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Can you imagine if Mark Cuban authored dictionary deﬁnitions? We were fortunate enough
to chat with the “shark” investor and Dallas Mavericks owner amidst the hectic trades and
transactions of the NBA offseason, and this was his response when asked to deﬁne a
game changer.
For our inaugural game changers issue this compelling man was an iconic ﬁt: a world-renowned
business ﬁgure who has been a controversial leader, responsible for many pivots and changes in
the tech realm, start-up world, and literally changing the game for his Mavs.
Thought leader Susan Scott, CEO of Fierce Inc. and author Peter Fisk
also ﬁt the bill perfectly. Fisk penned Gamechangers: Creating
Innovative Strategies for Business and Brands: New Approaches
to Strategy, Innovation and Marketing.
I am an avid lover of fashion, but only just recently
discovered the industry is currently the second
most polluting sector in the world. However, there
is a strong undercurrent of change towards
consciousness and sustainable manufacturing
within the industry.
BOSS Headquarters is buzzing in anticipation
about the upcoming Olympic Summer
Games and the NFL preseason kicking
off this month. If you’re a sports lover
like we are, you’ll want to stay tuned for
our upcoming issue for an exclusive
interview with a Super Bowl champ!
We hope you enjoy our August gamechangers issue.

Nicola Batchelor
Content Director
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CHANGE
THE GAME
WITH
REGRETS

EXCLUSIVE INSIGHTS
FROM BUSINESS LEADER

MARK CUBAN
Written by Laura Close

LEADERSHIP

There’s a scene in the 2012 summer blockbuster The Avengers where
Tony Stark—a.k.a Iron Man—is asked what kind of man he is behind his
nearly indestructible suit of armor. He doesn’t hesitate before answering:
“Genius, billionaire, playboy, philanthropist.”
Mark Cuban doesn’t have an Iron Man suit, or anything else, to hide
behind. But like Stark he doesn’t pull any punches. He’s a game changer.
Billionaire. Family man. Serial entrepreneur. Unlike the comic book hero,
however, when it comes to the public and private persona of this business
leader, they are one in the same.
In an age where celebrities carefully craft their public image, and it’s
hard to discern who the person really is through the lens of social media,
Cuban is wholly himself in any arena. The crowd at a Mavericks game,
colleagues and interviewers asking about his passion and next venture, or
the potential entrepreneurs he mentors and strikes deals on Shark Tank all
know the same man.
Through his powerful personal online brand—the ﬁrst of its kind for an
NBA owner—he shares updates about his life, his health, his political
views, and just about anything else you may or may not be interested in.
For anyone in the public eye, this amount of openness can draw a lot of
negativity. But for Cuban, the beneﬁts outweigh any of the “noise.”
“It helps me learn. There is no shortage of feedback on social media,” he
shared with BOSS Magazine. “While there is a lot of ﬁltering of noise, all
it takes is one nugget of knowledge for me to beneﬁt.”
And beneﬁt he has. People who don’t know much about Cuban may
recognize him from Dancing with the Stars in 2007 or from his continued
presence on the acclaimed entrepreneurial reality show Shark Tank. Some
may just know him as the outspoken owner of the Dallas Mavericks. But
before this, Cuban was a pro at turning a proﬁt with anything, from selling
garbage bags as a kid to selling stamps and coins to collectors in his
teenage years.

“I was probably 12 when I learned
to embrace and enjoy selling,”
said Cuban. “That gave me the
conﬁdence to dig into starting
businesses.”
He may have made an impression
on his neighborhood as a kid, or
on his college campus for teaching
dance lessons and owning the local
bar in his early life, but he gained
the attention of the business world
fast back in the 90s before the
Dotcom Bubble Burst.
His company CompuServe
sold in 1990 for $6 million.
Broadcast.com, an entrepreneurial
venture centered around the
desire to listen to Indiana Hoosier
basketball games and initially called
AudioNet, sold for nearly $6 billion
just a few years later. Although his
timing in the market was part luck,
his ability to create success despite
a widely out of control marketplace
was not.
“None of my success is credited
to luck,” he said, “the scale of
my success is. I was lucky that
the Internet stock market went to
extremes.”
He’s one of the top billionaires
in the United States, and unlike
other billionaires real or ﬁctional
(we’re looking at you, Donald Trump
and Tony Stark) Cuban’s wealth is
all self-made. Usually with wild
success comes equal amounts of
failure, and Cuban doesn’t hide the
fact that he’s passed on some
great chances.

“NONE OF MY
SUCCESS IS
CREDITED TO
LUCK, THE
SCALE OF MY
SUCCESS IS.”
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“[I’ve missed out on] so many deals
I can't even count, but I don't regret
any of them. My success put[s] me
in a position to evaluate the deals I
mistakenly passed on. Things have
turned out ok despite my misses.”
First of all, let’s clear the air on this
one: “ok” is an understatement
But what is fascinating about
Cuban is the idea of living with
“no regrets” regarding his business
decisions.

It permeates popular culture. Tattoos
across the chests of young
men and comments made by
celebrities, artists, politicians,
and anyone with a voice in
the public all center around
the idea that no matter
how events play out or
what decisions are made,
there are no regrets. Even if
things seem to go badly, most
people who prescribe to a “no
regrets” mentality argue that
it’s a positive moment—a learning
experience.

“THERE IS NO SHORTAGE
OF FEEDBACK ON SOCIAL MED
WHILE THERE IS A LOT OF
FILTERING OF NOISE,
ALL IT TAKES IS ONE NUGGE
OF KNOWLEDGE FOR ME
TO BENEFIT.”

Is it really, truly possible to live a life of no regrets? Sure, it’s
possible—if you have the right mentality for it. But
crafting that mindset is no easy feat, especially for
people in places of wealth and power. Notorious
B.I.G. makes it pretty clear: mo’ money,
mo’ problems.

“[I’VE MISSED OUT ON]
SO MANY DEALS I CAN'T EVEN COUNT,
BUT I DON'T REGRET ANY OF THEM.
MY SUCCESS PUT[S] ME IN A POSITION
TO EVALUATE THE DEALS
I MISTAKENLY PASSED ON.
THINGS HAVE TURNED OUT OK
DESPITE MY MISSES.”

Take our ﬁctional hero/billionaire Stark.
His fortune continually provides
him ample opportunities to make
decisions—and robots—that he
ends up deeply regretting. But
it’s not the money that is the root
of the problem for him, nor is it
a valid reason for anyone in a
position of wealth or power.
The real-life examples are scarier.
The Enron leaders, the “toobig-to-fail” CEOs of banks on the
precipice of the Great Recession,
and top brass at the car companies
who lied about emissions to the
public all have one thing in common: a
terrifying lack of transparency that led to
huge, regretful decisions.

4 QUICK
BITES WITH
MARK CUBAN

DIA.
F
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Cuban, being the busy man that he
is, has shown us the key to living a
life of no regrets in just a few short,
simple sentences: openness.

The public generally has unyielding
opinions of Cuban—his polarizing
personality comes in part from his
ambivalence of what other people think of
him and the decisions he makes. But this
is also an incredibly important component
to his ability to continue to operate in
business with no regrets. This and his
commitment to transparency form the
solid foundation on which Cuban and other
leaders like him have built their empires.
The business leader’s empire building is
nowhere near ﬁnished. The new millennium
has seen Cuban buy the Mavericks, found
AXS TV, purchase Landmark Theatres and
Magnolia Pictures, appear in everything
from Entourage and The League to
Sharknado 3, and even launch his social
media app called Cyber Dust.
In the last decade, Cuban has turned his
attention to healthcare technology, a
marketplace he believes will vastly change
how humans live and receive care in just
a few short years. But when you ask him
what he’s up to next, speciﬁcity is nowhere
to be found.
“Whatever comes along that is fun.”
Now that’s a true Tony Stark answer.

Something that changes
conventional wisdom.
Something that makes people
change the way they have
always done things.
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Uber. I didn't think they would
be as good at raising money
as they have been and that
municipalities would work
OHYKLY[VÄNO[[OLT;YH]PZ
has done a great job.
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Check out Genetesis.com
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Machine learning is going to
disrupt all automation. It's just
a question of how and when.
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WRITTEN BY PETER FISK

“The best way to predict the future
is to create it.” - Abraham Lincoln
The best opportunities for business—to ﬁnd new growth, to engage
customers more deeply, to stand out from the crowd, to improve
their proﬁtability—can be seized in changing markets.
The best way to take advantage of these changes is by
innovating—not just the product, or even the business itself, but
by innovating the market.

These “game changers” innovate
their market and then innovate
their business with exponential
impact, like WhatsApp creating
$19 billion in three years, and
Uber creating $60 billion in
ﬁve years. They start from the
future back: making sense of
change, seeing the new patterns
and possibilities, harnessing
the power of ideas and digital
networks to win in new ways.
Innovating the market requires

THE GAME CHANGER’S KEY TO BUSINESS STRATEGY
Game changers shape markets in their own vision, deﬁning the space and rules,
practices and value perceptions, to their own advantage. Then they set about designing the right
business model and customer experience to win on their terms.
In the old world businesses accepted markets as a given—the
status quo—and competed in them, with slightly different products
and services; usually, businesses were competing on price. New
products were quickly imitated, leading to declining margins and
commoditization. Most companies now recognize that this is not a
route to long-term success in a rapidly changing world.
Fast-changing markets demand fast-changing businesses.
Winning in this new world requires a bigger ambition: to change the
game, not just play the game. Winners recognize that markets are
malleable, geography is irrelevant, and categories are outdated, that
boundaries blur and new spaces emerge, and that you can shape
practices and perceptions to your advantage.

new leadership thinking, and for
the whole business to grow.
10 TIMES IS NOT
10 PERCENT BETTER
It all starts with an idea—indeed,
you could say we now live in
an “ideas economy”. Game
changers typically have big
ideas, not ones that can be
copied by others. Most ideas
are incremental, and most ideas
in business are usually around
product functionality.
They are audacious. They make
things 10 times better, not
just 10 percent better. They
think beyond the product, to
the service and channel, the
business model and customer
experience to ultimately how the
market works.
Read on to discover four
impressive game-changing
examples.
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Game Changer #1
Aeromobil, the World’s First Flying Car
Searching for examples of the world’s best game changers, I found myself in Bratislava, Slovakia.
Štefan Klein, a retired Volkswagen car designer also has a pilot’s license. He had the vision to combine
his expertise and passion, and set about creating a ﬂying car.

After seven years, his third version of Aeromobil scooped the top prize at the Vienna Motor Show.
On the road, it's a two-seater roadster. But when it arrives at the airport, driving onto the runway, the
doors become wings and Klein can ﬂy for nearly 250 miles at 135 mph. With investment (and more
importantly technical expertise in production) from Boeing and NASA, Aeromobil will soon be productionready with price points around $300,000. The company wants to create a new category for people who
want to avoid trafﬁc jams or just get one up on their neighbors.

14 | thebossmagazine.com | August 2016

Game Changer #2
How ARM Outsmarted Intel

While game-changing might seem more suited
to entrepreneurs, it is big businesses that can
redeﬁne markets with the most impact. ARM,
the UK-based semiconductor company, has
outsmarted Intel in recent years by thinking
differently.
While Intel was wedded to producing leadingedge standardized chips for computers, ARM
set about designing chips for the world’s
smartphones and mobile devices, a fastergrowing market.
ARM works with each business customer to
develop more relevant, distinctive solutions,
and then engages an ecosystem of partners
to develop and produce them under license.
The relatively small team in Cambridge has
transformed how the market works, and in
so doing has become the world leader in an
incredibly fast-growth market.

August 2016 | thebossmagazine.com | 15
© ARM Ltd.
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Game Changer #3
Nespresso is All About the Pods
Swiss food giant Nestle recognized that the future is much more about aspirations and experiences than
products and needs. Nespresso is single-handedly responsible for increasing Europe’s annual household
spend on coffee by over EUR $800. It does this by allowing people to make great coffee.

The brand is inspired by George Clooney and enabled by its exclusive machines, made under license
by Krups. Once you’ve bought the machine, you join Le Club and subscribe to a regular ﬂow of pods
delivered directly to your door.
Compare this to other business models for coffee. The low-cost machines available through retailers are
accessible to everyone, but then the direct subscription model is incredibly efﬁcient and proﬁtable.
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Game Changer #4
Tesla’s Supercharger Network
© Tesla Motors

Think about electric cars. The challenge for Elon Musk and
his team of innovators was not simply to create a great
electric car, but to create the market for the car too.
Developing this market means creating demand,
competition, and infrastructure. Tesla works hard to create
a vision that engages people emotionally in the beneﬁts
of carbon-free travel. They started with a high-end niche
roadster to build aspiration, then introduced mid and
lower-end models for the “masstige” market.

Tesla gave away much of their IP to
encourage competitors to grow the market
with them, and with their sister business
Solar City, they are creating the world’s
largest electric charging network.
In the future, Musk believes we will choose
to join his Supercharger network as the
default solution to better driving. Of
course, Tesla could just have waited for
somebody else to do this. But the company
wanted to create a new “game” it could
shape. They wanted to create the future of
automotive in its vision and to deﬁne the
rules (the infrastructure, the standards, the
expectations) to its advantage.

August 2016 | thebossmagazine.com | 17
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Rethink “Why”

Change

WHY
Change

Change

WHO

WHAT
Change

HOW
Most companies like to focus on the “what”.
They seek to innovate products and services
within the existing game. Most of their solutions
are similar to competitors—small differences to
design and functionality, and small differences
in prices. Eventually, it leads us to sameness: to
commoditization, to price discounting, and to
diminishing proﬁts.
By ﬁrst thinking about the “why” and then the
“who” and “how”, you can reframe what you are
about: redeﬁning the market on your terms.
This is what Apple did with the personal
computer market. This is what Dyson did with
the home cleaning market. Or Finland’s Supercell
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did in the gaming market. Or Spain’s Desigual in
the fashion market. They stopped to think and
thought bigger and smarter.
Right now you can see game changers in every
ﬁeld—23andMe in healthcare, SpaceX in space
travel, OneWeb in global Internet, DJI in drone
delivery. All of these companies are introducing
new ideas for new markets.
Competitive advantage in today’s fast and
crowded marketplace is not about being slightly
better or slightly cheaper: it is about having a
better vision, a better view of the market, and
an idea about how you can make people’s lives
better. It is about outthinking the competition.
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5 Winning Actions
“Game-changing” is a strategic challenge for the whole business. It requires
the full engagement of business leaders, as well as people with expertise
and imagination in all departments of a company. These creative
techniques are particularly useful in opening up our range of thinking,
while also building courage and commitment to make them happen.

1) DESIGN THINKING
Deep diving to understand
the needs and aspirations of
customers is imperative—not
just for existing products, but
to redeﬁne the problem and
opportunity to make their lives
better. Businesses will have to
spend more time with people,
explore their worlds one by
one, and solve real problems
in new ways.
This approach is far more
insightful than the old ways of
doing mass market customer
research, which was limited by
the questions asked, and the
statistical analysis of which
resulted in common solutions
for average people. The
new approach is to be more
selective, more intuitive, and
more exploratory.

2) PARALLEL WORLDS
Most good ideas are already
out there, but often in different
places. The same consumer,
who buys your sports shoes,
also buys food, cars, phones,
games, travel, and much more.
Look at other parallel markets
to see how the same people
are responding to ideas in
other sectors.
If they sign up to annual
contracts for their phones,
maybe they would do similarly
for sports shoes. Or pay for the
gym and get the shoes free, like
in banking. Or pay per use, or by
20 | thebossmagazine.com | August 2016

subscription, like in gaming. Don’t
be obsessed with competitors,
look to what your consumers
are doing, and liking, in other
places, then “copy, adapt,
paste.”

3) STRATEGIC
FRAMING
The most powerful
strategic tool is to
redeﬁne the context
in which you see
your market and your
business. Most people
deﬁne the same playing
ﬁeld, as competitors,
and so end up playing the
same game. By framing your market
around customers, you have more
opportunity to be relevant and different.
Brazil’s Beauty’in combined food
and drink with cosmetics to deﬁne
a new category of “alimetics” which
they could shape and grow. Time
Warner redeﬁned themselves as an
entertainment company rather than
communications company and saw
and instant jump in share price.

4) HORIZON PLANNING
Plan your execution from the
future back. Having deﬁned
your future vision, decide when
you want to achieve this, say
in three years. Then deﬁne what
it will be like regarding the
experience for customers,
the processes required to
deliver, and the results
for business.
Then work backward,
concerning similar

outputs at the end of year two and year
one. You can start working towards each
of these three horizons, prioritized by
what is to be delivered, not what is
easy. You can also build your brand
story on how you will shape the
future, and the practical deliverables
each year going forwards.

5) FAST AND AGILE
Start fast, make mistakes, and
learn: as you gain more insight and
experience, pivot your business to
where you see the best opportunity.
Game changing requires a
speedboat mentality—to stay small
and fast, rather than trying to build a
supertanker going in one direction.
The world’s largest white goods
company, Haier, is a collection of 1,000
“speedboat” companies, each incredibly
entrepreneurial. Small beats big, work in
proﬁtable niches rather than mass market
share, and speed the ability to act quickly,
be prepared to change direction, and to live
without certainty.

The innovation process is about creativity,
divergence, commercialization, and
convergence to turn big ideas into
exponential impact.
Be the game changer!
Today’s winners, existing companies
seeking to ﬁnd a better future, or
startups looking for their space,
create the future in their vision, rather
than living in the shadow of others.
Think how you can shape the
future to your advantage, to
make sense of change, and
deﬁne your own destiny.
Don’t just play the game,
change the game.

Peter Fisk is a global business
thought leader on growth and
innovation, customers and
marketing. He is a bestselling
author, expert consultant,
and keynote speaker, helping
business leaders to develop
innovative strategies for
business and brands. He runs
his own innovation company,
GeniusWorks, and features on
the Thinkers 50 radar of best
business thinkers. Check of Fisk’s
latest book, Gamechangers:
Creating Innovative Strategies
for Business and Brands, at
www.theGeniusWorks.com.
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STEPS
TO BUILDING

ENTREPRENEURIAL
CULTURE

In my book Achieving Longevity, I celebrate the positive
power of the business corporation by studying companies
that have managed the difﬁcult task of staying in business
for decades, even for a century or more—companies like
Honda, IBM, and 3M.
What I found is that the success of these enterprises is tied
to a culture of entrepreneurial thinking. They strive to adapt
to market needs that vary over time and seek out a change
in response to broader demographic, technological, global,
and social shifts.
On the other hand, my research also showed that
most companies follow a pattern of abandoning their
entrepreneurial roots after they become successful. They
seek to protect what they have, but the inability of rigid,
stodgy ﬁrms to change with the times causes them to
devolve eventually from success to failure.
Ironically, it’s large ﬁrms—with their money, brainpower,
leadership, sales channels, research facilities, customers,
and status—that are best positioned to be entrepreneurial.
Think of it: startup entrepreneurs have ideas but no money,
networks, customers, suppliers, or credibility to follow
through on those thoughts.
It is the established corporations that have ideas plus
money, people, and credibility to make a difference, yet
they instead choose to become rigid, risk-averse, and
focused on cutting costs. Instead of concentrating on
the big picture and thinking about where the next big
opportunities may lie, large enterprises seem to contract
creatively.
So, how do ﬁrms develop and adopt an entrepreneurial
culture? In the interest of brevity, I will outline four steps,
but I also want to caution that following a formula is not
a path to change: each ﬁrm must derive its individualized
path.

Written by Jim Dewald
Dean, Haskayne School of Business,
University of Calgary, and author
of Achieving Longevity
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1

ESTABLISH
A CLEAR
NARRATIVE OF
ENTREPRENEURIAL
SUCCESS WITHIN
THE FIRM.

This demands a
highly egalitarian
and transparent
organization in which
employees feel
comfortable asking
the boss questions
and making mistakes
(but learning from
those mistakes). It
should be entirely
plausible that any
team member with
the necessary skills
and abilities can rise
to the top.
Entrepreneurial
organizations require
risk-taking and bold
initiatives, which
are best narrated
through stories that
demonstrate equality,
security, and an
absence of central
control.

Robots & Pencils (R&P)
is a radical new ﬁrm
dedicated to building
mobile apps with 77 million
users across 169 countries.
Michael Sikorsky, the
engaging CEO of R&P, has
developed an organizational
culture that starts with a
profound respect for the
distinctiveness of each
employee.
When someone breaks a
rule, Michael is likely to ask,
“why is there this rule?”
Michael also makes it clear
that any of his employees
can, if they want, rise to
the top. The equality is
demonstrated in other ways,
such as through sharing
ﬁnancial beneﬁts.

2

IDENTIFY THE IDEA
GENERATION PATH
MOST SUITED TO THE
ORGANIZATION.

One such path is “bricolage
—best described as “making
do with what one has” to meet
a customer need. Another
possible way is “effectuation”
—in which entrepreneurship is
driven by discoveries within
the ﬁrm.
To understand bricolage, picture
the movie Apollo 13 when the
NASA lead throws a bunch
of spaceship parts on a table
and tells the team to “build an
air exchanger”. The engineers
are dazed and confused, but
by “making do with what they
have,” they develop an air
exchanger and an assembly
protocol that saves the lives
of three astronauts in space.
Another readily recognized
bricoleur is TV character
MacGyver. Each week he would
use only the materials handy
to create a transistor radio or a
bomb—or whatever was needed.

By comparison,
effectuation is a
methodical process
of developing an
idea to the point of
commercialization.
Effectuation is often
connected to a resource
rich environment
(not money, but
accomplished scientists,
effective discovery
processes, etc.),
whereas bricolage
is tied to strong
leadership and a vision
of a new future for
the ﬁrm.
Entrepreneurial cultures
can include both but
rely on one or the other.
Choosing the right ﬁt
for the organization can
provide a cornerstone
for entrepreneurial
sense-making by
employees.
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3

ENGAGE IN
OPPORTUNITY
DISCOVERY AND
CREATION PROCESSES.
Discovering opportunities
can be a highly planned and
purposeful corporate action
or can happen by accident.
Purposeful discovery is a matter
of prioritizing, setting aside the
always-present tasks of the day,
pulling an interdisciplinary
team together and giving
them the encouragement and
freedom to explore ways to do
things differently.

Opportunities are also
discovered accidentally.
Harvard professor Clayton
Christensen shared a story of
consulting to a quick service
restaurant, trying to exploit
an unexplained explosion of
milkshake sales in early morning
hours. They wanted to ensure
they effectively captured the
market—was there a particular
ﬂavor that would be attractive?
Instead, Christensen asked why
instead of who or what. Why
are people buying milkshakes
at 6:00 am—what job is the
milkshake doing?
What he discovered was that
early morning commuters could
not rely on coffee to keep them
awake on their early morning
commute. Coffee was hot at ﬁrst
and then would cool and not
taste fresh. Milkshakes, however,
are thick and viscous, requiring
concentration and intense
suction to draw up the straw,
and are cold to hold onto.
This kept people awake, and
took 20 to 30 minutes to drink
—the typical commute time.
The job to be done was
nourishing the driver during
the morning commute.
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SUPPORT MIDDLE
MANAGEMENT.
To become an entrepreneurial
organization, middle
management needs to be
effective at bridging and
connecting the message and
direction from the top with
the actions and engagement
on the front line. This requires
courage, conﬁdence, and
commitment at the middle
management levels—a critical
element often overlooked
in the implementation of
organizational strategy.
Central Memorial High School
is a school on the fringe of
an afﬂuent suburban district,
built to serve the children of
the afﬂuent population in the
southwest part of Calgary,
Canada. Over time, local student
numbers were dropping, and the
school board was considering
closing the school.

They turned to an innovativethinking principal, Jeff Turner,
and asked him to take on the
leadership of the school and
consider options to increase
attractiveness for students.
Jeff worked with Fine Arts
Department Head, Bob Chudyk,
to leverage the school’s
reputation for a robust ﬁne arts
program into a focused strategy
for specialization. With support
from senior leaders, action and
leadership from the school level
were critical in making the
plan work.

The new focus ultimately
changed the programming,
bringing the energy and
creativity of the performing
arts into social studies, math,
science, and so on. A telling
sign of success is that the
school administration required
additional resources, not for the
program, but to deal with the
constant onslaught of inquiries
from other schools, school
boards, administrations, etc.
It is important to stress that
organizations are organic
and uniquely distinct. There
is no magic formula that will
transform an organization from
stodgy to entrepreneurial, but
hopefully, these steps will help
guide business leaders in their
pursuit of longevity.

Jim Dewald is the
author of ACHIEVING
LONGEVITY: How Great
Firms Prosper Through
Entrepreneurial Thinking.
He is the Dean of the
University of Calgary’s
Haskayne School of
Business and an Associate
Professor in strategy and
entrepreneurship. Prior
to entering academia, he
was active in the Calgary
business community as
the CEO of two major
real estate development
companies and a leading
local engineering
consulting practice, and
president of a tech-based
international real estate
brokerage company.
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How Susan Scott is changing the conversation—

What is the hardest part of your job? For
some, it’s back-breaking labor. For others, it’s
the challenging pace of business that can’t be
maintained. But I think we can all agree that
one of the most difﬁcult components of any
job is effective, and truthful, communication.
It can be a constant roadblock to productivity.
It can get in the way of achieving goals.
Communication is hard, and can be even
harder in workplaces that do not encourage
openness and transparency.
A whopping 97 percent of employees and
executives in a ClearCompany survey believe
that a lack of alignment within a team impacts
the outcome of a task or project. A lack of
collaboration or ineffective communication
were cited by 86 percent of respondents for
workplace failures.
In a marketplace where you can email, Google,
Slack, tweet, message, and livestream, why is
good communication so difﬁcult? Wouldn’t it
be great if there was a company that focused
only on improving conversations—that could
help get those difﬁcult conversations started?
Leadership development companies don’t
usually focus solely on conversations, but
that’s what separates Fierce Inc. from the rest
of the noise. The company’s survey about
the trustworthiness of U.S. corporations and
the U.S. government alike piqued our interest
(more on this later), but after learning more
about this women-run business, its founder,
and its mission, we couldn’t pass up the
opportunity to get an inside look.

“Why do we focus on
conversations? It gets
people on the same
page, helps companies
tackle challenges
more effectively, and
enriches relationships,”
shared Susan Scott,
Founder of Fierce Inc.
“Relationships are
a company’s most
valuable currency:
it’s emotional capital.”
Before founding Fierce Inc.,
Scott spent 13 years running
think tanks for CEOs. She didn’t
have a consulting background,
and her business background
didn’t prepare her for working
with strong opinions and egos.
Scott has to ﬁgure out a way to
have productive conversations
to help her clients reach their
goals.
Once she learned how to
communicate on these tough
new levels, her core group of
32 CEOs started spreading
the message of the ﬁerce
conversations they had with
Scott, and more businesses and
leaders started asking for her
time and expertise introducing
effective communications into
their organizations.
“Communication is not a soft
skill,” Scott shared. “You could
have a really great product
or service, but so does your
competition: you have to have
something else going for you,
and conversations are the
center of everything.”

—literally—around communication in the workplace.
Written by Laura Close
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AT&T Wireless was one of her very ﬁrst clients when she set up shop
as Fierce Inc., and essentially funded the company’s ﬁrst year. Shortly
after founding the business, Scott’s book, Fierce Conversations—
Achieving Success at Work and in Life, One Conversation at a Time,
hit the Wall Street Journal’s Bestseller list. Her second book, Fierce
Leadership: A Bold Alternative to the Worst “Best” Practices of
Business Today, was just as successful.
Now in its 15th year, the Fierce Inc. team is still reeling in top leaders
from all over the world. From subsidiaries of Berkshire Hathaway to
Starbucks in London, Scott spends a lot of face time with leaders
and high-potential employees, sharing the importance of strong
communication and ﬁerce conversations.
“Leadership should be deﬁned as the ability to connect with staff and
customers; it goes beyond the boardroom,” she said. “CEOs know if
they are going to bring Fierce Inc. in, it’s not just a learning tool for
everyone else: it starts with them.”
But Scott’s goals for Fierce Inc. extend beyond the
biggest boardrooms in the world. According to Scott, teaching
businesses how to have difﬁcult conversations and better
communication trickles down to developing strong leaders
in communities.
“We want leaders and everyone out there to realize leadership
has to be for the world, it’s not for narrow self-interest,” she said.
“Leadership’s job is to get it right, not be right.”
This sentiment is part of what drove Fierce Inc.’s new study
about consumer and voter trust in corporations and government,
respectively. Stacy Engle, the EVP of Marketing at Fierce Inc., shared
that the contentious election cycle, coupled with some very expensive
cover ups from some very big brands, has led to low levels of trust.
According to the survey results, 71 percent of people believe that U.S.
corporations and the government made decisions or acted in ways
that were not in the best interest of the people they lead.
“Trust requires persistent identity,” Scott said when I asked her to
elaborate on the statistic. “You and your business have to show up as
yourself over and over again—you have to be consistent. You can’t turn
around six months from now and ﬂip-ﬂop.”
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For Fierce Inc. and its founder,
it comes down to accountability
and transparency. Instead of
claiming “mistakes were made”
(“It’s utter bullshit when a
company releases a statement
like that,” said Scott), companies,
leaders, and politicians must
accept their mistake, own it,
and make great efforts to
move forward.
“Practice radical transparency,”
she advised. “It’s the deﬁnition
of a ﬁerce conversation—coming
out from behind oneself and
laying yourself bare for the
world to see. Don’t talk around
something, talk straight at
it. Withholding what you are
thinking, or withholding the facts,
is not going to make you look
better in the end. How else are
you supposed to garner trust
as a leader?”
The state of the automobile
industry—with the problem with
airbags and smog readings just in
the last year—is a major example
of this. Although Scott was
willing to admit that everybody
suffers a little from the fear of
the truth, and sometimes we
even want to protect ourselves
from it, not communicating in a
transparent and clear manner
is a fruitless endeavor.
“We need to change the
conversation,” she said.
“Companies, its leaders, all of us,
need to realize that key to our
success is enriching relationships
and connecting with people.
Sincerity will take you a long way,
you just have to be open enough
to use it.”

“Leadership’s job
is to get it right,
not be right.”
- Susan Scott
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U.S. COMPANIES
DRIVING TRENDS
IN DIGITAL MARKETING

Today’s digital marketers are riding the crest of a
monumental change in the digital environment. While
virtually everyone recognizes the simple fact that online
sales and mobile ads are rapidly increasing, there are
only a handful of organizations poised to reap the most
beneﬁts.

Mobile, live video,
and individualized
consumer journey are
driving innovation
and revenue,
the companies
at the helm of
these digital
marketing trends may
surprise you.

These ﬁve companies are revamping the landscape of
digital marketing by betting on what current trends
businesses, brands, and users want—even need—and how
these elements can change the course of tomorrow’s
marketing.
Abrupt shifts and the speed of change in
digital marketing is inevitable, just consider how
we used social media a year ago. Staying on
the cutting-edge of this ﬁeld is an exhilarating,
multi-platform challenge. Message machines
and telephones are nearly obsolete thanks
to accesible mobile messaging, real-time
photo sharing, and live-streaming video.
Where will our smart devices and online
trends take us next? These ﬁve companies
are already well-known, but how they are
revolutionizing communication and marketing
opportunities merits exploring.
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Recently, Facebook has been launching
nching
a deluge of marketing tools. The number
of videos posted by each Facebook
ook user
increased 75 percent in 2015 globally,
bally, so
it’s no surprise the company is banking
anking
on the fact that video posts see more
organic reach—135 percent to be exact—
than posts with images. So how has the
company that generates an average
age of 8
billion video views a day evolve?
Even before Periscope and Meerkat
kat got
behind the wheel of the live-streaming
aming
bandwagon, Facebook was quietly
ly
developing Facebook Live, which
h people
spend three times longer watching
ng
live video compared to feeds thatt are
no longer live. Perhaps surprisingly,
gly,
Facebook users have already watched
tched
over a million hours with Samsung
g
VR gear.
In 2014, Mark Zuckerberg said, “In
n ﬁve
years, most of Facebook will be video.”
Live streaming is no joke at Facebook,
book,
and already they have made updates
ates to
position Facebook Live videos higher
gher in
your News Feed when actually live.
ve. While
video is the king of content, there’s
e’s plenty
more in the platform’s toolbox.
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Facebook has already
reshaped the online marketing
environment, and is currently
outperforming Google in display ad
revenues. Over 75 percent of all U.S.
internet advertising is facilitated by
Facebook and Google, but trends
suggest that Facebook is growing
more rapidly in the space, especially
in the world of mobile.
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The popular, if not controversial,
Facebook Messenger app now supports
upports
chatbots, giving brands the opportunity
ortunity
to build personalized e-commerce
ce and
customer service presences. Soon
n the
Messenger bots will make for a wicked
marketing tool, meeting the real-time
time
needs of customers when they need
eed
a product or assistance. Wouldn’tt you
message a bot for a late-night snack?
ack?
Facebook is currently seeking over
er
1,100,000,000 unique monthly visitors.
sitors.
It would be no surprise if they reach
ach this
mark: people spend as much time
e on
Facebook as they do commuting.. And, as
the way people use their mobile devices
evolves, platforms like Facebook will
expect increased trafﬁc as they evolve to
meet their users’ needs.

Google is far and away
the most powerful search
engine, and the algorithms
the online giant uses control
what sites are likely to be
viewed by online shoppers
partly through mobile ads.
The constant reﬁnement of
their algorithms continues to
stymie some organizations,
but the fact remains
Google’s dominance will
deﬁne, to a large degree,
how everyone shops in
the future. However, even
Google will be challenged as
some current trends create
rival venues for shoppers to
explore. For example, mobile
payment transactions have
lept 210 percent in 2016, and
Google offers Android Pay
for purchases and Google
Wallet for quickly sending
and receiving money.
Facebook may be growing
faster than Google in the
mobile advertising space,
but Google currently has a
bigger share of the internet
advertising pie. Studies
show mobile advertising is
growing: the time consumers
spend on mobile devices is
more than double the share
of mobile ads money the
platform receives, so there is
still room for growth.

© Go
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Apple has established dominance as a
smartphone provider, but their marketing
expertise crosses over into the brick-andmortar domain as well. The tech giant runs
the world’s most lucrative brick and mortar
store, a title once held by Tiffany & Co. before
the advent of the Internet.
“E-commerce marketshare, as a percentage
of all retail sales, has doubled since 2008,
according to the United States Census
Bureau,” shared Ritika Puri of Shopify Plus.
“But brick and mortar is still a dominant
player, by a landslide.”
Apple has, to this point, been able to ﬁnd a
balance between their online marketing and
brick-and-mortar stores, which has proven
difﬁcult for many other organizations.
As the market for smartphones becomes
saturated in North America and Europe,
Apple will be forced to revise their strategies,
particularly in the Asia Paciﬁc. But they’ve
proven themselves to be nimble enough to
continue as a dominant force.
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Warby Parker is an interesting case study for anyone exploring today’s evolving
markets. The company sells eyeglasses online but also has over 30 brick-and-mortar locations.
Like Apple, it too has surpassed sales of Tiffany & Co.
The company’s strength lies in a willingness to target market demographics using
social media sites like Twitter and Instagram in addition to employing more traditional
online marketing strategies.
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Snapchat Snapchat is the digital leader
of sharing Stories. Almost 70 percent of all 1834 year olds in America have hopped on board,
and the adoption rate of users aged 35 and
over has jumped 12 percent in the last 3 years.
While Facebook-owned Instagram has hit 500
million monthly active users in June, Snapchat’s
“disappearing photo” act has passed Twitter in
daily users with 150 million snapping users.
Marketers can only stand to beneﬁt from the
platform’s brand new space for Snap Ads—which
offers a ﬁve times higher click-through rate than
similar channels—and taking advantage of the fun
world of customized geoﬁlters for any location,
event, or Sponsored Geoﬁlters for brands. Small
businesses and individuals can even participate in
the mobile masquerade.
Where else can your call-to-action like “raise your
eyebrows” transform you into a member of the
Ghostbusters? Or an athlete getting doused with
Gatorade? Or a Taco Bell taco?
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WILL OTHER COMPANIES CASH IN ON EVOLVING TRENDS?
As devices change, how we use them will also evolve. This means the top ﬁve trendsetters,
as well as up-and-coming rivals, will need to become even more cognizant of the demands of
modern device users.
Social media is going to revolutionize online marketing by becoming the dominant force driving
sales in the future. That’s a concept worth remembering, but not the only one that is likely to
reshape the future of online trends.
Marketers must realize new generations will quickly replace millennials, and the new
generations will, again, reshape the marketing landscape. That concept further suggests even
today’s top ﬁve trendsetting companies will be forced to meet the needs of newer generations
or fade from the scene. Today’s trends will, in fact, shape and impact tomorrow’s trends.
Flexibility and a willingness to evolve will determine who the top ﬁve trendsetters will be in
the future.
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WHAT DOES DIGITAL MEAN FOR FUTURE
OF ENERGY AS WE APPROACH THE
FOURTH INDUSTRIAL REVOLUTION?

Written by Tyler Anneliese Moselle

Wood was the world’s ﬁrst source of
energy and served as the preeminent form
of energy though the latter part of the 19th
century. Water mills, coal, petroleum, natural gas,
nuclear electric power, and renewable energy were
respectively momentous advances in our history of
energy consumption.
Humans have always hunted down easier, faster, and more
efﬁcient methods to make energy work for them. With ﬂourishing
populations, new sources of energy, and technological prosperity,
how will digital trends shape the fate of the energy world?
When the onslaught of more efﬁcient, environmentally-friendly power
sources is paired with encouraging policy and programs to cut energy use,
it makes for a sunny outlook on a refreshed energy infrastructure. But what
good is any of this innovative work without energy security?
The International Energy Agency (IEA) considers energy security as the
uninterrupted availability of energy sources at an affordable price. Shortterm needs highlight resiliency where energy systems can quickly
respond to unforeseen changes. Long-term ambitions are geared
towards investments in economic developments and sustainability.
Right now, a global spotlight is on the demand for energy
security, but sometimes it is misunderstood through a
politically-charged lens.
This matter is not just a geopolitical issue of import
dependency or security of supply: the issue of
energy availability and affordability is directly
tied to social and economic vulnerabilities.

INNOVATION

“There is no one single solution
to our energy challenges or
to the challenges posed by
climate change… We need
to be innovative and we need
to work together.”
– Canadian Prime Minister Justin Trudeau

LET’S GET POLITICAL
It is difﬁcult to speak on the matter without getting political. President Barack
Obama’s call for increased research in energy—with a huge clean energy
effort—transcends political ideology. The Mission Innovation accord is slated to
double energy research spending to cut emissions through new, vital sources.
This research and development could lend itself to the economic, social, and
environmental safety every living thing depends on.
“Substituting solar, wind and safe nuclear energy for fossil fuels is a big plus for
safeguarding the global environment,” City College of the City University of New
York’s Professor of Physics Michael S. Lubell wrote. “But it is also a vital step in
ﬁghting terrorism and reducing the corrosive whipsaw impacts of price volatility
on economies that have come to rely overwhelmingly on oil and natural gas
production.”
During the “Three Amigos “ Summit Press Conference in June, Canadian Prime
Minister Justin Trudeau explained, “One of the things that we’ve learned, and
this is through the Paris Agreement and through many years of following
different paths toward solutions, is there is no one single solution to our energy
challenges or to the challenges posed by climate change. That we need to be
creative. We need to be innovative and we need to work together.”
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And work together they will.
The landmark North American
Climate, Clean Energy and
Environment Partnership is a
commitment that accentuates the
demand for stronger reliability,
resilience, and security of the North
American electricity grid. These three
countries have a shared vision and
have started the necessary dialogue
about infrastructural changes.
What next?
“I know that we will have to pursue
multiple different solutions when
it comes to clean energy. But
cooperation and the collaboration...
among our three countries will give
rise to innovative solutions that are
positive in the area of green energy.
I can’t wait to work with the United
States and with Mexico in order that
together we’re able to face climate
change challenges,” added Trudeau.
On a political level, local reactions
to current geopolitical concerns—
including the call for greater subregional independence and the
decline of trust in global institutions—
indicate further localism. With so
much uncertainty and volatility, not
one country or its national plan can
pull this off without collaboration or
the help of smart technology.
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DIGITAL
TRANSFORMATION
A combination of technologies is driving a
digital agenda towards embedding more
data and intelligence in business models.
The need for agility, speed, and digital
competence in our complex and often
volatile world is urging industries’ reliance
on the cloud, analytics, mobile, and cheap
sensors.
The energy industry is no outlier in this
trend. Supply and demand is exceedingly
altered by digital, especially when it comes
to four directions: changing patterns of
consumption, new ways of optimizing assets,
cross-industry partnerships, and the greater
use of industrial platforms.
Consumption in our digital age is ruled by
the online world. The sharing economy boasts
less ownership in lieu of pay-per-use. In turn,
our vehicles, homes, and appliances are
evolving into intelligent, connected devices
that rely on real-time information and the
demand for energy. These connected devices
can enable efﬁcient use of assets through
this data and also create more transparent
physical and digital supply chains.
As digital technologies aid the need for
data-intensive skillsets, wearables and the
vast array of online learning courses will
boost workers’ operations and “reskilling”
with complex new tools in the energy
sector. Industry lines will blur, especially
as new consortia are formed and provide
integrated pay-by-use services.
The energy industry is understood to
be a sector that is slow to change, but
the current low prices of oil and the
rapid pace of digital is not letting this
transformation take its sweet time.
Changes are already underfoot in the
scheme of the energy value chain.
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The Connected Enterprise
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As the World Economic Forum put it, “The
supply side of the industry is impacted by the
ability to implement real time, remote control
asset management and predictive maintenance
to extend the operational efﬁciency of assets.
This is becoming even more important as the
portfolio mix becomes ever more diversiﬁed
with the growth of renewables.”
Now the myth that solar energy would be too
expensive of a technology to show any promise
has been dispelled. Thanks to dropping prices,
installations at both a utility scale and consumer
level have been soaring. In fact, GTM Research
says 59 gigawatts of solar photovoltaic
systems (PV) were installed globally in 2015, a
34 percent increase from 2014. Concurrently,
residential PV has been the fastest-growing
sector in U.S. solar, installing over 2 gigawatts
direct current (GWdc) for the ﬁrst time and
growing 66 percent over 2014.
Energy storage also has cheapened, resulting
in more accessible, affordable options for
customers down the line for off-the-grid
capabilities. This trend seems to affect regions
with high energy prices and where feed-intariffs—policy mechanisms aimed to expedite
investment in renewable energy technologies—
are decreasing. Meanwhile, most consumers and
businesses are affected across the board.
A study by the Institute for Building Efﬁciency
revealed that 58 percent of the 687 North
American organizations surveyed planned to
have at least one facility that can operate off the
grid within the next 10 years.
According to Bloomberg New Energy Finance’s
annual long-term view of how the world’s power
markets will evolve in the future, New Energy
Outlook’s (NEO) 2016 report, renewable energy
is set to overtake fossil fuels by 2040.
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What else is boosting distributed energy
resources? Increased electriﬁcation of
heating and cooling systems thanks to highefﬁciency heat pump technology, application
of efﬁcient LED lighting and appliances, smart
charging of electric vehicles, and advances in
energy-efﬁcient products and demand-side
management. Now it’s generally two to three
times less costly to save a kWh of electricity
than to generate one.
A major issue with diversifying our energy
resources is the blueprint of the grid itself.
“The difﬁculty associated with integrating
variable sources of electricity stems from the
fact that the power grid was designed around
the concept of large, controllable electric
generators,” Scientiﬁc American pointed out.
“Today, the grid operator uses a three-phase
planning process to ensure power plants
produce the right amount of electricity at the
right time to consistently and reliably meet
electric demand. Because the grid has very
little storage capacity, the balance between
electricity supply and demand must be
maintained at all times to avoid a blackout or
other cascading problem.”

Many North Americans believe the lack of cheap
storage for renewables—especially on a large
scale—is an assumed threat to accessible clean
energy. The U.S. energy storage market has
jumped from $111 million in 2013 to $441 million
by the end of 2015. It is only expected to grow
more—up to sixfold—by 2021, according to
Energy Storage Monitor reports.
But a new study may beg to differ.
According to a recent study in Nature Climate
Change, the future may not call for storage.
Because of the various weather patterns across
the U.S., researchers suggest that all we may
be in need of is a bigger grid, more renewable
power, and better power lines. By focusing on
delivering energy to regions when it’s needed,
electricity prices could drop by 2030 and
emissions could be cut by up to 80 percent
from 1990 levels.
The digital transformation of energy systems is
paving the way for affordable, reliable energy
for everyone. Prosumers—those who produce
and consume energy—and the reciprocal
communication between energy producers and
consumers are easing energy distribution into
regions with supply shortages, grid stability
issues, or intermittency issues from renewables.
WEF explained, “The aggregation and
centralized management of these distributed
energy resources—sometimes referred to
as ‘virtual power plants’—can transform
zero-energy buildings and community-scale
microgrids into regional resources by providing,
or freeing up, critical electrical system capacity
when needed.” In the instances of developing
economies, changes like this can break open
energy resources for those not even connected
to a national grid.

The future of digital energy trends will support
the evolving patterns of consumption and
a demand for energy bolstered by swift
rise in populations. How much of this is up
to policymakers? Protecting our energy
infrastructure falls under their job description,
however investing in energy research will be left
up to the world of tech and the legacy of STEM
education.
Digital can improve capital, productivity, and
labor efﬁciency. It can upskill energy workers,
establish better energy security, and ensure
predictability. These beneﬁts won’t come
without trials: the energy sector will require
new skills, and data security will only grow
more consequential for everyone.
Once we unleash these possibilities, who knows
what the future of power will bring.

“There is a core paradox at the center of the global macroeconomic
and geopolitical landscape: economics is becoming more global
and politics is becoming more local. The global economy is more
interconnected than ever before.”
- World Economic Forum
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Coal and gas prices stay low, a projected supply
glut for both commodities cuts the cost of
generating power by burning coal or gas, but will
not derail the advance of renewables.

Asia-Paciﬁc leads in investment, representing 50
percent of all new investment worldwide. Despite
slower growth in the near-term, China remains the
most important center of activity.

Wind and solar costs drop and become the
cheapest ways of producing electricity in many
countries during the 2020s and in most of the
world in the 2030s. Onshore wind costs fall by
41 percent and solar PV costs fall by 60 percent
by 2040.

Electric car boom. EVs increase global electricity
demand by 8 percent—reﬂecting BNEF’s forecast
that they will represent 35 percent of new lightduty vehicle sales in 2040, some 90 times the
2015 ﬁgure.

KS ON
ABLE ENERGY

Cheap batteries everywhere. The rise of EVs further
squashes the cost of lithium-ion batteries, boosting
power storage and working with other ﬂexible
capacity to help balance renewables.

Coal’s diverging trajectories. Coal generation
plummets in Europe and peaks in 2020 in the
US and in 2025 in China; however it increases 7
percent globally due to rapid growth in other Asian
and African emerging markets.

A limited ‘transition fuel’ role for gas outside of the
US, with only 3 percent growth in gas demand for
power to 2040, and generation peaking in 2027.

On top of the forecasted $9.2tn investment in zerocarbon power, an extra $5.3tn is needed by 2040
to prevent power-sector emissions rising above the
IPCC’s ‘safe’ limit of 450 parts per million.

Source: http://www.bloomberg.com/company/new-energy-outlook/#form
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Key
Technologies
Innovating
Manufacturing
in 2016
Wr i t te n by L a u ra C l o s e

Predictive analytics, additive manufacturing, and many
other innovations all rely on one main technology:
the Internet of Things. See how these technologies have
evolved over time, and where experts expect these to
VCMGVJGƂGNFQHOCPWHCEVWTKPIPGZV
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1 // ADDITIVE MANUFACTURING
Also known as 3D printing, additive manufacturing was developed in the 1980s and exploded in the last
ﬁve years onto many manufacturing ﬂoors. The process, through which 3D design data is used to build
up a component in layers by deposited material, has changed the game for smaller manufacturers since
it has recently become more affordable.
Although the technology has proliferated through many
different channels, companies like GE, Boeing, Ford, Nike,
Hasbro, and Hershey’s are just a few of the companies on
the cutting edge of applying additive manufacturing.
While it’s common knowledge that plastics, resins, and
some metals are used in additive manufacturing, more
unique products like chocolate (we’re looking at you,
Hershey’s!) and wax are also used.
The global 3D printer market size is predicted to hit
$5.4 billion in just two years’ time. We expect to
see even more materials used in the process,
as well as an increase in the size and scale
of 3D printing.

2 // NANOTECHNOLOGY
Nanotechnology is just about as small as you can go. Between
1 and 100 nanometers, the tiny tech has traditionally been used
in aerospace and biomedical industries. Its primary use?
To make materials both lightweight and stronger simultaneously.
This tech also makes numerous chemical manufacturing processes
more efﬁcient by reducing energy usage and waste. It is nanotechnology,
after all.
From nanocomposites used in car parts and golf clubs to
nanocatalysts that can liquefy coal and turn it into gas,
nanotechnology has dozens of applications in just as many
industries. And innovations in the ﬁeld are pushing the tech’s reach
even further.
Nanoimprint lithography, a process for creating nanoscale features by
“stamping” or “printing” them onto a surface, and self-assembly, where a
group of components comes together to form an ordered structure without
outside direction, are just two of the many new ways nanotechnology is
changing the manufacturing ﬁeld.

3 // VIRTUAL REALITY
Manufacturing companies aren’t just manufacturing virtual
reality tech, they are incorporating it into several different
aspects of the tech in manufacturing processes.
From virtual manufacturing—where abstract prototypes
are built in a computer-based environment to help
the production process—to virtual prototyping, VR
is becoming deeply ingrained in many companies’
procedures.
Just take the industry’s approach to training.
Teaching new employees policies and procedures
through virtual reality tools allow a safe, immersive
learning experience without any mistakes costing the
business.
VR is also the next evolution in CAD technology (computeraided drafting). From designing systems to virtual assembly
analysis and evaluation, VR in this regard is not yet being
used to its full potential. But companies choosing to adopt the
technology sooner rather than later will ﬁnd themselves far ahead
of the game.

4 // ADVANCED ROBOTICS
Advanced robotics is easily found on the manufacturing
ﬂoor for just about every major car manufacturer,
but expect to see the technology in transportation
equipment, electronics, machinery, electrical
equipment, appliances, food and beverage,
consumer goods, pharmaceuticals, and metals,
among other industries in the next ﬁve to ten years.
The reason for the increase in activity? The new
generations of machines are capable of so much more.
Some machines have as much range of motion as a human
hand, rendering it more dexterous and able to perform
delicate tasks. Some of these robots can even collaborate—
and learn—from humans.
As of 2014, there were 1.5 million industrial robots in use
worldwide. By 2020, many experts believe the market will grow to
$41 billion. This growth and the steady decline in pricing will help
small- and medium-sized businesses adopt advanced robotics in
their organizations sooner. And as robots take over more manual labor,
a shift in employment from laborer to operator is sure to occur.

August 2016 | thebossmagazine.com | 53

INNOVATION

5 // PREDICTIVE ANALYTICS
It might surprise you to know predictive analytics
isn’t a new concept and was once a spreadsheetheavy endeavor requiring huge assumption; the way it
is done, however, has since evolved. Data mining acted
as the predecessor, but with rapidly changing technology
and growing storage space for data, predictive analytics is
beneﬁting manufacturers now more than ever.
Predictive analytics, in short, is just a name for datasets. It allows
manufacturers to consider more factors than ever before when
making decisions and has an endless list of beneﬁts. It increases
production equipment uptime via predictive maintenance, can help
improve quality, and lays out a clear demand forecast.
“Predictive analytics are changing consumer buying behavior,” noted Bill
Abernathy, head of North America product supply logistics excellence,
Bayer CropScience, “and supply chain professionals need to be able to
satisfy the increasing demands of consumers who expect products
delivered exactly when promised.”
Both U.S. and China manufacturers are prioritizing predictive
analytics incorporation, which will push both countries ahead of the
rest of the manufacturing world by a long shot.

6 // INDUSTRIAL INTERNET OF THINGS
The Internet of Things is the reason advanced
manufacturing technologies like those
listed previously, such as additive manufacturing
and predictive analytics, can exist. Industrial IoT, or
IIoT, connects the machines and robots on
the manufacturing ﬂoor to each other and
the operators who run the system. This makes
remote monitoring, as well as predictive
maintenance and 24-hour production,
all possible.
General Electric coined the term Industrial Internet
back in 2012 and is a driving factor in the continued
application of the technology.
The economic impact of the IoT is staggering: with a
potential of reaching $6.2 trillion by 2025, investments
into the IIoT now will reap huge beneﬁts later for
businesses. McKinsey also believes the IoT will drive
productivity across $36 trillion in operating costs in every
major industry, including manufacturing, healthcare,
and mining.

INNOVATION

The Rise of Cloud
in Manufacturing
CLOUD COMPUTING IS THE INNOVATION MANUFACTURERS NEED TO GO PAPERLESS.

Computing

Manufacturers have traditionally lagged with IT expenditure and the adoption of the latest digital
technologies. However, one of the most signiﬁcant IT developments in recent years—cloud computing—is
beginning to turn the tables.
Manufacturers of many kinds and scales are ﬁnding exactly what they need in cloud-based enterprise
resource planning (ERP) and other systems to remake themselves into more competitive, connected, and
capable forms. An industry once rightfully thought of as slow-moving in technological terms has suddenly
taken a place at the head of the pack.

SPREADSHEETS AND POWERPOINT GIVE WAY TO CLOUD-BASED ERP
Even with several facilities to oversee, the managers of industrial wheel manufacturer Accuride were used
to doing many great things by hand. A labor-intensive, Excel-based system revolving around reports
submitted by production-line workers gave company leaders insights into materials usage, output, defects,
and other business-critical data points, but was not ideal.
The Evansville, Indiana-based company began transitioning to a cloud-based ERP platform offered by
Plex Systems three years ago.

INNOVATION

"We now are able to get that
information directly from the
machines, taking out three layers
of wasted time," Accuride IT
Director Paul Wright said.
With the sophisticated ERP software tooling
hosted, maintained, and upgraded by the vendor
as the cloud arrangement entails, Accuride can
monitor every working machine continually and
accurately instead of devoting precious resources
to having workers gather far fewer data.

"We’re able to understand
manufacturing performance in real
time, directly connected to the
machines," Wright observed. "The
level of visibility we have is almost
like being on the factory ﬂoor."
According to market researcher International
Data Corp, cloud computing already accounts for
about $70 billion in global annual revenue, and
the world's discrete and process manufacturers
already stand as two of the top ﬁve consumers.
Even while a great many manufacturers remain
bound to monolithic, on-site ERP tools or even
ad-hoc systems like Accuride used to employ,
the shift to the cloud is happening quickly and
all across the industry. Eighty-eight percent of all
businesses surveyed for a recent CIO.com report
now rely on the public cloud in some form, and
it is manufacturers who are often making use
of the resource.
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A BETTER FIT FOR THE MODERN
MANUFACTURING ENVIRONMENT
Cloud-hosted Software-as-a-Service (SaaS) can do a lot
more than give managers better visibility into everyday
manufacturing operations. By capturing so much information
at scale, these modern systems enable "big data" approaches
to business intelligence that would otherwise go unused.
The cloud is also better suited to a contemporary
manufacturing reality where operations spread across the
globe. Based in Bozeman, Montana, for example, high-end
outdoor gear producer Mystery Ranch needs to keep up
with contract manufacturers in Vietnam, the Philippines,
and elsewhere, with the arrangements changing with some
regularity.
A traditional, self-hosted ERP system would not account
for that kind of ﬂexibility, being designed for long-term
service at a particular site. With a necessary focus on remote
management that stems from the very nature of the software,
cloud-based systems help Mystery Ranch "work smarter, not
harder," in the words of one of the company's IT managers.
Just as important for relatively small companies like Mystery
Ranch, turning to cloud-based SaaS options means doing
away with a range of traditional IT hassles. The slow,
expensive upgrade cycles typical of self-hosted ERP, customer
relationship management (CRM), and other enterprisestyle systems give way to continual ﬁxes and improvements
delivered by the vendor itself. Instead of securing oftenpricey IT expertise to help with the on-site management
of a sophisticated system, cloud-connected manufacturers
enjoy the attendant beneﬁts while remaining focused on their
essential missions.

BRINGING CUSTOMERS, SUPPLIERS,
AND CONTRACTORS INTO THE LOOP
The cloud also makes it easy for manufacturers to connect
more closely with those they serve and depend upon. The
decentralized nature of cloud ERP and CRM makes it easier to
inform and learn directly from suppliers, clients, and others,
with the all the necessary data being amenable to sharing.
That opens up opportunities for vendor-managed inventory
arrangements, better oversight of supplier activities and
stock levels, and more responsive service to customers. Even
typically stodgy manufacturers, merely by making use of the
available cloud-based services, can ﬁnd themselves becoming
more agile and streamlined as a result.
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Like anything else, of course,
the cloud is not a panacea for
manufacturers. Wary of breaking
things that work, manufacturing
industry respondents to a
SaaS-related survey conducted
by research ﬁrm Mint Jutras
highlighted a need to be able
to hold off on upgrades, when
appropriate. Raised concerns
about the costs of transitioning
from on-site ERP systems to
those hosted in the cloud, along
with having the ability to go
back if things failed to work out.
Even with those issues and others
like security and data protection
still being hashed out, the move to
the cloud has become a ﬁxture of
the manufacturing industry. The
same Mint Jutras study targets
cloud-hosted services to account
for nearly half of all organizationlevel software usage among
manufacturers by 2023, a ﬁgure
that will include companies of
all sizes.
For the largest players in the
industry, moving to the cloud can
mean getting a steady stream of
support and upgrades, without
all the expense traditionally
associated with on-site hosting.
For smaller manufacturers, the
cost-effectiveness of the cloud
puts a huge range of enterprisegrade capabilities within reach
for the ﬁrst time, for everything
from ERP and CRM to human
resources management. For
every manufacturer, the ﬂexible,
connected, decentralized nature
of the cloud often turns out to be
an attractive ﬁt for the modern
business world, where the very
same traits prevail.

jabil.com
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THE WORLD’S FIRST

PRINTED
EXCAVATOR
Written by Laura Close

The international construction
equipment show
CONEXPO-CON/AGG will
unveil the world's ﬁrst 3D
printed excavator in 2017.
The joint undertaking between
the Association of Equipment
Manufacturers (AEM), National
Fluid Power Association
(NFPA), Center for Compact
and Efﬁcient Fluid Power
(CCEFP), Oak Ridge National
Laboratory (ORNL), and the
National Science Foundation
(NSF), along with partnerships
with Georgia Tech and the
University of Minnesota,
yielded this work of art and
science.

3D printing has found a home
in construction. Companies
print materials, furniture, and
even whole rooms out of a
variety of materials. Innovations
in the ﬁeld also mean there are
constantly new materials to use
in new ways.
That's why it should surprise
no one that 3D printing has
taken the next step. No longer
is it just used to produce
a product to be included in
the construction process:
3D printed items can now do
the constructing.

Georgia Tech students were
responsible for the boom
and the bucket; the team
in Minnesota designed the
hydraulic oil reservoir, heat
exchanger, and cooling
system. But the cab, where the
operator sits, was left to the
best design through a contest.
The winners?
Students Naomi Audet,
Lucas Meyer, Sharon TsubakiLu, Kevin Kim, and Andrew
Peterman of the University of
Illinois at Urbana-Champaign
designed a lightweight cab
that could still stand up to the
rigors of a construction site.
The team visited Caterpillar
Visitors Center and sampled
an excavator simulator for
inspiration.

A weaker material than steel
makes up the design, but a
topology optimization software
identiﬁed critical load-bearing
areas of the cab for further
reinforcement.
“This project was one of
the very top efforts in an
extremely competitive ﬁeld
of 28 senior design capstone
projects within the MechSE
Department at UIUC in the
Spring 2016 semester,” said
Professor Elizabeth HsiaoWecksler, Associate Head for
Undergraduate Programs in
the Department of Mechanical
Science and Engineering
at UIUC. “It had the ideal
combination of a challenging
project with outstanding
ingenuity and hard work by
the student team. We think
it was a perfect example of
what’s being accomplished
within our senior design
capstone program’s innovative
atmosphere.”
This additive manufacturing
effort may very well be the
ﬁrst large-scale use of steel in
3D printing although the build
process used several different
materials in manufacture.
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TricorBraun

Tricor
Providing Innov
to the Industry

Chances are you’ve come across TricorBraun products many times
throughout your life. From wine bottles and sprayers to all kinds
of glass and plastic bottles and jars, TricorBraun is a leader in rigid
packaging and related services.
The company has humble beginnings that can be traced back to
turn-of-the-century St. Louis and the company’s original purpose:
collecting used bottles and selling them back to ﬁlling companies.
This early start evolved into a role as a seller for the manufacturer to
small and mid-sized companies.
In the mid-90s, the third generation of leadership brought on private
equity to found the modern era of the organization. This investment
decision provided the capital to start industry consolidation and
fund a handful of poignant acquisitions, an important ingredient in
TricorBraun’s growth.

rBraun

ative Solutions
’s Packaging Problems

Today, the company continues to evolve its capabilities and now
offers a full suite of services to its customers including design,
engineering, and establishing supply chains in over 40 locations
worldwide. These early decisions set the foundation for the
company’s modern-day successes.
“We don’t just sell packaging, we provide value to both our clients
and the end user,” shared Mark O’Bryan, Chief Operations Ofﬁcer at
TricorBraun. “How we bring that value in the future will continue to
depend on our willingness to grow—both organically and through
acquisitions—and our commitment to supply chain integration best
practices.”
By catering to its customers needs and wants in unique ways,
maintaining strong supplier relationships, and by focusing on
incorporating new acquisitions into its business plan, TricorBraun is
on a continuing path of best in class operation.

SUCCESS

“There are a lot of details involved when bringing a package
from concept to a store shelf, and it starts with us.”
-Mark O’Bryan

Package design, engineering, and quality control are just part of the services provided

CATERING TO THE CUSTOMER
Every company’s goal is to make a sale, but don’t call TricorBraun’s
employees “sales people”. These “packaging consultants”
are knowledgeable beyond the capabilities of a normal sales
representative in their ﬁeld.
O’Bryan shared that TricorBraun has expertise in what’s selling
in the marketplaces, how to get their customers’ products to
the market faster, where manufacturing locations can best meet
product demand, as well as the various add-on services the
client could include.
“There are a lot of details involved when bringing a package from
concept to a store shelf, and it starts with us,” he said. “When
our team members sit in front of the customer, they aren’t just
salespeople, they are consultants.”
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TricorBraun and its packaging
consultants provide a myriad
of solutions to customers,
and continue to innovate as
new businesses introduce
new requests and problems.
Packaging consultants are
armed with the hardware—their
own portable device—and the
software—an iSales toolkit—
to guide customers through
the right conversations and
to the right decisions for their
businesses.

SUCCESS

Many services provide value for TricorBraun’s customers

“These tools provide market and creative insight and consumer
research to our packaging consultants. Our team knows every
manufacturer necessary for getting the job done,” O’Bryan
continued, “from blow molding and injection molding, to glass
manufacturing, to manufacturing options overseas.”
Finding the right individuals to take on these challenges is no easy
feat. TricorBraun employs a dedicated recruiter who is constantly
looking for the best talent in the marketplace. The company’s goal
is not to just hire someone out of school to step right into the role;
rather, TricorBraun is focused on bringing in someone who already
has excellent sales skills, a manufacturing background of some sort,
and has broad capabilities across the sales spectrum.
“To be a member of the TricorBraun team, you have to be hungry,
have to want to take on the challenge, and, above all, be committed
to ﬁnding the customer the right solution,” shared O’Bryan.
Having the top industry knowledge isn’t the only way TricorBraun
engenders its work to clients: it provides a service most companies
dislike doing.
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Supply chains can be incredibly
complex, particularly for
organizations that sell products
that require several different
materials or specialized parts.
Creating a robust supply chain is
critical, which is why TricorBraun
provides such a service.
This is a highly individualized
endeavor, especially with direct
delivery or warehousing models
to consider and international or
domestic delivery to consider.
With TricorBraun’s industry
connections and partnerships
however, setting a supply chain
foundation for a client can be
accomplished with ease.

UNCAP YOUR
PRODUCT’S
POSSIBILITIES
MOLD-RITE PLASTICS

Mold-Rite Plastics is the leading provider of high-quality
jars and closures used every day by millions of consumers
around the globe. The packaging experts at MRP can
support your nutraceutical, pharmaceutical, food,
personal care, household chemical and automotive

Mold-Rite Plastics is the leading provider of
high-quality jars and closures used every day
by millions of consumers around the globe. You
can count on Mold-Rite to deliver innovative
design solutions and quality products with
industry-leading customer experience.
Mold-Rite provides safety, compliance, shelf
impact, and consumer satisfaction. Count on
the experts at Mold-Rite Plastics to support
your nutraceutical, pharmaceutical, food,
personal care, household chemical, and
automotive packaging projects. Innovative.
Reliable. Responsive. It’s all part of our package.
Choose Mold-Rite as your trusted partner for
your packaging needs.

packaging projects. Count on Mold-Rite to deliver safety,
compliance, shelf impact and consumer satisfaction.

Innovative. Reliable. Responsive.
Proud supplier to TricorBraun.

CONTINUOUS THREAD · CHILD RESISTANT · DISPENSING · DISC TOPS · JARS

www.mrpcap.com · 330-425-4206
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World-class resources throughout the packaging development process

SUPPLIER RELATIONSHIPS
Part of the reason TricorBraun can establish client supply chains
with little fuss is because of the strong relationships the company
maintains with its large network of suppliers. The TricorBraun team is
knowledgeable about the partnerships the company cultivates.

“All of our packaging consultants
are required to attend, to glean
the information and continue to
improve the strong relationships
already in place.”

The company also employs a supply chain team specifically
dedicated to working with the supply base. This group of workers
puts programs in place that the sales teams can use to increase
understanding of the nature of the partnerships TricorBraun employs
with suppliers.

FUTURE GROWTH
Acquisitions are a key strategy
for TricorBraun: since the
addition of private equity
to the organization in the
90s, 14 acquisitions have
been completed and the
new companies successfully
integrated into the business.

This centralized group within the organization keeps partnerships
balanced, and also organizes meetings every couple of years
between the supplier base and packaging consultants at TricorBraun
to increase understanding, promote relationships, and to learn the
new trends of the industry.
“We organize meetings with the largest suppliers across the sales
team and the supply chain team to make sure everyone is on the
same page with the direction we’re taking the relationship,” said
O’Bryan. “And every two years, we invite all of our suppliers to our
annual sales meeting to showcase their latest capabilities.
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Recently, TricorBraun acquired
The Packing Design Group. The
business has a broad array of
capabilities in the closure side
of packaging, a market in which
TricorBraun is rapidly expanding.

VIDRIO FORMAS
Vidrio Formas’s customer-driven
philosophy shines in the manufacture
of both the company’s custom and
standard line glass products. The
brand can adapt to the needs of
every single client. Vidrio Formas’s
team is committed to personal
service and takes care of both
product and technical requirements,
providing glass containers that more
than satisfy customer expectations.
Since the brand makes products for
anyone from world-class companies
to small manufacturers, Vidrio
Formas is one of the most flexible
companies in its niche, giving the
customer many of the options
available on the market. Vidrio
Formas is the best choice in glass
containers.

No two customers have the exact
same needs. Through strong
communication, Vidrio Formas
focuses on understanding each
and every client's needs.
By being flexible, and
customizing our offerings,
we are able to exceed
expectations to deliver
exactly what the
client requires,
while providing
first-class
service and
exceptional
product
quality.

Av. San Rafael 37
Fracc. Industrial Lerma
C.P. 52000 Lerma,
Edo. de Méx.
Tel: +52 (728) 285 2330
sales@vidrioformas.com
vidrioformas.com

COMMITTED TO EXCELLENCE: THE BEST OPTION FOR GLASS CONTAINERS
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TricorBraun Corporate Ofﬁce in St. Louis, MO

“This new strategic relationship brought two things to our business:
it brought in another round of innovative products for our packaging
consultants to show our customers, and it also brought more strong
relationships with innovative manufacturers,” shared O’Bryan. “The
acquisition was deﬁnitely a win/win for us.”
And while acquisitions have been a major avenue for growth, the
company is also focusing on organic growth as well. TricorBraun’s
SEED Initiative was introduced in 2013 to refocus growth efforts.
SEED stands for strengthen, enable, expand and diversity. It has
become a mantra for the company as it pursues organic growth.
In response to this initiative gaining growth, internal investments
were made, including the implementation of a new new ERP system.
Sales and operations teams in the ﬁeld were reorganized to free up
packaging consultants to focus more on sales.
These are just a few of the many changes introduced through the
SEED Initiative. TricorBraun’s focus on growth—both organic and
through acquisition—is about creating new opportunities for the
company to sell against, but more important, more options and
solutions for customers.
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“There are always opportunities
out there: it’s about pursuing
the right one at the right time,”
O’Bryan said. “Acqusitions are
just as important at organic
growth, and we’re always
looking for ways to expand our
services, our offerings, and our
team.
“The best way to grow has
always been through creating
meaningful partnerships. From
our CEO down through the rest
of the organization, we all go
forward looking to build
those relationships.”

REGIONAL FLEXIBILITY, NATIONWIDE STRENGTH

Pretium Packaging is a leading plastic container and closure manufacturer. With 12 plant locations and
330+ bottle production lines, we are completely focused on providing high-quality, cost-effective containers for
the Food & Beverage, Household, Industrial Chemical, Healthcare, Pharmaceutical, and Personal Care markets.

pretiumpkg.com | customerservice@pretiumpkg.com | Ph: 314-727-8200

PRETIUM PACKAGING

Pretium Packaging manufactures rigid
plastic containers and closures that require
signiﬁcant technical expertise and proprietary
tooling to produce. Pretium utilizes its
national manufacturing footprint, design and
engineering capabilities, and the full range
of process capabilities to provide stock and
customized solutions to its customers in the
food and beverage, household and industrial
chemical, pharmaceutical, healthcare, and
personal care markets. Pretium distinguishes
itself through service, ﬂexibility, speed-tomarket, and engineering capabilities. The
company sells its products to a diversiﬁed
customer base which includes a distributor
network as well as to Fortune 500 companies
and to smaller, privately-owned businesses.
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STRATEGIES
FOR SUPPLY CHAINS
Long gone are the days
of clunky paper records:
it’s a digital landscape in
supply chain now,
and digitization is king.

COLLABORATION

Supply chains include a wide variety of participants focused on the manufacture and distribution of
products or services. That may seem simple enough but, in reality, the process is complex and, too often,
fragmented. While some links in the chain take steps to enhance efﬁciencies, others still rely on dated
technology to perform their tasks as part of the chain.
Today, industry experts recognize the importance of supply chain digitization and encourage companies
to explore ways digitization can enhance their performance.

SUPPLY CHAIN DIGITIZATION
Everyone in a supply chain
performs a speciﬁc step that
must be completed before
a company can move onto
the next step. When any
organization along the supply
chain path fails to develop an
effective strategy for completing
their role in the supply chain,
the overall performance of the
chain can, and often will, suffer.
Deﬁning and implementing a
supply chain strategy cannot
be accomplished by one link
in the chain; the process must
be determined by everyone
involved.

In the past, paper trails ruled
the manufacturing and supply
chain environment. Every step
of a process relied extensively
on paper documents that were
forwarded to those at various
points in the chain.
Today, that type of process
is increasingly ineffective
as everyone involved needs
a constant ﬂow of data to
effectively function. That means
digitization is, for all intents and
purposes, the only logical way
for each element of the chain to
know with any certainty what
is happening along the chain at
any given time.

A digital supply chain, then, is
a system allowing supply chain
visibility to every stakeholder
along the chain. To be effective,
every link in the chain must
adapt their practices to
incorporate the technology
necessary to make that happen.

UNDERSTANDING THE
RELEVANCE OF DIGITIZING
THE SUPPLY CHAIN
When information is physical in nature rather than
digital, efﬁciency suffers.
“The use of paper in modern business and the
supply chain is tantamount to inefﬁciencies,”
said Adam Robinson, Marketing Manager at
Cerasis. “What happens if you have the right
documentation but your business partners in
another city have no clue what is going on? The
answer is simple: your information is living in a
world of silo-based tracking.”
The implications are staggering in an age where
complicated relationships are required to deliver
products to an end user. Although a speciﬁc
organization may know the status of a product,
others in the chain are not able to access that
information easily, making it impossible for
those members of the chain to maximize their
organizational efﬁciencies.

MEETING THE CHALLENGES
Overcoming the obstacles preventing effective
supply chain management won’t necessarily be
painless for every organization. There are several
roadblocks organizations must tackle. SCDigest
mentioned several factors that must be addressed
in its 2016 Supply Chain Digitization Benchmark
Survey.
Overcoming issues with integrating internal
systems is a huge task for supply chains. Without
effectively dealing with internal systems, it would
be virtually impossible to provide a level of
transparency required for digitizing the supply
chain. The required data simply wouldn’t be
available to others in the chain.
The study also revealed that staff members simply
don’t know what their role is in the process, which
exacerbates other issues. Complete, accurate data
is an absolute necessity for creating a transparent
environment where everyone involved has
immediate access to that information.
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BENEFITS OF SUPPLY CHAIN DIGITIZATION
+
+
+
+
+

Improve supply chain performance and reduce costs
Drive product innovation
Real-time inventory visibility
Understand product ﬂows
Machine/production monitoring

COMPANIES
CONTINUE TO
EXPLORE OPTIONS
“The majority of supply chains
are increasingly focused on
digitizing their supply chains—
and know doing so will give them
a competitive advantage,” said
Kaitlyn McAvoy, Editor at Large
for Spend Matters, on the recent
report from JDA Software Group.

SIGNIFICANT BARRIERS TO DIGITIZATION
- Lack of internal systems integration
- Lack of clarity about what to do
- Lack of IT resources and budget
- Not understanding the return on investment
- Lack of prioritization by executives

Only about 10 percent of
organizations have established
a comprehensive digitization
strategy. That statistic suggests
there is a great deal more to be
accomplished before digitization
of supply chains is fully realized.
It appears that organizations
are rapidly recognizing the
importance of integrating supply
chain digitization, but they still
have a considerable way to
go before the process is fully
visible across the spectrum of
supply chain members. Since
organizations integrating
digitization enjoy a competitive
advantage, it’s likely there will
be increasing pressure to speed
up digitization and, as a result,
enhance customer service to all
shareholders in the chain.

BUILT TO SPEC.
ON TIME.
PRICED RIGHT.

The right partner for your
OEM wire & cable needs.
Our global approach to inventory
management coupled with
exceptional service delivers the
solutions you need – on time
and priced right.
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Fort McKay Group of Companies LP

COMMITMENT
TO THE PEOPLE,
THE COMMUNITY,
AND THE LAND:
FORT MCKAY
GROUP OF
COMPANIES LP

COLLABORATION
In 1986, the Fort McKay Group of Companies LP (FMGOC)
began doing business with one single janitorial contract and
six employees. Today the company, wholly owned by the
Fort McKay First Nation Band, has worked hard to gain
credibility into the oil sands region by establishing several
service-based companies.
As the company celebrates its 30th anniversary, I had the
unique opportunity to garner an inside look at the makeup
of the company, how it does business, and its work in
the community.
“Since our inception, we’ve expanded to address the growing
need of the region in the energy industry,” shared Adam King,
CEO of FMGOC. “The Group of Companies has become an
active contributor to the economy with a signiﬁcant impact
and broad reach in business through employment, spend,
investment, and tax contributions throughout the Regional
Municipality of Wood Buffalo and beyond.”
The large oilﬁeld construction and services company in
Northern Alberta is comprised of three limited partnerships
including Fort McKay Strategic Services LP, Fort McKay
Logistics LP, and Steep Bank Earth LP. A logistics division
and a strategic services division form the foundation for
the FMGOC.
Fort McKay Logistics LP has over 20 years experience in
logistics, warehousing, and materials management, and
partners with industry leaders such as Acklands Grainger,
Vallen, and Day & Ross to successfully service its clients.
“The continued success of FMGOC businesses is only
possible through mutually beneﬁcial collaboration, which has
become a deﬁning model for business development,” shared
King. “We value the collaborative partnerships we have with
our suppliers and strategic partners and continue to develop
relationships based on trust and mutual respect resulting in
increased business opportunities.”
With locations in Edmonton, Fort McMurray, and Fort McKay
Industrial Park, Fort McKay Logistics LP can provide a fast
and efﬁcient delivery service to and from Fort McMurray
and all oil sand sites, as well as delivery freight service for
Edmonton, Calgary, and beyond.
FMGOC’s strategic services are wide ranging, providing
customers with quality solutions in the industry. The
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earthworks division has a ﬂeet of over
60 pieces of heavy equipment that is
available and allows the company to
provide mining services to oil sands
projects in the region. Regardless
of if it is a long-term contract or
short-term project, FMGOC offers
heavy equipment operators, grounds
keeping, coverall delivery, ﬂagging,
guardrail repair/installation, and
general labor services, to name a few.
Fleet maintenance services rely on
good old-fashioned customer service
provided by dedicated employees on
the maintenance team. From regular
service and seasonal tire change
to troubleshooting and diagnosis,
FMGOC ensures its customers’
vehicle repairs and maintenance
are worry-free.
“Through continuous quality
improvement we strive to deliver
reliable and dependable services
while maintaining a competitive
cost advantage,” said King. “We
will continue to develop a strategic
business platform to address the
changing market conditions and
respond to the needs of our clients.”
It’s easy to see the company’s
contributions to the oil sands industry
are vast, but perhaps most telling of
FMGOC’s success is its continuing
commitment to the community of
people the company serves. As a
First Nations company, FMGOC
feels a unique responsibility to the
community, the land, and its people.
“FMGOC has strong cultural roots and
a deep respect for the environment,
which continues to provide the
community with employment
opportunities, infrastructure, and

“We value the collaborative
partnerships we have with
our suppliers and strategic
partners and continue to
develop relationships based
on trust and mutual respect
resulting in increased
business opportunities.”

- Adam King, CEO
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Cross dock activites

health and social beneﬁts,” King shared. “Our vision is to
provide excellence and success for the future generations of
Fort McKay First Nation.”
Some of the proﬁts generated by FMGOC go towards
supporting several programs and initiatives in the community.
Over the years, the company has worked closely with
schools on several aspects including hot lunches, a backpack
program, school bussing, support fundraisers, and sponsor
awards. FMGOC is also focused on ensuring community
members have opportunities for employment and provides
on-the-job training and mentorship.
Community health and safety initiatives include donations
to regional health centers, operations of the community
Dorothy McDonald Centre, local Health Centre, and local ﬁre
department funding and sponsorships.
And it doesn’t stop there.
“The Fort McKay First Nation and their strategic partners
have also been able to build and develop the Elders Centre,
Youth Centre, Dorothy McDonald Centre and Community
Arena. A long-term care facility is also under development,”
King said.
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“Our community, our clients, our
suppliers, and our people are all
engaged in the business on some
level. We believe everyone contributes
to our success. We reach our goals
by working safely, acting reliably, and
delivering quality services. Interacting
with respect, care, honesty, and
demonstrating strong ethics is the
cornerstone of our company.”
When asked to reﬂect on the last 30
years in business, King talked mostly
of FMGOC employees and how the
ongoing attraction and retention of
the “best employees in the industry”
are the company’s greatest assets.
Retention is achieved in part by
maintaining a strong safety record;
the business has been recognized
in the industry for their safety
commitment. FMGOC was the winner
of Syncrude’s safety award in 2014—
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Cross dock facility in Edmonton Alberta

Contractor Safety Performance Most Improved—Large Company.
FMGOC is a diverse organization, aiming to reﬂect the makeup of
the surrounding population. The company strives to maintain its
goal
of a minimum of 20 percent Aboriginal employment within
its workforce.
“Employees are our greatest resource and we value their
contribution towards the success of the organization,” shared
King. “We work hard to develop a trusting and mutually beneﬁcial
relationship between management and staff.
“We believe that every employee counts and that by creating a
stable work environment, giving employees a deﬁned career path
and focusing on our core values—safety, integrity, and quality—
we have developed an outstanding organizational culture where
everyone can attain success.”
But perhaps my favorite aspect of the FMGOC is its involvement in
the Beaver Creek Wood Bison Ranch. It’s a joint venture between
Syncrude Canada Ltd. and the Fort McKay First Nation. In 1993, talk
of reclaiming some of the land utilized by Syncrude’s past mining
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operations evolved into the idea
of introducing large mammals
to test the land’s sustainability.
So for much of the FMGOC’s
history, a herd of over 300
wood bison has been growing
and thriving on over 450
hectares of reclaimed grassland.
The bison is a symbol of
strength and has signiﬁcant
cultural importance to First
Nation communities, where
the animal provided food,
shelter, and tools for thousands
of years. Increasing the bison
population symbolizes an
important part of rekindling
First Nations culture in
Canada and FMGOC has been
contributing to these efforts.

WE GET THE JOB DONE
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community for over 12 years, supplying only the best in safety
supplies, work wear, embroidery, and industrial laundry services.
Our knowledgeable staff is here to help you acquire the materials
for your work place and walk you through the customization of
work wear programs that your company requires.
Our goal is to provide ﬁrst class service to all customers and to
maintain our support of the local community.
Please visit our counter Monday through Friday between 8am and
6pm, or on Saturdays between 10am and 4pm or visit our laundry
services 7 days a week.
We’re happy to help.
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SUSTAINABLE
BUILDING MATERIALS
REVOLUTIONIZING
ARCHITECTURE
SEE HOW NEW SUSTAINABLE
BUILDING MATERIALS LIKE WOOL AND,
OLD FAVORITES LIKE, ALUMINUM
ARE GREENING UP THE THE INDUSTRY.
Written by Shane Strowski

With the push to become more sustainable in every element
of our lives, why shouldn’t that principle extend to include how
we construct buildings? Environmentally-friendly architectural
materials aren’t exclusive in their beneﬁts. In fact, many sustainable
materials on the market are also good economic choices and have
longer lifespans than conventional building supplies.
With architectural design becoming more creative each day, here
are the sustainable building materials keeping up with the pace.

The West Wing of the Laurentian School of Architecture
will be a two-storey glulam and Cross Laminated Timber (CLT)
wood structure, and will be the ﬁrst large-scale use
of CLT in a public building in Ontario.

CROSS-LAMINATED TIMBER
Known in short as CLT, cross-laminated timber is a super strong,
ultralight building material that could revolutionize the way architects
use wood in construction. CLT is a prefabricated material that has
performed well on seismic, ﬁre, and thermal tests. Easy to manufacture,
CLT generates almost no waste during installation (everything is cut to
size at a factory pre-shipment) and has a low environmental impact.
CLT will play a key role in the design of the Laurentian University School
of Architecture, a unique exercise in sustainable design in Northern
Ontario, Canada. CLT wood panels will team up with steel cross beams
to create a strong and sustainable example for the architects in waiting.
Currently processed in a few key Canadian factories, the School of
Architecture hopes local timber mills will soon learn to produce the
value-added product.
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WOOD
While wood in and of itself is not a new building
material, the way it’s being used in construction
projects is more sustainable. Composite techniques
such as CLT are getting the most press, but there
is also an architectural trend that transforms entire
trees into trusses and beams. As strong as steel,
solid unmilled wood construction requires less
than two percent of the energy needed to produce
concrete and steel. That, and it’s entirely renewable.
Another Canadian university has been recognized
as a leader in all-wood architecture. The University
of British Columbia has won awards for its Earth
Sciences Building, a structure made entirely of
laminated strand lumber and other wood features.
The building also upcycled wood from trees that
were killed by pine beetles, carving the remaining
wood in such a way that it provides natural
light and ventilation.

The David L. Lawrence Convention Center in Pittsburgh
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University of British Columbia, Earth Sciences Building

ALUMINUM
Like CLT, aluminum is a
lightweight but strong building
material. It can be used in virtually
every part of construction,
including rooﬁng, windows,
doors, and other aesthetic
features such as decorative
wall panels. Unlike many other
building materials, the aluminum
used in construction projects is
estimated to contain at least 50
percent recycled content.

RECYCLED STEEL
Recycled steel puts to use all the
scrap cars and cans discarded
each year. A report from the U.S.
Geological Survey says that more
than 14 million tons of steel were
recycled from scrap cars in 2013.
While still consuming energy,
recycling scrap steel requires
much less energy than producing
new products from iron ore.
Recycled steel is just as versatile
as aluminum, and common uses
include steel ducts, perforated
panels, studs, decking, and
doors. The David L. Lawrence
Convention Center in Pittsburgh
features a shiny steel exterior.
Fitting, since Pittsburgh is
known as the Steel City thanks
to its more than 300 steelrelated businesses. The building
is the ﬁrst convention center
in the world to receive LEED
certiﬁcation.

One of the most notable
buildings to use aluminum
construction is also one of the
world’s most famous towers.
The Empire State Building was
the ﬁrst major building to use
aluminum for interior structures
and its famous rooftop antenna
spire. That was in 1930! Aluminum
remains a go-to material for the
building today, and more than
5,000 aluminum window frames
were installed in 1994, replacing
deteriorating steel frames.
Aluminum production continues
to become more sustainable as
the years progress. The amount
of energy required to produce
the material has shrunk by more
than a quarter in the past 20
years, and the industry as a
whole continues to improve its
environmental track record.

The Empire State Building
was the ﬁrst major
building to use aluminum
for interior structures
and its famous rooftop
antenna spire.

BEST IN CLASS
into account from the very
beginning. To ensure the use of
regional materials, the project
managers sourced all building
materials themselves rather
than outsourcing the job to the
construction team.

WOOL BRICKS
Who knew that the material you
make sweaters with could also
be used with such success in
home construction? Wool bricks
entered the market about ﬁve
years ago. The unﬁred bricks are
created by mixing wool ﬁbers
and seaweed polymers with the
clay before it dries. This addition
makes the bricks up to 37 percent
stronger than their unﬁred pure
clay counterparts.
Wool bricks are reported to be
more resistant to cold climates
and are more environmentally
friendly than ﬁred bricks and
concrete. To date, wool bricks
have been primarily developed
in the United Kingdom and use
locally available materials.
Saint Mary’s Regional Health
Center in Lewiston, Maine is
the most prominent example
of a public building utilizing
wool bricks. That hospital was
recognized with the Brick
Industry Association’s Silver
Brick in Architecture Award for
its unique use of the sustainable
architectural material.
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LOCALLY SOURCED
ARCHITECTURAL
MATERIALS
Just as buying local food will help
reduce your carbon footprint,
so too will using locally sourced
architectural materials. No matter
how sustainable the production
of a building material, those
efforts will be made null if a
supply must then be shipped
thousands of miles to its ﬁnal
destination.
Sustainability organization
Landscape for Life recommends
checking in with local landscape
ﬁrms who have pursued LEED
certiﬁcation. These are the
groups most likely to know what
materials will be locally sourced.
To be classiﬁed as local, materials
should be grown or extracted,
harvested, and manufactured
within 500 miles of the
construction project.
The team behind Smith College’s
Bechtel Environmental Classroom
in Whately, Massachusetts
took locally sourced materials

As researcher Rob Hollis explains
in his report on the classroom, the
structure’s lighting posts “were
sourced from a local farmer who
lived only one mile from the site
and the countertop was quarried
in southern Vermont less than 30
miles away.”
Are you inspired yet? With
the above choices and more,
there’s no reason why your next
construction project can’t be a
sustainable one.

Shane Strowski is
the president of Artisan
Panels Inc., a design
and manufacturing ﬁrm
specializing in the creation
of decorative perforated
panels used to enhance
exterior and interior
spaces.
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OF THE WORLD'S MOST
GROUNDBREAKING
CONSTRUCTION PROJECTS
AND CONCEPTS
Most buildings are relatively practical and
utilitarian, and staying on the well-trodden
ground often makes sense. Inside just about
every architect or construction expert,
though, lies a more creative, freer impulse.
When the world's most ambitious designers
and engineers set their sights on producing
something unprecedented, the results can
be truly astounding. Whether that means
taking simultaneous aim at several longstanding global records or putting up a 125foot treehouse that respects the beauty of
the surrounding forest, these are eight of the
world's most exciting construction projects
and ideas of recent years.

BEST IN CLASS

BURJ KALIFA
Some architects hope to set a single world
record with a new project, but Skidmore,
Owings & Merrill aimed quite a bit higher
with their plans for Dubai's Burj Kalifa
construction project.
Upon opening in 2010, after six consecutive
years of work, the iconic tower became the
tallest structure in the world—at least until
2020 when the Kingdom Tower of Jeddah is
complete. Topping out at 2,720 feet above
a base inspired by the Hymenocallis ﬂower,
the tower hosts a mix of ofﬁce, residential,
and hotel space.
The Y-shaped cross-section of the Burj
Kalifa affords fantastic views of the area
surrounding it, with the 31,400 metric tons
of steel rebar within capable of encircling
a quarter of the globe. Owner Emaar
Properties ﬁnanced over 22 million manhours of labor to put the record-setting
tower up; it incorporates the world's tallest
elevator to serve its 163 inhabited stories,
another world-leading total.

SURF SNOWDONIA
With Dolgarrog, Wales’
former aluminum production
site languishing after over a
century of service, Conwy
Adventure Leisure Ltd.
decided to take the space
in an entirely different
direction. Opening in August
of 2015 as the world's
ﬁrst commercial, manmade surﬁng lake, Wales’
Surf Snowdonia brings a
decidedly outstanding form
of aquatic recreation to the
mostly landlocked Conwy
Valley.

With a nearly $16 million
construction budget, the
ﬁrm crushed and reused over
82,000 cubic feet of material
left on site from the property's
days as a sprawling aluminum
production plant. With
rainwater catchments keeping
the chlorine-free, 300-meter
pool supplied, daily cycles of
ultraviolet disinfection ensure
the water stays safe. That
allows visitors to focus solely
on the 6.5-feet-high waves
that course over 490 feet in
the span of 16 seconds, with
up to 52 surfers enjoying the
action at once.
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J57 MINI
SKY CITY
It might not seem
impressive at ﬁrst that
J57 Mini Sky City in
China's Hunan province
was started in 2013 and
ﬁnished a couple of
years later. That two-year
production schedule for
the 57-story Changsha
mixed-use building would
hardly be anything to
scoff at, but the reality is a
lot more striking.
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In fact, only three weeks
of actual on-site work
were used to erect Broad
Sustainable Building's
most ambitious project yet.
Making substantial use of
prefabricated steel modules
assembled in the company's
18,000-worker factory in
Xiangyin, BSB engineers did
away with what would have
been over 15,000 deliveries
by concrete-bearing trucks.
While a year-long break in
the action at the behest of
regulators stretched out
the schedule and lopped
forty stories from the
hoped-for total, the ﬁnished
structure excels in many
ways. 580,000 aluminum
screws used to assemble
the mostly-steel structural
modules mean that 90
percent of the work was
done off site in an energyefﬁcient environment.
With J57 rated by an
independent body to
withstand earthquakes of
a magnitude 9, BSB plans
to build a similarly rugged,
energy-efﬁcient modular
steel structure of 202
stories in Changsha next.

SHADOW-FREE
CONCEPT TOWERS
Cities can be cold, dark places, and not
just in the ﬁgurative sense. Responding
to a call for ideas by New London
Architecture, London-based NBBJ
came up with a solution. Instead of
skyscrapers blocking out sunlight and
leaving people below feeling morose,
the ﬁrm's designers thought, why not
funnel that resource down to the ground
intentionally?
Although still only a concept, the
resulting twin-tower design uses
carefully curved surfaces and thousands
of individual reﬂecting elements to
create bright, warm space on the
ground below. While the curving lines
of the towers will be easy enough to
realize, each such project will have to
make heavy use of complex computer
simulations to account for the yearround sunlight patterns particular to
every site. Individual reﬂecting elements
will also be tuned to prevent hot spots
and glare, to deliver natural, comfortable
light, and improve everyday life for
people far below.

SOME SAY IT
CAN’T BE DONE
– WE THINK
DIFFERENT
Dowco Consultants Ltd. is a leading service
company specializing in 3D modelling, steel detailing,
BIM, and other pre-construction services.

201–5660, 192nd Street Surrey,
BC V3S 2V7 Canada
PHONE: +1 604 606 5800
FAX: +1 604 574 3827
EMAIL: info@dowco.com

www.dowco.com
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PNC'S
BREATHING
TOWER
Like many large organizations today, PNC Financial
Services Group takes the responsibility of minimizing
its environmental footprint seriously. Enlisting Boston's
Gensler to design its proposed headquarters at PNC
Plaza in Pittsburgh, the nation's seventh-largest bank
insisted on LEED Platinum certiﬁcation as a starting
point.
After touring some of the world's most ambitious
architectural projects for inspiration, Gensler's
experts came back with an innovative proposal:
a double-walled design that cooperates with a
roof-mounted solar chimney to encourage air
movement from outside through the $240
million, 800,000 square-foot building.
Since opening in 2015, the new PNC Tower
has allowed 22,000 occupants to enjoy
natural airﬂow and sunlight, with a full
42 percent of annual ofﬁce hours not
requiring the use of HVAC at all. 92
percent of the working space within
also receives natural sunlight from
outside, while touches like stairconnected, two-ﬂoor sections
that share a single elevator
stop encourage employees
to collaborate and come
closer together.
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TOWER
INFINITY
When the South Korean Land and
Housing Corporation solicited designs
for a building that would reﬂect the
vibrant nation's strengths, character,
and ambitions, Pasadena's GDS Architects
took an unusually low-proﬁle approach.
Beating out over 140 entries that arrived
from 40-plus countries around the
world, the GDS prize winner aims at
becoming invisible.
Approved by the South Korean government
in 2013, the recreation-oriented tower
will top out at over 1,480 feet when it is
completed near the Incheon Airport outside
Seoul. Only 15 ﬂoors will break up that
considerable vertical space, making for
indoor experiences of an especially
awe-inspiring kind.
Even more distinctively, though, Tower
Inﬁnity will use high-deﬁnition cameras to
capture live footage from one side of the
building, projecting images across 500
large LED panels strategically positioned
on the other. As a result, the ﬁnished tower
will be nearly invisible from two kilometers
away at the Seoul Bridge, despite being
the world's six-largest structure of its kind.
With the effect only holding up from certain
angles and distances, aircraft and birds will
not be fooled.
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THE CITADEL
Experts predict that over 70 percent of the world's
population will have migrated to major urban areas by 2050.
With more than nine in ten such cities today lying alongside
water, population pressures will not always be of a landbased kind.
Based in a country with plenty of experience with such
challenges, Waterstudio of the Netherlands has a long
history of going a step farther and building successful
ﬂoating homes.
At this moment, the company is hard at work on its most
ambitious project yet. The opening of The Citadel will see
60 luxury apartments erected in modular form atop a single,
ﬂoating concrete hull grounded on one of the Netherlands’
3,500 dike-protected polders, or low-lying tracts of land
enclosed by dikes, forming an artiﬁcial hydrological entity.
When construction ﬁnishes up, the dikes that keep the
surrounding land dry will be relieved of duty, launching the
world's ﬁrst ﬂoating apartment complex.
Water pumped through integrated pipes will keep the
structure cool, contributing to energy-efﬁciency gains of
over 25 percent. With plenty of parking spaces, terraces,
and green roofs to cultivate, residents will be spread across
two acres of highly usable ﬂoating space in ways that are
designed to maximize livability.

SUSTAINABILITY
TREEHOUSE
West Virginia's Summit Bechtel Reserve stretches
across 10,000 pristine, forested acres, and became
a crown jewel of the Boy Scouts of America upon
its 2009 acquisition. Wanting to equip the reserve
with a “living classroom” that would serve visitors
and Scouts alike, the group enlisted the aid of
Seattle-based multi-disciplinarian Mithun.
The outcome of the partnership was the
Sustainability Treehouse, a structure that inspires
with its childhood-evoking design, and its deep
commitments to conservation and efﬁciency.
With 3,357 feet of interior space spread across
several levels of its 125-foot height, the treehouse
encourages visitors to move from sheltered, indoor
exhibits into the open air and back again.
The Sustainability Treehouse opened in 2013 with
a full complement of equipment meant to help it
live up to the Living Building Challenge, one of the
most demanding standards of its kind. A 6,500watt solar array, twin 4,000-watt wind turbines, and
a 1,000-gallon water storage and treatment system
allow for full on-site provision and management
of energy, water, and waste. With activity at the
Summit Bechtel Reserve expected to pump over
$25 million annually into the economy of the
surrounding area, the Treehouse's $7.7 million
construction budget could be considered money
well spent in more ways than one.
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VT Industries

AUTOMATED
MANUFACTURING
SUCCESS DRIVEN
BY SIX SIGMA
VT Industries is changing how home renovation and commercial
projects are done for doors and countertops—all through automation
and innovation.
It’s not very common for a
company to have the original
employees still clocking in,
especially if the organization
has been in business for 60
years. But this kind of longevity
and commitment to the brand
isn’t a surprise at VT Industries.
This counter and door
manufacturer has been assisting
home renovation efforts in the
Midwest since 1956.
Just ask Doug Clausen,
President and third-generation
leadership for the family-owned
company.
“My administrative assistant just
told me this morning that she
will be retiring this year, after
58 years with the company,”
he shared the day we had our
conversation.
“Our family and ownership
take care of our people. They
are proud to work with VT
Industries.”

While big corporations steer
the U.S. economy, family-owned
organizations often keep the
heart of business beating. VT
Industries is no different. And
from a business standpoint,
not being a publicly-traded
company allows it many luxuries
bigger organizations do not
have—a longer-term approach
to investments, and the ability
to make decisions not just
based on money.
Even during the economic
downturn of the late 2000s,
being a family-owned
business granted VT Industries
capacity to make investments,
improvements, and acquisitions
during a time when most other
companies in other markets
had to make hard decisions to
avoid shuttering up for good.
This stability during tough times
is another one of the many
reasons you ﬁnd employees like
Clausen’s long-serving assistant
at the company.

“I’ve worked for large
corporations and smaller,
family-owned businesses in my
career,” shared Craig Francisco,
the Senior Vice President
of the Countertop Division
at VT Industries. “Smaller
organizations can act faster
than large enterprises, make
smart decisions and know they
are the right ones.”
Although assumptions that
family-owned businesses are
behind on the times, oldfashioned, or not technologically
advanced permeate the
marketplace, VT Industries
ﬁghts the cliché with innovation
and automation.
“To provide solutions and
products for our customers'
needs, we have to be innovators
in the ﬁeld,” Clausen said. “It’s
why we continue to be a leader
in this space.”
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INNOVATION
VT Industries may have started down the
home renovation path 60 years ago, but
the company has been utilizing modern
technology for at least half of its history.
The company has been doing machine
setup for 25 years and has every plant
operating in this manner. Manufacturing
ﬂoors have been paperless for about 15
years when the paperless trend was just
starting to gain steam.
For its customers, VT Industries’
innovations with product lines are the
most rewarding. The company has added
a whole new dimension to countertops
with VT Dimensions by offering more
proprietary edge proﬁles than standard
post-formed laminate products. Stateof-the-art waterjet cutting machinery
assures precision craftsmanship that is
second to none with quartz or granite
countertops.
VT takes an innovative approach to
architectural wood doors for commercial
construction as well. You’ll ﬁnd no stock
products inventoried in a warehouse.
Rather, every door is manufactured to
the exacting speciﬁcations of the order,
assuring a premium look that matches
the rest of the design. VT also pioneered
the edge-before-face construction
method, eliminating seams and adding
more durability to the ﬁnished product.
The use of these technologies, both
on the manufacturing ﬂoor and in the
back end of the ofﬁce, wouldn’t be
possible without a strong IT team. Unlike
many other players in the industry, VT
Industries employs a large staff in its
IT department.

“It’s unheard of in this industry to have
this big of a team,” Francisco said. “But
technology is a part of every discussion
we have and is always on the table as a
solution to our customers’ needs.”
Both leaders acknowledged VT
Industries has come a long way and
has made a lot of progress. However,
there are always more projects waiting
to be rolled out, such as updating all
seven of the company’s plants to a CNC
(computer numeric controller) machine
setup.
A constant part of VT Industries’
strategy for the past 35 years has been
automation. It’s also what Clausen
believes is the key to the company’s
success.
“It’s a worldwide economy, and we have
competitors all over the globe. To remain
a leader, we have to utilize automation,”
he said.
From electromechanical handling
dedicated to shifting heavy work to
machines capable of verifying products
before they are shipped out, VT
Industries’ automation efforts eliminate
health hazards and errors.
Just like the IT department, VT Industries
has a strong in-house automation
team comprised of a 12-person crew
that builds, installs, and manages the
automated machinery.
“We have a great sales team, but our
biggest selling tool is our plant—its
capabilities are impressive,”
said Francisco.

Uniboard®’s Woodprint duo
technology is a synchronized
texture applied to both
sides of our Brushed Elm
TFL collection panels. The
result is a technological
breakthrough that replicates
real wood characteristics visible from all angles.

Advanced Technology.
Authentic Feel.

The first two-sided
synchronized texture for
thermally fused laminates
in North America.

www.uniboard.com

UNIBOARD

Uniboard® is a North American leader in engineered wood products and the original creator
of synchronized texture technology (Embossed in Register (EIR) technology). In 2013 the
brand launched its Brushed Elm ﬁnish, the ﬁrst North American synchronized TFL panel
destined for furniture applications.
This ﬁnish is a luxurious and deep brushed-wood texture. The matte-oiled surface replicates
hours of hand polishing, emphasizing the wood’s natural cathedral patterns and cross-grain
features. The brushed 3D aspect of the ﬁnish creates a relief and reﬂects light beautifully in
both horizontal and vertical applications.
Uniboard is the reference for synchronized texture in North America. From its beginnings
in 2002, synchronized texture was developed to give laminate ﬂooring an authentic look
of real wood. In 2013, Uniboard launched WoodPrint Technology®, the ﬁrst synchronized
texture for thermally fused laminate panels, which seamlessly synchronized the design and
texture as found on real hardwoods or veneers.
Fast forward to today: with ever-evolving techniques, Uniboard is showcasing WoodPrint
Duo Technology™. With unerring accuracy, this technology perfectly aligns the decorative
paper and texture on both sides of the panel for unequaled thermally-fused laminate quality
that can be seen from all angles.
The next Uniboard collection, to be launched in August 2016, will feature a new installment
to the WoodPrint Duo family of textures as well as two new overall textures, the whole
marking an evolutionary step in the advancement of TFL in North America.
Uniboard constantly strives to improve and streamline the manufacturing processes in its
mills in Val-d’Or and Mont-Laurier for MDF and particleboard with investments in equipment
to increase panel drying time, or in Sayabec, where a new state of the art press lends unique
ﬂexibility to add new and more technical ﬁnishes, while maintaining good production
speeds
Uniboard products are sold to retailers, distributors, and ﬁnished goods manufacturers,
which cater to the kitchen cabinet, furniture, ofﬁce, home renovation, and the construction
industry. For more information, please go to www.uniboard.com

EFFICIENCY
In the last 15 years, all of VT
Industries’ innovations have been
introduced under Six Sigma
lean strategies. This approach
to manufacturing, which allows
a disciplined, data-driven
approach for eliminating defects,
allows the company to design
its products more accurately,
predict areas of need, and create
practical solutions to solve any
issues that arise.
VT Industries employs experts in
every facility to help the brand
adhere to Six Sigma and lean
manufacturing principles.

“Continuous improvement is
incredibly important to us,” said
Clausen. “Our goal is always to
be better tomorrow than we are
today.”
Clausen and Francisco shared an
instance when this approach set
them weeks ahead of schedule
in the opening of a new counter
production line. Utilizing Six
Sigma strategies, VT Industries
installed, optimized, and dialed
in equipment on the line.
Before, technicians would often
have to ﬁddle with newly-

installed equipment for a
month before it was working
efﬁciently and accurately. But
by the time the company got
eight cells in, high-quality
products were produced almost
instantaneously.
“When the new line in Iowa went
live, employee morale jumped,”
Francisco said. “Everyone was
a part of it. And now, a year
later, our plants are running
better than ever, employees
are engaged, and they are glad
for the investments that were
made.”
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BEST IN CLASS

SAFETY
The innovations in VT Industries’
manufacturing plants combined
with Six Sigma lean practices
set the company up for a safe,
comfortable work environment
for its employees.
“Safety is not just our number
one priority for all of the
people who work here and
with whom we work. Safety
improves our business, which
in turn helps us improve
quality,” shared Francisco.
Automation over the last 15
years has replaced some of
the difﬁcult physical labor
with machine handling. Safety

meetings are conducted
monthly, where VT Industries’
standards are compared to
world-class safety
requirements.
Each plant has a safety
manager who holds safety
team meetings weekly to drive
initiatives at the plant level.
“There’s been a lot of
progress from our old ways
of doing business to the new
way,” said Clausen. “Safety
is incredibly important to us,
and we mean what we say
about safety. The rates we have
now, we couldn’t imagine the
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numbers being this good ﬁve
or ten years ago.”
The company’s safety record,
among many other positive
points, drives a lot of interest
in the industry for joining the
team. Both men commented
that they'd seen an increase in
the last decade, mostly driven
by employee reviews of their
place of work.
“We’re known as a premier
employer, but we don’t market
ourselves as such. The feel and
the culture of VT Industries
permeates out from our
employees,” said Francisco.

BEST IN CLASS
FORMICA

ACQUISITIONS
When you combine all of these components
of VT Industries’ business, it’s clear why other
organizations want to be a part of them. As
a leader in the industry, several parties approach
the company when they want to make a change
in their own business.
The home renovation company has acquired
several companies throughout its years in
business, often taking in ﬁrms that ﬁll a new niche.

Founded in 1913, Formica
Corporation is a leader in the
design, manufacture, and
distribution of innovative
surfacing products, including
Formica® Laminate, 180fx®
by Formica Group, and
Formica® Solid Surfacing.
Great design is meant for
everyone, and Formica
provides surfacing solutions
for both commercial clients
and homeowners. Formica®
Brand products fuse
beautiful design with
purposeful functionality,
inspired by the way people
live, work, and play.
For more information, please
visit www.formica.com or call
1-800-FORMICA™.

Francisco shared that the leadership team is made
up of patient investors when it comes to choosing
the right opportunities. But at the end of the
day, the decision comes down to one thing: the
customer.
“This can be a challenging industry. Technology is
changing, and it’s critical to keep innovation up,
to offer a new mix of products for our customers.
Everything we do is about creating the best value
for our customers.”

SUSTAINABILITY
5,000 tons of sawdust
repurposed

Strong
recycling program

Counters GREENGUARD
Gold and FSC® Certiﬁed

VT Architectural Wood
Doors FSC® Certiﬁed
since 2002

BEST IN CLASS

VT COMPASS
A commercial or home renovation takes a
long time, not because of the actual work, but
because there is a lot of time spent waiting for
price quotes and for products to come in. VT
Industries has a solution to many of the problems
commercial and home renovators raise.
VT Compass is the company’s way of eliminating
errors throughout the communication chain with
customers. When a customer wants a quote
on a countertop or door, there is often a lot of
paperwork to go through ﬁrst. With VT Compass,
customers can choose options online, and enter
measurements to get pricing in minutes.
It’s just another way VT Industries has automated
a process to make processes easier for its home
renovation customers and employees alike.

A long-standing partnership
built on expertise and trust
Taﬁsa Canada is proud of its multi-year supply
afﬁliation with VT Industries, a leader in
designing high-quality laminate countertops.
In a market that can be characterized as
fragmented, VT Industries has built an impressive
network of manufacturing plants throughout
the US and Canada. This network can supply
a broad range of innovative decorative design
solutions for residential kitchen applications
and offers an unmatched production capacity.

taﬁsa.ca

BEST IN CLASS

Timken

KEEPING
CUSTOMERS
AT HEART SETS
TIMKEN CANADA
APART

ENTHUSIASM,
INTEGRITY,
AND EXCELLENCE
DRIVE COMPANY
CULTURE CUSTOMERS
CAN FEEL

BEST IN CLASS
The Timken Company is a 120-plus-year-old
organization that manufactures, engineers, and markets
bearings, transmissions, gearboxes, belts, couplings
and chain, and related products across a variety of
industries. With 14,000 employees in 28 countries,
Timken is the leading authority on tapered roller
bearings, and pushes the boundaries of applied science
every day to keep the world in motion. In fact, you
can ﬁnd Timken products are hard at work wherever
wheels and shafts turn, from submarines, elevators,
satellites, oil rigs, freight trains, and wind turbines to
farm tractors.

“Our focus is on improving industries as
a whole while also working closely with
individual companies to provide friction
management solutions that ﬁt them,”
said Frank Mascia, Timken Canada
President. “As we continue to expand
our offerings in established markets,
we are developing new options to meet
new challenges at the same time.”

The Timken Company started in the United States,
but its expansion into Canada nearly 100 years ago
was incredibly successful and drove further global
growth. Today, Timken Canada employs more than
200 staff members in three ofﬁces, and is the perfect
example of its umbrella company’s passion, culture, and
commitment to excellence.

AP2 rail bearing
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“Our management team
today is dynamic, with
many different characters,
personalities, and strengths.”
-Frank Mascia

Frank Mascia, Timken Canada President

Mascia, who at 45 is the youngest
person to serve as president of Timken
Canada, is committed to seeing further
penetration into these markets during
his tenure. Prior to joining Timken,
he spent 16 years in the ﬂuid power
and power transmission industries,
working alongside distributors and
manufacturers in the industrial
mechanical space.

Mascia’s age gives him a fresh perspective in a mature
industry, where many senior executives have served for
30 years or more. He notes that earning the respect
of his team was challenging at ﬁrst given his age, and
acknowledges that the changes and shifts he has made
in the time since have brought the team together in a
way Timken in Canada hasn’t experienced before.
“Our management team today is dynamic, with many
different characters, personalities, and strengths,”
said Mascia. “I’m very clear on strategy—we’re focused,
team-oriented, and passionate about what we do.
And regardless of who you ask, you will get the
same response.”
Part of his strategy was to diversify the management
team across age, gender, and background. Succession
planning took precedent, however, because many of
the Timken Canada team was eligible for retirement
within ﬁve years of when Mascia joined the company
in 2011.
We had to do some aggressive restructuring,” he said.
“Timken has an excellent reputation of recruiting from a
diverse and experienced talent pool, and we send them
right on to our own Timken University. Our succession
planning has worked out extremely well. The young
graduates as well as our mid-career employees are in a
great position to grow with the company and make a
lasting impact.”

Spherical bearing

BEST IN CLASS

“We literally support
customers from the
shop level with our
service engineers
up to executive
management. Above
all I want to make
sure this company
provides added value
to the client, and that
we do so by working
at a higher level with
distributors and local
management.”
Timken tapered roller bearing

-Frank Mascia

This new internal approach accompanies a shift in
Timken Canada’s outward strategy: creating more
visibility for itself in the industries it serves. As Mascia
explains, this largely relies on implementing sales
approaches in new and innovative ways:

Mascia spends much of his time
engaging with customers two or three
tiers higher than a typical manufacturer/
sales relationship, citing that close
collaboration with executives helps
his team to outthink and outmaneuver
the competition.

“We support our end users with our three-tier and
upstream sales models,” he said. “We literally support
customers from the shop level with our service
engineers up to executive management. Above all I
want to make sure this company provides added value
to the client, and that we do so by working at a higher
level with distributors and local management.”

As a result, Timken Canada is able to
implement its sales approaches more
efﬁciently and with greater conﬁdence
in customer outcomes. As Mascia
explained, it is this team empowerment
that ultimately earns the respect of
customers.
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ASSOCIATIONS
“In short, our company
culture is so strong that
others can sense it,”
Mascia said. “What’s
important is that my team
believes in our strategy
ﬁrst and foremost. They
love what they do, and I
love what I do. It’s my job
to inspire them as much
as possible and to make
sure they have the tools
and skills necessary to
succeed.”
Timken is a 120-year-old
company with world-class
engineering expertise
behind it. Timken Canada,
approaching its own
centennial, not only has
time on its side but also
a newly diversiﬁed team
and genuine enthusiasm
that is hard to ﬁnd.

“I’ve grown from a manufacturing
employee to one with business acumen
and enterprise leadership, something
that I’ve learned at Timken,” said Mascia.
“The coaching and mentoring here are
fantastic. I’m quite fortunate to be part
of a passionate company like this.”
“Timken values its customers and
keeps them at the center of everything
it does, which is strongly reﬂected in
Frank’s vision for Timken Canada,” said
Mike Connors, Vice President of Global
Marketing, of The Timken Company.
“While improving our customers’
applications is the ultimate destination,
it is our core values as a company
including integrity, teamwork, and
excellence that are the roadmap that
guide our daily decisions. That’s how
Timken continues to deliver reliably and
efﬁciently in every instance.”

Networking or being part of
an association is critical to an
organization. Frank Mascia is
part of the Young Presidents
Association and the Power
Transmission Distributors
Association, where he sits on the
manufacturer’s committee.
“The YPO strengthens my personal
growth and beneﬁts our Timken
business. The organization consists
of entrepreneurs, successors to
family-run businesses and hired
guns,” Mascia said.
Timken Canada is part of the
Bearing Specialist Association,
Automotive Industries
Association of Canada, Heavy
Duty Aftermarket of Canada, and
Canadian Association of Railway
Suppliers.
“You may all come from a
different background in different
industries; however, we are all
challenged by the same issues,”
he said. “Networking with other
leaders gives you many different
perspectives and experiences
dealing with day-to-day business.”

Helicopter main roter for aerospace transmission

Timken Distributors

FINANCE

DISTINCT NFC
PAYMENT METHODS
TRANSFORMING

NFC PAYMENT OPTIONS ARE VIABLE
WITH THE GROWTH OF SMARTPHONES.
SEE WHICH COMPANIES ARE TAKING
ADVANTAGE OF THE TECHNOLOGY.
More than half a century ago, a transformation
began spreading through the retail realm,
slowly phasing out conventional cash with
less cumbersome plastic and boosting global
spending potential. In the midst of all this,
computers came into play.
Eventually, limited technology once ﬁlling entire
rooms shrank in size while growing in capacity,
literally placing unprecedented power in the
hands of consumers and businesses alike.
Today, both of these revolutions have been
effectively combined, resulting in unlimited
possibilities for the public at large in the form
of NFC payment options.

THE EMERGENCE OF NEAR
FIELD COMMUNICATION
NFC technology ﬁrst made its retail appearance
via debit and credit cards, giving cardholders
greater peace of mind where security is
concerned. Though cards containing NFC
chips seem to be causing their fair share of
chaos at certain point of sales in various stores,
smartphones infused with this latest link in
the techno-evolutionary chain don’t appear
to be holding people back to quite the same
extent. Those choosing to take advantage of
the newest NFC payment methods are able to
digitally consolidate all their credit cards and
bank accounts through a single app.

PAYING WITH THE WAVE
OF A HAND
If you’re like most people beneﬁtting from the
digital era, you’ve probably completed any
number of transactions courtesy of your phone.
Being a business owner tends to add a few
layers to the reliance on mobile devices.
At this point, you can pay for purchases
using virtually any of your ﬁnancial outlets
by downloading one of today’s popular NFC
payment apps and passing your smartphone
over a sales terminal.
Though you’ll ﬁnd an array of NFC payment
methods available and several others still in the
developmental stage, three distinct options
currently lead the pack in the eyes of your
fellow business owners.
Only certain operating systems are recognized
on a widespread basis at present and further
limitations stem from retailers. Still, this
development has the potential to replace your
physical wallet as well as the majority of its
paper and plastic contents.

FINANCE

ANDROID PAY
Aside from the freedom of
linking bank accounts and
credit cards to their phones,
Android users have the option
to add loyalty and gift cards
to their virtual ﬁnancial cache.
More than 15 online apps also
now support the Android
NFC payment option with
more jumping on board by
the month. Many of these are
offering special discounts to
Android Pay customers, and
Google has recently dedicated
an entire promotions page
to cluing in users on all the
special offers available at any
given time.

© Google

Formerly known as Google
Wallet, Android Pay is the
next phase in Google’s
plans to make life easier for
its loyal followers as well
as those devoted to the
Android OS. This payment
method originated in the
United States just last year,
but it has already moved
those boundaries to reach
the United Kingdom and
Australia. To date, MasterCard,
Visa, American Express,
and Discover all support the
option to pay at POS’s with
your Android device. All

128 | thebossmagazine.com | August 2016

bonus points, perks, miles, or
dollars will continue to apply
to qualiﬁed purchases.
More than 100 ﬁnancial
institutions in the U.S. alone
have also partnered with this
increasingly formidable force.
Though JPMorgan Chase
has yet to join the team, a
representative of the ﬁnancial
giant promises its customers
will be included in the mix by
year’s end. Bank of America
account holders now have the
added advantage of being
able to make ATM withdrawals
with their Android phones.

In order to get started with
this payment method, you’ll
need an Android 4.4 phone
or higher equipped with
an NFC chip as well as the
accompanying app. Once
you’re set up, you can pay
with your phone at more than
one million retailers across
the country; Walmart is a
major exception. While the
use of Android Pay is still
somewhat limited, global
reach, as well as its growing
number of supporting banks
and retailers, could soon
plow through the roadblocks
currently in place.

SAMSUNG PAY
Initially launched in South Korea, Samsung
Pay has also branched out considerably in the
year following its introduction. Countries now
allowing NFC payments from Samsung devices
include the United States, Australia, and China.
This option is set to go live in the United
Kingdom, Brazil, and Singapore within the next
few months.
Having secured more than 70 ﬁnancial
institutions, including Wells Fargo, MasterCard,
Visa, and American Express for its support
arsenal, Samsung Pay seems to be giving
Android Pay a virtual run for its money.

According to the system’s creators, it will be
accepted at an estimated 30 million retailers
around the world and is compatible with
most POS’s relying on standard magstripe
technology. This amounts to about 80 percent
of card readers.
In line with Android Pay, Samsung publicizes a
running tab of promotional offers available for
its users via the app required to take advantage
of this mobile payment system.

Like its previously-mentioned counterpart,
this mobile payment option allows users to
add credit, debit, gift, and membership cards
to their ﬁnancial arsenals. It’s a simple matter
of scanning the card’s barcode or manually
entering its number into the Samsung Pay app.
Smartphone-based ATM withdrawals through
the Samsung Pay system are currently limited
to South Korean customers, but this worldwide
technology giant brings an element to the table
not available with its two leading competitors.
Owners of the Galaxy S7, Galaxy S7 Edge,
Galaxy S6, S6 Edge, S6 Edge Plus, and
Note 5 can use Samsung Pay at terminals
not equipped with NFC technology.

© Samsung
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© VISA

VISA’S PAYMENT RING
As opposed to smartphone-based mobile payment methods,
Visa’s Payment Ring is, very literally, a ring. Available in black or
white ceramic containing an NFC chip and a built-in antenna, this
particular NFC payment option is currently only being offered
to certain members of Visa’s inner circle. This includes select
employees and the 45 athletes sponsored by the worldwide
ﬁnancial company at the upcoming Rio Olympics. Visa also
happens to be the only payment system accepted at the
pending Summer Games.
Athletes’ concerns over cumbersome and higher-maintenance
payment options were the driving force behind the development
of the Visa Payment Ring, which is water resistant and gets its
power from NFC terminals rather than conventional charging
ports. It will be backed by an actual card as well as wireless
smartphone connectivity. The company isn’t releasing many
details regarding whether or not the NFC payment ring will
ultimately be made available to the public.
General Visa cardholders planning to attend the Summer Games
in Rio won’t be booking airline tickets and accommodations,
reserving seats, or purchasing meals with a ring. Still, they may
very well be making all the necessary arrangements via their
Samsung or Android devices. In a more everyday sense, business
owners can certainly take advantage of mobile payment
methods for more than online product research and purchases.

130 | thebossmagazine.com | August 2016

FINAL WORD
Android Pay users have the
added freedom of making
withdrawals from approved
ATMs in a broader range
of countries. Samsung
customers, on the other
hand, don’t necessarily have
to wait for NFC payment
technology to reach their
most frequented physical
storefronts to enjoy paying
with their smartphones. Either
way, technology is leading to
thinner, lighter wallets while
bulking up the spending
capacity of today’s business
owners.

FINANCE

A New Wave of

Fintech's

The on-demand economy has led to a sharp increase in ﬁntech companies.
So what’s next for the ﬁeld—outside of big banks?
Written by Betsy Stanton

While you've undoubtedly become accustomed to witnessing the digital disruption
of the healthcare industry in recent years, you may be less aware of the second
largest industry target for reinvention: financial technologies, or "fintech."
Goldman Sachs estimates that fintech is on target to pull annual profits of
$4.7 trillion away from traditional financial services, and in the spring of
2016, it stepped forward to join the financial tech trend by acquiring
online wealth manager Honest Dollar.
What exactly is going on here? Read on for a brief FAQ to orient
you to the wondrous emerging world of fintech.

Financial Tech

Future

FINANCE

WHAT IS FINTECH?

You may be noticing this word more these days.
Fintech refers specifically to technology-driven
startups that reimagine traditional services in the
financial sector and deliver those services in
the on-demand economy.
Fintech encompasses peer-to-peer lending and
investing, financial management and stock trading,
crowdfunded loans and donation sites, online real
estate investment, mobile payments, and even
peer-to-peer car insurance. At a basic level, it’s the
evolution of the financial sector, outside of big banks
through technology.
Many of these new services are delivered to
customers by mobile apps. Customers who are
already comfortable using budgeting apps and mobile
banking services tend to be open to new methods of
investing, borrowing, and paying.

WHAT KICKED OFF THE
FINTECH BOOM?

HOW RAPIDLY IS THIS
FIELD GROWING?

Exponential growth is expected over the next few
years. One of the newest zones that fintech is
disrupting is insurance, with contenders such as
Guevara, the UK motor P2P insurer.
Accenture reports that global fintech firms drew $12
billion in investments in 2014, a tripling of funding
over the previous year. New companies interconnect
with one another as hugely successful payment
processor WePay, now estimated to be worth $220
million, processes the credit card payments made on
such platforms as GoFundMe and CrowdRise.

WHO ARE THE KEY DRIVERS
BEHIND FINTECH?

Fintech encompasses a growing variety of new
functions, from payment channels to automated
wealth management, crowdfunding, and online
lending. Lending Club and OnDeck are two peer-topeer lenders that recently went public. went public.
4PNFPGUIFUPQmOUFDIDPNQBOJFTUIBUDPOTJTUFOUMZ
appear on various experts’ lists include:

AVANT
A lending platform that offers simple
consumer credit options

STRIPE
Provides a "frictionless" method for
companies to pay their workers

CREDIT KARMA

After the economic crash of 2008, new procedures
were put in place with the aim of making financial
institutions more secure. One sector of this innovation
is being led by a flock of energetic startups, bringing
new products and systems to the financial industry.
Furthermore, the low interest rates of the past several
years have made capital abundant and affordable for
these money-related startups.

Helps consumers gain control of their credit score
and provides a marketing channel for its partners
to reach a large consumer base

BETTERMENT
An automated investing service and
retirement planning tool

KABBAGE
Makes small, short-term business loans using
a variety of data points to evaluate risk
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LIFESTYLE

In the fashion industry, can quality, tradition, and authenticity in
sustainable fashion trump fast fashion?
Written by Juliette Donatelli

Walk into the United States
Geological Survey headquarters
in Washington D.C. and the
building exudes a feeling of
serenity and harmony. The soft
sound of running water from the
entryway’s water wall, the worn
color of the wood side panels,
the abundance of perfectly
placed nature photography,
the ginkgo leaves imprinted on
the ceilings all work together to
increase the beauty of
the experience.

As you tour through the space,
you learn the water wall balances
the humidity in the area and
draws particles out of the air; the
wood side panels are reclaimed
from the bottom of a nearby
river and the difference in
EQNQTCVKQPKPFKECVGUVJGUVTCVKƂGF
depths of the planks; the
nature photos have proven to
increase work productivity; and
the ceiling is actually made of
gingko leaves. Your admiration
for the space increases
exponentially. You fall in love
YKVJKVUDGCWV[ƂTUVCPFVJGP
you fall in love with the story and
value of the craftsmanship.

In the last 25 years, it is
estimated that about 80 percent
of apparel manufacturing
jobs in the United States were
lost to overseas production
in countries notorious for low
wages, child labor, and unsafe,
exploitative working conditions.
Today Bangladesh is the second
largest garment producer in the
world, second only to China,
and holds minimum wage at
$68 per month. Bangladesh’s
garment industry employs four
million people, mostly women,
in 4,300 factories, and generates
80 percent of the country’s total
export revenue.

Architecture and fashion are
parallel because fashion is our
ƂTUVCTEJKVGEVWTGpQWTNKXKPI
architecture” said Yoehlee Teng,
a veteran designer of New York
City’s Garment District. The
complex supply chain and many
hands that go into making the
clothing we wear is a story that
needs to matter to us. From
farming and harvesting the
raw material to processing the
ƂDGTUCPFOCMKPIVJGENQVJKPI
social and environmental
considerations are tightly knit.

Following the tragic Rana Plaza
Collapse in April 2013, where
over 1,100 garment workers lost
their lives working in a building
that was known to be unsafe,
little change has been seen.
Organizations like the Clean
Clothes Campaign are urging
the government of Bangladesh,
the brands, and the retailers
that buy from the country to
take urgent steps to ensure
every garment worker is paid a
wage they can live on. Yet, fear
of losing business to another
bidder often overshadows
these attempts.

LIFESTYLE
On top of the shift to overseas production in a race to the lowest bidder, cutthroat, almost impossible
deadlines to manufacture the latest trends from runway to shelves in under three weeks for fast fashion
TGVCKNGTUNKMG*/(QTGXGTCPF<CTCRNCEGKPJWOCPGFGCFN[RTGUUWTGUQPHCEVQT[QYPGTUCPFVJGKT
employees.
Currently, the industry is viewed in terms of fashion and sustainable fashion, much like green building
saw only a decade ago. There’s a divide between the two as if it were one against the other. There is
PQQPGUQNWVKQPCPFVJGQPN[YC[HQTYCTFKUVQKPEQTRQTCVGCOWNVKHCEGVGFCRRTQCEJVQVJGTCPIGQH
social and environmental costs associated with manufacturing our clothing. It’s a spectrum of thoughtful
ideas and actions.

At New York Fashion Week in 2013, Vaute Couture
JGNFVJGƂTUVGXGTTWPYC[UJQYD[CPCNNXGICP
fashion label, shaking up the industry and proving
UV[NGCPFGVJKEUECPIQJCPFKPJCPF/QFGNU
wore clothing made from faux fur and leather
CNQPIUKFGQTICPKETGE[ENGFCPFJKIJVGEJHCDTKEU
while carrying adoptable dogs as they walked
the catwalk.
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Another label paving the way is Everlane with
their radical business model, which provides
pricing transparency along every step of the
manufacturing process. Based in San Francisco,
'XGTNCPGoUENCUUKE[GCTTQWPFUVCRNGUCTGUQNFQPN[
online, which allows them to sell their clothing for
a reduced price because they eliminate overhead
costs associated with a traditional retail space.
/QTGQXGTVJTQWIJUVTQPITGNCVKQPUJKRUYKVJVJGKT
QXGTUGCUOCPWHCEVWTGTUVJGEQORCP[oUJCPFUQP
approach ensures the highest integrity throughout
DQVJVJGKTRTQEGUUCPFƂPCNRTQFWEV

Luxury brand Maiyet is framing their
sustainability story through the lens of quality
and craftsmanship. Partnering with artisans in
developing economies around the world in places
UWEJCU+PFKC+PFQPGUKC-GP[C/QPIQNKCCPF
6JCKNCPF/CK[GVJCTPGUUGUVTCFKVKQPCNVGEJPKSWGU
like Indian wooden block printing and African
GVJKECNN[UQWTEGFJCPFUEWNRVGFLGYGNT[OCFG
HTQODQPGCPFJQTPVQETGCVGGZQVKECPFTGƂPGF
pieces that stand the test of time and dazzle
the imagination.

While many fashion companies are building
stronger relationships overseas, more are looking
to local production as a way to achieve a greater
model of sustainability.
+VIKTNDTCPFReformation, created in 2009 by Yael
#ƃCNQFGUKIPUCPFOCPWHCEVWTGUVJGKTEQNNGEVKQPU
in their downtown Los Angeles headquarters.
Sourcing overstock and sustainable fabrics like
organic cotton and lyocell, their supply chain
has a fraction of the environmental impact of
EQPXGPVKQPCNHCUJKQP6JTQWIJVJGKTVQPIWGKP
cheek brand personality, Reformation has built a
EWNVNKMGHQNNQYKPIVQKPURKTGCUWUVCKPCDNGYC[VQ
be fashionable.
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1NFYQTNFETCHVGFRTQFWEVUCTGIGVVKPICOQFGTP
aesthetic from husband and wife team Victor
Lytvinenko and Sarah Yarborough, founders of
Raleigh Denim, who learned the history and
techniques of traditional American jeans making.
Employing the second patternmaker ever hired
CV.GXKoUCNNQHVJGKTRCVVGTPUCTGJCPFFTCYPCPF
made on old sewing machines from the 20s, 30s,
and 40s. For Raleigh, time, tradition, and talent
is central to their brand. In conventional denim
production today, a pocket takes about eleven
seconds to place, whereas Raleigh carefully
places theirs in twenty minutes to honor quality
craftsmanship.

Juliette Donatelli
Immersed in the ﬁeld of
sustainability for over ten
years, Juliette has led visual
water awareness campaigns
in Los Angeles, conducted
conservation ﬁeld studies
in South Africa, and has
been shoulder-deep in a
cow’s rumen for nutrient
cycling research.
Currently, Juliette works as
a freelance brand architect
specializing in graphic design,
web development, and
brand identity for emerging
sustainable businesses.

Consumers are more than willing to pay a premium
price for clothing from brands whose values align
with their own. And the more we support ethical
companies by voting with our dollars, the more we
urge other retailers to uphold the same standards.
&GUKIPEQOGUƂTUVDWVVJGUVQT[OWUVHQNNQY
closely behind, and sustainable fashion is about
VJGUVQTKGUQWTICTOGPVUVGNNHTQOƂGNFVQENQUGV

A new sector of fashion is emerging, one that
carefully considers quality, tradition,
and authenticity.
p9GYKNNPQVLWUVDGUGFWEGFD[VJGnHCUJKQPoDWV
also by how the fashion is made,” said sustainable
fashion industry leader and former Barney’s buyer,
Julie Gilhart. Within
this new sector, they’ve got a story to tell.
Are you listening?
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MORE
INNOVATIVE
BRANDS
THAT ARE
CHANGING
THE FUTURE
OF FASHION
In our connected world,
where health and ecoconscious consumerism
ÃyÕÀÃ }]Ì iÃiwÛi
future fashion trends are
iÛ}Õi>`Ì>}ÀÌ°

Written by Nicola Batchelor

Nudie Jeans

Finding a pair of jeans can be a surprisingly
ÃÌÀiÃÃvÕÌ>Ã\ViÞÕw`Ì i«iÀviVÌwÌ]ÞÕ½
`ÕLÌÜ>ÌÌÜi>ÀÌ iVÃÌ>ÌÞ° ÕÌ
ÜÌ VÌÕi`Üi>ÀÞÕÀv>ÛÀÌiVÌ }Ì Ã]
ÀiÛi>}ÜÀÌ ÀÕ} «>ÌV iÃ>`ÕÃ} ÌÞ
iÃ°/ >ÌViÌÀi>ÃÕÀi`ÌivVÌ }i`Ã
Õ«Ì iÌÀ>Ã p>`ÕÌ>ÌiÞÌ i>`wp>`
Ì iÃi>ÀV vÀ>wÌÌ}«>Àvi>ÃÃÌ>ÀÌÃ>
ÛiÀ>}>°
Õ`ii>Ã] ÜiÛiÀ]ÃÀiÛÕÌâ}Ì i
vÕÌÕÀivv>Ã `i°/ iV«>ÞÃ
VÌÌi`ÌiÌ V>>`ÃÕÃÌ>>Li«À>VÌViÃ]
ÕÃiÃÞÀ}>V>ÌiÀ>Ã]ivÀViÃÃÌÀVÌ
v>À>LÀÌ>ÌÛiÃ]`iÃÌÀ>ÌiÃV«iÌi
ÌÀ>Ã«>ÀiVÞÜÌ Ì iÀÃÕ««ÞV >]>`
iÝÌi`ÃÌ iviVÞVivÌ iÀ«À`ÕVÌÃÜ iÀiÛiÀ
«ÃÃLi°
>ÌÌiÀ ÜÜÀÀ`>>}i`] Õ`ii>Ã
V>LiiÝV >}i`]ÜÌ ÕÌµÕiÃÌ]vÀÓä
«iÀViÌvv>iÜ«>À°/ iÕÃi`VÌ }ÃÌ i
LÀÕ} ÌL>VÌvi>`ÀiÃ`ÃÌÀiÃ]À
ÀiVÞVi`Û>ÀÕÃÌ iÀiÌ `Ã° ÕÃÌiÀÃ
V>>ÌiÀ>ÌÛiÞ >ÛiÌ iÀi>ÃÀi«>Ài`vÀii
vV >À}iÀ`iÀÌiÝÌi`Ì iÌi½ÃviVÞVi°
/ iV«>Þ>ÃvviÀÃÀi«>ÀÌÃvÀÌ Ãi
Ü «ÀiviÀÌ`Ì iLÌ iÃiÛiÃÌ i
VvÀÌvÌ iÀÜ i°

“Nudie Jeans was a dream
about not having to compromise.”
-Maria Erixon,
Nudie Jeans Creative Director
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Dooq Sandals

µÃ>ÀiÌ iÜÀ`½ÃwÀÃÌvÕÞ`Õ>À
Ã>`>ÃÜ iÀiÌ iÜi>ÀiÀÃ>LiÌ`iÃ}
VÕÃÌÃ>`>ÃÜ V «iÀviVÌÞ>ÌV  iÀÃÌÞi
>``°ƂvÌ i«>ÀÌÃ]Ü V V>VÀi>ÌiÓÇ
`vviÀiÌ«>ÀÃvÃ>`>Ã]Üi} Þ
£ä°xÕViÃ°
/ iV«>Þ>ÕV i`Ì iÀvÕ`}V>«>}
VÃÌ>ÀÌiÀ>ÞÓä£ÈÌÀ>ÃiÌ i
iViÃÃ>ÀÞw>ViÌLi}«À`ÕVÌ°ƂÃ>
ÀiÃÕÌ] µÃÕVViÃÃvÕÞÃiVÕÀi`Óxä«iÀViÌ
Àiw>V}Ì >Ì iÌ>}>°
"ivÌ i«À>ÀÞLiiwÌÃv µVÕÃÌ
vÌÜi>ÀÃÃÕÃÌ>>LÌÞ°/ iÜiÀÃ>Ì µ
vÀi`ÕÃÌ >Ì>Õv>VÌÕÀ}Ì iÃiÃv
Ã>`>ÃÌÞ«V>Þ}iiÀ>ÌiÃÌ i } iÃÌÛÕi
v "ÓV«>Ài`ÌÌ iÀÃ>`>«>ÀÌÃ°7Ì 
µ]Ì iÜi>ÀiÀÞii`ÃÌ«ÕÀV >Ãii
ÃiÌvÃiÃ>`V>Ì iVÕÃÌâiÌ iÃ>`>
Ì>ÌV `vviÀiÌÕÌwÌÃ°ƂÃÃÕV ]Ì i`Õ>À
`iÃ}i>`ÃÌ>}iÀ>ÃÌ}«À`ÕVÌp>`
Ài`ÕViÃÕiViÃÃ>ÀÞVÃÕ«ÌpLiV>ÕÃiÌ
Ãi>ÃÞÌÀi«>Vi>ÞÜÀÕÌ«>ÀÌÃ°
*>ÃvÀÌ iLÀ>`VÕ`i>>««Ü V Ü
>ÜÜiÌivvÀÌiÃÃÞ`iÃ}Ì iÀÜ
Ã>`>ÃÌ iÌÃ`ÃÌ>ÌvÕÌÕÀivv>Ã °

“Summer must be full of color! Now,
every woman can choose multiple
color and style sandals to match every
QWVƂVYKVJQWVQXGTNQCFKPI
their luggage!”
s4CUC2GMCTUMCKVô
Co-founder
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Ralph Lauren’s Polotech Shirt

7i>À>LiÃ>ÀiV«>VivÀ>>À}i«ÀÌvÌ`>Þ½Ã i>Ì >`wÌiÃÃ
iÌ ÕÃ>ÃÌÃ°ÕÃÌÃ>«>LÀ>ViiÌ]Ü>ÌV ]ÀÀ}>`Li}ÌÀ>V}ÞÕÀ
i>Ì iÌÀVÃÃÌ>ÌÞ°
/ i`}Ìâ>Ìv>VÌÛiÜi>ÀÃiiÃ>>ÌÕÀ>«À}ÀiÃÃvÀÌ i`ÕÃÌÀÞ°
,>« >ÕÀi >Ã`iÛi«i`>Ã ÀÌÌ >ÌiV«>ÃÃiÃÌ ÃÃ>ÀÌÌiV }Þ]
ÕÃ}ÃÛiÀwLiÀÃÜÛi`ÀiVÌÞÌÌ iv>LÀVÌViVÌÀi>ÌiÃÌ>ÌÃ°
/ iÃ>ÀÌÃ ÀÌ`iÛiÀÃÛiiÌÀVÃÃÕV >ÃÃÌi«Ã]V>ÀiÃ] i>ÀÌÀ>Ìi]>`
LÀi>Ì }ÌÌ iÜi>ÀiÀ½Ã* iÃ>``Ì>Üi>À>LiÃ>ÀiÀiµÕÀi`°

Ƃ>ÃÃV>Ìi`>««ÀiÃ«`Ã
ÌÌ iÜi>ÀiÀ½ÃiÌÀVÃLÞ
ÃÌÀi>}`>Ì>`ÀiVÌÞÌ
>* iÀƂ««i7>ÌV °
/ i>««ViÛiÀÞVÕÃÌâiÃ
ÜÀÕÌÃL>Ãi`Ì i`>Ì>Ì
ÀiViÛiÃ°/ iÕÃiÀ½ÃivvÀÌ]>`
Ì iÀL`Þ½ÃÀiÃ«Ãi`ÀiVÌÃ
Ì iÜÀÕÌ]>Ü}Ì i
Üi>ÀiÀÌiÝiÀVÃiÃ>ÀÌiÀ>`
ÀiivviVÌÛiÞ°

“[The PoloTech shirt
makes Ralph Lauren] the
ƂTUVOCLQTNWZWT[HCUJKQP
brand to come to market
with a smart shirt.
- David Lauren,
Executive Vice President
of Global Advertising,
Marketing and Corporate
Communications
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Bhava

>Û>ÃivÌ iwÀÃÌ}L>«ÀiÕvÌÜi>À
LÀ>`ÃÌvVÕÃÌÀ>Ã«>ÀiVÞ]ÃÕÃÌ>>LÌÞ]>`
iÌ VÃÌ iÀÃÕ««ÞV >°/ ivÕ`iÀÕÃiÃÞ
iÌ V>ÞÃÕÀVi`>ÌiÀ>Ã>`«iÀÃ>ÞÃ«iVÌÃÌ i
>Õv>VÌÕÀ}v>VÌiÃvÀv>ÀÜÀ}ÃÌ>`>À`Ã°
/ iV«>Þ>ÕV i`Ì ÀiiÞi>ÀÃ>}ÜÌ >VÕÌÕÌ
ÝvÀ`Ì >ÌÜ>ÃÃ«Ài`LÞ>ÛÌ>}i«>ÀvÃ iÃ°
>Û>Ài`iÃ}i`Ì iÃ ÕiÌÌiiÌ V>v>LÀVÃ]
VÕ`} >`ÜÛiÌiÝÌiÃvÀ`>]Ì iwiÃÌ
ÕÝÕÀÞÕÌÀ>ÃÕi`ivÀ>«>]À}>VVÌÌ}]
>`ÃÕÃÌ>>LÞÃÕÀVi`Ü` iiÃ°7 iÌ i«À`ÕVÌ
Ü>Ã>ÕV i`]Ì iÃÌÞiÜ>ÃÌÀi`}>` >Û>µÕVÞ
Ã``°/ Ã}>ÛiÌ iV«>ÞÌ iVw`iViÌ
VÌÕi°
>Û>½Ã `ÌÀÎ£ ÌVÛiÀÌÃvÀ>i]Ì
V>ÃÃVii i} Ì]ÌÛiÀÌ iiii}Ì °Ì½Ã
`iÃ}i`ÌLi>iVvÀi`ÞvÌÜi>À«Ì]
Ài`ÕV}>Þii`vÀÌ Àii`vviÀiÌ«>ÀÃvLÌÃ]
Ü iiV«>ÃÃ}ÕÃÌiÃiÌ >ÌV>i>ÃÞLiÀi
Ãi`Ìâi>`wÜ>ÃÌi°
>Û>Ã}ÀÜ}ÌiÀ>Ì>Þ>`ÃVÕÀÀiÌÞ
ÀiÌ>}>ÌLÕÌµÕiÃÌ ÀÕ} ÕÌ ÕÀ«i>` >>`>
Ì >ÌÃ >ÀiÌ iÃ>iÛ>ÕiÃ°
ƂVVÀ`}ÌÕ`iÀÀ>VÃV>*i`>]Ì i>
V >i}i >Û>v>ViÃÃw`} } µÕ>ÌÞ]iÌ V>Þ
ÃÕÀVi`>ÌiÀ>ÃvÀ>ÌÀ>Ã«>ÀiÌÃÕ««ÞV >Ã
Ã iV>vii£ää«iÀViÌVw`iÌÌ >ÌÌ iÀiÃ
iÝ«Ì>Ìv Õ>ÃÀ>>Ã>}Ì iÜ>Þ°

“As an advocate of sustainable design
and a Professor of Ethical Fashion at the
Fashion Institute of Technology, it is my
duty to talk about these issues, especially
with future generations of designers.”
- Francisca Pineda,
Founder and Creative Director

Sona Connected Bracelet
VÌÀ>ÃÌÌÌ i>ÀÀ>ÞvÃ>ÀÌÜi>À>Li`iÛViÃÌ >Ì>Ài
`iÃ}i`ÌÌÀ>VÕÃiÀÃ½« ÞÃV>>VÌÛÌÞ]Ì i-> iVÌi`
À>ViiÌÃ>Ìi}iÌ`iÛViÌ >ÌÜÀÃÌ«ÀÛiiÌ>
i>Ì ]`Û`Õ>vVÕÃ]>`ÛiÀ>ÀiÃ«ÃiÌÃÌÀiÃÃ>`
>ÝiÌÞ°/ ÃÃiÃ«iV>ÞÌ>À}iÌi`ÌÜ>À`ÃLÕÃÞ«ÀviÃÃ>Ã°

iÛi«i`LÞ >i`i Õ`iÀÃ À>iÛÃ>` >Û`
7>ÌÃ]Ü  >Ûi«ÀiÛÕÃÞÜÀi`Ì}iÌ iÀ>Ì>ÜLi]
 >Ãi]>`-ÕV>`Þ]Ì i-> iVÌi` À>ViiÌi>ÃÕÀiÃ
i>ÀÌÀ>ÌiÛ>À>LÌÞpÌ i}>«ÃLiÌÜii i>ÀÌLi>ÌÃp>`
ÃÞVÃÌ i i>ÀÌÀ>ÌiÌ>ÃiÜ>Ûi«>ÌÌiÀp>>ÌÕÀ>«>ÌÌiÀ
VVÕÀÀ}Vi>Ü>ÛiÃ]ÃÕ`Ü>ÛiÃ]>`} ÌÜ>ÛiÃp
Ì ÀÕ} >ÕµÕii`Ì>ÌiÝ«iÀiVi°/ iÀiÃÕÌ\>iÛ>Ìi`
ÃÌÀiÃÃ>`VÀi>Ãi`Ài>Ý>Ì°

“We don’t think people should
have to choose between a
beautifully designed product
and the latest tech.”
- Nora Levinson,
Co-founder

1Ãi`VÕVÌÜÌ >>««]Ì i-> À>ViiÌ½Ã
i`Ì>ÌÛiÌ«ÀÛ`iÃi`Ì>ÌiÝiÀVÃiÃ]}Õ`iÃ
Ì iÜi>ÀiÀÌ ÀÕ} Ì iÀi>Ý>Ì«ÀViÃÃ]}ÛiÃ
vii`L>V]>`vviÀÃ>`ÛVi>`}Õ`>VivÀ
«ÀÛ}«À>VÌViÛiÀÌi°
1i>ÞÃ>ÀÌL>`Ã`iÃ}i`
vÀÌ i« ÞÃV>>VÌÛiÜi>À>ÀiÌ
ÜÌ `>Ì>ÃVÀiiÃ]} ÌÃ]>`ÃÜi>Ì
ÀiÃÃÌ>ÌÃVi>ÌiÀ>Ã]Ì i
->LÀ>ViiÌÃ>Li>ÕÌvÕ
>VViÃÃÀÞvi>ÌÕÀ}>i>Ì iÀ
L>`p>Û>>LiL>V]}`]
ÀÀÃi}`p>` ``i
ÃiÃÀÃÌ >Ì>ÀiViÛiÀÞ
`Ã}ÕÃi`Ì iÕ`iÀÃ`i
vÌ i>ÌiÀ>°vÌ ÃÃ>ÀÌ
LÀ>ViiÌÃ>Þ`V>Ì]
vÕÌÕÀivv>Ã Ã}>
ÌÀiV VÌ >}ii°
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WHAT’S GOING ON?
AUG
2–3
Milwaukee, WI
This is the only sustainability conference designed with, and presented by, corporate leaders
like you. If you’d like to benchmark leading practices, discover new solutions, and hear about
the hard-won accomplishments your peers have achieved, register today.

AUG
16–17
Health IT Summit | Seattle, WA
Join the transformative discussions shaping the next decade in healthcare. At the iHT2 Health
IT Summit, renowned leaders in the North American healthcare industry gather to present
important information and share insights. Healthcare leaders participate in transformative
discussions and beneﬁt from a unique environment for learning and professional growth.

AUG
17–18
Secaucus, NJ
Build Expo provides the building and construction industry with an unrivaled environment to
meet and network. You will have the chance to meet with exhibitors, try out new products,
and check out new developments. Build Expo offers expert seminars and workshops covering
many topics as well as new techniques and strategies.

AUG
19–21
Miami, FL
This environmentally-focused business and consumer expo has over 200 interactive
booths showcasing new eco-green and solar products and services. Attendees can see and
experience the latest fuel-efﬁcient cars, preview eco-fashion, and investigate the latest in
green building, solar products, and more.

AUG
21–24
Additive Manufacturing + 3D
Printing Conference & Expo
Charlotte, NC
Discover the engineering behind
additive manufacturing and
3D printing. ASME’s Additive
Manufacturing + 3D Printing
Conference & Expo (AM3D),
is designed speciﬁcally for the
engineering community. We’ve
customized a program around the
product development process to
highlight issues, challenges, and
solutions associated with every
step of the AM lifecycle.

AUG
22–24
Detroit, MI
In-depth discussions from car, truck, military, bus, and off-highway vehicle companies that
are focusing on implementing autonomous technology. Receive insider information from the
regulatory panels on what should be expected to comply with the futuristic technology.

Supply Chain Insights Global Summit
Scottsdale, AZ
With the theme “Imagine the Supply Chain
That Could Be”, this supply chain management
conference is a unique event designed for
supply chain leaders. Attendees will experience
discussions, excursions, The Shaman’s Circle,
networking roundtables, The Digital Showcase
reception, keynotes, Supply Chains to Admire
presentations, Birds of a Feather lunches,
presentations, and much more.

SEPT
9
2016 Healthcare Consultants Forum Program
Chicago, IL
This unique learning and networking opportunity—designed for
both new and experienced healthcare consultants—will help build
your skill set and allow you to connect with peers who share a
commitment to professional development and the healthcare
ﬁeld. Hosted by the American College of Healthcare Executives

SEPT
14–15
2nd Annual IOT in Oil and Gas
Houston, TX
This conference explores the
evolution of IoT technology—
with more case studies,
practical thought leadership
sessions, and insights. This
conference is the perfect
platform for technology
innovators to educate the
market about how their
solutions can be the panacea
to their technology challenges.
This is the only conference in
the world to focus on how oil
and gas companies can use IoT
to make their operations more
efﬁcient, secure, and safe.

SEPT
20–21
Toronto, ON
The ﬁrst-ever conference dedicated to advancing energy storage across Canada, this is a
unique opportunity to engage in an in-depth look at the drivers for storage and be a part
of shaping the future of the industry across the country. Hosted by the Energy Storage
Association, Energy Storage Ontario, and National Research Council of Canada.

TENTEN | 550 Seagaze Drive
Oceanside | CA 92054

