Actions/Progress 
Update with relevant progress throughout the year.

	1. Leadership
· Lead simplification initiatives for HOKs: spearhead initiatives within Project Oasis and Project Nexus. Learn to work, lead, and push projects forward in a diverse team environment inclusive of internal and external stakeholders.
· Take a hands-on role in bringing initiatives to life by presenting outcomes, leading training sessions with media teams, and scheduling knowledge-sharing once initiatives are completed.
	Key Actions / Progress
· Through active involvement in cross-functional initiatives, developed stronger skills in stakeholder management, project ownership, and working across diverse team environments with internal and external partners.
· Shared learnings with the broader Beauty media team as well as the US HOKs.

	2. Media Planning
· Act as a co-planner: consult and work regularly with the planner to learn rationale behind buys, propose new strategies, and further optimize media plans.
· Master TV planning: participate in workshops or trainings, consult/shadow the category planner, and take responsibility for the next round of TV planning.
	Key Actions / Progress
· Proactively partnered with the planner throughout the year, consistently providing strategic input on media plans and challenging rationale behind buys to drive stronger optimization outcomes.
· Participated in TV planning workshops (Instar and Carat), building foundational knowledge in TV planning methodology and moving toward readiness to take on greater planning responsibility.

	
	



	My Career

	Individual’s Perspective
Your goals - type of work, roles, or level you aspire to reach
	Manager’s Perspective
Summarize what’s possible: Career Direction, Next Assignment (where applicable) 

	Short-Term Career Interests
(next 1 to 3 years)
	Senior Media Manager roles within the Canada Brand organization, as well as Brand Ops or IMS roles such as Senior Product Manager, Senior Data Asset Manager, and similar positions.
	

	Long-Term Career Interests
	Senior media leadership, Brand Ops leadership, or Director-level media roles.
	



	Fiscal Year-End Individual’s Overall Statement (OPTIONAL)
You may use this space to capture any additional context/ perspective not captured above.

	


 
	Fiscal Year-End Manager’s Overall Statement (REQUIRED)
Summarize the individual’s impact vs. expectations, including key results and contributions to others’ growth. Include performance deficiencies where applicable.

	



