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“Craig is a great business 
leader for today’s digital 
world. From initial vision 
and conceptualization, 
to ongoing management 
of people and projects, 
he’s all about delivering 
results.”
P E G G Y  D Y E R
Former CMO, American Red Cross & VP Marketing, Allstate
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what is a

The Professional-360 provides you 

with an honest, inside perspective 

on what it’s like to work alongside 

Craig A Oldham. We interviewed 

his peers, co-workers, partners and 

direct reports, and we talked 

directly to Craig, asking him tough 

questions designed to help you 

both decide if this is the right fit for 

mutual success. Because at The 

Top Candidate, we believe your 

career is more than just a job.  

It’s the gateway to your best  

life imagined.

360? 

THE OPPORTUNITY + THE PEOPLE = THE DIFFERENCE

M I C H E L L E  R E E B
Founder and CEO, The Top Candidate
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As a digital marketing pioneer and  
transformational business leader, Craig A Oldham  

is known for making big things happen. By creating 
profound bonds among c-suite leaders, he is  

able to align their efforts through clearly defined  
mutual goals that fuel positive outcomes felt across  

the entire organization. He’s an innovator, a  
revenue generator and a game-changer. But  

perhaps most importantly, Craig makes work fun,  
which is something that pays exponential  

dividends for his team, his fellow executives,  
and the global clients that he serves every day.

Craig A Oldham
MEET THE PROFESSIONAL

P R O F E S S I O N A L
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Craig A
Oldham

THINGS YOU 
SHOULD KNOW 
ABOUT

321 4 55
After all of our 

interviews 
and research,  

these are the five 
perspectives that  

best define 
Craig’s style and  

approach.

P E G G Y  DY E R
Former CMO, American Red Cross  

& VP Marketing, Allstate

PAT T Y  A M O S
Event Planner,  

Tessco Technologies

S H A N E  TO OT H A K E R
Director of Marketing and Commerce,  

Tessco Technologies

J I L L  G R E G O RY
Senior Director of Digital Engagement,  

American Red Cross

TO M  CO L E
CEO, 

RDA Corporation

Craig is a serious leader, but he takes a 
light-hearted approach to driving his 
team to achieve stellar results. He’s 
able to get buy-in where others can’t, 
he’s always calm under pressure and 
he has proven himself time and again 
to be a great collaborative partner.

Craig is always looking for new ways to 
use digital technology to engage his 
audience. He’s always on the cutting 
edge; he understands the way  
technology works, what it does, and 
how to best apply it as a transformative 
agent that results in tangible benefits 
across the enterprise.

Craig was able to implement really 
advanced testing, integrated advanced 
analytics and automation. He had this 
grand vision, sought out the group that 
could make it happen, and trained them 
to do it right. He then brought me up to 
speed and I ran it, evolved it, and I still 
manage that team at Red Cross today.

Craig is able to work with people to 
establish common goals that are 
mutually beneficial. He’s not only 
innovative, he also has a clear  
understanding of what a modern digital 
business should look like. He’s able to 
push nearly any organization to act like 
a truly innovative, start-up, leading-
edge-out business. 

Craig is an awesome instructor 
and a champion of technology, 
process, and results.

Craig’s personal passion  
for technology flows  
through his work.

Craig makes work fun. He’s 
down to earth, approachable, 
and has a great sense of humor.

Craig is very influential, he gets 
things done at the highest level.

At the end of the day, he just wants to 
come up with the right solution, 
whatever that is. He’s an amazing team 
leader, his people management skills 
are truly world-class. And I personally 
witnessed him lead transformation 
across the digital landscapes at both 
Red Cross and Allstate.

Craig is focused, but really 
flexible. A great leader of 
people.
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We started from the ground up, 
implementing a new platform, 
quadrupling the size of our team and 
going from a crawl to brisk jog almost 
overnight. Once the team and 
infrastructure were in place, Craig 
introduced a/b and multi-variant 
testing, allowing us to test different 
creative to different audiences, giving 
us valuable insights into what 
performs best. We eventually brought 
all that in-house, and under Craig’s 
direction I was able to set up an 
internal testing optimization practice, 
which is the center of innovation 
skills at the Red Cross today. 

So many elements went into making 
all of this happen, and Craig was  
able to beautifully coordinate and  
orchestrate all those moving pieces. 
Together, we moved the organization 
and methodology from an inefficient 
waterfall approach to true agile 
development. We assigned product 
owners for business lines, partnered 
with IT, scrum-oriented our teams 
and completely changed the game 
for the Red Cross. They were in dark 
ages before Craig came along. He 
was able to use digital to streamline 
and prioritize customer interactions 
and internal functions to effectively 
meet the needs of the business.

From first time we ever spoke on the 
phone, Craig and I were speaking the 
same language. As we worked 
together over the next few years, we 
were able to evolve American Red 
Cross into a best-in-breed digital 
practice, grounded in industry-leading 
protocols for e-commerce and digital 
customer experiences. And through 
that initiative, Craig played a primary 
role in transforming the Red Cross 
organization into what it is today.

Craig is hands-down my favorite 
leader I’ve worked with; he’s just so 
easy to talk to, funny, kind and 
grounded. And he gets it. I’ve run 
digital at a lot of companies, and a 
leader like Craig makes it  
exponentially easier to get the job 
done right. He’s very open to 
innovation, creative problem solving, 
and Craig has this natural ability to 
diffuse tense situations and save the 
moment with humor, even in the 
toughest of circumstances.  

JILL GREGORY
Senior Director of Digital Engagement,  

American Red Cross

Craig Oldham understands the important role that marketing plays in  
today’s ROI-driven, bottom line focused world. By forging partnerships with 

cross-functional groups across the organization, he’s been able to impact 
more than just customer experience and digital practice—he’s literally 

transformed entire organizations. Jill Gregory, Senior Director of Digital  
Engagement, had the opportunity to work with Craig as he did exactly that 

for the American Red Cross. Here’s her experience, in her words.

“HOW CRAIG  
LED A DIGITAL  

TRANSFORMATION 
FOR THE AMERICAN 

RED CROSS.”

“They were in dark ages  
before Craig came along.”

“Craig is hands-down my favorite 
leader I’ve worked with.”
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together, striving 
towards a common 
goal, with an  
ever-present focus on  
value generation.”

We had our experts ask  
Craig their 5 toughest 

interview questions. 
Here’s what he had to say.5 What do you believe  

is the key to  
organizational  
transformation?
It’s really a four-step process, this 
organizational roadmap for  
transformation. First, you need 
strategic alignment. This is the “what”, 
it’s your value prop, basically who you 
are and how you present yourself in 
the marketplace. Aligning everyone to 
be on the same page. Next, build your 
playbook, that’s the “how”. How do 
you get stuff done? How will you 
measure performance and read out 
results to the executive team? How 
do you keep your c-suite emotionally 
involved? Third, build your  
championship team. Get the right 
people in the right place, and give 
them the right operating model. And 
finally, you need enablers, the tools, 
this is the MarTech. I often see 
organizations make the mistake of 
immediately jumping straight to 
enablers and thinking that will solve 
all their problems. But by ignoring the 
first three, you’ll overspend and under 
deliver on anything you build,  
every time.

What role does the 
marketing function play 
in today’s big business 
dynamic?
Marketing has never been better 
positioned to drive measurable, 
transformational impact across the 
organization than we are today. 
However, in order to achieve that full 
potential, marketing teams must play 
two distinct roles. First, marketing 
should be focused on value creation, 
they need to hold themselves 
personally responsible for generating 
sustainable channels of revenue. That 
means they need clear goals, 
direction and effective ways to 
measure their performance. Second, 
marketing teams must act as the 
strategic glue of the entire  
organization. It’s the marketing team 
that establishes the value prop, they 
thread the go-to-market strategies; it’s 
their responsibility to make sure that 
everyone is on board and understands 
the strategy, lives the brand, from the 
sales team on the front line to the 
c-suite in the boardroom.

What’s your secret  
to working with  
the c-suite?
Putting yourself in other people’s 
shoes, whether you’re talking to the 
sales team, the online marketing 
team, or the CEO, is the most 
valuable thing you can do when trying 
get things done. At the end of the 
day, people are rationally motivated. 
I’m able to calibrate with how 
different people define success. 
There are always challenges, but 
through communication and honest, 
direct feedback, and maintaining 
sense of humor, we’re always able  
to get through it. 

How do you see the 
role of e-commerce 
evolving over the next 
5 to 10 years?
It will continue to grow, expand, 
become increasingly pervasive and 
omnipresent. There’s a perception 
that e-commerce is everywhere 
already, but the truth is that only 
about 12% of transactions are done 
through e-commerce. That number 
will exponentially grow as consumer 
behavior leans away from the 
traditional linear shopping approach 
and more towards the omni-channel, 
international, “shop wherever you 
are”, mobile transactions at all times 
model. Content will play a key role in 
this evolution where we begin to 
really view e-commerce as an 
accommodation. Our goal as  
marketers is to consistently provide 
consumers with authentic user- 
generated content that provides  
them with the insight to make the 
right decisions. 

How would you define 
the “modern marketing 
growth machine”? 

I define the modern marketing growth 
machine as the culmination of all 
these different bits and pieces that 
marketing has been evolving to 
embody over the last five to six years. 
When you break down the traditional 
model of marketing, you really have 
two primary forces, brand marketing 
and digital marketing. They’ve often 
been at odds in the past, and that’s 
because historically, they had 
different priorities. But having the 
machine work smoothly means that 
we all have to strive towards a 
common goal, with an ever-present 
focus on value generation.

Craig A Oldham
QUESTIONS 
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“Get the right people  
in the right place,  
and give them the  
right operating model.” 
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Craig is a master at using cutting-edge 
technology to achieve key business 

objectives. Whether it’s growing revenue, 
transforming customer interactions, or 

paving the way for analytics, automation 
and infrastructure, Craig combines world-
class business strategy with unparalleled 

digital prowess to be a true modern  
business leader ready for tomorrow.

“He speaks the language, has the skill set, does 
the right thing for the business in the most 
efficient way possible, leveraging digital at 
all times. Professional, mature, hip and 
on-trend, Craig has his finger on the pulse  
of digital innovation.”

J I L L  G R E G O RY
Senior Director of Digital Engagement,  American Red Cross

PAT T Y  A M O S
Event Planner, Tessco Technologies

“Craig always brought a fresh perspective to everything 
he touched, from digital marketing to choosing a 
location for corporate events. He’s never afraid to 
introduce change and stand behind it. He’s a bold 
thinker capable of changing mindsets and inspiring 
innovation and transformation at every level.”

TO M  CO L E
CEO, RDA Corporation

“He’s well grounded to the bottom line, but at 
the same time, he maintains high  
expectations, bold aspirations, and that 
makes for a truly dynamic partnership. 
Extremely knowledgeable of the tools and 
techniques in marketing technology, his sole 
motivation is always, ‘How can I grow my 
business, grow revenue, show results.”

Craig A
Oldham360º
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full

“He makes things happen. Craig is a great 
communicator, a great personality, and 
he has an amazing marketing vision. He 
intuitively understands the way that 
consumers want to connect, and at his 
heart, he’s the ultimate technology guy.” 

S H A N E  TO OT H A K E R 
Director of Marketing and Commerce,  
Tessco Technologies
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A deeper look at  
what makes Craig tick,  

starting with the joy he finds 
in spending quality time 

with family and the  
incomparable smell of a 

freshly unwrapped iPhone.

Beyond 
the Resume:

Originally from the San Francisco Bay Area, Craig 
moved around a bit before landing in Chicago, Illinois, a 
place he called home for over 15 years. He now lives in 
the DC area, where he enjoys spending time with his 
family and the occasional weekend spent honing his 
golf game. He’s a self-professed digital geek, claiming 
that, “there’s nothing sweeter than the smell of a  
freshly opened electronic device.”

MY PURPOSE:
Maintain simplicity, especially as things 
get more complex. The biggest 
challenges are always overcome one 
step at a time.

WHAT IS THE 
COMPLIMENT YOU  
GET MOST OFTEN?
The greatest compliment I’ve  
consistently received is when I’ve left  
a position and go back later, people 
come up to me and say, “We weren’t 
exactly sure what you did when you 
were here, but it became painfully 
clear what you did after you left.”

10 SECONDS  
IN AN ELEVATOR
I accelerate revenue trajectories 
through transformational shifts in  
go-to-market strategies and put 
management teams on the leading 
edge, resulting in increased levels of 
consumer interest, engagement and 
revenue. I’ve done this for over a dozen 
companies with a 100% success rate.  
I can do it for you.

MY PHILOSOPHY:
I see myself as an innovator and an 
enabler, providing clear direction to my 
team and doing everything I can to 
empower sustained forward progress. 
I keep it simple, grounded and make 
my team feel 100% supported. 

Craig A Oldham
B I O
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“Don’t  
let the bozos  

grind you down.”

Favorite quote:

— Guy Kawasaki
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CAREER SNAPSHOT

As Principle with Mahdlo since 2017, and 
through his association with Chief Outsiders, 
Craig leads consulting services to help his 
clients drive incremental value from their 
marketing practices. He specializes in creating 
highly innovative go-to-market strategies to 
help senior leaders drive incremental value out 
of their current marketing practices. Craig is 
now available on a full-time or part-time basis 
to work with your organization to help  
transform your organization, your brand, and 
your relationship with consumers around  
the world. 

Chief Marketing Officer 
Chief Outsiders
Mahdlo Marketing Consulting

Allstate was struggling with emerging 
non-traditional competition, a new field of 
disruptors focused on e-commerce. 
Allstate challenged Craig to re-engineer 
and design Allstate’s new go-to-market 
strategy. Craig initiated market research 
and developed a business plan that 
incorporated digital marketing with a 
strong emphasis on paid search, SEO and 
social marketing. His solution resulted in 
record-high ROI. He also rearticulated the 
e-commerce and quoting process, 
resulting in $600M in annual online 
revenue in 18 months.

Marketing Director 
Allstate Insurance Company

Assistant Vice President
North American Marketing & Lead 
Generation, 
Zurich Financial Services

When the VP of Allstate moved over to Zurich, 
she brought Craig’s unique expertise and 
innovative methodology along to develop their 
first integrated B2B marketing team and 
program. Craig led the globally collaborative 
creation of their digital go-to-market strategy, 
grounded in CRM, sales lead management, 
search marketing (SEO/PPC) and email  
marketing, which increased close rates by 20%, 
generating new leads and partnerships with top 
brokers. The program was quickly expanded 
globally to all affiliates.

Craig’s relationship with his former VP 
at Allstate continued to pay dividends 
when she moved to American Red 
Cross and asked Craig to transform 
their digital go-to-market strategy. He 
worked with local and national leaders 
to consolidate over 730 local chapter 
locations into a more robust and 
reliable national commerce and web 
platform, generating a 40% boost in 
online donations, and delivering $38M 
in incremental revenue.

Vice President
Digital Marketing & Commerce  
American Red Cross

Senior Vice President 
Marketing & Corporate Officer
Tessco Technologies

Recruited by the Founder/CEO and elected  
by the Board of Directors, Craig migrated to 
Tessco to transform their brand, value  
proposition and enhance the overall customer 
journey.  Challenge was to take a 30-year-old 
distribution brand and reposition as a value-
added service provider and manufacturer. Key 
components to the transformation included 
revitalizing the brand identity, value  
proposition, corporate values, building a strong 
digital marketing practice while re-platforming 
the B2B commerce architecture  
and experience.

2013-20172008-2010

2010-20132000-2008 2017-TODAY

Craig is focused,  
determined and relentless 

in his pursuit of excellence. 
His passion for digital and 

his connection to people has 
consistently positioned him 
for unique opportunities to 
inspire, motivate and grow.



Craig A Oldham
C R A I G  A  O L D H A M

“My goal is always to bring the team together. 
Hire the best people, train them, empower them, 
challenge them, and instill in them the value of 
emotional intelligence. I don’t think there are 
different agendas, just different approaches to 
getting the work done. Together, we can make 
anything happen.”

M Y  C O M M I T M E N T  T O  Y O U :
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