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GROWTH LEADER  |  PRODUCT · MARKETING · DATA  |  MARKETPLACES & CONSUMER APPS  |  BRAZIL · LATAM · EUROPE · US
user acquisition and scaling - market entry - product growth - monetisation - web-to-app - CAC/LTV and cohorts

PROFILE

Growth leader who works where product, marketing and data meet, and scales with CAC, LTV and ROAS that hold. Most 
recently I built Flowwow's flower and gift marketplace in Brazil from its first users: revenue grew 9× in the second year and 
3× in the third, with 450+ local shops in 17 states. Before that I built the growth function at Ornament Health and led user 
acquisition at DocDoc. I check what users say against what they do in the data and against the market, and when the data is 
never going to arrive, I still make the call.

CORE STRENGTHS

Growth: user acquisition and scaling · market entry and GTM · international expansion · positioning and messaging · 
category strategy
Product: activation and onboarding · paywalls and pricing experiments · funnel and CRO · lifecycle and retention · user 
research
Analytics: unit economics, CAC/LTV and payback · cohort analysis · A/B testing · attribution and web-to-app measurement

PROFESSIONAL EXPERIENCE

Independent  |  Growth consulting and interpreting Jan 2026 - present  |  Porto
Looking for the next full-time role: one product I would commit to for at least two to three years. The right match takes time, so 
meanwhile I consult and interpret.

- Launch and growth consulting for early-stage companies: pre-launch growth plans and post-launch audits covering 
positioning, measurement and unit economics.

- Interpreting between Russian and Portuguese at notaries and the civil registry.

Head of Marketing  |  Flowwow Brasil Jun 2023 - Dec 2025  |  Remote from Porto
Global marketplace for flowers and gifts in 40+ countries. I joined two weeks after the technical launch in Brazil, with no users, and built 
the market from there, remotely from Porto, with colleagues across eight time zones from Brazil to Bali.

- Owned Brazil end to end: GTM, positioning, category strategy, acquisition and partner supply. Reported to the Flowwow 
Brasil CEO, then directly to the global board (COO, CFO, CPO).

- Users showed me the problem during UX testing: they picked a date and a gift, then learned at checkout that the shop 
could not deliver. I took it to the product and dev teams to fix. In-app revenue rose by about 40%, on a channel worth 
about 17% of total revenue.

- Recruited research participants who had bought flowers online in the previous six months and built positioning and 
creative from the words of the heaviest buyers. In a market with high scam perception, the product had to sound 
Brazilian, not translated.

- Tested new categories, including plants, balloons, bento cakes and gift baskets (cestas de presentes). Cut the ones that 
did not hold and scaled the one that did: gift baskets grew to about 40% of GMV.

- Built organic reach within the unit economics: replaced paid influencer deals with gifting on special occasions (about 95% 
of influencers posted), and put our press coverage on the first App Store screenshot, which won the test on installs.

- Tested Meta AEM against SKAdNetwork on the web-to-app funnel and ran mostly AEM, which performed better at our 
volume. Cross-checked the modelled app data against the deterministic web data.

- Managed 3-4 direct reports and three agencies, and directed the work of about ten people from the global SEO, analytics 
and design teams who did not report to me. Scaled spend 10× within days for peak seasons, inside one market and at the 
same CAC.

9× revenue growth in 2024  -  3× revenue growth in 2025 vs 2024  -  17 Brazilian states  -  450+ partner stores

Chief Marketing Officer  |  Ornament Health Feb 2020 - Aug 2022  |  Remote
Consumer health app for tracking lab results. Joined after a technical launch that had no users. Fully remote team across Montenegro, 
Switzerland, Germany, Austria and Russia, plus freelancers in Mexico, Brazil and the US.

- Built the marketing and growth function from scratch. Ran paid acquisition myself for about a year before the first hire, 
then built a team of seven plus four agencies, with budgets up to EUR 300K a month across markets. Tested the US and 
put the money into Latin America, where the unit economics could get to profitable; the US was more saturated, more 
expensive and more regulated for a health product.

- Found the first audiences in 40+ interviews with the heaviest users, each defined by the workaround they already spent 
time on: pregnant women with folders of printed lab results, biohackers with their own spreadsheets. When those 
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audiences ran out, I switched to non-users and drop-offs, and that switch produced the repositioning to mainstream 
wellbeing.

- Ran full-funnel tests per audience (pregnancy, weight loss, biohackers, chronic conditions), each with its own creatives, 
store page, landing and onboarding. The results set the product roadmap.

- When Apple's tracking rules changed, worked with product on the tracking opt-in onboarding screen and kept improving 
it. Our opt-in rate grew, and it showed that Meta's side of the consent set the limit on what we could see.

- Measured campaigns three ways: the ad platform, server-side conversion events and our own database, so no single 
number stood in for the whole.

- Owned monetization and activation: pricing experiments, subscription rollout across markets, activation moments (lab-
results upload, quiz completion) and lifecycle push built on behaviour.

2M+ installs  -  150K MAU at peak  -  after repositioning, 5× the users on the same budget and 4× lower CPA

Head of User Acquisition  |  DocDoc Jul 2017 - Feb 2020  |  Moscow
The leading doctor-booking marketplace in Russia: doctor search, booking, clinics and telemedicine.

- Moved growth decisions from short-term order counts to cohort, LTV and payback logic. Found that app users carried 
much higher long-term value than web users and built the web-to-app funnel until the app was a real growth channel.

- Most of the extra orders were repeat visits that earned almost nothing under the clinic agreements. Renegotiated the 
terms: a returning patient's visit cost the clinic less, but still paid us.

- Ran brand campaigns with no install link to measure demand the ad platforms did not report. A large share of installs 
came from people who never clicked and searched for the app by name, checked against our own booking records. This 
was years before Apple's tracking changes made that kind of measurement standard.

- Built lifecycle and push programmes, including an abandoned-search trigger tested against a held-out control group. 
Rolled winning tests out to the full audience, which grew repeat orders and cross-sales into other products such as 
telemedicine.

- Worked both sides of the marketplace, patients and clinics, and the launch of telemedicine, a category with almost no 
demand and a real need underneath.

+40% in orders per user over a cohort year, from web-to-app  -  +20% in revenue after clinic terms were renegotiated

Earlier  |  Anews, Grape International, RBS Corporation 2009 - 2017  |  Moscow
- Anews (news aggregator backed by TMT Investments): joined before launch and ran app marketing, ASO and paid 

acquisition. Launched in the US as a short test, then prioritised Latin America on unit economics. Worked with colleagues 
in the San Francisco and São Paulo offices; spoke at industry conferences.

- Grape International: hired as the single marketer to launch two messengers, Grape and then Ping, both for the US 
market. Coverage in TNW; the first Facebook mobile ad campaigns.

- RBS Corporation (digital agency): my one fully B2B role, marketing the agency's services and SaaS tools such as Webvisor. 
Started in PR as press secretary, writing articles, client case studies and speeches.

4M+ installs across paid and organic channels

SKILLS AND TOOLS

Acquisition: Meta · Google Ads · Apple Search Ads · TikTok · Pinterest · ASO (custom product pages, in-app events, Play 
listing experiments) · SEO · PR · influencer · web-to-app
Measurement and lifecycle: Adjust · AppsFlyer · Firebase · GA4 · RevenueCat · Branch · OneSignal · SKAdNetwork · Meta 
AEM · server-side events · email/CRM · push
Product and AI: Jira · Confluence · Figma · Miro · Apptweak · AppFollow · Tableau · BigQuery · SQL · AI for research and 
analysis · Cursor · Vercel · Supabase
Speaking: ASO Academy lecture on app localisation for LATAM · i-COM 2016 · Mobile Marketing Conference 2015

LANGUAGES AND EDUCATION

Languages: English (first language of my translation degree; my working language since I started) · Portuguese (C1, DAPLE 
certified; worked in it daily) · Russian (native) · Spanish (second language of the same degree; interviewed and hired in it)
Education: Moscow Aviation Institute · Master's, Economics & Management (specialisation in entrepreneurship) · Master's, 
Linguistics & Translation (English, Spanish)


