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About

v1er 5F years of xasOion Commercial e.perience in a progressi1e, fast-paced, digital 
en1ironmentI
’bm a dynamic, inno1ati1e and colla&orati1e leader witO e.tensi1e knowledge in 
&uilding out digital &usiness unitsI ’b1e a track record of deli1ering eRecti1e e-com-
merce A &uying strategies to ena&le de1elopment and growtO across multi-disci-
plined teamsI ’ possess e.cellent relationsOip skills, successfully managing and
inNuencing senior stakeOolders and cross-functional teams to deli1er against 
goalsI
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Experience

ASOS Fashion B2C Marketplace New Business & Compli-
ance Lead
W|v| plc 9 hec q45: - hec q4qq

Sesponsi&le for tOe glo&al acPuisition of ne.t generation talent for W|v| 
Marketplace 2omenswear A Menswear BqC platform, pro1iding &usi-
ness and &rand mentorsOip, wOilst protecting tOe integrity A reputation 
of W|v| Marketplace and its users tOrougO appropriate go1ernance and 
complianceI 
5j44 &rands A 1intage &outiPues 

Key WcOie1ementsX 

|trategically positioned W|v| Marketplace &rand to pro1ide an alterna-
ti1e re1enue space during pandemic, increasing portfolio form :44 to 
5j44 &randsI 
;roZect managed and deli1ered W|v| Marketplace &ack o7ce platform 
migration, across stakeOolders and di1isionsI 
LauncOed W|v| Marketplace £ COarity colla&orationI 
heli1ered uniPue, online and e.clusi1e partnersOips during pandemic to 
dri1e engagement and tra7c6 0ruman Brewery, ’nternational ;op-ups 
and takeo1ersI 
he1ised &rand incu&ator program, pro1iding tailored account manage-
ment and mentorsOip to accelerate growtOI LauncOed &rand self-ser1e 
knowledge portal in zendesk, ePuipping &rands witO tOe tools for suc-
cessI
 Lead legal go1ernance and compliance for W|v| Marketplace across 
functions6 Consumer Markets WutOority HMSC post Bre.it 0a. legislation, 
0erms A ConditionsI 
Created gateway to graduate W|v| Marketplace &rands from BqC to 
W|v| wOolesale modelI

ASOS Fashion B2C Marketplace Lead
W|v| plc 9 Mar q453 - hec q45:

Sesponsi&le for tOe end-to-end function A commercial performance of 
W|v| Marketplace 2omenswear A Menswear BqC platform 

G55 m annual sales, :44 &rands, and 1intage &outiPuesI 0eam of 5J 
across disciplines, J direct reports 

Key WcOie1ementsX 

|teer W|v| Marketplace tOrougO a period of digital transformation6 es-
ta&lisOing &rand position, and ecommerce direction in line witO ;AL 
rePuirementsI 
Lead W|v| Marketplace Business Unit to deli1er mo&ile-Drst, front and 
&ack end de1elopments, partnering witO ;roduct, hesign and Engineer-
ing teams to optimise e.perience and performanceI
 W|v| Marketplace redesign and re&rand 
U£ and U’ optimi ation strategy A roadmap 
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Back o7ce platform upgrade6 including new tecO stack, searcO engine, 
CM| Brand self-ser1e Knowledge ;ortal 

Build, de1elop, and dri1e tOe W|v| Marketplace Brand strategy and 
proposition, inNuencing senior W|v| LeadersOip team and e.ec sponsors 
to secure support A in1estmentI
 hri1e tOe transition to focus on identifying and deli1ering &espoke 
strategies for optimal performance and Sv’ 
Lead, de1elop and coacO team of 5J across multi-disciplinesX Content 
A Marketing, vperations A Compliance, Buying A Brand ManagementI 
0rade A WnalyticsI 
Colla&orate A inNuence across W|v| di1isions to e.ecute W|v| Market-
place strategies6 xinance, 0ecO, hesign, Marketing A LegalI

Senior Buying Lead Non Clothing Business Unit
W|v| plc 9 Mar q45j - Mar q453

|teer Ton ClotOing Business Unit A |trategy in line witO commercial K;’|I 
Lead A manage Buying 0eams to deli1er a uniPue, curation of glo&al 
&rands and product rangesI 
GqFm annual sales, :44 options, F4 &randsI 0eam of 5j, j direct reports 

Key WcOie1ementsX 
|ecured consistent dou&le digit sales growtO wOilst growing intake mar-
ginI Lead restructure of Ton ClotOing &usiness unit from category &uying 
to Oead-to-toe &rand &uying, managed transition and Oando1er across 
teams and &randsI 
|ecured preferential terms across strategic partners, mo1ing to xvB, |vS 
agreements, 1olume tiered &uying discountsI 
|pearOeaded glo&al acPuisition of &rands and de1elopment opportuni-
ties to strengtOen &rand oRer from 4-F4 &rands, including Ugg, Birken-
stock, Monsoon Wccessori eI 
Unlocked product opportunities across indi1idual, and multi-&rands6 
G m incremental sales deli1eredI
 Managed key strategic &rand relationsOips for W|v| across 2om-
enswear A Menswear dri1ing &uying e7ciencies and impro1ed trading 
termsI 
Created W|v| 0Oird ;arty Brands vn-Boarding ;rotocol for W|v| roup, 
partnering witO Legal, |ourcing, xinance and vperationsI 
Wppointed Buying sponsor to sOape Branded Engagement |trategy in 
line witO W|v| xasOion witO ’ntegrity goalsI COair for W|v| 2omenswear 
Buyer xorum, WB A BW |uccession ;lanningI Lead on W|v| 2omenswear 
Buying Competency xrameworkI

Senior Buyer Bags, Accessories & Jewellery
W|v| plc 9 hec q455 - xe& q45j

Sesponsi&le for creating, managing and e.ecuting tOe &uying strategy 
against sales, margin and proDt plans for glo&al OigO-street to premium 
&rands across multi-categoriesI 
G5 qm annual sales, 4 &randsI 

Key WcOie1ementsX 
Lead merger of Bags, Wccessory A ewellery into one category re-
sulting in a more e7cient, streamlined approacO to &uying structureI 
Managed, coacOed, and supported producti1e and moti1ated &uying 
teams tOrougO transition a1oiding trade disruptionI ’ncreased network 
of &rands to ena&le sta&le product a1aila&ility and sales potentialI Built 
and e1ol1ed strong, agile relationsOips witO &rands and suppliers to dri1e 
trade optimisationI ’dentiDed de1elopment &rand gaps to dri1e out sales 
opportunities resulting in multi-category &rand oRer across price pointsI

Senior Buyer Beauty
W|v| plc 9 hec q44: - hec q455

Lead strategy A team to scale Beauty hi1ision and Brand portfolio in line 
witO Commercial K;’| 
G5 4m annual sales 34 Brands, 5444 options 

Key WcOie1ementsX 
’dentiDed A deli1ered eRecti1e acPuisition strategy to grow Beauty oRer 
from F to 34 &rands, introducing premium &rands section to oRerI 
’nNuenced senior &usiness leaders to dri1e internal A e.ternal aware-



ness, resulting in dedicated W|v| Maga ine placement, W|v| Beauty 
press days, W|v| Beauty TewslettersI |ecured incremental re1enue, and 
dro1e awareness tOrougO W|v| Maga ine placement and Commercial 
acti1ity6 GF44k in year 5I Culti1ated strategic partnersOips and nurtured 
new &usiness relationsOips witO senior &rand and &usiness stakeOolders 
including MWC, Estee Lauder roupI |ecured OigO proDle &rands sucO as 
BeneDt, Tars, |Oiseido, Bare Minerals, Laura MercierI

Buyer Beauty
W|v| plc 9 Mar q44J - hec q44:

heDne A &uild W|v| Beauty &rand position and product oRering to 
compliment W|v| oRerI �
GJm annual sales, F &rands, j44 options 

Key WcOie1ementsX 
’dentiDed &rand &uilding &locks to grow awareness, tra7c and engage-
ment to W|v| Beauty he1ised acPuisition strategy to attract tOe most 
rele1ant and compelling HigO |treet Beauty BrandsI ’ntroduced Beauty 
up-sell opportunities on product pages and witOin W|v| 2omenswear 
Oome pages and maga ineI |trengtOen &rand partnersOips resulting in 
greater account focus and access to &roader product rangesI

Assistant Sourcing Manager
0esco 9 Mar q44  - an q44J

Wssist tOe sourcing of ;remium Beauty Brands tOrougO oR-price cOan-
nels, supporting tOe Category Buying strategy tOrougO colla&oration witO 
core Buying 0eamsI

Buying Assistant
0esco 9 May 5::: - Mar q44

Buying administrator A stock control for BeautyI |upported tOe Buying 
0eam witO product creation, life cycle management, raising purcOase 
orders, and stock allocationI

Education & Training

The Broxbourne School
C|Es, 


