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Mary Killelea 

Career Highlight Reel



22-24’ B2B Campaign Manager Highlights
Campaign, Product Launch & Partner Support

Q1 Edge to Cloud paid media outperformed all 
operational metrics due to updated media mix 
and seasonality

• +114% impression delivery 
• +24% lift in CTR compared to Q4
• +10% improvement in bounce rate compared 

to Q4

Based on Q1’21-Q1’22 trending data we achieved:
• Highest number of visits to intel.com
• Second lowest bounce rate

By choosing prioritized channels known for 
driving quality traffic at scale

Tested if those searching for AI generic terms 
were better served pointing to NVIDIA page vs 
our AI page. Result: Generic AI searches have 
better engagement on workload page vs 
competitive page

Results for machine learning related searches:

• +42% bounce rate improvement on AI page

• +433% lift in page content interaction on AI 
page

• +42% scroll halfway down the page on AI page

Tested a redesigned SEM landing page 
to build baseline for future A/B testing. 
Page focused on a more intentional user 
experience for paid search traffic.

Exceptional Results!

+20% lift in bounce rate improvement
+290% lift in asset download rate
+328% lift in email opt-in rate

Before 

After 

Media Impact to the SPR Launch
•31.6M campaign impressions in total
•4.2M campaign interactions in total
•17.9K total visits to website

Partner Impact to the SPR Launch (IBM, 
Google Cloud, Azure, Dell, Lenovo, HPE, Cisco)
•31.5M campaign impressions in total
•104K campaign interactions in total
•32.7K total visits to website



21-22’ Recruitment Marketing Highlights
Manufacturing Campaigns 



21-22’ Recruitment Marketing Highlights
Diversity Strategy and Campaign

https://intel.sharepoint.com/sites/diversity-marketing-repository?OR=Teams-HL&CT=1719960694715&clickparams=eyJBcHBOYW1lIjoiVGVhbXMtRGVza3RvcCIsIkFwcFZlcnNpb24iOiI0OS8yNDA1MzEwMTQyMSIsIkhhc0ZlZGVyYXRlZFVzZXIiOmZhbHNlfQ%3D%3D


19-20’ Customer Stories Program Highlights
Customer Spotlight Webinars Customer Spotlight Hub Partner  Joint Customer Stories

Launched Customer Webinar Spotlight Series
 

Delivered over eight 40-minute live webinars to date, 
highlighting innovative, industry-leading companies that are 
undergoing digital transformation and have tackled 
business/technology challenges and created new 
opportunities using Intel data-centric technologies & 
platforms.
 

Developed and Implement amplification strategy : PR & AR 
team targeted invites, leveraging Ace voices, industry 
influencer channels,  inclusion in internal and external 
newsletters and posting to elevate on LinkedIn  

Tim Crawford
Strategic Advisor, Influencer and Analyst 
@tcrawford  /19.5K followers

Lucian Fogoros
IoT Industry Advisor and Influencer
@fogoros  / 25K followers

ALREADY RECORDED

RECORDING IN Q3 & Q4

Industry Influencer Moderators

Drove strategy and tactical implementation for online web customer 
story repository. Launching the Customer Spotlight Hub from zero to 
131+ stories.

Oversee daily management, creating an intake process, and efficient 
workflow. Constantly looking at growth opportunities through 
partnering with other orgs {CCG and IOTG} to showcase a One Intel 
approach to customer stories. 
 

Grew customer story breadth aligning to key workload priorities. Gained 
visibility through internal cross links from newsroom, global navigation, 
regional campaigns, organic social, inclusion in internal and external 

newsletters 

Established a successful working model for Intel & Dell, Lenovo, 
Cisco and HPE customer story telling partnership leveraging MDF 
funds that included creating new efficiencies (joint PMR, boiler 
plate messaging, clear prioritization of featured workloads and 
products & sharing of Intel’s SMG Wins).
 

Achieved goal of  delivering 1 joint customer story per quarter
 

Responsible for marketing integration and amplification of joint 
customer stories in campaigns, social, sales enablement, digital 
presence & events

http://www.intel.com/customerspotlight


17-19’ Cloud Content Strategist Highlights
Be Ready Campaign 

Hybrid Cloud Content Strategist
Be Ready Campaign 

Spice Works Content Strategist
Enterprise & Government Campaign

Content Strategist 

Drove innovative campaign content with 
Hybrid Cloud Webinar series, New 
interactive & engaging hybrid cloud 
game and a new Forrester paper on the 
importance of dev ops within the IT 
organization 
 

Produced industry perspective pieces to 
drive off .com visibility to Intel and IT 
Transformation and Hybrid Cloud at VM 
World with a series of videos and 
podcasts
 

Drove strategy and content refreshed 
Intel.com/Cloud landing experience

Created organic social packages and 
media banners

Created E-Nurture plans for the geos

Created unique content kits for Spiceworks that speaks to their 
passionate audience in innovative ways.  (Campaign In Box, Live 
Events, Peer-to-Peer testimonials, Contests, Quizzes, Videos)

Drove key topic areas with key ISV’s through participation in 
Spiceworks live in person webinars 

Developed content strategy across Enterprise and Government 
key workloads, working across orgs to identify and curate 
content, worked with agencies to develop new derivative content 
and produced Gartner industry newsletter.

Lead regular Geo content syncs covering campaign content 
strategy, timing and development. Delivering campaign content 
on time and on budget

Operationalized and worked with various agencies to be 
organized and align all campaign related assets, including social, 
banners and content deliverables for geos in a centralized tracker 
and repository 

Worked with the web team on all content mapping for campaign 
assets and framework of Campaign Hub 

Video Series: Driving IT 
Transformation Real Talk 
Outside the Data Center



Awards and Recognitions
DRA  AWARD: Exceptional Achievement

SRA AWARD:  Excellent Achievement

Recognitions by peers for demonstration of embodying the following company values.

• Value: Quality - Continuously Learn. 

• Value: Results Orientation - Execute flawlessly. 

• Value: Customer Orientation - Listen and respond. 

• Q4 GMO DRA - Graviton2 Marketing Program - Competitive continues to be a critical element of our marketing strategy. This DPM 
team developed an innovative cloud competitive marketing program to combat the misleading claims that Graviton2 is a better 
choice than Intel Xeon based instances. Great Work!!!!

• DRA Q4 2019 – Super Computing 2019 - Teams across OGM, MEG, and the BU collaborated to execute and deliver marketing 
activations in support of our HPC story during and around SC'19. Supported a rolling thunder approach for highlighting customer voice 
and competitive differentiation for SC19, publishing seventeen customer story assets, including case studies and videos, on the Intel 
Customer Spotlight hub to demonstrate real use cases and provide mobile friendly assets for social amplification.

• DRA for Customer Spotlight: Elevating Data-Centric Customer Storytelling: Outstanding cross-team accomplishment in creating new 
channels to raise the visibility of end-customer stories, including the new Customer Spotlight live webinar series for press, analysts 
and influencers, and new customer story hubs on Intel.com, the Intel Newsroom and Intel Solutions Library.

• Q4 Results for 2018 ITT Spiceworks Online Community Pilot. Thank you for helping us exceed our 2018 ITT Spiceworks Pilot goals with 
increased target audience online community engagement by over 5000
followers

• Launched the 2019 Global Enterprise Campaign to demonstrate why end customers and partners should choose Intel. The team worked against aggressive timelines, resource constraints and 
lots of change to deliver an outstanding result.

• Demonstrating Customer First value and contributing to Americas Marketing Quarterly SRA Award for US #IntelMessageTest. Your efforts are greatly appreciated and making a difference! 

• Individual taxonomy & creative mapping sessions led by Intel were held for Dentsu for each paid media channel (more than 5 sessions) to ensure Dentsu understood and accurately set-up the 
journeys. This type of attention to campaign set-up is above and beyond typical Intel involvement, usually led by Dentsu after tactical approval. The team also went through each 
content/creative received and tagged it to a specific journey stage to ensure clear 1:1 mapping.

• Congratulations on your Q2'22 SRA for Intel Vision in Americas. Many thanks for your hard work and support for making Intel Vision and our Americas Regional Marketing Team a huge 
success!

• Thank you for all your hard work in 2021 for Global Field Marketing

• Congratulations on your GTA Award for developing and executing a comprehensive Gr8+ AA recruitment marketing strategy to address one of our APB priorities. With the external and internal 
insights gathered, persona development and the stand up of the marketing repository we can build robust attraction plans within GTA and for our stakeholders. This effort has provided a 
framework to further build diverse talent segmentation. Thank you!

TOTAL AWARDS RECIEVED

• (4) Award Level: 2500 (DRA Exceptional Achievement)

• (6) Award Level: 1500 (SRA Excellent Achievement)

• (8) Award Level: 1000 points (Superior Achievement)

• (3) Award Level: 750 points (Significant Effort or 
Achievement)

• (20) Award Level: 500 points (Notable Effort or 
Achievement)

• (29) Award Level: 250 points (Extra effort or 
Achievement)

• (6) Award Level: 100 points (Simple Thanks)

• Value: We are one intel.

• Value: You act with truth and transparency. 

• Value: You are inclusive. 

• Value: You get results

• Value: Great Place To Work. 
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Thank You
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